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Custody Court

N othing can match the drama and emotion  directed more than 250 episodles of Divorce Court

of parents battling one another for the love
of a child. Witness the enormous appeal of
Kramer Vs. Kramer.

Now, Stewart Cheitet, who produced and

and who wrote many of those episodes as well,
has created a new, tirst-run, daily half-hour reality -
based strip that captures all of the suspense and
human drama of these classic struggles.

Custody Court is available for Fall 1982,
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SINGING COWBOY, GENE AUTRY,

PURCHASES KTLA MAY 13, 1964.

TELEVISION PIONEER & KTLA FOUNDER, KLAUS LANDSBERG, WITH i
REMOTE NEWS CREW AT FIRST TELECAST OF AN ATOMIC BOMB TEST,  © i T ll
APRIL 22, 1952. -

COMEDIAN BOB HOPE EMCEES
FIRST TELECAST JANUARY 22




WE'RE CELEBRATING OUR 35th YEAR OF
LEADERSHIP IN THE WEST-FROM BOB HOPE'S
INAUGURAL TELECAST TO LAST YEAR'S MOST
MEMORABLE EVENTS.

JANUARY: #1 TOURNAMENT JUNE: #1 EMMY AWARDS

OF ROSES COVERAGE, FOR RECIPIENT, OUR 8 EMMY AWARDS

THE 6th STRAIGHT YEAR! WERE MORE THAN ANY INDEPEN-
DENT HAS EVER RECEIVED IN THE

MAY: #1 PRIME TIME, LA MARKET IN ONE YEAR!

OUR PRIME TIME MOVIE AVER-
AGED THE HIGHEST RATING JULY: #1 STATION IN L.A., THE

EVER ACHIEVED BY AN INDE- FIRST INDEPENDENT IN LA.TO BEAT
S ) THE AFFILIATES SIGN-ON TO SIGN-
o OFF IN CUMULATIVE AUDIENCE!

OCTOBER: #1 PRIME TIME NEWSCAST IN
L.A., NEWS AT TEN

NOVEMBER: #1 EARLY EVENING LINEUP,
. KTLAs 5-8PM LINEUP BEAT ALL OTHER
,  STATIONS MONDAY-FRIDAY!

LUS ANGELES




WHERE THE BDAILY S@APS LEAVE @FF...

Adaily half-hour for Fall, 1982
with host JOHN GABRIEL and
New York and Los Angeles
news anchors Toni Molloy
and Chantal Westerman

“Soap World” is sold to stations in the following groups: Allbritton, Capital Cities,
Chronicle, Harte-Hanks, Knight Ridder and Taft. And to WBNS, Columbus; WTHR,
Indianapolis; WISC, Madison; WTMJ, Milwaukee and WPEC, W. Palm Beach.

A BARRY & ENRIGHT PRODUCTION in association with KING WORLD PRODUCTIONS

If you missed screening "Soap World” at NATPE,
Jody is still taking calls. Phone her immediately to
schedule a private screening in our offices or yours.

vCOLBERT TELEVISION SALES
1888 Century Park East - Los Angeles, California 90067 - (213) 277-7751
441 Lexington Avenue - New York, New York 10017 - {212) 687-4840
and
KING WORLD PRODUCTIONS
480 Morris Avenue - Summit, N.J. 07901 - {201) 522-0100

- -
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Wall to wall at NATPE » Reagan guarrels with, then tries

o make up with the media m $till anether compromise

on cable copyright m All that new TV news pregraming

NATPE'S WEEK THAT WAS [1 Walls between media compromise for legislation that would omit ban on
disappear in Las Vegas as record number of delegates broadcast-cable crossownership and open way tc
concentrate on external and internal issues affecting  exempt resale carriers from liability PAGE 29.

their futures. PAGE 27. PTAR uncertainty means fewer i !

and psychologist shows. PAGE 36. That "International”  for copyright. PAGE 29.

appendage to NATPE'SS na(netbec?m?r? oM b MORE COMMERCIALS O ABC-TV commits itself to
mea‘nlngful. PAGE 6. SCHERIETS [y Neir problems On - - ntroversial proposal to phase in more prime-time
the line. PAGE 42. Silverman extends his frontiers with spots. PAGE 31

Magicable. PAGE 42c¢. Fogarty talks PTAR compromise.
PAGE 42D. Some NATPE prognostications. PAGE 44. FTC’S ‘UNFAIRNESS’ STANDARD O Reauthorization
Broadcaster Leonard discusses her compatibility with hearing on Hill concentrates on extent of trade
cable. PAGE 45. FCC-Hill-NAB panelists give regulatery  commission jurisdiction over advertising. PAGE 32.
round-up report. PAGE 46. Session on independent

stations analyzes network-affiliate relationships, PAY TV IN CANADA O Government grants to first six
growing muscle of independents, rising program costs . licensees, two for national service. PAGE 32.

and value of localism. PAGE 48. Keynoter Baker calls
on NATPE to stand firm on prime-time access rule.
PAGE 50. FCC’s Harris anticipates DBS go-ahead this
summer. PAGE 55, Fowler’s next target: 7-7-7 rule. PAGE
56. Bullish outlook for cable networks backed by
statistics on successful operations. PAGE 60. NATPE
bestows its irises. PAGE 62. Washburn defends FCC's
children’s programing practices. PAGE 64. Fairness
doctrine finds one friend in Las Vegas. PAGE 66. NIH
previews findings of study on relationship between TV
and viclent behavior. PAGE 67. Caution urged when
precmoting during programing sweeps. PAGE 68, Barter

AM STEREO RANKINGS O FCC releases its ratings of
competing systems, even though choice is being left
to marketplace. PAGE 72.

SUMMER LAUNCH O ABC Radio unveils who and how
of Superadio, 24-hour satellite-delivered service that
starts July 1. PAGE 74D.

STAKING OUT NEW AREAS O ABC News joins land
rush for late-night pesiticns with plans for interview
show at midnight. PAGE 82.

boosters extol virtues of their practice. PAGE 68. Las TV DOES OWN COUNT O In wake of FCC decision to
Vegas workshop looks at adversary relations of stop collecting financial data from broadcasters, TVB
syndicators and station program executives. PAGE69.  jssues its scorecard that shows nearly $6.6 billion in
Stations in markets below top 50 want to retain own television station time sales in 1980. PAGE 84,
pregraming, don’t want to turn back time to networks.

PAGE 70. Impact of new video technologies on local COMPTON SOLD O Londoncompany buys 74-year-
broadcaster put into focus. PAGE 70. old ad agency that billed $227 million in broadcasting
HEALING WOUNDSs O President Reagan strikes more last year. PAGE 87.

conciliatory tone on news coverage. PAGE 28. SOUNDINGS FOR SUCCESS 0 That's the service goal
COPYRIGHT CONCESSIONS (O House Judiciary of Jim Kefford, president of Drake-Chenault, pioneer
Committee likely to approve latest NAB-NCTA radio syndication and consulting firm. PAGE 111,

7 R AR |INDEX TO DEPARTMENTS
Advertising & Marketing.. 87 Datebock InBrief.cisanaisabnt e Open Mike
Business Editorials Journalism Programing........ fEdhahad

Business Briefly Fates & Fortunes Law & Regulation Special Report
Changing Hands Fifth Estater The Media Stock Index
Qosed Circuit For the Record Monday Memo Technology.

Broadcasting ISSN 0007-2028) is published 51 Mondays a year (Combined Issue at yearend) by Broadcasling Publications In¢. 1735 DeSales Street. NW Washington, D.C. 20036. Second-class
postage paid at Washington, D.C., and additional oflices. Single issue $1.75 except special 1ssues $2.50 {S0th Anniversary issue $10). Subscriptions, U.S. and possessions: one year $55, two years
§$105. three years $150. Canadian and other international subscribers add $20 per year U.S. and possessions add $170 yearly for special delivery, $100 for fust-class. Subscriber's occupation re-
quired. Annually Broadcasting Yearbook $65 Microfiim of Broadcasting is available trom University Microtiims. 300 North Zeeb Road, Ann Arbor. Mich. 48106 {35mm. full year §35). Microfiche of
Broadcasting is available from Bell & Howell. Micro Photo Division, Old Mansheld Road. Wooster. Ohio 44691 {tull year $27.50).

Index to advertisers @ ABC Radio Nelwork 35 0 American Chiropractic Association 83 0 Amoco inside Back Cover 0 BFV&L 63 O Blackburn & Company 80 O
Bonneville Satellite Corp. 20-21 O Broadcast Personnel 107 O Burkhart, Abrams, Michael, Douglas & Assocs. 710 Cetec 62 0 Cotbert TV Sales 4, 150 Columbia
Pictures Teievision 16-17 O Continental Electronics 71 0 Delta Airlines 74C O Firstmark 66 O Group W Productions 49 O Harris 19, 37, 67 (I Internationa! Radio
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Post-Newsweek 23-26 O Scientific-Atlanta 610 Southern Baptist Radio-TV Commission 10 0 Sports Illustrated 41 0 Summit Partners Inc. 87 O D.L Taffner 9,11,
[13; C V\éi!.lnam B. Tanner 109 O Tunrer Program Services 51-54 0O WBBM-TV 390 WCBS-TV 4240 WCCO-TV 6 0 WMCA 430 Weather Station 400 World Wide
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duPont-Columbia

we cant take
full credt.

At WCCO-TV, we are gratified to have earned the highest award
in broadcast journalism for “The Moore Report” These hour-long documentaries
feature in-depth reporting on subjects like the growing fear of crime, the
coming water crisis and the rapid rise of the new Right.
But credit for excellence must also go to our audience in the Twin Cities.
After all, we've become the most watched station in Minneapolis and
St. Paul* by giving viewers what they want.
And fortunately, our viewers want the best.

WCCOTV

Minneapolis/St. Paul ACBS Afiiliate @ Represented by TeleRep
*Source: ARB Jan 1982 Sun-Sat, 9:00 AM-Midnight



CloseddClircuit

T S ————
AM stereo test

AM stereo waichers are keeping close eye
on Delco Electronics. General Motors
division is country’s leading maker of car
radios and could take lead in determining
which AM stereo system becomes de facto
standard. Delco plans to test five proposed
systems over next few weeks using car-
radio prototypes before making any
decision. Neither test results nor decision
will be ready for NAB convention next
month.

Crowded sky

Oak Industries is putting finishing touches
on direct broadcast satellite application it’s
about to file with hope FCC will consider it
with eight DBS applications already
pending. According to Chairman Everett
Carter, Qak will propose direct-to-home
subscription television service of no fewer
than three channeis. Regardless of what
FCC does with application, Oak may be in
D> BS business before long. Carter said
within next two weeks, company will
probably exercise option to lease four
transponders on Anik-C, Canada’s high-
powered satellite scheduled for launch
next November. K-band transponders will
be used to deliver pay TV to homes and
apartment buildings equipped with earth
station antennas ‘‘less than five feet in
diameter,’ Carter said.

o p— e ————
Casualty, replacement

Strong possibility as successor to
Representative Thomas Railsback (R-I11.)
as ranking minority member of House
copyright subcommittee is Representative
Carlos Moorhead (R-Calif.), who was
member of subcommittee during 96th
Congress but left for other assignments.
Railsback, who has been highly popular
with broadcasters, was defeated in primary
election last Tuesday (March 16) after his
district was radically changed by
redistricing. He has not confided plans for
future, but associates predict he'll practice
law in Washington.

]

Show biz

Cancellation rate for exhibit hall space at
upcoming National Association of
Broadcasters annual convention is running
*‘higher than ever before,” according to
Ed Gayou, exhibit hall director, but
waiting list of companies still trying to
acquire space will more than fill vacancies.
Most cancellations are coming from
smaller companies, disgruntled with
booths on lowel level of 211,000-square-
foot Dallas Convention Center, said

Gayou, who, by restricting booth sizes,
managed to squeeze space for more
exhibitors (481 paid up) than crowded last
year’s hall at larger Las Vegas Convention
Center, which held 470 exhibitors.

Revenues from this year's exhibit
should easily top $2 million. NAB raised
price of space from $8 to $9 per square foot
and for first time this year is selling exhibit
hall passes to nonregistrants. Price for
passes is $25 per day with buyer required
to buy at least two days’ worth.

T T 5
Skeptical about PTAR
Don't expect major new access shows to
be developed unless syndicators receive
definite word that prime-time access rule is
safe. Indications that PTAR has moved to
back burner at FCC haven’t been strong
enough yet to convince distributors that
financial gamble on access is worth it,
especially when profitability often takes at
least year and given competition from
current access shows already on air.
Absence of new access shows in this
year's NATPE International marketplace
(see page 36) likely could be same story
dgain next year. Without PTAR guarantee,
only motivation to develop may be if
renewed access shows—such as Viacom’s
Family Feud, Group W Production’s PM.
Muagazine, Paramount’s Entertainment
Tonight or Sandy Frank's New You Asked
for It—take sudden nosedives.

e e P |
What’s at stake

If FCC rejects RCA Americom’'s proposal
to offer $13-million, pre-paid leases on
transponders for Cable Net Il (see *‘In
Brief™') this week, RCA would stand to
lose about $1 million a month in forgone
lease payments under current tariff, or
more than $2 million a month in forgone
interest from pre-paid leases until it could
come up with assignment plan acceptable
to FCC. Cable Net Il is scheduled to be
fully operational April |, If FCC approves
RCA plan and five parties that have signed
conditional transponder sales contracts
can be persuaded to accept pre-paid leases
instead, RCA could get $182 million in
pre-paid leases for 14 transponders it
would have available.

]
Condemned

Resolution to permit televising of Senate
proceedings (S. Res. 20) “is being swept
under the rug,”” according to Senator Larry
Pressler (R-S.D.), because **20 or 30
senior senators who can appear on TV any
time they want to in a controlled
situation”’ will not vote 1o break a
filibuster against passage of proposal.
Pressler. who appeared last Wednesday

Broadcasting Mar 22 1982
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(March 17) on Cable Satellite Public
Affairs Network (C-SPAN) call-in
program, said major network news
reporting has helped solidify opposition to
proposal by rarely venturing beyond those
*20 or 30" in “‘Senate star system.”’
Senate Majority Leader Howard Baker
(R-Tenn.) again postponed consideration
of resolution last week, this time until
after Senate has considered highly
controversial regulatory reform proposal
that is likely to be weeks on Senate floor.

e —_ |

EEO goes on

Office of Management and Budget has
granted FCC extension to continue
requiring broadcasters to file affirmative
action reports with their renewal
applications through Jan. 1, 1983. OMB
last year directed commission to stop
requiring reports routinely
(BROADCASTING, Nov. 30, 1981), OMB
originally granted FCC extension to
continue requiring reports through March
31, and although FCC was slated last
January to consider acceding to
discontinuation of EEQ reports, item was
pulled after Commissioner Henry Rivera
voiced strong opposition to
recommendation and package of other
proposals that would have weakened
FCC’s EEO program (BROADCASTING.
Jan. 4).

FCC officials said OMB
recommendation and EEO package were
“‘low priority’* and probably wouldn’t be
addressed again until fall.

L i T ST L = |
Change of tune

There’s subtle shift in strategic emphasis
at National Association of Broadcasters
these days. Instead of tacklifig competing
media head-on, or throwing organizational
body on tracks in attempt to thwart their
progress, leadership is undertaking new
effort to show broadcasters how to profit
from participation in or cooperation with
others in Fifth Estate. Case in point:
project under way by Larry Patrick, vice
president in charge of research, to
ascertain what broadcasters have done or
might be doing in cable and MDS.

Example of cross-pollination surfaced at
NATPE conference in Las Vegas last week
when Laurie Leonard, president and
general manager of wMTv(TV) Madison,
Wis., detailed that station’s partnership
with local cable system (story page 45).
Forward Communications station is under
direction of Tom Bolger, former joint
board chairman of NAB. Leonard, with
cable as well as broadcast background, was
brought on to help run station while
Bolger was involved with joint
chairmanship.
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Miller Brewing Co. O Miller Highlife
beer Begins March 29 for 13 weeks in
over 10 markets. News, sports, fringe and
prime times. Agency: Backer &
Spielvogel, New York. Target: men, 18-49.

Beecham Products (J Calgon water
softener. Begins March 29 for 13 weeks in
about 35 markets. Day, early fringe, fringe
and iate fringe times. Agency:
Cunningham & Waish, New York. Target:
women, 25-49.

Hendri’s Ice Cream [ Begins May 17
for about 12 weeks in Boston, Springfield,
Mass., Hartford-New Haven, Conn., and
Providence, R.I. Agency: Emerson Lane
Fortuna, Boston. Target: women, 25-54.

National Pork Producers ] Begins this
week for six weeks in 15 markets. All
dayparts. Agency: Lord, Sullivan & Yoder,
Des Moines, lowa. Target: women, 18-49

Genstar Stone Products O Sakiete
black top. Begins April 26 for nine weeks
in 16 markets. News, fringe and sports
times. Agency: Richardson, Meyers &

Donofrio, Baltimore. Target: men, 25-54.

Pere Patriache [ Wine. Begins May 10
for four weeks in six markets. News and
fringe times. Agency: Marsteller Inc., New
York. Target: adults, 18-49.

Vernell’'s Fine Candies O Jelly beans.
Begins April 5 for six weeks in eight
markets. Day, early fringe and weekends.
Agency: Vantage Advertising, Seattle.
Target: women, 25-49.

Purex 2 Dry detergent. Begins March 29
for five weeks in over 10 markets. Day,
early fringe, fringe, and late fringe times.
Agency: Carlson, Liebowitz & Olshever,
Los Angeles. Target: women, 18-49.

South Carolina Electric and Gas
Youth safety promotion. Begins April 19
for four weeks in about five markets. Early
fringe and weekends. Agency: Wray/Ward
Advertising, Charlotte, N.C. Target:
children, 6-11; teen-agers, 12-17.

Gagliardi Brothers [ Steak-Umms.
Begins March 29 for varying flights in
about 35 markets. Day, early fringe, fringe,

is the right

for quality radio representation

® 8 years old and growing fast

® A young, aggressive, hard selling sales staff that fights for your

national radio dollar.

® Constant communication with our stations.
® Professional, conceptual selling techniques.
® Research oriented — complete computer capabitity.

Calt or write George Stemberg, V.P. for Station Relations, in New York.

Xeih Lotus Reps

Division of Lotus Cormmunications Corporation

New York — SO E. 42nd St.

New York, N.Y. 10017/212-697-7601
Atlanta — Drawer 7308

Atlanta, Ga. 30309/ 404-881-0220

Chicago — 203 N. Wabash Ave.

Chicago, lli. 60601/312-346-8442
Los Angeles — 6777 Hollywood Bivd,  Dallas — 7616 LBJ Freeway
Holtywood, Ca. 90028/213-466-8119

San Francisco — 2295 Union Street
San Francisco, Ca. 94123/415-563-3852

Dallas, Tex. 75251/214-960-1707
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RepulReport

WEecaity) Tallahassee, Fla: To Avery-
Knodel Television from Seltel.

a
WvGa(tv) Valdosta, Ga.: To Avery-Knodel
Television from Adam Young.

Kixktrmy Dallas: To Roslin Radio Sales
(no previous rep).

Wuivmirmy Hartford, Conn.: To Lotus Rep-
resentatives from Cabellero Spanish
Media.

Wakiam) Nanticoke, Pa.: To Lotus Rep-
resentatives from P/W Representatives.

WacKrmy Freeport, Il To Lotus Repre-
sentatives from Pates Waiton.

a
Wabps(rm Point Pleasant, N.J.: To P/W
Radio from Roslin Radio Sales.

a
Fenton Group (kFiv-am-FM Modesto,
Calif;, Krom-aM-FM  Salinas-Monterey,
Calif, and xpLstam Santa Rosa, Calif: To
Major Market Radio from McGavren
Guild.

Roslin in Texas. Roslin Radio Sales.
New York, has opened its sixth regional
office. It is in Dallas area at 2204 East-
wood, Richardson. Tex. 75080. (214}
238-5057. Manager of new office is Roy
Lamberton, formerly general manager of
wzzc(FMm) East Moline, 1.

iate fringe and prime time. Agency: Doyle,
Dane, Bernbach, New York. Target:
women, 25-54.

Hallmark O Everyday cards. Begins in
March for varying flights in New York,
Philadelphia, Pittsburgh, Minneapolis,
Portland-Potand Springs, Me., and
Syracuse, NY. Agency: Young & Rubicam,
New York. Target: adults, 25-49.

CBS Records ] Pac-Man. Begins in
March for varying flights in Atlanta and
Philadelphia. Agency: Young & Rubicam,
New York. Target: teen-agers, 12-17.

Peter Paul O King size line (candy).
Begins in March for varying flights in
Buffalo and Syracuse, both New York
and Pittsburgh. Agency: Young &
Rubicam, New York. Target: children,
6-11, teen-agers, 12-17; adults, 18-34.

Uniroyal O Image tires. Begins in March
for varying flights in New York,
Washington, Baltimore, Atlanta,
Minneapolis and Phoenix. Agency: Young



NOW READY TO GO THIS SEPTEMBER

. S

1 = [ALWAYS
IN THE NETWORK TOP 10!

e FOR 6 SEASONS!

(THREE'S COMPANY network
repeats have retained
97% of first run audience shares!)

BALANCED KEY DEMOS

Broad based appeal—to all ages: men, women
and children. Proven programming flexibility.
Daytime. Prime Time. Late Night. Anytime.

AVG. RATINGS TOP 25 MARKETS— ARB/NOV. 1981

t T 1
TOTAL WOMEN | WOMEN l TOTAL MEN | MEN ] TEENS
| = | 1ee | 1849 |

17 | 178 13.2 131 | 20

3 = TOPS WITH KIDS )
ESPECIALLY IN THE MIDWEST]

We're big with kids at 9:00PM everywhere—and
in 12 of the nation’s top 50 markets located in the
Central and Mountain Time Zones at 8:00PM —
THREE'S COMPANY scores 56% SHARE OF
ALL AVAILABLE CHILDREN 2-11!

THE LEGEND GROWS FOR THIS SUPERSTAR OF THE EIGHTIES.
If you would like to be #1 this Fall,
please call D.L. Taffner right now.

D.L. TAFFNER SYNDICATION SALES

NEW YORK 1370 Avenue of the Americas « New York, N.Y. 10019« (212) 245-4680
ATLANTA 7110 Faunsworth Drive « Atlanta, Ga. 30328 « {(404) 393-2491
LOS ANGELES 5455 Wiishire Boulevard < Los Angeles, Ca. 90036 « (213) 937-1144
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HADIOIANDETY weeks in all Wisconsin markets, plus

American Dairy Association of Chicago. Agency: CreatiCom Advertising,
Wisconsin O Begins late March for eight  Madison, Wis. Target: adults, 18-54,

& Rubicam, New York. Target: men,
25-54,

[ RADIOONLY T————————1

Alitalia Airlines O Leisure travel.
Begins in April for eight weeks in New
York and Chicago. Agency: Calet, Hirsch,
Kurnit & Spector. New York. Target: adults,

Anderson Co.O Anco wiper blades.
Begins this week for eight weeks in 20
markets. Agency: J. Waiter Thompson,
USA, Dearborn, Mich. Target: men, 25-54;
women, 25-54.

Air CanadaO Leisure travel. Begins
March 29 for five weeks in Los Angeles,
San Francisco, San Diego, Miami and
Chicago. Agency: McCaffrey & McCall,
New York. Target: men, 25-54.

Ladybug O Clothing stores. Begins
March 24 for four weeks in four markets.
Agency: Ackley Advertising, Whitehall,
Pa. Target: women, 18-34.

Acapulco Restaurants O Begins April
5 for three weeks in seven markets.
Agency: Rosenberg & Co., Dallas. Target:
adults, 25-54.

U.S. Postal Service O Express Mail.
Begins in March for varying flights in
Pittsburgh, Washington and Phoenix.
Agency: Young & Rubicam, New York.
Target: adults, 25-54.

BAPTISTS
IN

BROADCASTING

* Station Owners

* Station Managers

* Program and News Directors
* Sales Managers

* Station Reps

Be a part of something exciting—
a fellowship of Baptists in
Broadcasting. joined to share ideas
and information for better
communication,

Be our guest for breakfast
during the NAB ~

Tuesday, April 6, 7:30-8:45 a.m.
Leow's Anatole, Dallas

Jimmy R. Allen

Prasident

Southern Baptist Radio and
Telewision Commission

Speaker

*For Reservations: call Bonnie Wilson, (817) 737-4011

Southern Baptist Radio & Television Commission
6350 West Freeway, Fort Worth, Texas 76150 Y.

HW@H['L% 9]
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... and now radioc. Radio has been added to New York State Department of Commerce's
prometion to spur economic development throughout state. Television and print advertis-
ing kicked off "Made in New York" campaign last November, and radio schedule was added
last week to run in drive time in New York, Albany, Binghamton, Buffalo, Rochester,
Syracuse, Utica and Watertown. Initial flight is for two weeks and others are scheduled for
April through June. Created by Wells. Rich, Greene Inc.. New York, four 60-minute commer-
cials will focus on reduction in personal income and business taxes in state; number of
services offered there; stability and reliability of work force. and skills, pride and produc-
tivity of professional and clerical workers.
0

Co-op for cable. Opportunities for co-op advertising on cable television were explored in
speech by Robert Alter, president of Cabletelevision Advertising Bureau, before Association
of National Advertisers co-op advertising workshop in New York. He said variety of
specialized programs carried on cable networks and reaching specific audience provides
attractive co-op opportunities during local availabitities. Locally produced programing, he
added, is another vehicle manufacturers may use to place co-op funds. Alter said he
doubted there are any co-op plans in existence that now cover teletext or videotext but
emphasized that there is "tremendous potential” in interactive cable for direct marketing of
services. He said co-op advertiser should consider cable's multimedia capabilities with
addition of program guides and direct mail functions to cable systems.
@]

Christian PSA’s and ads. Christian Voice, Washington-based Christian activist group,
has announced $400.000 television campaign in part to ban abortion and reinstitute volun-
tary prayer in public schools. Campaign will include 60-second spots starring Efrem Zim-
balist Jr and Buddy Ebsen asking viewers to "be sure your voice is being heard” and let
their congressman know their pro-Christian stand on issues. Spokesman for group said
most spots will run at no charge on Christian television stations but time also would be
purchased on secular stations.
0

NYMRAD awards. New York Market Radio Broadcasters Association presented its Big
Apple awards last Tuesday at New York's Sheraton Center Awards pay tribute to “creative
excellence” in radic commercials in greater New York area. Of 11 categories, local and na-
tional, first-place winners were: local open O Levine, Huntley. Schmidt. Plapler & Beaver.
for People Express Airlines with “Straight Talk"; national epen O Ally & Gargano for
Telecommunications/MCI| with "Rang Ups"; local musical O John Emmerling Inc. for
Reingold Beer/Christian Schmidt Brewing Co. with "Remember When"; national musical
O Ogilvy & Mather Advertising for Schaefer Beer/Schaefer Brewing Co. with “Gusher”;
local new advertisers O Calet, Hirsch, Kurnit & Spector, with "Names is on the Door," tied
for first place with Ketchum Advertising/New York, for New York Airlines Inc. with "S49™;
national new advertisers O Ally & Gargano for Telecommunications/MCI with “Wats on
First”; local public service O Herman & Rosner Enterprises, for Subway Safety/
Metropolitan Transportation Authority with “Interview with a Mugger”; national public
service O Foote, Cone & Belding/Honig, for Forest Service-U.S. Department of Agriculture
with “Blue Grass"; local station produced O wriiFM) for The Bank Restaurant with
"Stickup”; local humorous O Greenstone & Rabasca Advertising, /Dick & Bert Produc-
tions for Astoria Federal Savings with “No Go Fargo"; and national humorous 0 Mathieu,
Gerfen & Bresner for Perrier/Great Waters of France with “Lawrence of Arabia” Special
award was given to Wait Kraemer Productions for Media Advertising Bureau with “Meet the
Media”’
m]

PARBA's cautious return. For first time in more than 20 years Philadelphia market will
have radio association dedicated to promoting local and national advertising there. Phila-
delphia Radio Broadcasters Association (PARBA), formed by more than 25 radio stations, is
headed by Larry Wexler, vice president and general manager. WPEN(AM)-WMGK(FM) Philadel-
phia. Federal court consent decree in 1958 had blocked organization of such association,
Wexler said. Members of radio/TV association in market at that time were accused of price
fixing. Most stations have been reluctant to start association since then, said Wexler, until
about year ago when he sent letter to court explaining his intentions tor PARBA, agreeing
that PARBA wouldn't violate any of consent decree's provisions. Association has plans “to
run special public service campaigns designed to provide the impact of all of the member
stations for the good of charitable organizations and the needy; create a personnel
clearinghouse specifically designed to help qualified minorities and women to obtain em-
ployment at member radio stations and to conduct seminars so that association members
can further their knowledge of the radio industry” as well as bringing new advertisers to
radio.
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Now, here are the original top British comedies that became the format for America’s
Network and Syndication Superstar, THREE'S COMPANY.
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A public relations commentary from Howard Boasberg, president, Boasberg Co., Kansas City, Mo.

Serving broadcasters
with PR that’s news

Madison Avenue mystique often clouds
the public relations picture.

The old saying, **It isn’t what you know,
it’s who you know,’ is as invalid in this
business as any other. And we've found
that working with national electronic
media can be as effective when done from
47th and Madison in Kansas City—where
our offices are located—as in New York's
famous Madison Avenue.

The question is how best to attract both
clients and the crucial attention of national
broadcast.

Put simply, we decided to forget about
the gimmickry and the often coun-
terproductive attempt toward media
hand holding, and rather to establish our
agency clearly as a reliable, cooperative
channe! of accurate information, locally,
regionally and nationally. Both the print
and the broadcast media—as we well
recognize—have a seemingly insatiable ap-
petite for well targeted material, both in
programing and news demands.

Qur approach has been clearly demon-
strated by individual staffing choices: We
have always made a concerted effort to
hire news-sensitive professionals with a
strong journalistic background.

As a result, the resumes ol public re-
lations graduates—even those obviously
extremely talented and from blue-ribbon
colleges—have been passed over in favor
of people who have paid their newsroom
dues for several years, in print, broadcast or
both.

The success we have experienced in
effectively attracting broadcast interest in
our clients never really varies appreciably:
Find out all you possibly can about the
client, ferret out the inherent news and/or
programing interest (and all companies
and clients seem to have some story of
public interest), and do the kind of
detailed research and legwork that will
help to process the information for the
time-pressured broadcaster. Then, once
the arrangements are made, get out of the
way.

That may sound simple, and of course it
is. But the growth success we have realized
to date is based on one premise: to help
put the client before the microphone with
constructive information, then to let the
value of the news itself carry the weight.

Although the practice has been dis-
paraged by some, we have found that we
are moslt effective dealing with the broad-
cast personnel either; 1) individually, in
person, or 2) by that wonder of tech-
nology, the telephone.

True, when we make use of the latier,

Howard T. Boasberg is president and board
chairman of the Boasberg Co., a public
relations firm headquartered in Kansas City.
Prior to forming The Boasberg Co. July 1, 1981,
Boasberg was a principal in Bernstein,

Rein, and Boasberg Inc., a Kansas City
advertising, public relations, and marketing
agency. He was with 8RB 17 years.

Before that, he was with The Biddle Agency,
Kansas City office, eight years, and Bowman
and Block Advertising, Buffalo, N.Y. one year.

we have encountered upon rare occasions
indications of slight annoyance, especially
if a reporter or broadcast personality is
caught on a busy day. These receptions,
are in fact, exceptional.

Our reasoning is based on the impres-
sion that the news media across the coun-
try are currently battling with a growing, un-
paralleled paper flood. This can be tracked
not only to ““information overload,” but also
to the growth of public relations as a profes-
sion, due to increasing awareness of accur-
ate news reporting on the part of corpora-
tions, governmental agencies, education,
fund-raising organizations, and special-in-
terest groups everywhere.

In many more cases than otherwise,
when we contact broadcast people with
legitimate, imaginative news and program-
ing concepts, we find those professionals
courteous and receptive. Note that using
this approach does involve both expense
and some element of gambling, since
neither our agency nor client will have real
control over what will actually reach the
airwaves. That's called the First Amend-
ment, and long may it survive intact. Some
general procedural policies, however, do
tend to promote positive—rather than
negative—results. Working with names—
and here we depend upon our constantly
updated bank of media files —we put value
upon gelting the desired message across as
briefly and succinctly as possible with the
first contact.
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The combination of information,
thorough news releases and mailings, a
professional, low-key approach to news
conlacts, and cautious telephone contact—
sometimes necessitating several calls
where a contact keeps a busy schedule—
has produced impressive payoffs far
beyond the toss-a-release-to-the-winds
approach still being ineffectively used by
far too many agencies.

To see how this has worked, we use the
example of our client, H & R Block Inc.
With less than four months to produce the
results desired —any news stories on filing
taxes after April 15 is, by and large, less
than productive—we produced a com-
prehensive, basic press kit. It was ulti-
mately sent to about 750 news organiza-
tions nationally.

Following the distribution of the Kit,
which was a basic press package conveying
H & R Block Inc’s image as a no-frills com-
pany, an intensive telephone cam-
paign was undertaken. Over 1,400 calls
were made and where specific scripts,
taped cassettes and live telephone inter-
views were in order, these were furnished
promptly.

At all times, we kept in mind both the
timeliness and changing nature of infor-
mation going out, informing new sources,
both through news dispatches and key per-
sonal contact of any tax court cases poten-
tially affecting their audience.

With experienced newspeople on the
telephones, we typically found news edi-
tors receptive, cooperative and interested.
While an attempt was made to produce
results with one telephone call, our agency
personne! made an extra effort to cooperate
with broadcasters who found it necessary to
go through their own station news channels
for decisions.

What were the results?

H & R Block Inc. interviews were car-
ried by NBC Radio News, Associated
Press Radio, United Press International
Audio, Copley Radio, a long list of state
and regional networks, and national televi-
sion talk shows, including Cable News
Network and the NBC Today Show. Na-
tional Public Radio produced a five-
minute featurette on its popular All
Things Considered newsmagazine show.
By conservative estimates, the total
publicity received in advertising time would
have amounted to more than a half-million
dollars; however, the credibility of having
such extensive coverage in news exposure
is, in our view, invaluable.

In short, our operations have proved
that smoke blown by the Madison Avenue
mystique can be cleared away by giving
broadcast journalists all they really want—a
solid news story. ®
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— March 24 — National Academy of Television Artsand  ble Programers Central states regional workshop. Uni-
This week Sciences drop-In luncheon. Speaker: John Von  versity of Cincinnatl, Faculty Club, Cincinnati.

March 22— National Academy of Television Arts and
Sciences drop-in dinner. Topic: “Media Money: Mow
Wall Street Influences the Industry and “Is There a
Gold Mine in TV's Backyard?” Copacabana, New York.

March 22— Annenberg School of Communications
colloguium “From Print to Electronic Publlshing —The
Future of the Sears Catalogue.” Colloquium Room, An-
nenberg School, University of Pennsylvania, Philadel-
phia.

March 22—Deadline for entries in Corporation for
Public Broadcasting's Edward R. Murrow Award. Infor-
mation: Janet Guthrie, CPB, 1111 16th Street, N.W.,
Washington, 20036.

March 23 —Ohio Association of Broadcasters salute
to Congress and FCC. Four Seasons hotel, Washing-
ton.

March 23— National Video Center and Recording
Studios audio post-production seminar. National
video Center studios, New York.

March 24— Women in Communications's 12th an-
nual Matrix Awards luncheon. Waldorf-Astoria, New
YOrk.

March 23— Louisiana Association of Broadceasters
leadership seminar. Heliday Inn South, Lafayelte, La.

8 indicates new or revised listing

Soosten, vice president, program manager, WNEW-TV
New York. Copacabana, New York.

March 24— Louisiane Association of Broadcasters
leadership seminar. Regency hotel, Shreveport, La.

March 24-25— Alabama Cable Television Associ-
ation Citizen of the Year award meeting. Birmingham
Hyatt, Birmingham, Ala.

March 24-27 —National broadcasting society, Alpha
Epsilon Rho, 40th annual convention. Statler, New
York.

March 25— Radio and Television Correspondents
Association annual banquet., Washington Hilton,
Washington.

March 25—Philadelphla Cable Club luncheon meet-
ing on "'R’ Rated Networks —From the Suppliers Side
and the Operator's View” Spectrum, Philadelphia.

8 March 25-27 — Women. in Communications
Southwest regional meeting. Grand hotel, Houston.
March 26— National Video Center and Recording

Studios audio post-production seminar. National
Video Center headquarters, New York.

& March 26-27 — National Federation of Local Ca-
bie Programers mid-Atlantic regional workshop.
Gallaudet College, Washington.

8 March 26-27 — National Federation of Local Ca-

Aprll 4-7 — National Association of Broadcasters
60th annual convention, Convention Center,
Dallas. Future conventions: Las Vegas, Apfil
10-13, 1983; Las Vegas, April 29-May 2, 1984;
Las Vegas, April 14-17, 1985; Las Vegas, April
20-23, 1986; Atlanta, April 5-8, 1987, and Las
Vegas, April 10-13, 1988,

Aprli 17-22 — National Public Radio annual con-
ference. Hyatt Regency, Washington.

April 23-29—18th annual MIP-T'V international
TV program market. Palais des Festivals, Cannes,
France, Future meeting: Oct. 15-20, 1982, 191h
MIP-TV in conjunctlon with VIDCOM (International
Videocommunication Exchange).

May 2-5— National Cable Television Association
annual convention. Convention Center. Las Vegas.
Future conventions: June 12-15, 1983, Houston;
May 20-23, 1984, San Francisco; March 31-April
3. 1985, New Orleans; March 16-19, 1986, Dallas.
and May 15-18, 1988, Las Vegas.

May 4-8— American Women in Radio and Televi-
sion 31st annual convention. Hyatt Embarcadero,
San Francisco. Future meetings: May 3-7, 1983,
Royal York, Toronto; May 1-5, 1984, Renaissance
Canter-Westin. Detroit; May 7-11, 1985, New York
Hilton, New York. and May 27-31, 1986, Loew's
Anatole, Dallas.

May 10-13—ABC.TV affiliates annual meeting.
Century Plaza, Los Angeles.

May 16-18— NBC-TV affiliates annual meeting.
Centusy Plaza, Los Angeles.

May 23-26—CBS-TV affiliates annual meeting.
Nob Hill Conference Complex, San Francisco.

June 6-9— Broadcasters Promotion Association
26th annual seminar and Broadcast Designers As-
sociation fifth annual seminar St. Francis hotel,
San Francisco. Future seminars: June 22-26,
1983, Fairmont hotel. New Orleans; June 10-14,
1984, Caesars Palace, Las Vegas. and 1985,
Chicago.

June 24-27— Public Broadcasting Service/Na-
tional Association of Public Television Stationsan-
nual meeting. Crystal City Hyatt, Arlington, Va.

July 19-21—Cable Television Administration
and Marketing Society annual meeting. Hyatt

Majeor-IVIEElings
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Regency, Chicago.

Sept. 9-11 —Southern Cable Television Associ-
ation Eastern show. Georgia World Congress
Center, Atlanta. Future Eastern shows: Aug. 25-27,
1983; Aug. 2-4, 1984, and Aug. 25-27, 1985, all at
Georgia World Congress Center.

Aug. 29-Sept. 1— National Association of
Broadcasters Radio Programing Conference. New
Orleans Hyatt.

Sept. 12-15— National Radio Broadcasters As-
sociation annual conventlon. Reno. Future conven-
tions: Oct. 2-5. 1983, New Orleans, and Sept.
23-26. 1984, Kansas City, Mo.

Sept. 12-15— Broadcast Financial Management
Association 22d annual conference. Riviera Hotel,
Las Vegas. Future conference: Sept. 25-28, 1983,
Hyatt hotel, Orlando, Fla.

Sept. 18-21 —Ninth International Broadcasting
convention. Metropole Conference and Exhibition
Center, Brighton, England.

Sept. 30-0ct. 2— Radio-Television News Direc-
tors Association International conference. Caesars
Palace, lLas Vegas. Future Conferences: Sept.
22-24, 1983, Las Vegas, and Dec. 3-5, 1984, San
Antonio, Tex.

MNov, 7 -12—Society of Motion Picture and Televi-
sion Engineers 124th technical conference and
equipment exhibit. New York Hilton, New York.

Nov. 17-18— Western Cable Show. Anaheim
Convention Center. Anaheim, Calif.

Nov. 17-19— Teievision Bureau of Advertising
28th annual meeting. Hyatt Regency, San Fran-
CiSCo.

Jan, 30-Feb, 2, 1983 — National Religious
Broadecasters 40th annual convention. Sheraton
Washington, Washington.

Feb. 8-9, 1983 — Association of Independent
Television Stations (INTV) 10th annual convention.
Galleria Plaza hotel, Houston.

® March 18-23, 1983 — National Association
of Television Program Executives 20th annual con-
ference. Las Vegas Hilton. Fulure conferences:
Feb. 12-16, 1984, San Francisco Hilton and
Moscone Center, San Francisco.
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B March 28-28— Women in Communications Great
Lake regional meeting. Stouffer's Dayton Plaza,
Dayton, Ohio.

® March 27—"Cable Telewvision: A Primer for the
Protessionals,” sponsored by Temple University.
Albert M. Greenfieid Conference Center, Temple Uni-
versity, Philadelphia. Information: (215) 787-1902,

March 27 — Minorities in Cable and New Tech-
nologies “Careers in Cable” seminar and conference.
Chicago State University, Chicago.

| - —

Also in March

March 28-30— Virginia Cable Television Associ-
ation annual convention. Sheraton Beach Inn and
Pavilion Convention Center, Virginla Beach, va.

March 28-30— Institute for Graphic Communica-
tion Conference, "Electronic Imaging Systems!’ An-
dover Inn. Andover, Mass.

® March 28-Aprll 1 — Electronic Industries Associ-
ation spring conference. Shoreham hotel, Washington.

March 28-April 3—Eurcpean and North American
public television producers annual INPUT '82, Inter-
national Public Television Screening Conference.
Toronto.

» March 29— Nationa! Citizens Committee for
Broadcasting conference on proposed breakup of
AT&T "TeleConsumers and the Future” Westpark hotel,
Arlington, Va.

March 29-31-—Information Utilities ‘82 conterence,
sponsored by Orline Inc. Categories of conference:
hardware/media status reports; applications and
marketing, and research and policy implications. Rye
Town Hilton, Port Chester, N.Y. Information: Barbara
Marshall, Online, 11 Tannery Lane, Weston, Conn.

March 29-Aprll 1—Electronic Industries Associ-
ation spring conference. Shoreham Americana, Wash-
ington.

March 30— Advertising Club of New York luncheon
meeting. Sheraton Center hotel, New York.

March 30-April 1—Institute for Grephic Com-
munication conference, "Multi-Function Work Sta-
tions” Andover Inn, Andover, Mass.

March 30-May 18— UCLA Extension course, "Ca-
ble Television Today: Technology. Programing, Career
Opportunities, featuring guest speakers. Course coor-
dinated by Ethel Greenfield, cable consultant. infor-
mation: (213) 825-9064.

March 31— National Academy of Television Arts and
Seiences drop-in luncheon. Speaker: Pierson Mapes.
vice president., affillate relations, .NBC-TV.
Copacabana, New York.

March 31— Nationa! Video Center and Recording
Studios audio post-production seminar. National
Video Center headquarters, New York.

March 31-Aprll 2— Armed Forces Radio end Televi-
sion Services worldwide workshop. Huntington
Sheraton, Pasadena, Callf.

March 31-April 3—Southern Educational Com-
munications Association conference titled "Best Little
Ideahouse in Texas” St. Anthony hotel, San Antonio,
Tex.

March 31— Aduertising Research Foundation "Key
Issues Workshop on Advertlsing Frequency” con-
ference. New York Hilton.

March 31— American Advertising Federation adver-
tising hall of fame luncheon. Waldorf-Astoria, New
York.

=
April

April 1—Deadline Club, New York City chapter, an-
nual awards dinner. Sheraton Centet hotel, New York.




In the capitals of the world. ..

FIRST, THERE'S

...BEFIRST WITHHIM.

A HALF-HOUR WEEKLY FOR FALL, 1982
L BARRY & ENRIGHT PRODUCTION in association with ABELL COMMUN[CA“ONS

P COLBERT TELEVISION SALES
1888 Century Park East - Los Angeles, California 80067 - (213) 277-7751
441 Lexington Avenue - New York, New York 10017 - (212) 687-4840




——

o coulﬁ (AE1A PICTURES INDUSTRIES, INC. 1982




H ollywood’s favorite
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light in VOLUME III FOR
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Hepburn, Charlton Heston,
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Y Moore, Carol Burnett, Bill

Murray. In a perfectly
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Grass is Always Greener
Over the Septic Tank,” 20
in all.
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April 1—Deadline for entries in National Cable
Television Association Awards for Cablecasting Ex-
cellence. Information: Anne Heron, (202) 775-3611.

April 1-2—Global Village's "New Media Series: Ca-
ble Television Global Village headquarters, 454
Broome Streel, New York, {(212) 966-7526.

8 April 1-3— International Association of Satellite
Users annual Satellite Communications Conference
and Exposition, Satcom '82. Hyalt Regency Dallas at
Reunion, Dallas.

April 2— International Radio and Television Society
Gold Medal anniversary banquet. Norman Lear named
1o receive Gold Medal. Waldorf-Astoria, New York.

April 2-3 — Radjo-Television News Directors Associ-
ation region six and AP Broadcasters Association joint
meeting. Holiday Inn, Hastings, Neb.

B April 2-3 — National Association of Black Owned
Broadcasters 6th annual spring conference. Amfac
hotel, Dallas, Information: Jim Winston, NABOB, 1737
H St. N.W. Washington 20006; (202) 463-8970.

April 2-4—Californic AP Television-Redio Associ-
ation 35th annual convention. Miramar hotel, Santa
Barbara, Calif.

April 3— Association of Maximum Service Telecasters
special meeting of board of directors. Fairmont hotel,
Dallas.

April 3—New Jersey AP Broadcasters Association
spring meeting. Trenton State College, Ewing Town-
ship, N.J.

8 April 3-4— American Bar Asseciation and Na-
tional Association of Broadcasters seminar, "Repre-
senting Broadcasters in a Changing Business and
Regulatory Environment.” Amfac notel and Dallas Con-
vention Center, Dallas.

April 4 — Association of Maximum Service Telecasters
26th annual membership meeting. Convention Center,
Dallas.

April 4-7 — National Association of Broadcasters
60th annual convention. Convention Center, Dallas.

April 4— UPI broadcasters of lowa annual meeting.
Gateway Center hotel, Ames.

April 5—Seminar on "Cable Television Franchising
and Refranchising” for city/county cable TV officials,
sponscred by Community Telecommunications Ser-
vices, nonprofit consulting organization. Communica-
tions Media Center, New York Law School, New York.
Intormation: Lesley Page-Brown, (212) 683-3834.

® April 5— National Academy of Television Arts and
Sciences, New York chapter, dinner. Hotel Pierre, New
York.

April 5—Deadline for applications for Academy of
Television Arts and Sciences annual student summer
internship. Information: Michael Llach, 4605
Lankershim Boulevard, North Hollywoad, Calif., 91602,
(213) 506-7880.

April 5— Association of Maximum Service Telecasters
engineering breakfast. Adlophus hotel, Dallas.

April 5-7—Community Antennc Television Associ-
ation basic CATV technical training seminar. Ramada
Inn North, Oklahoma City.

April 8— New York Women in Film seminar, "The TV
Executive: Her Move Up and Yowrs” American Man-
agement Associalion, New York.

® April 8— National Academy of Television Arts and
Sciences, New York chapter, drop-in luncheon.
Speaker: Jim Spence, senior vice president, ABC
Sports. Copacabana, New York.

April 8-7 — U.S. Telecommunications Suppliers Asso-
ciation seminar on “The Legal Realities of Antitrust,
Patents, Trademarks and Licensing” Hyatt O'Hare,
Chicago.

Aprll 6-8— North Central Cable Television Associ-
ation annual convention. Amway Grand Plaza hotel,
Grand Rapids, Mich.

April 7-10— International Television Association
14th annual conference, "Video Horizons" Loew's
Anatole hotel, Dallas.

April 8—UPl New England's 26th annual Tom
Phillips Awards for excellence in broadcast journal-
ism. Speaker: Ted Turner, Turner Broadcasting System.
Sheraton-Lincoln Inn, Worcester, Mass.

April 9— Radio-Television News Directors Associ:
ation region six meeting concusrent with 10th annual
broadcast journalism seminar held by William Allen
White School of Journalism. University of Kansas.
Lawrence.

April 9-10—Black Coliege Radio’s fourth annual
black college radio cenference. Paschal’s hotel, Atlan-
ta.

April 12— Academy of Television Arts and Sciences
luncheon. Speaker: Thornton Bradshaw, RCA chair-
man. Century Plaza hotel, Los Angeles.

® April 12—New York chapter of Women in Com-
munications luncheon. Speaker: Tom Brokaw, NBC-TV,
Waldorf-Astoria, New York.

April 13—Southern California Cable Club luncheon
meeting. Sheraton La Reina, Los Angeles.

April 14— International Radio and Television Society
newsmaker luncheon. Speaker: Daniel Ritchie, presi-
dent and chief executive officer, Westinghouse Broad-
casling. Waldorf-Astoria, New York.

April 14-19— Pennsylvania Association of Broad-
casters spring convention. Loew's Bermuda Beach
hotel, St. George's, Bermuda.

April 15—Deadline for entries in International Radio
Festival of New York for achievement in radio pro-
graming, advertising and promotion. Intormation: In-
ternational Radio Festival, 251 West 57th Stieet, New
York, 100189.

April 15-17 — New Mezico Broadcasters Association
annual convention. Speaker: FCC Commissioner He-
nry Rivera. Sheraton Old Town Inn, Albuquerque, N.M.

Aprll 18— UPI-New York State Broadcast Awards
banquet. Windows on the World, New York.

April 18— Northeastern University, journalism
depariment, conference on telecommunications and
First Amendment. EIl Student Center, Northeastern
University, Boston. Information: Bill Kirtz, (617)
437-3236.

April 16— New Jersey Broadcasters Association 36th
annual spring managers’ conference. Rulgers Univer-
sity, New Brunswick, N.J.

April 17-22— Nationa! Public Radio annual con-
ference. Hyatl Regency. Washington.

April 19— Floride Association of Broadcasters
"Broadcasting Day’ University of Florida, Gainesville.
Fla.

April 19-20— West Virginia Broadcasters Associ-
ation spring meeling. Canaan Valley State Park Lodge,
Davis, W. Va.

8 April 19-20— New York State Cable Television
Association management conference. Albany Hilton,
hotel, Albany, N.Y.

April 20-21— New York State Broadcasters Associ-
ation 28th annual meeting. Hilton hotel, Albany, N.Y.

April 20-22— Advertising Research Foundation
fourth annual business adverlising research con-
ference and fair. New York Hilton.

® April 21 —Southern Californie Broadcasters As-
sociation 10th annual Radio and Television Career
Awareness Day for Minorities and Women. California
Museum of Science and Industry, Exposition Park, Los
Angeles.

April 23-25—Alcbama AP Broadcasters Associ-
ation annual meeting and awards banquet. Lake Point,
Lake Eufaula, Ala.

April 23-29—18th annuai MIP-TV international TV
program market. Palais des Festivals, Cannes, France.

Aprll 24— Radio-Television News Directors Associ-
ation rtegion one meeling. Red Lion Inn, Jantzen
Beach, Ore.

Eljratals

Mark Pierce, new VP-general manager,
wcsc-Tv Charleston, S.C., had been news
director at wrtHr(Tv) Indianapolis, not
wesc-Ty as reported in "Fates and For-
tunes” March 15.
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April 24— Radio-Television News Directors Associ-
ation region 14 meeting. Reitz Union Building, Univer-
sity of Florida, Gainesville, Fla.

Aprli 24—Fifth annual Great Lakes Radio Con-
ference. Moore Hall, Central Michigan University,
Mount Pleasant, Mich. Information: (517) 774-3852.

April 24— White House Correspondents Association
annual dinner, Washington Hilton hotel.

April 24 —"Cable Television Programing: The Future
Is Now. presented by UCLA Extension, Department of
Business and Management. Bonaventure hotel, Los
Angeles.

April 24— New York State AP Broadcasters Associ-
ation joint seminar with AP newspaper members,
Sheraton-Airport Inn, Albany, N.Y.

April 25-27— Minnesota Association of Broad-
casters spring meeting. Thunderbird motel,
Bloomington, Minn,

April 26—Deadline for applications for Society of
Broadcast Engineers's centification examinations. In-
formation: SBE, PO. Box 50844, Indianapolis, 46250.

April 30— New Jersey Broadcasters Association pro-
gram and news seminars. Cherry Hill Inn, Cherry Hill,
N.J.

April 30-May 1 — Society of Professional Journalists,

Sigma Delta Chi region two conference, featuring Dis-

tinguished Service Award. Keynote speaker: William

3ma|l. former president of NBC News. Williamsburg,
a.

Aprli 30-May 2 — [llinois News Broadcasters Associ-
ation spring convention. University Inn, Champaign, Ili.

April 30-May 2—"MDS—For the 80's and Beyond"
seminar sponsored by Dorason Corp., company in-
volved in ¢reative linancing and leasing for telecom-
munications ventures. (Seminar concurrent with Na-
tional Cable Television Association convention.) Alad-
din hotel. Las Vegas.

—
May

May 1— Georgia AP Broadcasters A iation annual
meeling and awards banguet. Omni International,
Allanta.

May 2-5— National Cable Television Association an-
nual convention. Convention Center, Las Vegas.

May 3—Deadline for entries in fifth annual Com-
munications Excellence to Black Audiences (CEBA)
Awards, sponsored by World Institute of Black Com-
munications. Information: Terrie Williams, WIBC, 10
Columbus Circle, New York, N.Y, 10019.

May 3-7—Community Antenna Television Associ-
ation advanced CATV technical training seminar. Best
Western Thruway House, Albany, N.Y.

May 4-8— American Women in Radio and Television
315t annual convention. Hyatt Embarcadero. San Fran-
cisco.

May 5—George Foster Peabody Awards luncheon,
sponsored by Broadcast Pioneers. Pierre hotel, New
York.

May 8-8— California Public Broadcasting Commis-
sion conference, "Taking a Lead in the New Frontier:
Minorities and Telecommunications in California
Davidson Conference Center, University of Southern
California, Los Angeles.

May 7-8— Floride AP Broadcasters annual conven-
tion. Hilton, Tallahassee, Fla.

May 7-9— Texas AP Broadcasters annual convention.
Hyatt Regency. Austin, Tex.

May 8 — Radio-Television News Directors Asseciation
Region 13 meeling, with Virginia AP Broadcasters As-
sociation. Fort Magruder hotel, Williamsburg, Va.

May 10-13—ABC-TV effiliates annual meeting. Cen-
tury Plaza, Los Angeles.

May 11 —Southern California Cable Ciub luncheon
meeting. Sheraton La Reina, Los Angeles.

May 14— Foundation for Accounting Education En-
tertainment and Sports Industries Conference. Topics
include accounting for motion picture companies,
broadcasting, cable television records and music and
sports. Sheraton Center, New York.

May 14-18— Pennsylvania Associated Press Broad-
casters Association annual convention. White Beauty
View Resort, Lake Wallenpaupack. Pa.



YOUR AM STEREO
SYSTEM IS READY AT HARRIS!

Harris, the leading broadcast
transmitter manufacturer, has
thecomplete AM stereo system?*,
products and services
broadcasters want.

The only manufacturer to offer a
complete AM stereo broadcast
product line

AM stereo generator for high
quality transmission.

Transmitter interface for most
transmitters now in use.

Stereo modulation monitor for
easy system set up.

Broad audio product line.

Optional field installation/
checkout services.

Superior Harris Stereo System
For technical reasons alone the
Harris stereo system should be
your choice.

Harris hasthe only system that
has the same bandwidth as
your current mono signal. It
minimizes antenna and
interference problems and is
compatible with existing
directional arrays, with no
degradation of your signal.

Visit the Harris TV and Radio
Equipment Display at the 1982 NAB,
Dallas.

The Harris system permits the
same level of modulation as
your present signal to maintain
loudness.

The Harris system simultane-
ously provides maximum
stereo and mono coverage.

The Harris stereo system
permits the use of high
performance/low cost receivers
that will help close the

quality gap between AM and FM.

60 years of dedicated service
Harris is the only manufacturer
that can put 60 years of service
and experience toworkto putyou
on a competitive basis with FM in
a cost effective manner.

Order today

You can save nearly $3,000.00 by
ordering the Harris stereo
generator, stereo modulation
monitor and transmitterinterface
today. This special introductory
offeris good until April 7, 1982.
ACT NOW! Call Harris Broadcast
Division for details. 217/222-8200.

*U.S. Patent 4,225,751. Other U.S. and
foreign patents pending.



UPLINK/ WASHINGTON, pafEnLITE LR

TELE-
DOWNLINK D.C. NEWS FEED CONFERENCING CONSULTING

Now; any connection is possible witl

Today, Bonneville Satellite Corp- effective route. Through sub-lease, you  instant delivery and eliminates the
oration gives you the full spectrum  can use this connection on a dedicated, need for tape stock, duplication and
of audio and video communications recurring or occasional basis. shipping normally involved when
— anywhere in the world. You'll find that Bonneville Satellite  distributing programs.

can offer the market’s most reason-
: onneville Satellite Corporation’s  able rates on Video Transponder
30wned and leased Uplink/Down-  services because of BSC's own
link facilities allow satellite access  full-time Video Transponder
to and from most major cities in the capacity.
United States and the world. BSC

operates its own facilities in Salt Lake Create Your Own Network

City, Utah and Washington, D.C. Networking Services can distribute
In cities where there are no perma- your TV or radio program, live

nent facilities, BSC can provide portable or recorded, ad hoc or on a

equipment. dedicated basis, to any number of

receiving sources anywhere. The
system is ideal for sports pro-

Video Travels Better Via Satellite

When you have video to distribute, gramming, program syndication,  Bonneville Satellite’s ouned and leased Uplink/
BSC Video Transponder satellite connec-  and news distribution. Downlink facilities allow satellite access to and from

tions give you the fastest and most cost- Satellite distribution assures most major cities in the U.S. and the world



NETWORKING
AD HOG/
DEDICATED

VIDEQ
TRANSPONDER

PORTABLE
UPLINK/
DOWNLINK

he full-spectrum satellite company.

Send News Home From
Washington — When It Happens

Washington, D.C. News Feed Facilities
rive you the capability to transmit live
eports, taped interviews, or fully edited
yrograms direct from Capitol Hill. Have
¢ Washingron news bureau on a full-
ime basis or as needed.

The facilities include studio and
diting facilities, plus two outdoor
amera connections with the Capitol
uilding located across the street for
‘our backdrop.

Buying blocks of satellite time just to
ransmit a three minute piece can be ex-
sensive. That's why BSC makes every
ffort to offset your cost by gathering a
umber of users together for timeshare

-ansmission during the same time block.

Conferencing The Satellite Way

Conferences, seminars, conventions,
and symposia involving city-to-city par-
ticipants are easy and economical with
BSC's Satellite Teleconferencing services.

BSC will provide everything, from
complete technical configurations to
planning and production, making your
teleconference a success. Involve more
people in your next conference at far
less cost with Bonneville Satellite's
facilities and expertise.

Get Help From Experts

Bonneville Satellite completes its full
spectrum of services with a complement
of support specialties:

Consulting, engineering, manage-
ment services, network design and

»

management. And selection, certifica-
tion, installation and sales of satellite
receiving equipment.

For any connection with satellite com-
munications — depend on the full-spectrum
satellite company to do it!

For more information or to schedule

service, call Salt Lake 801-237-
2450, or Washington, D.C.
' 202-737-4440.

v
Bonneville
Satellite
Corporation

A subsidiary of Bonneville Internatlonal Corporation

165 Social Hall Ave., Salt Lake Cicy, Utah 84111



Not fair

EDITOR: Re your glowing report on the
NHK/CBS high-definition television dem-
onstration (BROADCASTING, March 1): |
too attended the “‘show’ in Washington
and feel bound to point out what may have
been overlooked in the enthusiasm.

1. The side-by-side TV monitor com-
parison was somewhat biased. The NTSC
monitors were not perfectly adjusted;
while they probably looked as good as they
would in the average home, they did not
show NTSC’s full capabilities.

2. The NTSC projector was out of ad-
justment, at least during the viewing I sat
through.

3. I found it most disturbing the com-
parison wasn’t limited to picture quality;
after all that’s what the demo was all
about. Instead our aural senses were bom-
barded by what was referred to as ‘‘the
sound of HDTV.”

A very expensive stereo system was
employed for the audio and good stereo
was heard during the parade ‘‘footage.’
But it was forgotten that the NTSC system
is fully as capable of stereo. At the very
least the same *‘marching” band audio
dubbed onto the HDTV tape could have
been used with the NTSC picture. At least
the overall comparison would have been a
lot fairer. We're all human, and a TV pic-
ture with full-blown stereo sound is going
10 be more impressive right from the start.

4. The HDTYV picture looked very good
on the one properly adjusted projector. 1
join those who compare it favorably with
35mm film. However, for the given angu-
lar field of view typical in most home en-
vironments [ question how much
difference the average viewer is going to
notice. It was interesting to note there were
no side-by-side comparisons using smaller
TV screens of the size typically found at
home.

There’s no doubt HDTYV has a future in
large-screen systems for theater and group
viewing, but 1 wonder just how many folks
would invest what will be a considerable
amount of money to obsolete the several
TV sets in their homes when they’re not
likely to see such a dramatic change on
those smaller sets.— Mark Durenberger,
director of technical development, Hub-
bard Broadcasting Inc., St. Paul.

Editor’s note, Hubbard 1s an applicant for a direct-
to-home satellite breadcasting service using current
standards. CBS, also an applicant, has proposed
reserving the DBS frequencies for high-definition TV.

Applause

EDiToR: In the audience for the annual
Jesse H. Neal Awards [“‘In Brief,” March
8] 1 was delighted, really delighted, to
learn that Sol Taishoff was receiving the

prestigious and impressive Crain Award.
Nobody ever deserved the Crain Award
more, or fitted so well the standards for
which the award was intended.— Bert
Peller, vice president, J. Walter Thompson
USA, New York.

Still in the fray

EDITOR: Belar has not quit the fight {for
acceptance of its AM stereo system]. As
BROADCASTING stated lin the March 8 and
15 issues], there are tens of millions of
dollars at stake in royalties to the ultimate
“winner.”’ This may be true of the four
other proponents—Harris, Kahn, Mag-
navox and Motorola—but is not true of the
Belar AM-FM system. There is not one
penny of royalties in it for Belar or anyone
else. This is a decided advantage to the
receiver manufacturers.

Belar has always maintained that AM
stereo was and still is a receiver ballgame.
The AM stereo systems tested by
NAMSRC (National AM Stereophonic
Radio Committee) — Belar, Magnavox and
Motorola—were relatively close in perfor-
mance. All three had operating, composite
receivers to demonstrate off-air perfor-
mance. The two systems that were not
tested by NAMSRC or tested jointly with
other systems—the Kahn and Harris
systems—do not, to Belar’s knowledge,
have a properly operating, consumer ac-
ceptable composite receiver.

The function of AM stereo is to be
received and enjoyed by the consumer. It
is not to be a play toy for the broadcaster or
an ego-booster for the program director. In
a given area, say Chicago or New York,
$100,000 will buy AM stereo systems for
eight radio stations. Each of these two
markets could generate in excess of one-
quarter billion dollars in receiver sales. It
is Belar’s opinion that those receiver
manufacturers who participate in AM
stereo will take a very careful look at the
five systems again. The wrong system
choice or choices, could cost them tens of
millions of dollars. The bottom line is, will
$200,000 spent by radio stations in New
York and Chicago for AM stereo systems,
control in excess of one half billion dollars
of receiver sales? We do not feel that you
have to be a Wharton school graduate to
know that answer.

To sum it up, if and when the receiver
manufacturers want the Belar system, we
will be ready and willing to produce it. In
the meantime, we will participate in the
marketplace decision by making any
equipment that we are able to make for the
various AM stereo systems. And we will
manufacture this equipment to the highest
technical standards to give AM a stereo
every change of succeeding.—Arno Meyer,
president Belar Electronics Laboratory,
Inc., Devon, Pa.
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Why do they choose

Post-Newsweek?
Here’s what they say —

J ANDY
GREENSPAN

Reporter
WIXT

his station stands for some-

thing special. You're always
trying to live up to a tradition here.
This is the station that uncovered
Judge Carswell, that uncovered
massive corruption in Jacksonville
in the mid 60's. We have the reputa-
tion of being hard-hitting. When you
work here, you're achieving not
only for yourself, but you're trying
not to let tradition down'’

l ’ /JXT outrates all competi-
tion inits 5 station market,

sign-on to sign-off (35 share),

Eyewitness News at noon

(64 share), at 6 (51 share), and

at 11 (48 share).

(ARB. Nov. '81)

AMY
McCOMBS
Vice-President

General Manager
WDIV

came to this company because

I believe in what it stands for.
I’'m able to contribate, to be chal-
lenged, to grow myself. And I'm not
sure there are many companies that
do that. Most companies put you in
a slot and leave you there. Despite
our enormous investment in hard-
ware, technology, we still realize
that the most important element
that makes the difference is people.
If these people are growing, then
we are growing as a company.’

GORDON

KING
Executive Vice
President
Business
Affairs,
Post-Newsweek
Stations

hen I came into this
business, thirteen years
ago, it was pretty tough to get out
of the way of the money coming in.
And you really didn't need any-
body except to put it in the bank
and write checks once in a while.
Nobody needed any advice.

Now, t ﬁls business is becoming
increasingly affected by what
goes on “out there” in the econ-
omy and in the competitive
marketplace. For people in the
business area of the business,
our efforts are more needed and,
hopefully, better appreciated.
At PNS, we don't suffer from any
lack of appreciation’

CHARLES
DUNBAR
Production
Manager
WPLG

I started at WJXT as camera
operator and worked up from
there. This is my 13th year with the
company. | can't really look at it as
just another job. There is no way
you can spend this amount of time
with these people and go home at
five o'clock and forget it. It goes
home with you. It’s like family. I'm
proud to be part of it. | plan to
spend my life with Post-Newsweek.
| haven't seen any greener grass
out there. There is no way | can
put into words the enjoyment | get
out of it”

Assignment
Editor
WPLG

¥

was born and raised in this

town. I was a Herald reporter
for five years, editor of Miami
magazine for two years and a
speech writer for the last gov-
ernor. Nobody really covers local
news like Channel 10 does. Being
a journalist, I decided that if I
was going to move into televi-
sion, I'd rather do it here than
anywhere else in Miami”

SUE
DOWNS
Operations

Manager
WESB

‘Tn a lot of places, operations
departments are looked down on.
Oh, they're the little clerks that push
the pencils. They're not really in
broadcasting. I've had people tell
me that. That is not the case in this
company. [ honestly feel that my
input is as highly regarded as
anybody’s around here. You can
sit and talk to these people. They
are good people to learn from. It's
a hell of a company to work for.
They mean what they say”

n February, 1982, out of

6.201 commercials aired on
W FESB, the total number of
discrepancies was held to 4,
just over 6/100ths of 1%.

POST-NEWSWEEK



BOB
WARFIELD

News Director

WDIV

‘FTYhe most important thing
about this station is we’ve got
momentum. We’ve got confident,
tompetent people in every area.
People of like and better abilities
hat complement and challenge you.
Fhat’s what brought me in here.
You have to be the best in what
rou do around here?’

In January, '79,WDIV was
tied for last place in ratings
and 4th in share, 4-8 PM. In
January ‘82, WDIV was tied
for first place in ratings and
share, 4-8 PM. The ratings
increased 40%, the share 37%.,
{ARB Jan. '79, Jan. '82)

ARRY SCHLEGEL, Photographer
[ARCI REITMAN, Reporter
UGENE MOORE, Soundman

NS Washington News Bureau

ARRY: “It’s impressive that the
>mpany has inade this effort with
e stations and the News Bureau to
t together a top notch operation.
hey’re really dedicated:” RUGENE:
The Bureau is sort of an enigma
ynetworks and other groups.
here is something happening at
ost-Newsweek. They can’t put
ieir finger on it” MARCI:“*We've
it good vibes” RUGENE:*:.. And
strong sense of belonging®’
[ARCI:*Like the night of the
lane crash in the Potomac. Every-
ady was totally involved. A team.
ontributing to the story”’

HARVEY
MARS
Director of
Broadcast

Operations
WESB

“*T"his station is looking out for

its community, and there is
always going to be a place for that
in local TV. When there are a
hundred channels on the television
set, they're still going to know
channel 3”

 DEBBIE
NORTON
Development
Associate
Post-Newsweek
Productions

* hat I like about Post-

Newsweek is that they're
willing totake a shot at all the new
avenues. We've got AGRONSKY
& COMPANY, CHARLIE ROSE,
mini-series and movies for TV in
developmerit. And we've got sta-
tions coming up with program-
ming. Like SONYA —the first
show in history to be originated
by a local station and sold to
cable nationally.”

RUTH
FURMAN
Marketing
Specialist
WIXT

s P@OST-NEWSWEEK

"I'm not in the business of selling
time. I'm in the business of help-
ing make other people’s businesses
grow and develop. They can talk to
me about television or newspapers
or radio or marketing strategy. | am

their resource. In large markets,
they've got all the resources, but
not in the local markets. We supply
them to agencies and clients’’

ANN
SAWYER
News Promotion
Producer

WDIV

“I like working here. Individual
contributions make a difference.
You work in a large company and
you're one of the Ettle cogs. In this
stafion, in this company,% matter
very much. What I do on a day-to-
day basis has impact on the air.

I Itkke knowing that I matter, that
the contribution I make is seen and
can make or break what happens
that day.”

AL
RODRIGUEZ
Chief
Photographer
WPLG

1

e really have two jobs here.
The station and the network.
We make a lot of national news
here in Miami and WPLG probably
feeds as much to the network as
any television station in the
country. So we all get our stories
on the network. When your work
is on national T. V. you do good.
We've got a good reputation.
We've got to keep up with it”

In 1980 and 1981, WPLG
won 32 statewide Emmies,
more than both of its leading
competitors combined. Plus
Du Pont-Columbia, Robert F.
Kennedy, Sigma Delta Chi and
UPI National Broadcast
awards for distinguished
broadcast journalism.




ELLEN
MANOWITZ
Director of
Creative Services
Post-Newsweek
Productions

“f've always been in promotion.
And [ like it. Promotion markets
what peopie are interested in.
That applies directly to program
development— for syndication,
movies, series, cable. Now, | have
the apportunity to work in program
development and take the creative
abilities | have into exciting new
areas. | don’t know that | would
have gotten that opportunity any
place else. Here, if you have an idea,
the door is open:’

LANI
BASSETT
Director

“I've been at WJXT 7% years.
I've never been anywhere
else. They took a chance on me,
gave me the opportunity to start

at the bottom and work up. |
started as a part-time camera
person and worked my way up
to director, the first female
director at the station. There
are times in the booth now
where we have an almost totally
female crew. | think that's
unique. We made history—and
now we more or less take it all
for granted’’

SHELDON
BROWN
Supervisor of
Field Production
and Chief Editor
WDIV

il

his station is a driving force

in the renaissance of Detroit...
the other stations have moved away
to the suburbs. We all have a desire
to be #1. We originate program-
ming. Sonya. The Dick Purtan
Special. We try things. I'm here to
be part of innovation, new ideas.
That’s what keeps me here’’

]
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DEAN
ROHRBAUGH
Business
Manager,

{ PNS, PNP
Washington
News Bureau

“J like the busy-ness of it here.

The stereotype of the accountants
in a business cffice isn't here at P-N.
When we badger people from time
to time about expenses, it’s because
we want the business to be profit-
able for everybody. And we want to
be creative about it. \We've got a lot
to contribute’”

The ;eople of
Post-Newsweek.
A group of
unique tndwiduals.
Committed.

Competitive.
Getting results.

AL LONG
Maintenance
Engineer

"“#The technology in here is really

mind boggling. You have to
scratch your head a little harder
and read a little harder, but every
day is a challenge because there is
something new you're gonna have
to do. There's so much growing to
do. Now we're doing television
instead of repair”

[E=ms =7
' MARY

CIVIELLO

Reporter/

New Haven

Anchor
WEFSB

11—

["here is a sense about Post

A Newsweek. The prestige, the
history, the things this company
has fought for—that this station
has fought for. They fight for prin-
ciple. That's what keeps you on
your toes every minute, every
story. You tap into everything you
have. I wouldn't blame people for
being skeptical. Because this is an
advertisement. But come and sit
in the newsroom at WFSB when
the pressure is greatest and the pro-
ducer will say, This story isn't
balanced. Have you checked?

Go back”

mm POST-NEWSWEEK
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Fifth Estate
togetherness
in Las Vegas

Gravitational pull of new
media marketplace attracts
record number of delegates
to NATPE conference; PTAR
the big issue; syndicators
threaten a rump convention

Without fanfare, the walls between media
disappeared at last week's NATPE Inter-
national conference in Las Vegas.
Whether cable was friend or foe proved a
moot point. In growing numbers, NATPE
members went to the annual meeting
already involved in both media or eager 10
be.

It wasn't NATPE leading the way this
time, as it had tried to do in New York a
year ago, when it proclaimed itself an
organization for all TV programers,
regardless of medium; it was the catching
up of reality. NATPE’s own traditional
broadcast membership is diversifying, and
cable is coming to where the program ac-
tion is.

Although the uncertain future of the
prime-time access rule was the dominant
subject on the agenda and indeed shaped
the marketplace, the subtle but clear
message from NATPE ’82 was that there is
only one programing business.

Take this year’s keynoter. Staunchly de-
lfending PTAR and advising loca! broad-
casters how to cope with the new tech-
nologies was William E Baker, president of
Group W Television, who also happens to be
chairman of Group W Satellite Communica-
tions in the cable field.

And in the marketplace, cable pro-
gramers, while still a small minority at
NATPE, were being treated more as possi-
ble partners than as outsiders.

NATPE reported another record atten-
dance this year with 3,652 paid registrants
and 5,551 participants, up slightly from
last year’s 3,616 and 5,440 totals in New
York. NATPE conference organizers
claimed to have been surprised that there
was any increase at all, having expected
that a Las Vegas meeting woulid be less at-
tended than one in the New York com-
munications capital.

The troubled state of PTAR also showed
in the marketplace, where syndicators
weren't chancing new projects on a regul-
ated slot that could be deregulated away. In
previous years, it generally has been the
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The business and the show. NATPE keynoter William F Baker, president of Group W
Television and chairman of Satellite Communications, was the lead-off hitter Saturday
(March 13), urging retention of the prime time access rule—a clarion call repeated
throughout the Las Vegas sessions (story page 50). Lucille Ball was the recipient of
NATPE's Person of the Year Award, bestowed at the close of the Iris Awards ceremonies
Sunday night (March 14) {(story page 62). The gave!-to-gavel report of NATPE's 19th annual
conference begins on page 36 and continues through page 71.

new access shows that generated the most
NATPE excitement. Without them this
year, many viewed the marketplace as less
vibrant. There also was no one hit to
emerge or surprise syndication move
shaking things up.

In addition to the flow of off-network
properties into the syndication
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marketplace, piloting trends this year
brought NATPE several shows that in-
clude soap operas, court cases and psy-
chologists who deal with “*personal prob-
lems.” Ad hoc networkers also were there
hoping to put a dent in the traditional net-
work/affiliate arrangements.

NATPE continued to phase-in its plan
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to bring distributors and others onto the
exhibition hall floor and out of the suites.
This year about 70 of the 250-odd firms
went the exhibition hall route. With dis-
tributors concentrated either in the hall or
on six floors of the Las Vegas Hilton,
buyer traffic was smoother and the typical
NATPE celevator gripes weren't raised.
Praise came from distributors who set up
shop in both locations.

At the same time, however, the NATPE-
syndicator relationship was rockier than
ever—so much so that during the con-
ference about 30 syndicators, including
most of the majors, formed their own As-
sociation of Program Distributors to exert
pressure on NATPE.

The group, led by “‘temporary” chair-
man Hal Golden, executive vice president

of marketing for Worldvision Enterprises
(which held the meeting in its suite),
plans to bring NATPE a **list of demands’’
for the 1983 conference. Common senti-
ment among the distributors involved was
that they actually are the ones paying for
NATPE conventions but don’t have
enough say in their planning, particularly
when exhibition time is scheduled. Other
distributor concerns include NATPE
costs, the growth of conventioneering in
general, and—for those intent on staying
in suites—NATPE’s plan to have a 100%
exhibition-hall format by 1984.

While the most vehement among dis-
tributors were advocating a pullout from
NATPE, and perhaps the launch of a new
syndicator-run market, the majority opted
rather for a tough stand inside the present

NATPE organization for now.

The new NATPE leadership that will be
dealing with that and other organizational
matters includes Charles Larsen, incom-
ing NATPE president from wNBC-Tv New
York, who succeeds Steve Currie from
KOIN-Tv Portland, Ore.; Stan Marinoff,
first vice president from WwISN-TV Mil-
waukee; John von Soosten, second vice
president from WNEW-Tv New York, and
Phil Corvo from KGTV(TV) San Diego who
will succeed George Back as executive
director on May 1.

NATPE will return to Las Vegas next
March 18-23 for its 1983 conference (the
20th annual). The three conferences after
that are scheduled to be held in San Fran-
cisco’s Moscone Center and NATPE has
options there for three more after that, O

ﬂ
Presidential oil for troubled media waters

Reagan appears to take back
some of the harshness from
earlier criticism, but row

over WRC-TV report continues

President Reagan, who has enjoyed a long
and passionate honeymoon with the press,
was attempting late last week to restore re-
lations to that happy state after having de-
nounced the media for sloppy and biased
reporting (see page 83). **The overwhelm-
ing majority"’ of reporters do *'a fine job,”
he said in remarks inserted into a speech
to the National Association of Manufac-
turers. ‘‘1 hope I didn’t touch a nerve.’

But a few hours later, his special assis-
tant for communications, David Gergen,
the aide regarded as most likely to have
urged the President to take the congiliato-
ry tone, was himself embroiled in a dis-
pute with reporters, this one over the
President’s criticism of a wRC-Tv Washing-
ton report of a man whose disability
benefits had been terminated.

Reagan, in an interview with the Daily
Oklahoman, had complained of a “‘con-
stant downbeat” in the reporting on the
state of the economy. He said such report-
ing could delay recovery. And he indicated
the kind of reporting that disturbed him by
asking, rhetorically, whether a story of a
jobless worker “‘in South Succotash’ was
really worthy of national attention.

But on Thursday, he invoked his own
background in his effort to repair relations
with the press. ‘‘As a former reporter, col-
umnist and commentator myself, 1 know
just how tough [a reporter’s] job can be.”’
He also invoked the memory of Thomas
lefferson. “‘I have always been, and ailways
will be, in complete agreement with
Thomas Jefferson on this subject. He said:
‘If it were left to me to decide whether we
should have a government without news-
papers, or newspapers without a govern-
ment, I should not hesitate a moment to
prefer the latter” ™’

The President had aroused the ire of the
WRC-TV news department in citing—with-
out mentioning the station’s call letters—
its coverage of a man dropped from Social
Security coverage, allegedly because of

Reagan budget cuts, as an extreme exam-
ple of ‘‘downbeat’’ reporting. The report—
in which the man (paralyzed on the left
side) was shown, along with his wife and
two children—as an extreme example of
the ‘‘downbeat reporting’’ he meant.
Reagan said that an investigation he had
ordered after seeing the report, aired on
Nov. 16, revealed that the man had been
removed from the rolls in 1980, during the
Carter administration, because he had
been found to have been holding down a
*full-time job.”

WRC-Tv's Stan Bernard attended the
White House press briefing on Thursday
and asked whether the President was
aware his account was wrong on several
particulars. For some 45 minutes, Ber-
nard, with other reporters joining in,
dueled with Gergen over the conflicting
accounts.

WRC-Tv News Director David Nuell last
week was prepared to concede that the
term ‘‘budget cuts’’ in the original report
was probably inappropriate. ‘‘We should
have said ‘program initiatives. (Nuell
and presidential assistant Mike Deaver
have exchanged a number of phone calls
and letters since the first report, and Nueli
is satisfied that all nuances of the story had
been reported in full and accurately before
the President’s Oklahoman interview).
Gergen conceded that the man involved,

Stuart Kindrick, of Fredricksburg,va., was
not removed from the rolls until October
1981, after Reagan had taken office, but
insisted it was because of legislation
passed during the Carter administration,
and after a physical examination indicated
he was qualified to work, Nuell said the
Reagan administration had accelerated a
review program despite Carter administra-
tion guidelines saying it should not begin
until January 1982. Kindrick’s benefits
were restored on March 12, after a second
examination.

WRC-TV continues to challenge the
President’s statement that Kindrick had
worked while drawing benefits. Gergen
said he did not know whether the Presi-
dent’s statement on the subject was accur-
ate or not. The closest thing to evidence
Gergen cited was an interview Kindrick
had given a Reston, Va., newspaper saying
he had worked. “‘That was in *74 and 75,
Bernard said.

Those were details, in Gergen’s view.
The principal issue, he suggested, “‘was
whether this man lost his disability under
the Reagan budget cuts” Gergen felt it
unfair that the President was being
portrayed as ‘‘Scrooge” in TV reports.

Bernard saw it differently. To him, the
point was that “‘the President was attack-
ing television news coverage as inaccurate
and using this as an example of inaccurate
reporting, and the President was inaccur-
ate himself. Now, that’s the point.” 0

Reagan'taking it back at the NAM
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COULD THIS BE THE ONE?

NAB, NCTA come to terms again on copyright language

Latest compromise omits ban

on broadcast-cable crossownership;
resale carriers to be exempt

from liability; passage by
House Judiciary Committee likely;
Justice Department may take
anti-compulsory license stand

Yet another compromise on proposed ca-
ble copyright legislation, this one
prompted by a New York court’s decision
that satellite resale carriers are not exempt
from copyright liability (see story, below),
appeared close to being reached by the Na-
tional Association of Broadcasters and the
National Cable Television Association.
With both groups finally near agreement
on the proposal, it is almost certain to be
approved by the House Judiciary Commit-
tee, set 1o review it Wednesday, March 24.

The new compromise, approved by the
NAB TV board which met in Washington
last Thursday (March 18), no longer con-
tains a provision codifying an FCC ban on
local broadcast-cable crossownership, as
did a previous proposal (BROADCASTING.
March 15). Instead, there is an agreement
from NAB not to oppose efforts by NCTA
to secure an amendment to exempt resale
carriers from liability.

Representative Robert W. Kastenmeier
(D-Wis.), who chairs the copyright sub-
committee, had tried to include protection
for resale carriers in his bill (H.R. 33560),
by giving carriers new permission to
substitute separately licensed programs for
those a majority of the cable systems they
serve would be prohibited from carrying
by syndicated exclusivity provisions in the
bill. The New York court’s decision, how-
ever, addressed a different part of
copyright law by deciding that resale car-
riers are not ‘‘common carriers’’ and
unless that part of the law is addressed, the
compulsory license, at the heart of cable
copyright law, could be dismantled.

In addition to the resale carrier amend-
ment, NAB and NCTA agreed 1o new pro-
visions on carriage of stations that include
some subscription services in their pro-
graming. As in the previous compromise,
systems with more than 12 channels
would have to carry a local broadcast signal
unless its programing is ‘‘predominantly,”
(more than 50%) subscription. Unlike the
previous compromise, systems with 12 or
fewer channels would not have to carry a
station airing some subscription program-
ing unless that station is the only aftiliate
of one of the three major networks in its
market.

The NAB advanced that STV proposal,
which appears to discriminate against local
independent stations, after the NCTA re-
jected two previous offers, one that would
have required all cable systems to carry all
local stations not predominantly STV and
a second to require systems with 12 or
fewer channels to carry stations that in-
clude not more than 20% of subscription

programing in their broadcast schedules.
Bill Schwartz, president of Cox Broadcast-
ing in Atlanta, is said to have advanced the
final STV proposal. CBS is thought to have
cast the only vote against the proposal.

A new provision would prohibit the
FCC from requiring a saturated cable
system to drop a channel filled with made-
for-cable programing in order to make
room for a new local broadcast signal. If
after review the FCC required the system
to carry the new signal, it could make
room for it by dropping another local
broadcaster, which until then had been
protected by must-carry law.

The other provisions in the compromise
are basically the same as those considered
in the previous proposal.

In an agreement separate from the basic
compromise, NAB and NCTA have agreed
to try to eliminate language from the bill
that would prohibit the FCC from ever re-
quiring cable systems to carry ‘‘any other
audio or video services,’ a provision to
which ABC has been staunchly opposed.

Last week’s decision in the New York
satellite resale case may have strengthened
NAB's bargaining position on the
copyright compromise, but it did not do so
unaided. The Justice Department con-
firmed last Thursday that it may oppose
the legislation and the compulsory license
in a letter to Judiciary Committee Chair-
man Peter Rodino (D-N.J.).

Few predict that a letter from the Justice
Department will derail legislation in the
House, but lobbyists are less certain of the
effect it could have in the Republican-con-
trolled Senate, where both the Judiciary
and Commerce Committees will have to
review the legislation, as they must in the
House.

The NCTA board will vote on whether
10 accept the new compromise today
{March 22) and predictions are that it will
accept it. *'[t's a reasonable proposal.’’ said
an NCTA staff member who by last Friday
had contacted several members of the
board and found, so far, *‘'unanimous con-
sent.”

A unanimous vote is not, however, what
the NAB had in approving the proposal. Of
10 TV directors attending its Thursday
meeting, four voted against the proposal,
citing the resale carrier amendment as
their reason for doing so. Those directors
were Donald Wear, vice president, CBS
Washington; Don Curran, president, Field
Communications, San Francisco; William
Dilday, general manager, WLBT-TV
Jackson, Miss., and Robert King, senior
vice presideni, Capital Cities Communica-
tions in Philadelphia.

According to members of the TV board,
Kastenmeier has been kept advised of
changes in the compromise and remains
prepared to introduce it as an amendment
to his bill on Wednesday. |

Judge’s ruling in Eastern Microwave
case muddies copyright waters

Distributor of WOR-TV New York
is held liable for copyright;
decision is in direct opposition
to that in United Video case

A federal judge in Syracuse, N.Y., has
thrown one more variable into the in-
creasingly complex copyright equation that
cable, broadcast and programing interests
are trying to solve. Judge Neal P McCurn
ruled March 12 that Eastern Microwave
Inc. (EM1), which distributes woOR-TV
New York to more than 600 cable systems
(3.5 million homes) via satellite and
microwave networks, and, by extension,
other such carriers—notably Southern
Satellite Systems {(wTBs{TV] Atlanta) and
United Video (WGN-Tv Chicago) —are lia-
ble for copyright payments to the pro-
ducers or suppliers of the programing they
carry.

The ruling is in direct conflict with one
handed down by a Chicago district court
last October. In that case WGN-TV asked the
court to stop United Video from stripping
its teletext service from the vertical blank-
ing interval and replacing it with a text ser-
vice of its own before transmitting it. The
court dismissed WGN-TV’s complaint and,
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in so doing, confirmed that United Video
had no copyright obligations.

The decision raises the prospect of pro-
gramers being compensated three times
for product they sell to *‘superstations™ —
once by the station, once by the carrier
that distributes the station’s signal to cable
systems and once by the cable systems
through their compulsery license pay-
ments.

Although lawyers and lobbyists in
Washington were still trying to figure out
the ruling’s implications last week, it has
apparently already had an impact on the
new cable copyright legislation (H.R.
3560) now being considered by the House
Judiciary subcommittee charged with
copyright. Concerned that cable operators
might be deprived of distant signals
delivered by the carriers, the National Ca-
ble Television Association last week made
further concessions on the legislation in
exchange for help from the National Asso-
ciation of Broadcasters in inserting
language in the legislation that would
make carriers clearly immune from
copyright liability (see story, above).

EMTI's troubles began a year ago this
week when it began receiving letters and
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telegrams from Doubleday Sports Inc.,
owner of the New York Mets baseball
team. Doubleday, which sells the Mets’
television rights to WOR-Tv, was asserting
its copyright over the games and objecting
to EMI retransmission of them. Instead of
pre-empting the games, EMI asked the
Syracuse court last April to declare that,
under the copyright law, it was not infring-
ing on Doubleday’s copyright interest and
that it was free to retransmit the games.

To violate someone’s copyright, EMI
argued, there has to be a “‘public perfor-
mance”’ of the copyrighted material and
its retransmission of Mets games to cable
headends was surely not a public perfor-
mance. It also contended that it was im-
mune from copyright liability under the
carrier exemption of the Copyright Act of
1976. That provision says that a
retransmission is not an infringement if
the carrier has no direct or indirect control
over the content or selection of the signal
and if the carrier’s activities consist only of
providing ‘‘wires, cables or other com-
munications channels for the use of
others”’ The court ruled that neither of
EMI’s arguments was ‘“‘availing.”

In rejecting EMI’s public-performance
argument, the court said EMI’s definition
of the “‘public’ as cable subscribers was
too narrow. ‘‘Had Congress intended the
‘public’ to be limited to members of the
viewing public, it could easily have limited
the definition ... In the absence of such
intention on the part of Congress, this
court is not willing to narrow this defini-
tion. EMI's CATV customers are them-
selves members of the public.”

(The Syracuse court was in sharp dis-
agreement with the Chicago court on the
public-performance question. It’s true that
without United Video, cable systems
would not be able to offer wWGN-TV to their
subscribers, the Chicago court ruled, but
United Video ‘‘is only an intermediary in
the distribution chain. The retail distribu-
tors, the cable television systems, pay
royalties because they distribute to the
public.”)

Judge McCurn agreed with part of
EMI's argument that it was not liable
under the carrier exemption. He accepted
EMI’s contention that it had no control
over the content of WOR-Tv, but rejected
the claim that it had no control over the
station’s selection. The court noted that
EMI conducted a survey to determine the
“‘marketability”’ of WOR-Tv and that when
it could come up with only one satellite
transponder, it decided to carry WOR-TV in-
stead of wsBK-Tv Boston. EMI’s argument
that the only reason it selected WOR-TV was
its inability to retransmit every station in
the country, the court said simply, is
“‘without merit.”" EMI also selects the ca-
ble systems that receive the WOR-TV signal,
the court added.

Even if EMI did not control the selec-
tion of its signal or the recipients of that
signal, the court said, ‘‘this exception
would still not be available’ because its
transmission facilities are not available for
use by others. The facilities are “‘used ex-

clusively to make available the product
{EMI] is marketing, WOR-TV."

According to Jim Fitzpatrick, a Wash-
ington attorney for Doubleday, the deci-
sion “‘will help sports and other suppliers
to control the distribution of our program-
ing and permit us to deal with the satellite
carrier in the same way we do with the
broadcasters—across the bargaining ta-
ble.’ Assuming the decision survives ap-
peals, Fitzpatrick.conceded that pro-
gramers would be getting paid twice by the
cable industry, but he said ' ‘the compulso-
ry license is an anachronism, totally inade-
quate to compensate sports.” Doubleday
has already claimed general damages, he
said, and now can ask for specific
damages.

A spokesman for the Motion Picture
Association of America said the decision
“‘certainly undermines the fiction that
these guys are common carriers . . . If the
initial decision stands, each resale carrier
would be liable for actual or statutory
damages of between $250 and $10,000 for
each infringement. Even if Congress
amends the law to exempt resale carriers
from liability, it cannot make the amend-
ment retroactive so carriers could be sued
for every infringement during the last

three years under the statute of limita-
tions.”

Although EMI is expected to appeal the
decision, Bob Miron, the company’s ex-
ecutive vice president, said last Thursday
the company hasn’t made up its mind on
what to do. Bob Ross, an attorney repre-
senting superstation WTBS Atlanta on
copyright matters, said EMI has to appeal.
He called the decision ‘‘totally bizarre™
and said that it “*nullified distant signal
carriage.”’ David Silverman, an attorney
for United Video, agreed. The decision
“‘emasculates” the cable provision of the
cable copyright law. The ruling **says that
you can have any signals you want, but try
to get them,” he said.

The conflict between the two district
courts can be resolved by either the Con-
gress or the courts. The wGN-United
Video case has already been appealed and
the EMI case probably will be. If the ap-
peals court upholds the lower courts in
each case and the conflict remains, the
Supreme Court would probably be asked
to resolve it. There is also the strong
possibility that the NCTA-NAB amend-
ment clarifying the carrier exemption in
the law might be passed into law, render-
ing the court decision moot. o
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ABC commits to additional
prime time commercials

Starting next fall network will
begin three-step phase-in of
18-19 30-second prime time spots

ABC-TV notified its affiliates last week
that it intends to proceed with its plan to
create 18 or 19 new 30-second prime time
commercial positions a week, but will do
so in three stages, over a period of a year.

Word that the network had decided to go
ahead with a plan most of them didn’t
want was given to the affiliates Thursday
morning in a closed-circuit message by
John Severino, president of ABC Televi-
sion, and James Duffy, ABC-TV network
president.

Severino and Duffy said seven 30-sec-
ond spots for network sale and two for
affiliate sale would be added at the start of
the new season next fall, with three more
for the network and one more for the affili-
ates to be added in April 1983 and ‘‘a max-
imum”’ of four or five more for the net-
work, plus one more for the affiliates, to
complete the expansion in the fall of 1983.

All new 30’s for affiliates will be posi-
tioned in station breaks. When the plan is
fully implemented, it is expected to add an
average of about two 30’s per night for
network sale, inserted in programs that do
not already carry more than a ‘‘normal™
load.

Officials of CBS said that for competitive
reasons they felt compelied to adopt a
similar plan. Officials of NBC said they
didn’t.

Tony Malara, CBS-TV vice president
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and general manager, said ‘‘the challenge
for us is to be as creative as we can’’ in set-
ting up a plan. **I'm nervous about losing
$0 many program promos [to make room
for the extra commercial time],” he ad-
ded, “‘but I’'m sure it will work.”

An NBC spokesman, noting that NBC
all along has felt the ABC plan was “‘a
lousy idea,” said that the four extra 30’s to
be awarded ABC affiliates merely ‘‘brings
them up to parity with the amount cur-
rently received by NBC affiliates.”” Accord-
ingly, the spokesman said, ““NBC has no
present plans to make any changes in its
prime-time commercial format.”

The chief opposition to the plan, first
disclosed almost two months ago (BROAD-
CASTING, Feb. 1), has been on the ground
that it would take millions of dollars out of
the spot advertising market and put them
into network revenues. Leaders of the Sta-
tion Representatives Association have
estimated that if ABC put its plan into
effect and the other networks followed
suit—as almost everybody assumes they
will —the loss in spot dollars could reach or
exceed $150 million a year, almost 5% of
national and regional spot's current annual
total.

Critics of the plan also contended that
the extra commercials would antagonize
viewers, open up the old “‘clutter’ argu-
ment and, with cable moving into the ad-
vertising market, would not be smart busi-
ness.

ABC argued that the plan was necessary
1o help offset sharply rising costs. In the
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convention in Dallas, April 4-7.

Guiding hands. The National Association of Broadcasters has appointed a futures com-
mittee to plot the course of the association's immediate future. Named co-chairmen were
radio board Chairman Cullie M. Tarleton, senior vice president, radio, at Jefferson-Pilot
Broadcasting Co. and TV board Chairman Mark Smith, vice president, general manager,
KLas-Tv Las Vegas. Radio members are Dean Sorenson, president, KCcR(am-KNEY(FM) Pierre,
$.D.; Martin F Beck, president, Beck-Ross Communications Inc., Rockville Center, N.Y, and
Walter Rubens, KOBE(AMI-KOPE(FM) Las Cruces, N.M. TV members are William M. Dunaway,
general manager, wxex-v Richmond, Va, and Don Curran, president, Field Communica-
tions, San Francisco. The committee is expected to meet for the first time at NAB's annual

message to affiliates last Thursday, ABC
also said that putting the plan into effect in
three stages—the only modification of the
original plan—would allow the
marketplace to adjust to it more smoothly.

ABC also reiterated that the plan would
not violate either its own commercial-time
standards or those imposed by the Na-
tional Association of Broadcasters code
(before the code was suspended earlier
this month). Most of the new commercial
time, ABC officials said, will come out of
time now devoted to program promos.

Stations have opposed the plan for es-
sentially the same reasons that station reps
do—a fear that it will cut seriously into
their more lucrative spot sales.

Ward Huey of wraa-Tv Dallas, chair-
man of the ABC-TV affiliates board, was
vacationing last week and could not be
reached immediately for comment. Well-
placed sources within the affiliates board
have indicated, however, that a poll of
ABC affiliates found 90% or more against
the plan.

The American Association of Advertis-
ing Agencies’ committee on networks and
programing also has been concerned about
it, particularly its potential effect on
viewers’ perception of ‘‘clutter’” Jack Ot-
ter of SSC&B, chairman of the committee,
said late last week he planned to confer
with other members about ABC’s deci-
sicn. But he seemed fatalistic. *“If they’ve
decided to do it,”" he said, *‘I guess they’ll
do it ()

Unusual cable
proposal in
Sacramento

Cablevision offers basic system
with HBO and interactive
videotext capability; other
bidders: Warner Amex, United-
Tribune and Maclean-Hunter

Once again Chuck Dolan has reached into
his bag of cable franchising tricks to come
up with what he hopes will prove to be the
most attractive bid to the powers that be in
Sacramento, Calif.

Four cable companies met the March 15
deadline for proposals to wire Sacramento,
including Cablevision, Warner Amex,
Toronto-based Maclean-Hunter Cable and
United-Tribune, a joint venture between
United Cable and Tribune Company Ca-
ble.

But Cablevision’s was by far the most
unusual —if not controversial—bid. It pro-
posed a no-option basic service package
comprising HBO and an alphanumeric
keyboard for accessing pages of videotext
that could also interact with any other
keyboard on line within the system. The
proposed cost of the basic package is
$19.50 and the basic subscriber could
decline neither the HBO service nor the
keyboard, currently being developed by
Jerrold Electronics, to reduce the cost of
the package. The Jerrold keyboards are ex-
pected to be on line by November 1983,

Cablevision also is offering one less-
than-basic package, with a $4.50 price tag
and comprising 34 retransmitted and local
television channels. To qualify, a subscri-
ber would have to be receiving some form
of public assistance such as welfare, ac-
cording to a Cablevision spokesman. A
Sacramento county official said there are
approximately 82,000 recipients of public
assistance in the county. The proposed
franchise area has more than 300,000
homes and applicants were required to pro-
ject a growth of 10,000 homes per year in
preparing their bids.

Dolan has predicted that should his
company succeed in winning the |35-year
franchise, it would achieve 50% basic
penetration by the fifth year when, he
said, the Sacramento system would be-
come the largest interconnected system in
the world.

Dolan defended the costly, no-option
basic package by saying: “‘Given the ex-
plosive growth of computer technology, we
feel that the inclusion of computer ser-
vices as part of the basic cable service is
inevitable.””

Reaction to the bid from the competi-
tion was skeptical, with some questioning
Dolan’s ability to successfully market the
basic package, and the ability or desire of
potential subscribers to pay such a steep
price for it. One source suggested that
Dolan may have misread the viewing and
service wants of the county because the 73
local investors in the Cablevision venture
are among the wealthiest residents of
Sacramento.

A spokesman for the Maclean-Hunter-
backed group said that its proposal, and
perhaps the other two as well, offered all of
the services being offered by Cablevi-
sion in its basic package, but as options,
not must-takes.

The Cablevision system would cost
about $224 million to build. The New
York-based investment banking firm of
Drexel Burnham Lambert is putting up
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$80 million of that, $40 million in equity
interest and $40 million in subordinated
long-term debt. Various banks would put
up $60 million in senior bank debt.

Both the Cablevision and Maclean-
Hunter systems would have a total capacity
of 240 video channels, 120 each for resi-
dential and institutional use.

The Maclean-Hunter company, known
as Greater Sacramento County Cable Inc.,
has proposed a three-tiered basic service:
tier one would cost $2.75 per month; and
provide 42 channels; tier two would cost
$5.50 and have an additional 22 channels,
and tier three, priced at $6.95 would pro-
vide 32 more channels. Eleven pay options
would be offered at $6.95 per month each.

Warner Amex has proposed a dual 440-
mhz residential system with a capacity of
118 channels, 24 of which would be held
for future use as required by the request
for proposal. The company has also pro-
posed an institutional cable with a capacity
of about 60 channels. The basic package
would provide 36 channels for $2.50 per
month. An enhanced-basic package com-
prising 80 channels would be available for
$4.95. For an additional $5.95 per month,
a subscriber could obtain 14 Qube chan-
nels (two-way interactive). Warner would
offer 13 pay services, ranging in price from
$4.95 per month to $8.95 per month.

Consultants for the city will review the
four bids for about three months, after
which joint hearings will be held before
the Sacramento city council and the
Sacramento county board of supervisors.
Indications are that a final decision will
come by August or September of this year.
And, while the county and city governing
bodies will review the proposals together,
they will vote separateily, meaning that the
county could select one company and the
city another. Estimates are that the city of
Sacramento accounts for between 35% and
40% of the population of the county. O

$2-billion NFL
contract expected
this week

Five-year pact with three
networks to be unveiled
at owners meeting in Phoenix

Official word is expected to come this week
on the most expensive contract in sports
history, calling for the payment by the
three television networks of about $2
billion over five years for the telecasting of
National Football League games, starting
next fall.

Neither the three ielevision networks
nor the NFL would say officially that an
agreement has been reached, but several
network sources said the pact is in place
and they expect the NFL to announce the
transaction during the annual meeting of
club owners in Phoenix, starting today
(March 22).

The first word that an NFL agreement
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had been reached came several weeks ago
when Ed Garvey, executive director of the
National Football League Players Associ-
ation, revealed that the five-year $2-billion
pact had been negotiated by the league and
the networks (BROADCASTING, March 8).
At that time both the networks and the
NFL denied that an agreement was in
place but acknowledged that the negotia-
tions were in final stages and could take a
few days to a month.

The NFL would not confirm last week
that an accord has been reached. A spokes-
man insisted that negotiations are continu-
ing but acknowledged that ‘*an agreement
could come at any time.”” He said the foot-
ball contract is not on the official agenda of
the annual meeting but agreed that the
subject would come up.

Sources at the networks would not
divulge their rights figures but indications
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are that ABC and NBC each would pay
more than $600 million and CBS, more
than $700 million. One source said a
published report placing CBS’s rights
figure at $800 million is *‘much too high.”

The $2-billion pact would dwarf the esti-
mated $640 million paid by the networks
under the four-year contract that expired
at the end of the 1981 season. To compen-
sate for the highly increased costs, sources
said the NFL is “‘sweetening the pot” by
permitting the networks to carry an addi-
tional minute per game, bringing the total
to 24 per contest. Networks also consider a
five-year contract to be a plus, giving them
an additional year to plan their costs.

For the first time, ABC will obtain rights
to the Super Bowl in one of the five years.
Sources said NBC will handie the Super
Bowl in 1983 and 1986; CBS in 1984 and
1987 and ABC in 1985.

FTC’s ‘unfairness’ actions at issue

Reauthorization hearing
concentrates on whether
commission should have
less discretion over ads;
AAF, AAAA, ANA ask for
First Amendment protection
for commercial speech

The Federal Trade Commission’s ‘‘unfair-
ness’' standard dominated discussion last
week at a two-day FTC reauthorization
hearing (March 18-19) before the Senate
Commerce Committee. Advertising trade
associations and FTC Chairman James
Miller advocated amending the current
standard in Section Five of the Federal
Trade Commission Act that makes unfair
and deceptive advertising and trade prac-
tices unlawful.

Miller said the present standard is too
broad and needs definition. The agency’s
deceptive advertising and trade practices
standard (also in Section Five), Milter ad-
ded, also needs clarification.

Three advertising associations—the
American Advertising Federation, the
American Association of Advertising
Agencies and the Association of National
Advertisers —jointly asked that the exist-
ing temporary moratorium on the use of
the unfairness standard in rulemakings
concerned with commercial advertising be
made permanent. They called for legis-
lation that would exempt commercial
speech or advertising from it, claiming pro-
tection under the First Amendment.

The advertisers complained that in the
past the FTC has ‘‘overstepped” its boun-
daries in interpreting its responsibilities
under the law. Additionally, they charged
that the ‘‘standard operates as an effective,
chilling, prior restraint on inventiveness
and innovation. . .. Advertising must have
freedom and elbow room to do its legiti-
mate job and our proposal does no more
than preserve the liberty which advertisers
enjoyed until the commission’s recent un-
fairness initiative.”

Miller listed three elements he thought

should be used in determining unfairness:

O ““Consumer injury should be sub-
stantial. The substantial injury should in-
volve objective harm rather than subjec-
tive forms of harm such as social taste.”

0O *“The injury from the alleged unfair
act or practice should outweigh its benefits
and take into account costs and effective-
ness of possible remedies.”

O “The harm must be one which con-
sumers could not reasonably have
avoided.”

(Two Senate bills now under considera-
tion address the unfairness issue. The Mc-
Clure-Melcher bill [S. 1984], introduced by
Senators James McClure [R-Idahol]
and John Melcher [D-Mont.l, basically
defines unfairness as ‘‘those acts which
cause substantial consumer injury which
clearly outweighs the benefits derived
from the activity’’ The other bill [S. 22211,
introduced by Senator Howard Cannon
[D-Nev.], basically would eliminate un-
fairness as a basis for commission case-by-
case adjudication relating to commercial
advertising.)

Miller also commented on the FTC's
deceptive advertising and trade practices
standard. He recommended that deception
be measured by “*whether reasonabile con-
sumers are likely to be deceived, not by
whether any consumers might be
deceived.”” He emphasized the importance
of pursuing *‘statements or representa-
tions of fact, not of opinion.” The chair-
man also spoke in favor of legislative veto
over the FTC, although he noted his
fellow commissioners do not all agree.

Other issues Miller discussed included a
procedural change in the agency’s cease
and desist orders. Currently firms may
continue practices the FTC has ruled
unlawful until the entire review and ap-
peals process is completed. Miller said he
favored amending the act so that a court-
ordered stay, rather than a petition for
review, could delay compliance. Also,
Miller favors eliminating the commis-
sion’s public participation funding pro-
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gram, which provides financial assistance
for interested groups to participate in
rulemakings. The McClure-Melcher bill
suggests the same proposal. Miller pro-
posed a three-year reauthorization of the
agency with no less than $60.8 million for
the 1983 fiscal year, $55.1 million for FY
1984 and $54.6 million for FY 1985. FTC
reauthorization is due this fall.

Although Miller advocated reduction of
agency authority in the consumer protec-
tion area, he feels that the agency’s anti-
trust authority should remain intact. Com-
mittee Chairman Bob Packwood (R-Ore.)
and Senator Robert Kasten (R-Wis.) both
voiced strong objections to any attempts at
limiting the agency’s antitrust authority.
(The Cannon bill would define the agen-
cy's antitrust authority.)

Miller reiterated his strong opposition to
any amendment ‘“‘exempting professional
groups from FTC enforcement of the anti-
trust and consumer protection laws of this
country.”” (The McClure-Melcher bill
would exempt state-regulated professions
from FTC authority.) Kasten asked Miller
if the FTC does not duplicate state
reguiatory actions. Miller responded that
the commission doés not want to regulate
such professions, but that state agencies
don’t always address such activities as.
price fixing. |

Canada chooses
first licensees
for pay TV

Six firms can now negotiate
to provide programing via any
medium; content rules included

Pay television is coming to Canada at long
last. The Canadian Radio-Television and
Telecommunications Commission last
Thursday (March 18) announced the
selection of six licensees, who are in turn
empowered to negotiate with exhibitors to
provide pay service.

The licensing arrangement does not
restrict the licensee to any one medium—
cable or over-the-air STV, for example—
although Canadian cable operators have
been lobbying hard for the start of such
service. Taking what CRTC Chairman
John Meisel styled a *‘light-handed™ ap-
proach to regulation, the licensee does not
regulate pay fees, although there are vari-
ous strictures concerning Canadian con-
tent.

Only two of the six companies are
licensed to provide national service—First
Choice Canadian Communications Corp.
and Lively Arts Marketbuilders Inc.; the
former to provide ‘“‘general interest’’ pro-
graming, the latter a “*specialty’’ cultural
service.

Three regional general interest services
were licensed— Alberta Independent Pay
Television, Ontario Independent Pay
Television and Starchannel Services Ltd.
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The Alberta company is owned by Allarco
Broadcasting, which also holds 46% of the
stock of the Ontario firm. A sixth regional
licensee, to operate in British Columbia, is
Worldview Enterprises Lid.—licensed to
provide a multilingual service. The CRTC
also indicated that the grant of these half-
dozen licenses doesn’t preclude others.
The Canadian content rules imposed on
the four general interest services require
that in the first year, 30% of program time
be devoted to Canadian product, a level
that is to rise 10 50% by the fifth year of
operation. Moreover, 60% of their budgets
must be spent on Canadian product.
Regulations differ for the other two.

First Choice, in applying for the license,
had proposed separate English and French
language services, delivered by satellite,
and each to be wholesaled to cable opera-
tors at $7.50 per subscriber. The firm had
also said it would provide 50% Canadian
content from the start. The CRTC’s
*‘light-handed’” approach, however, leaves
the licensee free to alter those plans, as
long as the regulations on content are
satisfied.

Colin Watson, president of Canada's
largest cable MSO, Rogers Cablesysiems,
said “‘we’re delighted we’re getting on
with it,”" and expressed his satisfaction that
in granting several licenses, albeit some
regional, the commission created a com-
petitive market ‘‘that gives us room to
negotiate.”’

Watson said he has no regrets that the
applicant backed by a consortium of
Canadian MSO’s including Rogers wasn’t
selected. (The CRTC, in selecting First
Choice, passed over national applicants
with connections to MSO’s, producers o
other distributors.) O

Senate passes bill making it
illegal to identify agents

Journalists could be found
guilty even for using some
material already made publi¢

A strongly worded bill that would make it
illegal to disclose the identities of covert
U.S. agents passed the Senate last Thurs-
day (March 18). Despite vehement pro-
tests from print and broadcast journalists,
the Senate rejected a narrow version of the
bill in favor of one—similar to that already
passed by the House—that its opponents
say could seriously limit the ability
of journalists 10 expose wrongdoing in the
U S. intelligence community.

The bill (S. 391) would permit severe
criminal penalties for disclosure of the
identity of a covert agent, even if that
identity had previously been a matter of
public record. It has been condemned by
journalists and constitutional scholars as
the ‘“‘clearest violation of the First
Amendment attempted by Congress in
this era.”

Under the narrow version of the bill,
which both House and Senate rejected
over the recommendations of their Judici-
ary Commitiees, a reporter could not be
found guilty of a crime unless the dis-
closure of an agent had been made *‘in the
course of an effort to identify and expose
covert agents with the intent to impair or
impede the foreign intelligence activities
of the U.S.” The bill as passed included an
amendment sponsored by Senators John
H. Chafee (R-R.1.} and Henry M. Jackson
(D-Wash.) that would make disclosure a
crime if done with the purpose of identify-

ing and exposing covert agents ‘‘with
reason to believe that such activities
would™’ impair U S. foreign intelligence ac-
tivities.

Supporters of the Chafee amendment,
which restored the bill to the form in
which it was originally introduced, argued
that the intent standard in the rejected ver-
sion of the bill would have been impossi-
ble to prove in court. The Reagan adminis-
tration and the Central Intelligence Agen-
cy favored the Chafee version of the bill
and are said to have lobbied fiercely for it.

Those who opposed Chafee maintained
his version would flatly violate the First
Amendment, but that if it survived consti-
tutional muster, could result in the crimi-
nal prosecution of journalists for mere
negligence. The Supreme Court has never
upheld *‘a statute in the First Amendment
area where the only criminal intent re-
quired was a ‘reason to believe’ standard.”
said Senator Patrick Leahy (D-Vt.).

In spite of vigorous debate against the
reason-to-believe standard and an attempt
al compromise by Senators Slade Gorton
(R-Ala.) and Bill Bradley (D-N.J)), the
Senate stunned reporiers watching from
the gallery by passing Chafee’s amend-
ment with a broad margin of support—the
vote was 55-39.

Opponents of the bill argued that it will
not only have a ‘‘chilling effect”™ on a
vigorous free press, but that it could set a
dangerous precedent in constitutional law,
if it survives judicial review.

**This appears to be the first time a law
has passed to criminalize the disclosure of

Cable talk. Last Thursday's International Radio and Television
Society “Newsmaker” lunch drew the largest paid crowd in the histo-
ry of the event— 1,154 people —to New York's Waldort Astoria to hear
six cable luminaries discuss the future of their industry. At left, front
row (I-r): speakers Mike Weinblatt, president, Showtime; Kay
Koplovitz, president, USA Network; Ted Turner, president, Turner
Broadcasting System, and panel moderator, Ave Butensky, IRTS
president. Dais guests seated behind them {-r) were Carl Weinstein
{obscured), president, Eastman Cable Rep; Thomas Rogeburg, vice
president, Christian Broadcasting Network; Mike Michaelson,
(obscured), C-SPAN; John Lack, vice president, Warner Amex
Satellite-Entertainment Corp.. and Bob Johnson, president, Black En-
tertainment Network. In picture at right, front row: Jack Schneider,
president, Warner Amex Satellite Entertainment; James Heyworth,
president, Home Box Office, and Chet Simmons, president, Entertain-

ment and Sports Programing Network, all speakers. Behind them (-
1): Gustave Hauser, chairman, Warner Amex Cable Communications;
Ken Gorman, president, Viacom Enterprises, and John Goddard.
president, Viacom Cable.

Asked to name cable’s major coming attractions, Weinblatt cited

“Innovative ... original programing,” Koplovitz “hard data,’ Heyworth
"diversity" and Simmons "pay-per-view sports," while Turner sug-
gested that aside from “half-way successful narrowcasting” there
won't be major changes in basic entertainment forms, and Schneider
called it impossible to “pick three formats" from the “interesting,
volatile, scary" sorting out process.

Turner, still, drew the most rapt attention when the questions posed
gave him the chance to elaborate on his various plans "to hasten the
death of the (commercial) networks," a discourse he called "beating
a dead horse.”
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information that's already been
published,” said Steve Nevas, First
Amendment counsel to the National As-
sociation of Broadcasters, who said the
effect of the agent identities law “‘goes
right down to every local radio and TV sta-
tion"" and ‘‘every journalist who is serious
about his work.”

As passed, the bill would permit crimi-
nal penalties of up to $15,000 and/or three
years’ imprisonment for private citizens
who disclose the identity of a covert agent.
Government employes with access to
classified documents could be liable for
penalties of up to $50,000 and/or 10
years’ imprisonment, the steeper penalties

meant to punish the violation of a special
trust invested in government employes.
The NAB joined the Society of Profes-
sional Journalists, Sigma Delta Chi, the
American Newspaper Publishers Associ-
ation, the National Newspapers Associ-
ation and the Association of American
Publishers in urging passage of the narrow
version of S. 391, arguing with major news
organization that it would not violate the
constitution while the Chafee version
would. The Radio-Television News Direc-
tors Association, however, opposed both
versions of the bill, arguing that any
prohibition on the distribution of already
public information is unconstitutional. O

Television’s latest high-flyers

As of April 1, Westar IV and
Satcom IV will be operational;
just who all the occupants will be,
however, remains to be seen

April Fool’s Day is not the most aus-
picious occasion to mark important
milestones, but it will be one for the
satellite industry. On April 1, Western
Union’s Westar IV and RCA
Americom’s Satcom IV will be fully and
officially operational, providing service to
a host of video, audio and data customers.

The 24-transponder Satcom IV was
launched from Cape Canaveral, Fla., Jan.
15 and shortly thereafter took its place in
the geostationary arc at 83 degrees west
longitude. Westar [V, which also carries 24
transponders, blasted off from the Cape
Feb. 25. It was tested at 79 degrees west
and was scheduled to move last week to 99
degrees west where it will replace the 12-
transponder Westar 1, the aging satellite that
currently occupies that position.

Like Satcom III-R, Satcom IV is in-
tended to become a vehicle for distribut-
ing video programing, mostly for the cable
industry. Eight customers RCA had tem-
porarily assigned to leased transponders
on AT&T’s Comstar's I/1] in the wake of
Satcom 11I'’s loss in December 1979 have
already shifted to the new satellite, Who
joins them there depends primarily on the
action of the FCC. RCA has reserved two
transponders for occasional video users
and back-up, but it would like to assign the
remaining 14 to full-time customers. It has
sold two transponders (to CBS) and re-
portedly three others, contingent on the
FCC’s finding transponder sales legal (see
story, page 74A). It had awarded another
seven last November at a highly publicized
auction in New York. The FCC, however,
subsequently ruled that the auction was
discriminatory —a violation of the com-
mon carrier rules—and threw out the
seven assignments. RCA has come back
with an alternative plan to award transpon-
ders to the first seven or possibly nine
companies that come to it with a check for
$13 million in hand. The FCC is expected
to rule on the validity of that scheme this
Thursday.

Western Union is molding Westar 1V
into a video bird to mimic its RCA coun-
terpart. It is aggregating several of its cur-
rent video customers on Westar I and
Westar [II on the new satellite along with
Westinghouse Broadcasting, which has
bought five transponders for the ABC/
Westinghouse Satellite News Channels. In
addition, two of the current customers
moving over from other Westars are pick-
ing up additional transponders. With its
lease with Reuters fast running out on Sat-
com I1I-R, SIN Inc. has been assigned
another spot for distribution of its GalaVi-
sion pay cable service. And Wold Com-
munications has been given a second
transponder to provide service to its many
resale customers. Much to some of the
video customers’ chagrin, not all the

transponders on the satellite have been
assigned to video users. American
Satellite Co. has exercised its right to 20%
of the entire transponder capacity of the
Westar system and taken two Spots on
Westar [V. Equatorial Communications,
which has purchased the rights to two
transponders on the Westar system, will
use half of one transponder to get its data
communication business off the ground.
And one transponder will carry audio ser-
vices, including those of National Public
Radio, Mutual Broadcasting System and
Muzak.

The transponder purchases of
Westinghouse and Equatorial are subject
to the same proceeding at the FCC as the
RCA sales.

The Satcom 1V line-up currently in-
cludes the Entertainment and Sports Pro-
graming Network, which leases time to
Rainbow Programing Services for Bravo;
National Christian Network, which leases
it evening hours to Rainbow for the
Escapade/Channel; SIN Inc.; Warner
Amex Satellite Entertainment Corp.;
Showtime; Trinity Broadcasting; Home
Box Office, and American Medical Build-
ings.

The Westar customers: Hughes Televi-
sion Network; Bonneville Satellite; SIN
Inc. {three transponders, including one it
leases through Intelsat); Equatorial Com-
munications; Westinghouse Broadcasting
(five transponders); Wold Communica-
tions (two transponders); American
Satellite (two transponders); Public Broad-
casting Service (four transponders}; ABC,
and Southern Satellite Systems’s Satellite
Program Network. O

L
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Ground work. CBS Radio and Scientific-Atlantic finalized agreement calling for construc-
tion and distribution of digital earth stations to CBS Radio Network affiliates. Upwards of
600 affiliates are expected to take the $10.000 dishés, which would net S-A $6 million.
Richard M. Brescia, senior vice president, CBS Radio Networks, said: “Our lengthv negotia-
tions with Scientific-Atlanta have produced a system that provides fiexibility for our affili-
ates to address the programing and operations challenges they will be facing in the 80's
and beyond! Seated {I-r): Raiph E. Green, vice president. CBS Radio: Robert L. Hosking,
president, CBS Radio, and Harry Topliss Ji, senior vice president, finance, Scientific-Atlan-
ta. Standing (I-r}: Dr. Alan L. McBride, product line manager, digital audio, Scientific-Atlanta;
Brescia; Peter W. Keegan, VP finance, CBS Radio, Burke Archer, attorney, Scientific-Atlanta,
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A new direction that offers
rhe Most unique news, sporrs
and special feature package in
nerwarls radio. A three minute
solid-block of news. High pow-
ered, succinct sports reporrs by
pros Bob Buck and Don Chev-
rier. "Ta Your Good Health"—a
minure-and-a-half acfionable
feature on nutrition and firness
with Dr. Paul Donohue. Plus
other informative features on
how ro cope and grow in the
most exciting, most challenging
society ever. ABC Direction
Radio Networls is the fastest
growing network in the business.
The reason is simple. It works. Ir
builds audience. Pur Direction to
worls far you. Call: Chorles A.
King, Vice President ar (212)
887-5761 or Vincent A. Gardino,
Director ar (212) 887-5636.

THE LIFESTYLE
NETWORK SERVIGE
THAT DELIVERS THE
NEW GENERATI®N

~ OF ADULT LISTENERS!
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The NATPE marketplace:
Few big stars, lots of little luminaries

Uncertainty over PTAR means few
new offerings for that period;
programers concentrate on other
slots with abundance of court,

soap opera and psychologist shows

While program distributors generally were
reporting good business at this year’s
NATPE International marketplace at the
Las Vegas Hilton, no true show-stoppers
emerged.

Unlike previous years when one or two
programs became the shows 10 see,
NATPE *82 found buyers’ attention more
diffused.

Lack of new big-ticket access projects
was a primary reason. With syndicators
holding back on that time period because
of its questionable regulatory future, the
NATPE marketplace lost its typical focal
point. Instead, first-run action increasingly
spread to0 morning, early fringe and late
night.

NATPE may not have had consensus

favorites, but there were programing
trends. A1 the piloling stage at least,
NATPE ’'82 was the year of the psy-
chologist, the soap opera and the
courtroom.

[t also was a year when syndicators were
looking 1o retain more commercial time
for national advertisers. Many of the new
shows were being sold with 30-second
spots held back. Veteran series also were
being renewed with less local time. Group
W Productions, for example, plans to pull
a 30 out of PM. Magazine as of September.
In exchange, it was offering stations a one-
year freeze on renewal prices and an extra
half hour on Saturday.

Programing aside, both buyers and
sellers viewed the marketplace structure as
NATPE’s most businesslike ever. Gone
were the elevator hassles of past years as
some 250 firms set up shop either on the
exhibition hall floor or spread among only
six floors of the hotel. The free gifts also
for the most part were cut out.
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Among NATPE’s program offerings—
first on the psychological front:

A late entry at NATPE, and without a
pilot, was Dr. Ruth, a half-hour strip with
psychologist Ruth Westheimer, whose
Sexually Speaking radio call-in show now
airs on WYNY(FM) New York. Behind Dr.
Ruth are Fred Silverman’s InterMedia En-
tertainment and MGM/UA Television
Distribution. This show, with options-to-
buy held by wNEW.Tv New York and the
Group W television stations, involved Dr.
Westheimer advising guests on various
problems (not only sexual), guest experts
and telephone call-ins. If the show goes to
series, some national commercial time
would be retained.

Golden West Television was looking for
cash deals for Couples—a half-hour strip
with psychiatrist Walter Brackelmanns
counseling husbands and wives, mothers
and daughters and others. The show
begins its tun today (March 22) on
Golden West’s KTLA(TV) Los Angeles.
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[ Smooth Sound...

For A Rough Market

CKLW-FM broadcasts in the highly
competitive Detroit market. Program
Director Ronald Burgoyne believes
that the Harris 9000 Program Auto-
mation System is an essential ele-
ment in programming strategy:

“I am extremely pleased with the
Harris 9000 System. Our sound is
much smoother and more consis-
tent. The flexibility and reliable op-
eration in all areas is astounding.
The Harris Multi—file™ System, per-
mitting unlimited format variations, is
of extreme importance to me in pro-
gramming the station.”

The tight format and "live” sound of

Ronald Burgoyne: “The Harris
9000 System is an asset to any
station."

Harris 9000 Program Automation are
provided by a host of features, in-
cluding ability to provide voice track-
ing; voice-over; time announce and
back-timing; real-time program up-
date for news, weather, EBS, con-
tests, and more.

For more information, contact Harris
Corporation, Broadcast Products
Division, P. O. Box 4290, Quincy,
lllinois 62301. 217/222-8200.

COMMUNICATION AND
INFORMATION PROCESSING

.' _:I | :.
K Visit the Harris TV and radio equipment display at the 1982 NAB, Dallas j




The company said its original intention
had been to air it on KTLA for a while and
then syndicate. However, station interest
elsewhere was said to have prompted an
earlier push at this year's NATPE. Golden
West was offering 13-week deals 1o start.
with 19 episodes already having been pro-
duced.

BBI Productions was claiming to go for
Tom Cottle Up Close, promoted with the
line, ‘‘the interview becomes the inner-
view.” Two 30’s are being retained in this
half-hour strip in which Cottle, a clinical
psychologist, interviews both celebrities
and noncelebrities. BBI said it had a two-
year deal with KTLA which also is carrying
Couples.

Group W Productions tapped actor

early 70°s. Worldvision Enterprises was
claiming a 26-week cash deal in New York
with the show airing there at 4:30 p.m. For
the most part, however, Worldvision was
aiming for 52-week contracts and said it
likely would leave NATPE with 45 markets
closed.

A much more recent off-network soap
generating considerable attention was Col-
umbia Pictures Television's Soap. This
was being aimed for late-night slots locally.

Comworld International was pursuing a
barter launch of Romance Theater It was
getting much notice for its first-run plans
with a different soap opera plot for each
week of half-hour shows.

Among the half-hour soap opera maga-
zine strips, Firestone Program Syndica-

Caveat programer. The perils of reality programing, and the problems of making sure
televised things are what they seem, were brought to the attention of NATPE delegates by
this panel, convened because the blurring of distinctions between news and entertainment
may tempt programers into areas that can lead either to lawsuits or license problems. The
experts {l to r): moderator Phil Corvo of kGTv(Tv) San Diego, Stu Billett of People’s Court,
Dick Crew of PM Magazine, Chuck Gingold of kyw-1v Philadelphia and Muriel Reis of wNEw-
v New York.

Joseph Campanella for hosting duties on
its Getting Personal pilot. Featured with
Campanella will be guest psychologists
and, in Donahue-fashion, opinion aiso will
be gathered from the studio audience.
Group W was looking to keep one minute
for national advertising.

In a comedic vein, Telepictures had So
You Think You've Got Troubles, another
of the half-hour strips. While there was
advice (in the pilot from a psychologist,
minister and astrologer), the hosts here
are ventriloguist Jay Johnson (Soap) and
his dummy, Bob. There also is prize
money involved, with the guests earning
cash by choosing whose advice the au-
dience agrees with. The pilot features two
young sisters who married a father, aged
79, and son.

These shows, however, weren’t the only
ones to deal with *‘personal problems.’
Polygram Television, for example, had its
sights set on a revival of the Queen for a
Day concept.

Soap opera and related programing were
coming from both off-network and first-
run directions.

One of the most unexpected deals at
NATPE involved wnNBC-Tv New York's
pick-up of Dark Shadows, a gothic soap
that ran on ABC-TV in the late 1960's and

tion, Colbert Television Sales, Mag-Net
and Polygram Television all were compet-
ing.

Firestone had Soap Opera Digest, pro-
duced by the magazine of the same name.
Co-hosts are Days of Our Lives stars Bill
Hayes and Susan Seaforth-Hayes. Colbert
was at NATPE with the Barry & Enright
production of Soap Worid, featuring John
Gabriel of Ryan’s Hope. Mag-Net gave
hosting responsibilities to a Canadian talk-
show host and producer in the Alan
Thicke Soap Tulk Show. And Polygram
had Robert Woods (One Life to Live) and
Colleen Zenk (As the World Turns) as co-
hosts of Daytime: The World of Soaps.

A weekly half-hour entry, intended as a
satellite-delivered weekend wrapup of
soap opera plots, was Andrews/Mitchell
Enterprises’ Soap Opera Recap, featuring
soap veterans Lou Bedford and Carol
Pfander.

Soap shows weren't the only genre in
which several distributors were going with
different variations of essentially the same
concept. Given the track record of Telepic-
tures’ People’s Court launched suc-
cessfully last year and renewed by the
ABC-owned-and-operated TV's, Colum-
bia Pictures Television, MCA TV and Col-
bert had their own courtroom settings.
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Columpbia, in association with Ralph Ed-
wards Productions, was hoping to gather
enough clearance for a launch of Family
Court. MCA TV had Divorce Court’s
veteran Stewart Cheifet producing
Custody Court. And Colbert, through Bar-
ry & Enright, had Police Court.

Ad hoc networking plans also were in
evidence at NATPE. Lining up stations for
InterMedia Entertainment’s World of En-
tertainment pilot was MGM/UA. If suc-
cessful with the show in prime time April
25, backers are hoping to create a weekly
hour network of independents and ABC,
CBS and NBC defectors next season.
Another company building its own occa-
sional network was SFM Entertainment
for its Sports Illustrated specials to run
same-time, same-day nationwide.

Yet another ad hoc deal, announced at
NATPE, was the Syndicast Services/PKO
Organization/MacFadden Women's
Group effort to produce prime-time made-
for-TV movies. Two films are planned this
year and six in 1983. Syndicast was offer-
ing them on a barter basis with 50% of the
commercial inventory (10 minutes)
available locally during the first two runs
and 85% in the third run. While remaining
“flexible.”” this too basically is a same-
time-and-date arrangement. The
Metromedia TV stations were said to have
committed to the films.

Among the off-network hours and half
hours coming into the syndication
marketplace, Telepictures’ More Real Peo-
ple was attracting attention as the com-
pany secured a reportedly hefty asking
price from wNBC-Tv New York. Other titles
said to be available for 1982-84 starts, with
many already 1tallying major clearances
before NATPE, included MCA TV's
Those Amazing Animals, Buck Rogers
and Quincy; Warner Bros.’ Alice, Harry O
and Dukes of Hazzard; Lorimar's Dallas
and Eight is Enough; Embassy's One Day
at a Time and Diffrent Strokes; D.L.
Taffner’s Three’s Company; 20th Century-
Fox’s Best of the Midnight Special and
Trapper John M.D.; Columbia Pictures
Television's Soap and Fantasy Island;
MGM/UA's CHiPs; Worldvision’s Love
Boat; Paramount Television’s Tuxi, Mork
& Mindy and Shogun mini-series; [TC
Entertainment's The Saint and Return of
the Saint; Jim Victory’s WKRP in Cincin-
nati, and Metromedia Producers’ Vega$.

These series joined others such as Fox’s
highly successful M*A4 *S*H which already
has made its syndication mark and now
continues with renewals. Overall, the off-
network variety ranged from the vintage
Best of the Beverly Hillbillies and
Rawhide from Viacom and Dark Shadows
from Worldvision to foreign fare such as
Gould Entertainment’s Australian Paul
Hogan Show or British offerings such as
Taffner’s ““Britcom”' George and Mildred
and Robin’s Nest and Lionheart Television
International’s BBC portfolio including
Not the Nine O'Clock News.

On other NATPE programing fronts,
late-night slots were being pursued by
Paramount’s Madame's Place Which also
was said to be picking up access station
time as well. D.L. Taffner was competing
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FOR THE
RIGHT REASONS.

Once again—on week nights and weekends, early and late
evenings—more Chicagoans turn to Channel 2 News?
Because here they find a ¢risp, concise wrapup of all the
day’s top news. Plus sports reports covering more than just
the scores, an extra-clear look at Chicago’s weather, and

comprehensive coverage of special
events.—All from an experienced WBBM.TV Hl
news team that knows Chicago,
inside-out.
i ime o (GHBNNEL©2 NEWS
knows what it's looking for.

And where to find it.

“Based on NS Chicage Metered Overnights. Mon.
Sun.. £/482-33.82. and ARB Chicago Metervd
Overnights. Mon.-Sun.. 2/3 82-3/2/82. Subjeci to
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with That Awful Quiz Show. Embassy had
The Jeff Clark Show but claimed it was not
rushing 1o get that off the ground, instead
concentrating on its network pilots. Out of
the late-night race was Viacom’s Night
Court in Vegas.

As for game shows (this year generally
being promoted as ‘‘prize shows™ or “‘en-
tertainment shows”™), entries were fewer
than in previous years. Aside from That
Awful Quiz Show, Firestone had Freeze
Frame built around film and TV clips;
Great American Syndication was going
with jokes on Say Something Funny;
Metromedia Producers Corp. had
celebrities trying to guess future spouses
on Let’s Get Married, and Worldvision
had Take My Word for it

The selection of programs across the
marketplace ranged from MPC’s Weekday
talk and Multimedia Pregram Produc-
tions' American Pie magazine to Lex-
ington Broadcast Services’ Glen Campbell
Music Show and On the Air's 784 Days
That Changed America documentary.
Add to that shows seeking renewals and
new sales including Paramount’s Enter-
tainment Tonight and Sandy Frank Film
Syndication’s New You Asked for It the
two major access shows launched last year.

It wasn't only programs in the
marketplace, however. M.A. Kempner, for
example, was selling The Telephone Poll,
a device enabling stations to take up to 360
calls per phone per hour when polling the
audience, with votes ‘‘instantly
registered.” (]
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The other half of NATPE’s name

That's ‘International’ and more
than ever that segment of the
television industry was on hand;
cracking the U.S. market is still
tough, but co-productions flourish

in 1977, the NATPE conference logged a
mere 47 international registrants, with
foreign producers and distributors barely
represented among domestic exhibitors.
This year, and now with the official addi-
tion of the word ‘‘international’ to
NATPE's title, more than 10 times that
many delegates appeared from Europe,
Latin America, Australia, and other parts
of the world 1o participate in the program-
ing event.

*“The NATPE meeting is one we can no
longer afford to miss,” declared one South
American buyer last week, in Las Vegas
looking for material 10 air on a Colombian
station. ‘““Every year, there is more here for
us to choose from.”

The increasingly cosmopolitan at-
mosphere at NATPE was evident
throughout exhibit halls and hotel suites,
as dozens of foreign producers and
marketers screened programing, discussed
deals and in some cases merely showed the
flag for their country.

Unifrance Film, for example, greeted
visitors with this disclaimer: **We are not
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It could be you. _
IZI WeatherTrac™ changes your
weather segment from a talk show

to a truly “moving” experience — ready
to go day or night.

With computer graphics in

motion, clean and colorful like you've never seen

&

your accountant,
wait for our two-page spread mfthe April 5, 1982 issue of Broadcasting

to find out more.

by then it may be too late.

before. But it's much more. It's.a complete weather:
presentatlon you must see and hear to appreciate.
viewers will love it. So will your weatherpeople. Not to mention
[ Call us right now, at 1-800-654-3976. [ Or

3 Your

O Or wait till the NAB Show to find out even
more (just follow the crowd to our booth, No. 2900).
[1 By that time your compgtition may
have already left you standing still.

d Of course

i1

THE WEATHER STATION, INC.
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selling or buying anything. We are here to
acquaint you with the French film industry
(represented by Unifrance).”

Meanwhile, in an exhibit area as large as
those occupied by many major U.S. pro-
ducers, a consortium of major French
television companies was looking to sell
product for mostly overseas buyers. Two
of those firms—Gaumont and Antenne
2—announced a co-production deal with
Canada's Telemetropole International in
association with Columbia Pictures for a
new motion picture and mini-series,
“‘Louisiana,” to be shot simultaneously in
French and English for international dis-
tribution.

At another targe booth, the publicly
funded Canadian Broadcasting Corp. dis-
played CBC programing and a Telidon-
based teletext magazine, prepared each
day specifically for conference-goers. A
CBC spokeswoman reported considerable
interest among U.S. cable operators and
broadcast execulives in the new tech-
nology, which the Canadian government is
actively promoting.

The NATPE board of directors has en-
couraged the broadening of the organiza-
tion’s image. In addition to the name
change, NATPE last year lifted a prohibi-
tion against international members serv-
ing on the organization's board and execu-
tive committee.

“We are very proud of our sizable
foreign contingent in 1982 outgoing
NATPE President Steve Currie said last
week, ‘*We believe this has become a truly
international conference.”

Among those international representa-
tives contacted at the conference last
week, there were few who disputed Cur-
rie’s observation. Their enthusiasm was
tempered in some cases, however, by the
feeling that NATPE's international con-
tingent exists as an entity almost com-
pletely separated from its domestic coun-
terpart. Except for Canada, the view held
by many was that most of" the overseas
buyers and sellers are dealing exclusively
with each other, not U.S. program pro-
ducers.

“It is very hard to crack the U.S.
market," said Midge Barnett, director of
U.S. program sales for Western-World
Television, a California-based distributor
producer of international programing.
“We have done some business with a U.S,
television station and with cable, but most
of our distribution is outside the country.”’

Western-World sells BBC, BBC/Time-
Life, and CBC programs, most of them
dubbed into Spanish, to Latin America.
The company has seen Latin American
participation at NATPE increase signifi-
cantly during the three years it has had a
hospitality suite at the show. However, it
acknowledged that much of the actual buy-
ing and selling of programs for interna-
tional distribution takes place outside the
halls and suites of NATPE, especially for
large firms that maintain international



FOR TELEVISION

SPORTS ILLUSTRATED SETS LINEUP
FOR SERIES OF TELEVISION SPORTS SPECIALS.

Sports Illustrated, Ronox Productions emd SFM Entertain-
ment have teamed up to produce and present a unique
series of prime-time, hour-long specials.

SPORTS ILLUSTRATED: A Series for Television.

Premiering May 26th, each show will explere territory
that sports programming has rarely attempted to cover
belore: from hard-hitting investigative pieces and timely
commentaries on spert’s role in American life to dramatic
personal portraits and film esscays that capture the sheer
poetry emd grace of sport.

This is the territory Sports Hlustrated knows best. And it
will be brought sharply into focus by Nick Noxon and Irwin
Rosten—the distinguished producer/directors whose out-
stemding work on the National Geographic Specials and
other documeniaries has earned them two Emmys and four
Academy Award nominations.

The Sports Hlustrated Network, created by SFM Enter-

tainment, will broadcast four shows in 1982, All are being
cleared on a same-day, same- time basis, with the first show
airing Wednesday, May 26th. The SI Network will consist of
major stations (network affilictes emd independents), which
will deliver a minimum 80% coverage of U.S. TV households.

SPORTS ILLUSTRATED: A Series for Television.

Millions of viewers will be part of its unique percep-
tions, color emd dremma.

You cem be part of it, too. For mere information, call Tom
Ettinger at Sports lilustrated, 212-841-2035, or Stem Moger at
SFM Entertainment, 212-790-4800.

lllustrated

A SERIES FOR TELEVISION
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World view. Providing an "Update on the Internationai Program Scene” were (I to r) moderator
Bruce Gordon, Paramount Television; Mike Gould. Gould Entertainment; Arthur Weinthal, CTV:
Renalo Pachetti. RAl, and Regina Dantas. CRS Cable.

sales offices and personnel.

Tel-Com Enterprises, a newly-formed
Latin American producer/distributor with
offices in Los Angeles, Mexico City, and
Buenos Aires, described NATPE as *‘a
good place to meet the people you are
doing business with. This is where you
must go in order to meet them all at the
same place and at the same time.”

A few companies were trying to straddle
both the foreign and domestic market at
NATPE, notably major U.S. television and
motion picture distributors such as MCA
and Columbia Pictures Television.

Pasadena, Calif.-based Glenray Com-
munications pitched children’s and ani-
mated programing to both U.S. and over-
seas buyers last week. According to a com-
pany spokesman, both genres are easily
dubbed and accepted by foreign audiences.

That sentiment was echoed by a repre-
sentative of Japan’s Fuji Network, which
has found animated material is its biggest
international seller. Fuji has made sales to
a pay cable service in Hawaii, but still finds
European outlets most receptive to its
offerings.

There was grumbling from some
domestic NATPE exhibitors about the in-
creased presence of international buyers
and sellers at the conference. Their argu-
ment was that NATPE was diluting itself
with an overseas element. As long as there
are other major international market-
places, the NATPE International con-
ference is considered an unnecessary frill
by some firms doing business both inside
and outside the U.S.

A number of overseas program pro-
ducers said an important ingredient in the
NATPE meeting was the presence of cabie
and pay TV representatives. Many foreign
producers reported their only significant
penetration of the U.S. market has been
through sales to new cable services, in-
cluding CBS Cable, ABC/Hearst’'s ARTS
channel and The English Channel.

**1 think there are more sellers than
buyers represented among the interna-
tional participants at NATPE,” contended
Ronald Kweskin, executive director of
The English Channel, the six-hour-per-
week package distributed by the USA Ca-
ble Network.

“They are hoping to sell to cable and
subscription TV. The commercial
[broadcast] TV market in the U.S. has not
changed that much for overseas pro-
ducers,” he said. Kweskin speculated that

more cable and pay TV services will begin
turning to international acquisitions *‘as a
way of differentiating themselves. They
realize that the viewer has trouble identify-
ing a specific pay cable service when he
can see four feeds of [the moviel
‘Popeye’ almost simultaneously.”

Kweskin claims The English Channel
became profitable three months ago,
largely because of viewer acceptance and
“*the fact we don’t pay a lot for our
[foreign-produced] product and don’t pro-
duce any original programing.”

Great Britain’s commercial Granada
Television claims to be one specific source
of British programing that has done well in
new U.S. markets, reporting sales to CBS
Cable, ARTS, and the USA Network. The
producer has had high visibility as well
with its distribution of Brideshead
Revisited to the Public Broadcasting Ser-
vice.

Smaller companies also came to NATPE
for the first time this year with the expec-
tation that new technologies would mean
new sales opportunities. Belbo/
Chanowski, a documentary producer
based in London and Amsterdam, pro-
nounced the U.S. commercial networks as
still **aimost impossible to crack,” except
in the form of excerpts, but claimed
**there is growing interest from cable’’ in
its material.

TV Globo of Brazil, one of the world’s
largest TV networks, was an early sup-
porter of NATPE’s expansion effort. The
network went to NATPE several years ago
with the hope of distribution within the
U.S., as well as expanded programing sales
elsewhere. Although most of its NATPE
traffic concerns international buyers, rep-
resentatives said they are close to closing
some significant distribution deals with
U.S. cable operators. Like most overseas
producers, TV Globo, makes its programs
available in a variety of languages and for-
mats. Travel-oriented and children’s pro-
graming were considered good candidates
for U.S. exposure.

While NATPE is still emerging as an im-
portant trading site within the Latin
American television industry, it has long
been an essential marketing event for
Canadian television.

The percentage of Canadian television
stations and groups represented at NATPE
is estimated to be as high as that from U.S.
licensees, with programers vying for many
of the same syndicated, off-network, and
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first-run fare as their southern neighbors.
Canadian-produced material has found
wider acceptance in the U.S. lately—NBC-
TV's SCTV Network {produced in Toronto
and Edmonton) and Showtime’s Bizarre
(shot in Toronto) are two examples—and a
number of Canadian productions units
were on hand for the first time this year
screening programing that included
hockey specials, a children’s series and a
motorcycle show.

“It’s much less expensive for us to
come to NATPE than it is to attend MIP-
TV.)" one Ontario producer explained.
““We would rather just attend this con-
ference —but [ don’t think we can afford to
do that yet.” The producer is one of many
in Canada actively seeking co-production
ventures with U.S. companies for enter-
tainment programing. New York’s Syn-
dicast Services announced such a venture
recently for production of a two-hour “‘ro-
mantic drama’” in Toronto that will be dis-
tributed to a consortium of independent
U.S. stations. O
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The problems
of syndication

Number of new shows offered is
down this year; panelists say
PTAR must be kept, need

more input from stations on
what types of shows are wanted

At this year’s NATPE, distributors and
producers provided 85 new shows for the
marketplace— 100 fewer first-run pro-
grams than were exhibited the previous
year. Panelists at a session entitled “‘The
Syndicator’s Dilemma—To Develop or
Not to Develop™ seemed to agree that the
threatened dismantling of PTAR was in
large part responsible for the lack of
development and that if the syndication
business is to remain viable, network
encroachment into affiliates’ local time
must be checked. The moderator for the
session was David Sifford of Comworld,
based in Nashville. The panelists included
Sandy Carter of Carter-Grant Com-
munications, New York; Dick Colbert of
Colbert TV Sales, Hollywood; David Salz-
man of Telepictures, Los Angeles; Gold
Key’'s Jeff Alan; ABC's Phil Boyer, and Al
Masini of TeleRep.

Deletion of PTAR from the FCC’s
rulebook, said Carter, ‘**‘means a licence
for the networks to push into that time
period.”” And, she said, *“*If I don’t have a
place to sell product, it’s pretty difficult to
develop.” She said that broadcasters and
suppliers should form a ‘‘nonadversarial
relationship™ through which they can
develop programs together to the greater
satisfaction of both parties.

Colbert noted that the *‘continued
[network] infringement™ on affiliate time
provides less opportunity for the develop-
ment of first-run product by suppliers.
And on the flip-side of the coin, he said,
broadcasters, with less time of their own,
have 10 be that much more concerned with



CHANNEL®2 AND
THE NEWSBREAKERS
TAKE

SIX PROGRAM AWARDS

OUTSTANDING FEATURE NEWS
OUTSTANDING CHILDREN’S PROGRAMMING
OUTSTANDING SERVICE NEWS
OUTSTANDING SPECIAL AUDIENCE PROGRAMMING
OUTSTANDING SPORTS PROGRAMMING
QUTSTANDING INVESTIGATIVE REPORTING
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ONCE AGAIN CHANNEL @2 AND THE NEWSBREAKERS
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Ten weekly 90-second radio reports
aimed squarely at Business
Decision-Makers that will make your
market bullish.

A twice-daily moneymaker hosted by the
celebrated business expert Milton D.

Stewart, Editor of Inc. Magazine. Written
by Peabody Award winner Jim Cameron.

Ip) Produced and distributed by
Narwood Productions, Inc. 40 E. 49 St.,
New York, NY 10017 (212) 755-3320.
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Available on high-quality tape at no cost to your station on a market-exclusive basis. data
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To go or not to go. Panelists debating whether or not syndicators
should develop new product included (I to r): Al Masini, TeleRep; Sandy
Carter, Carter-Grant; Jeff Alan, Gold Key Entertainment; Dick Colbert,

Colbert TV Sales; David Salzman, Telepictures, and Phil Boyer, ABC. At
far left: moderator David Sifford of Comworld. One point upon which all
agreed: stations must be involved.

the bottom line. They are less inclined to
“‘get involved with a risky new first-run
show which is less safe than an off-net-
work rerun.’”

Salzman’s answer 10 the question of
whether syndicators should develop was
“emphatically yes’” Anything that is a
“*stimulus 1o bring new [material] to the
marketplace is a very positive thing,” he
said.

Salzman noted that never before has he
seen more of a ‘‘commonality of interest
among producer, supplier and the sta-
tions.” He said that bond has to be
strengthened in what appears to be an
ever-expanding ‘‘multichannel universe®’
where competition is greater than at any
other time. He said that broadcasters
should become involved in the program
marketplace before the start of NATPE
each year and that they *‘can take steps to
insure that the shows you're involved with
become a reality”’

Jeff Alan noted that station time in
general **is getting eaten up on weekends®’
by the networks and that Gold Key, which
is for the most part a daytime program
supplier, is concerned ‘‘with the
availability of 1ime periods. We've got to
have a place to put [our product].”’

Masini said there was ‘‘n¢ question™
that syndicators should develop, but that
the signing up of affiliates was essential to
the successful marketing of program
packages. Of the Operation Prime Time
packages he sells, Masini noted that gen-
erally about 70 affiliates sign up while only
about 30 independents sign up.

ABC’s Boyer defined syndication as
“*spreading out the costs of doing a proper-
ty among many different stations”” And
sharing expenses in these times of ex-
tremely high production costs is **very im-
portant,”’ he said. Syndicators should
develop new product, he said, but it must
be in the direction that ‘“*the stations are
going,” which is toward locally oriented
material.

Alan complained of the slow response
time that his firm often faces in dealing
with station groups. He asked Boyer if any-
thing could be done to speed it up. Boyer
said ABC was working on the problem but
that with a group operation several
different markets with *‘individual needs™
have to be considered. He described as a
“‘tightrope situation’’ the process of deter-

mining which stations within a group ac-
tually need a particular product.

The need for greater station feedback
was a theme expressed by all the suppliers
on the panel. Stations complain that all the
new first-run material consists of
“‘courtroom shows and soaps,’ said
Masini. But then they “*don’t tell us what
they want. They don’t get involved™ QO

Cable and local
broadcasters:
the opportunities
are multiplying
Fred Silverman announces new
advertiser-supported program
service; tells stations they

are in the best position
to buy and sell programing

Fred Silverman is getting into cable.

The former NBC president, now with
his InterMedia Entertainment production
firm, last week said he was developing an
advertiser-supported program service
called Magicable.

Silverman mentioned his plans only
briefly—as more of an aside than an arn-
nouncement—during Katz Communica-
tions’ annual programing meeting held
concurrently with NATPE. .

When discussing local time-sales oppor-
tunities through cable, he said, **Other ca-
ble services in the planning stage, includ-
ing my own Magicable, are allocating
several commercial units per hour for local
sale.”

Silverman provided no other details on
Magicable in his speech. Questioned later
during the NATPE conference, however,
Silverman told BROADCASTING that he ex-
pected Lo have an announcement in about
three weeks. He said he would be in
partnership for a 24-hour entertainment
service with principal elements being talk,
music, comedy and entertainment and in-
formation features. Silverman added that
the format would be **akin to the way radio
stations operate on a [programing] wheel™
and that the service was being aimed par-
ticularly at the 18-34 age group.

While Silverman’s Magicable remark
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was the major news in his address, it came
in the context of a broader message:

“*Not since TV exploded into a national
medium in the early 50’s have there been
such outstanding opportunities for sta-
tions as now exist for you.”

Television stations, he claimed, will find
themselves in a buyer’s market as program
suppliers increase and in a seller’s market
as local efforts are syndicated. Cable, he
added, will provide broadcasters with pro-
graming and marketing opporturities as
well.

Of the coming buyer’s market, he ex-
plained, By taking advantage of the
wider variety of choices available, you can
easily negotiate your way through the com-
petitive changes of the upcoming decade”’

Silverman expects the most radical
change to be the growth of ad-hoc net-
working. *‘I believe the big story of the
next five years will not be cable but these
occasional networks, especially now that
live programing is a reality, as Independent
Network News and Entertainment
Tonight have proved,” he said.

Late night, Silverman claimed, could be
a major target for new ad hoc networkers.
“I don’t need a cristal ball to see that late
night is another area that could soon be
vulnerable for all stations,” he said, **par-
ticularly if Johnny Carson decides to call it
quits next year. Also the well of reruns for
that time period is already running dry.”’

He believes prime time, *‘the final bas-
tion of the Big Three's control, can be
breached’’ as well. And here, Silverman is
hoping to do some breaching himself.

Silverman explained his plans, with
MGM/UA Television Distribution and
veteran variety-show producer Bob Finkel,
for The World of Entertainment, an hour
variety show to be piloted in prime time
next month. “If this test works in late
April.” he said, *‘we’ll be back in the fall
on a regular basis in this same time period
(8 p.m. NYT]. If we establish this
foothold, many other producers will be
waiting in line to do the same thing, and
this would certainly change the face of
prime time forever and, 1 feel, for the bet-
ter”

Of a local station’s program distribution
potential, Silverman said, **Not only are
you in a buyer’s market when programing,
but you’re in a seller’s market when pro-
ducing.”’ He claimed that **there is a horde



_ofdistribulors out there now actively seek-
ing fresh product, and not just from the
two production capitals. Don’t hesitate to
take advantage.”

More good news for stations will come
from cable, Silverman said.

Aside from occasional movies and
specials, Silverman claimed, *‘cable will
evolve into a handful of narrowcasting for-
mats®’ and “*will not present any real au-
dience threat.”

Silverman encouraged local stations to
take the lead from major communications
companies that have diversified and now
work in various electronic media. “‘L.ook

Center stage. The prime time access rule was the subject of the first
general session of the NATPE convention. Participating in this forum
were (I to r) Gene Bohi, waHP-Tv High Point, N.C.; Joel Chaseman, Post-
Newsweek Stations; Jim Coppersmith, Hubbard Broadcasting Co.; FCC

at the marketplace,”’ he urged, *“and see if
there isn’t a way to work side by side with
the cable operators.”

“You and | know there’s money to be
made from cable. There’s no reason why
your stations shouldn’t share in this grow-
ing business,” he said.

Silverman said broadcasters could
prosper as cable suppliers by selling
systems shows *‘that would be 100 narrow
in interest for your [broadcastingl]
viewers.”

He also suggested that broadcasters take
advantage of cable advertising. Silverman
cited the ABC/Westinghouse arrange-

ment for the upcoming Satellite News
Channels where *‘the local broadcast sia-
tions producing the news inserts also share
in the time sales of those local segments.
This is hardly an isolated example’ (It
was at this point that Silverman mentioned
his Magicable as a future service with local
availabilities.)

Silverman claimed that few cabie system
managers have ‘‘anywhere near your ex-
pertise in sales, advertising and promotion
and certainly none have the people in
place like you do. Unquestionably, there
will be opportunities, and you're in a per-
fect position 10 takeadvantage of them.”
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Commissioner Joseph Fogarty; Mickey Gardner, Bracewell & Patterson
(moderator); Sandy Frank, Sandy Frank Film Syndication; John Lane,
Hedrick & Lane; Tony Malara, CBS-TV; Representative Al Swift {D-
wash.), and Ray Timothy, NBC-TV.

PTAR: To be or not to be?

Stations and programers argue
importance of keeping time

for local product; network
stand for repeal is softened,
Fogarty offers compromise

The prime time access rule, which was
controversial in conception and has re-
mained so through the 11 years of its
life—was held up to the light and
scrutinized from a variety of angles last
week at the NATPE convention in Las
Vegas. Whether the FCC would move
soon on its repeal—a question that had
been expected to dominate the conven-
tion—had lost a bit of its urgency with re-
ports the networks were backing off in
their efforts to win repeal {BROADCASTING,
March 15). Nevertheless, a nine-member
panel in a 90-minute session provided a
kaleidoscope of attitudes the rule gener-
ales.

There was more, too. FCC Commis-
sioner Joseph Fogarty, who has changed
his mind since the day, at a NATPE con-
vention three years ago, when he de-
scribed the rule as a ‘‘terrible error’ the
commission should rectify, suggested an
amendment that would permit the
networks lo compete with others in offer-
ing programing for the time now closed to
them.

But for the most part, the panelists
devoted themselves to the question of
whether the rule that bars affiliates in the
top 50 markets from taking more than
three hours of prime-time programing
from their networks has achieved the goals
set far it, principally of reducing network
“‘dominance’’ of prime time programing,
stimulating new sources of programing
and increasing licensee discretion over
prime time. They also addressed the ques-
tions heard in connection with the rule as
to whether the government should inter-
fere in network-affiliate relations and
whether the rule violates the First
Amendment.

Fogarty is convinced the rule has
achieved its public-interest objectives.
And he does not see it raising a constitu-
tional issue. But he also believes that, be-
cause deregulation is “‘au courant’ and
“chi¢c”” in the Washington of Ronald
Reagan, the commission will re-evaluate
PTAR “‘sooner or later’’And when that
happens, he will be ready with a proposal
to amend it—a proposal that responds to
the network argument he says bothers
him: “*It is a curious Kind of pro-competi-
tive policy that locks a potential competitor
out of a marketplace or one of its seg-
ments.”

His proposal—it’s only an ‘‘idea,’ at
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present—would involve new and original
programing. It would permit the networks
10 offer four hours of prime time pro-
graming if the first hour were of new pro-
graming not previously seen on the net-
work, and if it did not conclude later than
the beginning of the second hour of prime
time. He is not sure the proposal answers
all questions, however. He said the critical
one is whether it would avoid or at least
minimize network clearance pressures and
preserve free local station choice between
nonnetwork and original network offer-
ings. In that connection, Fogarty said the
commission should consider whether 1o
allow affiliates to program off-network
material in the access period from which it,
as well as network material, is now barred.

As for the others who support the rule,
there was no talk of compromise. To them,
the rule, which has allowed affiliates to
prosper from the spots they can sell in the
half hour that is theirs, not the networks’,
is essential to the well being of these sta-
tions and ultimately, the public. And with-
qut the rule, they feel, they would be una-
ble to resist network recovery of the access
time.

As Eugene H. Bohi, president and
general manager of wGHP-TV Greensboro-
High Point, N.C., put it: *‘The networks
and affiliates need each other, but the net-
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works have historically had the upper hand
in negotiations. The loss of the prime-time
access rule would open the doors for net-
work expansion at the expense of the sta-
tions.” Bohi noted that the networks and
their 5 owned stations accounted for
51.8% of all television revenue in 1980,
and that only 48.2% was left for the re-
maining 849 commercial stations. ‘‘The
prime-time access rule is the television in-
dustry’s ‘little antitrust law, '™ he said.
**It’s the only protection we have in our in-
dustry to guarantee our continued finan-
cial viability™”

Joel Chaseman, president of Post-
Newsweek Stations, appealed to the net-
works’ self interest. “*We believe in local-
ism, not as an empty buzz word, but as the
surest way to build local individuality in an
era when half our marketplace will be able
to watch ... network programs on several
other channels.” Networks, he said, need
their affiliates to be strong. ‘*How can it
make sense 10 crowd us out of those very
time periods in which we can best estab-
lish our strength—Ilocal news and a half
hour of early evening?’’ Chaseman, (00,
talked of affiliates and networks as une-
qual negotiators. *‘The networks are
Godzilla to our Bambi,” he said.

To Representative Al Swift (D-Wash.),
a member of the House Commerce Com-
mittee, nothing less than the survivability
of “*broadcasting as we know it’" is at stake.
In making that point, he rejected the belief
he said is abroad in Congress and at the
FCC—that the marketplace should be the
final arbiter or, as he put it, “‘that broad-
casting should be thrust into a pit with al!
the other competing technologies and that
the public will be served best by whoever
crawls out of the pit at the end.”

Swift fears that in such a contest local
television stations would not be among the
survivors. And while he does not believe
Congress should prop up businesses that
cannot help themselves, broadcasting, he
said, is ‘“‘unique’ among the telecom-
munications technologies. It offers the
public **local programing—localism.” And
that, he said, is worth preserving.

Sandy Frank, of Sandy Frank Film Syn-
dication, long a vigorous opponent of any
effort to cut back the reach of PTAR, not
only ascribed the rapid growth in recent
years of NATPE and of the syndication
business to PTAR, he was not content to
just defend the rule. Rather, he went on
the offensive: ‘*What we should be de-
manding from the FCC is more access
time from the networks—in the morning,
in the afternoon and in prime time, too.’

Nor is the First Amendment any bar to
implementation of the rule, according to
John Lane, counsel for Westinghouse
Broadcasting Co., which had originally
proposed it at the commission . He noted
that the US. Court of Appeals in New
York—and not, he said, the so-called
*“‘liberal’” appeals court in Washington—
had reviewed the rule three times, and on
each occasion had found it consistent with
the First Amendment. He also said the
networks® vigorous challenges of any rule
regarded as in violation of the Constitu-

tion has resulted in a body of law that
holds it is not the networks’ rights that are
paramount but those of the public to
receive information from *‘diverse and an-
tagonistic sources.”

Representatives of CBS and NBC were
on the panel to urge repeal. But, it was a
broadcaster who, because he is a broad-
caster, may have made a greater impact.

Jim Coppersmith, of Hubbard Broad-
casting Co., which owns three television
stations (two of them network affiliates)
and which has asked the commission to
repeal the rule, said, ‘‘We believe there is
no place for government in the contractual
relationship between networks and affili-
ates.”” And he suggested it was unbecom-
ing of broadcasters to urge retention of a
rule that “‘protects” them when they are
forever asking for repeal of rules they say
are burdensome.

What’s more, he brushed aside the
argument that broadcasters would, in the
absence of PTAR, lack the strength to re-
ject network offerings. He said stations
need “*a little antitrust law as much as Ma
Bell” does. He said that if PTAR is
repealed, Hubbard would not surrender its
“right or obligation to provide localism in
prime time.”

NBC’s readiness to concede victory to
the affiliates on PTAR was indicated by
Ray Timothy, president of NBC-TV. He
said NBC is ‘‘uncomfortable’” with PTAR,
but that it is not the rule whose repeal is
uppermost in the minds of network offi-
cials. The financial interest rule, which
bars the networks from acquiring any fi-
nancial interest in the programing they
purchase, other than the rights to two net-
work runs, has that priority, he said. And
Tony Malara, vice president and general
manager of CBS-TV, said following the
panel that CBS will withdraw its petition to
the FCC for a waiver of the rule to permit
affiliates to take an hour of network news
if the proposal runs into serious Opposi-
tion at the network’s meeting with affili-
ates scheduled for May.

Nevertheless, the two network execu-
lives made the argument for repeal. They
said the marketplace, not the government,
should determine what programs stations
will carry in prime time. And both sought
to ridicule the notion that networks would
have the unfair leverage, in dealing with
affiliates, that station officials said they
would. The rule *‘should be looked at in
light of current reality,” Timothy said. “‘]
don’t feel I'm a Godzilla. [’s the other
way around. That’s the reality’” “The net-
works,” Malara said, **will be surprised to
learn the only way stations can provide
local programing is if they are protected
against the networks.”

The last word in the discussion went to a
member of the audience, FCC Commis-
sioner Abbott Washburn, who went to a
microphone when the floor was opened to
questions. He had none, only a comment.
The goals of the rule have been achieved,
said Washburn, a staunch defender of
PTAR. **The industry is healthy”’ Then he
paused, and said ‘‘If it ain't broke. don’t
fix it O
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NATPE’s programing prognosticators

Among predictions and assessments
of the state-of-the-programart:
larger role for program director,
more emphasis on quality, less

on research, fierce competition

for viewers, 24-hour operation

NATPE’s attempt last week to identify
“The Next Really True Program Form”
didn’t come close to doing so, but the six
panelists—queried through the process in
Phil Donahue style by moderator Charles
Larsen of wABC-Tv New York—managed
nevertheless to touch most of the bases of
importance to the programing future, and
in the process to strike a few sparks about
the present. The result amounted 10 a not-
so-short course in the dynamics of the
programing business, circa 1982.

O Mickey Hooten of wisn-Tv Milwaukee:
“We’re all headed for 24-hour operation.”
He’s disappointed that ‘‘we’re regurgitat-
ing so much national news when we need
more local news.’’ And he's not so sure
that the network role won’t decrease in the
future. Local stations, he said, will have to
“‘reassume’ the development of pro-
grams. In truth, although few would like to
admit it, “‘your news director is probably
your program director”” And: ‘I see [the
development of] some kind of super pro-
gram director who will preside over both
news and entertainment programing—or
else program directors will *“‘evolve back’’
to being traffic managers. Stations, he
said, are going to have to become ‘‘the in-
stitutions”’ the local newspaper used to be.
And he urged a greater degree of research
and development in television, lest it
suffer the same fate as the American
automotive industry.

O Richard M. Ballinger of Metromedia:
Will independents follow the network lead
in developing more news programing? Not
likely. The secret of independents has
been in counterprograming, he said, sug-
gesting that independents would crank up
their entertainment efforts in direct pro-
portion to affiliates increasing reality pro-
graming. He's sick of hearing the word

“‘innovator,” and having innovation cited
as a be-all and end-all of programing.
Much better, in his view, “‘lo see some-
thing well executed.’ Ballinger, who
returned repeatedly to his thesis that there
was really nothing new under the sun, in-
sisted just as frequently that the answer to
success is in ‘‘quality,” not innovation.
**Quiz shows,” he said, ‘“‘were invented in
the Bible” Moreover, he feels that the
media revolution is more a matter of tech-
nology than programing. ‘*The crisis is the
quality crisis ... What will work in the
future is what has worked in the past:
quality”” Ballinger also had encouraging
words about, if not for, the syndicators.
‘“We have 10 encourage them, not criticize
them,’ he said. *‘l for one am very im-
pressed by what | see here [at NATPEI. |
think it’s better than last year. The syn-
dicator is the real crap-shooter’” He struck
one of the panel’s most sobering chords
when he said, toward the close: “‘I'm a lit-
tle fearful about the next 10 years, frankly.
Fragmentation may make it impossible for
us to do a good job. [But] quality will still
win. Programing hasn’t changed over the
last 1,000 vears; it won’t change over the
next 107

0 Bill Lord of ABC News, Washington:
Addressing ABC’s new plans for a mid-
night-1 a.m. news strip to follow Nightline,
Lord said ‘““the audience has a true choice
at 11:30"" among Carson on NBC, a movie
on CBS and news on ABC. What ABC dis-
covered, he said, was that ‘‘the Nightline
audience wouldn’t stick around to watch
Charlie’s Angels reruns”’” Having ‘‘estab-
lished the franchise™ for news at that hour,
“‘we can absorb the lows [of poorer per-
forming news nights] and be exhilarated
by the peaks’ He described Nightiine’s
audience as the most intensely involved in
his experience; ‘‘we’ve never been forced
to think more aboul the audience,”’ he
said. ‘““We are on the cutting edge of pro-
graming without knowing quit¢ what the
next step will be.”” Referring to the general
trend toward expanded news operations at
the networks, Lord said: ‘““We're meeting

Whither we goest. The assignment of crystal-balling television’s pro-
graming future was handled at NATPE by (I to r) Chuck Larsen of wasc-v
New York, John Goldhammer of Paramount Television, Dick Ballinger of
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ourselves coming around the clock. If we
all do it we're going to be sorry”” And,
after a show of hands in the audience indi-
cated some disappointment over the
quality of shows available at this year's
NATPE, Lord remarked: “‘As many dis-
satisfied hands are out there, SO many are
the opportunities for us.’

0O Robert Pittman of Warner Amex
Satellite Entertainment: Would he con-
sider developing a new news channel?
“Absolutely not,” he responded, but ad-
ded that he does have a corporate eye on
shopping and game channels. ““‘There’s a
need for almost any idea you can bring
up,” he said, ‘“*but you have lo establish
priorities. If we can get 3% of the people to
use a shopping channel we'd have a huge
business.” Ours is becoming a *‘stay-al-
home society,” Pittman said, and when
people watch TV (wherever there’s a
broadly cabled universe) they'll be able to
find what they like, although not all people
will watch all channels. If it’s a 100-chan-
nel system, a given subscriber might waich
10 or 20 of those channels on a regular
basis. ‘*There’s a dichotomy between
those people who grew up with TV and
those who didn’t,” Pittman said. **With
the former you can put almost anything on
the tube and they’ll respond toit.”” The big
difference in the coming television society
may not be in the kinds of programs them-
selves, he said, but in the fact that the con-
sumer will be in control of the variety of
what he’s viewing. Qurs also is evolving
into a nation with less, not more, leisure
time, Pittman said, remarking that as it be-
comes more scarce (due to people having
to work two jobs, or work longer at one job
to make ends meet) people will put a
greater value on how they use it and be
more demanding of that part they devote
to TV. The car, he said, used to be the
status symbol when ours was a ‘‘going-out
society”” TV and its ancillary equipment
(large-screen projectors, videocassette and
videodisk players, auxiliary stereo sound
systems and the like) will be the new
status symbols. The programer, he said,
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Metromedia, Mickey Hooten of wisn-Tv Milwaukee, Bob Pittman of
Warner Amex Satellite Communications, Bill Lord of ABC News and
George Resing of Group W.



must position himself to have a unique
place among the array of services that will
be available, as opposed 1o trying to be all
things to all people.

O George Resing of Group W; There’s no
doubt there's a trend to reality program-
ing—but it’s just as certain that there will
be a counter trend to meet it. Seconding
Hooten’s comments about the need for
redefinition, or redevelopment, of the pro-
gram director’s role, Resing cited the
growing disparity in salaries paid to news
directors and those commanded by PD’s.
And getting into the middle of a discus-
sion about the value of research in pro-
gram development, he said that “PM grew
out of more than a year of development
with heavy research involvement.”” And
he agreed with a comment from the floor
that if stations want first-run syndicated
product, they have to be willing to stay
with those programs while they develop.

O John Geldhammer of Paramount TV:
It’s a “‘brave new world™" for the program
developer these days, he said, as creators
try to fill the void left by network inability
to control their time periods. And there’sa
blurring of lines between news and show
business. Entertainment Toright a Para-
mount vehicle, is a news show, he in-
sists—indicating that not all people are yet
willing to agree with that identification,
still feeling that reality can be approached
only by conventional news divisions. **We
broke the John Belushi story and the Mike
Douglas story,” he said. Taking the anti-
research side of a debale among the
panelists, Goldhammer insisted that
“‘what we need is people with ideas. Then
you have to have the research to sell the
idea to corporate.”” Also aligning himself
with those who felt there was an amazing
program mix available at NATPE, he said:
““We're being 100 cynical’ in judging pro-
duct. There will be more and more ad hoc
networks, he said, as satellite technology
opens the door wide. And: ‘“We're no
longer programing for time periods,”
Goldhammer declared. ‘‘There's been t00
much cubbyholing in the past [designing
shows for access or for early fringe or late
night]. It’s better just to produce darn
good programs and let the stations put
them where they work.”’ a

Coming together

The differences between cable
and TV stations are narrowing

as mutually beneficlial programing
arrangements are being invented

A broadcaster stole the show at a meeting
devoted 1o cable as the NATPE conven-
tion was getting off the ground last Sunday
{March 14). Laurie Leonard, president
and general manager of WMTV(TV)
Madison, Wis., captivated the delegates
with her story of that station’s partnership
to gain access 10 three channels on the
local cable system, and captured most of
the questions in the Q & A that followed.
Leonard, who worked in several executive
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The subject was cable. This Sunday morning session was struck by the possibilities of partner-
ship between broadcasters and cable systems. and by the opportunities for new program forms
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capacities for American Television &
Communications before advancing to her
present broadcast position, made it clear
the day to join em, not fight ’em, has ar-
rived.

The clincher in that rationale, from her
point of view: that while WMTv and the
other over-the-air stations in Madison
had a 91% share of audience in noncable
homes, they had only a 75% share in cable
homes. If that audience was going 10 be
fragmented anyway, she reasoned, it was
better that wMTV get another crack at it
through the cable medium. Her initial
deal, for three years, covers a weather
channel, a public affairs channel to cover
city council meetings and other full-text
events and an as-yet-unactivated channel
for event programing. ** With distant sig-
nals coming in, localism is our only ace in
the hole,” she said. Moreover, there’s a
strong crosspollination involved. “‘If they
watch us on cable they’ll be more likely to
watch us over the air,” she said.

Leonard was joined on the panel—
moderated by Madison Square Garden
Communications’ Joe Cohen—by Mert
Koplin of the Corporation for Entertain-
ment & Learning, Russell Rhodes of
Ogilvy & Mather, and Derk Zimmerman
of Group W Satellite Corp.

Koplin observed that the big difference
between cable and network television is
that the former is still **shooting from the
hip,”” ready 10 experiment with new pro-
gram forms, while networks always
wonder where they are going to put any
new program idea that comes along. **That
it's never been done before is a negative
factor in network television,”” he said.
““They're locked into the most perfect
piece of' machinery tor doing what they
want to do,” which is to deliver a mass au-
dience, he said.

Not only is cable willing to experiment,
but it will do so in volume. Whereas a net-
work might give a producer an order for,
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say, four shows, Koplin said he had just
received an order from the Entertainment
Channel for 130 half hours (of a zoo
show), and had been asked to submit an
idea for still another 130 half hours. For
the producer, he said, cable represents ‘‘an
unparalleled opportunity for doing some-
thing new.’

Rhodes cited parallels between Ogilvy's
experience with the American Express ac-
count and its work for Warner Amex’s ca-
ble systems. Each had three requirements:
acquisition, retention and usage. That is,
new accounts (and subscribers) first had
to be acquired, then kept happy and then
encouraged to order new services. Posi-
tioning, he said, was the key to success for
each product. In cable’s case, that meant
positioning Warner’s systems as ‘‘the ulti-
mate source of in-home programing
... we’'ll promise you a good time.”

Zimmerman cautioned that cable pro-
gram expansion is going to take ‘‘more
than good ideas, it’s going 1o take capital.’
Today’s competitors are going 10 end up
being tomorrow’s partners, he said, as the
economics of production require ever
larger investments. (That process, of
course, has already begun, with Group W
in partnership with ABC, CBS negotiating
a joint venture with 20th Century-Fox and
Hearst in a deal with ABC among the
more conspicuous ventures now under
way.) But Zimmerman went on to add the
good news: that what was the LOP—
‘‘least objectionable program’ —ap-
proach (1o viewing the network television)
would in the cable-enhanced program
future become PPC—‘‘positive program
choice.”

Elaborating on her cable partnership in
Madison, Leonard noted that wMTvV was
programing an automated weather channel
24 hours a day, advertising supported, with
the cable operator getting a small percent-
age of the advertising revenues in return.
The station at present is programing about



12 hours a week on the second channel,
which it operates as part of the system’s
franchise requirement (o cover local meet-
ings. (WMTv has made a $50,000 invest-
ment in equipment for cable coverage, of
which the operator will reimburse half of
its share of advertising revenues.) The
third channel has not yet been activated (it
is still dark on the operator’s 28-channel,
30,000-subscriber system) but she antici-
pates it will be used for local programing,
sports events and the like.

WMTV's is not a leased channel arrange-
ment but a ‘‘partnership,’”’ she
emphasized, as the cable operator is con-
cerned about being considered a public
utility. The station does have a right of first
refusal on the operation of other channels,
and is granted exclusivily on the weather
channel. It does not attempt to sell adver-
tising on the channel devoted 1o coverage
of public meetings.

John Small, of Warner’s Qube system,
remarked from the floor that there remains
a “‘vast spectrum’’ of people in cable who
don't yet understand that they're in the
programing business, and that it takes a
great deal of convincing to persuade them
they’re not in the utility business. m]

Regulatory roundup:
a report for NATPE

Panelists, including FCC’s
Dawson and Rivera, provide
political situationer on
deregulation, PTAR, LPTV

Broadcasters looking for further relief
from government regulation will continue
to receive a sympathetic hearing at the
FCC. But Congress, this year, at least, has
other things on its mind. And as for the
newest service the commission has in-
troduced —low-power television—it may
be years before it takes hold, if it ever
does.

Those were some of the impressions
gleaned from a tour of the Washington
horizon, conducted at the NATPE con-
vention by former FCC Chairman Richard
E. Wiley in moderating a panel drawn from
the FCC, Congress and the National Asso-
ciation of Broadcasters.

For instance, no one on the panel
thought there was a chance Congress this
year would pass the FCC’s legislative
package of proposals for repeal of the
equal time law and the fairness doctrine.
But Commissioner Mimi Weyforth
Dawson thought the proposals were worth
making, even if only as a ‘‘strong
philosophical statement’” of the commis-
sion’s position.

Erwin Krasnow, senior vice president
and general counsel of NAB, said Con-
gress would approve a deregulatory bill in
the current session; he noted a measure
had already passed the Senate. But Repre-
sentative James Santini (D-Nev.), a mem-
ber of the House Commerce Committee,
said any broadcast legislation seems
unlikely this year. He noted that the chair-
man of the House Commerce Committee,

Tour guides. The Washington scene was the subject of this NATPE panel. moderated by former
FCC Chairman Richard E. Wiley. L to r: FCC Commissioners Mimi Weyforth Dawson and Henry
Rivera; Erwin Krasnow, National Association of Broadcasters; Mark Smith, kLas-Tv Las Vegas, and

Representative James Santini (D-Nev,).

Representative John Dingell (D-Mich.)
and Representative Timothy Wirth (D-
Colo.), chairman of the Telecommunica-
tions Subcommittee, are ‘‘not for
deregulation.”” Furthermore, he cited
three barriers to action on broadcasting
matters this year: Wirth’s preoccupation
with his telecommunications ‘‘reform”
legislation (H.R. 5158); the ‘‘battle of the
budget,” which he said will take an “*enor-
mous'’ amount of time on the House
floor, and the fall elections.

What, then, about the FCC? Will it
move in those areas, involving the fairness
doctrine, where it would have jurisdiction?
Wiley mentioned such matters as the per-
sonal attack rule and the Cullman
Doctrine, under which broadcasters can be
required to afford free time for reply to a
stalement on a conltroversial issue of
public importance that was made in paid
time.

Commissioner Henry Rivera said it is
likely. ““If we don’t see legislation, you will
see the chairman [Mark S. Fowler] move
in that direction®’ —although he cautioned
he did not intend to speak for the chair-
man,

As for ownership rules, Krasnow said
the commission has made a number of
moves of which the NAB approves: [t has
rejected proposals 1o require a breakup of
AM-FM combinations, retained the ex-
ception to the crossownership rules that
permits UHF television stations to be sold
in combination with radio outlets, and is
proposing repeal of the antitrafficking,
three-year rule. The commission’s next
move, Krasnow said, should be the
elimination of the ban on television-cable
television crossownership.

But as for the repeal or modification of
the multiple-ownership rule limiting
ownership of stations 1o seven AM, seven
FM and seven TV, Krasnow indicated the
NAB would have trouble forging a posi-
tion. ““It’s hard to see a consensus on the
NAB board [on that issue] at this time,”
he said.

Mark Smith, of KLAs-Tv Las Vegas and
chairman of the NAB television board,
however, appeared 1o have no doubts. He
said the industry would like complete
repeal of the rule. But, he said, it *“will set-
tle for any movement’” toward that goal.

Despite their professed dislike of pro-
gram content rules, Dawson and Rivera
were not prepared lo say they are ready
now to vote for repeal of the prime-time
access rule—whose retention is virtually a
sacred cause of NATPE members. Both
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restated their known positions on the rule
with which they say they are
philosophically at war: Dawson feels the
commission should provide for a competi-
tive structure in the video market before
the question of repeal can be addressed.
Rivera said, **We have to do an analysis of
need in terms of structure.’ In short,
PTAR will not be on the commission's
agenda for the foreseeable future.

The collateral rules adopted with
PTAR —financial interest and syndica-
tion—are another matter. Dawson said the
commission will consider their repeal or
modification in April.

For those on the panel, the future of
low-power television is obscured in mists
of uncertainty. Smith said LPTV is ‘“‘a
totally unknown quantity.”’ He also indi-
cated he is not excited by its prospects. “‘A
lot of people, including some in my area,
have delusions about where we're going.”’
Dawson, who said she is ‘‘no fan’' of
LPTYV, sees it as a very long range prospect
at best, even in rural areas. ‘“‘We're look-
ing at five years before we look at service,”’
she said. ‘“We have authorized something
that may never happen.”

One of the principal obstacles to the
start of service is the mountain of applica-
tions—including many that are mutually
exclusive —waiting to be processed. In
view of the commission’s failure to adopt a
lottery to resolve conflicts, Wiley asked
Rivera, how will the commission handle
the ‘‘avalanche of applications?’” *‘Very
slowly,” Rivera answered.

Both Dawson and Rivera indicated they
favored an easing of the commission’s
position on character issues in license
renewal proceedings. Dawson, who said a
report and order on proposed changes in
commission policy on the issue will be
before the commission in April, indicated
she felt there were some matters—
unspecified —involving character best left
to other agencies of government. Rivera
said the commission must be concerned
about those to whom it issues licenses.
But, he said, ‘*“Do we have to be concerned
aboul everything?™

Both also appeared frustrated by the
strictures the ex parte rules impose on
their contacts with industry representa-
tives. Dawson said it was ‘‘dreadful’’ that
commissioners are barred from talking to
the people whose lives will be affected by
the rules the commission is formulating,.
But Rivera appeared grateful for the rules
as a protection against the hordes of lob-
byists who descended on the commission
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in advance of the final decision on cellular
radio.

If the commission seems bent on
deregulating, the NAB was said to be
determined to maintain its codes of self
regulation. No, said Krasnow, in answer to
a question from Wiley, the decision of U.S.
Judge Harold Greene ordering the NAB to
cancel the multiple-product advertising
rule in its television code does not signal
the end of industry self-regulation. The
NAB executive committee has canceled all
advertising provisions of the code until
further notice as a result of the court deci-
sion (BROADCASTING, March 15). But,
Krasnow said, *‘We will appeal. We hope
the code will become a living instrument

a___4' 2k

once again.”’

Wiley, who led the discussion through
the questions he asked the panel, did not
confine himself to broadcasting matters.
What is the impact of the proposed settle-
ment of the Justice Department’s suit
against AT&T on the commission’s power
to regulate AT&T, he asked.

Rivera said he is concerned. *“The FCC
is not a major player’ in that game, he
sajd. “*Once the settlement is approved,
Justice and AT&T will make policy in the
back room.” He said the commission will
file comments on the proposed settlement
expressing concern. But he appeared dis-
couraged. Where some at the commission
feel its authority to approve or reject the

_].‘Il-

Feeling their oats. The rising fortunes of independent TV stations were
the object of NATPE's attention at this panel. L to r: Alan Bell of kTvuarw
Oakland-San Francisco, Lucie Salhany ot Taft, Carol Myers of wiLa-Tv

wan-Tv Chicago.

applications AT& T would be obliged to file
to implement the settlement gives the
agency a ‘‘bomb’” with which to blow up
the agreement, Rivera said he is ‘‘not
sure’” how powerful that bomb is. *‘There
are ways around that,” he said. *‘It’s (00
bad,”” he said. ‘‘Telecommunications
policy should be made by Congress, of
which we are a part.”

But Santini indicated Congress is mov-
ing in that direction. He said Wirth has set
a “‘rigorous agenda’” for dealing with his
telecommunications legislation. **You will
see lelecommunications reform on the
floor by June,” he said. The Senate has

already passed a telecommunications b|ll
(5.898).

Washmgton Fred Sllverrnan of InterMedla Entertainment, John Serrao of
KTRV(TV) Boise, Idaho, and the session's moderator. Sheldon Cooper of

The problems and prospects of independents

More and more of these stations are
giving the affiliates a run for

their money (and rating points);
there’s concern over rising

program costs; value of localism
stressed; Silverman sees networks
stripping shows in prime time

The subject of the panel was indepen-
dents, but the most dramatic prediction
emerging from it had to do with networks.
Fred Silverman, the former NBC presi-
dent who now heads his own production
company (InterMedia Entertainment),
made it as an aside to the matter of cost-
consciousness: ‘‘If there is a trend it will
be to [network] strips in prime time. My
guess is that you will see it happen first in
the 10 o'clock time period, probably in the
spring or summer. There is a point when
you can't afford to spend $800,000 an
hour for a film program.”

There were none present to confirm the
accuracy of that prediction, but it was ap-
parent that the panelists foresaw even
more changes ahead for the network-affili-
ate relationship. *‘I'm just looking for the
day when they pull back compensation,”’
said Lucie Salhany, head of program
development for Taft broadcast and cable.
““When that happens they [the affiliates]
will look just like independents. And once

that happens, to heck with them.”

Those remarks notwithstanding, most
of the panel had io do with how well inde-
pendents are doing these days—and par-
ticularly in metered (by the rating ser-
vices) markets. Salhany said that all the in-
dependenits in Philadelphia were credited
with increased audience when meters
went in there, expanding the salable in-
ventory of secondary product. The three
independents, she said, are now vying for
the second or third position in the market.
“In prime it's incredible,” she said, with
the three splitting about 20 share points.

Carol Myers, of ABC-affiliated
WILA(TV) Washington, confirmed that in-
dependenis had outpaced market growth
there, 100, becoming ‘‘very competitive
for ratings and revenues.'” Washington is
not yet a metered market, and only the in-
dependent UHF in town (Taft’s wDcCA-TV)
has so far signed up for that service.

Alan Bell of KTvu(Tv) Qakland-San
Francisco said that stations were now
seeing the ‘‘ungodly cost of bringing new
programs to television,’ a mechanism that
he said had been distorted in the past by
price rises that had to do with shrewd
marketing, not increased costs of produc-
tion. He likened the situation to a
masochist-sadist relationship, where one
needed the other: the distributor to de-
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mand such high prices, the station 1o pay
them. But he conceded that all programers
periodically fall victim to the show busi-
ness axiom that ““if it’s a hit, it doesn’t
matter what you paid for it, while if it's a
flop you paid 10 times too much.”

Silverman contended that there were
ways 1o economize in program production,
a lesson he had learned since leaving NBC.
But the process he recommended most
sericusly for program development was
that of groups combining to finance new
product—a process similar to that which
produced Operation Prime Time. The TV
networks are ordering fewer shows than
ever before, he said, but the production
community is still geared up and ready to
g0.

““But the price is incredible,”" said
Salhany, not only of production but of pro-
moting new product that has never
been pre-sold to a television audience.
*‘So you have 10 find a way to beat the high
costs,” responded Silverman. *‘I believe
price is a negotiable commodity’’ Bell
agreed that the effort was worth it. ““Any
event creates excitement and it may be
worth it to pay the price. If you get typed
for reruns you are considered old-
fashioned’ in today’s television
marketplace, he said.

John Serrao, from KTRvV(TV) Boise,
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Idaho (the 141st market), spoke up for
making much out of little. There’s plenty
of life left in old movies, he said, reporting
that his independent had beat the network
affiliates with a replay of *‘Shane,” the old
western starring Alan Ladd. And when the
subject turned to news, he said that ‘“‘our
policy is *‘no news is good news. We put
Wonder Woman against the early news [on
the network affiliates] and killed ‘em.”

The high cost of news programing also
was noted by Carol Myers, who said the
three Washington network affiliates had
spent an estimated $6 million in their news
competition in the last two years—and in
the process handed over the opportunity
for entertainment counterprograming to
the independents. But she didn’t see any
way outl as news is so important a part of
the station’s overall positioning in the
market.

The decision to go big with news is
‘‘cost intensive,’ added Bell, but ‘‘one
that pays off if you know how to push the
buttons. It can be done, but it can’t be
done on the cheap. The public knows the
difference, and God bless the public.”

Silverman noted that there will always
be a place on independents for feature
films, but said they, too, will be more
scarce and thus more expensive; there
have been only 12 movie starts in Holly-
wood this year versus 90 at this time a year
ago. And speaking of the scarcity of off-
network series, he said that at the rate new

shows are failing the only package that
could be put together would be Disaster
Playhouse. 1t’s harder and harder for new
shows to succeed because of the diminish-
ing number of share points left to the net-
works, he said. In the next few years, he
said, producers would be stepping into that
void —himself included, first with Thke
World of Entertainment and Ruth.

The children’s programing business,
noted Serrao, was ‘‘coming back like
gangbusters.”’ Salhany agreed, although
qualifying her observation with the com-
ment that only one independent in dual
independent markets would concentrate
on kid’s programing. ‘“*We still need them
to turn those sets on and lead into early
fringe,” she said.

When the subject turned 1o cable, Bell
cited the San Francisco market as a precur-
sor of what will happen to the U.S. ““What
the public is hungry for is choice,” he said.
‘““What hasn’t been said here is ‘localism.
A TV station is either a full service ap-
pliance or a narrow appliance. The best
protection is to improve your own pro-
duct.” Recalling the advent of television,
Bell said that ‘‘the networks rode radio
right down to the floor. Independent radio
stations had the ingredients to change.
They did it with localism.”

In summing up, the panelists showed no
lack of faith in the viability of the present
broadcast marketplace. ‘‘l would like to
own a TV license 10 years from now,”’ said
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Serrao. And, echoed Silverman, ‘‘there
will always be networks—but there may be
10 networks.’ Bell didn’t disagree, but
noted that there’s no guarantee the pre-
sent three would be among them. ““The
customer may not give a damn if General
Motors fails,’ he said, and there’s no
reason that those buildings in New York
have 1o go on housing ‘‘dinosaurs.’”” O

Baker challenges
NATPE to stand
firm for PTAR

In keynote speech, president of
Group W TV asks programers to
be uncompromising in defending
PTAR, urges NATPE members to
raise quality of local programs

If a single issue emerged from this year’s
NATPE International convention, it was
the television stations’ battle to maintain
the prime-time access rule. The challenge,
as articulated in the keynote address by
William E Baker, president of Group W
Television and chairman of Group W
Satellite Communications, is two-fold:
Stand firm *‘in uncompromising opposi-
tion to any attempt to abolish or to dilute
[PTARI],” and in the long-term, work to
maintain and perhaps even raise the level
of local-program quality.

PTAR must be retained, said Baker, be-
cause it has succeeded in bringing about
changes in television programing that it
was designed to accomplish. ‘“*‘American
television,” said Baker, ‘*has been moving
toward the goals of wider choice and high
quality local service.”” And, he said, while
progress was slow at first, it has not only
‘‘persisted, it has accelerated. And in the
last three years, it has been genuinely dra-
matic.”’

As evidence of his contention, Baker
said that while three years ago the ratio of
syndicated programing to local programing
in the access period in the top-10 markets
was greater than 2 to 1, “*local programing
fnow] accounts for one-half of that time.”

Baker said that among local programs,
those using the magazine format have
grown 75% over the past three years and
that perhaps ‘‘even more significantly,
other types of locally produced pro-
grams—mainly information and public
affairs—also have accelerated, growing by
more than a third”” Game shows, he
noted, ‘‘have declined by nearly 60%.”

Another sign of increasing program
diversity, Baker said, if the top-10 markets
are an indication, is that viewers of net-
work affiliated stations have the option of
watching a local program during the access
period 90% of the time, up from 67% three
years ago. Baker’s conclusion: **The public
wants local programing.”

And if the networks are successful in
their bid to recapture the access period,
said Baker, ‘‘there will again be no
choice—no choice for the station and,
therefore, none for the audience.”

Baker pointed out that affiliate motives
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1o retain PTAR are by no means altruistic,
“The value of gross revenues from the
prime-access half-hour has been estimated
at up 10 $600 million,” he said, ‘*or almost
15% of an affiliate’s total billing. And this
loss is being proposed just as competition
from the new technologies has become a
present and serious worry”’ In turn, that
revenue loss would make it more difficult
for stations to provide local programing,
“‘the very kind of programing that will
enable them to hold their local au-
diences.”

As to the question of expanded network
news, Baker, armed with the findings of a
Roper survey done on behalf of Group W,
suggested that such a plan would literally
be a waste of time—air time that is—be-
cause the public does not want an hour of
network news {‘‘In Brief,” March 15).

**By a margin of 2 to 1*° said Baker, the
U.S. public is opposed to expanding net-
work news from a half-hour to an hour.
That statement was based on the
responses 1o the following guestion asked
in the Roper survey: “‘Actually if one net-
work news show went to an hour, they pro-
bably all would go to an hour. Would you
like 10 see them all go to one hour or
would you prefer that they all stay a half
hour?"” Of the universe of network news
viewers, 64% responded that they would
prefer the existing half-hour format, while
32% said they would prefer a one-hour
news program. The remaining 4% ex-
pressed a preference for both formats.

As to the long-term struggle of in-
creased competition, and the challenge of
meeting it with an arsenal of quality pro-
graming, Baker said that ‘‘perhaps I'm
particularly sensitive to the difficulties in
winning this second struggle,”’ given
Group W's cable and satellite programing
interests. The new technologies he said,
are ‘‘here to stay and can only grow more
powerful with each year’ But, he said,
‘‘there’s no real reason why traditional
broadcasting should not remain strong. It
has two enormous weapons: 100%
penetration and a zero-cost to the viewer.”

Baker suggested that the ability of local
stations to survive will depend in large part
on their creative ingenuity and he strongly
advised against relying on the three televi-
sion networks to ‘‘keep them successful’™”
throughout the 1980's. ‘‘It’s useful to
remember what happened to radio in the
'50’s,” he said. ‘*Radio was almost totally
programed by the networks. Then almost
overnight, the networks put all their top
talent on television and simply walked
away from radio. That fact should be
carefully considered today by all local
television management.”

Television, he said, “‘will live or die
solely by the quality of its programing. It is
by that that you—and |—will succeed or
fail.”

Baker’s keynote address was preceded
by brief remarks from Senator
Howard Cannon (D-Nev.). He noted his
sponsorship of legislation to take the FCC
*“out of the business of controlling radio
programing and format,” and his intention
to sponsor similar legislation for televi-
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sion. While TV programing is not perfect,
he said, *‘1 have seen no evidence what-
soever ... that indicates the federal
government can perform your job either
better or more effectively than you can
yourself!” He also noted his sponsorship
of legislation to do away with the existing
comparative renewal process. ‘‘I have seen
few federal programs as wasteful of time
and money as [that process],” he said,
adding it has not even begun to ‘“*meet the
lofty ideals that have been claimed for it by
some groups ... [and] it hasn't and it
won't. Let’s get rid of it.” m]

Get ready for DBS

FCC’s Harris says commission
will OK new service by summer;
Back urges rapid involvement

The clearest signal yet that the FCC is
ready to open up America’s skies to direct
broadcast satellites was transmitted in Las
Vegas last week when Larry Harris, chief
of the Broadcast Bureau, declared flatly:
*“We will authorize DBS. 1 believe we will
have an order out on DBS this summer.
Maybe earlier.””

The declaration came in response to a
question asked of Harris—during a
NATPE convention panel devoted to that
subject—regarding how the FCC would
protect the established broadcasting busi-
ness from DBS competition. It won’t, was
the answer. ““The FCC's role is to facilitate
new technologies. It’s not our place to set
up artificial barriers to competition.”
Moreover, Harris added, the broadcaster
“‘can’t have his cake and eat it too’’' —ask-
ing for deregulation on one hand while
seeking protection on the other. “‘We’ll
deregulate broadcasters today, but we will
also make them vulnerable to others.”

The best news from all this, Harris indi-

cated, should be to programers—in whose
midst he enjoyed himself thoroughly last
week. “‘I"ve been to a lot of conventions
and this was the most first-class ['ve ever
seen,” he said, after saying that the new
program opportunities created by DBS
would be ‘‘legion” The whole business
will “‘explode’” over the next four, six or

< e ey
10 years, he said. i

How long would it be before cable or
broadcasters were replaced by DBS? Harris
said he didn't know: ““That’s up to the
public. The automobile wiped out the
horse and wagon and nobody stood in the
way of that. Let the new technologies
come out,” he said. ‘‘Let the chips fall
where they may—that’s the American
way.” And then he quoted a ‘‘Harrisism* —
that ‘‘the Constitution gives you the ab-
solute right to go bankrupt.”

Earlier, Harris had indicated he felt that
could be the fate of early DBS
entrepreneurs. ‘‘It’s interesting that this
DBS panel is being held in Las Vegas,’ he
said. ‘‘Those who are getting into it are
1aking a big gamble."* The game, he said,
‘*is really for the big boys’ ready to invest
over $1 billion for a single system.

Harris also declared his belief that the
present system would survive. And he
remarked about the arguments that had
been made 10 years ago when competition
was introduced into the common carrier
business to a chorus of cries that it would
ruin AT&T. That was followed by 10 years
of record profits for Bell, he noted, while
the new carriers also made money.

Robert Wold, whose company special-
izes in fixed satellite interconnections,
traced a brief history of that medium.
From the first satellite network in1975, the
broadcast system has grown to embrace
275 stations today with 400 scheduled to
be on line by the end of 1982. In the top 50
markets 161 stations can now be accessed
by satellite, either co-located or via com-
mon carrier (a 71% penetration of stations
that use syndicated programing), while in
the top 100 markets there is 57% penetra-
tion. Wold estimates there will be nearly
100% penetration of broadcast stations,
with the three networks moving to satellite
interconnection in 1984 or 1985.

One of the panelisis— Robert Howard of
United Satellite TV—remarked that he
didn’t know what he was doing there: that
*“I am not nor is my company in DBS.”
USTYV was organized to ‘‘meet a goal,” he
said: *‘to make money.” It hopes to do so
by distributing programing via Ku-band
fixed satellites to areas underserved by
either cable or MATV (master antenna)
services—a potential market of five
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Looking for launch. The imminent reality of direct broadcast satellites was explored by this
NATPE panel—which was brought o attention by FCC Broadcast Bureau Chief Larry Harris's
declaration that interim DBS operations would be authorized by this summer. L o r: Robert Wold,
of Robert Wold Co,, Joe Tagliaferro of Hughes TV, Robert Fransen of Hubbard's U.S. Satellite Corp.,
Harris, and Bob Howard of United Satellite Television.




million to six million subscribers to
whom he plans to supply four channels of
programing (two pay, two advertiser sup-
ported) on a scrambled basis. Using
Canada’s Anik-C satellite, he hopes to be
operational as early as February 1983.

Robert Fransen of Hubbard Broadcast-
ing’s U.S. Satellite Corp. said that com-
pany’s intended system would be going for
the mass audience: “*We’'re not going to be
scheduling ballets in prime time.” And he
also emphasized that its DBS would be in
head-to-head competition with the exist-
ing TV networks, while running with its
own set of affiliates that could rebroadcast
DBS signals terrestrially. Asked how his
system would bring anything new to exist-
ing programing fare, Fransen said ‘‘there
is a difference in sitcoms and movies, and
we’ll go for the best.”

Another panelist, Joe Tagliaferro of
Hughes Television, said that, in the long
run, he felt DBS would be successful. In-
itially, he said, it will be a way 1o reach un-

derserved viewers. Asked about the CBS
plan to introduce high-definition televi-
sion through DBS, Tagliaferro called
HDTV “‘very impressive. It’s as though
you're there. It's better than a 35 mm
slide. I think that over the long term
HDTYV will be the standard. But not in the
1980's. | see no reason'’ why everyone
should have to ‘‘program in that format,”
he said.

During the question period, Jane Cohen
of the National Association of Broad-
casters asked Harris whether the FCC was
concerned about microwave users that
might be displaced by the DBS service.
That’s a valid concern, he responded, and
one the FCC will look at carefully. *‘We
don’t have a lust to rush down the road
and not be able to get back, " he said.

Moderator George Back, the retiring
NATPE executive director,said in
closing that “‘none of us participated
enough in the growth of cable. I ask us all
10 join early” in developing DBS. 0

Fowler’s next target: 7-7-7 rule

The chairman says the regulation
restricting multiple ownership

of stations is arbitrary

and has no rational basis

FCC Chairman Mark S. Fowler says it is
time to start thinking the ‘‘unthinkable®’
about the commission’s multiple owner-
ship rules. ““Think whether artificial
restrictions on ownership lead to greater
choice or whether they restrict choice.
That is the question,” he said in a speech
to the NATPE convention in Las Vegas,
last week, ‘‘not whether bigness is badness
or poodness.”

And while he indicated he has no hard
answers, he made it clear he is preparing to
zero in on the commission's 7-7-7 rule,
which bars ownership by any entity of
more than seven AM, seven FM and
seven TV stations (no more than five of
them VHF) (*‘Closed Circuit,” March
15). “It is the regulatory equivalent of
‘shoot first, ask questions later' ™’

Fowler, the hallmark of whose chair-
manship has been a drive for de- or “‘un’’-
regulation, did not spend much time on
the key issue before the convention, the
prime-time access rule. He is the only
member of the commission believed pre-
pared to vote for repeal, as the networks
have urged. But he did not soften his criti-
cism of the rule that is practically revered
by NATPE as the instrument of its growth
and of the prosperity of its members,

Indeed, Fowler noted that “‘the size, not
to mention the lavishness of this conven-
tion, suggest that the rule has fostered
new entrants who have been able to sur-
vive in the prime-time syndication field.”
But he said the rule ‘‘distorts the
marketplace for programing’ —and with-
out expanding the choice of programing
the way a new video channel does. And he
said that, in limiting the amount of prime-
time programing networks may offer affili-
ates, the government has made a judg-

ment it should not make *‘if we believe in
a marketplace orientation.”” Nor, he said, is
it a judgment the government is equipped
10 make.

Ironically, while those remarks were
received with the coolness that might have
been expected, Fowler was interrupted
earlier four times when he restated his
now familiar opposition to regulation of
program content. For instance, the au-
dience applauded when he pledged to deny
himself a role as an arbiter of public taste
in programing.

But the NATPE convention apparently
was chosen as the launch pad for a cam-
paign to reshape commission policy on the
concentration of control of media issue,
with the 7-7-7 rule earmarked for repeal or
modification. He called the rule “‘our most
questionable nostrum’ in the ownership
rules area, and said he does not support
‘“artificial bans on ownership that have as
their only policy justification vague theo-
ries about how they contribute to diversity
of ownership.”

To Fowler, the rule has nothing to
recommend it. It does not deal with
regional concentration, since the 21 sta-
tions involved could be spread throughout
the country, he noted. And it has ‘‘almost
certainly led to inefficiencies,” since an
operator with 21 stations in the bottom 21
markets has far less concentration than
the owners of even three stations in the
top three markets but is barred from ac-
quiring more outlets.

What's more, Fowler said, the rule has
probably made it more difficuit for alterna-
tive program production and for the dis-
tribution companies to develop. “*Greater
ownership of stations by groups could lead
to even greater efficiencies in the market-
ing of new programing,”’ he said. “In
short,”” he added, the rule *‘has limited the
ability of broadcasters to exercise a full
range of business judgments without a
demonstrated, even a rational, public in-
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terest reason.”

Fowler feels the commission has begun.
its efforts at regulating concentration of
control of the media from the wrong prem-
ise. “‘The right place to start is with the
Department of Justice and the criteria ap-
plicable to concentration of business gen-
erally,”” he said. *‘It means defining
markets and then measuring concentra-
tion or focusing on anticompetitive ten-
dencies. It does not mean pulling some ar-
bitrary ownership limits out of thin air and
using them to restrict those who operate
over it.”

Fowler does not rule out any limit on
multiple ownership. ‘] am willing to con-
sider what ownership limits might be ap-
propriate for the industries we regulate,”
he said. He would also consider whether
different limits should be applied to the
commercial networks. Fowler in the past is
known to have felt tighter limits for the
networks might be reasonable, given the
market power they already have.

The aim, he said, must be to approach
the issue ‘“with a presumption that the an-
titrust laws should not be made stricter
over broadcasters and other media owners
without a rational basis for doing so. That
has not been commission policy in the past
... It should be commission policy in the
future. For an arbitrary standard that ig-
nores the efficiencies of larger ownership
makes no sense in the broadcasting indus-
tries.”

Fowler evidently believes efforts to
change the multiple ownership rules will
not go unchallenged. Ownership limits
have been on the commission’s books for
almost as long as there has been a com-
mission regulating broadcasting. ‘‘For a
number of people, including many in
Washington, the idea of larger ownership
of broadcast properties and other media
outlets by single sources seems unthinka-
ble. To them, I say, ‘Start thinking' ™ O

Guest appearance. President Reagan
slipped back intc a previcus role last
week to hype a program in the NATPE
convention marketplace. Appearing on
videotape at the luncheon on Monday,
the President said, "| know Death Valley
Days is getting a little shopworn for
prime time, but how about trying to 'strip
it in If it's good enough for I Love Lucy,
it's good enough for me.”

The President alsc recalled he had
addressed a NATPE convention once
before, in 1974, when he was govermnor
of California and the convention was
held in Los Angeles. He noted that
NATPE then had a membership of 450,
while today its ranks have swelled to
1,700. He said he would like to think the
growth reflects “the variety and com-
petitiveness in programing that this ad-
ministration believes in.’

Most in the audience would have
agreed NATPE's growth was attributable
in large part to the prime time access
rule, which FCC Chairman Mark S.
Fowler, whose remarks followed the
President’s, said was not consistent with
a marketplace philosophy.
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Most of the time, it takes blocd, sweat and tears to
produce a music schedule.

Marketron’s new Music System eliminates all that
by: saving valuable time in scheduling, with error-
free control; and. certain knowledge that your own
unique sound is consistently maintained.

You can put Marketron’s computerized Music Sys-
tem to the test without investing a cent in equip-
ment; we offer aftfractive monthly rates on a
time-shared computer and desk-top terminal.
Redally aftractive.

You get to know the system {we train you), how it
works for you . . . without a long-term commitment,
and without an up-front cash outlay.

Sometime in the future, you may want to own your
own in-house microcomputer. When you do, we
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have compatible equipment ideal for the Music
System.

If you're interested in consistency and music sched-
uling ease at modest cost, you'll look inte Marke-
tron’s Music System.

Here's what it does for you:

O Stores and analyzes your inventory, and enables
you to make updates quickly and simply.

0O Generates a complete playlist according to
your specifications.

O Makes format changes as easy ascan be . . .
and dllows you to test them before using them.

So eliminate the blood. sweat and tears. Contact
Marketron for more information on the Music Sys-
tem. It's a sound investment.

Marketron

2480 Sand Hill Road
Menlo Park, California 94025
Tel: {415) 854-5301
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Nature preserver. Erwin Kaempf
volunteers 15 to 20 hours a

week as an auxiliary gamekeeper
in Neuchatel. Switzerland.

TN =l

Life saver. Barbara Skolaut saves lives
and property for the Manchester
{Virginia) Volunteer Fire Department.

Home providers. Mike Gay and his wife Anita
thought about adoption. decided they could

help more children by volunteering to provide a
foster home for Houston's homeless children.

Church worl
Fox joined th
works seven ¢
as a church s
volunteer in P

Iper of the handicapped. Ad Demmers of Holland = R
ps handicapped children and their parents Fund raiser. Irene Pitcock gives her time to 4
the American Legion Ladies Auxiliary

in Louisville raising funds through bake

sales. picnics and bingo games for hospitals,

handicapped children, the blind, the needy.

Rescuer. [n Germany, Alfons Thomann works as
an unpaid volunteer diver for the Bavarian Red
Cross when underwater catastrophes occur.

Teenagers’ friend. Joyce Cranon
works with disadvantaged youngsters in

St. Louis, Mo. to help the teenagers

realize their full potential, N A

Beauty restorer. ; )
Nora Kennington works to restore

neglected gardens in N.Y.'s Central Park.

= L Food provider. Manuel Jaquez helped
found a cooperative supermarket that

a-the-spot Samaritan. As a volunteer for the Milwaukee Red Cross, Dale Clark provides hispl§0minicanp§epublic community

ngs his emergency services van right to the scene to aid victims of fires with quality food at reasonable prices

«d other disasters. 4 ‘




o good things.
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MS angels. In Melbourne, Australia, Shirley
Delamott, Pat Kein and Heiltje Grieve raised
over $6.000 for the Multiple Sclerosis Society
with picnics. a movie and supper evening,
plant and recipe book sales and raffles.

Animal protector. Last year Debbie Goik

helped over 100 injured or neglected animats
as a volunteer for the Humane Society in
Livingston, Michigan

Soapbox safety teacher. Alan Lane
g helped organize a soapbox derby
association in Fulton, NY. to
teach kids safe driving
from the ground up.

Aid organizer. 5.K. Patankar donates his time

to the Bombay Lions Club to help raise funds and

organize aid to the elderly, handicapped and blind.
x -

The good people you see at left are (as they
would be the first to tell you) just a sampling of
the thousands of people within our Philip Morris
family who work as volunteers in our hometown
around the world.

They look quite ordinary; and they are, in
reality, quite extraordinary. They work hard for a
living, and then, in their off-time, they work
hard for nothing. They want to help those who a
less fortunate than themselves, and in doing so,
they help all of us. For the hard fact is that withou
these good people, our societies and our lives
would be a lot less liveable.

And the delightful fact is this: Every man and
woman you see here testifies that the volunteer
work they do is “fun,” “enjoyable,” “rewarding”

They also say “It's easy to get started.” Right
now you can probably think of some school,
library, hospital or church—or some service,
cultural or community group—that would love
to have you pick up the phone and offer your
help for maybe an hour or two a week.

We think you will. After all, good people do
good things. And you wouldn’t have read this far
if you weren’t a pretty good person yourself.

Philip Monrris Incorporated
Good people make good things.

Makers of Marlboro, Benson & Hedges 100's, Merit. 7 %
Parliament Lights, Virginia Slims and Cambridge; -;ifiﬁ
Miller High Life Beer, Lite Beer and Léwenbrau b
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High on cable networking. Yes, they work, concluded this group of ca-
ble partisans at the NATPE conference. L to r: Greg Nathanson ot
Showtime, Bill Gruber of Cox Cable, Char Beales of NCTA, Robert

Cable Network.

Waussler of Turner Broadcasting, Bob Johnson of Black Entertainment
Tetevision, Dick Cox of CBS Cable and moderator Kay Kopilovitz of USA

Bullish outlook for cable networking

They're growing like Topsy,

and none have failed yet,
NATPE told; 400 may try hand
at the business in the '80’s;
new cable syndication ‘window’
predicted for programing future

The short answer to the question, *‘Is Ca-
ble Net-Working? ™ —supplied by modera-
tor Kay Koplovitz of USA Cable Network
at the start—is “‘yes.”” The longer answer
also is yes, but panelists took various
roads to that end at one of NATPE’s clos-
ing workshops last Tuesday (March 16).

Char Beales, research chief for the Na-
tiona! Cable Television Association, pro-
vided the statistical context for the discus-
sion. There are now 48 cable networks
operating on 41 transponders, she said,
with another 20 announced (although of
those only 15 have as yet acquired trans-
ponders). Responding to remarks at other
NATPE sessions about the lack of innova-
tion in programing, Beales insisted that ca-
ble's new networks were innovalive, in
that they met customer demands for con-
venience, for providing programing not
available elsewhere and for going beyond
passive 0 interactive programing.

(As if those numbers weren’t im-
pressive enough, Koplovitz said that 400
new networks may be introduced during
the 80’s. Of those she estimated that eight
to 12 might be ‘‘wildly successful’ while
another 25 vertically programed networks
“‘with smaller upside potential”’® might
nevertheless ‘‘make it’’ She noted that
there will, of course, be failures, mergers
and acquisitions among the many who
come before the few are chosen.)

Cable programers face three obstacles to
begin with, Beales said: (1) getling an idea
to the marketplace, (2) getting it on cable
systems, with more than half confined to
12 or fewer channels and required (o carry
many broadcast signals, and, after those
obstacles are overcome, (3) to get the
viewer. The working out of that process
means that programers have to wait longer

to be profitable in cable. But as for “‘dire
predictions’” that all the new services can’t
make it, Beales noted that none have failed
yet.

Dick Cox, president of CBS Cable, who
was marking his first anniversary with that
venture, said his most vivid impression of
those 12 months was the pace of cable
progress, and the rate of change. But as
one who had come out of the broadcast-
agency universe, he foresaw no threat to
the earlier media. Radio panicked when
TV came along, he said, because it ‘‘mea-
sured the future in terms of the past™ and
then was paralyzed into in action. That
need not happen now, he said: we'll end up
with three broadcast media—radio, televi-
sion and cable—that are all very strong.

Cox referred to the difficulty CBS Cable
has had in getting off the ground as an ad-
vertising-supported service. The key word
at advertisers and agencies has been:
**Wait,”” and that could end up “‘killing the
baby,” he said.

Bob Johnson, head of Black Entertain-
ment Television (BET), said his network
was designed to reach 26 million black
Americans who found their programing
needs unaddressed by conventional broad-
casting. Johnson had his own slogan to
substitute for the LOP (Least Objectiona-
ble Program)} thesis: *‘PIC," standing for
‘*Passionately Interested Consumer.”

Johnson also said that **we’re in the
market for programs’ —although he
hastened to add that he hadn’t seen any
black-oriented offerings while touring
NATPE’s program exhibits. ““We're not
going (0 pay you what you want to be
paid,”’ he said, “‘but neither is anybody
else. Some of that programing is sitting on
your shelf,” he said, referring to episodes
of shows that hadn’t been network hits
and weren’t being released in syndication.
Rich Frank, of Paramount Television,
later explained that guild residuals made
the costs too high for such release.

BET also is interested in buying black-
oriented programing from local stations,
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Johnson said, or in co-production ven-
tures.

Greg Nathanson of Showtime, a pay ca-
ble service, estimated that there were 15
million pay subscribers (including STV) at
the end of 1981, that there would be 20
million by the end of 1982 and 26 million
by the end of 1983. Pay TV is not just an
alternative to network television but in
some cases is the first choice; ‘‘Blue
Lagoon,” he said, got a 42 rating and a 59
share in pay homes.

Bill Gruber of Cox Cable’s San Diego
system was another who remarked on the
reluctance of programers to develop pro-
duct for the cable medium. *‘If you don’t
you're going to give rise to a number of in-
dependent producers,” he warned.

Robert Wussler of Turner Broadcasting
cited “‘superstation’” wTBS-Tv Atlanta as
proof of the success of cable networking,
saying it now reaches 25% of TV homes
with 21 million subscribers in all 50 states,
Puerto Rico and the Virgin Islands, antici-
pates reaching 30% of TV homes by Sep-
tember and over one-third of the US. TV
universe by January 1983. As to advertis-
ing revenues, they were $17 million in
1979, $33 million in 1980, $55 million in
1981, are estimated to be over $100
million this year and ‘‘the challenge is to
reach $200 million in 1983

Speaking of Turner’s 24-hour news
channels, Wussler said CNN now has 11.5
million subscribers on almost 2,000 cable
systems and has ‘‘changed the face of the
news industry.” The just-launched CNN2
he called the ‘‘fastest moving format in
news history”” Turner’s syndication arm
was an exhibitor at the NATPE conven-
tion and Wussler said would ‘“‘in the next
10 days’’ announce the names of broad-
cast subscribers 10 ils news service.

Wussler discounted as “‘a myth™™ the
supposed reluctance of syndicators to do
business with wTBS because of the fear of
depressing sales in other markets reached
by its cable-carried signal, but said it was
“‘easier’” 10 do business now because
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4 out of 5 earth stations for
TV broadcasting are from Scientific-Atlanta

Maudel 8010 7 -Meter Antenna.
Designed specifically for televi-
sion broadcasting. Exceeds all
broadcast earth starion
requirements.

Factory-installed de-icing
systems available for severe

weather conditions.

Scientific«Atlanta has designed,
built, and delivered more broad-
cast earth stations than any other
company in the world. A lot more.
Here are some reasons why.
Scientific-Atlanta makes
the entite system

Scientific-Atlanta builds complete
satellite earth station systems for the
television industry. Qur earth station
packages give you everything you
need to turn satellite signals into
programming revenues. Antennas,
receivers, low noise amplifiers, and
installation and service.

The right system
for your needs

As the industry’s largest manufac-
turer, we offer a wider choice in com-
plete system packages.

A broadcast earth station can be
as simple as our Model 8501 Basic
Receive-Only system. It consists of an
antenna assembly, a low-noise ampli-
fier (LNA), and a video receiver.

This is the basic downlink system.
It’s perfect for operations such as tap-
ing satellite programming for future
broadcast.

For added flexibility as well as im-
proved reliability, many broadcasters
choose our Model 8502 Receive-
Only Earth Station. It includes a
second set of electronics to give simul-
taneous reception on two different
satellite channels —a significant in-
crease in signal receiving capability.

What's more, the additional elec-

tronics serve as back-up units for the
primary set, giving full station
redundancy.

Supply your own
programming
Scientific-Atlanta has supplied over
90% of all the satellite uplinks cur-
rently in use by commercial TV

broadcasters.

When you buy a Scientific-Atlanta
uplink, you get the entire package,
from initial site planning advice to
the final proof of performance
procedure.

If you prefer, the uplink package
can include frequency coordination,
FCC licensing, and supervision for
pouring of the foundation (using
local construction crews for mini-
mum cost).

Mote satellite coverage
means more programming

Scientific-Atlanta broadcast earth

Series 7500 Video Receiver. Exceeds all
broadcast signal ?uality requirements. Micro-

ed for unmatched flexibility in

processor control
control options.

Full geostationary sazellite
arc coverage.

Highly reliable GaAs Fet low
noise amplifier. Fully enclosed

for weather protection,

Easy to insiall. Minimal space
requirements.

stations are available with full geo-
stationary satellite arc coverage. Your
system can “see” all current and
future domestic communications
satellites from anywhere in the con-
tinental United States.

No other antenna system offers more
satellite coverage.

Pre-programmable motor-drive
systems are available for 7- and 10-
meter antennas. You can switch from
one satellite to another in 60 seconds
or less.

Write or call
for information

Clip this coupon for more informa-
tion on the most advanced satellite
earth station systems available for
the television broadcast industry. Or
call or write Lou Durham at (404)
449.2362.
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: Scientific *****
| Atlanta

| Communications

: Artn: Lou Durham, ATL-20

|
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3845 Pleasantdale Rd.
Atlanta, Georgia 30340

Please send more information on sarellite
earth stations for television broadcasting.
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Cetec proudly presents the
Great Little System

System 7000GLS is the Great Little System for radio: True 7000 program
automation in a compact, lowest-cost configuration.

The Great Little System brings you all the features of its Bigger Brotherin
a great little package: microprocessor controller, plug-in source cards, and
48+ray Audiofile lIA (stereo or mono). Programming with the goof-proof

video terminal is simple—no need to memorize program and function codes.

Best of all, the Great Little System easily handles today’s program ser-
vices, including satellite, and will grow as you grow tomorrow.

Cetec 7000GLS —a truly Great Little System at a Great Little Price.

Isn't it time you talked to Cetec? Phone Jerry Clements today:

(805) 684-7686 — Outside Calif.: (800) 235-5715.

| - ‘
- y LY ! i ¥ t

Cetec Broadcast Group
1110 Mark Avenue, Carpinteria, Ca 93013
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‘‘they know we can afford it”’ And he
noted that Turner had purchased about
750 movies while at NATPE last week.
*“We're paying a million dollars an hour
for some of the programs we use now,” he
said (later identifying the Cousteau series
as an example).

Both Koplovitz and Wussler agreed that
new syndication ‘‘windows"’ would be cre-
ated in cable between network and station
runs. Why? ‘‘Because it’s an easier sale,”
said Wussler, suggesting that some off-
network series might run as strips for 18
months on cable before being syndicated
Lo stations. a

NATPE bestows
its Irises

Ball, McGannon, Van Deerlin,
Welk and Qube get special awards

Twenty-three television stations from 18
broadcast markets were the recipients of
this year’s Iris Awards, NATPE’s top
honors in recognition of outstanding
locally-produced television programing. in
addition, the Iris Award of the Year went
to Lucille Ball, in recognition of her con-
tribution to television entertainment over
the past three decades. Four NATPE Presi-
dent’s Awards were given this year, in-
cluding one to Donald H. McGannon,
retired president of Westinghouse Broad-
casting Co., for *‘a lifetime of service to
television,”” and one to former Represent-
ative Lionel Van Deerlin (D-Calif.) for his
leadership in communications on Capitol
Hill. Also receiving the President’s Award
were Lawrence Welk, who was cited for a
quarter-century of quality television enter-
tainment, and Warner Amex, for develop-
ment of the Qube two-way interactive ca-
ble system in Columbus, Ohio.

Entertainment at the [ris Awards, which
were held at the Aladdin’s 7,500-seat audi-
torium, included Glen Campbell, Lou
Rawls, The Sahara Girls and Joey
Heatherton.

Three Irises (one each for a station in
markets 1 10 10, 11 10 40 and 41 to 211
respectively) were awarded to stations in
the following program categories:
Entertalnment D WBBM-TV Chicago for The Trali of Shoeless

Joe Jackson; KTCA-TY St Paul for Nighttimes: Variety, and
KGMB-TV Honolulu for Homegrown 4.

Publlc aftairs specials 0 WABC-Tv New York for Essay on
Drugs; WPLG-TVY Mami for Assembly Line Justice, and
WMTVITY) Madison, Wis.. for Incest: The Family Secret.

Publlc affairs serles 0 WJLA-TY Washington for Until We
Say Good-Bye; KATU-TV Poitland, Ore.. for Townhall— Behind
Ciosed Doors, and KNTV(TV) San Jose, Calif, for Eastside/
Westside.

Sports 01 WCBS-TV New York for 1955 Breoklyn Dodgers:
Champs at Last; KING-TV Seattle for Hydro Highlites ‘80, and
KITV(TV) Honolulu for Downiwind to Paradise: Transpac '81.

Children’s programing O KGO-TV San Francisco lor
Dudley’s Diner; WCCO-TV Minneapolis for Incredible Kids,
and WOWK-TV Hunlington, W. Va. for Breaking Away: So
That'’s How It's Done.

Magazine formats 0 WNAC-TV Boston for More; KOMO-TV
Seattle for PM Northwest and KUTV(TV) Salt Lake City for Ex.
tra.

All other ) WBZ-TV Boston tor Big Boys Can Cry: The Chang-
ing Americarn Man; KPNX-TV Phcenix for Northlands: Sky-12



Join the growing network for

TRHEGREATEST BASE3ALL GANE
N2VER PLAYED

July 14, 1982 is the date. Somewhere in the imaginations of sports fans across
the United States and Canada the greatest American and National leaguers of all
time will take the field.

Just imagine, the greats of all time actually facing one another in the “Greatest
Baseball Game”

Would you like to be the station in your
market to broadcast it?

Think of the interest . . .the local sales. . . the audience!
Make it happen now in your market!

Join the fast growing network of major sports stations that will
broadcast “The Greatest Baseball Game Never Played”.

KABC Los Angeles KSFO San Francisco
KMOX St. Louis WBBM Chicago
WCCO — Minneapolis KTAR Phoenix
WIBC — Indianapolis WHAS Louisville
WWJ Detroit CJAD Montreal
WFBR — Baltimore KTOK Oklahoma City
WEEI Boston KNUS Denver

KTRH Houston WIOD Miami

KWMS — Salt Lake City WSBA Lancaster-York
WKIS Orlando WCAU Philadelphia
KHVH Honolulu KCMO Kansas City
WFAA Dallas WGR Buffalo

KTUC Tucson WERC Birmingham
WHIO — Dayton WWWE — Cleveland

Jack Buck, play-by-play broadcaster

To become part of “The Greatest Baseball Game Never Played”, call today. You
will not only be exclusively franchised to carry the game, you will receive a
complete package of pre-game programming and promotional ideas to help you
build audience and sales.

Phone today. BFV&L Promotions.
Ask for Bill Pauley or Don Weber

314-863-0330

This program is nol affiliated with or sponsored by Major League Baseball




Country, and KVOS-TV Beiinigham. Wash.. tor The 1981 Ski-to-
Sea Festival Race Highlights.

International (magazine} 0 City-TV Toronto. Ont. for The

New Music.

International {entertalnment) 0 TV Globo LTDA. Ric de
Janerio. Brazil for Vinicius Para Criancas. w}

What to do about
children’s programing

Washburn defends FCC practices
in NATPE session but other
panelists have other ideas; ACT
launches program monitoring

The NATPE panel session on children’s
programing was originally titled, '*What-
ever Happened to Children's Program-
ing?'" However, the session’s moderator,
Barry Thurston of Field Communications,
noted that the title was changed to sound
less pessimistic: “What Will Become of
Children’s Programing?’’ Judging from
the comments made by panel members,
with the exception of FCC Commissioner
Abbott Washburn, the original title may
have been more appropriate.

Panel members expressing doubts about
the adequacy of children’s programing to-
day included Peggy Charren, head of the
Boston-based Action for Children’s
Television: John Claster, former executive
producer of Romper Room, who now
heads his own firm specializing in
children's programing, Claster Produc-
tions, and Linda Rios-Brook, program
director of KENS-Tv San Antonio, Tex.

Charren charged both the networks and
local stations with what she termed **back-
sliding” in children’s programing. Shortly
after the session, she held a press con-
ference to announce a new ACT-spon-
sored ‘‘grass roots™ project aimed at in-
specting the program logs of television sta-
tions in 20 markets to monitor stations’
children’s programing efforts. Those sta-
tions that appear to have poor records in
that area and do not respond positively to
the grass roots initiative to improve
children’s programing may find them-
selves targets of petitions to deny their
licenses, said Charren.

Markets targeted by the ACT project
include: Montgomery Ala.; Fort Smith,
Ark.; San Francisco; Denver, Miami,
Atlanta; Cedar Rapids, lowa; Bangor,
Me.; Baltimore; Detroit; Minneapolis-St.
Paul; Columbia, Mo; Rochester, N.Y.;
Charlotte, N.C.; Fargo, N.D.; Portland,
Ore.; Providence, R.l.; Galveston, Tex.;
Salt Lake City, and Wheeling, W. Va.

Charren suggested that broadcasters
may be less concerned about the quality or
quantity of children’s programing they
provide because they perceive ‘‘the heat is
off”” with the deregulatory-minded Fowler
FCC firmly entrenched in Washington. As
evidence of her contention that broad-

cial children’s programing aired on week-
days between 6 a.m. and 6 p.m. The data
was collected from license renewal applica-
tions of 588 commercial TV stations in
September 1981.

The survey found that, on the average,
stations reported airing about 50 minutes
of regularly scheduled children’s program-
ing each day between the hours of 6 a.m.
and 6 p.m. About 30% of that programing
was network-originated, the rest being
recorded, syndicated or locally originated.
However, 29% of those stations surveyed
reported no regularly scheduled children’s
programing during that time period, 45%
reported none between 6 a.m. and 2 p.m.,
and 62% reported none between 2 p.m.
and 6 p.m.

Independent stations, the study found,
provided 32% of all the children's pro-
graming reported while representing only
13% of the stations in the survey.

Captain Kangaroo, the only regularly
scheduled network children’s program the
study found, represented nearly 30% of
such programing reported by the survey
stations.

Washburn was the most optimistic
panelist. *‘I don't believe that the industry
has failed our children' as the Ferris ad-
ministration contended, he said, *‘My own
experience with children’s programing has
been enormously enriching,” he said, sug-
gesting that parental involvement can be

.extremely beneficial.

Educational materials on how to use the
medium are ‘“‘essential,”’ said Washburn.
And “‘there’s an awful lot of material out
there,” he said, such as scripts and pro-
gram guides that parents and teachers can
use in helping children to more fully un-
derstand the lessons conveyed by quality
children’s programing.

Washburn characterized any notion that
*‘the heat is off*” broadcasters to provide
quality children’s programing a ‘‘misper-
ception.” He said the 1974 commission
policy statement concerning children’s
programing is still in force and has “‘not
been changed by one comma.”” He said the
commission’s attitude has been consistent
thoughout the past four FCC administra-
tions with the exception of the Ferris

years. The attitude has been that broad-
casters must serve younger audiences but
the FCC “*can’t tell them how to do it,’
Washburn said, thus leaving stations to
fulfill that responsibility.

Charren charged that self-regulation
was an inadequate method of insuring that
broadcasters meet their children’s pro-
graming obligation. She said conversations
with suppliers of children’s programing at
this vear's NATPE indicated that sales to
overseas programers accounted for nearly
all of their business. Domestic buyers
showed virtually no interest at all, Charren
said she was told.

KENs-Tv's Rios-Brook contended that
any decline in the quality or quantity of
children’s programing is ‘‘not due to the
deregulatory climate in Washington,”” but
rather to consumer groups attempting to
dictate the content of such programing.
Ten years ago, she said, KENS-TV ran a
daily 90-minute children’s program that
consisted of a mix of cartoons and inter-
views, and was in a large part directed at
the ‘‘depressed Hispanic minority’” within
the San Antonio market. Feedback from
viewers in the market, she said, generally
indicated that the show was ‘‘terrifically
beneficial”' And then *‘along came the
*70’s,” and groups like ACT entered the
picture and said the program ‘‘really
wasn’t beneficial or educational. Take out
the entertainment portions and substitute
educational material.”” The station did just
that, she said, and the result was that
viewers ‘‘went away in masses.”” The pro-
gram, she said, was reduced 1o 60, then 30
minutes and finally cut back to once a
week. “It’s not that stations aren’t com-
mitted to quality children’s programing,”
she said. **The problem is children won’t
watch it." Charren responded that ACT
has “*never said we didn’t like programing.
It’s not ACT’s fault that it went off the
air.”

Like Charren, John Claster disagreed
with Washburn on the state of children’s
programing today. “‘It is on the decline,
although independents do far and away
more than affiliates, especially educational
programing.”’ He said that affiliates have
‘‘no sense of commitment to it,”’ because

casters are not adequately serving younger
audiences, Charren referred to a study,
conducted on behalf of ACT by E Earle
Barcus, a communications professor at
Boston University, that focused on the
amount of regularly scheduled commer-

Kids are viewers too. Discussing the adequacy of chitdren's programing (I to r): FCC Cqmmis-
sioner Abbott Washburn: John Claster, Claster Productions; Peggy Charren, Action for Children’s
Television; Linda Rios-Brook, KENs-Tv San Antonio, Tex., and moderator Barry Thurston, Field Com-

munications.
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KAHN BDMMUNIC.‘AT!DNS, INC.
839 STEWART AVENUE
GARDEN CITY, N. Y. 11530

(516) 222-2221

March 22, 1982

Dear AM Broadcaster: Re: AM Stereo

Having some 22 years of experience in developing AM Stereo, | wish (1) to submit to you reasons
why the proponents of our system were the only proponents to urge the Commission to allow the
free "marketplace’’ to select the AM Stereo system {among broadcasters ABC, NBC and RKO lent
support to the ““marketplace’’ concept) and, (2) to suggest means for minimizing costs for implemen-
ting AM Stereo.

1) We believe that the few FCC staff engineers, charged with the awesome task of selecting a single
“best”’ system, given the pressure of quickly finalizing such a decision and the lack of complete in-
formation on the performance of the candidate systems, could not be certain to make a decision
which would be accepted by the industry. Since the very survival of AM broadcasting might well rest
upon such a decision many industry leaders avoided encouraging such a decision.

Most importantly, no matter which system was selected {even ours) the decision would not go un-
challenged and years of controversy in the courts could result. And, at the end of such a lengthy and
wasteful appeal procedure there would be an excellent chance of reversal. As Chairman Fowler indi-
cated, if the courts reversed, the Commission would be forced to do the whole job over. Moreover, as
the Chairman further argued, then what is to stop a second court challenge causing the entire proce-
dure to be repeated.

Given this situation we reluctantly came to the understanding that only the “marketplace’” should
make the fina! system choice.

2} Now | wish to address those broadcasters who intend to exercise leadership in selecting a system.
The cost and time of installation of any system is significant and it would only be prudent for such
broadcasters to protect themselves by insisting upon a written guarantee covering the following:

{a} That the supplied equipment will meet all specifications when installed with the station’s
AM transmitters.

(b) That present mono listeners will not be sacrificed when stereo broadcasting is initiated.
(The guarantee should cover full modulation for L=R signals and for L only or R only signals.
The latter conditions are necessary for many impressive stereo programming effects, such as
separate L and R announcer mikes, etc.)

{(c) That under the above condition of full mono coverage acceptable stereo reception is provid-
ed at your station’s .5 mv contour.

Lastly, on a most positive note, it is my sincere belief that the free “’'marketplace” will make a
quick and correct system selection within a very short period. This period will be measured in months,
not years, as would have been required to fully adjudicate a single system selection.

Sincerely,

(s} Leonard R. Kahn

LRK:afs



the business is ‘‘bottom-line oriented’”
Such programing ‘‘is not producing enor-
mous revenues for most stations,’” he said,
“and almost no revenue for affiliates”
Claster called on affiliated stations to at
least make an effort to improve the situa-
tion. **Station’s should get together’ and
discuss the possibilities, and perhaps pool
resources to produce more and better pro-
graming for children, she said.

Claster, whose company produces the
Great Spacecoaster children’s show, said
that ‘‘it never would have gotten off the
ground” had not the Ferris administration
“‘been looking hard toward’ children’s
programing guidelines. ]

¥
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Fairness doctrine finds lone friend in Vegas

Broadcasters say rule has
hindered public debate; NCCB’s
Sam Simon is lone dissenter

[t was Sam Simon of the National Citizens
Committee for Broadcasting against the
world tast week at the NATPE convention
in Las Vegas. The session dealt with the
FCC’s fairness doctrine, and he was the
only one of five panelists who urged its re-
tention and argued its constitutionality.
The broadcasters and FCC General

J

Four to one. The FCC's fairness doctrine took a pummeling at NATPE last week, with only Sam

Simon of the National Citizens Committee for Broadcasting supporting it at a panel session. Ltor:
Stan Paige, Post-Newsweek Stations; Steve Sharp, FCC general counsel; Simon; Fred Young,
wrTAE-Tv Pittsburgh, and Charlotte Hall, wine-v New Bedford, Mass.-Providence, R.I.-

NEW HORIZONS

In an industry where things-seem
to happen overnight, we're proud
of our 23 year history in cable
financing.

We're Firstmark Financial! We

can put our track record to work
for you.

We structure financial plans for
acquisition, new construction
and refinancing of existing debt.

We know where the industry's
going because we've been there
since the beginning. We talk
your fanguage.

WE'VE BEEN REACHING

Want professionals in thie finance
side of cable? Talk to Bill Ken-
nedy. Kevan Fight. Bill Van Huss
or Phii Thoben for a confidential
analysis. We believe in those
new horizons. Since 1959.

[Firstmark Financial

Firstmark Financial Corp.
Communications Finance Div,
110 E. Washington St.
Indianapoiis. IN 46204

317 638-1331
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Counsel Steve Sharp were the others who
expressed the customary frustration and
irritation with the doctrine that they feel
hobbles broadcasters in exercising their
journalistic judgment while the print press
is free to operate without fear of govern-
ment supervision.

But broadcasters are licensed by the
government, Simon said, repeatedly, as the
question came back at him, repeatedly. As
long as the government maintains a
system of licensing some people and not
others, there is a need for a fairness
doctrine 10 assure the airing of all views,
he said.

Nor did he place much stock in broad-
casters’ assertions that they would, of
course, be fair without a fairness doctrine.
He said an ‘‘ethic’’ of fairness had
developed as a result of regulations in-
cluded in the Communications Act of
1934. **If you get rid of the ethic, in a cou-
ple of generations, we’ll have people in
broadcasting who didn’t grow up under
it,”” he said.

{Simon might have noted he was added
to the panel for balance only after he had
asked to participate.)

But those on the panel maintained the
doctrine is more of a hindrance than a help
in ventilating issues. Fred Young, general
manageér of wTAE-Tv Pittsburgh, and
Charlotte Hall, program director of WLNE-
Tv New Bedford, Mass.-Providence, R.I.,
said their stations would do as much public
affairs programing as they do now, if not
more, and with more spirit, if the doctrine
were repealed. ““There would be less con-
cern over whether an issue would generate
a fairness doctrine challenge,” Young said.

Stan Paige, legal counsel for Post-
Newsweek Stations, said broadcasters “‘are
fair now,” and do not use the doctrine. But
he suggested that the industry could adopt
some form of self-regulation “*to deai with
abuses.”” He would not get rid of all aspects
of the doctrine, however; he would keep
the personal attack rule. **It’s not ap-
propriate for people discussing controver-
sial issues of public importance to attack
the character of people not present,” he
said.

But it was left to Sharp to deal with
Simon’s arguments. “You don't have a
logical progression that because of a tech-
nological necessity [to license broad-
casters] you must reach [program] con-
tent,” he said. He noted that the mailing
and tax benefits accorded the press do not
carry with them government-imposed
obligations regarding content.

Sharp also said that the need for the
doctrine would decline as new tech-
nologies of communication come on line.
But he also said that, as long as the
doctrine remains on the books, the com-
mission is obligated to enforce it.

The commission has urged Congress to
repeal the equal-time law, which incorpor-
ates the statutory basis for the fairness
doctrine. *“We're trying,” Sharp said, ““to



free broadcasters 1o do more programing
that is informative ... and allows them to
do it in a manner that is worthwhile.”

While Sharp did not mind going head-
to-head with Simon, the moderator of the
panel, Jim Major, of KGO-Tv San Fran-
cisco, threw a couple of questions that
caused Sharp to gulp.

““What’s your personal feeling on
PTAR?> Major asked, toward the end of
the session *‘1 haven’t got a feeling for it
yet,” Sharp said of the highly charged
issued. *‘I'm hearing arguments on both
sides. I'm siill listening.”

Major topped himself with the next
question: **Do you want to be chairman of
the FCC some day?” Clearly flustered,
Sharp said, **1 don’t know. | have served
with four chairmen. I see things they en-
joy. I also see the ulcers. I'm not sure it's
worth the hassle.”

TV violence can
contribute to

violent behavior,
NIH study finds

Results of upcoming paper are
released at NATPE; it finds
children can be affected by
violent subject matter and way
it is portrayed on television

Research indicates that ielevision viewers
can be affected not only by the content of a
show but also by its format. The pace of a
program or the camera techniques that are
used can increase emotional arousal and in
some cases contribute to aggressive or
violent behavior.

Those are among the findings of an up-
coming research paper being worked on by
Dr. David Pearl, chief of behavioral sci-
ence research at the National Institutes of
Health. Pearl was among the panelists at
NATPE’s closing luncheon session that
expanded well beyond its title, **The Com-
munications Year Ahead.”” The moderator
was Jeff Greenfield, author and CBS News
television critic.

In giving advance word on the report,
Pearl said the findings are based not on
new research but rather on an assessment
of information gathered over the past
decade. In general, he explained, research
indicates that television can increase ag-
gressive and violent behavior both
through its subject matter and its program
structure. He cautioned, however, that
television shouldn’t be seen as a sole
cause and rather **is only one influence.”

Among children in particular, Pearl said
television is a major teaching medium,and
children’s personalities can be shaped
by what they see on the screen. He added
that heavy television viewing has been as-
sociated with a lack of imaginativeness
among children.

On the other side, Pearl claimed, televi-
sion also can be a **potent” force for good,
through such programing as public service
announcements and when accurate infor-

mation is presented.

Calling the current quality of economic
reporting ‘‘a disgrace’’ was financial ad-
visor Howard Ruff. He had sharp words
for the medium overall, claiming that
news has an Eastern bias and entertain-
ment a Hollywood bias in values.

As for a television advertising forecast,
Ruff expects a short-term decline but then
a burst of activity when companies realize
that the economy is keeping more people
at home in front of the set. Television sta-
tions themselves, he said, are ‘“‘an ex-
cellent investment,” and he admitted he’s
considering buying one.

Maureen Christopher, deputy executive
editor of Advertising Age, dealt more

directly with the specific year ahead, quot-
ing an advertising agency projection that
ad revenues likely will be up to $66.5
billion-$68.5 billion in 1983.

Ron Miller, television critic for the San
Jose (Calif.) Mercury, as well as president
of the Television Critics Association, told
the audience to expect increasingly serious
reporting from his colleagues. He said that
today’s critics would rather write about
prime-time access than *'Gary Coleman’s
train set.”” Miller said that will mean more
coverage of industry issues and conven-
tions and more attention on the perfor-
mance of local station management.

@ Immediately prior to the panel,
NATPE President Steve Currie of KOIN-TV

- NOW, A High-Performance
STL-FM Audio Processor/
Stereo Generator |
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Portland, Ore., called upon the organiza-
tion’s members to lobby individually for a
long-term telecommunications policy.
Currie claimed that the country ‘“‘cannot
continue to operate in a fragmented and
disorganized'' fashion. Currie recom-
mended that there be a special council ad-
vising the President on telecommunica-
tions and a blue-ribbon panel of no more
than 18 to 24 persons (the bulk from the
industry) studying issues ranging from the
impact of new technologies to defense use
of satellites. |

Tip-toeing around
hype during
programing sweeps

NATPE session discusses line
between hype and promotion

*“Today we're going to talk about hype,”’
announced moderator Allen Sternberg, of
WCKT(TV) Miami, at a NATPE panel ses-
sion entitled **Programing the Sweeps,”’
held during the final day of this year's con-
vention.

Panelists included Ron St. Charles of
WUAB(TY) Cleveland; Gene Davis, a pro-
graming promoticn consultant based in
New York: Stew Park of KNTV(TVY) San
Jose, Calif.; Brooks Spectorsky of WSB-TV
Atlanta, and Don Tillman of KTTv(TV)
Los Angeles.

Two rules that guide the use of hype,
Sternberg said, are: *'Pretend your station
doesn’t use it,” and ‘‘Don’t get caught by
the rating services.”

Sternberg pointed out that the rating
services do not monitor Stations during
sweep periods for excessive hype activity,
and that to get caught, a letter of com-
plaint must be received by the ratings ser-
vice within seven days of the sweep
period, outlining alleged hype activity. If
the charge sticks, after an investigation
conducted by the firm, the service will
either insert a note in the ratings book call-
ing attention to the station’s irregular pro-
motional activity or perhaps show blanks
for the station in the time period affe¢ted.

However, one audience participant sug-
gested that the *‘punishment’’ means very

ralo BINGO

® OLDEST PROMOTION IN THE
INDUSTRY . ..

Over 26 vears . . . 1,000 plus stations.

GETS DOUBLE RATE CARD
RATE ...

A complete promotion package
providing sponsors and “‘extras’”
that command extra dollars.

WORLD WIDE
BINGO, INC.

little. **The media buyers,”” he said,
“‘don’t care whether a station uses hype or
not”” He noted that in the Jacksonville,
Fla., market book, asterisks denoting ir-
regular hype activity appear for various
siations after every sweep with little, if
any, effect on the offending stations.

Sternberg noted the rating services
frown upon two things during sweeps: con-
1ests and on-air announcements that a rat-
ings survey is under way.

Wuap's St. Charles noted ihat his sta-
tilon programs prime-time movies year
round and while there is some *‘‘added
effort” 10 promote those movies during
sweep periods, ‘‘yvou can't just promote
during the sweeps.”” One reason for that,
he said, is that it would have no effect be-
cause viewing habits cannot be changed
that rapidly.

[n addition to on-air spots and print ads,
the station rns about 500 spots a week on
11 Cieveland-market radio stations to pro-

i J: e ETE |

mote its prime-time movies.

KnTv’s Park suggested that in an
“umbrella situation” where a smaller
market such as San Jose, Calif., is over-
shadowed by a much larger one, in this
case San Francisco, a station ‘‘has to make
a point of knowing who has what’ in
terms of programing. ‘‘Schedule
carefully,” he said. **If an umbrelia market
is plaving [a product your station also has]
in the afternoon, try to play it in the morn-
ing”’

Gene Davis noted the ‘“‘tremendous
value’ of developing a quality news open-
ing, which he said is seen perhaps ‘‘five,
six, seven or nine times a week.’

WsB-Tv’s Spectorsky suggested that as
far as affiliates are concerned, they *‘can
apply a lot of pressure on the networks to
give them more dollars to promote [the
affiliates’] image. Co-op advertising is one
way that ABC has worked with wsB-Tv **10
lie our image with their image,” he said. O

Hype artists. Tackling the guestion of "Programing the Sweeps" were (I to 1) Allen Sternberg
(moderator), wekr(tv) Miami; Ron St. Charles, wuas(tv) Cleveland; Stew Park, kntvitv) San Jose,
Calif; Gene Davis, Gene Davis & Associates, New York: Brooke Spectorsky, wss-Tv Atlanta, and

Don Tillman, krv(rvy Los Angeles.

Barter boosters

The actlivity is seen as
a good way to keep costs down

Ave Butensky of Ed Libov Associates and
moderator of the NATPE panel on time
banking and barter joked that 24 of the
first 25 prospective panelists declined to
participate on the advice of lega! counsel.
And while the time banking and barter
process has come under increasing
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scrutiny as a result of the apparent mis-
management and perhaps frauduient
activities uncovered within the J. Walter
Thompson syndication unit (BROADCAST-
ING, March 8), they have for quite some
time been perceived as somehow less than
above-board activities.

The panelists finally rounded up for the
session inciuded Marve Grieve of MG
Fiims; Rod Erickson of Time Buying Ser-
vices, New York; Gentry Trotter of KPLR-
Tv St. Louis, and Stan Moger, a principal
in SFM Entertainment.

Grieve, who has been bartering pro-
grams for 30 years, said: “‘Ever since the
Phoenecians invented money, barter
became a dirty word. Skeptics ask, ‘If a
show is also good why barter it said
Grieve. He said bartering ‘‘takes some of
the risks out’ of financing a program.

Erickson, who has signed ‘“‘millions of
dollars”’ in barter deals, said that ‘‘every-
one barters at one time or another,”
although the more affluent buyers in the
industry will barter less. The motivation
for bartering: ‘‘protection of cash flow and
profit and survival in some cases.”” As (0
the practices of his own company,
Erickson said: *“We barter as we need time
[to sell to an advertiser] and use it as fast
as possible’’ He said his company avoids



bartering for time banks, where a program
is given 10 a station in exchange for a dol-
lar amount of advertising time which is
credited to the supplier’s account.

Moger said his company's bartering
practices were similar to those of Time
Buying Services in that he will barter for
time that is **specifically allocated 1o a par-
ticular program [where] the advertisers are
identified.”” SFM does not deal in time
banks ecither, he said.

Trotter, the only panelist representing
the station side, described bartering as an
“excellent alternative™ that ‘‘helps the
cash flow problem.”” As a programer, how-
ever, Troiter pointed out one serious
drawback with the process. A barter deal is
usually worked out between the station’s
general sales manager and the program
supplier, often leaving Lhe station’s pro-
gram department in a Situation where it is
**forced 10 run a product with no merit.”’

As 10 the purported arm twisting of sta-
tions by agencies to get them to clear cer-
tain programs, Trotter said stations often
feel forced to accept some programs for
“‘fear of losing part of a budget,” which
then might go to a competitor. O

Adversary relations

NATPE panel discusses probiems
between syndicators and
station program executives

NATPE tried 1o look at a traditional prob-
lem in an untraditional way during a Sun-
day general session on the question,
“Why Don’t You Return My Phone
Calls?”’

Instead of using the time-honored panel
format to cover well-traveled ground, the
morning workshop began with a
“*docudrama’ casting a stereotypical syn-
dicator’'s sales representative, program
director and station secretary in 1wo ver-
sions of a *‘typical’ sales call. In the first
skit, the sales person was portrayed as an
aggressive, hectoring sort while the pro-
gram director and his secretary came off as
innocent, ethical business people. The ta-
bles were turned in the second version,
with the sales representative fending off
come-ons and innuendo from the station
staff.

The dramatization, which later drew
mixed comments ranging from ‘‘the most
embarrassing misrepresentation 1've ever
seen’ 1o “*we all know people who act just
like that,” kicked off an informal discus-
sion among selected station and syndica-
tion executives peppered with responses
from the audience.

Moderator and past NATPE president,
A.R. Van Cantfort, program director of
wSB-Tv Atlanta, also released results of a
straw poll of buyers and sellers, which
concluded that **buyers basicaliy consider
station people 1o be good business people

but perceive syndicators as mostly just
interested in sales, and (sometimes) try-
ing to rush unwanted, unneeded or low-
quality product using questionable, or
offensive sales techniques.” When seilers
were asked about buyers, they responded

that “‘buyers are basically sound and
knowledgable business people . .. But 90%
of syndicators contacted felt station buyers
‘string them along’ too often, use ques-
tionable tactics, and keep them needlessly
waiting for a decision.” They also de-
scribed station executives as ‘‘indecisive,
vague and evasive’’ in 100 many instances.

“*These areas of friction have probably
always been there, and maybe they always
will,’ Cantfort ventured. The consensus
of the panel, co-moderaied by Michael
Garin of Telepictures, embraced that view.

Comworld [nternational President
David Sifford stressed that “'it takes a long
time to develop good relationships with
program directors and managers. (But)
you've got 10 win that PD’s confidence.
That’s part of the game.”

Another program distribution repre-
sentative, PolyGram Television President
Norman Horowitz, asked that more sales
people be sent out with the authority to
make a deal with stations, rather than hav-
ing to refer to the home office for
clearance on a proposal.

“It’s difficult to say ‘no’ and easy to say
‘maybe, =" Horowitz pointed out, suggest-
ing that if both sides were more honest,
there would be “‘less pain and suffering”
all around.

Jon Gluck, vice president, director of

programing, MMT Sales, said “‘the name
of the game is profitability’” when it comes
to program decision-making, and given
the volatility of the current programing
market, stations are reluctant 1o make
commitments unless they are confident a
show will do well.

One of those who felt he *‘could not
identify at all” with the docudrama was
panelist and program director John
Shreves, wwBT(Tv) Richmond, Va., who
reported *‘syndicators | deal with are fair
and reasonable most of the time. I never

refuse to see them,” he said. Responding
to the problem of rapidly escalating prices,
Shreves asked for more accountability in
developing new projects: “1 don’t mind
paying for your successes, but I do mind
paying for your failures. | compare it to the
problem of nuclear power plant safety.”

Gluck’s version of that comment was,
“you [producers] may kill the goose that
laid the golden egg’ unless prices are
brought under control.

In response, Horowitz coniended that
“‘there is no free lunch in this business . . .
The stations wind up paying for the
development of programing, one way or
another”’ The process, he said, is and will
remain ‘‘very expensive.’

Sifford, in turn, called upon stations ‘‘to
tell us a little quicker when you are going
1o go with a first-run program.”’ Assets and
big-name stars cannot be tied up for long,
he said, or the price will be driven up
further.

Both Horowitz and Shreves found agree-
ment in their conviction that television
program sales is essentially an unfair busi-
ness. ““It’s not supposed to be fair,” argued
Shreves. “*l stopped believing in fair when
I stopped believing in the tooth fairy”” He
said the competing goals of buyer and
seller would make it difficult to resolve the
differences between program director and
syndicator. In lieu of that, he suggested
their interaction be kept as honest and
open as possible.

Horowitz defined fairness as *‘what the
marketplace will pay ... If the price of a
program is too high, all you have to do is
say no. But don’t be surprised if the guy
across the street says yes."”

Garin urged those who view the re-
lationship between product buyer and

seller as ““unfair’’ to be careful. **That ap-
proach,” he said, ‘*may not work well for
either side in the long run.” ]

NATPE VIP's, L to r: Stan Marinoff, 1982 conference chairman from wisn-Tv Milwaukee; past

president Jim Major, kgo-Tv San Francisco, and his wife, Barbara; incoming president Charles
Larsen from wasc-Tv New York; Phil Corvo, future executive director from kGTvitv) San Diego;
Steve Currie, outgoing president from koIN-Tv Portland, Ore.. and Ron Gold. conference committee

member from ABC Television.
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Strong feelings in small markets

Stations in markets below

the top 50 also want to keep
PTAR; they like their iocal
programing and don’t want to
give time back to the networks

Major-market network affiliates may be
leading the fight against repeal of the
prime time access rule, but stations in
markets below the top 50 also appear to
strongly favor its retention. But there is a
difference. Some small-market station
people talk tough when the subject gets
around to dealing with the networks.

Four officials of small-market stations,
during a panel session at the NATPE con-
vention last week, made it clear they liked
the rule as is; they have found ways 1o
make money with it, as have their col-
leagues in the top 50 markets. Roger Ot-
tenbach, vice president and general man-
ager of KMTv(Tv) Omaha, said the haif
hour of access time generates 12.81% of
the station’s gross revenues. **The off-net-
work product the station can carry’ —that
is only denied affiliates in the top 50
markets —**gives us a little extra ability to
make money 10 play with,” he said.

And while Ray Timothy, president of
NBC-TV, had said at an earlier panel that
small-market affiliates missed the half
hour of programing the networks are now
barred from providing in prime time, there
was no evidence of such longing at the
small-market session. [n response to a re-
quest from the moderator, Ray Alexander
of KRGV-TV Weslaco, Tex., for a show of
hands, no one in the audience of some 70
indicated support for that statement.
When the question was put in the nega-

tive, virtually everyone’s hand was raised.

What’s more, the broadcasters—even
though they lack the resources of those in
major markets—appear determined to pro-
duce their own programing. Stuart Seibel
of KiIMa-Tv Yakima, Wash.—in the 121st
market—said the station produces a half-
hour news program, News Beat that leads
into 60 Minutes a1 7 on Sundays. Raising
the funding from advertisers is not easy.
the advertising rate is not high. So ‘‘you
use other day parts to subsidize News
Beat.” But it's important. **You have to
position yourself against competition with
local programing.’” And Seibel indicated it
could not be done without PTAR **and the
revenue derived therefrom.”

Bill Logan, operations manager of wis-
Tv Columbia, S.C. —he said *‘it is the 94th
market for buying or the 86th for sell-
ing”’—offered similar testimony. **Local-
ism is the key to our future. Because of
PTAR we have PM Magazine. Without it,
these programs wouldn’t exist. If the rule
is repealed, there goes our opportunity for
getling quality programing in that period.”

There also was testimony indicating that
if the desire is great enough, the most
serious obstacles can be overcome with in-
genuity. Barry Barth, of Post-Newsweek's
wIXT(TV) Jacksonville, Fla., described the
cooperative venture in which that station
and five others in the stale—wPLG-TV
Miami (another Post-Newsweek outlet),
wTsp.TVv Tampa, WFTv(Tv; Orlando,

wcTv(Tv) Tallahassee and WPEC-Tv West
Palm Beach—produce a one-hour maga-
zine program, Florida, four times a year.
The series is in its second year. Yes, he
said, in response 10 a question, ''you can

From the bottom up. Representatives of stations in markets below the top 50 discussed what
the prime time acecess rule means to them. L to r: Stuart Seibel. kimav Yakima. Wash.; Barry
Barth, wuxt(rvy Jacksanvilie. Fla.; Bill Logan, wis-Tv Columbia, S.C.. and Roger Ottenbach, KMTv(Tv)

Omaha. Ray Alexander, krav-Tv Weslaco, Tex,, was the moderator.
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sell i.”

To Barth, “‘the bottom line’' in con-
sidering repeal of PTAR and the abandon-
ment of efforts to produce programs for
prime time is, **I’d hate to see the evolv-
ing program process go back 1o where it
was a few years ago, and the manager at
7:30 p.m. said, ‘Take the net, and just sit
there until the local news comes on at 11.”

Would the stations have to yield if the
networks were permitied to fill access
time, with, say, news? What if the net-
works offered a long-form program that
stations would have to take in full or not at
all? Perhaps there are alternatives. Some-
one in the audience said, *‘I'll talk to Ted
Turner and get CNN 2. | don’t like him,
but I’ talk to him.” Someone else said,
“I"'m not going to be bullied by a network.
If 1 don't want to clear something, [ won’t.
I'll replace it with local programing or
something else.” a

What the new video
environment will mean
for local broadcasters

NATPE panel on new technologies
examines inroads of videocassettes,
effect of home-taping decision,
ways to maintain audience

If the market for programing is growing
with each quantum increase in the sale of
home viewing equipment, there would ap-
pear to be enough work to keep new ar-
mies of creative personnel working over-
time—lawyers, 100, given some of the
copyright problems involved. But for the
local broadcaster, the burgeoning of that
market would appear to signal problems
ahead.

A panel session at the NATPE conven-
tion in Las Vegas helped give currency 1o
the term ‘‘aftermarkets’”—a new term
denoting markets to which programing is
sold after it is seen on conventional televi-
sion that was rejected as misleading by one
of the panelists. Seth Willensen, of RCA
SelectaVision, said producers are attempt-
ing to combine the various markets—ca-
ble, television, disk and videocassette—
“*'s0 release patterns will change dra-
matically”

Whatever it is called, the nontelevision
market is growing rapidly. Willensen said
100,000 videodisk players are in con-
sumers’ hands, and he appeared confident
disks will overtake the videorecorder
market, which is zooming. (Willensen
noted that disks cost $20 and
videocassettes, about $70.) Seymour
Horowitz, vice president for programirg of
20th Century-Fox Video, said 3.5 million
recorders are in U.S. homes today, and ad-
ded that the number is expected to grow to
16 million by 1985. In Western Europe,
the rate of growth is even faster, with 9
million expected to be sold by next year
and 29 million by 1986.

Willensen and Horowitz were talking of
that hardware as expanding the market for
theatrical films and other entertainment
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material, akin to what is seen now on
television. Indeed, much of the material is
the same. But the video recording
manufacturers are now confronted with an
appeals court decision that home recording
of television programs violates the
copyright law (BROADCASTING, QOct. 19,
1981). Sony Corp., whose Betamax pro-
duct figured in the decision, has appealed
to the U.S. Supreme Court (see page 74).
But Sony's counsel in the case, Dean
Dunleavy, of Los Angeles, a member of
the panel, predicted that even if Sony is
successful in court, Congress would assure
some form of copyright payment to those
whose material is recorded at home. Con-
gress is considering legislation to legiti-
mize home recording. ]

To Dunleavy, who offered a brief sum-
mary of Sony's position, a person who
views a program on a delayed basis no
more violates the copyright law than a
viewer watching the original transmission.
Anyone with the technical capacity to
receive a television signal has a legal right
to it, he said. MCA’s Universal Studios
and Walt Disney Productions, plaintiffs in
the case, were not represented by their
counsel at the session. But Richard
Barovick, of the New York law firm of
Fulop & Hardee, served as surrogate, and
he said the appeals court read the law as re-
quiring anyone who copies something that
is not his, to pay for it if a *‘fair use™” test is
not met. “'If that’s a problem,” he said,
“*we have to resolve it, but not by ignoring
the law and not seeking proper redress
through legislation.””

Copyright problems aside, broadcasters
wanted Lo know the impact on them of the
new technologies. Alan Perris, of Post-
Newsweek Stations, who served as
moderator, said: **When you tape a movie
off the air and watch it later, what does that
do to our ratings?’’ Dunleavy said ratings
would increase as the program is
recorded —at least as far as Nielsen and its
automaltic survey is concerned. Arbitron’s
diary technique would pick up a viewer at
the time the program is being seen.
“That’s the state of the art,” Dunleavy said.

But Perris was not reassured. The viewer
looking at his Betamax, he noted, is not
watching what is currently being offered.
*““There’s a lot of competition for a
viewer’s time,”” Dunleavy observed. The
answer, he suggested, is improved pro-
graming that the viewer will not ignore.

But it was left to FCC Commissioner
James H. Quello, another member of the
panel, to give voice to the broadcasters’
darkest thoughts. He talked of a coming
**glut’’ of information.

“*We'll eventually have 6,000 to 10,000
low-power television stations,” he said.
“*How will the consumer be served by all
the technologies, including disks and tape
and down the road, DBS? we'll have a
system that could threaten the economic
base of local stations. Are we encouraging
pay services over free service?’’

All of which he saw as confirming the
rightness of his position in favor of retain-
ing the prime-time access rule. “I'm the
foremost commission advocate of retain-
ing [the rulel,” he said. **It’s essential to

the economic viability of stations. With all
the new technologies, it’s all the more im-
portant. Soon, we'll have a glut [of new ser-
vices]” m|

Dealing with the
loss of PTAR

Workshop looks at financial
options in the event of repeal

According to Bill Key, controller of wHBQ-
AM-Tv Memphis and chairman of the
Broadcast Financial Management Associ-
ation, about 8% to 10% of a elevision sta-
tion’s revenue comes from the prime-time
access half hour.

How would stations adjust without it?

That was among the questions Key and
other panelists tackled last week at a
NATPE workshop called ““The Bottom-
Line Syndrome—Making Budget Either
Way." During the workshop, moderated
by Bob McAuliffe, BFM executive direc-
tor, panelists and members of the au-
dience were asked to assume they all
worked for the same company and were
making recommendations to top manage-
ment.

Perspectives varied depending on each
panelist’s job in broadcasting.

CIliff Curley, program manager at WCVB-
Tv Boston, suggested that current access
shows could be moved into early fringe
and that local programing could be beefed
up in prime time.

Jack Shenkan, director of sales for
Hearst Broadcasting, however, warned that
management must be realistic and not put
“‘unbearable’’ pressure on salespeople to
continue or increase revenue levels if
PTAR is lost.

Mick Schafbuch, general manager of
KOIN-Tv Portland, Ore., claimed that, with
or without PTAR, local programing is
needed in ‘‘*high-visibility’’ time periods.
However, at the same time he made the
case for cost consciousness before just
routinely giving the go-ahead for local
shows.

Of particular concern to panelists was
the state of the spot market.

Schafbuch said that stations should be
increasingly concerned when syndicators
such as Group W Productions with PM.
Magazine start pulling back 30-second
spots for national advertising. Shenkan
claimed that it’s bad for business ‘‘any
time anyone comes in and takes our
time.”

One audience member claimed that
local stations face a ‘‘double-edged sword™’
with national time being retained by syn-
dicators as the networks seek to expand
into current local time.

Curley urged programers to join the
fight against any network atlempts 1o in-
crease commercials in prime time. He
claimed that stations would likely compen-
sate for the added network time by reduc-
ing the number of local promotional spots.

v
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