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NAB convention dominated by- ;
promlses, perlls of new technolbgy
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KSTP-TV’s new Doppler Radar:
tornado signals well before
the sightings!
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Until now, the
only sure way to
know a “twister”
was coming was
to wait until one
was sighted.

But KSTP-TV's new DOPPLER RADAR
will change all that in the Twin Cities. Dop-

Doppler Radar
can detect these
conditions too.

And experiments
are underway to
provide better

advanced warning of flash flooding
as well.

ol pler actually "sees" the spiral winds of a To stay first means BEING first. And
e tornadc while it's in the earliest formative KSTP-TV is the first and ONLY commer-
';f_“ r: stages aloft. It means that now KSTP-TV, cial weather concern to install this highly
20 working with the National Weather Ser- advanced weather radar system. So now,

£ 1 vice, can give people significantly more Channel 5's team of eight meteorologists
st kS time to take cover. can actually CATCH THE WIND
LR RE But that's not all it does! Many and show it to you on the air!

R-< = serious aircraft accidents have No wonder MOST people in the
., i been caused by the down-drafts Twin Cities watch KSTP-TV's
o © of thunderstorms, and the related EYEWITNESS NEWS every
. < shifting wings. KSTP-TV's new KSTP-TV evening!*

s 2% Minneapolis, 81, Paul

Y *4EYEWITNESS NEWS
i Down to earth. Up to the minute.
? For more information, call {(612) 646-5555 or the Petry office nearest you.
:'\‘3 *Feb. 1980 NSI and ARB subject to normal survey qualifications.
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Tom Pulos gives these people

the business. And they love it.

Radio station managers like
Billy Dean Tutt, Bob Gold, Jay
Williams, Austin Mulligan, Dave
Quinn, Robin Davis, Lincoln Pratt,
and Donn Parker*® can be pretty
tough sometimes. After all, they
each have inventory to sell and
profits to protect.

They demand intelligence, hard
work and loyalty from their national
rep. That’s exactly what Tom Poulos
and his Boston-based McGavren
Guild Radio sales staff delivers.

Then, Tom goes one step fur-

ther. He puts together extra
research when he feels the station
can use it. He travels that extra
mile into the market to help sort out
local problems. And, he takes the
time to work on-site with station
sales personnel in developing new
business.

Tom 1s committed to increas-
ing revenues for his stations, and
helping them gain a larger share of
their own market.

He loves to give these people
the business, and it shows.

@O MGA/REN GULD RADIO

*WALE. WPOR AMIFM, WVBF, WEANIWEIR WNLC: WTYD. WVBE WEANIWIB. WFEA.

People who know the territory.




» # 4 TIME-LIFE TELEVISION
" proudly presents

F@ 7 YEARS— NCE A WEEK
NOW, ALSO A WINNER AS A STRIP!

FRIDAY

MONDAY TUESDAY WEDNESDAY THURSDAY

gguo oo oo oo ooo ool
L/

Narrated by
WILLIAM CONRAD

129 HALF-HOURS IN COLOR

A TIME-LIFE TELEVISION PRODUCTION

WE DO IT RIGHT!

TIME-LIFE TELEVISION

' TIME & LIFE BUILDING
?' NEW YORK, N.Y. 10020

NEW YORK * ATLANTA ® DALLAS » ST.LOUIS « LOS AL;HGELES
- ' Chips Barrabee Thomas N. Todd Dennis S. Emerson Jack G.Garrison  Jack Donahue
1980 Time-Life Fitms, Inc. Al Rights Reserved. (21p2) 841-3052  (404) 993-5084 (214) 492-3555 (314) 227-7602 (213) 385-8151



Vorld leader in television switching,
signal processing, and dis

tribution systems

r G)Eal:! |Ciﬂ Al ﬁéégﬁggcm EGGE(EI
L-gagggm naé SacHan g
IS oo 4 78] el HEGIEIE
f &8 Eéségéeméaégmét Eﬁ% g
| EEsemssesccemsescocmecesceoce.
R =T ST T mﬁtﬂmmuﬁ.u:&mmumtz B(:I
(ST BT ST O 5 T ]
bt e i b i ) EERIERY

- E!l:l HS&
i3 St b4t
éggu'é" QHHQE&HEHH&BHH& Hedm

§ b,

W B FEFCrErErEEEEErS SRR
.8 SO EETre g 2 i %%‘
=23 = =

= ;:E;:T .
] W%Eﬁd

‘i = r—-.— =
—aaeaasaaaaaaasaaaaaaaag ‘5‘5‘55

| B RO o
. = eeaees

THE GRASS VALLEY GROUP, INC..
P.0. BOX 1114 GRASS VALLEY CALIFORNIA 95945 USA « TEL: (916} 273-8421 TwX: 910-530-8280
A TEKTRONIX COMPANY

SOUTHEAST; 1644 Tullie Cir NE, Atlanta, GA 30329 (404) 3214318 « NORTH

Offices: WEST; 21243 Ventura Bivd Ste 206, Woodland Hills, CA 91364 (213) 999-2303 -
CENTRAL; 810 W Bristal St, Elkhart, IN 46514 (219) 264-0931 « NEW ENGLAND & MID ATLANTIC: Station Plaza East, Great Neck, NY 11021 (516) 487-1311 « SOUTH

WEST; Seminary South Office Building Ste 316, Fort Worth, TX 76115, (817) 921-9411 + MIDWEST; 3585 N Lexington Ave Ste 238, Arden Hills, MN 55112 (612) 483-2594
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The Week in Brief

T T O TR T TOP OF THE WEEK CUSINGESS o e ——— e W T PR
NAB'S WEEK IN VEGAS O Technology dominated the 58th  SALES SINGALONGS O RAB charts radio’s success story

annual convention—not only in the exhibit halls but also at its Las Vegas session and throws some brickbats back
as part of the industry issues discussed and debated at TVB. paGgE 82. TVB's meeting focuses on the greater
throughout the agenda. PAGE 25. opportunities that television will enjoy in the next 10

PULLING ANOTHER PLUG O Carter wants to increase Ml LS

pressure on Iran by having American news groups FINANCIAL REALITIES O An NAB workshop discusses
minimize their presence and activities there. PAGE 28. tight money and how it could affect station deals. But the

Es———— LAW & REGULATION S forecast‘is that interest rates will drop and avert buying
YITFORTAT O FCC Chairman Ferris urges broadcasters ~ and selling probiems. PAGE 3.

at the NAB convention to embrace the new technologies, T T PROGRAMING s ey
increase competition, and, in turn, earn less regulation THAT OLYMPICS GAP O With its Moscow coverage all but
and First Amendment parity. PAGE 29. officially cancelled, NBC-TV examines its options for

substitute programing and alternatives it can offer
VOICES FROM CAPITOL HILL O NAB delegates hear Van SpONSOrS. PAGE 67.

Deeriin tie 9 khz to deregulation. pagE 30. Goldwater
pitches for a communications bill. PAGE 32. Hollings is
quizzed on broadcast issues. PAGE 34. House

ol e e P TS e e o - PR L
PLANER'S PLAN [0 NBC News vice president predicts the

Communications Subcommittee members explain their ~ networks will spread correspondents throughout the
stance on limiting FTC powers and cable deregulation. country as new technology puts reporters cioser to where
PAGE 34. Broadcasters-turned-congressmen give NAB the news breaks. PAGE 71.

ra_dio delegates tips on dealing with Capitol T TCCHNOLOGY S Ty
Hill. PAGE 38. CHEST BUMPING O The 9 khz issue is revived in Las

Vegas as both Thurston and Livesay claim the other was
used. Lee doesn't let Thurston's criticism of U.S,
delegation to Buenos Aires go unanswered. PAGE 73.

ON THE FIRING LINE O The FCC’s Lee, Quello, Brown and
Fogarty field questions at separate TV and radio sessions
in Las Vegas. The |atter has explosive moments over AM

stereo and EEQO guidelines. PAGE 42. HOT ITEMS O The hardware for fixed satellite service is
very much in evidence at the NAB exhibits, and
workshops on that subject draw substantial numbers.
PAGE 74. Delegates also get a preview of the components
that will go into the digital studio of tomorrow. PAGE 78.
Teletext updates are afforded both management and
engineers in Las Vegas. PAGE 78. A storm of controversy
over the selection of the Magnavox system may delay its
implementation. PAGE 80.

” . e ey PUOCLE oo e s ey .
ATIT AGAIN O Mobil's Schmertz and CBS's Mater debate VIA THE SMALL TOWN O In 1972, William Dllday left his

TR T O LTS el G0 s e Ty P - E T
ON THE OFFENSIVE O Donald Thurston, winner of the
NAB's Distinguished Service Award, exhorts

broadcasters to support the minority fund, defends the
association’s 9 khz stance and answers criticism by Van
Deerlin. PAGE 52. NAB President Wasilewski rebuts
charges of obstructionism, declares that broadcasters

are synonymous with progress. PAGE 52.

advocacy. PAGE 56. native Boston to further his career in Jackson, Miss. Since
ARRIES UNDAUNTED O The chairman of the All-Industry then the general manager of wWLBT(TV} has made his mark
TV Stations Music License Committee doesn't think there and on the national broadcast scene as a member
CBS's loss in per-use litigation will affect the committee's  of the NAB board, a congressional Black Caucus advisory
own antitrust suit against the licensers. PAGE 58. group and the NBC-TV affiliates board. PAGE 105.

Boltom Line............. 64 Datebook.. AR ol . g Playback
Business Briefly. ... ...... Editorials..............- 106 Monday Mema........... 22 Proflile..................%

Changing Hands. . 44 Fates & Fortunes........ 98 HMews Beat._............ Stock Index. ...........
Clased Cireuit, ... ....... Faor the Record. ......... 81 Open Mike,............. Washington Watch. ..
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Thanks to strong station support across the country, Buddy Hackett's hew half-hour
comedy-game strip is a definite go for Fall 1980!

Perfect programming for access, early fringe, late night or daytime.

Firm it up for your station, today, on an attractive, time-shared basis.

YOU BET YOUR LIFE

STARRING

BUDDY HACKETT
MCATV

®1980. Universal City Studios. Inc All ights reserved.
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Insider report: behind the scene, before the fact

TP ST R
Against stream

Despite strong signs of recession in other
businesses, spot broadcasting is still
robust. Talks with leading national
representatives indicate first quarter was
strong for both spot television and radio
and'second quarter is outpacing 1979 by
comfortable margin. Even in hard-hit
Detroit, business is said to be up
substantially over last year, with spot radio

particularly bright in automotive accounts.

Some smaller markets report sharp drop-
off in auto advertising.

P TN T vt |

Two for one?

Separate annual NAB conventions for
radio and television, with separate exhibits
by suppliers of equipment and services?
That’s in minds of some members of
NAB’s five-man Convention Futures
Committee and could jell as formal
proposal at next NAB board meeting in
June, Sheer size of combined convention
such as last week’s in Las Vegas, where
nearly 20,000 were in attendance, prompts
talk of change. NAB conventions are now
said 1o be second in size only to those of
American home builders for attendance
and equipment displacement.

NAB’s recently instituted annual radlo
programing conferences (next in New
Orleans in August) could provide basis for
full-fledged radio convention. Presence of
National Radio Broadcasters Association
on scene also figures in NAB thinking.
Division of NAB into radio and TV shows
would be expected to displease
manufacturers supplying both media and
facing duplicated costs.

P s R s g )

More and more

Still another candidate has surfaced in
White House search for possible successor
to FCC Commissioner James H. Quello. It
is Shelton Merrill, 30, of Oceanview, Del.,
and he is neither Hispanic nor lawyer
(most other candidates have been one or
both) but operator, with his wife, of
antique store and leader in Delaware’s
effort to secure first television service. He
heads Delaware Citizens Committee,
whose goal is public television operation,
and is vice chairman of Citizens
Committee for Expansion of Commercial
Television in Delaware, which is interested
in obtaining commercial station.

Merrill will be interviewed for job by
White House staff on Wednesday, but he
has already had some noteworthy talks at
White House. Two weeks ago, he had
appointment with presidential domestic

policy adviser, Stuart E. Eizenstat, who
sent him 10 see Harley Frankel, assistant
director of presidential personnel office.
Merrill had seen Eizenstat in connection
with Delaware’s campaign to secure
television service. But Merrill’s interest in
FCC spot was also discussed, and one
thing led to another.

Snubbed?

Conspicuously absent from annual
gourmet dinner given by Broadcast Music
Inc. at last week's NAB convention were
three invited guests who had accepted but
failed to show: FCC Chairman Charles D.
Ferris and Commissioners Robert E. Lee
and Tyrone Brown. At last minute all
decided to dine at Sands hotel where
Wayne Newton, reigning star of Las
Vegas, was singing. Roy Elson, former
NAB vice president, now political
consultant to association, was host. In
interview in BROADCASTING'S April 14
issue, Ferris had expressed desire (o
mingle with more broadcasters. Nearly two
hundred influential ones were with BM1 at
Caesars Palace on night of April 14,
Three former chairmen were BMI
guests: Rosel Hyde, Dean Burch and
Richard Wiley. So were incumbent
Commissioners James Quello and Joseph
Fogarty. Robert Wells, former FCC
member, is now BMI chairman. He
succeeded E.R. (Curly) Vadeboncoeur of
Newhouse stations, who continues to
supervise BMI dinner arrangements,

|

Whopper

FCC hopes to schedule meeting on
General Electric-Cox Broadcasting merger
for April 28. If approved, $500-millicn
merger will be largest in broadcast history
and result in GE’s owning six AM
stations, seven FM's and five VHF’s. GE
now owns three AM’s, five FM’s and
three VHF’s, (All VHF s are in top 50
markets—requiring GE to make public-
interest showing why rule limiting
ownership by acquisition 1o two should be
waived.)

There are four petitions to deny merger
as well as national concentration issue and
GE character-qualification challenges to be
resolved, Commissioner Abbott
Washburn, lone dissenter to $406-million
Gannett-Combined Commmunications
merger approved last June, may be
dissenter again on same grounds of
excessive concentration of control. Even
though it’s unlikely that FCC would deny
merger, thorny issues promise long
debate.

Broadcasting Apr 21 1980
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Four face-offs

League of Women Voters Educational
Fund this week will announce tentative
plans for presidential and vice presidential
debates it hopes to sponsor in fall between
Democratic and Republican candidates.
League is thinking of four debates in all—
three involving presidential candidates and
one vice presidential—between mid-
September and week before election, on
Nov. 14. Additional details will be
disclosed at news conference, 10 be held in
Houston on Wednesday, before’
Republican presidentia' forum.

AT T e I ety |
Writer’s cramp

FCC’s order denying license renewal to
three RKO General stations, WNAC-TV
Boston, woR-TvV New York and KHI}-Tv Los
Angeles, voted at Jan. 24 meeting, is still
incomplete. Written document has been in
Chairman Charles Ferris’s office for last
three weeks. FCC rules require member of
majority to supervise writing of orders in
adjudicatory cases. Ferris reportedly has
come to head of what is supposed to be
rotation on several major matters— with
majority consensus. With four
commissioners joining Ferris on trip to
China in two weeks, three of them part of
majority on RKO matter, it is unlikely that
final order will be out before early June.

|

Busy bird

Joint venture between National Public
Radio and United Press International will
probably be finalized this week to deliver
UPI wire and audio to NPR stations via
NPR satellite. NPR, which has already
signed agreement, is hoping 120 stations
will subscribe to wire service initially,
fewer for audio service. Amount each
station will pay will depend on number of
stations using service, as NPR has
contracted for service for flat fee, which
subscribing stations will split. If
equipment is delivered on schedule,
service will begin late in summer.

]

Fast draw

Staff recommendation that led FCC to now
controversial choice of Magnavox AM
stereo system (see page 80) was reportedly
made in haste. After Broadcast Bureau’s
marketplace proposal drew criticism
(BROADCASTING, March 31), seven-
member committee from bureau and
Office of Science and Technology was
formed and ordered to pick single system
within week.
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Armour-Dial O Twelve-week campaign
for Treet begins May 12 and runs through
Sept. 13 in 50 markets including
Oklahoma City, Atlanta, and Columbus
and Dayton, Ohio. Spots are placed
during day and fringe times. Agency:
Foote, Cone & Belding, Chicago. Target:
women, 25-54,

Beefsteak Charlie O Eight-week
campaign for restaurants begins May 24
in 10 markets including Albany-
Schenectady-Troy, N.Y, plus various
Florida and Connecticut markets. Spots
will be placed during day, fringe and news
times. Agency: Media Communications,
New York. Target: adults, 18-49.

All Brands importers O Eight-week
campaign for Moosehead beer begins
May 5 in seven markets including
Charlotte, N.C. Spots are placed during

late fringe and news/sparts times.
Agency: Mathieu, Gerfen & Bresner, New
York. Target: men, 18-49.

Keyes Fiber O Eight-week campaign for
Chinette paper plates begins May 5in 43
markets including Los Angeles;
Washington; Philadelphia; Cincinnati and
Dayton, Ohio; Dallas-Fort Worth, and New
Orleans. Spots will run during fringe
times. Agency: Rosenfeld, Sirowitz &

Lawson, New York. Target: women, 18-49.

Union Oil O Six-week campaign begins
this week in about 14 markets including
Miami, Atlanta and St. Louis. Spots are
placed during fringe, prime and sports
proegraming. Agency: Leo Burnett & Co,,
Chicago. Target: men, 18-49.

Mercedes-Benz O Four-week campaign
for automobiles begins May 5 in
approximately 25 markets including San
Francisco, Los Angeles, Miami and

DELTA DASH.

SAME DAY DELIVERY

Delta is- ;:m airline run by professionals. Like
Customer Services Agent Terry L. Theiss.

Delta DASH {Delta Airlines
Special Handling) gives you same
day delivery if we receive your small
packages during normal business
hours. If your package arrives after
normal business hours, we will
deliver it the first thing next morn-
ing—generally nolater than 10am.
And DASH serves over 80 citiesin

the United States plus SanJuan.

Packages (up to 501bs.) are
accepted at airport ticket counters
up to 30 minutes before flight time.
Up to 60 minutes at cargo termi-
nals, Size limit is 90 inches: width +
length +height.

The airport-to-airport rate be-
tween any two of Delta’s domestic
cities is $40 ($25 between Dallas/
Ft.Worth and Los Angeles or San
Diego or San Francisco). Pick-up
and delivery is available at extra
charge. Call (800)638-7333, toll
free. (In Baltimore, 269-6393.)

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

.
DELTA IS READY WHEN YOU ARE®
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ONSMALL PACKAGES.

AduVanitage

Debut. Multimillion dollar network TV
campaign is planned for newest addi-
tion to Volkswagon line, "Jetta Cam-
paign will break May 15 over CBS and
NBC, plus supplemental spot TV within
the second quarter. Agency for
Volkswagon is Doyle Dane Bernbach,
New York. Credits: producer, Sheldon
Levy, copy writer, Diane Rothchild; arnt
director, Bert Steinhauser.

]

Together. Wallace & Washburn,
Boston-based marketing firm, has en-
tered into joint venture with Simmons
Market Reseaich Bureau, New York, to
issue Wallace & Washburn Report. An-
nually syndicated media study provides
radio programing information and
qualitative sales data {shopping habits
and preferences by products and
brands) on station-by-station and
market-by-market basis, as well as
qualitative data for TV stations and local
print media. Reports on New York and
Boston have been completed. Approx-
imately 40 stations, agencies and print
media outlets have bought New York
and Boston reports.

Atlanta. Spots will run in prime and news/
sports times. Agency: McCaffrey &
McCall, New York. Target: men, 35 plus.

Parsche-Audi (O Four-week cam paign
for Audi 5000 begins June 12 in about 25
markets. Spots will run during late fringe
times and news programing. Agency:
Doyle Dane Bernbach, New York.
Target: men, 18-49.

Speidel O Four-week campaign for
identification bracelets begins April 28 in
eight markets. Agency: Creamer, Inc.,
New York. Target: teen-agers, adults,
18-24.

Piper Jatfray & Hopwood O Four-week
campaign for brokerage firm begins May
5 in about 20 markets including Portland,
Cre,, and Seattle-Tacoma, Wash. Spots
will run during late news/sports times.
Agency: BBDO, Minneapolis. Target: men,
35 plus.

Renault O Four-week campaign for Le



WE PUT THE WORK
INTO NETWORK

® People

e Commitment

* Salesmanship

® Research

e Support Services

* New Business Development
e Strong Client Stations

HARD WORK PAYS!

Torbet Network stations revenues
up, up, up,every year!

0

Torbet Network

No Rep Can Offer More

w York Philadelphia Boston Chicago St. Louis Detroit Atlanta Memphis Dallas Denver Los Angeles San Francisco Portland Seattle



Car begins this week in about 20 markets
including Los Angeles, San Francisco,
Denver, Minneapolis-St. Paul and
Pittsburgh. Some spoets will run during
late news times. Agency: Marsteller, New
York. Target: adults, 18-49.

U.S. Shoe O Four-to-five week campaign
for Cobbie Cuddlers begins this week in
about 40 markets including Pittsburgh,
Denver, Birmingham, Ala., and San
Francisco. Spots will run during fringe
times. Agency: Leber Katz & Partners,
New York. Target: working women;
women, 25-54.

National Car Rental O Four-week
campaign begins this week in 18 markets
including San Francisco, Los Angeles,
Seattle-Tacoma, Denver, St. Louis and
Atlanta. Spots are run in late news times.
Agency: Manoff Geers Gross, New York.
Target: adults, 25-54.

Booth Fisheries O Four-week campaign
for frozen seatood begins April 28 in Los
Angeles and San Diego. Spots are placed
in day, fringe and prime access times.
Agency: Grey-North, Chicago. Target:
women, 25-54.

John Morell O Three-week campaign for
Nathan’'s hot dogs begins May 12 in New
York. Spots will run in day and fringe

times. Agency: Kenyon & Eckhardt,
Chicago. Target: women, 25-54.

Rustler O Three-week campaign for
restaurant chain begins in early May in
New York, Philadelphia, Baltimore and
Washingten. Spots are placed during
prime access, prime, fringe and weekend
times. Agency: Lewis & Gilman,
Philadelphia. Target: adults, 18-49.

Four € 0O Two-week campaign for ice-
tea mix begins May 26 in New York and
Philadelphia. Spots are placed in day,
fringe and prime access times. Agency:
Timebuying Services, New York. Target:
women, 25-49.

Evan-Picone D One-week campaign for
women's fashions begins April 30 to
promote spring sale in 16 markets. Spots
will run during fringe and prime times.
Agency: Humphrey, Browning,
MacDougall, Boston. Target: women,
18-49.

S s i 4010 ONLY e e

Cooper Tire & Rubber O Fifty-two week
campaign for tires begins April 28 in Los
Angeles, Portland, Ore., and New Crleans.
Agency: Eisaman, Johns & Laws,
Chicago. Target: men, 25-49.

VISIONS
OF THE

NCTA'S CABLE
20th TELEVISION
ANNUAL PROMISE &
CONVENTION
G PERFORMANCE
TEXAS
MAY 18-21 DONT

MISS

IT

Offering you

and advertising

Offering you

and sofrware

Offering you

Offering you

UPDATES on the laresr rechnology, programming,

EXPOSURE o rthe largesr display of cable hardware

KNOWLEDGE of the loresr policies from experrs in
rthe communicarions indusiry

VISION inro cable’s furure challenges

202-457-6700

For information, call NCTA's Convention Office
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WcemMmaiFM Raochester, NY: To Buckley
Radio Sales from Torbet Radio.

a
Wwuiamr-wHsLiFM) Wilmington, N.C.: To
Blair Radio from Torbet Radio.

Washington Dairy Products O Six-
week campaign to promote cheese
festival begins May 21 in various
Washington state markets. Agency: Ehrig
& Associates, Seattle. Target: women,
18-49.

Chicago Mercantile Exchange O Fifty-
two week campaign begins May 5in
Chicago, Des Moines, lowa, and
Minneapolis. Spots will run during farm
programing. Agency: Coben &
Greenbaum, Chicago. Target: men, 25-54.

Amalie Refining O Sixteen-to-twenty
week campaign for Amalie motor oil
begins this week in about 16 markets
including Houston; San Antonio, Tex.;
Tampa, Fla., and Portland, Me. Spots will
run inmorning and afterncon drive times.
Agency: The Bloom Agency, Dallas.
Target: men, 18-49.

Hardware Wholesalers O Three-week
campaign for various products begins
April 28 in about 19 markets including
Memphis, Baltimore, and Louisville, Ky.
Spots will run in morning drive times, day
times and afternoon drive times. Agency:
Dodge & Associates, Fort Wayne, Ind.
Target: adults, 25-54.

Monsieur HenriO Six-week campaign
for Weber wine begins May 5 in Louisville,
Ky. and Hartford, Conn. Spots are placed
in both morning and afternoon drive
times, plus weekend programing. Agency:
Ogilvy & Mather, New York. Target: adults,
25-49.

Pilgrim O Two-week campaign for self-
service storage warehouses begins this
week in Houston, Atlanta and
Indianapolis. Agency: Lindell-Keys Co.,
Dallas. Target: adults, 25-54.

Dreyer’s O One week campaign for ice
cream begins April 28 in about 15
markets, including San Francisco, San
Diego, Seattle, Portland, Ore., and Boise,
ldaho. Agency: Ron Wren Advertising, San
Francisco. Target: women 25-49.

NS AADO AND TV S ——

Plum Rose O Three-to-four week
campaign for ham begins April 28 in 14
TV markets and May 5 in seven radio
markets inctuding Miami, Nashville,
Louisville, Ky, Phoenix, Houston, Boston
and Indianapolis. TV spots are placed in
day and fringe times. Agency: Sumner &
Barry, Dallas. Target: women, 18-49.



B indicates new or revised listing
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This week

April 20-24 — Americen Institute of Aeronautics and
Astronautics €ighth communications satellite systems
conference. Orlando Hyatt House, Orlando, Fla.

April 22 — International Radic and Television Society
newsmaker luncheon. Speaker. Elton H. Rule, presi-
dent, ABC Inc. Waldorf-Astoria, New York.

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

April 22— Advertising Reséarch Foundation annual
business meetling. Warwick hotel, New York.

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

April 23-25— Indiana Broadcasters Association
spring conference. Marriott Inn, Clarksville.

April 28— Radio Advertising Bureau sales success
clinic. Baltimore Hilton, Baltimore.

April 25— Sixth annual Communications Career Day,
Department of Mass Communications, Eastern Ken-
tucky University Richmond, Ky Keynote speaker:
Drew Van Bergen, president, National Press Club. In-
formation: Jim Harris, (806} 622-3435.

April 25-28—0Oklahoma Associated Press Broad-
casters annual convention. Holidome, Oklahoma City.

April 25-28— Broadcasters Promotion Association
board meeting. Queen Elizabeth hotel, Montreal.

April 25-268— Radio-Television News Directors As-
sociation region 6 workshop in cooperation with AP
Broadcasters and Nebraska Broadcast News Associ-
ation. Omaha. Information: Steve Murphy WOWT-TvV
QOmana.

April 25-27— Indiana Associated Press Broad-
casters annual convention, FOI workshop and awards
ceremonies. Essex hotel, Indianapolis.

April 25-30— Pennsylvania Association of Broad-
casters spring convention. Cancun Caribe hotel, Can-
cun, Mexico.

April 28—Third annual Greal Lakes radic conference.
Central Michigan Universily, Mount Pleasant, Mich. In-
formation: Alpna Epsilon Rho, 340 Moore Hall, CMU,
Mount Pleasant, Mich. 48859; (517) 774-3851.

[ === s Ra )
Also in April

April 28— UPI New England’s 24th annual Tom
Pnillips New England Broadcasting Awards banquet
and presentation. Marriott hotel, Newton, Mass.

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

April 28-30— American Association of Advertising
Agencies advanced media seminar Water Tower Hyatt,
Chicago.

April 30—Peabody Awards luncheon sponsored by
Broadcast Pioneers. Hotel Pierre, New York.

|
May

May 2— Florida Association of Broadcasters 22d an-
nual Broadcasting Day. University of Florida,
Gainesville.

May 2-3— Saciety of Professional Journalists, Sigma
Delta Chi Region 1 conference. Americana Rochester
hotel, Rochester, N.Y.

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

May 2-4—lllinois News Broadcasters Association
spring convention. Holiday Inn-Hlinois Beach Resort,
Waukegan.

May 2-4 —Regional meelting cosponsored by Radio-
Television News Directors Association, region 12 and
Pennsylvania AP Broadcasters Association. Host Inn,
Harrisbarg, Pa.

Datebookz:

May 3-—1980 Midwest Acoustics Conference on
microphone techniques lor recording and broadcast-
ing sponsored by Audio Engineering Society, Chicago
Chapter of Acoustical Society of America, Chicago Sec-
tion of Institute of Electrical and Eleetronics
Engineers, Chicago Acoustical and Audio Group and
IIT Research Institute. Hermann Hall, inois Institute
of Technalogy, Chicago. Informalion: Tony Tutins, (312)
455-3600.

May 3—Jowa Broadcast News Association annual
convention. Starlignt Village Convention Center, Fort
Dodge, Speakers: Steve Bell, ABC-TV anchor: Curtis
Beckmann, Radio-Television News Directors Associ-
ation president.

May 3 — Georgia Associated Press Broadcasters Asso-
ciation annual meeting and awards banquet.
Peachtree Plaza hotel, Allanta.

May 4 — Jowa Associated Press Broadcasters annual
convention and awards luncheon. Starlight Village
Convenlion Cenler, Fort Dodge.

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

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

May 8-9—Audio Engineering Society convention.
Los Angeles Hilton.

May 7-10— Concert Music Broadcasters Association
meeling. Executive House, Chicago. Information: Hal
Rosenberg (714} 239-9091 or John Major (312)
751-7110 or (212) 797-1320.

May B—Southern California Broadcasters Associ-
ation eighth Broadcast Career Awamness Day for
minorities and women. California Museum of Science
and Industry, Exposition Park, Los Angeles.

May B — Radio-Television News Directors Association
of Canada French-language regional convention.
Hotel Le Baron, Drummondville, Que,

May B-10-—Kentucky Broadcasters Association
spring convention, Executive Inn Wesl, Louisville.

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

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

May 9-11 —Society of Professional Journalists, Sig-
ma Delta Chi Region 10 conference, in conjunction
with 48th annual SDX Distinguished Service in Jour-
nalism Awards ceremonies. Park Hillon holel, Seattle.

May 10— Radio-Television News Directors Associ-
ation region 8 workshop. Bowling Green University,
Bowling Green, Ohio. Information: Lou Prato, WDTN-
TV Dayton, (513) 293-2101.

May 10-—Northeast regional meeting, Nationa!
Federation of Local Cable Programers. Boston Film
and Video Foundaticn. Information: Roni Lipton, (617)

227-9105.

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

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

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

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

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

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

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

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

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

May 18-21— National Cable Television Association
annual convention. Convenlion Center, Dallas.

May 18— Arbitron Radio Advisory Council meeling.
Granada Royale hotel, El Paso.

May 18-20-—Society of Cable Television Engineers
Northwest lechnical meeling and workshop. Rodeway
Inn, Boise, Idaho.

May 20-23-— Public Radio in Mid-America Spring
meeting. Howard Johnson Downtown, Madison, Wis.
Information: Tom Hunt, WCMU-FM, 155 Anspach Hall,
Mount Pleasant, Mich. 48859; (517) 774-3105.

May 21-22-—0hio Association of Broadcasters
spring convention. Speakers: Senator John Glenn {D-
Qnig), CBS President Gene Jankowski, NAB Join|
Board Chairman Tom Bolger NAB President Vincent
Wasilewski, Television Information Office President
Roy Danish. Kings Island Inn, Cincinnali.

‘w May 21-23— Minnesota Broadcasters Association
spring convention. Radisson hotel, St. Paul.

May 24— Radio-Television News Directors Associ-
ation of Canada British Columbia regional convention.
Village Green Inn, Vernon, B.C.

May 26-29—Canadian Cable Television Association
23d annual convention. Hotel Vancouver, Vancouver

May 27-28— Electronic Industries Association’s

MARTIN R. GAINSBRUGH

For De
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Research shows that each
mini-series segment gener-,
artes its own audience. This ;
means every episode of : |
a mini-series can be ey
treated as an individual show. 4,
If you look at it the way ' :
viewers do, its easy to see e ”
why: story recaps at the start :
of each new episode allow the audience o

enjoy every show independently.

That's why Washington: Behind
Closed Doaors is six or eight* great
movies in addition to being one

great mini-series.
: No matter how you slice it,
' v Washington: Behind Closed Doors
will work wonders for your station.

_ it gives you dynamic counter pro-
gramming whether you strip it or run
it once-a-week.

Washington: Behind
Closed Doors will hold your
audience and attract new
viewers with every episode.
B And it will do it in style. It
is an exciting, super-
cﬂw_orge_ds’rory of power and corruptionin
the White House featuring a glittering cast of
highly promotable stars. No other
contemporary mini-series has ever received
such rave reviews and unparalleled publicity
coverage in major publications from.Time
magazine to TV Guide.

The fact is, when ABC premiered its 1977

“Fall season with Washington: Behind Closed

Doors, it stole the show for six consecutive

nights against-an unprec_ed_emed barrage of
network “stunting.”

Now it will doiit for you. If all IR
this surprises you, you havent ¢aaske =\ Ak
owned a great mini-series. Or, \ g %

per’hops the mini- senes yOu ‘&




WASHINGTON:
BEHIND

S’rorriﬁg:
JASON ROBARDS

CLIFF ROBERTSON
%ﬁ&é&éﬁ!&!" ROBERT VAUGHN

ANDY GRIFFITH
JOHN HOUSEMAN
BARRY NELSON
LOIS NETTLETON
STEFANIE POWERS.

‘AVAILABLE IN SIX 2-HOUR OR EIGHT
Q0-MINUTE FORMATS, STARTING
SEPTEMBER, 1980. '

PARAMOUNT TELEVISION DOMESTIC SYNDICATION * st o
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April 1B-24— MIP TV-international program 3
sarket. Cannes, France

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

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

May 14-17 — American Association of Advertis-
ing Agencies annual meeling. The Greenbriar
While Sulphur Springs, W.Va,

May 18-20— NBC-TV gffiliates annual meeling
Crrtury Plaza hotel, Los Angeles

May 18-21— National Cable Television Associ-
afizz annual convention. Convention Center,
Diallas. Future conventions: Los Angeles. May 29-
Jura 1. 1981; Las Vegas, May 25-28, 1982; New
Flears, May 1-4, 1983; San Francisco, May
2925, 1984; Atlanta, April 28-May 1, 1985

Jung 1-4— Public Broadcasting Service annual
mgeeting. Washington Hilton !

Jdane 3-7—29th annual convention, American
Women in Radio and Television. Hilton Palacio del
Hio and San Antonic Marriott, San Antonio, Tex.
Fisilina convention; May 6-10, 1981, Sheraton
Washington hotel, Washington,

Jume 8-T — Associated Press Broadcasters con-
wenban. Fairmont hotel, Denver

Junea 7-11—American Advertising Federation,
arral convgnlion. Fairmont hotel, Dallas

Juna 11-15— Broadcasters Promotion Associ-
altan 25th annual seminar and Broadeast Desig-
Rers Association second annual seminar Queen
Elizatath hotel, Montreal. Future seminass: June
1d-t&, 1981, Waldori-Asloria hotel, New York;
June 10, 1982, St. Francis hotel, San Francisco;
Zane B-12, 1983, Fairmont hotel, New Orleans;
Jung 10-14,"1984, Caesar's Palace, Las Vegas:
1285, Chicago,

Aug. 24-2T— Nutinnel Aascciation of Broad-

roefers [adia pragraming conference. Hyatt

Segency Mow Orileans

Sept. 14-17 — Broadrasfing Fnancial Manage-

i Adderindion 2050 annual conference. Town

& Courtny nekal, Sar Ciegn Future conference

Sepl 20-23 1981, Sheraton Washington

| Sept. 20-23—LCyith International Broadeast-
g Ei v dicwe, Mabopale Conlerence and Exhibi-

Ean Cacitis, Brghtan, Englard

| [ =

el - Meelines

Sept. 28-Oct. 1— Association of Nationa! Ad
vertisers annual meeting. The Homestead, Hot
Springs, Va.

Oct. 28-30— National Association of Education-
al Broadcasters 56th annual convention. Las
Vegas

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

Nov. 18-22 — Society of Professional Journalists,
Sigma Delta Chi national convention. Hyatt holel,
Columbus, Ohic

Dec. 3-5—Radio-Television News Directors As-
soeiation international conference. Diplomal hotel,
Hollywood-by-the-Sea, Fla. Fulure conventions:
Sept. 10-12, 1981, Marriott, New Orleans; Sept.
30-Oct. 2, 1982, Caesars Palace, Las Vegas

Jan. 18-21, 1981 — Association of Independent
Television Stations (INTV) convention. Century
Plaza, Los Angeles. Fulure conventions: Jan
18-21, 1981, Century Plaza, Los Angeles: Feb
7-10, 1982, Shoreham holel, Washington; Feb
6-9. 1983, Galleria Plaza hotel, Houston,

Jan, 25-28, 1981 —Joint convention of Na
tiona! Religious Broadcasters and National Azan-
ciation of Evangelicals. Sheraton Washingion |
hotel, Washington.

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

B April 12-15, 1981 — National Association of
Broadeasters 59th annual convention. Las Vegas
Convention Center. Fulure Convenltions: Dallas
April 4-7. 1982; Las Vegas, April 10-13, 1943;
Allanta, March 18-21, 1984; Las Vegas, April
14-17, 1985; Kansas City, Mo. April 13-16, 1986.
Allanta, April 5-8, 1987; Las Vegas, April 10-13,
1988

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

May 30-April 4, 1981 — 12th Montreux Internii-
tiona! Television Sympesium and Tecknical Ex-
hibition, Montreux, Switzerland. Information: Pauss
officer. Swiss PTT, Viktoriastr. 21, CH-3030, Berng,
Switzerland. N

Communications Division fifth annual Hyannis Semi-
nar. Dunfey's Hyannis hotel, Hyannis, Mass.

May 27-30-—Annual meeting of Southern Educa.
tional Communications Association. Sheraton Atlanta
hotel.

May 29— New York Market Radio Broadcasters As-
sociation radio festival. Sheraton Centre, New York.

May 29-June 1 —International |[dea Bank conven-
tion. Myrtie Beach Hilton, Myrtle Beach, S.C. Informa-
tion: Tad Fogel (803) 546-5141.

May 30— Radio-Television News Directors Associ-
ation of Caneda prairie regional convention. Northstar
Inn, Winnipeg, Man.

May 30-31— Texas Associated Press Broadcasters
annual convention. Four Seasons hotel, San Antonio.

]
June

June 1-3— Virginia Cable Television Association an-
nual convention. Omni International holel, Norfolk.

June 1-4— Public Broadcasting Service annual
meeting. Washington Hilton.

June 1-4— Nationa! Federation of Communily
Broadcasters "Working Conference For Minority Pro-
ducers in Public Radio.” Hilton Harvest House, Boulder,
Colo. Information: NCFB, Minorily Producers Con-
ference. 1000 11th Street, N.W. Washington, D.C.
20001.

June 2—Deadline for comments in FCC's children’s
television programing rulemaking proceeding (Docket
19142). Reply commenis due Aug. 1. FCC, Washing-
ton.

June 3— International Radio and Television Society
annual meeting and presentation of Broadcaster of the
Year award 1o CBS's DonHewitt, execulive producer of
60 Minutes. Waldorf-Astoria hotel, New York.

June 3 — Broadcast Pioneers annual Mike Award din-
ner honoring WIS(AM) Columbia. S.C. Pierre hotel,
New York.

June 3-4— American Association of Advertising
Agencies advanced media Seminar. Wilshire Hyatt
House, Los Angeles.

June 3-7— American Women in Radio and Televi-
sion 29th annual convention. Hilton Palacio del Rio
and San Anlonio Marriolt, San Antonio, Tex.

June 4-5— Advertising Research Foundation's sixth
annual midyear conlerence. Hyatt Regency. Chicago.

June 5-8—Society of Cable Television Engineers
meeting on preventive maintenance. Empire State
Plaza Convention Center, Albany, N.Y.

June 5-8—Arizona Broadcasters Association spring
convention. Holiday Inn, Lake Havasu City.

June 5-7 — Associated Press Broadcasters conven-
tion, Fairmont hotel, Denver,

June 5-7 — Kansas Association of Broadeasters an-
nual convention, Holiday Inn, Hays,
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June 5-8— Mi ri Broad, s A iation Spring
meeting. Holiday Inn, Lake of the Ozarks.

June 8-—Deadline for entries for Radio-Television
News Directors Association's annual Michele Clark
Award for “exceptional application of journalistic skills
evidenced by writing, reporting, editing or investiga-
tion” Information: Dave Bartlett, News Director, WRC
Radio, 4001 Nebraska Avenue, N.W. Washinglon
200186.

June T-— Radio-Tklevision News Directors Associ-
ation of Canada Allantic regional Convention. Howard
Johnson's, Fredericton, N.B.

June T-11—American Advertising Federation, an-
nual convention, Fairmont hotel, Dallas.

June 8-27 — Institute for Religious Communications
12th annual workshop tor religious communicators.
Loyola University, New Orleans. Information: Com-
munications Department, Loyola University, 6363 St.
Charles Avenue, New Orleans 70118; (504)
865-3430.

June 11 — Federal Communications Bar Association
annual meeting. Capitol Hilton, Washington. Speaker:
FCC Commissioner Anne P Jones.

June 11-13—0Oregon Association of Broadcasters
convention, Ashland Hills Inn, Ashland.

June 11-15—Broadcasters Promotion Association
251h annual seminar and Broadcast Design ers Associ-
ation second annual seminar Keynole speaker: James
Duffy. president, ABC Television Network. Queen
Elizabeth hotel. Montreal.

June 12-14—Annual convention of fowa Bread-
casters Association. Holiday Inn, Ottumwa,

June 12-14—South Dakola Broadcasters Associ-
ation convention. Holiday Inn, Watertown.

June 12-14— Hawaiian Association of Broadcasters
annual convention. Kahala Hilten hotel, Honolulu.

June 13-15— Mississippi Broadcasters Association
annual convention. Royal d’lberville hotel, Biloxi.

B June 13-15— Vermont Broadcasters Association
meeting. Top Notch Resort, Stowe.

June 14— Radio-Television News Directors Associ-
ation region 11 (New England) meeting. Dunfey's
Sheraton Wayfarer, Bedford, NH.

June 15-17— Montana Cable Teievision Association
annual convention. Outlaw Inn, Calispell, Mont.

June 15-27— National Association of Broadcasters
12th Management Development Seminar Harvard
Business School. Boston.

June 18-22 — National Sisters Communications Ser
vice 5th annual seminar on “Communications in
Religious Life!" Loyola University, Chicago.

June 18-20-— Maryland, District of Columbia,
Delaware Broadcasters Association annual meeting.
Sheraton-Fontainebleau 1nn, Ocean City, Md.

June 18-20— Broadoeast Financial Management As.
sociation/Broadcast Credit Association boards of
directors meetings. Sheraton-Washington, Washing-
ton.

June 19-21— Montana Association of Broadcasters
annual meeting. Heritage Inn, Great Falls.

June 19-21— Radio-Television News Directors As-
sociation ef Canada national convention. Harbour Cas-
tle Hilton. Terento.

June 20-21— North Dakote Broadcasiers Associ-
ation spnng meeling. Art Clare motel, Devils Lake.

June 20-21— Radio-Television News Directors As-
sociation board meeling. Harbour Castle Hilton, Toron-
lo.

June 20-21—United Press International Broad-
casters Association of Texas 25th annual convention.
Summit hotel, Dallas.

® June 20-21— Wyoming Association of Broad-
casters meeting. Ramada Inn, Casper,

B June 20-22-— Radio-Television News Directors
Association of the Carolinas annual meeting. Ap-
palachuan State University, Boone, N.C.

June 22-28 — Radio-Television News Directors As-
sociation/National Association of Broadcasters ad-
vanced management training program for news direc-
tors. University of Pennsylvania's Wharton School,
Philadelphia.
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“Match Game” wins more
18-49 women than year-ago
programs in access time
periods.

“RMatch Game” wins more
18-49 women than year-ago
programs in fringe time
periods.

2/80 vs 2/79 2/80 vs 2/79
WEWS Cleveland Up 30% WBBM-TV Chicago Up 73%
WANE-TV Ft. Wayne Up50%  WJRT-TV Flint Up 59%
WKZO-TV Grand Rapids Up 13% WTPA Harrisburg Up67%
WEFBC-TV Greenville Up 12% WRTYV Indianapolis Up 9%
WSYR-TV Syracuse Up 58% KSTP-TV Minneapolis Up 271%
WTSP-TV Tampa Up 180% KXTYV Sacramento Up 70%
KOTYV Tulsa Up 39% KTVI St. Louis Up11%
WDAU-TV Scranton Up 80% KSBW-TV Salinas Up 22%

Source: ARB,2/80and2/79.Audienceestimatesaresubjecttolimitationsofthe ratingservice.




n target!

When popular host Gene Rayburn

brings his celebrity-packed “Match Game”
strip to town, he zeroes in on a station’s
target audience: 18-49 women.

He did it first when “Match Game”
started as an afternoon strip on
CBS-T'V and became a young women’s
favorite and the highest rated

daytime network game show within

6 months after its debut.

He captivated young women again

when “Match Game PM?” started once-a-
week in access time and joined the

top ranks of all syndicated programs.

Now, as the impressive tables show, he’s
winning the allegiance of young women

for a third time in “Match Game’s”
first season as a syndicated strip.

What’s Gene Rayburn’s secret? ,
He’s an established all-star host with GOODSONTODMAN’S

¥ enormous appeal. And he bringsan €€
all-star celebrity panel to each show.
Including “regulars® Charles Nelson
Reilly and Brett Somers. And such ,
guests as Loretta Swit, Lee Meriwether, am
Phyllis Diller, Jack Jones, Nipsey

Russell, Bob Barker, Rita Moreno, Dick
Martin, Fannie Flagg and Betty White. Vi ct 0

e Gene Rayburn needs no introduction. o "o
- Neither do his supporting panels; '.releVISlon
~ nordoes“Match Game’s” preeminent 45 East 45 Street, New York 10017

game show producer, Goodson-Todman. ., vo 212 6871516

. Chicago (312) 329-0825
That’s why you can count on this San Francisco (415) 435-9113

long-running hit to start strong and
fast in September. And capture a

big, ready-and-waiting access audience
for your station.




Ejratal?

Bob Bradley is local sales manager at
Kcov-Tv Santa Maria, Calif, not station
managef, as feported in "Fates & For-
tunes.” April 7, page 171.

June 23— Tel Critics A
Century Plaza hotel, Los Angeles.

ion meeting.

June 24-25— American Association of Advertising
Agencies advanced media seminac Biltmore hotel.
New York.

June 24-28—Armed Forces Communications and
Electronics Association’s 34th annual conventign.
Sheralon Washington hotel, Washington.

June 24-27 — National Broadcast Editoria! Associ-
ation annual meeting. Mayflower holel, Washington.

June 25-27 — National Association of Brondcasters
chiidren's programing conference. Key Bridge Mar-
riott, Arlington, va.

June 25-28— Florida Association of Broadcasters
annual convention. Disney World Contemporary hotel,
Orlando.

June 27-28-—Media workshop on Califomia courts
sponsored by Radio-Television News Directors Asso-
ciation, Catifornia Judges Association and California
Newspaper Publishers Association. University of
California, Berkeley. Information: Califomia Judges As-
sociation,- 1390 Market Street, Suite 416, San Fran-
cisco 94102; (415) 552-7660.

June 27-29—Third annual Nationa! Federation of
Local Cable Programers convention. Michigan Slale
University Kellogg Center, East Lansing, Mich.

—

July

July 8-11—Arbitron Television Advisory Council
meeting. Castle Harbour hotel. Bermuda.

July 11-13-—0Okiakoma Broadcasters Association
summer convention. Shangri-La, Afton.

July 14—Beginning of Republican national conven-
tion. Cobo Hall, Detroit.

July 14-15 —Society of Cable Television Engineers

technical meeting and workshop on "Coaxial Cable or
Fiber Optics” Wichita Hilton, Wichita, Kan.

July 16-19—Summer convention, Celorado Asseci-
ation of Broadeasters. Keystone Resort, near Dillon.

July 18-20—Eignth annual National Gospel Radio
Seminar Duntey Dailas notel, Dallas.

July 18-22—South Caroline Broadcasters Associ-
ation meeting. Meridien hotel. Montreal.
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Not impressed

EDiToR: I found your article on subscrip-
tion television [April 7] very interesting
and infermative. [ for one cannot see 100
much future in STV with cable television
in the picture, no pun intended. Cable
television has so much more to offer; not
only nationally but on the local scene.
There are, on many systems, access chan-
nels for local public lease. With cable, one
also has a choice of not only the national
and local services but a selection of distant
signals that can be enjoyed. Finally, with
the STV system one can descramble the
signal themselves. While it is true that the
knowledge is not general, it will become so
very quickly. [ knew several people who
have descrambled those signals and proba-
bly would be happy to do it surreptitiously
for friends.

.STV was a good idea 20 years too late.—
Peter Maynard, Englewood, N.J.

Ford fan

EDITOR: Recent FCC happenings tell me
that our industry cannot tolerate another
four years of the present administration. A
GOP victory this year will give us a new
chairman and FCC majority.

If we must have a GOP victory, and [
believe we do, and if the Republican presi-
dential nominee is to be Ronald Reagan,
which he will surely be, then there is only
one choice for VP: Jerry Ford.

An unthinkable thought? [ say why
not? i

Jerry Ford is the singular American who

can guarantee a Republican victory and
provide the back-up leadership required 1o
get America headed again in the right
direction.

A group of my associates is prepared (o
form a national *‘Ford for Vice President
Committee,” should we find sufficient in-
terest.

[ sincerely solicit the support of my
fellow broadcasters to run editorials, con-
duct listener polls, and provide news sto-
ries on this new ‘“‘movement.’ Since the
selection of VP is a persoral choice, 1
believe supporting such a decision does
not fall within any election laws or Section
315 until after the convention this sum-
mer.— Bill Sims, president, Wycom Corp.,
Laramie, Wyo.

Older still.

EDITOR: A recent letter from Joe Henkin
of Ks00(AM) Sioux Falls, indicated that
KSOO is the oldest family owned radio sta-
tion in the country, having been put on the
air in 1926. For your information, radio
station KMA{(aM) Shenandoah, lowa, was
put on the air by my father, Earl May,
August 12, 1925. Earl May had a daily
radio program from August 1925 until his
death in 1946. Since 1946 [ have had the
same time segment my father had (12:15
1o 12:30 p.m. six days a week). Quick
calculation shows a member of the May
family has been broadcasting on KMA for
54 years. | might add, my son, Ed May Jr.
is in the business so the third generation is
active in the May Broadcasting Co.—Ed-
ward W. May, president, May Broadcast-
ing Co., Shenandoah, fowa.
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WPIXis tickled pink to have topped
three of America’s finest T'Vstations,
WABC-TY, WCBS- TV, and WNBC-TV,
“towinthe Emmy for Best Newscast.

The people at any TV station in New York would
give their eyeteeth to win the Emmy for Best Local Newscast.

It's the toughest Emmy to win because newscasts are
the toughest local programs to produce. And the most important.

It had always been carried off by one or ancther of the
three network stations. Until now.

This year the New York Chapter of the National Academy

of Television Arts and Sciences awarded the Emmy to
independent WPIX.

It's not only winning the Emmy that makes all of us
at WPIX so proud. It's who we had to beat to do it.

Best New York

Local Newscast

30 PM Action News with
Pat Harper and Steve Bosh B

YORK







Your needs have been
changing rapidly, and
we've responded.

Nearly 40 years ago, we
established our first wire serv-
ice for broadcasters, providing
a much-needed basic news
and information service. Since
then, we've grown into the
largest broadcast news service
in the world.

In 1979, we literally re-
invented the broadcast wire.
We examined your needs and
started from scratch to create
the most flexible, comprehen-
sive package of broadcast serv-
ices in the industry. Everything
is as up-to-date as today’s pro-
gramming and formats demand.

The AP Radio Wire is like
a programming machine.
The AP Radio Wire works hard-
er for you, because it's 100%
ready to air—the latest news,
information and bulletins;
everything as it happens.

QOur hourly news summa-
ries provide three minutes of
fully scripted news program-
ming, not just separate stories.
We've created short mini-
programs around special events,
sports, Wall Street, politics,
the economy, and more, to give
you highly topical news in
its most useable, saleable form.
And, all scripts are tight and con-

WE
RE-INVENTED THE

BROADCAST WIRE.

versational, using language
specially written for the ear.

We've developed a strong
package of regular features that
will fit any format. Personalities,
health, travel, movie reviews,
consumer reports, sports, even
outer space—all interesting, lis-
tenable material that you can
use easily and effectively. Plus,
AP Radio Wire features are

programmed on a regular sched-
ule, giving you the added dimen-

sion of strip programming with
sponsorship potential.

We know your special
needs. And we respond. The
AP Radio Wire delivers ready-
to-air, ready-to-sell news and
programming that gives you a
competitive edge in attracting
listeners and advertisers.

The Only Wire Service
Designed Exclusively
for TV.

The AP TV Wire is a high-
speed (1200 wpm) source wire,
which provides all thc world's
news accurately, objectively,
and fast. It's specially design-
ed to fit television’s need for in-
depth background on today’s
news—the vital data critical to
the development of high-rated
newscasts. It’s this incredible
speed that gets all the news to
your newsroom right when you
need it, to keep vou on top of

fast-breaking stortes.

But, the AP TV Wire is
more than just a news source.
Fully one-third of its material is
designed for story and feature
programming. Consumer tips,
health and fitness, movie re--
views, “magazine-style” stories,
plus lots more, ready to be
stripped into your noon shows,
AM shows, or other local pro-
gramming.

And you can make the
AP TV Wire even more useful
and effective by adding our two
photo services—AP Photo-
Color and AP LaserPhoto.

The Flexibility to Meet
Your Needs.

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

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

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

m Broadcast Services
INNOVATION for better news programming

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



MondayzMemo-

A broadcast advertising commentary from Lawrence Butner, president, Lawrence Butner Advertising, New York

The sell-everything
medium—radio

In the past 35 years I've accumulated a
wide background in many facets of adver-
tising. | started at the Kaiz Agency, a na-
tional advertising representative, as an of-
fice boy at age 14 in 1945 while still in high
school, and progressed 10 various agen-
cies, including Maxon Inc. and Albert
Frank-Guenther Law where | remained
for 23 years until I started my own agency.

I’ve serviced food accounts, cosmelics,
houseware, insurance, major brokerage
firms, publications and banks, either in a
management Supervisory post or as a
broadcast specialist.

1 mention this personal history to indi-
cate my experience has been diversified
and has led to a usage of all media in ad-
vertising. I've had varying success with all
of the media, but radic has been my con-
stant companion over the last 24 years,
dating back to the early days at Albert
Frank.

[ formed my own agency just about a
year ago, and right now I'm spending 50%
of my client budgets in radio. Our adver-
tiser roster includes The Wall Street Jour-
nal, Barron’s Weekly Smithsonian, Book
Digest, Duro-Test Corp. and Duro-Lite
Lamps, United International Research
Inc. and Source Securities Corp.

Much of the work is in the direct
response field for which radio is especially
useful.

Radio is a very hospitable medium. The
salesmen are not order takers. They know
their statiens, their markets, the competi-
tion and they want your business. They're
creative! These radio men want your busi-
ness even if it is only a few thousand dol-
lars weekly. They constantly work with us
in selecting the right schedule at the right
price. During the schedule they revise and
constantly upgrade, improving efficiency.

We are very much at home with radio.
It’s really a love affair. Let me tell you why.

It works very well for accounts that sur-
vive on direct response. We have suc-
cessfully sold a wide variely of publica-
tions on the radio . .. not inquiries but ac-
tual subscriptions . .. some as high as 314,
$48 and $63 per annum and that call for
cash with order and receive it.

We have promoted stock brokers on
radio. In some cases looking for qualified
leads to turn over 10 account executives,
especially the raw younger ones without a
following. We've promoted portfolio
reviews. They didn’t usually deliver many
returns, but [ can assure you that there
were many occasions where a single
portfolio review very often paid for a 13-
week radio schedule, when converted.

We've sponsored programs on some of
the fine classical music radio stations that

Lawrence Butner, president of Lawrence
Butner Advertising, New York, formed his
agency in April 1979 after 23 years with Albert
Frank-Guenther Law Inc., New York, which he
left last year as executive VE management
supervisor, director of broadcasting and house
counsel. He started his career as office boy in
1945 with Katz Agency, New York, and worked

in various executive capacities with Maxon Inc.

and National Export Adverlising, New York.
Butner holds a JO degree from Brooklyn Law
School and has been an assistant professor at
City University of New York for six years,
teaching law and advertising in evening
sessions.
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never really showed up in the ratings. They
showed up in their loyal audiences who
delivered new substantial accounts. Entire
staffs at some brokerage firms would show
up some nights just to personally receive
the phone calls that came in after their
commercials were scheduled. Some bro-
kers and municipal bond dealers cons-
tantly schedule their advertising on radio
during the business day so that their sales-
men can receive the calls personally and
get 1o know the customer in a single step.
Radio is, in most areas of the country, the
only medium that still delivers closing
stock market prices.

Al the younger end of the spectrum
we’ve attracted and interested youngsters
in attending a client college. We sold
mutual funds nationally ... a language
course on records ... self-help books . ..
advance sale of admission tickets to a ma-
jor annual event . . . and an investment ad-
visory service.

We have quite a track record of suc-
cessfully using radio for direct response.
Radio lets you build a more personal
dimension around your preduct or service.
Your message is from one person 1o
another. And you §till, basically, have full
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60-second commercial lengths to work
with. You can also take advantage of long
established popular personalities who
have the confidence of their audiences.

You don’t require a big budget to start
with. If your product is right, your target
audiences pinpointed and your creative ap-
proach well prepared, a small budget can
keep regenerating itself into a very sub-
stantial one.

Radio permits you to select your au-
dience by selecting market, station, day of
week and time of day. Radio is all over. Ev-
ery room of the house ... every car. You
can find it on the street ... at the beach
and even in offices.

What's also advantageous for so many
direct response accounts is that prime
drive times are not usually the most effec-
tive time. There's more inexpensive time
around that’s just right for us. We comple-
ment the station’s needs and they comple-
ment ours. When we use radio, we have
one mandate: Bring in qualified leads or
good paying orders. Our clients do, how-
ever, recognize certain fringe benefits that
are nol easy to measure but are there.

In the case of publications they heip
stimulate advertising sales for those
publications. They help push retail sales.
They boost returns on some of their large
concurrent direct mailings.

Direct response radio production is re-
latively inexpensive by comparison to pro-
duction for other media. If the commercial
doesn’t work, you’re not grief-stricken
when you scrap a radio spot and produce a
new one. Radio offers one of the fastest
and most accurate barometers to success
or failure. We know the next day if we're
on the right track. We don’t wait for rat-
ings, or in-store surveys for results ... we
can turn on a dime. Change our copy over-
night and be on the air in little more than
24 hours ... sometimes less. What other
medium can do this for you? We can re-
spond to fast-breaking news that can affect
our client’s products and services.

In addition to radio people being so
helpful, we have found another kind of
company that helps us with our direct
response sales. The toll-free 800 phone
number companies. An ‘“‘800'° number
stimulates orders because it’s free and
there’s no concern about an expensive
out-of-local-area call.

1 believe there will be a continuing trend
into direct response by traditional adver-
tisers as competition heats up, with a lot of
it going into radio. Why not car renials,
airline, hotel and travei reservations? I can
see personnel recruitment, real esiate sell-
ing ... freight forwarders ... and even
military recruiting, inspirational and self-
improvement organizations. Security
systems ... gold, silver and all kinds of
collectibles. The opportunities are limit-
less.






A Proud Switch It Was!
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WTOV-TV showed big increases
as a new NBC affiliate.

NS!* ARB*

TIME PERIOD FEB.'80 vs. NOV.'79 FEB.’'80 vs.NOV.'79
Mon-Fri 7-9 AM up 440% up 275%
Mon-Fri 9-12 N up 129% up 136%
Mon-Fri 12:30-4 PM up 43% up 52%
Mon-Fri 8-11 PM up 14% up 28%
Mon-Fri 11:30-1 AM up53% up 129%
Sun-Sat 8-11 PM up 10% up 19%
Sun-Sat sign-on/Sign-off up 19% up 32%

Glad We
Switched!

*ADI SHARES — NOV.’79- CBS AFFILIATE
FEB.'80- NBC AFFILIATE

If you would like to be as proud as

we are, call WTOV-TV (614) 282-0911 S'I'[“B[N"
or your nearest Petry office.

LLE-WHEELING
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The decor
was high-tech
at the NAB

Las Vegas convention overwhelmed
with changes and advances in
engineering; huge crowds attend

Technology dominated last week’s 58th
annual convention of the National Associ-
ation of Broadcasters as gambling domi-
nates Las Vegas. Hardware was every-
where: In one way or another, it pervaded
woskshops, speeches, hallway conversa-
tions and, most conspicuously, 200,000
square feet inside the city’s convention
center and a good bit of the parking lot
outside. Technology was the theme of
NAB President Vincent Wasilewski’s
opening-day speech on Sunday (April 13),
and of FCC Chairman Charles Ferris’s ad-
dress to the last luncheon, on Wednesday.
All through the four days of meetings, the
AM controversies of stereo broadcasting
and 9 khz channel spacing were fodder for
formal and informal discussions among
radio broadcasters; for their television
brethren, it was satellites, the digital
studio, the promise of teletext, the
challenge of new media.

Wasilewski set the tone in his keynote
talk on the first day when he called broad-
casters ‘‘innovators,” willing and ready to
meet the challenge of advancing tech-
nology, and he challenged critics who call
them ‘‘obstructionists,’ fearful of com-
petition (story, page 53). Ferris sounded
the final note at lunch on Wednesday,
when a record-setting crowd of 4,500
heard the chairman urge them to embrace
the opportunities of the new media and, in
return, to be freed of burdens of regula-
tion (page 29). House Communications

Subcommittee Chairman Lionel Van
Deerlin, also speaking on Wednesday,
stood somewhere between Wasilewski and
Ferris: He criticized broadcasters—prin-
cipally the NAB—for having made *‘an ex-
pensive choice™ in opposing, for whatever
reason, reduction of AM channel spac-
ing—a move defended in advance of the
congressman’s speech by NAB Dis-
tinguished Service Award winner and
former chairman, Donald Thurston (page
52). Van Deerlin, like Ferris, tied an in-
crease in media voices to a decrease in
regulation: ‘““When asked about radio
deregulation, [ would say put it on the
shelf and keep it there until marketplace
forces can protect the public interest™
{page 30). But while Van Deerlin was
praising the efforts of the FCC to increase
media competition, from the other side of
Capito! Hill came an opposing view on the*
commission: Senator Barry Goldwater (R-
Ariz.), ranking minorsity member of the
Communications Subcommittee, was in-

ing - IAPE2

sisting that Congress, not the FCC, must
‘‘make national telecommunications
policy.” While he insisted it is still possible
for Congress to come up with communica-
tions legislation in this session, the sub-
committee’s chairman, Ernest Hollings
(D)-S.C.), was nol as sanguine {pages 32,
34).

Those were the words from on high. But
the words flying across the convention
over the issues of AM stereo and 9 khz
were less tempered. Traditionally, the FCC
delivers broadcasters some sort of
regulatory *‘present” at convention time,
but the decision just prior to Las Vegas to
go with the Magnavox stereo system was
one gift horse with a mouth under in-
tense scrutiny. In management and
engineering workshops, in Q&A sessions
with FCC commissioners and personnel,
the action was subjected to repeated criti-
cism (page 42). Thurston ignited the war
of words over 9 khz with an untraditionally
controversial speech in accepting the DSA
award; FCC Commissioner Robert E. Lee,
who headed the U.S. delegation to the
western hemisphere conference where the
channel-reduction issue was promoted,
couldn’t let the gauntlet lie. In a speech to
engineers, he defended the U.S. delega-
tion: ‘“Anyone who tells you they were
unprepared or divided or inept is very
uninformed. And that includes recipients
of awards” (page 73).

For television delegates at the conven-
tion, new technology was less the subject
of debate than an object of attention for
the opportunities posed by satellites (page
74), digital equipment {page 76) and
teletext (page 78).

For the people who went to Las Vegas
to take immediate and more tangible ad-
vantage of the opportunities of new tech-
nology— the equipment marketers—it was
an ideal environment.

Despite generally dismal forecasts for
the national economy, the three-pronged
financial assault of high interest rates,
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double-digit inflation and the threat of
recession did little to stem broadcasters’
buying enthusiasm last week, according to
equipment salesmen.

Tom Callahan, president of Thomson-
CSF Broadcast Inc., said his company
**really didn’t see any problem”’ with sales
this year. *‘1 was more worried about the
interest rates than inflation or the so-called
recession,”’ he said. Generally, he said, the
prices for equipment have kept up with the
general inflation rate, but some products—
notably electronic newsgathering
cameras—are coming down in price.
Broadcasting, Callahan said, is not
necessarily recession-proof but, *‘if any-
thing, it will lag behind the general
downturn.”

Manufacturers interviewed admitted
concern about the economy but many still
reported an exceptionally good conven-
tion. **We were more concerned about in-
flation than recession,” said Harris Corp.'s
New York-New England sales manager,
Vern Russel. “*But the broadcasters are
still spending money.” He said sales were
good across the board, with especially high
interest being paid to Harris’s high-ticket
items, such as transmitters and antennas.

Broadcasters, Russel said, generally
have more available cash than those in
other industries, and purchases can be
made even in times of high interest rates.

John McDonald, general sales manager

for Jefferson Data Systems, said of the
economy: ‘“‘Everybody is concerned about
it and talks about it.”” Still, he added, *‘this
was the best NAB we’ve ever had.’

The exhibitors should have been

pleased. The convention came close to last
year's records for atiendance with nearly
20,000 registered in all—6,570 broad-
casters, 6,000 exhibitors and 6,875 exhibi-
tor guests.

It looks like CBS pas locked it up

And thrown away the key;
stretch drive puts network
ahead of ABC by enough to
make win mathematically sure

With a one-two punch of homegrown
movies, CBS appeared last week to have
KO’'d ABC’s hopes 1o regain a ratings edge
in the last two weeks of the season. Even
the mighty Oscars couldn’t keep ABC off
the ropes, despite its impressive 35.0 rat-
ing/52 share prime-time average.

CBS broke its way out of the ratings
deadlock in the next-to-last week of the
season with a strong drive that was spear-
headed by the made-for-TV movie, Kenny
Rogers in The Gambler And it reprised
that performance the next week with the
two-part Guyana Tragedy: The Story of
Jim Jones, another television movie. The
Gambler’s 31.2/49 not only made the film
CBS’s week's winner, but also the
season’s top-rated made-for-TV movie.
The record didn’t stand long, though: Part

11 of Guyana Tragedy pulled a 31.7/50 the
following Wednesday after Part | scored a
28.9/46 on Tuesday.

Only three nights of last week’s ratings
were available Friday. ABC’s broadcast of
the Academy Awards won Monday for that
network, with a 32.1/47.6 for the night,
against CBS’s 18.0/27.0 performance from
its regular series (mostly reruns) and
NBC’s dismal 11.1/16.6. Guyana boosted
CBS to 24.9/40.2 Tuesday, against
18.6/30.1 for ABC, 11.7/18.6 for NBC.
And Guyana crushed its opposition on
Wednesday. NBC’s The Rockford Files,
going against the final hour of Guyana,
could only scrape together a 9.2/15, while
Vega$ in the same slot on ABC earned a
mere 12.8/21. The Wednesday totals were
CBS 27.1/43.1, ABC 14.6/23.3 and NBC
14.3/22.7. With those three days figured
into the season-to-date, the standings
going to the wire were CBS 19.6, ABC
19.5, and NBC 17.4.

With last night (April 20) generally

Iz Bl

Firmest step yet toward expanded early-evening network TV
newscasts was taken last week at Las Vegas meeting between
CBS-TV affiliates board and network officials: Consensus of
board members, participants said, agreed with network leaders that
time has come to talk about expansion, preferably to 45 minutes in
most affiliates’ view, although some said 60. (CBS-TV officials said eco-
nomics would probably decide length question) Proviso: Affiliates
would have to get back equivalent time or money or both for local period
thus given up. Many steps yet to come, including CBS's working up
specific proposal and selling it to affiliates generally. Thus actual expan-
sion seems minimum nine months or year away. Affiliates board was
less receptive to idea of expanding early-morning news, holding
this should at least await further improvement of ratings in present one-
hour length. Neither board nor CBS officials showed interest in introduc-
ing late-night news.

a
NBC-TV has acquired rights to 20th Century-Fox's “Breaking
Away” for reported $5 million and will air Academy Award-winning
film May 5 as part of special-studded May sweeps line-up. Elsewhere in
month are: “The Towering Inferno” (May 2-3); “Ch God!” (4); "King Kong"
{8-9); "Capricorn One" (11); made-for-TV film "ED.R.: The Last Year”
starring Jason Robards and six-hour David Wolper-Stan Margulies
miniseries, Moviela (18-20).
a

FCC order freeing cable television systems from obligation to black
out “significantly viewed” distant signals that duplicate local
ones has been affirmed by U.S. Court of Appeals for Fourth Circuit, in
Richmond, Va., in 2-1 decision. Spartan Radiocasting, joined by some 30
other licensees, had argued that commission order, which came on
reconsideration of earlier decision retaining rule requiring blackout of
such signals (BroaDpcasting, March 27, 1978), violated Administrative
Procedure Act's notice requirements and was deficient in that it failed to
provide reasoned explanation for “abrupt” reversal of prior policy. Those
arguments were rejected by Judge Kenneth K. Hall, writing for himself
and Judge James Dickson. Hall said “any surprise worked” upon broad-

casters grows out of “success of the opponent's arguments, rather than
from any claimed failure of [commission] notice about their considera-
tion”” Judge James M. Sprouse, in dissenting opinion, said abrupt man-
ner in which commission changed policy "demonstrates a total failure to
engage in reasoned decisionmaking” Court, in affirming commission
action, vacated its order staying commission’s rule pending appeal.
However, case may not be over. Broadcasters last week were consider-
ing asking coun for rehearing.

a
ABC, CBS and NBC have petitioned U.S. Court of Appeals in Washington
for rehearing in case in which panel of court affirmed FCC in
Carter-Mondale Committee case (Broabcasting, March 17). Net-
works say that, in upholding commission decision that they had violated
"reasonable access” law in refusing to sell committee 30 minutes of
time for appearance by President Carter in December, panel raised im-
portant new issues concerning commission's implementation of that
law. ABC said panel's decision "sanctifies and perpetuates a pattern of
confused, uncertain and arbitrary agency decision-making in the highly
sensitive area of political programing.” NBC said issue worthy of recon-
sideration is whether law grants to individual candidates "personal right
of access which commences with a supposedly 'objective’ determina-
tion” by commission that campaign has begun and which is based on
commission's determination of candidate’s “individual needs." CBS said
commission's interpretation of statute expands its power at cost of limit-
ing broadcasters’ judgment regarding allocation of time to candidates,
and says, “fundamental question” is whether that éxpansion of power in
“highly sensitive area" is warranted by statute and consistent with First
Amendment.
a

Final chapter in 18-year-old xrLA(AM} Pasadena, Calif., case was
written off last week when FCC Administrative Law Judge Reuben
Lozner approved reimbursement to Orange Radio Inc. in amount
of $1 million for “legitimate and prudent” expenses incurred in filing
and prosecution of its competing application for station. There were 20
applicants at one time for license that had been stripped from Eleven
Ten Broadcasting Corp. in 1964, There were seven surviving last Sep-
tember when Lozner awarded license to Kk Inc., company formed from
merger of five applicants. Pacific Fine Music and Orange, however, held
out for reimbursement. Pacific previously was awarded $100000.
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regarded as the end of the season, a math-
ematician calculated that to tie CBS, ABC
would have to pile up a 25-point ratings ad-
vantage in four nights last Thursday
through Sunday. He speculated that ABC
picked up one or two of those points last
Thursday night, leaving 23 or 24 to be
amassed in three nights, or an average
nightly margin of more than seven points.

In less precise mathematics, a CBS
source guessed that the chances were 100
out of 100 that CBS would win the season
by some margin, however small; that they
were maybe 99 out of 100 that the margin
would be big enough to be rounded to a
tenth of a point, and that they might be
one out of four or five that the margin
would be big enough to round to two-
tenths,

Gene E Jankowski, president, CBS/
Broadcast Group, in reacting to his net-
work’s success, said: ‘1 think it’s very ex-
citing that we surprised a lot of people by
finishing first for the 1979-80 season. We
did it with series programs, and most of all
we did it because of the talented people we
have. 1t was a real team effort.”

For the week ended April 13, with five
winning prime-time nights and eight of
the week’s top-10 programs, CBS beat
ABC by a full three points: 20.9 rating and
34.1 share to ABC’s 17.9/29.1. NBC con-
tinued to trail in third, but more sluggishly
than ever, at 14.7/24.1.

Jankowski. "It was a real tearn effort”

Combining those scores with the other
weeks since the season begar_1 Sept. 17 now
gives CBS a tenth of a poimt edge. The
standings: CBS 19.6; ABC 19.5, and NBC
17.5.

Leading the way for the CBS assault in

the next to last week was the Kenny
Rogers in The. Gambler made-for-TV
movie with its 31.2/49.

CBS’s 60 Minutes 100k second with a
29.0/46, followed by ABC’s That’s In-
credible (26.1/39) and NBC’s Real People
(25.3/40). The remaining five leaders
were all from CBS: Jeffersons (24.7/38),
Nurse movie (24.3/39), M*A*S*H and
Alice (both 23.6/35), Flo (23.0/35) and
Dukes of Hazzard (22.4/37).

Aside from Gambler and Nurse, CBS
also had a strong showing with the repeat
of the movie ‘‘Magnum Force™ (20.5/37).
Elsewhere on the movie front, ABC had
success with repeats of ‘‘High Plains
Drifter’* (21.1/34) and ‘‘Patton”’
(18.9/31). ABC's The Comeback Kid
almost managed a 30 share with a 17.4/29.
Considerably less auspicious was NBC's
replay of ‘“‘Coming Home,” which man-
aged only a 15.0/25, and its theater pre-
sentation of The Oldest Living Graduate
(12.8/21).

During the week, CBS won Tuesday,
Wednesday, Friday, Saturday and Sunday;
ABC tock Monday and Thursday, leaving
NBC out in the cold.

Lowest rated of the week's shows were
the back-to-back special scheduling for
United States (7.8/13 and 6.9/12). NBC
also ran into severe problems with a base-
ball runover until 10:15 p.m. Sunday,
which brought only a 13.1/23.

FCC has denied National Association of Broadcaslers’ petition asking
for suspension of April 1 effective date of FCC’s new equal em-
ployment opportunity processing guidelines. NAB asked FCC to
suspend date and asked commission to inslitute rulemaking proceeding
o reassess its entire EEQ program. FCC said guidelines were pro-
cedural in nature and staff used them to determine which of 3,000
renewal applications processed annually were to be selected for in-
depth review.
a
House Judiciary Commitlee last week approved legislation that
would prohibit surprise poftice searches of persons not
suspected of committing crime; committee rejected move 1o limit
provisicn only to news media. If approved, legislation would overturn
two-year-old Supreme Court “Stanford Daily” decision. Senate
Judiciary Committee is expected to act this week on similar bill that is
only limited to journalists and writers, as suggested by administration.
a

Sears, Roebuck & Co. has signed agreement with Wometco Home
Theater, subsidiary of Wometco Enterprises, under which it will market
WHT’s subscription television service and install service's an-
tennas and decoders. Sears has similar agreement with Oak Com-
munications in Los Angeles and Phoenix and has been talking with
Comsat about handling marketing and installation services for the
satellite carrier's proposed salelliteéjlo-home service.

Board of Corporation for Public Broadcasting last week allocated $81
million as community service grants for public TV stations for fiscal
year 1981. Allocation is 50% of total CPB budget.

a
WADECO Inc. will attempt to get back into case in which it is
challenging Belo Corp. as licensee of wraa-Tv Dallas. It will petition U.S.
Court of Appeals in Washington for renearing on question of whether—
as commission found—WADECO should be disqualified on ground it
misrepresented financial backing and wilthheld information from com-
mission. Commission decision was affirmed earlier this month by three-
judge panel in 2-1 vote {BROADCASTING. April 7).

[m]
Hearings are scheduled this Wednesday (April 23) on H.R. 6228, bill
introduced by Representative Allan Swift (D-Wash.) on media

crossownership. House Communications Subcommittee will have
three panels of witnesses on hand; tenatively included on list: Irwin
Krasnow of National Association of Broadcasters, Pluria Marshall of Na-
tional Black Media Coalition, Sis Kaplan of National Radio Broadcasters
Association and Richard Shiben, chief of FCC's Broadcast Bureau.

a

FCC Administrative Law Judge Joseph Chachkin has granted URC Man-
agement Services Corp. application for new commercial television sta-
tion in Seaford, Del. He also dismissed competing application of Seaford
Television Co. for same facility. Station, ch. 38, is only commercial
channel presently assigned to state of Delaware. Judge also
granted motion by URC for summary decision resolving ex parte issue in
its favor, and motion by Seaford for summary decision involving
misrepresentation and lack of candor issues in its favor. Applicants had
filed joint request asking for dismissal of Seaford's application and reim-
bursement by URC to Seatord of up to $10,000 for legal expenses.
Chachkin said data submitted by applicants warranted reimbursement
and would serve public interest by enabling Delaware lo receive its first
television service al an earlier date.

a
SFM Media Corp., New York, has established $FM Entertainment divi-
sion to function in programing tor TV stations and for in-home,
satellite and cable. Stanley H. Moger, execulive vice president of
parent company, has been named president of new division, which in-
cludes existing SFM Holiday Network (for feature film showing) and pro-
posed SFM Documentary Network {outlet for independent producers).

a
Charles Gerber, VP program development, NBC Television Stations,
named 1o newly created post of VB MCA TV Program Enterprises.
Responsibilities include negotiations and development of The Toni Ten-
nille Show, You Bet Your Life and other syndicated projects.

a
Wallace Jorgenson, president of Jefferson-Pilot Broadcasting Co.,
Charlotte, N.C., elected chairman of board of Association of Maximum
Service Telecasters at annual meeting in Las Vegas during National As-
sociation of Broadcasters convention. He succeeds Franklin Snyder,
Hearst Corp., Pittsburgh.
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U.S. news teams
now getting
pressure from
home on Iran

Carter asks that they limit
number of personnel there and
reporting of hostage situation

American journalists, who have had their
problems with the lranian government in
covering the hostage story, last week fel
some pressure on the subject from the
U.S. government. President Carter urged
American journalists 1o ‘‘minimize, as
severely as possible, their presence and
their activities in lran.”” The immediate in-
dication from news organizations, includ-
ing the networks, was that they would con-
tinue to report the story as best they can.
Reductions in staff, they noted, had
already been imposed by the lranians.

Carter made the request during his news
conference on Thursday, when he an-
nounced a ban on travel to Iran and on fi-
nancial transactions between anyone in
the U.S. and persons in Iran. In both
cases, those engaged in news gathering ac-
tivities were exempted.

Some reports quoting unnamed sources
said the request for voluntary reduction in
journalists’ activities was aimed at isolat-
ing lran from the world community. How-
ever, the President, in his news conference
remarks, and an administration official
who briefed reporters on a background
basis later said the administration is con-
cerned about the safety of American
citizens, including reporters, in lran. The
administration official cited public threats
that had been made against Americans
and the increasing tensions between the
two countries.

At one point in developing the decision
on the travel and financial bans, reporters
and news-gathering operations were to be
included. However, the decision was
finally made to exclude them for policy
and practical reasons.

Network news representatives were hap-
py about that, at least. But they did not
take kindly to the suggestion they reduce
the size of their operations in lran. CBS
and ABC have seven people each in lran,
only about a third of what each had before
U.S. journalists were expelled in January.
The size of NBC’s presence has dropped
sharply also, but the network declined to
say how many staff members it has in the
country.

Burton Benjamin, vice president and
director of CBS News, said he was
“‘pleased’’ the President ‘‘recognized the
role of the free press by exempting us”
from the restrictions. But he said the seven
people CBS has on the scene “‘are the
minimum necessary 10 cover the story.”
And, he said, ‘‘we’ll provide the fullest
coverage possible of this story of such ma-
jor importance to the U.S”’

ABC was also pleased the President un-
derstood the importance of reporters
being on the scene in lran. But, a
spokeswoman Ssaid, expressing a view
offered reporters by other ABC represent-
atives, ‘‘the same good sense should have
kept him from crossing the line defined by
the First Amendment. He shouldn’t tell
us what to do or how to do it, except in
time of war or national emergency. And he
has said this is neither. He should be clear
about letting us exercise our news judg-
ment, not his policy judgment.”

NBC News President Bill Small was at
least as firm as the others. He told re-
porters: “‘Cur obligation is to report the
news fully and objectively as possible. That
obligation remains.”

Carter indicated he may go beyond a re-
quest to journalists in an effort to interfere
with communications with lran—and not
only between lran and the U.S. Among
the measures Carter said he will take if *‘a
constructive lranian response’’ is not pro-
duced by the sanctions the U.S. has im-
posed—and that America’s allies may im-
pose—is to ask member nations of Intelsat
‘*“to bar lran’s use of international com-
munications facilities””

How successful the U.S. would be in
persuading other countries to deny lran
satellite links remains to be seen. But the
administration sees interruption of In-
telsat service to Iran as a means of denying
that country a substantial amount of its
telecommunications access to the rest of
the world.

Television service could also be inter-
rupted. But the networks would do their
best to get around any such obstacle. Ben-
jamin recalled that when lran blocked the
networks’ access 1o satellite service, CBS
flew its material out of the country to the
closest satellite link available. '* We will do
everything possible 1o cover the story,” he
said.

Small said that “‘if the White House is
limiting facilities available to journalists, it
would have serious First Amendment im-
plications. It would,” he added, *‘become a
form of limited censorship, which is
hardly in keeping with the traditional
American concept of a free press.”

There was another aspect of the Presi-
dent’s news conference of particular in-
terest to the news media. He took advan-
tage of one question to deny charges by
his opponent for the Democratic presiden-
tial nomination, Senator Edward M. Ken-
nedy, that he has scheduled announce-
ments and news conferences dealing with
[ran to win political advantage.

The President suggested his questioner
check the calendar since the first of Janu-
ary. There isn’t any date that would not be
immediately before or immediately after a
primary, he said, adding, ‘*We have 35 pri-
maries in a period of about five months,
which is an average of seven primaries per
month. And [ have never designed the an-
nouncement of an action to try to color or
modify the actions of voters in a primary.”

As for the 7:20 a,m. news conference he
calied in the Oval Office on April 1, just
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before the poils opened for the primaries
in Wisconsin and Kansas, to report on the
latest development in the hostage situa-
lion—that, he said, ‘*was a completely ap-
propriate time." He said it followed a state-
ment lranian President Bani-Sadr had
made earlier, Washington time, about
noon in lran, about the possible transfer
of the hostages to government custody.

FTC compromise
may be in sight

Version approved by Senate
conferees would include
two-house veto, virtually
end children’s ad inquiry

After weeks of discussion, Senate con-
ferees last week sent to their House
counterparts a compromise that, after
three years, may finally result in authoriz-
ing legislation for the Federal Trade Com-
mission.

The Senate package, approved by a 4 to
3 vote, would saddle the FTC with a legis-
lative veto—although not the one-house
veto upon which the House has insisted —
and would all but kill the chiidren’s adver-
tising inquiry.

Under terms of the compromise, FTC
rules could be overturned if both houses
passed a resolution of disapproval. The
President, however, would not be required
to sign the bill—a provision the Senate had
previously approved.

No provision in the compromise wouid
specifically kill the children’s advertising
proceeding, but the proposal would have
that net effect. Essentially, the FTC would
be allowed to regulate advertisements for
products deemed unsafe by another
federal agency. Since candy and sugar-
coaled cereals have not been found un-
safe, the FTC would have no jurisdiction
in this area.

Action for Children’s Television was
predictably unhappy with the Senate com-
promise. ‘*The strictures in the Senate pro-
posal effectively destroy the rulemaking by
forcing consumers 1o get rules from more
than one agency,” ACT said. ‘‘Big busi-
ness has won again, and this time its vic-
tims are children.”

But the ACT stalement may be pre-
mature. House conferees now have 1o ex-
amine thé Senate proposal and decide
whether to accept its recommendations, as
do both houses of Congress. A key stick-
ing point could possibly be the veto, as the
House has said it would not accept any-
thing less than the one-house version.

The Senate also called for special in-
terest exemptions from FTC action,
although they were not as stringent as
those proposed originally. When the
House conferees will take up this com-
promise is uncertain, but the last stum-
bling block will be President Carter, who
may be reluctant to sign a bill that kilis on-
going investigations, such as the children’s
advertising inquiry.



Law & Regulation

Ferris urges
broadcasters to
go with the flow
of technology

He tells record NAB crowd

that new media forms can lead to
less regulation; adaptability is
key to prosperlty, he says

FCC Chairman Charles D. Ferris last
week held out the carrot-like enticement
of less regulation and ultimate First
Amendment parity with the print media,
once the competition promised by new
technology is in place. He urged broad-
casters to welcome and adapt to the tides
of change rolling in from the new tech-
nologies.

That way, he said, *‘you can exploit
fyourl advantages™ and ‘‘should also ex-
pect that regulatory policies can and
should be updated or relaxed—that our
traditional licensing oversight can be made
less onerous and less frequent and that
broader programing discretion, and ulti-
mately full parity with print media, can be
achieved.”

Ferris spoke Wednesday at the closing
luncheon of the NAB convention, before
a crowd estimated at 4,500, said to be the
largest ever served at a sit-down meal at
the Las Vegas Hilton, *‘the largest hotel in
the world.”

Like Representative Lionel Van Deerlin
{D-Calif.} a few hours before him (see
page 30), Ferris linked less regulation to
increased competition. He ticked off
lessons he said he had learned since taking
office: :

® ““That government regulation is not
as effective a spur to diversity and con-
sumer welfare as increased competition.
{Applause.]

® “‘That our broadcasting system is
valuable and worth preserving and is
strong enough to survive and adapt to new
challenges.

® ‘‘That we must work to achieve ulti-
mate parity between the print and broad-
cast media as to their rights under the
First Amendment. [More applause.]

® *‘That change and competition may
be the best hope we as a nation have for
assuring that broadcasters do attain their
full First Amendment equality; and,
finally.

® ‘“‘That, whether or not we view itas a
posilive competitive development, change
is inevitable. The genie of innovation is
loose, creating new programing pathways
into the home, and it cannot be stuffed
back into the bottle by me or by anyone
else.”

Ferris said that **1 do not believe that the

changes in regulatory policies [ foresee can
be achieved abruptly, or without some de-
gree of uncertainty during the period of
transition. But [ see them as inevitable.

““You can help bring about these
changes by grasping the fundamental link
between competition and regulatory
stability. Instead of resisting new services,
new entry and new market conditions, [
urge you (o use them to shape a new
regulatory environment in which the basic
guarantee of the public’s stake in broad-
casting is not regulation, but a wider menu
of programing choices.

*The future is yours to shape. [ am con-
fident that you who are astute business-
men and women, and you who are creative
programers, will seize this as an oppor-
tunity for a new outburst of profit as well
as creativity, Lo your own benefit as well as
the benefit of the American public.”

Ferris, who titled his speech *‘The First
Amendment in a Changing Communica-
tions World,” told the broadcasters he had
kept the promise he made to them two
years ago Lo resist program censorship. **1
would rather risk the utterance of a few
bad words,” he said, ‘‘than foster a society
of governmentally fettered ideas. You
have my pledge to continue to resist the

Feris

pressures on the FCC to engage in more
control of speech on radio and television.
We haven’t—and we won’t.”’

He said he had also kept his promise to
follow a policy of *‘zero-based regulation,”
citing requirements already removed or
loosened and changes under way, includ-
ing the pending radio deregulation
rulemaking.

““The Broadcast Bureau is also hard at
work on a new approach to all renewals,
both radio and television, which would
substantially reduce paperwork and move
towards a simplified technique to check
compliance with commission policies,” he
said, ‘‘In the final analysis, this approach
may serve the public better than our exist-
ing cursory review of nearly 10,000
renewal applications every three years.”
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Moreover, he said, efforts already made
in both radio and TV *“‘to expand the op-
portunities for new stations to be created
and for new voices to be heard on these
stations’’ could eventually help the com-
mission reach the goal of ‘‘substantive
deregulation’’ of television, in addition to
radio.

He noted that minority ownership of 35
stations will shortly have been ac-
complished within a two-year span. He
also noted that the commission had sought
to provide for more stations by expanding
the AM band and reducing channel spac-
ing to 9 khz, adding wryly that these
moves ‘‘have not met with wholehearted
backing from this group.”” But at the same
time, he said, the FCC has tried to in-
crease Lhe ability of existing stations to
compete to their full potential through the
adoption of AM stereo standards.

“The commission’s efforts to insure
minority participation and to open up op-
portunities for new full-time radio sta-
tions—both AM and FM —should be seen
in their full context in the long-term in-
terest of broadcasting,” Ferris asserted. *'[
see them as necessary steps if we are to lay
the basis for reducing government regula-
tion of broadcasters and providing full
First Amendment parity of broadcasters
and the print media

In his view, he said, **if there is a critical
unmet need in the broadcast
marketplace—one that demands a solu-
tion—the FCC should first ask whether
the free market can provide a solution to
it. Nevertheless, if the marketplace is
unlikely to provide a solution or has been
found to have failed, then I believe the
commission can look to its radio and
television licensees to determine how 1o
address this particular marketplace
failure.

The children’s TV inquiry, Ferris said,
“*found hope for abundant service to our
nation’s children in future decades® bui
*““left us with the difficult choice of what to
do for this generation.”’

*It is not my wish to have government
require children’s programing,’ he
asserted. ‘‘My earnest hope is that com-
mercial broadcasting will provide, without
regulation, the range of programs to meet
the diverse needs of cur society, young
and old, city and country, black, white and
Hispanic.

*If, however, it does not, [ feel that the
FCC cannot eternally forbear. That does
not necessarily mean we will seek more
regulation of your business. But it may
mean more active FCC efforts to reduce
the barriers to alternative media that want
1o enter the marketplace with specialized
services for these audiences.”

Ferris told the broadcasters that the
world is not changing because of the FCC,
but “‘of its own force,” and that “*the only
real question is whether the commission



can or will stand in the way of this progress
and competition.”

He said he recognized their uncertainty
about the future, and reminded them that
‘‘both radio and television in America are
still alive and well’ despite much change
in the competitive environment since
1934, date of the Communications Act.

“You should i1ake heart from the
lessons of history. You who were in radio
three decades ago survived and became a
part of television, while radic changed its
programing strategies and emerged
stronger than ever. Many of you in televi-
sion are now becoming part of cable. The
major networks have indicated that they
plan to produce programing for other dis-
tribution markets, such as cable and home
videocassettes and disks.””

Ferris saw a parallel between what is
happening in the telephone field and other
information services, and what might hap-
pen in broadcasting.

‘*Increasing competition in programing
sources may ultimately lessen the role for
traditional public interest regulation of
broadcasting just as increased com petition
in telephone services and equipment can
lessen the need for the FCC’s heavy
regulatory hand in those fields ...

“The [934 Communications Act pro-
vides us with substantial flexibility to
adapt to changing industry conditions. But
to the extent that the act presents any real
impediment 10 needed policy changes, [
would welcome limited legislative initia-
tives 1o eliminate those obstacles . ..

‘] also recognize that new programing
services and new technologies can be an
important spur to more responsive pro-
graming by television broadcasters. In the
past, we have relied heavily upon our
licensing and comparative renewal policies
to assure that public needs are met. But |
am also prepared 1o rethink established
policies in this area.

[ believe we should clarify the FCC’s
comparative-renewal policies. We need to
eliminate unnecessary uncertainty for
licensees who substantially serve their
communities. And if we conclude we can-
not establish adequate policies in this im-
portant area, | feel confident that the Con-
gress would be receptive to recommenda-
tions for necessary changes in the acl.

“In the coming year we will also be
focusing more attention on the initial com-
parative-hearing process, in both the
broadcast and nonbroadcast fields. That
process is far too time-consuming and in-
efficient. It must be improved.”

Ferris assured the broadcasters that “‘[
have not prodded you to be more respon-
sive to unmet programing needs for
children or minorities simply because they
are important social goals. I believe you
must respond to these needs to survive—
not because of regulatory pressures, but
because of economic and technological
pressures.

“l do not believe that either the com-
mission or you can stem the tides of
cl_'lange that are fragmenting traditional
viewing patterns and preferences. | urge
you, therefore, to welcome the change, to
exploit new opportunities, 10 carve out
new services.”

Van Deerlin
ties 9 khz to
deregulation

Key House member upbraids

NAB at its convention for

its backstage Region 2 maneuvers;
says addition of channels is
trade-off for less federal control

The chairman of the House Communica-
tions Subcommittee laid it on the line to
members of the NAB last week.

Representative Lionel Van Deerlin (D-
Calif.), appearing Wednesday near the end
of their annual convention, told the mem-
bers that the NAB won the battle against 9
khz and more competition, at least for a
year, “‘but it surely lost the war”’ for radio
deregulation.

*“‘For in postponing a switch from 10 khz
10 9 [separation between AM channels].”
he said, ‘‘broadcasters may have also
postponed radio deregulation,” because
*‘less regulation and more competition go
hand-in-hand.”

van Deerlin was referring tc NAB’s ac-
tion in soliciting other nations to delay
recommending a switch to 9 khz, contrary
1o the U.S. position, at the Region 2 con-
ference in Buenos Aires (BROADCASTING,
March 17).

Van Deerlin said FCC Chairman

Van Deerlin

Charles Ferris *‘is his own man,” and the
FCC must reach its own policy decisions
on the record compiled. But if Van Deerlin
were an FCC member, he said, he would
vole “‘no’ to deregulation “‘until | was
assured that more radio outlets would ac-
company deregulation’ and ‘“‘until | were
convinced that marketplace competition
could replace regulation as the principal
means of serving the public interest.”

I would vote ‘no,’ * he said, “‘not be-
cause [ am an advocate of federal regula-
tion and agency paperwork. Not because |
believe that broadcasters should be
punished, like rambunctious
schoolchildren, for their opposition to
more radio outlets. | would vote *no’ be-
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cause | would have no other choice under
the existing law.”

Van Deerlin noted that “*in this week’s
[April 4] BROADCASTING magazine
Charlie Ferris remarked that you can look at
life as a series of opportunities or threats.

“It’s clear to me which choice your in-
dustry has made,”” Van Deerlin con-
tinued. **Your choice may be more expen-
sive than you realized. A few weeks ago, [
suggested that broadcasters replace predic-
table self-interest with a new, more
enlightened greed. | would never expect
you to throw your cap in the air over the
creation of more radio outlets. However, a
temperate reticence—some well-chosen
restraint —does not seem unreasonable.

“The NAB has failed to exercise such
restraint. The association, as you know,
has chosen to pursue radic deregulation at
the commission, rather than in Congress.

“Some NAB members would seem to
disagree. While NAB executives were fly-
ing 1o Buenos Aires, [ was receiving letters
from individual station owners and man-
agers urging me to reintroduce radio
deregulation {without spectrum use fees,
of course).

*I cannot—I must not—interfere with
the FCC’s rulemaking process. But [ can
respond to questions asked [and] to re-
quests for legislation, and when asked
about radio deregulation, | would say put it
on the shelf and keep it there until
marketplace forces can protect the public
interest.”

Van Deerlin had warm words for the
commission—its deregulation and restruc-
turing of the telecommunications industry
*‘in one bold stroke’; its deregulation of
receive-only earth stations last fall; its lift-
ing of the one-to-a-market rule for
subscription TV stations; its apparent
determination to ‘“‘march ahead to com-
plete cable deregulation.”

““MDS—and the expansion of new pay
television outlets—could be next)’ he
continued. “*The commission should be
applauded for its efferts to eliminate leng-
thy comparative hearings for these new
service offerings.”

All this, he said, **is terrific news if you
happen to be in the telephone, data pro-
cessing, STV, cable or satellite receiver
business.”

As for broadcasters, he said, the FCC’s
**AM-stereo decision was hardly an exam-
ple of deregulation. But it represents
sound public policy, a case in which the
FCC intervened 1o set technical standards
because marketplace forces would not
suffice. From your point of view, it also
represents a much-needed boost to AM
outlets trying to complete with thriving
FM stations.”

Van Deerlin also pointed to some nega-
tive entries in broadcasting’s ledger: The
FCC’s inquiry into children’s television,
the FCC’s and later the court decision
against the networks in the Carter-Mon-
dale political-time case; the defeat for the
networks when the FCC announced its
new Equal Employment Opportunity
regulaticns; the FCC decision to sirip
RKO of three TV licenses.

He called the RKO decision “‘affirma-
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tion, at last, that a broadcast license is
issued three years at a time, and even
though it may become very valuable, the
channel assignment is no more than that:
an assignment, in the public trust, not to
be confused with private property. Check
the Gideon Bible in your room. ‘The Lord
giveth, and the Lord 1aketh away' ™’

Van Deerlin said that “*all things con-
sidered, the FCC has demonsirated a
remarkable consistency in its policy deci-
sions—especially those affecting broad-
casters.”

He thought observers might be right in
saying a ‘‘Ferris Commission’’ is emerg-
ing at last but said that, in any case, over
the past year he has watched seven com-
missioners ‘““who seem to have grasped a
concept which broadcasters can’t-—or
won’t—accept.”’

““The concept,” he said, ‘‘seems simple
enough: Deregulation is a two-way street.
Less regulation and more compeltition go
hand in hand—a marriage made not in
heaven, but in the courts.

“This wedding of principles is not
merely the preferred policy option of a
Lionel Van Deerlin or a Charlie Ferris.
Rather, the concept of less regulation and
more competition is an expression of con-
gressional intent which has been explicitly
articulated by the courts. Broadcast regula-
tion is a direct consequence of scarcity. As
long as scarcity of broadcast outlets exists,
5o shall broadcast regulation.’’

Van Deerlin, just back from a fact-find-
ing mission to Pakistan, also gave a report
on one aspect of the trip, prefacing it with
the observation that NAB members might
be interested, ‘‘given your group’s recent

infatuation with foreign diplomacy’

In the northwest corner of Pakistan,
bordering on Afghanistan, he said, there
are 25 million Pakistanis and a half-million
Afghan refugees, all speaking a common
language. ‘‘While Radio Moscow, Radio
Peking, All-India and even Radio Cairo
have been blasting their countries’ version
of [the Russian invasion of Afghanistan]
to the 25 million Pushto-speaking people
of that northwest province,” he said, “'the
Voice of America has remained silent.”’

The VOA told him it had ‘‘funding
problems.’” he said, and he added: **I think
the VOA is commendable, as tar as it
reaches. But | also think it is deplorable
that Radio Cairo can find the money to
serve these Pakistanis while the Voice of
America can't ... This is a war of words
we can’t afford to lose”

Goldwater pitches communications bill

He tells NAB audience such
legisiation is vital and

wants Congress to act this
year; he deplores FCC
‘pre-empting’ regulatory poficy

While the list of informed observers who
believe Congress will not be able to pass
significant communications legislation
. before adjourning this year—certainly not
legislation including provisions bearing on
broadcasting—is lengthening, Senator
Barry Goldwater {R-Ariz.) is not among
them. Not only that, but he thinks such
fegislation is essential, and he does not
look kindiy on what he regards as the
FCC’s effort to **pre-empt’’ Congress and
the executive branch by attempting ‘‘to
establish national telecommunications
policy.”

Goldwater, ranking minority member of
the Senate Communications Subcommit-
- tee, took advantage of a forum provided
him at the NAB convention—he ad-
dressed the engineering luncheon on
Monday—to make clear his impatience
and frustration a1t what he sees as a move
by the FCC into a vacuum left by Con-
gress:

*‘I wanted to make sure ... that the FCC
and, more importantly, my colleagues on
the Communications Subcommitlee,
know exactly where [ stand. The
bureaucrats of the FCC must not be
allowed to make national telecommunica-
tions policy.”

It is that vacuum that Goldwater wants
Congress to fill. And he took the unusual
step of going public with an effort 10 pres-
sure Senator Ernest E Hoilings (D-S.C.),
chairman of the Communications Sub-
committee, into moving quickly on the
bipartisan draft bill the Democratic and
Republican staffs have melded from bills
originally introduced by Hollings and
Senator Howard Cannon {(D-Nev.), chair-
man of the parent Commerce Committee,
and by Goldwater and fellow Republican
Harrison Schmitt of New Mexico. The
draft, which contains provisions dealing
with the common carrier and broadcasting

industries, has not yet been made public.

Goldwater virtually called on the mem-
bers of his audience to urge Hollings to
move on the bill. He disclosed that he
planned to meet the next day with Holl-
ings and Cannon, ‘‘in an effort to get
something cut this year”’ And he even
released a copy of a memorandum from
two of his subcommitiee aides, Ward
White and Ray Strassburger, suggesting
that, in the event Hollings and Cannon
refuse to release the draft, Goldwater and

Schmitt will **seek Democratic co-spon- .

sors and introduce it.”

But Hollings, who also appeared at the
convention, was reflecting a less urgent
approach. He said he planned t0 meet with

Goldwater ‘‘within 10 days™ and noted -

that the committee had been faced with a
number of major issues—the trucking
deregulation and railroad bills among

C ey
Goldwater

them. He also cited a political considera-
tion: 1t would be necessary to have a
“*working majority,”” not merely a majority
of the committee, to assure the bill’s safe
passage through the Senate this year.
Goldwater and Hollings did not meet

Broadcasting Apr 21 1980

the following day, but Goldwater did get
together with Cannon.

With all other major issues taken care
of, the parent commitlee is now free to
devole its atlention 10 a communications
bill, and Cannon expressed interest in get-
ting the key senators together so legis-
laticn could be introduced.

There was optimism from both the ma-

_jority and minority staffs that a bill could

be introduced soon. An aide to Goldwater
said, however, that if the Democrats hold
up ‘the process, Goldwater and Schmitt
will be eager to press ahead, and may go
looking for other co-sponsors.

The commission actions that concern

. Goldwater are the proposal to deregulate

radio and the major action, two weeks ago,
freeing AT&T and Genera! Telephone &
Electronics to provide ‘‘enhanced” com-
munications services, including computer
and information-exchange services,
through subsidiaries that would operate at
arm’s length.

Within limits, he acknowledged, Con-
gress is pleased when the commission
reacts positively to its legislative efforts,
*“The FCC should deregulate wherever
possible under present law and still protect
the public interest,”” he said.

But, he added, ‘‘nothing—and | mean
nothing—can satisfactorily substitute for
congressional action.”” He said commis-
sion actions are certain to be challenged
both administratively and in the courts.
““The process will take years to reach a
final decision . . . The uncertainty that pre-
sently exists will continue, and in the end,
who will have established this country’s
telecommunications policy? The
unelected judges of the federal courts””

Goldwater described the broadcasting
provision of the draft bill he is deter-
mined to see moved along the legislative
path as one that would substitute, for the
regulation mandated by existing law,
policy that would provide for competition
among technologies—‘*a policy frame-
work that is technologically neutral, allow-
ing new technologies to flourish.”” The
marketplace, not government, should
determine the success or failure of new
services, he said. The competition he
foresees is of a kind that has caused con-
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cern among broadcasters. ‘*Cable televi-
sion, subscription television, and possibly
direct broadcast satellites all compete with
traditional broadcasting,”” he said. ‘*‘Not
only can we largely deregulate radio now,”
he said. *“We can soon begin the process of
deregulating television. But we can’t do
the job well without legislation.”

Goldwater also saw the legislative pro-
posal as providing a first step toward solv-
ing what he sees as a ‘‘communications
gap between policymaker and scientist’ —
a gap he said has plagued the U.S. in pre-
paring for the World Administrative Radio
Conference in Geneva last fall and the
AM spectrum planning conference in
Buenos Aires in March.

He said initial failure to coordinate
policy and technology prevented the U.S.
from persuading other nations at WARC to
support its positions, with the result that a
number of important decisions were
postponed. And he noted that in Buenos
Aires, although the chairman of the U.5.
delegation, FCC Commissioner Robert E.
Lee, has said the U.S. proposa! to reduce
channel spacing from 10 khz to 9 was
‘“effectively’ adopted, the decision was
put off *‘for further study.”

The coordination of policymakers and
technicians has proved difficult, also, in
connection with efforts to solve radio fre-
quency interference (RFI), Goldwater
said. But that is one area where he believes
““technicians are not listening o the prob-
lems of the policymakers.”” He warned that
they had better.

He said RFI is a headache for congress-
men, senators and their ‘‘outraged consti-
tuents.”” He said he has received mail on
the subject for years. But, he said, the
television set manufacturing industry has
done nothing to solve the problem, even
though the scientists and engineers have
the necessary capability.

“If the industry does not take steps to
resolve the problem soon,” he said, the
policymakers in Washington will act.”” And
the result, he added, ‘*may not be to the
industry’s liking.”

Small talk with
Senator Hollings

In NAB ‘conversation, head of
communications subcommittee
says he still has hopes for
communications legislation

Monday’s NAB television general session
featured a ‘‘conversation’’ with Senator
Ernest Hollings (D-S.C.), chairman of
the Communications Subcommittee.
Moderators of the discussion were Robert
King, senior vice president of Capital
Cities Communications and chairman of
the NAB television board, and George
Koehler, president of Gateway Com-
munications, Cherry Hill, N.J.

King asked Hollings how close the sena-
tor feels the Senate is to an agreement on
one communications bill, and if he ex-
pected any broadcast amendments. Holl-

ings explained that ‘‘we’ve been in the
cooker’” with trucking deregulation, the
budget, and railroad legislation, but he
hopes to get something out by the end of
this year. He said that ‘‘we have to get
more than a fair majority; we have to get a
good working majority if we’'re going to get
anything out this year”” When questioned
about amendments on a broadcast license
term, Hollings replied, *‘I've always felt
that if senators could get a six-year term,
broadcasters should certainly be able to
get a five-year term.”" He also expressed a
desire to see much deregulation of radio.

Koehler then questioned the senator
about the possibility of copyright legis-
lation to stem what Koehler said was un-
fair competition from the cable industry.
Hollings said he was watching closely the
FCC’s cable economic inquiry. And,
should the FCC change its policy on pro-
gram exclusivity, Hollings said Congress
would take a look at that situation. How-
ever, he stated that, “it is not the role of
the government to allocate wealth.”

King then said that Comsat's proposal
for satellite-to-home broadcasting, if ap-
proved, would be a major policy shift away
from localism, and asked the senator if he
felt the proposal was within Comsat’s con-
gressional mandate.

Hollings replied that he would not jump
to any conclusions, but he felt the pro-
posal would warrant oversight hearings.
He emphasized that the public interest
standard is still important.

Koehler then returned o the subject of
a communications bill and asked if it
would consider license renewal! standards.
Hollings said he did expect to see language
that would give guidelines to the FCC for
comparative renewal proceedings. ‘‘But,
as long as broadcasters are doing a good
job, the number of comparative hearings
should be reduced,” he added.

Koehler then asked the senator how he
felt about multiple ownership. Hollings
answered that he would like to frame the
issue in terms of service to the public.
*‘But,” he said, ‘*holding so many licenses
is a tremendous amount of power.”
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Koehler, Hollings, King

King then wound up the session with a
question about the FCC’s children’s
television proceeding. Hollings said he
was more concerned with children’s minds
than with their teeth, but said there
should not be a mandate on children’s pro-
graming at this time. He felt that broad-
casters could do a much better job. *If the
broadcasters can do a better job than the
staff report shows, then I feel confident,”
he stated.

Washington update

Van Deerlin subcommittee
members tell NAB House will
probably approve part of Senate
bitl timiting FTC powers, but
won't give up one-house veto;
Moorhead wants Ferris to wait
on cable deregulation

House conferees will probably voie for 1he
provision in the Senate-passed bill remov-
ing the Federal Trade Commission’s
authority to regulate ‘*unfair’’ advertising,
one conferee predicted last week. The
same source said, however, that the House
**is wedded 1o’ the one-house veto of
FTC actions that the Senate would not ac-
cepl. That disagreement remains the only
deterrent to adoption by the Senate-House
conference committee of a measure to
send to both floors.

The authority for those evaluations was
Representative Thomas A. Luken (D-
Ohio), one of four members of the House
Communications Subcommittee appear-
ing at an NAB workshop last Tuesday.
Luken, also a member of the Consumer
Subcommitte that oversees FTC matters,
is participating in the Senate-House con-
ferences that are attempting to reach a
compromise between conflicting FTC
authorization bills passed by the two
chambers.

The removal of the FTC’s authority to
regulate unfair advertising would also scut-
tle the commission’s disputed inquiry into
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children’s television advertising.

With David Markey, NAB legislative
counsel, as moderator, the panel of con-
gressmen covered a wide range of Wash-
inglon topics.

On pending legislation to require dis-
closure of broadcasting financial reports,
Representative James M. Collins (D-Tex.)
said he opposed the principle when it was
first applied—under pressure from the
news media, he said—to members of Con-
gress. For congressmen, he said, it has
meant not only ‘“‘those fool forms you
have to fill out™ but also outrageous re-
quests for charitable bequests. As for
broadcasters, the congressman said, if fi-
nancial disclosure were to be required, he
would favor the inclusion of salaries of
news broadcasters. ‘I understand one of
those commentators I've heard talking
aboul ‘obscene’ oil profitls makes several
hundred thousand a year,”* Collins said.
“‘Folks ought to know that’’ Collins has
been a frequent critic of television news
programs that he says unfairly label oil
profits as excessive.

Representative Carlos J. Moorhead (R-
Calif.) is opposed 1o the disclosure of sta-
tion financial reports. *'I don’t think the
public should judge a business by the
money it makes,” he said. Luken said the
*‘vice™ of the disclosure proposal was that
it makes a fallacious assumption of a *‘cor-
relation between profits and programing.”

What about FCC deregulation of cable?
Moorhead pointed out that he was among
subcommittee members who have asked
FCC Chairman Charles D. Ferris to delay
FCC proceedings until Congress has a
chance Lo review the serviceability of pre-
sent copyright law, which, the congress-
man said, was based on a continuation of
FCC regulations then in effect. ‘I under-
stand the FCC is divided 3 to 3, with one
on the fence,”” Moorhead said of the pend-
ing rulemaking to remove restrictions on
distant-signal importation and to eliminate
syndicated exclusivity. The congressman
supports the principle of exclusivity and
said an increase in the fees that cable
systems pay to the copyright pool for
broadcast carriage was needed.

Representative Timothy E. Wirth (D-
Colo.) said he felt no congressional tinker-
ing with the copyright law was indicated at
this time. He wants adjustments left to the
Copyright Royalty Tribunal, which was
created by the present law and given the
power to change the statutory rates with
changing conditions.

The congressmen indicated they want a
strong hand in deciding whether Comsat
should introduce the direct-to-home
satellite broadcasting service it has pro-
posed. Wirth pointed out that the Com-
munications Subcommittee had already
expressed an intention to hold hearings on
the matter. Luken said he thought it 100
early for Congress 1o make a decision,
““but Congress shouldn’t abdicate to the
FCC.!' Moorhead said: ‘‘*l don’t think
Comsat ought to be allowed to go into
competition with broadcasting. I'm not
sure the public would be better off.’

[n response to a question, none of the
congressmen had fault to find with televi-

&.vﬁ

sion news coverage and political exposure
in congressional election campaigns. Col-
lins said broadcasters were even-handed in
their presentation of candidates. Luken
said television broadcasters were ‘‘more
generous than newspapers.”” Moorhead
said television news coverage figured only
lightly in congressional races in
metropolitan areas like Los Angeles,
which can embrace many congressional
districts like his, **You have 1o figure in a
very controversial issue to get on the
television news.” Moorhead said. For
him, television advertising is 100 expen-
sive and largely wasted circulation. He
uses radio. Wirth said news coverage was
*‘good and fair’* But he finds the costs of
television campaign advertising ‘‘appall-
ing”’

In his latest campaign, he said, his op-
ponent spent 3$600,000 and he spent
$400,000. *‘It’s out of control,” Wirth
said. “‘It’s a bad use of money. | don’t
know what the better way is, bul we have
to look for it.”

What if the Senale moves toward some
kind of broadcast legislation this year, as
Senators Ernest Hollings (D-S.C.) and Ba-
rry Goldwater (R-Ariz.) last week indi-
cated it might (see story 32).

Wirth said there was no interest on the
House side in broadcast legislation this
year, although he hoped for action on the
common carrier revisions in the Com-
munications Act that he and subcommit-
tee colleagues have been drafting. No
others on the panel disagreed.

Some advice from
one of their own

Broadcasters-turned-congressmen
give NAB thoughts on how

the industry could improve

its dealings with Capitol Hill

Two congressmen who are broadcaster
*“family’” had some straight talk for the 50
or so radio delegates attending a Monday
morning NAB session.

The soberest talk came from Represent-
ative Al Swift (D-Wash.), a former televi-
sion news director, who said that the
rapidly advancing new-media technologies
mean: (1) that radio and television broad-
casters are ‘‘going 1o have a great deal to
do with Congress in the years to come,”
but (2) *“‘from Congress’s perspeclive, a
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Luken, Collins, Markey. Wirth, Moorhead

ot more communications people than just
broadcasters are coming to the Hill with
problems.” Gone must be the days, he
said, when the networks can appear in
Congress and leave the impression that
they came “‘without any significant degree
of humility at all”’ Broadcasters, said
Swift, are going to get caught in a double
bind: They need Congress now more than
ever, yet they must work to overcome 2
reputation that, rightly or wrongly, has
been laid on them: that they are, as Swift
said he was often told on arrival in Wash-
ington, ‘‘the most arrogant bunch of
SOB’s we see here on the Hill”” Broad-
casters now ‘‘must adopt techniques for
dealing with Congress accordingly,” he
said.

Senator Walter Huddleston (D-Ky.), a
former station owner (‘I see my col-
leagues here, and wonder where 1 went
wrong and ended up in the Senate’”) was
more positive, but addressed the same
matters of lobbying. “‘Beyond three or
four members,” he said, ‘‘no one in the
Senate has experience with broadcasters—
except at campaign time when they had to
buy ads, and thought they had to pay too
much.

**See that the members of Congress
learn what broadcasting is all about,” Hud-
dleston urged. On the Hill, *‘there’s not a
great depth of understanding’’ of the
problems at the local level of broadcasting,
“Let them understand the problems of
keeping a log, of ascertainment, of
renewal forms,” he said.

Both congressmen called for more
sophisticated lobbying by state broadcaster
organizations, The best of these, Hud-
dleston said, come to Capitol Hill well pre-
pared (*‘don’t come with a laundry list’),
informed (*‘know all facets of an issue’’)
and open-minded (‘‘come to learn as
well’’). He also said that timing is crucial
on a particular legislative issue: Gel up to
the Hill *“*before the ox is in the ditch,
before everybody who wants to meold
broadcasting into their particular shape is
up there lobbying.”

Swift, too, had his lobbying tips. **Do it
in an organized fashion,” he said. And, he
added, ‘‘any time you cannot invite me to
lunch, dinner or cockiail party, 'll give
you a plus mark ... See me in my office.”

In response to questions, both Hud-
dleston and Swift addressed the issue of
increasing the number of radio channels.
“We don’t need gigantic increases in



“Major Market Radio made WCMQ
Miami’s #2 National biller. In three
months they’re already

‘making history!”

.J R MARF

f Your Succ s Is Our Succe ___*a_ _

= d
AT




e s | s
4 » & » 9 7 @ 8w ®e well

he]
[
>
43
2
o
»
T
| &
Z
(5]
£
=
c
| 5
3
£
2 @
£
€
o
(3]
]
>
=]
§ O




In the current topsy-turvy marketplace
of first-run syndication, one new show
is off to a strong start.

Goodson-Todman’s all-new “To Tell
the Truth”

Variety reported early that tv-rep
programmers in New York assessed

“Truth” as “the most formidable of
the new game show strips.”

As program casualties mount every week,
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an uncommonly attractive schedule:
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Now, with more shows identified as
doubtful starters, “Truth” grows even
stronger. Not just as a definite starter,
but as a top-quality strip.

Thanks to the solid reputation of
Goodson-Todman for producing sure-fire
hits that run for a very long time.
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Huddleston, Wirth

broadcasting stations,”’ said Huddleston,
but he offered little hope of help from the
Hill. There’s ‘‘a lack of understanding’” of
the issue in Congress, he said. He said he
thought the FCC would react if jurisdic-
tional committees took a ‘‘strong poSi-
tion” on the matter, but he added, “‘I
don’t think that's going to happen.”

Swift said that in seeking more radio
channels, the commission was going after
three ‘‘mutually exclusive’’ ideas: (1) an
increase in the number of voices (an idea
all right in itself, Swift said), (2) good ser-
vice and (3) good programing. ‘“You can
only turn out so much good anything,” he
said.

The FCC on
the firing line
in Las Vegas

Lee, Quello, Brown and Fogarty
field questions and criticism
from broadcasters in separate
radio and television sessions

The NAB held two question-and-answer
sessions last week at the convention to
look into the FCC’s crystal ball for radio
and television. The workshops, held Mon-
day (television) and Tuesday (radio) and
featuring four commissioners—Joseph
Fogarty, Tyrone Brown, Robert Lee and
James Quello—revealed no new insights
into the future of both media. Ex parte
rules prohibited discussion of commission
matters now in rulemaking status, such as
the children’s television proceeding and
radio deregulation. But the sessions did
reflect the broadcasters’ present concerns
on a number of proposals and inquiries
now before the commission, as well as
criticism of some recent FCC decisions.

The television workshop covered such
issues as Comsat’s satellite-to-home
broadcasting proposal, changes in owner-
ship rules, financial disclosure and the
prime-time access rule.

NAB President Vincent Wasilewski,

who moderated both sessions, opened the
television workshop by asking the com-
missioners about their feelings towards
Comsat’s proposal.

Lee said that while he was willing 10
share some thoughts on the matter, he
would have to wait for Comsat’s formal
proposal before he could make a final
determination. He stated that while the
concept is technically feasible, he ques-
tions the use of satellite-to-home broad-
casting on a large scale. But, he added,
‘‘we might approve it, but then Congress
will get into questions of whether Comsat
can provide such a service, and whether
the proposal hurts the concept of local-
ism." Lee also questioned what effect
direct broadcast satellites would have on
national advertising and whether local sta-
tions could survive ““with only local adver-
tising, if it comes to that.”

Quello said he too, would like to see
Comsat’s actual proposal, adding that the
‘*possibilities are mind-boggling,” but *'I
would have to see how localism is
affected.”” Quello did not agree with critics
who argue that broadcasters use the local-
ism issue to obstruct competition. “‘It's
not so,”" he said, adding, ‘I would like to
see some of the best thinking on this
issue.”’

Brown felt that the proposal presents a
*‘peculiar problem’ because *‘it's Comsat
that is proposing it.” He said that if the
proposal is serious, he does not believe the
FCC will stand in the way. But he wanted
to clarify what he felt was a point over-
looked by over-the-air broadcasters. ‘It is
essentially a pay television proposal, one
that will compete with subscription televi-
sion and cable television,” he said. “'I
don’t see it as having a heavy impact on
localism,”’ he added, although he admitted
that DBS might be a *‘siphoner’ of pro-
graming. Brown then picked up on the
issue of advertising, saying: ‘[ would be
skeptical if it aggravates the national
market. However, if it does, perhaps they
[national advertisers] have fallen asleep at
the wheel.””

Fogarty called the concept “‘brilliant—
the most brilliant since the invention of
the vacuum tube.”” And he said he would
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not want ““the religious principle of local-
ism to stand in the way of such a concept.
The FCC will protect the localism princi-
ple”

Wasilewski then asked how the commis-
sioners felt about the possibility of educa-
tional stations airing commercials. Quello,
considered to be the ‘‘educational com-
missioner’” noted there are mixed feelings
among public broadcasters on this issue.
While he supports institutional advertising
on public television, he cautioned that
‘‘once you start real commercialization,
even for an hour, you are changing the
basis on which public broadcasting was
formed and the basis under which it
should operate!” Brown agreed with
Quello.

Fogarty said he would like to go further
and say that public broadcasting should be
totally funded and get out of *‘the fund-
raising area’” But Fogarty also added
words of advice to the audience, should
the issue become a reality: ‘I would have a
real fear, if [ were you, of having more ad-
vertising competition.”

The NAB president then asked about
any possible changes in ownership rules.
Lee said that the present rules had been
““in cement for quite a while now,’”” and he
would hesitate to make any changes. He
did add that he hoped more broadcasters
would take advantage of the UHF market.
Quello agreed that the present rules are
‘‘reasonable’” and do ‘‘an adequate job of
defending against unreasonable con-
centration of control.”

Wasilewski then polled the commis-l
sioners on how they would decide on
releasing broadcasters’ financial records to
the public. Lee said he would oppose it.
Quello said he would have to see how Rep-
resentative Ronald Motil’s (R-Ohio) bill,
which is intended to make those records
public, develops. Fogarty replied that the
telephone companies report all their fi-
nances and they are not kept from the
public. But Quello opposed him, saying
phone companies were a regulated
monopoly and an altogether different ser-
vice from broadcasting. Fogarty re-
sponded: “‘If [ were a broadcaster, [ would
worry. Just two weeks ago the FCC
deregulated the teiephone industry, and
with that action, there is no way to dis-
tinguish between the two.”

Questions were then received from the
audience:

® [n what direction do you see the FCC
pushing television receiver technology?
Fogarty replied that he felt the FCC had ju-
risdiction to order manufacturers to meet
certain specifications. And Quello agreed.
Lee added that the FCC ‘‘hasn’t been
asleep at the switch in this area.”

| Where does the commission stand on
distant signal importation and syndicated
exclusivity? Quello said there would have
1o be a.heavy burden of proof before *'I
vote to eliminate syndicated exclusivity”’
Fogarty said he found it ironic that cable
owners wanted deregulation in those
areas, and still wanted regulation in the
protection of their franchise fees.

® Has the prime-time access rule been
successful? Quello said he felt it had ac-
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complished its purpose of giving addi-
tional local service. Fogarty felt it ‘“‘has
been a total failure. What we have done is
make some syndicators multimilli-
onaires.”
O

While the television broadcasters did
not have any specific gripes with the com-
missioners, it was a different story on the
radio side, where a lively discussion cen-
tered on the FCC’s recent decision 1o in-
crease its equal employment opportunity
processing standards and its approval of
the Magnavox system for AM slereo.

Wasilewski opened the questioning,
asking Lee: ‘“*“What’s new with 9 khz?”’
Lee, who headed the United States delega-
tion to the Region 11 conference in Buenos
Aires, said: “‘Nothing new—we returned
from the conference without a definitive
decision. Although there was a majority
for 9 khz, we did not have a consensus. |
am partially convinced it will be approved
when we next meet, November 1981 In
response to a question from the audience
on the number of available frequencies
and their allocation should 9 khz become a
reality, Lee answered, ‘‘Nine khz could
provide the United States with anywhere
from 200 to 1,400 stations, and the com-
mission will set priorities for minorities
and daytimers to use those frequencies.”

Wasilewski then threw out the subject of
AM stereo for discussion. Quello said he
was glad the commission decided on one
system. Brown said the issue of whether to
adopt AM stereo or not was never up for
discussion—*‘we were all for that,’ he
said. ‘‘The real question was whether 1o
adopt one system.”” Brown, who dissented
lo the one-sysiem approach aleng with
Commissioner Anne Jones, said: “*All ap-
plicants met the commission’s minimal re-
quirements. [ saw no basis for making dis-
tinctions and did not want to cut off any
future technologies that might develop.”’

A TV engineer asked why the commis-
sioners approved the Magnavox system
without reading all the technical informa-
tion submitted. Lee said the purely techni-
cal decision was made on the basis of

recommendations by the FCC's engineers.
The questioner then asked, ‘*Why did the
FCC approve a system that every AM
broadcaster in the country disapproves
of?"" Lee replied that if every AM
engineer makes a filing saying the FCC
made the wrong choice, ‘1 would change
my mind.”” This remark brought loud ap-
plause from the audience. Leonard Kahn,
whose Kahn/Hazeltine stereo system
seems (o have a great deal of support from
broadcasters, then stepped forward and
asked the commissioners if they would
consider holding oral arguments to recon-
sider thejr decision.

Brown answered that if an oral argument
proved to be a help in aiding the decision-
making process, he would go along with it.
Fogarty and Quello also said they would
favor an oral argument on the subject.

Members of the audience then stood in
line to list their particular grievances and
frustrations with the FCC’s new EEQ pro-
cessing guidelines. One broadcaster asked:
**How can we serve the public interest if in
small markets like ours we spend so much
time looking for a qualified minority?
There are thousands of broadcasters like
me all over the country who are tired of
this”” After applause from the audience,
the commissioners gave their side of the
issue. Lee said that while the broadcaster
had a point, *if a sufficient enough show-
ing is made, you should not have trouble
with your renewal form. When you
broaden things to correct past injustices,
someone always gets hurt.”’

Quello said: **I voted for EEO. Today, if
you’'re against EEQ, you’re against God,
mother, country, and in my case, reap-
pointment.”” He then explained that he felt
there were betier opportunities for
minorily advancement and employment at
larger stations, and that smaller stations
suffer from the standards.

Brown said he understands the frustra-
tion, but the new guidelines do not mean
that the commission |ooks at the bottom
line on deciding whether a licensee is
carrying out an effective EEQ program.
**All the FCC wants you to do.” he said ‘'is
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try 1o seek out and employ minorities.
Show us that you have made a concerted
effort. We know that for small stations in
small towns getting the statistics is not
easy.”’

Wasilewski diverted the topic to the
possibility of required break-up of AM-

FM combinations. Lee said such
divestiture is being considered, but that he
was not prepared to separate them at this
time. Quello said there would have to be
solid proof that would convince him to ap-
prove it. And Fogarty agreed, saying that
it doesn’t seem fair at this time to require
total divestiture.”

Brown, however, offered another point
of view. He explained that while he wanted
to emphasize that the FCC would not re-
quire divestiture of existing AM-FM com-
binations, he did feel that a rule similar to
the radio-television and newspaper-broad-
cast crossownership rules could be
adopted 1o forbid transfers of intact com-
binations. He stated that such a rule would
be possible because of the historical prece-
dent of the other crossownership rules.

Lee said his position may change if
stereo gives a boost to AM, and it would
not need the support it now receives from
its co-owned FM stations.

There’s no doubt
where they stand
on deregulation

Radio panel session draws
volley of questions to
Catholic Conference’s Hirsch
for his group’s opposition

to the FCC’s proposal

Radio broadcasters in evidence at the Na-
tional Association of Broadcasters conven-
tion in Las Vegas last week appeared as
sleek and content as any of their col-
leagues. But there are things, apparently,
that can make them seem hungry and
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Here’s another typical UP! Audio success story:

An important New York City suburban station* recently became a UPI Audio
Network affiliate. The station pre-sold all 35 UPI weekday Business Reports
...one full month before service was scheduled to air. The first 15 programs pay
the freight for the entire UPI Audio Network. In effect, the station gets everything
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mean —opposition to the FCC’s proposal
to deregulate radio, for instance.

Indeed, the radio broadcasters’ feelings
on the subject were almost palpable at a
Tuesday radio general session that featured
a panel discussion on radic deregulation.
The feelings had a focus in Richard
Hirsch, secretary of communications of
the U.S. Catholic Conference, which op-
poses deregulation.

FCC Broadcast Bureau Chief Richard
Shiben had only to open his remarks by
saying he would challenge ‘‘the concepts™
expressed by Hirsch, whose remarks pre-
ceded his, to win a spirited round of ap-
plause. And every one of the half-dozen
questions asked in the 15 minutes left for
questions at the end of the session was
directed at Hirsch. Most were expressed
with vehemence, if not bitterness.

NAB radio board Chairman Arnold
Lerner, who served as moderator, set the
tone in his opening remarks. He talked of
opponents of deregulation whose lactics
are outside “‘the bounds of fairness.’” And
he said the fate of the proposal depends on
whether ‘‘this government has the will to
resist self-serving rhetoric of the opposi-
tion and let the people choose [the service
they want] for themselves.”

The three panelists—Steve Simmons, of
the White House domestic policy staff,
was the third—generally reviewed posi-
tions expressed in other forums regarding
the FCC proposal to eliminate formal
ascertainment and logging requirements,
and to drop processing standards that set
guidelines for commercialization and non-
enterlainment programing.

Simmons, noting that four agencies of
the federal government favored deregula-
tion, though to varying degrees, cited four
underlying reasons for that approach—the
increase in the number of radio stations to
over 8,000, the determination to let the
market forces operate, the ‘‘dedication to
protecting First Amendment rights™ and
the decision to ‘‘get government off the
backs of business wherever possible.”

Hirsch said the commission is redefin-
ing the public interest standard to mean
*‘the satisfaction of consumer well-being.’”
The USCC is troubled by that redefinition
and also, he said, by the fact that “‘the
community is being restricted to the
marketplace.”” Hirsch said permitling
the marketplace to shape the Kind of ser-
vice listeners will receive, meant that
groups like the poor and elderly, whom

Simmons, Shiben, Hirsch, Lerner

Election year enlightenment. With the country well into the political season, the NAB
convention planners provided two two-part workshops on FCC rules and policies govern-
ing political broadcasting. One was for radio broadcasters and the other for television, and
Milton O. Gross, chief of the commission’s fairnessipolitical broadcasting branch, was on
hand for both. In the radio workshop, participants were Gross; Bill Perry, of Dow,
Lohnes & Alberison; NAB attorney Barry Umansky, the moderator, and John Quale, of Kirk-
land & Ellis. In the television workshop (above). participants were {I-r) moderator James J.
Popham, NAB deputy general counsel; Gross, and Stephen A. Sharp, of Schnader, Harrison,
Segal & Lewis. Many of the nuts-and-bolts types of issues discussed were of the kind that
crop up in every election. One new one involved the activity of conservative independent
political action gfoups that campaign against liberal candidates. Sharp raised the hy-
pothetical question of an independent committee using the picture of a target candidate in
a television commercial. Does that constitute a “use” that would entitle s opponents to
“equal opportunities,’ even though the commercial was intended to harm the candidate's
chances? Sharp thought it does, under a literal reading of the law, but hoped the commis-
sion would take “a common sense approach” to the issue. Gross thought the commission
rmight. He noted that the commission took such a “common sense” approach in ruling that
the lowa presidential caucuses were to be treated as an election for purposes of the law re-
quiring broadcasters to accord the lowest unit rate to candidates advertising on their sta-

tions (BRoADCASTING, Jan. 21).

advertisers do not care 1o reach, will not be
served.

For his part, Shiben denied that the
FCC is changing the public interest stan-
dard mandated by the Communications
Act. But, he said, the commission has
*the flexibility”® and the obligation to
review and change policies and rules that
no longer are necessary. And, he said, in a
comment indicating his position on the
issue, “There are sufficient facts in the
record to say a new approach is called for.”

Shiben also thought Hirsch was selling
the poor and elderly short: **1t’s not a little
insulting to regard the poor and elderly as
strangers visiting from another planet who
don’t share the same concerns as others
and [instead] need special programing.”

The audience’s feelings were never far
from the surface. But it was in the ques-
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tions that the intensity became clear.

One questioner said broadcasters’
*‘ascertainment’” has determined that the
USCC had not checked with its own peo-
ple at the grassroots before setting its
policy. Not so, said Hirsch. He said the
USCC policy has the support of a national
association of Catholic broadcasters.

Another broadcaster said he is a Catho-
lic who feels his church ‘‘is turning its
back on me’’ in opposing efforts to ease
the administrative burden on broadcasters.
Hirsch pointed out the USCC would not
oppose easing the formal ascertainment
requirements but would oppose eliminat-
ing them.

Hirsch took the tough questions with lit-
tle apparent rancor. But in a news release,
he made clear his feelings about the man-
ner in which the N AB presented the issue
1o the convention. ““The composition of
the panel belies the scope of the public’s
concern,’ he said. By limiling participation
lo three organizalions—‘‘'two of which
have clearly indicated their predisposition
toward deregulation—the NAB has given
further encouragement to those who
would cast the question in the light of a
narrow issue of parochial interest to the
religious community alone.”

Hirsch noted that the commission’s
notice of rulemaking drew critical
responses from diverse public interest
groups, including the American Civil
Liberties Union, the National Organiza-
tion for Women, consumer groups and
black and Hispanic organizations.



Cobb winner’s advice

ABC’s Erlick tells broadcasters
they must stick together to
solve problems with government

Everett H. Erlick, senior vice president
and-general counsel of ABC Inc., urged
broadcasters last week to stand shoulder to
shoulder against common problems and in
quest of common goals.

Accepting the NAB's Grover Cobb
Award, given annually to the broadcast ex-
ecutive who has done most to foster in-
dustry and government relations, Erlick
said that through united effort broad-
casters could at least ease ‘‘congressional
problems that are rooted in a lack of un-
derstanding or a lack of information."”

*“We are not getting across to the Con-
gress the fact that broadcasters don’t
deplete airwaves the way drillers deplete
oil deposits,” he said. **‘Rather, we add to
the spectrum technology, talent and finan-
cial resources—without which it is just so
much empty space. We offer entertain-
ment in sight and sound free of extra
charge to all thé public and news, sports,.
public affairs and community affairs
throughout the day and night. No other

Erlick

medium, no other national system, offers
its public such a wealth of diversity and in-
formation.

**Nor are we getting across the fact that
over-the-air broadcasters are compelled to
compete in a counterfeit marketplace
against cable and pay-cable entrepreneurs
who benefit from a skewed Copyright Act.
Or that broadcasters should not be re-
quired to pay another royalty to help record
companies meet their talent payroll.”

Erlick said he accepted the award on
behalf of *‘many others in the ABC
family,”” including Gene Bohi of WGHP-Tv
High Point, N.C., and Dick Chapin of
Stuart Broadcasting, Lincoln, Neb., chair-
man of the ABC TV and radio network
affiliates’ government relations commit-
tee, and ‘‘other members of our manage-
ment for their unfailing support”™ and
“our outstanding Washington stafl.”’

.The presentation was made by Bill
Turner of KCAU-TV Sioux City, lowa, chair-
man of NAB's TV and radio political ac-
tion fund. Erlick said Turner should also
share the award as ‘‘a leader in this effort,”
one man ‘“‘to whom no one responds, ‘No,

IR
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Media heavyweights. CBS Inc. commitment to life among new technologies is reflected
in first appointments by William Lilley I, Washington vice president. He's bringing in
Margarel Hanson, 30, as director of government policy development, office's No. 2 post.
She's Harvard MBA (with MA in theology from Oxford, BA in anthropology from Stantford),
was a principal figure in developing company's new strategic plan under CBS Inc.
President John Backe, also held finance and planning positions under broadcast group
President Gene Jankowski. "l think this woman's a superstar’ says Lilley. Also appointed:
Charles Oliver, 29, from FCC's Common Carrier Bureau, as new director for legislative and
regulatory policy. Among his specialties at commission: DBS, MDS, fiber optics. He's
magna cum laude from Yale with MA in communications economics from Annenberg
School and law degree from University of Virginia.

(u]

V’'s remain. FCC has denied joint petition requesting amendment of TV table of
assignments to reserve VHF assignment in Los Angeles market for noncommercial use.
Petition, filed by Committee to Eliminate UHF Handicap on Public Television in Los
Angeles, Public Communication Inc. and Advocates for the Arts, noted that all seven VHF
assignments in Los Angeles are currently occupied by commercial stations, and proposed
that FCC hold comparative hearing among all VHF licensees at next renewal to determine
which would lose its assignment as being least qualified to continue broadcasting. FCC
pointed out that effectuating proposal would involve substantial costs to government,
public and parties involved.

0

Slapped. FCC came down hard on nine Washington area radio stations for violations of its
equal employment opportunity guidelines. FCC ordered wwbc-am-FM and wook(Fm). both
Washington; winx(am) Rockville, wooniam) Wheaton and wimbiam Laurel, all Maryland, and
wrik(am) Alexandria and wxratFm) Woodbridge, both Virginia, to file periodic EEO reports
during their license term. But most severe sanction was meted to wHrs(Fm) Bethesda, Md. It
got short-term renewal (through Oct. 1, 1981). FCC said that station had its last renewal
conditioned on submission of periodic employment reports and has shown little or no
improvement in minority hiring. Actions were precipitated by petilions opposing license
renewals of stations filed by Washington's Office of Human Rights.

OUR LIBRARIE

r

CHECK OUT

No matter what your station's
format is, William B. Tanner Com-
pany has the library for it. We
have eight to choose from. And
they run from one end of the
musical scale to the other.
Contemporary, Contem-
porary Country, Middle

of the Road, Rock, and
easy listening. Produc-
tion music libraries!

Sales libraries! All have sound
effects and production effects.
All Tanner libraries are designed
to increase sales and listeners—
and enhance programming.
Write for more information
about the library of your
choice today.,

Or just call David Tyler
collect at (901) 320-4340.

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

Name Title
Station Format
Address

City State Zip
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“Environmental activists?
At Bethlehem Steel, about 1,000 of them

help clean up the air and water.”

Dr. David M. Anderson,
Corporate Director,
Environmental Affairs

“The thousand people I'm
talking about actively work at
improving the environment.

About four hundred of
them—scientists, engineers and
technicians—develop, design
and operate Bethlehem Steel’s
environmental control program.

And about six hundred of
them—in our plants, mines and
shipyards—monitor, maintain
and repair the hundreds of
pollution control facilities
Bethlehem has installed.

We're proud of our
accomplishments in cleaning up
the air and water.

We've come a long way
since 1946, when Bethlehem
began its formal environmental
control program. Today we're
removing about 95 percent of
the pollutants from our air
emissions and water discharges.

Innovative technology

and a lot of money help.
The equipment you see

behind me is typical of the

innovative technology needed to
satisfy today’s environmental
standards.

It's called a ‘one-spot’ coke
pushing emission control car.
And right now it’s helping
to solve a pollution-control
problem that's plagued us for
years: capturing and cleaning
the emissions produced when

coke is pushed from a coke oven.

Our Bethlehem, Pa., plant
was the first steel mill to
operate this system. We're
installing similar units at our
coke ovens in Lackawanna,
N.Y., and Sparrows Point, Md.
Each of these units costs us more
than $5 million”’

Bethlehem's commitment:
to do what is necessary
to protect public health.

We've made substantial
progress in controlling pollu-
tion, but we haven't finished the
job. We've already spent
$700 million for pollution
control equipment and we may
have to spend several hundred
million more in the years ahead.

But we believe there’s a
limit. To require industry to
“purify” the air and water
beyond what is necessary to
protect health does not make
good economic or energy sense.

A balance must be struck
between an absolutely pure
environment and a healthy
environment, so that the
economy of this nation has
the opportunity to thrive,

Our position is clearly
explained in our Statement on
Environmental Control. If you
would like a copy, write: Public
Affairs Dept., Rm. 476 MT,
Bethlehem Steel Corporation,
Bethlehem, PA 18016.

Bethlehem f&

Coke, used in blast furnaces
to produce iron, is made from
coal baked in airtight ovens at
temperatures up to 2000 F
The “one-spot” coke pushing
emission control system is a
mobile unit made up of a
33-foot-long coke receiving
car and an 83-foot-long air
pollution control car. As the
coke is pushed from an oven
into the receiving car, a high-
pressure hot-water ejector
creates a vacuum and evacuates
and cleans the gases during the
push. Evacuation continues as
the system transports the coke
to the quenching tower. These
captured gases are cleaned by
the scrubbing system in the
control car bef‘(/)re they are
released into the atmosphere.







Commenting on
cable copyright

FCC cable chief Nichols telis NAB
he thinks commission doesn’t have
authority to require retransmission
consent; Polinger explains NAB’s
formula for tribunal and wants
payments by cable systems raised

Willard R. Nichols, chief of the FCC’s Ca-
ble Television Bureau, as much as said last
week that he will advise the commission
that it lacks authority to impose require-
ments of retransmission consent on cable
systems. He stopped short, however, of
predicting how the commission will act
when the matter comes before it, along
with proposals to eliminate restraints on
distant-signal importation and protection
of syndicated exclusivity.

As to the two deregulatory proposais,
Nichols left little doubt that the staff will
recommend adoption.

Appearing at a Monday morning televi-
sion workshop at last week’s NAB conven-
tion, Nichols said the deregulatory rule-
making had been proposed only after ex-
tensive economic studies had determined
that television broadcasting had suffered
little impact from cable competition. The
removal of distant-signal and syndicated
exclusivity rules was in accord with the
FCC’s stated policy of letting the market-
place replace the government in regula-
tion, Nichols said.

Apart from questioning the commis-
sion’s authority to adopt retransmission
consent—a requirement that cable
systems obtain permission before picking
up a distant station’s signal— Nichols said
that consent, if adopted, would create
‘‘severe transitional problems.” In the
short run, he said, there would be difficult
cases of ‘‘retransmission denial” for the
FCC 10 face. In the long run, however, he
said his personal view was that the require-
ment “*‘might make sense.”

Nichols said he hoped the Cable Bureau
would complete its preparation of the
massive cable deregulation package by
early summer.

The same workshop was briefed on the
NAB’s role in attempts by the Copyright
Royalty Tribunal to develop a system to
distribute funds collected from the cable
copyright pool. David H. Polinger of Wpix
Inc., New York, chairman of the associ-
ation’s ad hoc copyright commitiee, cri-
ticized other claimants—primarily sports
and motion picture interests, for making
excessive demands 10 their share of the
pool and said he hoped the tribunal would
ultimately choose a simple formula that
the NAB committee had suggested.

The formula would distribute the pool,
collected annually from cable systems
under a fee schedule fixed in the latest
copyright law, according to proved usage of
various program sources. The NAB has
compiled models of more than 800 of the
biggest cable systems 1o determine how
much of their broadcasting programing is

local, how much is motion pictures and
how much is sports. The association pro-
poses that the percentage of local pro-
graming be used as the percentage of the
annual pool to go to broadcasters, and so
with the percentages of programing to
other claimants.

The NAB will present its case to the tri-
bunal next week.

Polinger said that once the distribution
schedule is adopted—to dispose of cable
money collected for 1978 —the NAB will
ask the Copyright Royalty Tribunal to ex-
ercise powers granted by the new copyright
law and increase the rates of cable pay-
ments. The total collection of royalties
from cable for the carriage of broadcasting
signals in 1978 was about equal to the
price that two major-market television sta-
tions would pay for only iwo syndicated
programs, Polinger said. '*We must try to
get the tribunal to raise the basic rates ca-
ble pays.”

The workshop was moderated by James
J. Popham, NAB’'s depuly general
counsel.

Late-night lawyering
packs ’em in

Workshops promising ‘Everything
You Wanted to Know About
Broadcast Law’ receive good
turnout for free legal advice

National Association of Broadcasters
senior vice president and general counsel
Erwin Krasnow may be drummed out of
the Federal Communications Bar Associ-
ation yet. But until he is, he seems deter-
mined to provide free legal advice 1o
broadcasters who need it—need it a lot, if
those in attendance at two late-night ses-
sions at the NAB convention in Las Vegas
are an indication.

For Krasnow beat the odds again, as
they say in Vegas, in drawing broadcasters
in respectable numbers to the sessions
designed 10 provide quick (and not 100 dir-
ty) courses in broadcast law. He had beaten
the odds the first time with a similar night-
time session in Dallas last year.

This year, he had the gambling tables
and the big shows 10 compete with. Still,

Huggee is Krasnow; hugger is unidenlified
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the promise of learning, as Krasnow put it,
everything they wanted to know about
broadcast law but were afraid to ask be-
cause their lawyers would charge for it,
was powerful.

On Monday, at 9:30 p.m., some 200
broadcasters crowded into a room at the
Las Vegas Hilton for a two-hour survey
course taught by a faculty of three Wash-
ington communications attorneys— Vin-
cent Pepper, Jason Shrinsky and Howard
Braun—and they hung on every word.
They had to; the instructors raced through
11 subjects, giving- three- or four-minute
precis of such matters as contracts, how to
handle the public inspection file, political
broadcasting and contests and promotions,
and then took questions.

Some of those in the audience may have
nodded from tme to time. But many were
scribbling notes furiously, and others were
laping the presentations.

‘‘Boy, that was really good, wasn’t it,”
said one broadcaster at 11:35 p.m., ap-
parently turned on by what he had heard,
as he munched a last doughnut and drank
another cup of coffee from the supplies
NAB had provided.

On Tuesday, Krasnow had set himself a
tougher challenge—a ‘‘marathon legal
clinic and legal bazaar’® Two rooms in the
Hilton were set aside for four sessions dur-
ing each of four hours, beginning at 9 p.m.

With 20 lawyers*, six from the NAB
s1aff, dispensing the free advice, broad-
casters were able 1o move from one *‘stall’
to another, sampling a bit of this
(newsroom legal problems or talk shows,
perhaps) and trying a bit of that (say, polit-
ical and issue advertising or commercial
continuity).

By 1| a.m., the broadcasters in atten-
dance had dwindled to a hardy few. But the
bazaar had drawn well over 100. NAB rep-
resentatives knew, because the tee shirts
emblazoned with “*Have you hugged your
communications lawyer today?"’ that were
to be given to the first 100 attendees were
gone, along with a substantial number of
bumper stickers bearing the same message
that were lo be given to ‘“‘the second
hundred.’

The broadcasters® gain, in terms of free
advice, need not have been a total com-
mercial loss to the communications bar.
The lawyers who participated in the pro-
gram demonstrated the legal skills that are
available for a fee.

More than that, Vince Pepper salted one
of his minilectures with an anecdote in-
dicating what can happen to a broadcaster
lacking sound legal advice. A broadcaster
had hired a noncommunications lawyer 10
help him sell a station. But as a result of
the two-part contract the lawyer had
drawn, the broadcaster wound up selling
his transmitter site but not the station—
the commission had disapproved the sale.

So, Pepper warned, “‘be careful”’

That, said fellow-faculty member Braun,
**sounds like a commercial for the FCBA

*lohn Lane. Robert Stone. Irving Gasifreund, Robert
Marmel. Peier Tannenwald. Gordon Coffman. Ronald Siegel.
Roy Russo. Larry Perry, Edward Hayes Jr., Alan Campbell, Mar-
tin Levy. William Green. Larry Miller, and NAB siaffers
Stephen Nevas. James Popham. Richard Wyckoff. Barry
Umansky. Enola Aird and Krasnow.




Fu. The professional tape
no matter what your profession.

I
3 L N bk
i .
Al 1 . # ¥ l
:

“.___ Whether you're in features, commercials, docu- freedom from dropouts, particularly important with
mentaries, sales or education—no matter how you use slower speeds and repeated edits. And all with the kind
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Thurston takes
the offensive

DSA winner exhorts broadcasters
to support minority fund, defends
NAB position on 9 khz and
criticizes government for lack

of technical preparation

at Buenos Aires conference

Donald Thurston, winner of this year’s
NAB Distinguished Service Award, im-
plored broadcasters last week at the con-
vention to take an active role in clearing up
what he believes are misconceptions on a
number of issues including minorities and
private enterprise, radio deregulation, the
Buenos Aires conference on AM alloca-
tions and the character of the industry as a
whole,

In a speech punctuated by frequent ap-
plause and described by another board
member later as ‘‘a precedent for platform
speaking,” Thurston cautioned broad-
casters not to ‘‘abdicate their respon-
sibility ... watch idly as the government
fills the vacuum and then be critical of the
result.”” He urged broadcasters 10 be active
in the politics of the industry. **NAB can-
not do it all,”" he said. ‘“You must partici-
pate.”

Thurston attempted to set the record
straight first on the NAB's Minority In-
vestment Fund. The fund, established at
Thurston’s urging a year ago when he was
NAB's joint board chairman, is a business
enterprise 10 encourage minority partici-
pation and ownership in broadcasting.

Thurston said some people have called
the NAB's fund a *‘charitable give-away
program, like some of the government
programs we are familiar with.”” He coun-
tered those critics, stating that ‘‘the fund
was established to insure a private-en-
terprise response to this need rather than a
total governmental response,” and ‘it will
be in business to insure success, not
failure—success through proper financing
and technical and management assis-
tance.”” He then told the broadcasters that
if they *‘pledged four tenths of one per-
cent of one year's gross—that's just forty
cents from each $100 that you take in this
year—and then pay that over the next five
years ... we will meet our goal [of $30
million] and then some.”

Thurston then attacked United Church
of Christ and United States Catholic Con-
ference campaigns to halt the FCC's radio
deregulation proceeding. He said misinfor-
mation about the proceeding prompted let-
ter-writing and advertising campaigns say-
ing, among other things, that broadcast
employes would be replaced by automa-
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tion, that there would be no more public
service ads and reduced equal employ-
ment opportunities. Thurston said the two
religious groups ‘‘should be ashamed of
that kind of propaganda,” and urged
broadcasters who are active in their home
churches to ‘‘demand some reform in
their central offices of communications.”

Finally, Thurston defended NAB’s posi-
tion on AM allocations and discussed Rep-
resentative Lionel Van Deerlin’s (D-
Calif.) criticism of NAB’s letter to other
countries in the western hemisphere con-
cerning 9 khz channel spacing. {(NAB had
sent a letter to 22 Latin American coun-
tries before the start of the Buenos Aires
conference last month, saying the U.S.
position favoring a reduction in channel
spacing on the AM band needed further
study [BROADCASTING, March 17]).

Van Deerlin, speaking hefore the
Regulatory Reform Conference in Wash-
ington at the end of March, said he was
tired of broadcasters’ ‘‘rhetoric, their
knee-jerk reactions and self-serving
hype,” because they fear expansion and
competition. Thurston replied: “*This in-
dustry was built on competition. What we
are afraid of is technical incompetence and
the lack of even basic economic under-
standing in those agencies which govern
our existence ... nowhere in the world is
there such a density of transmitters as in
the United States-... We do not wish this
industry 10 become an electronic tower of
babble . . . if that’s NAB rhetoric... . so be
it)" And in remarks that brought heavy ap-
plause, he added ‘'l get the feeling these
days that we are becoming more iike a peo-
ple of the government instead of a govern-
ment of the people. And I don’t like i1!™”

Thurston,” who attended the Buenos
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Thurston (1) and NAB Chairman Tom Bolger
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Adires conference as a special NAB deleg-
ate, said he ‘‘observed a U.S. delegation
that seemed to be at odds within itself, that
held separate meetings of the government
representatives excluding the private sec-
lor, a delegation that was primed for politi-
cal battle but inadequately prepared for the
technical.”

He noted that as a result *‘we almost lost
AM stereo, did lose the clear channels as
we know them, accepted a government-
planned allocation system for AM sta-
tions and abdicated to the International
Radip Frequency Board the responsibility
to properly study the 9 or 10 khz proposal
in the United States”’ Thursion also ac-
cused the FCC and the National Telecom-
munications and Information Administra-
tion of ‘‘unfairly using’’ Ray Livesay,
president of the Daytime Broadcasters As-
sociation, to push for their position.
Thurston feels that *‘there is not the
slightest intention at the FCC or NTIA to
give up daytime allocations.”

In ending, Thurston urged the broad-
cast industry to accept the *‘responsibility
of their power, of the common good and
their freedom.”’ He said the radio and
lelevision industry, because of its in-
fluence through programing, is more than
a ‘‘reflective’’ medium. And if broad-
casters do not take their responsibility
seriously, and unless they are active in in-
dustry affairs, they will abdicate their
responsibility to the government. ‘‘Like
the ages of agriculture and industrializa-
tion that preceded it, this dawning “‘age of
information™ will have a profound effect
on every citizen in every corner of the
world. [ cannot conceive of any industry or
profession with such a wonderful oppor-
tunity to benefit mankind,” he concluded.



Broadcasters are
synonymous with
progress, says
Wasilewski

He says Washington

wrongly sees them as
dragging feet; cites technical
progress and calls cable TV
a ‘byproduct’ of broadcasting

NAB President Vincent Wasilewski
challenged what he believes is a miscon-
ception in Washington regulatory circles—
that broadcasters are ‘‘obstructionists in
the path of progress.”

[n a speech that marked the opening of
NAB’s $8th annual convention on Sun-
day, April 13, Wasilewski said broadcasters
are and always have been ‘‘innovators,”
willing and ready 1o meet the challenge of
advancing technology. Critics of the indus-
try ‘‘compare it to a glacier, reluctantly
emerging from the ice age through no
effort of its own,” he said. “‘Bul their
voices were not heard nearly six decades
ago when broadcasting had its beginning
... As broadcasters continue to advance,
so shall the new technologies.”

The NAB president said it was the
broadcasters’ ** vision that foresaw and that
fostered virtually every technological
development presently in use.”” And, he
added, they are ‘‘continually looking
ahead for ways lo improve our System ...
radio broadcasting enabled the blind to
see, and now the deaf will be able to hear
by watching television—through the use
of closed captioning.”’

Wasilewski also lashed out at those who
accuse broadcasting of ‘‘shackling the
competitive abilities of other media— par-
ticularly cable’” In a strong statement
against cable television, he called cable
““no more than a byproduct of broadcast-
ing.”" And while broadcasters welcome the
competition from a fair and competitive
marketplace, he said, **cable television en-
joys an artificial, government-imposed ad-
vantage.”

He stressed that the competition is
*“‘hardly fair when cable pays about 1% of
its revenues for all the broadcast programs
it can get its hands on, while broadcasters
pay from 35% to 40% for theirs.”

“‘Cable simply has taken the product of
broadcasters and sold it 1o a wired au-
dience,’ he said. **Were it not for broad-
cast signals, cable would not exist.”

Noting that the use of satellites to
deliver programing is ‘‘skyrocketing,”’ the
sources of the nation’s best programing
are still ‘‘right around the corner,” he said.
He added that broadcasting is built on local
service, and a new, major force to increase
that service will be the introduction of AM
stereo o the marketplace. ‘‘AM stereo will
not only provide increased public service
and increased competition, but will sug-
gest other opportunities for ancillary uses
of radio signals,”’ he said. ‘‘And before

long the public may be enjoying television
in stereo,” he added.

Wasilewski also made clear NAB’s posi-
tion on the expansion of the AM band,
saying NAB supported the proposal last
fall at the World Administrative Radio
Conference in Geneva. NAB also does not
oppose ‘‘reducing AM channel spacing
from 10 khz to 9, he added. ‘*We never
have. But without further comprehensive
technical and economic studies, no
responsible action can be taken.”’

He also questioned the effect on the
public of Comsat's saiellite-to-home
broadcasting proposal. While calling the
proposal “‘innovative™ and a ‘‘technoiogi-
cal marvel,”” Wasilewski said it is *‘incon-
sistent with our system of local radio and
television mandated by the Communica-
tions Act.”” He felt that before the FCC can
consider the proposal, Congress must first
determine whether this method of “‘non-
local broadcast service’ is in the public in-
terest.

In closing, Wasilewski said: “*American
broadcasters have the vision lo look
toward the future, and we have employed
every technological advancement possible
to make that future brighter. We have com-
peted fully and fairly. We will continue to
do so.’

NAB seers forecast
that new media will

only ‘knock corners’
off TV’s audience

But, they say, revenue growth
will now come mainly from
increases in advertising rates

A panel of experis went looking for “'TV’s
Fragmented Future® at the NAB conven-
tion tast Tuesday and could hardly find it.

They could see television's future, all
right, and said it looked good. They could
see some fragmentation of its audiences,
too, but felt that offsetting factors would
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minimize the eflects. In short, they sug-
gested that the new technologies would
split off enough commercial TV audience
to make thriving businesses for them-
selves without doing much damage to the
television business.

The chief victim of fragmentation, in
this view, will not be television’s balance
sheet as it is known today, but will be the
year-to-year revenue growth that TV has
become accustomed t0. When the new
technologies begin to make their mark,
the broadcasters were told, TV’s revenue
growth is apt to come from cost-per-thou-
sand rate increases rather than from sus-
tained audience growth.

The panel, moderated by Paul Bortz,
former National Telecommunications and
Information Administration official now
with Browne, Bortz & Coddington of
Denver, comprised Herbert S. Schlosser of
RCA, Gustave M. Hauser of Warner
Amex Cable and John S. Reidy of Drexel,
Burnham & Lambert. )

Schlosser, former NBC president now in
charge of assembling programing for
RCA's SelectaVision videodisk, said the
disk unit will be marketed beginning in the
first quarter of 1981 and is expected to sell
200,000 units the first year, with video
players reaching 30% to 50% penetration
of US. TV homes in 10 years, by then
representing $7.5 billion or more in annual
sales of players and disks.

But Schlosser expected television to feel
relatively little impact from videodisks, ca-
ble, pay cable and other new forms.

“‘The total impact of the new media will
be 10 reduce commercial television's au-
dience somewhat, 1o knock the corners off
that audience.’” Schlosser said. “*But those
are big corners, and new businesses can
thrive in them. o

““The reservoir of hours of television
watching is so huge—over 2,300 hours per
home per year—that even with some au-
dience loss, commercial broadcasting will
remain a strong and vital business and will
continue to be a necessity to advertisers.”

Schlosser noted that a network program
can reach millions of viewers and still be

rtz, Reic.!y Hauser
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rated a failure, while a book that sells
100,000 copies is a success and records are
“gold’’ if they sell 500,000 copies and
*platinum” if they sell one million. The
videodisk audience, he said, will be much
closer in size to that of records and books
than to television.

Television, he said, meanwhile will
adapt 10 meet the new competition by
doing more of what it does better than any
other medium—stressing topical and
spontaneous programing.

““To be sure,” he said, ‘‘the regular TV
series and specials and miniseries will con-
tinue, but the emphasis will shift. There
will be more news and sports programs in
prime-time and live coverage will increase.
There is nothing on the horizon to match
the excellent job broadcasters do in these
areas ... Audience interest in reality pro-
graming will continue to grow and be even
more important in the years ahead.”

One of the big beneficiaries of the new
technologies, Schlosser said, will be **pro-
gram suppliers, large and small’’ The ad-
ded distribution channels ‘“‘could make
the 1980’s a very prosperous decade for
them —provided they maintain some
reasonable control over their own produc-
tion costs. The result can be an improve-
ment in the quality of programs and a
greater number and diversity of program
sources for the new media and broadcast
television.”

Warner Amex’s Hauser agreed. He also
agreed that the new media’s effect on
broadcast TV will be relatively minimal,
sufficient for cable, pay cable and other
services to prosper but not enough to
cause serious trouble to broadcast TV. In
many cases, he noted, the new media will
offer ‘“‘conveniences”’ tailored to groups or
even to individuals.

Television’s survival or profitability are,
Hauser said, *‘unquestioned.””

Reidy of Drexel, Burnham was confi-
dent that ““television will remain the single
most effective mass audience medium.”
By 1985, he said, there may be ‘“up to 15%
reduction” in time spent with commercial
TV —but by then, he said, the number of
TV households will have increased by
13%, from 75 million now to 85 million
then, so that the loss in time spent will
have been ‘‘substantially offset”’

By 1985, Reidy also projected 30 million
cable homes, up from 15 million to 16
million now; about 20 million pay cable
homes, up from five million; four million
to five million subscription TV homes and
15 million videodisk homes.

He emphasized that in his opinion, how-
ever, the new media could not provide ad-
vertisers with mass audiences. And he also
felt that the long-term value of TV sta-
tions will not be significantly affected.

Reidy also found a few ‘‘positives’’ that
TV might derive from new technologies.
Satellite distribution, he said, might lead
10 an increase in available programing, in-
cluding more than one program service

from a network. TV stations may also do-

more program production, he continued,
and be able to sell some if it, and teletext
could be another source of TV station
revenue.

Mobil's Schmertz and CBS’s Mater
debate question of companies’
access to broadcasting media

Mobil Oil and CBS went another round
last week in their endless battle over CBS
rejection of issue advertising. This time
the scene was the NAB convention and
the combatants were Herb Schmertz,
Mobil's vice president, public affairs, and
Gene Mater, vice president and assistant
to the president of the CBS/Broadcast
Group.

Schmertz hammered as he has before
on the theme that television news is
*‘structurally inadequate to present com-
plicated issues such as energy.”” For CBS 1o
refuse Mobil’s purchase of time to tell its
side of energy disputes deprives the public
of information it needs to make up its
mind, he said.

Mater reiterated CBS’s repeatedly stated
view that to sell advertising time—in
broadcasting’s limited schedules—for the
expression of views on controversial sub-
jects would be to “‘allow a few voices—the
voices of the affluent—to set the agenda
for national debate and to exert a wholly
disproportionate influence on the discus-
sion of public issues in the broadcast
media.’*

To that Schmertz countered: *“If you’re
worrying about our setting the agenda, we
will confine ourselves 1o correcting errors
in your news’’ He read from a letter writ-
ten by Rawleigh Warner, Mobil’s chair-
man, to Frank Stanton, then vice chair-
man of CBS, in 1973, CBS's policy, wrote
Warner, leaves Mobil in a quandary. “We
cannot buy time, and we cannot get a fair
shake from your broadcast journalists.”

Mater quoted from the Supreme Court
decision in CBS ws. Democratic National
Committee holding that neither the law
nor Constitution confers a right of access
to broadcast time. The decision, Mater
said, confirms CBS’s view that ‘‘broad-
casters best serve the public interest by
treating public issues in a journalistic for-
mat.

“‘Mr. Schmeriz believes, however, that
broadcasters do a poor job of reporting on
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At it again

Schmertz

business, and that corporations can’t get a
fair hearing,’ Mater said. *‘Well, Ralph
Nader isn’t especially happy with us either.
Neither have we been particular objects of
affection, at various times, of the Pen-
lagon, Vietnam war protestors, Lyndon
Johnson, Richard Nixon, Eugene McCar-
thy, pro- and anti-abortionists, several
companies on the Fortune 500 lists, both
the Republican and Democratic National
Committees, various unions and count-
less politicians.

*‘Partisans, almost by definition, gen-
erally feel that their views do not receive
enough accurate attention in normal jour-
nalistic channels.””

Moderating the session was Gerl
Schmidt of Harte-Hanks Communica-
tions.

Some theories
on managing
managers

Various radio group operators
explain their methods for
motivating and rewarding
their stations’ top persons

Would-be group radio station operators got
some clues on structuring a station line-up
and compensating managers at an NAB
convention session Tuesday on ‘‘Operat-
ing a Radio Station Group for Fun and
Profit— And Not in That Order*’

The advice came from a panel moder-
ated by Bruce Johnson of Shamrock
Broadcasting, Hollywood, and consisting
of Bill Sims of Wycom Corp., Laramie,
Wyo.; Dick Chapin of Stuart Broadcasting,
Lincoln, Neb., and Charles DeBare of
ABC 0&0 AM Stations division, New
York.

Sims, president and principal owner of
Wycom and its six stations, gets his station
managers involved in ownership.
Typically, Wycom owns 51% of each sta-
tion, and the manager and perhaps a few
other key employes own 49%. If necessary,




Sims said, Wycom borrows the money for
the manager’'s purchase of stock and he
repays the loan out of his share of profits.

The manager of each station is also its
president, with Sims as secretary. This ap-
proach, Sims said, assures station manage-
ment’s commitment to and involvement
in all phases of the station’s operations.
Although he himself maintains close in-
volvement with each station’s affairs, Sims
said each manager is ‘‘almost totally
autonomous.”

Sims also has an unusual system of
management compensation—no salary.
The manager gets 20% of net operating
profit, plus a bonus if he exceeds goals. No
profit, no compensation. *‘I wouldn’t want
a manager who didn’t make a profit,”” Sims
said, noting that in tight times, expenses
can always be cut.

If Wycom needs to get rid of a manager,
there’s a prearranged plan for buying back
his stock. The formula: The station’s stock
is valued at seven times cost flow.

How much should a manager be paid?
**You pay him as much as you can to keep
him,” said Chapin of Stuart, a family-
owned group. Stuart’s managers get sal-
aries, plus a share of profits. They are not
presidents of the stations, as Sims’s man-
agers are, but executive vice presidents of
the parent company. This arrangement,
Chapin said, insures that they have “‘a
strong up-front feeling for the com-
munities’’ they serve.

Stuart is *‘a strong centralized manage-
ment company’” where profit and loss are
controlled from the central office. This ap-
proach, Chapin said, reduces the number
of people required and also provides a
more uniform monitoring of financial
operations.

Johnson said that Shamrock sets sal-
aries more by the quality of the individual
being hired than by the title he will hold.
*“We pay managers a good base plus a very

New yardsticks. The rise of the new technologies and changes in the nation's
demographics may lead lo changes in the way audiences are measured. That was one of
the messages for broadcasters al an NAB convention workshep on TV's “Changing Au-
dience of lhe '80's!" Pete Megroz of Arbitron Television reviewed studies his company has
in work, suggested personal diaries perhaps should replace household diaries —a step that
Dave Traylor of Nielsen thought wasn't needed yet. Traylor reviewed the results of the first
three Nielsen studies of pay-cable audiences and ventured thal increased television use in
these homes is not a temporary phenomenon but won’l put commercial broadcasters out
of business, either. Megroz meanwnhile reported that Arbitron is moving toward “an
electronic data base,” in which survey resulls will be pul on computer tape to permit quick
retrieval of data on viewing in specific cable areas. Another message for the workshop au-
dience came from John Irvin, wisH-Tv Indianapolis: TV stations will increase their local pro-
graming, specifically their news and information programing, and particularly in early
fringe, to meet the competition of the new media. William Brazzil of wrvJ-Tv Miami saw the
coming changes as evolutionary, “not a threat to our security” but a challenge.
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high carrot,”” he said, indicating there’s no
limit to what a manager can make.
DeBare said ABC believes that it's as
hard to run a low-power station as a high-
power one: **We try to get the best man-
ager for each market and don’t think there
should be any difference in their pay’’
Thus, he said, the high/low range is the
same for all station managers. In addition,
at yearend they receive additional incent-
ives according to the success of the com-
pany and the radio division and according
to success in meeting or exceeding goals.
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Life with Arbitron

Recommendations that radio stations use
more custom-designed qualitative au-
dience research were coupled with criti-
cism of Arbitron Radio’s syndicated quan-
titative research in an NAB convention
workshop on **Opening the Book on Rat-
ing Services.”

Ernie Martin of Cox Broadcasting,
Atlanta, and Cullie Tarleton of Jefferson-
Pilot Broadcasting, Charlotte, N.C., voiced
concern about Arbitron procedures or

performance in such areas as ethnic
weighting, diary retrieval among young
people, handling of homes with unlisted
telephones, delays between surveys and
reports, and what one called ‘‘a
hodgepodge of methodologies”

Both expressed dissatisfaction with Ar-
bitron’s so-called extended measure-
ments. Instead of solving promotional
problems, Tarleton said, they run up costs.

They acknowledged that Arbitron has
been working on some of these problems
and at one point Tarleton said he didn’t
mean ‘‘to make this Pick on Arbitron
Day—but since it's the primary service, |
guess [criticism] comes with the territory”’

They and fellow panelist Bill Mc-
Clenaghan, a former head of Arbitron
Radio, now director of research for the
ABC Radio Network, agreed that the Ar-
bitron service has value. Without it, or
some other national service, they agreed, a
station is hard put to sell national spot time
to agencies.

To Tarleton, custom research looks to be
the research trend of the 1980’s. Does the
money invested in custom research trans-
late into dollars? **You bet,” he said.
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vertising; Joseph E. Baudino, retired Washington vice president,
Westinghouse Broadcasting; Bert Parks, entertainer and recipient of
Pioneers award for 48 years of "distinguished service to broadcasting”;
Don Mercer, NBC, and Carl Lee, Fetzer Stations. Pioneers’ pioneer. In
picture at right, Charles A. Batson, chairman, Cosmos Broadcasting (1),
receives notice from Jerry Lee, Broadcast Pioneers president. that Cos-
mos's wistam) Columbia, S.C., will receive Pioneers’ annual Mike Award at
dinner June 3 at New York's Pierre hotel. Wis will celebrate its 50th an-
niversary on July 30.

cumbent president assembled for this group picture at breakiast last
Tuesday during the NAB convention in Las Vegas. Seated (I to r): Sol
Taishoff, BROADCASTING: incumbent Jerry Lee, wDvA(rM) Philadelphia; Roy
Danish, Television Information Office; Ward Quaal, consultant and for-
merly WaN Continental; Leonard Patricelli. wrictam Hartford, Conn.; Gor-
don Gray, consultant and formerly wkTvirv) Utica, N.Y; Carl Haverlin,
retired president, Broadcast Music Inc. Standing: Charles Tower, Cor-
inthian Broadcasting; Norman E (Pele) Cash, Television Bureau of Ad-
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Arries undaunted by
CBS’s latest loss
in per-use litigation

Head of station group fighting
ASCAP-BMI licenses says
network situation is different

Leslie G. Arries Jr. of wivs-Tv Buffalo,
N.Y., chairman of the All-Industry TV
Stations Music License Committee, told
TV broadcasters at the NAB convention
last week that CBS’s latest loss of its anti-
trust suit against blanket music licenses
{BROADCASTING, April 7), **should have
* no significant impact” on the committee’s
own antitrust suit against the licenses.

He said the federal appeals court’s rul-
ing affirming earlier dismissal of the CBS
suit, specifically recognized that CBS could
have pursued alternative courses which
are open to *‘the giant of the world in the
use of music rights™ but not realistically
available to individual stations.
““Therefore, for us the blanket license is
an unreasonable restraint of trade which
has foreclosed competition,” Arries said.

Both the CBS suit and that filed by all-
industry committee members were against
the American Society of Composers,
Authors and Publishers and Broadcast
Music Inc. Arries said CBS is expected 1o
ask the appeals court to reconsider its rul-
ing and said the commitiee also will file a
brief dealing with the legal standard
adopted by the court.

Arries said the committee’s lawyers
questioned whether the appeals court had
correctly interpreted the instructions given
it by the Supreme Court—which had re-
manded the CBS case on appeal —and also
questioned whether it had correctly in-
terpreted the law as it applied to CBS. All
that 1o one side, however, he said the deci-
sion in the CBS case turned on a point not
applicable to stations.

*“The [appeals) court,” he said, *‘ruled
that the blanket license was an alternative
chosen by CBS ‘in preference to’ other re-
alistically available alternatives, and hence
the blanket license did not restrain trade in
violation of the antitrust laws.”” But, Ar-
ries continued, the alternatives held to be
available to CBS are not available **1o an
individual local station which obviously

" has nothing remotely resembling CBS’s

bargaining position as ‘the giant’ in the
market of music use.”

“Indeed,” he continued, *‘the court
confined its ruling to television networks,
expressly noting the potentially different
legal position of nonnetwork broadcasters,
i.e., local television stations. And, in fact,
deposition testimony in our case has
already demonstrated that the tocal televi-
sion stations do not have ‘fully available’
alternatives to the blanket license which
they could ‘realistically’ pursue.”

Arries sajd that “‘among the alternatives
said by the court to be realistically and
fully available to CBS because of its net-
work position was asking program
packagers themseives o obtain perfor-
mance rights, or negotiating with
copyright owners for music already incor-
porated in the soundtracks of prerecorded
programs and feature films.”

An individual station trying to pursue
lhose alternatives wouldn’t stand a

chance, Arries suggested.

Arries also told the NAB session that
BMI had hired Reichman Research to in-
terview TV stations regarding their music
use and relationships with music-licensing
organizations, and that the commiltee
considered this survey ‘‘highly prejudicial
to our interests’’ and improper, in view of
the pending lawsuit. He said the commit-
tee had asked for a court ruling to that
effect, and asked stations not 1o cooperate
with any such survey.

Arries reminded the broadcasters that
many had received requests from SESAC
for music-license fee increases of as much
as 500%, which he called **nothing short
of outrageous’’ He said the commitiee
had protested to SESAC and that SESAC
acknowledged the right of stations repre-
sented by the committee to pay their
SESAC license fees under protest and sub-
ject 1o “*future legal remedies which may
be sought against them.’
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From the specific to the general

NAB session on the future

of America examines economy,
image abroad and qualities
sought in presidential candidate

As last week’'s NAB convention began
drawing to a close, the agenda turned to a
more universal questioning of the future.
As radio board Vice Chairman Edward O.
Fritts put it in introducing the Wednesday
panel, ‘‘America’s Future,”’ the 90-minute
session was the association’s attempt *‘to
rise above our parochial concerns.”’

The panel included Walter Heller,
former chairman of the President’s coun-
cil of economic advisers and currently
regent’s professor of economics at the
University of Minnesota; Carl Rowan, the
syndicated columnist and former director
of the U.S. Information Agency; Jerry
McAfee, chairman and chief executive of-
ficer of Gulf Oil Corp., and George Ball,
partner in Lehman Bros., Kuhn Loeb Inc.
and former under secretary of state. NBC
News’s Bill Monroe was moderator.

For his first question, Monroe asked
whether American power had, indeed,
declined in the world.

“Yes,’ answered Ball, the first of the
panelists to take on the question. *‘[n
some areas it is declining.”” In defense, he

Heller. Rowan. Monroe, McAfee, Ball
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said, the US. is ‘‘relatively less strong
than it was.’ and diplomatically the nation
has demonstrated ‘‘insufficient skill’* in
the international arena. Economically,
despite “‘disabilities,” Ball said the nation
was actually as strong as ever.

Heller cautioned there was ‘‘no quick
fix’* 10 the problem of inflation, which has
*“‘roots deep in our society'’ as well as the
economy. He offered some hope, however,
by pointing out that the current 18% infla-
tion rate might be “‘cut nearly in half by
the end of the year’”—largely as a result of
an induced recession that is likely to con-
tinue into next year.

In the long-term, Heller said that infla-
tion could not be stemmed without **stick-
to-our-guns’’ monetary restraint and
“‘meaningful wage-price restraint’’—even
to the point of **de-escalating wage rates.’

McAfee turned the question to his own
area of expertise—energy. ‘‘It’s
unrealistic,”” he said, *‘to think we can
solve our problems in five years”’ Beyond
stressing the physical solutions to the cur-
rent energy problem—under which
McAfee included conservation, coal and
nuclear power—the Gulf chairman also
said the nation needed: a financial climate
more conducive to the formation of
capital, a *‘rationalizing of the regulatory
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quagmire,” access 1o prospective areas of
this country for energy exploration and a
change in the ‘*adversarial relationship be-
tween industry and government.”’

Rowan looked at the current presiden-
" tial election race and announced ‘‘the
prospects don’t ook particularly bright.”
He said neither of the apparent front run-
ners—Ronald Reagan and Jimmy
Carter—is “‘exactly what most Americans
had in mind.’

Monroe asked another question about
the decline in American productivity. Ball
said the decline in production would even-
tually lead to the nation’s losing its place in
the competitive worid, and Heller called it
‘*miserable.”

What about presidential leadership in
the coming four years? Monroe asked.

Heller set out a four-point check-list of
what he was looking for in the next Presi-
dent: a person who will **lay out a program
and stick to it, not zigging and zagging,”’
“‘specific™ proposals to deal with current
problems and ‘‘long-term programs to
mobilize the American people.”’

McAfee, too, picked up on the quality
of *‘consistency” and added that a new
President should ‘‘do something about
regulation and not just talk about it’’ as
well as draw on the experience and leader-
ship of the nation’s industrial community.

Rowan asked for ‘“‘somebody who in-
spires belief. Americans expect the
worst,”’ Rowan said. “*And that is probably
what they will get.”

Chenginguends

e PROPOSED
8 KGAM(AM)-KGFMI(FM) Bakersfield,
Calif.: Sold by KGEE Inc. to Kern Broad-
casting Corp. for $1.5 million. Selier is
principally owned by Raymond O.
Thompson who has no other broadcast in-
terests. Buyer is owned by Cleaveland Qut-
door Advertising, privately held company
based in Fresno, Caiif. Principals are Joe,
Robert and Helen Zukin and Joseph
Milan. Joe Zukin is president of Cleaveland
Outdoor. His brother, Robert, is president
of Los Angeles real estate developing
company of which Helen {mother of Joe
and Robert) is secretary. Joe Milan is vice
president and general manager of Cleave-
land Qutdoor. They have 49% interest in
KBLS(FM) Los Banos, Calif.,, and have
purchased, subject to FCC approval,
KAGO-AM-FM Klamath Falls, Ore. (BROAD-
CASTING. March 31). KGAM is on 1230 khz
with 1 kw day and 250 w night. KGFM is on
101.5 mhz with 4.8 kw and antenna 1,280
feet above average terrain. Broker: William
A. Exline, Inc.

® KrTiM-aM-FM San Rafael, Calif.: Sold by
Marin Broadcasting Co. to Platt Broadcast-
ing Co. for $1 million. Seller is owned
principally by Jack J. Kraemer and
Wishard A. Brown. They also own

e

The sale of

WWWQ-WPFM

Panama City, Fla.
for

$1,260,000

from

Radio Panama, Inc.

to

Media South, Inc.

has been closed.

We are pleased to have served as broker
in this transaction.

BLACKBURN «comeanvinc.

RADIO « TV » CATV » NEWSPAPER BROKERS / NEGOTIATIONS » FINANGING « APPRAISALS

~

WASHINGTON, D.C. CHICAGO, 60601

20036 333 N Michigan Ave
1111 19th Street. NW (312} 346-6460
(202) 331-9270

New Address

e

ATLANTA, 30361
400 Colony Square
(404) 892-4655

BEVYERLY HILLS, 90212
9465 Wilshire Bivd.
{2131 274-8151
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KSPO(AM) Spokane, Wash. Brown owns CP
for ch. 50 Santa Rosa, Calif. Buyer is
owned by Thom Weisel (33%), Ted
James, Jon Gruber and Donald H. Platt
(14% each) and six others with less than
10% each. Weisel, James and Gruber are
general partners of Montgomery
Securities, San Francisco investment firm.
Platt, president of buyer, was formerly vice
president and general manager of
KSFX(FM) San Francisco. None of buyers
has other broadcast interests. KTiM is on
1510 khz with 1 kw day. KTIM-FM is on
100.9 mhz with 2.2 kw and antenna 360
feet above average terrain. Broker: William
A. Exline Inc.

& Wvoz(aM) Carolina, PR.: Soid by In-
ternational Broadcasting Corp. to Primera
Inglesia Bautista de Carolina for $750,000.
Seller is owned by Angel Roman and son
Pedro Roman-Collazo who also own
WOLA-FM Carolina, wBOzZ(AM) San Ger-
man and WGIT(FM) Hormigueros, all Puer-
10 Rico. They have purchased, subject to
FCC approval, WHOA(AM) San Juan, PR.
(BROADCASTING. April 7). Buyer is non-
profit religious organization in Carolina.
Felix Castro Rodriguez is president. Wvoz
is on 1400 khz with 1 kw day and 250 w
night.

® Knuitam) Kahului, Hawaii: Sold by
Harwell V. Shepard to Ke-Nui Corp. for
$725,000. Shepard has no other broadcast
interests. Buyer is owned by Thomas R.
Elkins (61.5%) and Norma Phegley
{38.5%). Elkins is general manager and
Phegley sales manager of KNUL They have
no olher broadcast interests. Knui is on
1310 khz with 5 kw full time.

® WSEN-AM-FM Baldwinsville, N.Y.: Sold
by Seniry Communications to Buckley
Broadcasting Corp. for $700,000. Seller is
owned by Roger O'Connor (17.5%),
Robert Orenbach (22.5%) and 14 others
with no more than 10% each. Neither
O’Connor nor Orenbach has other broad-
cast interests. Buyer is owned by Buckley
Enterprises which is owned by estate of
Richard D. Buckley. Son, Richard Jr.,
daughter, Martha Ann Buckley Fahnoe,
and Bankers Trust Co. are executors. It
owns WDRC-AM-FM Hartford, Conn.,
KGIL{AM) San Fernando, Calif., and KKHi-
AM-FM San Francisco. Buckley Jr. is presi-
dent, Fahnoe is vice president. Buckley Jr.
also owns 60% of KGIL-FM San Fernando
and Kwav(AM) Monterey, both California.
WSEN(AM) is | kw daytimer on 1050 khz.
WSEN-FM is on 92.1 mhz with 3 kw and an-
tenna 300 feet above average terrain,

® WLBz{AM) Bangor, Me.: Sold by Maine
Broadcasting Systems o Acton Corp. for
$550,000. Setter is principally owned by
Mary R. Thompson who is also principal
owner of wLBZ-Tv Bangor and wCSH-AM-
FM Portland, both Maine. Buyer is Acton,
Mass.-based publicly traded group owner-
cable system operator. [t has 49 cable




systems with 37,000 subscribers. 1t also
owns WMYD(AM) Wickford, R.l., and has
bought, subject 1o FCC approval, KECC-Tv
El Centro, Calif., and wWMUR-TvV
Manchester, N.H. (BROADCASTING. Jan.
15, 1979). Samuel J. Phillips is chairman
and president and brother, George, is vice
president in charge of communications
division. WLBZ(AM) is on 620 khz with 5
kw full time. Broker: Blackburn & Co.

® Kcyx(aM) McMinnville, Ore.: Sold by
Norjund Broadcasting Inc. to 1260 Radio
Inc. for $475,000. Seller is owned by
Judith Alfred and father, Theodore H.
Johansen (50% each) who have no other
broadcast interests. Buyer is owned by M.
Deane Johnson and wife Kathleen
(66.66% jointly), Vera T. Frederick
(23.33%), and Delwin Peterson and wife,
Marilyn (§0.01% jointly). Johnson is vice
president of St. Paul finance company.
Kathleen Johnson owns cusiom drapery
business in St. Joseph, Mo. Frederick is
vice president and 16.66% owner of
WIBX(AM)-WIBQ(FM) Utica, N.Y. Peterson
is St. Paul corporate attorney. Marilyn
Peterson is Minneapolis nurse. Except
Frederick, buyers have no other broadcast
interests. Kcyx is on 1260 khz with 1 kw
full time.

® Krik(aM) Colorado Springs: Sold by
Area Broadcasting Corp. to Kpik Broad-
casting Inc. for $400,000. Seller is owned
by George L. James, Laurence C. Lively
and Bruce E. Shepard (one-third each).
They have no other broadcast interests.
Buyer is owned principally by David J.
Lynch who also owns KBYE(AM)
Oklahoma City and KJOE(AM) Shreveport,
La. KPIK is 5 kw daytimer on 1580 khz.

B WsGB(AM) Sutton, W. Va.: Sold by Cen-
terstate Broadcasting Corp. to Milliken In-
vestment Corp. for $210,000. Seller is
owned by William P. Becker who also owns
57% of wvOw-AM-FM Logan, W. Va. Buyer
is owned by Jack C. Milliken, sons, James
and John and nephew, Ronald (25%
each). Jack Milliken is vice president sales
of Wellston, Ohio, firm that designs and
builds industrial plants. James Miiiiken is
station manager of wsGB. John Milliken is
vice president marketing and distribution
for Columbus, Ohio, publishing company.
Ronald Milliken is sales engineer for Dan-
ville, Pa., firm that manufactures equip-
ment for processing raw materials. They
have no other broadcast interests. WSGB is
on 1490 khz with | kw day and 250 w
night.

® Other proposed station sale: KBGH(ANR
Memphis, Tenn. (see ‘*For the Record,
page 82).

FrETTT———— APPROVED A —"

® KBeX(FM) Tulsa, Okla.: Sold by Mark-
Way Inc. to Mid America Media of
Kankakee for $3 million. Seller (owned by
Mr. and Mrs. S. Carl Mark) owns
KAaKc(aM) Tulsa, which they have sold,
subject 10 FCC approval (BROADCASTING.
March 10), and KFUN-AM-FM Las Vegas,
N.M. Buyer is group broadcasier owning
six AM’s and four FM’s. Burrell L. Small

is president of Mid America. KBEZ is on
92.9 mhz with 100 kw and antenna 678
feel above average terrain.

® Other approved station sales include:
WBIA(AM) Augusta, Ga., KMTW(FM) Twin
Falls, 1daho, wFwr(AM) Fort Wayne, Ind.,
KSOK(AM) Arkansas City, Kan.,
WCTR(AM)-KZNN(FM) Rolla, Mo.,
WVNH(AM) Salem, N.H., and WKSR(AM)
Pulaski, Tenn. (see ““For The Record,”’
page 82).

CEETAEEEE T rEeTr] CABLE [T s,

@ Orange County Cable TV, Baiboa,
Calif.: Sold by Emma Torian to Orange
County Communications Inc. for

$250,000. Torian has no other cable in-
terests. Buyer is owned by Times Mirror
Co.. Los Angeles-based pubiicly traded
newspaper publisher and group owner of
seven TV's. Last month FCC granted ap-
proval of Times Mirror acquisition of
Newhouse Broadcasting Co.’s five televi-
sion stalions (BROADCASTING. April 7).
Times Mirror has cable sysitems serving
¥30 cities with combined basic subscriber
list of 478,000. Franklin D. Murphy is
chairman and chief executive officer.
Ralph Sweui is president of cable division.
Orange county systems have combined
basic subscriber list of 500. Broker:
Hogan-Feldmann, Inc.

When you're expanding faster
than your money, discuss your
financial needs with Heller-Oak.
As the pioneers in communica-
tions financing, we have the
imagination and resources to put
your deal together: to arrange a
loan or lease for new
construction, equipment,
acquisitions, or re-financing,
whether for $200,000 or
$20,000,000.

At Heller-Oak, our magic

formula is no formula. Each
transaction is an “original,”
structured to your specific needs.
There is no commitment or
investigation fee, nor do we look
for equity participation. Qur
growth and leadership come from
helping broadcast and cable
operations grow.

Find out more. Write or call
Loren N. Young, Vice-President,
or Edward H, Zukerman,
Vice-President.

for expanding money,

cry

Heller-Oals.

HELLER-OAK COMMUNICATIONS FINANCE CORRE

105 W, Adams Streel = Chicago, |LG0603 « (31
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Red hot gathering

RAB charts success story
of its current campaign, tells
NAB group of rebuttal of
TVB’s antiradio presentation

Radio broadcasters cheered frequently last
week when the Radio Advertising Bureau,
opening the radio sessions of the NAB
convention, offered its first formal
response 1o the Television Bureau of Ad-
vertising’s antiradio presentation
(BROADCASTING, Feb. 25), calling it “‘a
grab-bag of dozens of unrelated points
mixed together and twisted to be negative
about radio”

They applauded when RAB President
Miles David, scoffing at TVB’s dismissal
of radio as a *‘reminder medium,’ said
yes, it is a reminder medium, but also a
primary medium for many advertisers, a
target medium, an impact medium, an im-
age medium, a complete medium that
doesn’t mind *‘being a reminder for peo-
ple to buy, which TV—with its audience
concentrated at night when many stores
are closed—can’t do as well as radio.”

TVB had said radio is ‘*worried.”” “*Are
we worried?”” David asked, and a chorus
of no’s came back. And they laughed out
loud when he reminded them that TVB
had said radio’s biggest 1978 advertiser
shifted a lot of money to television in 1979
and identified the advertiser as Chrysler.

““Television,” David said, ‘‘did such a
terrific job of selling their cars that by the
summer of 1979 Chrysler had to turn to
rebates and a virtually all-radijo campaign
to rescue the company during August.
Can you imagine TVB claiming Chrysler’s
use of television as part of their pitch?™

The answer, again, was laughter. And
there was more applause when he told
them that RAB would distribute shortly a
“‘white paper’’ with a detailed rebuttal of
the TVB presentation—for use by radio
broadcasters against TV stations that use
the TVB presentation against them—and
asserted that *‘'we won’'t take any nonsense
from anyone, or any medium, electronic
or print”’ (**Closed Circuit,”” April 14).

David tracked TVB’s *‘militancy’” to
RAB’s ““‘Radio—It's Red Hot”’ campaign,
currently being carried on some 3,000 sta-
tions and, according to RAB, boosting
sales in markets of all sizes. “*Radio is red
hot, and that’s because you're red hot,”’ he
told the broadcasters, predicting that 1980
“will be a good growth year’’ for radio
revenues, “‘ahead of a lot of projections
which were made before the industry’s
‘red hot’ campaign began in October.”’

David also suggested some “‘realities for
the next 10 years.”” He forecast an increase
in the number of radio stations and
therefore an increase in compelition with a
need for more and better sales people.

Business?

““We predict that within this decade the
radio station with under 12 to 15 salespeo-
ple will be among a vanishing breed,”” he
said. Sales training will become more es-
sential, he said, and aggressive selling
more necessary lo reach advertisers ‘‘who
don’t understand radio.”

But another reality, he said, is that ‘*our
opportunities are growing.”” Radio has
already been through the audience-frac-
tionalization that television faces, he said,
so that “‘we’'re out there ahead, where the
other media are going—we know how to
deliver the specialized audiences adver-
tisers and agencies want now.”

RAB Executive Vice President Robert
H. Alter urged stations to step up their use
of the ‘‘red hot™ promotional spots, sug-
gesting five a day during May’s Radio
Month observance and thereafter to the
end of the campaign Oct. 20, bolstering
them with tie-in promotional jlems that
are available, such as T-shirts, maich
books, buttons and bumper stickers.

““We did a ‘red hot’ survey and found
that hundreds of stations are drawing leads
and converting them into new business,”
Alter said. “‘Advertisers are phoning sta-
tions after hearing the ‘red hot’ messages
and asking to be sold.”

Ten-shun! A General George S. Patton-
type bullied his troops —the audience —
with orders and strategy for a massive
sell-radio campaign as a feature of a
Tomorrow Media presentation by the
TM Companies, Dallas. at Monday's
opening radio session at the NAB con-
vention. The military bluster ("No poor
bastard ever made a buck by losing a
sale ... We're on campaign alert and we
don't need anybody from somebody's
Rose Garden to come here to fire the
opening gun”) was live—and lively It
was foltowed by an audio-visual presen-
tation —with wrap-around sound via 122
speakers —with highlights of radio and
TV programing from the past up 1o a
projection of what it might be at the U.S.
tricentennial in 2076.
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Mark Mullin, Fotomat advertising vice
president before he was hired earlier this
year as RAB's senior vice president, na-
ltional sales, said Fotomat became the
country’s largest photo processor, with
$200 million in sales, on advertising con-
centrated primarily in radio. “‘The positive
story we have Lo tell advertisers and agen-
cies is aboul how to use radio,”” Mullin
said. *‘That will accelerate our growth.”

Other participants in the RAB presenta-
tion were Richard Montesano, senior vice
president for sales services, who sketched
sales tools available to RAB members, and
Joe Vincent, vice president in charge of
RAB's local sales division. Vincent said a
new RAB compilation containing 1,500
radio co-op plans will be issued shortly and
that RAB is also concentrating on ‘‘the
100 most-wanted radio co-op holdouts™
and hopes to convince at least half of them
1o authorize radio.

TVB at NAB:
no need to fear
the next 10 years

Changes in life styles and
demographics only mean greater
opportunities for television,

say convention forecasters

Changing life styles and shifting
demographics as well as new technologies
will leave indelible marks on television
marketing in the 1980's, TV broadcasters
were told by the Television Bureau of Ad-
vertising at the NAB convention last Mon-
day.

Dr. Peter Francese, publisher of Ameri-
can Demographics magazine, sketched
shifting trends in population, age group
and migration. Dr. Larry Light, BBDO ex-
ecutive vice president, outlined changes in
attitudes and life styles. And Roger D.
Rice, TVB president, put these together
with the emerging technologies to present
a picture of challenge, opportunity and
growth for television.

Rice said television can benefit from the
expected changes in both demographics
and life styles and, as far as new tech-
nologies are concerned, “‘other media will
find that they may change far more than
we do, and for one very good reason: All
this new technology is not a move away
from television. It is a move toward more
television.”

The new technologies will keep people
at their television sets longer than in the
past, Rice said, and this increase in time
with the set *‘may well be at the expense of
media other than [broadcast] television.”

Francese noted that families are growing
in number but dwindling in size, although
he expected the birth rate to increase



somewhat in 1980-90, He said the college-
age group will decline through the rest of
this century, while the 30-49 age group will
grow at a pace that “*will fuel the American
economy in the 1980, and the 60-plus
group will also gain in size.

Changes like these, Rice said, can bring
changes in advertising strategies and
emphases all down the line. For instance:
“The return to popularity of babies can
easily lead to more baby food advertising
on our air, which, in turn, willlead to more
television dollars for Pampers and their
competition . .. The increase in the whole
under-10 age group should help our cereal
advertisers grow.

““The same age group should help the
toy market increase its TV budget ...

““The predicted decline in teen-agers
could affect several important spot and
local television categories. For exampie,
snack foods go with teen-agers; candy is
teen-oriented . ..

“*As our population changes in its
makeup and its ages, we must help adver-
tisers redefine their target audiences, use
television o expand them —including the
older people.”

BBDO’s Light foresaw changes in life
styles and attitudes: “*“The 196Q’s were an
age of commotion, of change,’ he said.
“The 1970°s were an age of no motion, of
‘status quo. Well, from the commotion and
no motion, we now have the era of emo-
tion.”

In this new era, he said, ‘‘personal re-
lationships will grow in value,” and *‘love
and laughter will be back.” The change
*will have a massive effect on society, on
values, on media, on programing, on
retailing, on the clothes we wear, on the
food we eat and how we relate 10 each
other,’ according to Light.

For advertisers in the 1980’s, he said,
““it's going to be hard to make a price claim
because most of us will be raising our
price, not lowering it, and it’s going to be
harder to find a performance claim that
distinguishes our product. So value in the
1980’s, value in the era of emotion, will
have to be a function of performance plus
emotion,

““Telling isn’t seiling. This applies to ev-
ery product and service we buy. In the era
of emotion, every sale is a personal sale.
Every sale is an emotional sale. Product
claims can no longer be either perfor-
mance claims or price claims. That is value
in-the traditionai, but limited, way. The
consumer of the 1980’s wants to feel good
about what he buys. In the era of emotion,
feeling good is a right.”

TVB’'s Rice, looking at the new tech-
nologies, foresaw changes, but not as fast
or as great, and not in the same areas, as
most forecasters have thought. He cited a
prediction that *‘by the end of the decade’’
cable penetration would be 40%-60%""'—a
prediction that, he noted, was made 10
years ago and was two to three times as
high as the actua! penetration that has oc-
curred. By contrast, he said, television’s
growth has been greater than anyone
would have predicted.

**Future changes in commercial televi-
sion,” Rice said, “‘will not depend pri-

Rice

marily on technology, but on the con-
sumer—and you and [ know the consumer
of television is interested in programing.
Qur future in the next five to 10 years is
going to be in the software, in the pro-
graming.”

For the decade he foresaw ‘‘change,
growth, prosperity, work, a public that
knows us, advertisers that need us, the
skills to bring them together.

*1t’s going to be a great 10 years, and
don’t let anyone scare you out of it.”

Fighting back

Tactics to heip AM’s bolster
their sales against FM’s
include promotions, pushing
its wide demographic appeal
and selling weekly cumes

AM radio stations, once the targets that
FM broadcasters were told how to sell
against in NAB convention workshops,
found themselves in the opposite role at
one of [ast week’s convention sessions,
pi;iking up clues on how to sell against
F

“It’s become so chic [for advertisers] to
buy FM that it’s a cinch to sell,”” one of the
panelists, Steve Marx of WFTQ(AM)-
WAAF(FM) Worcester, Mass., told the
Wednesday morning session. *‘Selling AM
was 100 easy for too long. Now we’ve got
to shape up and start selling again.”’

Helping him hand out tips on selling
AM radio’s strengths, “‘out beyond the
research,”” were panelist-moderator Gary
Fisher of wasc(aM) New York and
panelist David Parnigoni of wCNX(AM)
Middleiown, Conn.

Parnigoni, representing small markets,
cited special promotions that attract adver-
tisers as a means of increasing in-store
traffic, special events—such as an upcom-
ing wenNx “‘Salute to Industry’ that has
several local industries tying in—phone-
ins on specific themes and fund-raisers for
local organizations as projects that can
boost sales. Spots produced on specula-
tion, he said, can also help turn potential
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advertisers into actual advertisers.

What is needed, Parnigoni said, are
good ideas and innovative salespeople, He
also gave a plug 10 the sales aids provided
by the Radio Advertising Bureau. Also, he
said, “‘the person doing the selling is im-
portant,” should be thoroughly indoctri-
nated in station sales policies and goals
and should be rewarded, beyend his com-
mission, for unusually good results.

Marx, speaking for medium-sized
markets, offered an “‘AM sales rescue
plan®’ whose cenierpiece was a ‘‘recipe’
calling for the advertiser to concentrate his
advertising on a specific event and to do so
with a frequency —for example, 10 spots a
day for seven days—that will get results. 1t
is better, Marx said, for an advertiser to
spend his budget in a few flights with suffi-
cient frequency than to spread it over 52
weeks and get adequate frequency in none.

The station should also “‘insist on ac-
countability,’ Marx said, suggesting that
orders not meeting the ‘‘formula for
results’’ be turned down. That, he said,
will get the advertiser’s attention, con-
vince him the station is on his side and
lead him to develop a plan that does fit the
formula, even if he has to save up to get
the money.

And when the campaigns turn into sales
success stories, Marx emphasized, the sta-
tion should get the word oul in every way
possible—in ads, flyers, mailings and by
word of mouth.

waBC's Fisher recommended that
AM’s under pressure from ‘‘narrowcast-
ing’® specialized-programing FM's
emphasize AM’s strengths as ‘‘a mass
medium.”” “FM is a rifle, AM is a can-
non,’ he said. “Or, FM is a vertical
medium, AM is horizontal.”

Advertisers seeking a specialized target
audience and feeling they can reach it only
through FM, Fisher said, should be re-
minded that AM can deliver not only that
target audience but many others at the
same time, AM’s also usually have a histo-
ry and tradition that can be extolled to
their advantage over the newer FM com-
petition.

Fisher especially recommended that
AM’s sell on their weekly cumes in
preference Lo quarter-hour averages. AM’s
cumes, he said, are one feature that FM
can’t match. Although agencies insist on
buying by quarter-hour averages, he said,
it is the cume that represents the hard
number of people reached, while the
quarter-hour averages are projections
based on the cumes.

Good news and bad
on financing

Station deals will be hard

to come by if money supplies
remain tight, but prediction
is for interest rates to

come down, says NAB panel

Despite the late scheduling (Wednesday)
and the early hour (8 a.m.), a good crowd
turned out for an NAB convention



workshop 1o hear the bad news about sta-
tion financing.

The workshop, **Creative Financing of
Broadcast Properties,” produced no quick
fixes or magical solutions. The consensus
was if rates and money supplies remain
where they are, there won’t be any deals to
finance. As one panelist put it: Whenever
**the need for creativity increases, the op-
portunity to use it diminishes.”

A combination of factors has dried up
money normally available to lending in-
stitutions for loans to broadcasters and
other businesses. David Byerly, an assis-
tant investment officer for Traveler’s In-
surance, listed 2 number of reasons for the
decrease in the money supplies of in-
surance companies.

First of all, he said, there has been a
sharp increase in borrowing against in-
surance policies. Everyone, he said, has
discovered the advantages of borrowing at
8% or 9% against a policy and reinvesting
the money at higher rates.

Ancther problem has been the commit-
ment in 1979 of large sums of money for
1980. Last year, Byerly said, lenders felt
that interest rates were at an all-time high
and ‘“‘committed a lot of money for take-
down in 1980." Consequently, little is left
for commitment this year, he said.

Although Byerly feels that the rates for
both short and long term money, caused in
part by the tight money supplies, will
surely decrease, he said that rates general-
ly will **‘rachet upwards.”’ In other words,
he said, while it can be expected that in-
terest rates will vary dramatically, the new
lows will be higher than the previous lows.
“Thirteen percent will look cheap and
15% or 16% won’t look outrageous any
more,” he said.

Although the state of affairs is depress-
ing to both broadcasters and the station
trading marketplace, there is hope things
may soon get betier. Michael Allen, of
Continental Illinois Bank & Trust, said
that it's now felt that interest rates are at or
close to their peak and should soon start
falling, (Coincidentatly, Chase Manhattan
bank announced later that day in New
York that it was lowering its prime from
20% to 19.75%.)

Allen predicted that the average prime
interest rate for June would be 18.5% and
just 14.25% for December. He said the
downward trend may carry over into 1981
and that a year from now interest rates
shouid stand at around 12% or 13%.

One of the cures the federal government
has imposed to stem inflation and improve
the general economic outlook may have,
ironically, a detrimental impact on station
trading. Allen said that the Federal
Reserve Board, as one of its recently an-
nounced belt tightening moves, is dis-
couraging banks from lending money for
**unproductive’ acquisitions and many
station deals fall under the category. He
added, however, that the federal action is
geared more toward large mergers and ac-
quisitions and that deals ‘‘under $5
million can be accommodated without
much trouble.”

Another panelist, David Croll of TA As-
sociates, while agreeing that the current

economic environment will retard trading
activity, suggested that “‘mezzanine fi-
nancing’’ may provide some relief. Ac-
cording to Croll, deals can be made by fill-
ing the gap between the buyer’s equity and
the amount the senior lender is willing to
supply with money from such ‘‘mezzanine
sources’’ as the small business investment
corporations. Croll said that the SBIC’s
typically lend money 1o qualified buyers at
rates six to eight points below the prime
rate.

The only broadcaster on the panel and
one who has made a number of station
buys over the last couple of years was
Ragan Henry, president of Broadcast En-
terprises National. He said that the best
solution to the economic problems is
seller financing. ““The mos! creative thing
may be the willingness of the seller to take
back paper at rates we have become ac-
customed to,” Henry said.

Henry said that what may be needed is a
two-tier pricing system. If a broadcaster
wants cash, Henry said, he’s going to have
to forget the standard multiples and come
down in his asking price, but if he’s willing
to take back paper, the multiples could still
be used 1o determine the price.

Looking ahead to
new technologies

CBS President Backe tells
shareholders company’s new
Video Enterprises division
wlll be part of billion-doliar
videodisk business helped by
news and sports archives

The archives of CBS News and Sporis
Divisions will help feed the new CBS
Video Enterprises Division, company
president John D. Backe told shareholders
at the CBS Inc. annual meeting, held at
affiliate wwL-Tv New Orleans.

The creation of Video Enterprises was
the first of several steps Backe mentioned
the company has taken to ‘‘implement a
new growth strategy”’ He identified the
market potential of the videodisk business
as ‘‘perhaps approaching billions of dol-
lars” in the next decade. Backe also in-
ciuded experimentation conducted by
both the Broadcast and Publishing Groups
of CBS in the videotext area in his list of
growth steps. CBS, he claimed, is a leader
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accounting. Revenues were $130.3 million.

consideration.

Not-so-great expectations. Washington Post Co. anticipates earnings for first quarter
of 1980 will be substantially below those in same period last year. However, Katharine
Graham, chairman of company that owns Post-Newsweek Stations, said decline would be
largely attributable to start-up of new sports magazine, Inside Sports, completion of new
S65-million satellite printing plant in Virginia, partnership in new newsprint mill and other
increased expenses in print enterprises. In 1979's first quarter, company reported net
income of $7.6 million, or 48 cents per share, prior to readjustment to reflect change in

Quarterlies. Metromedia announced 21% gain in first-quarter net earnings, to $8.3 million,
51.80 per share. on revenue gain of 13%, to $107 4 million. Broadcasting revenues were
542.6 million, up 14%, income $7.8 million, up 13%. Chairman John W, Kluge said
_broadcast revenue gain reflected strong radio and television advertising demand, with
radio margins growing faster than television. RCA also announced quarterly results, with
revenues $1.97 billion, up 10%, and net income $78.7 million, 89 cents per share, up 27%.
Company noted 1980 first-quarter net income included insurance proceeds from Satcom
Il loss, and income from new C.I.T. Corp. acquisition (1979 first-quarter results included
proceeds from RCA Alascom sale). That NBC's earnings "improved slightly” was only hint
of broadcast unit's performance found in announcement.

w]
Latitude and limitations. Post Corp. shareholders will vate May 2 at annual meeting in
Appleton, Wis., to increase authorized common stock from present 2 million shares to 5
million shares. There currently are 1,823,846 shares outstanding. Company said at present
there are no contrac!s or plans to use commen stock for any purpose, but feels additionat
stock would attord board of directors opportunity to take prempt action on corporate
opportunities that may arise in future. Post Corp. also seeks approval to amend articles of
incorporation to precisely conform to FCC limitation on foreign ownership and to restrict
Post stock ownership so as to not violate the commission's 1% rule for multiple-ownership

Holding steady. Shares of ABC stock seemed lo be leveling off early last week following
statement week earlier of anticipated 1980 earnings drop. Closing at $29 day betfore April
8 announcement, stock closed at $26.25, unchanged, last Tuesday. Bulk of slide occurred
on April 8 (62 cents) and 9 and 10 (87 cents each day).

Certificate list, FCC has issued tax certificates for sale of three broadcast properties to
minorities: Peterson Broadcasting Corp. received one for assignment of license of wyLo-am-
FM New Orleans to Inter-Urban Broadcasting of New Orleans Partnership, 66.9% minority-
owned. Total consideration: $2,250,000. PTC Inc,, licensee of wesy{am Leland, Miss.,
received certificate for transterring control to East Delta Communications Inc., 100%
minority-owned. Total consideration: $250.000.
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in developing broadcast teletext tech-
nology, and the company’s publishing
wing, looking to supply sofiware to both
viewdata and to videodisks, ‘‘continues to
look for selective acquisitions in the data-
based field.”

In broadcasting, Backe identified “‘cost
control in spite of intense competitive
pressures’’ as a ‘‘key issue’’ facing CBS,
adding *‘we’re on the right track.” CBS, he
reminded the shareholders, ‘‘has eight of
the top 10 and 11 of the top 20 series,”
with regular series **the most cost effective
type of programing’ in prime time.

Series have been the key to CBS's
*‘return to a leadership position®’ in rat-
ings, Backe asserted, while he also said the
improved ratings of the network would in-
crease CBS’s share of television network
billings in 1980.

e T e —
Metromedia compensation

Even though the late Clemens M. Weber,
the executive vice president of
Metromedia Inc. who died March 23, drew
$143,000 less in salary last year than com-
pany Chairman John W. Kluge, the proxy
statement released for Metromedia’s May
13 annual meeling shows Weber’s total
cash and cash-equivalent remuneration
outdistanced Kluge’s by over $50,000.

Kluge's 1979 salary was $400,000, as set
forth in a long term contract that provides
for his employment through 1985 and a
10-year. $75,000-a-year consuliancy
thereafter. Starting this year, he will get
*‘incentive compensation’’ equal to .4% of
any consolidated pre-tax operating profit
over $75 million. (1979’s $96 million
operating profit would have yielded Kluge
another $80,000 under that clause). Kluge
also received $508,100 in other remunera-
tion.

Weber was paid $257,000 in salary and
fees last year, pius $704,14G in various
other benefits. According to the proxy, be-
tween Dec. 31, 1978, and March 2, 1980,
Weber exercised qualified and non-
qualified stock options that permitied him
to purchase for a total of $158,470 13,000
shares of stock valued at $857,000 on the
dates the options were exercised. Any por-
tion of the $698,530 he gained through
exercising the options in 1979 would be
counted in the $704,140 mentioned
above.

The difference between market price
and opiion price of 19,500 shares Kluge
purchased in the Dec. 31, 1978 t0 March
2, 1980, period amounted 1o more than $1
million. (1979 purchases were included in
other remunerations.) Additionally, the
proxy notes that as of March 2 had Kluge
not exercised any portion of the option
granted him at last year’s annual meeting
to buy 55.000 shares of the company's
stock at $52.25 (the market price last
Tuesday was 359).

Of course, salary and benefits are not
the only story.

The proxy puts Kluge’s current holdings
in Metromedia at 861,600 shares, or
17.86%. Applying the $2.80 pershare 1979

dividend 10 thal yields a figure in excess of
$2.4 million.

Three other officers whose remunera-
tion was reported are Senior Vice Presi-
dent Albert P Krivin, $184,000 salary and
fees plus an additional $190,057; Senior
Vice President and General Counsel
Alfred L. Schwartz, $150,000 plus $3,188:
and Senior Vice President Ross Barreit,
$121.635 and $1,685. Through March 2
Krivin also exercised gualified stock op-
tions to purchase for $26,280 4,000 shares
of stock whose market value was
$214.000. Schwartz holds nonqualified
options to purchase 18,000 shares at
£15.19 each.

Million-a-year men

ABC proxy statement shows
Goldenson, Rule and Pierce
earned that much last year,
also reports requests by
AlIM and MIM for ombudsman
and decency guidelines

Leonard Goldenson, Elion Rule and Fred
Pierce were each worth a cool million to
ABC last year. The proxy statement -ABC
Broadcasting Companies Inc. recently
sent its shareholders shows those men,
who are, respectively, the company chair-
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man and president and president of ABC
Television, each received more than $1
million in total remuneration for their ser-
vices in those capacities. In the same
order, the three executives drew $1,343, -
310; $1,139.627 and $1,005,656. Two
other officers mentioned in the proxy are
Everett Erlick, general counsel, who was
paid a total of $489,100 and chief financial
officer Mike Mallardi who got $478 734,

The detailed salary information pro-
vided for the shareholders indicates that
Goldenson's contract runs through June
30, 1981, at an annual base salary of
$250,000; and Rule’s through June 30,
1982, currently at a $250,000 yearly salary.
Pierce has a five-year contract that ends
June 30, 1981, with annual salaries of
$160,000, $170,000, $180,000 and
$190,000 for the last two years. In 1979
Goldenson received a cash incentive award
of $500,000, Rule, $400,000 and Pierce,
$360.000.

Separately, ABC’s proxy informed the
shareholders that Accuracy in Media and
Morality in Media had each filed
shareholder proposals. The first calls for
the establishment of ‘*an ombudsman, or
in-house critic”” for the purpose of ‘“‘in-
suring fairness and balance as well as strict
accuracy’” in news and public affairs pro-
graming. Morality in Media wants the
company’s directors to establish a sub-
commitiee to study the feasibility of set-
ting up **Guidelines’’ or a *‘Set of Guiding
Principles’” that would guard against the
broadcast of ‘‘indecent’” material. AIM
owns 15 shares of ABC stock, Morality in
Media.six.

ABC’s directors recommend against
each proposal, calling them unnecessary,
and saying that in each area the company
already has standards or guidelines and
procedures for implementing them.

Another proposal being put to ABC’s
shareholders is one for amendment and
continuation of its **Key Employes Inceni-
ive Compensation Plan’” As the proxy ex-
plains, ‘‘the board of directors believes
that, in view of the substantial growth in
earnings of the corporation™ since the cur-
rent incentive formula was established in
1975 “‘the formula no longer adequately
reflects the incentive purposes of the
plan.”

Had the proposed formula been in effect
last year, $1.1 million would have been
trimmed from the $17.3-million maximum
that was available for incentive awards,
paid to “‘key executives’” al the discretion
of ABC’s board. (The company has
already suggested that it expects earnings
to drop in 1980.)

As proxies do, ABC’s gave shareholders
some information about who is numbered
among their lot. Among the company’s
nominees for directors, Goldenson holds
the most shares, 384,871, Rule checks in
at 89,704; Pierce holds 25,800.

Because director John T. Connor is also
a director of General Motors and Warner-
Lambert (among other firms), ABC noted
that advertising from those companies
amounted 10 2.6% and 1.2%, respectively,
of the company’s consolidated gross
revenues (which stood at $2.05 billion last
year).



NBC examines
the options

The network has all but said
it won’t cover Moscow games;
now it seems likely that
‘Centennial’ rerun will flll in

While the onty official word was that NBC
“reaffirmed™ its previous pledge to be
guided by the policies of the United States
government regarding an Olympic
boycott, it was generally understood by ad-
vertisers and others last week that NBC
has given up alt thought of covering the
1980 summer Olympics in Moscow.

The network did say that it has
begun ‘‘discussing alternative advertising
plans with our Olympics sponsors,”
though the company is not releasing any
concrete programing proposals at this
time. Still, NBC isn’t discouraging
speculation that it might program a rerun
of some major package like Centennial in
the time ieft by the Olympics.

The U.S. Olympic Committee voted
April 12 10 support President Carter’s call
for an Olympic boycott. But, according 1o
an NBC spokesman, the commitiee won't
be *‘formalizing its intention of not going
to the Olympics™ until late May, and con-
sequently NBC won’t have any formal
declaration until then. NBC attributes the
committee’s retuctance to “‘formalize™ its
position to a desire not to appear to be in-
stigating a boycott, action that might resuit
in expulsion from the international Olym-
pic organization.

Olympic sponsors contacted by BROAD-
CASTING last week voiced mixed reactions
to suggestions of alternate advertising
plans. Few were willing to project, at this
point, exactly where money allocated for
Olympic sponsorship would go.

A spokesman for Eastman Kodak said
that his company has not yet discussed
with NBC the possibility of sponsoring
programing other than the summer Olym-
pic games. On the other hand, Gillette,
claims to have been contacted weeks ago
concerning alternatives. *'It’s pretty clear
there won’t be any Olympic coverage.”’
stated one spokesman from Gillette. His
company expects to run replacement ad-
vertising on NBC during those three
weeks on scheduled prime-time shows,
though no specifics were given as to the
content or type of shows being considered.

Levi Strauss refrained from comment
on whether or not it was contacted by the
network, but stated that it is “‘committed
to it's retailers to advertise during that
time period’. It was suggested, however,
that some dollars intended for summer
Olympic spansorship will find their way
into fall TV advertising, used to beef up
the back-to-school promotion in the fall.

Programingz

RS,

Children’s television

Regulatory and programing means
of improving offerings are
NAB workshop topics

The Monday television workshops-also in-
cluded a panel discussion called **Toward a
Fuller Definition of Children’s TV’ The
panelists—NAB executive vice-president
and general manager, John Summers;
Nancy Carey, legal assistant to FCC Com-
missioner Abbott Washburn; Michael
Young, host of ABC-TV's Kids Are Peo-
ple, Too, and DAvid Morgan, executive
vice president and general manager of
Australian Commercial Television Sia-
tions—all agreed that the FCC needs to
adopt a broader definition of programing
than provided in an FCC 1974 policy state-
ment to accurately reflect what is available
to children.

Summers began the session with a dis-
cussion of how the commission arrived at
its present proceeding—a rulemaking that
includes a number of options for broad-
casters to fulfill the mandate 1o program
responsibly for children. One of the op-
tions is that the commission mandate a
specific number of hours per week for in-
struction and educational programing.
Summers believes Peggy Charren, presi-
dent of Action for Children’s Television,
deserves credit for being the catalyst for
children’s TV being what it is today.
“But,” he said, ‘‘the time has come to
take a new look al the definition of pro-
gram and program content and advertis-
ing.*

Carey brought a message from
Washburn that commended broadcasters
for the strides they have made in the
children’s programing area. And he too

thought that the programing definition

should be broadened. One suggestion he
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Starr, Morgan, Young, Summers, Carey

made was that the age limit should reach
17-year-olds, and include ]2-year-oids.
*‘In this way,” he wrote, ‘‘we would recog-
nize them as children with special prob-
lems, tco.”

Young’s approach to producing his
shows is to treat the program as an adult
program would be treated. One suggestion
he made was to modify many of the popu-
lar adult programs to fit in with children’s
themes. He too felt that a broader defini-
tion was needed. However, he said that he
was not sure ‘‘weekends cover it. The bulk
of TV watching is in the afternoon, and
there is a need to plan for the afternoon
and early evening.”

Morgan traced the Australian govern-
ment’s regulation of children’s television
to where now each broadcaster must pro-
gram at least five hours of children’s pro-
graming per week between the hours of
4-5 p.m. And 30 minutes of the day, he ad-
ded, must be devoted to the pre-school-
age child. He said the government
guidelines state that the programing must
be ‘quality’ but give no definition of
quality. “*And with all the additional
regulation,” he siated, ‘‘the audience
levels have actually dropped.’”

Carey felt that such a situation would
not be arrived at in the United States be-
cause of First Amendment concerns—
which have no counterpart in the
Australian constitution.

Young also had problems with setting
aside specific hours for programing. He
said: **If everyone programs for the same
time, then they are all competing against
one another, and what does that ac-
complish?”’ But, he said, *‘if all broad-
casters could program at different times,
then there would be children’s programs
on at all times.”

Young also said thdt the talk show for-
mat was successful with children. And that
producers should program with the



*“

BROADCASTER'S
JAPAN

FACT FINDING
MISSION

$1,175.00

INCLUDES ESSENTIALS
MAY 15 — 7 DAYS 6 NIGHTS

VISITS TO

s NHK

* NETWORKS

» NEWSPAPERS

*KDD

*GOVERNMENT
BUREAUS

* AND MORE
WITH
SIMULTANECUS
INTERPRETERS
PROVIDED

IED-JAPAN

COMMUNICATION
SERVICES

H 2R D g%

A non-profit organization whose
purpose is 1o further exchange
between Japan and the

United States

For more information

CALL COLLECT:

415-981-2578
—_—d_—l

thought in mind that the parent would be
sharing the viewing with the child. He
urged broadcasters to make a serious com-
mitment to quality children’s programing.
Irwin Starr of KREM-Tv Spokane, Wash.,
moderated the session.

Peabody time

Annual broadcasting honors
are announced; ABC’s Trout
receives special recognition

Twenty-four George Foster Peabody
awards were announced yesterday (April
20}, with five going to radio, 16 to TV sta-
tions or networks and three to individuals.

The awards are annually conferred for
meritorious service to broadcasting and
are administered by the Henry W. Grady
School of Journalism and Mass Com-
munications of the University of Georgia.

This year’s presentation ceremony will
take place April 30 at the Hotel Pierre in
New York. Special note will be made that
this is the 40th anniversary of the awards.

Entries this year totaled 851, the largest
number ever. The winners:

WCBS(AM) New York O Follow That Cab: The Great
Taxi Rip-Off, which exposed the practice of some New
York cabbies who take advantage of unknowledgea-
ble passengers.

WGBH(FM) Boston O Curnrer Bell, Esquire, a Master-
piece Radio Theatre presentation, conceived by and
starring Julie Harris in a one-woman performance on
the life of Charlotte Bronte.

Children’s Radio Theatre, Washington O Henny
Penny Playwrighting Conlest, in which original play
SCTipts by children 5-13 were performed by profes-
sional actors exactfy as written.

KSJN(FM)/Minnesota Public Radio, St. Paul O
The Way to 8-A, a study of the legal process govering
commitment to mental institutions in Minnesota.
KTVI(TV) St Louis O The Adventures of Whistling
Sam, locally produced cartoon comments on issues of
impertance with humor and satire as components.

WMAQ-TV Chicago O Strip and Search, a Unit 5 in-
vestigalive report. which exposed the practice of
Chicago police of routinely strip-searching women
brought in en minor charges, including taffic vio-
lations.

CBS News, New York O CBS News Sunday Morning
with Charles Kurall as host.

Syivia Fine Kaye, Bevery Hills, Calif. O Musical
Comedy Tonight, a TV pilot that locked al American
musical comedy through four significant eras.
ABC-TV, New York O Valentine, a love story of two
people in their declining years.

ABC-TV, New York O Friendly Fire, a dramatization of
the tragedy of an American family's involvernent in the
Vietnam War

NBC-TV, New York O Dummy. the story of an illiterate
black deaf youth who suffered injustice after his arrest
as a murder suspect because of his handicap.

NBC-TV, New York O When Hell Was in Session, an
NBC Theater presentation of the true story of Navy
Commander Jeremiah Denton, a Vietnam prisoner of
war for seven-and-one-half years.

KOOL-TV Pheenix O The Long Eyes ¢f Kitt Peak. a
look at "the largest and most complex astronomical
research facility”

NBC and BBC O Tieasures of the British Crown, a
look at the priceless paintings and crown jewels of the
Royal Collection in Britain, as described by members
af the royal lamily.

ABC-TV, New York O A Special Gift. an ABC
Afterschool Special, the story of a boy talented in
ballet and basketball and how he met the problems
brought on by his unusuai abilities.

KRON-TV San Francisco O Politics of Poison, which
exposed public health problems caused by herbicide
sprayings in northern Califoinia.

WTTW(TV) Chicago O Miles to Go Before We Go 1o

Concerning the raising of sights. The opinicn that broadcasters may have been aiming too
low in their programing efforts was offered 1o NAB delegates at this panel session on localism.
Moderator Lucie Salhany (standing), program chief for the Taft station group and new president of
the National Association of Television Program Executives. had asked whether some program
ideas were 0o sophisticated for local markets. Responded panelist David Henderson (1) of Qutlet
Broadcasting: "l don't think we should put down that audience. to say they're not sophisticated
enough. I'm not sure we have a high enough level of interest for a lot of people. More and more, |
hear people say 'l don't find things on television that are of particular interest to me! So maybe the
common denominator is too low!' Robert Bennett (), of weve-1v Boston, cited that station's suc-
cess in local programing {60 hours each week) and ils subsequent advertising ‘and syndication
successes of shows made initially for the local market. {One documentary. Denise, has just been
purchased by the NBC O&O group) He advised broadcasters to discard their tendency to think
advertisers won't support public affairs programing —a viewpoint supported by Amy McCombs of
waxT(Tv} Jacksonville, Fla., who said: "We're enlightened and advertisers can be, 100"
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Sleep, a documentary ‘on age discrimination growing
out of mandatory retirement.

WTTW(TV) Chicago O Little Rock Central High
School, a look at the years since the desegregalion
crisis which shock that campus.

KNXT{TV) Hollywood 0 Down at the Dunbar, which
recalled the jazz greats who made the Dunbar hotel
famous.

WGBH-TV Boston O Worid, a series of internationai
documentaries on diverse lopics.

Roger Mudd, CBS News O For his searching ques-
tions of Senator Ted Kennedy (D-Mass.) on CBS Re-
ports’ "Teddy.' an incisive search that added depth and
interest 10 the Kennedy profile.

CBS News, New York O The Boston Goes 1o China,
coverage of the Boston Symphony Orchestra's trip
and its combined concert with the Peking Philhar-
monic.

Robert Trout, ABC News [J Recognition of his nearly
50 years as a knowledgable and articulate commen-
tator on national and international affairs.

T e T e e e S B e
Fox, ABC sign movie
distribution pact

ABC has picked 20th Century-Fox to dis-
tribute films to be produced by its new
ABC Motion Pictures unit.

According to a joint announcement
issued fast week, the agreement reached
between the two companies calls for Fox to
release the initial five ABC films, with the
first expected to be delivered ‘‘within 12
months”’' Fox Vice Chairman Alan J.
Hirschfield and President Norman Levy
went on to say, ‘‘we look forward to a long-
term refationship between our two com-

panies.”
Brandon Stoddard, president of ABC
Motion Pictures, said that Fox was

selected “‘after examining a number of op-
portunities for the distribution of our pic-
tures . .. on the basis of the acknowledged
expertise of their distribution organization
along with our confidence in their new
management team.”

ABC’s recent annual report said the film
unit would produce **a limited number of
maovies a year al reasonable budget
levels,” and Stoddard last year had used
the numbers three or four with an 3$8-
million average budget (BROADCASTING,
July 16, 1979). Last week’s announce-
ment also said ABC would “‘participate in
marketing and distribution arrange-
ments.”

Fox’s Levy said that the ABC deal along
with others recently completed would
push the number of Fox releases ‘‘up-
wards of 20 ... conceivably closer to 25
films in a year.

ABC-BBI join forces

ABC Video Enterprises and Boston-based
BBI Communications Inc. announced an
agreement for the new division of ABC to
disiribute BBIl-produced programs in non-
broadcast markets. The agreement in-
cludes a number of children’s and public
affairs specials as well as BBI's syndicated
offering, The Baxters.

BBl Communications is the production

and syndication arm of Boston Broad-
casters Inc., licensee of wCvB-Tv Boston,
an ABC-TV affiliate. Robert M. Bennett is
president of the parent company.

The announcement of the new arrange-
ment was made by Bennett and Herb Gra-
nath, vice president in charge of the video
enterprises subsidiary set up by the net-
work last year to move the network into
the expanding realm of new video tech-
nologies such as disks and casseties. ABC
will distribute the BBI product in both
foreign and domestic markets. Marketing
will be handled by two units of the video
enterprises division— ABC Wide World of
Learning headed by Donna Sesse. and
ABC Video Sales. headed by Archie C.
Purvis.

BBI product to be distributed includes:

Denise—a documentary about &8 woman
convicted of child abuse and
manslaughter.

The Body Works—a young person’s
series on the workings of the human body.

A series of health programs including
Why Do I Feel This Way, a docudrama on
depression, and Good Luck, Mrs. Robin-
son, a study of the problem of stress.

A variety of children’s shows including
Jabberwocky and Catch a Rainbouw, two
series.

The Baxters—a new season of 24
episodes of the syndicated program pro-
duced last year by Tandem Productions
and BBI. The new episodes will be pro-
duced solely by the Boston company.
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What’s in the works

Ketchum, MacLeod- & Grove, New York,
has issued its Program Development
Document for 1980-81, supplying infor-
mation on more than 200 network pro-
jects.

The 33-page booklet, put together by
the agency’s TV-radio programing depart-
ment, provides a synopsis of projected
series, movies and miniseries, but does
not offer an evaluation. KM&G says that
87 are series projects; 66, feature films or
miniseries, and 48 are *‘long-range’’ un-
dertakings in the first stages of develop-
ment.

KM&G reports that comedy once again
represents a high percentage of the pro-
jects (45%), although in actual hours of
development, the form is about 30%, in-
asmuch as the programing is primarily a
half hour in length.

““There does not seem to be anything
that in concept constitutes a programing
breakthrough for the coming season,”
KM&G concludes. “If any format can be
said to have currency with all the net-
works, it is the ‘steamy’ character serial
popularized by this year’s Dallas success.
ABC has 0Oil and The Women; CBS, The
Homefront and NBC, Flamingo Road and
new episodes of Skag”

KM&G foresees for 1980-81 “‘an even
greater proliferation in six- and seven-
episode series’” as networks keep turning
oul new projects in hopes of “‘hitting with
one or two."

The odds against new program success
are high, according to KM&G. [t points
out that in the current season, 47 new
prime-time series were introduced and
most have failed or will stumble.

T e e LR T U S TR I R
SEC is after Saia

The Securities and Exchange Commission
is seeking preliminary and permanent in-
junctions against a Boston man and his
AAA Recording Studios, accusing him of
violating registration and antifraud provi-
sions while raising money to produce
television pilots.

The SEC claims Joseph E Saia and
AAA illegally made deals for $735,000
worth of unregistered securities in the
form of limited partnership interests. The
pilot titles mentioned in the SEC charges
were The Frank Gorshin Show, The Ken-
ny Roberts Show, The Myles Marsden
Show and Gus Saunders Gourmet
Kitchen.

The misrepresentations and omissions
alleged against Saia by the SEC involve his
experience, use of investor monies, pilot
sale guarantees and failure to make sales
of other pilots previously.

The SEC is scheduled to begin its court
action for a preliminary injunction May 8
in U.S. District Court in Boston.

Saia, saying he was in the process of try-
ing to settle the case, claimed that every-
one initially was happy with his work, but
that the properties just haven’l sold.

Blan BaEk
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Moving right along. AIR (Association of Independent Radioproducers) is now
incorporated, nonprofit organization able to accepl membership dues (S300 annually) and
is beginning push to bring syndicators into fold. Drive began at early-moring meetingin
Las Vegas last week, at NAB convention, where representatives of some 30 firms came to

hear presentations by AIR officers including {I to r): Tom Rounds, Watermark, AIR
secretary: Ron Harrison, Radio Arts, member of board; Harry O'Connor, O'Connor Creative
Services, president; Bo Donovan, Tuesday Productions, vice president; Harvey Mednick,
RKO Radio, treasurer, and Harvey Palish, Diamond F board member. Among association's
intended projects are publication of radio station directory, with syndicator-relevant
information, and creation of computerized mailing list of stations. AIR also is working
closely with NAB to increase radio syndicator presence on panels and in exhibit hall at
NAB's programing conference in New Orleans in August.

O

No joke. Baltimore city court jury last week found in tavor of former anchorman at
wnMAR-Tv Baltimore in defamation suit he filed against wrar(am) Baltimore disk jockey
and station as result of what DJ said was one of his typical gags. Jury awarded Dennis P
Holly $25,000 in compensatory damages and total of $40,000 in punitive damages to be
paid by James Embrey Jr, who performs under name of Johnny Walker, and station. Holly
had sued for $2 million, but lowered sights to $500,000—divided belween compensatory
and punitive damages—in his lJawyer's closing argument. Suit arose out of Walker remark,
on Feb. 28, 1979, shortly afler big snow that year, that Holly, who is black, injured his knee
“running down the street carrying a color television set in the snow storm.” Holly said
remark was legally objectionable and injured his reputation. Theodore Sherbow, counsel
tor Embrey and station, had attempted to show remark was of piece with humor with which
Embrey regularly salts his show.

[m]
New feed for Pacific states. New regional network, Woodruff Pacitic, plans to begin
broadcasting June 2 over at least 20 charter affiliates in California, Oregon and
Washington. Network will use Westar satellite, terrestrial microwave and digital circuits to
distribute programs including news and sports, political commentary, business news, long-
range weather forecasts and area agricultural reports. Series will include Coast to Coast,
three hour magazine hosted by interviewer, Rick Forrester and Supermarket Shopper, with
syndicated columnist, Martin Sloane. Jack Hayes, formerly of NBC Radio and Norm
Woodrutf created network, which is owned by San Francisco-based Woodruft Organization
and is, according to Woodrutt, first for Pacitic states since CBS ended limiled regional
feeds in early 70's.

-

First tives. The first five records in contemporary radio airplay, as reported by
BroapcasTING'S Playlist: (1) Call Me by Blondie on Chrysalis; (2) Ride Like the Wind by
Christopher Cross on Warner Bros.; (3) Fire Lake by Bob Seger on Capitol; (4) Lost In Love
by Air Supply on Arista; (5) Another Brick In the Wail by Pink Floyd on Columbia. The first
five in country radio airplay: (1) Good Old Boys Like Me by Don Williams on MCA: (2)
Beneath Still Waters by Emmylou Harris on Warner Bros.; {(3) Lesson In Leavin'by Dotlie
West on United Artists; (4) Gone Tbo Far by Eddie Rabbitt on Elektra; (5) Two Story House
by George Jones and Tammy Wynelte on Epic.

:j N
Two weekly “Playlists,” charting the top 100 records in contemporary radio
airplay and the top 100 records in country radio airplay, are now available to
BROADCASTING subscribers, each for $12 annually to cover handling and first-
class postage. Mail orders to “The Contemporary Playlist” or “The Country
Playlist"” c/o BROADCASTING. 1735 DeSales St. N.W., Washington, D.C. 20036.
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Planer’s plan for
network news

NBC-TV's news VP says present
bureau system is not effective,
predicts statf will be more
widely distributed; he’s also
critical of much ENG reporting

Networks will spread correspondents
throughout the country in small bureaus,
predicts NBC’s vice president for news
coverage.

Edward G. Planer, a 24-year veteran of
NBC station, affiliate and network posts,
has had over-all responsibility for NBC
News's news-gathering organization since
last November.

New technology, he told a Harvard au-
dience, will put reporters closer to where
the news is being made.

**We need to rethink the bureau
system,” he said. **It doesn’t make sense
to keep concentrating vast numbers of cor-
respondents and crews™ in 10 cities, as his
network does now.

“Most of the news doesn’t happen in
those cities,”” he said, ‘‘but out there
someplace’” And he believes that by the
next decade, today’s bureaus will be
replaced by two-persen outposts
throughout the country—close to an air-
port and within microwave range or easy
land-line access to a television station.

Why not let affiliates handle more such
field work?

His correspondents can *‘do a better
job,” Planer replied, asserting that in most
cases they have better crews, editors and
equipment, and higher journalistic stan-
dards, than local stations. Qutside of ma-
jor markets, Planer continued, TV news is
“*pretty bad” and can ‘*make your hair
stand on end.”

Planer praised satellite developments
for expanding network horizons but said
they’ve produced some ‘‘hit-and-run,
superficial” coverage because it’s easier
than ever to have a correspondent hop
from place to place, file a storyand then jet
off on another assignment.

“‘Today’s technology is like having a
tiger by the tail,”’ he said. Since the whole
world is within television’s immediate
reach, he said it's difficult for him not to
have a correspondent simply ‘*drop in”
and do a quick story. To combat this, he
would like to see more reporting specialists
and fewer generalists.

Planer has mixed feelings about
minicams. ‘‘There’s a tendency to use
them as a toy, simply for the sake of using
them, rather than as a tool,”” he has found.
It doesn’t take many brains to turn it on
(for a while) and then say: *Back to you,
Jack’ * And he praised a rival journalist—

'CBS’s Bill Plante—for examining Ronald

Journalismy

Reagan’s statements as an example of
“*sheer reportorial enterprise’’ which had
nothing to do with new technology.

His own operation ‘‘has been remiss,”
Planer said, in not covering President
Carter’s field campaign. **We let it slip by
us, and woke up one day'’ to the fact that
while the Chief Executive remained in the
White House, his family and staffers were
active in primary states.

Planer called networks’ first-with-elec-
tion-results competition *‘a foolish pubiic
relations game’” which serves no purpose.
“There’s no scoop on the projected win-
ner,”” he said, because ‘‘everybody’s com-
puter is basically the same.’

He predicted networks will program
more news in the future because so much
of their present entertainment offerings
will be available in such other forms as
videocassettes.

Planer began as a reporter with NBC’s
New Orleans affiliate, wDsSU-Tv, became
news director there in 1966, and moved to
NBC’s wMAQ-Tv Chicage as news direc-
tor in 1972. He has been day news pro-
ducer of the Today program, director of
editorial assignments and general man-
ager for news gathering.

T B e e e P e S PR
Financial news praised

Four Janus Awards for excellence in fi-
nancial news programing were presented
last Monday (April 14) by the Mortgage
Bankers Association of America. The win-
ners:

NBC Radio Network News, in the radio
documentary category, for Hard Times for
the American Dream by NBC London cor-
respondents Fred Kennedy and Clark
Todd.

WTTG(TV) Washinglon, in the television
documentary category, for the $3,000
Gamble by reporter Edward Alwood.

Nationa! Public Radio, in the regular
radio business news programing category,
for All Things Considered by NPR’s busi-

ness and economics correspondent,
Robert Krulwich.

Wcess.-Tv New York, in the television
regular television news programing
category, for Jane Bryant Quinn’s Money
Watch.

The Washington-based MBAA, which
represents more than 1,900 companies in
the morigage-lending field, has been mak-
ing the awards for 10 years to broadcast
organizations that make significant con-
tributiens toward understanding com-
merce and finance. The presentations were
part of the National Morigage Banking
Conference which was held in New York
last week.

ENG status report

A Wednesday morning NAB session
brought some of the early-rising deiegates
up to date on the latest in electronic news
gathering. “‘Major Market ENG: Innova-
tive Approaches’ was moderated by Jeff
Meadows of NBC. Other panelists in-
cluded Walt Nichols of KPIX(TV) San Fran-
cisco; Bill Powers, wsB-Tv Atlanta; Joe
Kresnicka, wLs-Tv Chicago, and Irv Ross,
wpvI-Tv Philadelphia.

Ross and Kresnicka both noted that
many of the people who use their ENG
equipment daily are not, by training, tech-
nicians. That allowed, said Ross, for a
situation at his station where the ENG
engineering unit is not only assigned to
the news department but is budgeted and
controlled under news administration as
well.

Kresnicka said that his station ENG
units were controlled by the news assign-
ment desk, which had tota} responsibility
for ENG operations, while the studio
operations remained under the hand of
the producers.

Powers said that his station was still run-
ning about 40% film in its operations but,
like many other stations, was considering
going 100% ENG. He also let it be known

e ATTENTION:

TELEVISION NEWS/PROGRAM DIRECTORS...
New television program looking for human interest
stories. Wil pay for each story used. |f your news
department covers the human interest scene, we need
your stories, Call us roday for details!

(213) 460-5747

A two-way Television Program Devﬂnpmént
of Almways and Golden West lelevision,

FILMWAYS.
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that during this summer’s political con-
ventions from New York and Detroit, the
Atlanta station will be doing live cut-in
coverage.

As an early user of ENG equipment,
Powers said that he had learned that ENG
required a ‘‘total station commitment’’ —
from operations, engineering, news, pro-
motion and other departments. He also
said that the technology demanded that
the station remain ‘“‘aggressive on a day-
to-day basis.”’

e e N B 1 el Y
How members see APR

Fifty-two percent of the affiliates of the
Associated Press Radio Network view
their news operation as a profit center.
That is one finding of an APR member-
ship survey, which also reported that,
while 42% said it was not currently profita-
ble, several had penciled in a comment
that they expected it to be a money maker.

Among other findings that indicate a
heavy reliance on news: 73% of APR sta-
tions reported affiliations with another net-
work that provided national, state, regional
or specialized news; the average APR
affiliate programs 1,067 minutes of news
weekly; the average APR member has 3.4
full-time news people on jts staff; 76% re-
ported use of individual news cuts from
AP Radio’s hourly update feeds; 64% use
sports cuts from those feeds, 63% use
regional news cuts from APR’s twice daily

“‘Speed’”

“House
tohalf”

TTE

Lighting equipment rental

‘Gocue
onel”

Scenery construction

Production supervision
Production services

Rigging

Power

Specialty electronics

Systerns dasign and construction

Trucking

TTF doesitall.

TTF LIGHTING CONSULTANTS, INC.
+9L AYLESBURY -
TIMONIUM, MARYLAND- 21093
{301)561-1666

regional news feeds.

Several answers on the questionnaire
reflected a desire for more news and
public-affairs programing. For example,

57% of the stations said they will use the
live programing APR will provide from the
Democratic and Republican conventions
this summer.
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Spilling the beans. Colorado Supreme Court ruled last week that reporter who observes
criminal act has no constitutional privilege to refuse to respond lo subpoena relating to
act. High court upheld lower court ruling which required Denver Post reporter to appear
before grand jury to determine who leaked information from secret grand jury proceeding
on Medicaid fraud. Reporter, Howard Pankratz, had made agreement of confidentiality with
source to obtain the information, and claimed he was protected by reporter's privilege not
to testity. Court agreed with previous ruling that when reporter has observed wrongful
conduct and is subpoenaed to testify he has same status of ordinary citizen. Jack Landau,
of Reporters Committee for Freedom of the Press, called ruling "outlandish”

(]

ASNE Olympic worries. American Society of Newspaper Editors' Freedom of Information
Committee has written to White House expressing concern over whal committee sees as
freedom-of-press implications of presidential order banning transactions with Soviet Union
in connection with summer Qlympic Games in Moscow. That order would have effect of
denying NBC opportunity to lelevise games in event it chooses to cover them, letter said.
"Voluntary compliance with a presidential request is one thing,” letter added. "Government
measures that foreclose coverage of an event are in an entirely different—and

dangerous —category. The implications for all the press are obvious." Letter, addressed to
White House counsel Lloyd Cutlerand signed by William H. Hornby, president of ASNE and
Charles W. Bailey, chairman of freedom of information committee, requested clarification
and assurance that “no nelwork or other news organization” will be prevented from
covering Olympics.

Interactive. NBC Newsman David Brinkley, who lightened the Monday NAB television
luncheon with a humorous prologue to his Speech, did get to more serious matters. "Broad-
casling, as a communications medium;’ he said, "usually is thought of as communicating
one way—from us to the audiences. But | think it actually is one of our most effective
systems of communication both ways—from us to them, and from them to us." All broad-
casters know whal follows a provocative program, he said. Viewers “jam our telephone
lines, send telegrams and bury us in mail. And, as we have all discovered, the American
people are not the least bil reticen! about saying what they think, whether it's praise or
abuse. He said while many Americans cant name their congressional representatives,
“lhey do know—or feel they know —the people lthey see and hear on radio and television”
In conciuding, he said, "If we in broadcasting are to perform the public service that is ex-
pected of us, we oughl lo pay as much attention to our listeners as we hope they will pay
us.” Brinkley also fielded guestions from the packed ballroom at the Hilton. Asked about
hour-tong network news, he said he personally thought it a good idea, but the real answer
"was up lo the affiliates.’ His opinion was also sought on the viability of Ted Turner's Cable
News Network—whether it will constitute a threat to network news. “I'm not sure he under-
stands what it costs,’ Brinkley responded. And, he asked, “what is “Turner going lo put
on for 24 hours?"
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Cap comes off
9 khz issue
at convention

Thurston, Livesay and Lee engage
in war of words over proposal
to reduce AM channel spacing

The U.S. delegauon to the weslern
hemisphere AM\plarmmg conference is
home from Buefbs “Aires. But the con-
troversy that ddgged: it there has not
abated; it flared anew-Tast week at the NAB
convention.

Donald A. Thurston former joint board
chairman, used the occasion of his accept-
ing the NAB s Distinguished Service
Award (see page 52) to criticize roundly
the performance of the delegation he ob-
served in Buenos Aires. Two days later,
Commissioner Robert E. Lee, who was
chairman of the delegation, offered a
sharp rebuttal; he suggested Thurston did
not know what he was talking about.

Not only that. Thurston had fanned the
flames in his speech. by picturing Ray
Livesay, president of the Daytime Broad-
casters Association, as an unwitting too! of
government agencies pushing what was
the single most controversial proposal at
the conference—to reduce AM channel
spacing from 10 khz to 9. Livesay's
response was to queston Thurston's
dedication to principle and to suggest NAB
policy may be driving daytime broad-
casters from the association’s fold.

What might be called the NAB-U.S.
split emerged in Buenos Aires when it was
learned that the association had writien
the foreign delegations urging them to
postpone a decision on the 9 khz issue un-
til the matter had been siudied further.
The letter sent shock waves through the
delegation, the FCC and other govern-
ment agencies where 9 khz was a major

objective as a means of increasing the”

number of stations in the U.S. and thus in-
creasing the opportunities for ownership
for minorities and for full-time operation
by daytimers.

The conference’s decision to postpone a
decision until the second session, in
November 1981, largely because of the
opposition of Argentina and Canada to the
U.S. proposal, did nothing to ease the pain
the NAB letter had caused U.S. officials.

Nor did Thurston try to make amends.
Thurston, who spent eight days in Buenos
Aires during the three-week conference,
described the delegation as one that ‘‘was
at odds within itself,” whose government
members excluded private industry repre-
sentatives from their private meetings,
and who were “*primed for the political
battle, but inadequately prepared for the
technical.’ And despite ‘‘the ‘good face’

Technology

Lee
put upon the delegation’s report,” he ad-

ded, **it was niot a victory ... 9 khz is not
assured.”

As for Livesay, Thurston said: Despite
his *‘truly Herculean efforts to sell 9 khz
as the answer to full-lime service for
daytimers, there is not the slightest inten-
tion at the FCC or the [National Telecom-
munications and Information Administra-
tion} to give up daytime allocations. He is
being used, and in my opinion, most un-
fairly”

Lee, who throughout most of his 26
years at the commission has been regarded
as a friend by many broadcasters, was not
prepared to let Thurston’s remarks go
unanswered. [t was not only a matter of
personal pride but of loyalty to delegation
members with whom he had worked hard
and suffered frustrations.

*Our team in Argentina was absolutely
superb,” said Lee, in remarks at an
engineering luncheon. ‘‘Anyone who tells
you they were unprepared or divided or in-
ept is very uninformed. And that includes

recipients of awards.”

Lee, who did not have a prepared text,
attempted 10 explain what he perceived as
the realities facing any U.S. delegation to
an international conference. **Whether we
like it or not, we have 1o live ina world . . .
You can’t go it atone.”” He said a major
frustration is 10 return home from a con-
ference and be confronted with questions
as to why the U