Getting ready for NATPE:
Programing’s biggest aspidistra of them all
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) ”Waody Allen, Tim Conway, Peter Falk, Goldie Hawn,
2 ZCarroll O’ Connor, Frank SINatra (contnued on poges 48.and 49
e 2, The Dean averaged a 37% share for his entire nine network seasons. The Best of Dean Martin.

Lt 100 very funny half-hours. Ready to strip starting Fall 1979. M m w

suurce: NTI, subject to survey limitations. NATPE Hospitality Suite, Penthouse, 26th Fioor.




“SLEUTH”
4 Academy Award nominations! “Totally
engrossing entertainment. . .the kind of mystery
we keep saying they don't make anymore.”
—CHICAGC SUN-TIMES

“THE STEPFORD WIVES”’
43% network share! *'l can promise you
an eerie, spine tingling good shiver down
the spine.” —NY DAILY NEWS

E M s
‘\‘e O s‘jﬁe" “JENNY"
’?.P* o “Marlo Thomas and Alan Alda are first-rate."
a‘ “‘ngﬁo‘laoo“ —CHICAGO SUN-TIMES ‘ _
Yﬁ‘ ‘L«(“ A warm, touching, funny movie...Miss Thomas

is remarkably gifted.” —NEW YORK MAGAZINE



“Anunequivocal hit—a first-class
American comedy, as startling in its way as was
‘The Graduate.' " —THE NEW YORK TIMES

“THE MISSILES OF OCTOBER"

“Probably the finest historical drama
television has ever presented.” —CHICAGO TRIBUNE
“An example of how great TV can be.”
—PHILADELPHIA BALLETIN

“THE AMAZING HOWARD HUGHES"
43% and 53% network shares! “*Sweeps
through Hughes adult life like a searchlight...
Tommy Lee Jones acquits himself well
in title role.” —DAILY VARIETY

AN ALL-NEW
GROUP?

25 movies that are all first-run
for syndication.

36% AVERAGE
NETWORK SHARE!?

Very competitive when compared
with other current releases:

Avg. Share
Viacom Features VI 36%
MCA Champagne Movies 36%
Paramount Portfolio 8 32%

United Artists Showcase 10 31%

(NTI, Weighted average shares for premiere showing of all movies
that have appeared on prime-time network television.)

LONG RUNNING!

All 25 movies suitable for 2-hour
or longer time slots.

BUY NOW.
PLAY NOW!

9 movies available immediately.
14 available in 1979.
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The Week in Brief

PRELUDE TO BATTLE O Both sides in the children’s
advertising controversy start sparring on the eve of
four weeks of FTC hearings. Here's a report from the
camps and the line-up of witnesses for the first week.
PAGE 29.

KICK IN PANTS FOR TV O A Washington Post poll asserts
that the majority of Americans spend less time viewing
than they used to. PAGE 30.

MARCH ON WASHINGTON O The rally against over-
regulation drew a smaller than-expected contingent of
broadcasters. But it afforded speakers such as (I-r) Sis

Kaplan WAYS(AM) WROQ(FM) Charlotte NC Bill Summers,
wLou(Am) Louisville, Ky, and Dick Chapin, Stuart
Broadcasting, Lincoln, Neb,, a chance to vent their
feelings. And they were given some assurance that there

evidence that the prime-time access period is in a state

of retrenchment. PAGE 59. A complete list of exhibitors,
what they are offering and who will be representing them
begins on PAGE 64.

BREAKING DOWN THE CLEARS O Testimony of FCC
Chairman Ferris on Capitol Hill iast week indicates that

the commission has decided to make that move. f')
o

PAGE 98.

THE LAST DAY O Margita White walks away from the
FCC, leaving a mark on the commission in only 29
months of service. PAGE 100.

AFTERMATH O Following the release of Nixon papers on
White House pressures on public broadcasting, there is a
strong determination among policy makers that the
system be insulated from future political intimidation,
PAGE 104.

BETTER NEwS O TVB revises its forecast to say that
television's revenues will surpass total newspaper
revenues by 1990, five years earlier than had been
expected. PAGE 114.

‘ROOTS I O Sequel along with ABC-TV reguiars push
the network to its highest weekly ratings average since
the first Rootsin 1977. pAGE 128. News directors at ABC-

is still hope. PAGE 31. owned stations played down promotional nudges from
above, but all do spin-off stories on the miniseries.
GELLER WANTS 9 KHZ O The NTIA chief says he's PAGE 130.
lobbying the White House for change in the U.S. policy in
time for WARC. PAGE 33. ABC INC’S BEST YEAR O Records were set in revenues
and profits during 1978, with broadcasting and

NATPE TRUMPS ITSELF O The National Association of publishing contributing major shares. PAGE 132.
Television Program Executives heads for Las Vegas and
its 16th annual conference next Friday. There will be new
records in attendance and the number of exhibitors along
with an jammed agenda of key speakers and critical

iSsues. PAGE 48. At this year's NATPE marketplace is

BLAIR'S BODEN O After 25 years in radio, John Boden is -
more excited than ever about the medium. And the
president of Blair Radio is a firm believer that radio
selling is the last frontier for creative selling. PAGE 181.
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PARAMOUNT

COVERING ALL DEMOGRAPHICS...IN ALL TIME PERIODS..
FIRST RUN PROGRAMMING AND THI




HAS ITALL!

NITH TOP-RATED SERIES, GLITTERING PREMIERE SPECIALS,
‘INEST LIBRARY OF FEATURE FILMS.

U.S.S.ENTERPRISE %

‘LAVERNE & SHIRLEY «“HAPPY DAYS” « “THE ODD COUPLE”
“THE BRADY BUNCH” « “LOVE, AMERICAN STYLE” « “STAR TREK”
“MISSION: IMPOSSIBLE” « “THE UNTOUCHABLES” « “THE LUCY SHOW”
“STAR TREK ANIMATED” « “THE BRADY KIDS"” (ANIMATED)
g “MAKE ME LAUGH” « MARQUEE | -« PARAMOUNT ACTION THEATRE
PORTFOLIOS | THRU V «PORTFOLIO VI« PORTFOLIO VI
PORTFOLIO Vil « “PREMIERE FEVER”

COMING ATTRACTIONS:

“MORK & MINDY” - “TAXI”

Visit us at our suite at NATPE!
CONTACT YOUR PARAMOUNT TELEVISION DOMESTIC SYNDICATION SALESPERSON




The night we went to the moon.
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Dna in 8 saries of pairtings by Joseph Ceateri dapicting Teft Broadcesting Activitiae.

Television coverage of the first moon
landing brought families together all
across America. And our television sta-
tions helped make this event possible.

At Taft Broadcasting Company, tele-
vision is just one of ways we combine
community service with earnings growth.
We're in the business of providing in-

formation and entertainment to the
American family.

And it’s a great business to be in.
With radio and TV stations, Hanna-
Barbera Productions and themed amuse-
ment parks, we're in some of the best
growth industries around.

For the down-to-earth details on our

history making performances, send a
note on your letterhead to:

Mr. John T. Lawrence, Jr., Taft Broad-
casting Company, 1906 Highland Avenue,
Cincinnati, Ohio 45219.

TRFT

Broadcasting Company

Informing and entertaining the American family.

%
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ides of March

New Communications Act rewrite, which
House Communications Subcommittee
Chairman Lionel Van Deerlin (D-Calif.)
said last week would be introduced March
15, will continue to place biggest license
f~es on broadcasters operating in scarcest
$pectrum space—meaning VHF televison.
Bill won’t specify fee scales, leaving that to
FCC, but will place ““cap’’ on fees,.stated
as maximum percentage of revenues. Cap
is to avoid kind of excess that turned up in
fee schedule that subcommittee staff
prepared last year, charging some stations
most or all of their profit.

New draft will continue to dedicate
broadcaster fees to support of public
broadcasting, although that provision, it’s
indicated, is being kept only as bargaining
chip, Mr. Van Deerlin having found littie
support for it, even in public broadcasting.
New fee cap, it’s said, would limit total
broadcaster collections to something less
than public broadcasting’s congressional
authorization for this year: $140 million.
Staff fee schedule put out last year would
have raised $267 million a year from
commercial broadcasters.

EEEE——
Sky spots

Blair Television is reported to be
experimenting with use of satellite to
deliver TV commercials to client stations.
Pilot project now being set up will involve
TV commercials for General Foods (via
Ogilvy & Mather) in three cities in
Midwest and Far West to determine
whether this distribution system is more
cost-efficient and effective than mail or air
freight.

LS pat S S Y
Bad neighbors

National Association of Broadcasters and
National Radio Broadcasters Association,
never best of friends, had one of biggest
falling-outs yet last week. Dust-up
occurred after luncheon at broadcast
*‘rally against overregulation®’ which saw
NAB’s visiting state association presidents
and FCC Chairman Charles Ferris walk
out just before House Communications

ommittee Chairman Lionel Van
Deerlin (D-Calif.) was introduced to
speak — breach of protocol embarrassing to
both NAB and Mr. Ferris, latter apparently
being unaware that Mr. Van Deerlin was
even there.

NAB staff blames blunder on NRBA
(one executive called NRBA “bullin a
china shop™’) for independently tacking
session with Mr. Van Deerlin on meeting
it knew was supposed to adjourn at 2 p.m.
so state presidents’ meeting could
reconvene across town by 2:30. NRBA

officials say session was set up with NAB’s
knowledge. Actually Mr. Van Deerlin
probably knew what was going to happen,
because his subcommittee counsel, Chip
Shooshan, helped procure others who
shared stage with subcommittee chairman
(see story, page 31). Nonetheless both
association staffs are fuming—NAB more
than NRBA —and won’t likely be holding
any joint ventures again soon.

L]
Slow going
FCC staff is having tough time developing
way to get information commissioners
asked for in December when they turned
down staff recommendation that four
VHF drop-ins under consideration be
rejected (BROADCASTING, Jan. 1).
Commissioners asked for verification of
study by group interested in Johnstown-
Altoona, Pa., drop-in indicating terrain
would prevent new VHF in area from
causing interference. Commissioners also
said staff should check on whether viewers
in area use outdoor antennas and what
effect that would have on interference
problem. “Chilling”’ effect of VHF drop-
ins on UHF development was another
matter commissioners wanted studied.
Two months later, Broadcast Bureau,
chief engineer and Office of Plans and
Policy say project has been sidetracked by
other matters. However, hope is that at
least design of studies will be presented to
commission in “‘four or five weeks.”

T TR i T S
Narrowing the limits?

FCC has put hold on consideration of
applications that would result in radio and
UHEF television crossownerships pending
outcome of economic study of UHF's
need for financial support that co-located
radio affiliate can provide. One-to-market
rule permits new UHF-radio
crossownership on case-by-case basis. But
Chairman Charles D. Ferris and some
other commissioners have taken tough
approach to applications providing for such
crossownership.

After economic study was suggested at
meeting couple of months ago,
chairman’s office directed Broadcast
Bureau not to bring any more UHF-AM
or UHF-FM proposals to commission
until study was completed. Study, slowed
by illness and staff departures, is expected
to be completed early next month.

(ST Y SR El
Second thoughts

National Association of Broadcasters
wanls 1o resume major role in annual
“*Voice of Democracy’” high-school essay
conlesl il originaled and then dropped.
Vincent T. Wasilewski, NAB president,

Broadcasting Mar § 1979
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Insider report: behind the scene, before the fact

has been talking with top officials of
present sponsor, Velerans of Foreign
Wars, about beefing up NAB's part in
conleslt, which last year drew 250,000
entries nationally.

**Voice," created by |ate Robert K,
Richards, NAB'’s public relations chief,
was scullled in 196! as economy move
during Leroy Collins’s NAB presidency.
Costs then ran $11,000 a year, with fewer
enlries. They're now $150,000,

[1us oo amm——— R ]
Voice of experience

Nicholas Zapple, who retired three years
ago as communications expert on Senate
Commerce Commitlee staff, has been
quietly advising Public Broadcasting
Service, presumably on legislative matters.
He was recruited by Newton Minow, PBS
chairman, who as FCC chairman in early
1960’s had frequent dealings with Senale’s

-hired eye on FCC.

o 3 e e e ]
Lates for locals

Metromedia Television is making
development push for half-hour late-night
strips, with seed money going to both
Columbia Pictures Television and 20th
Ceéntury-Fox Television. Pilots are
expected around May for CPT’s The Life
and Times of Eddie Robbins, adult humor
serial conceived by former Mary
Hartman, Mary Hartman writer Ann
Marcus, and for Fox’s It All Happens at
the Madd House, about couple who run
network TV talk show from home.

L
Moving on

Frank Stanton will not stand for
reappointment as chairman of American
Red Cross, unpaid post he has occupied
since retiring as CBS vice chairman. Six-
year term ends March 31. He'll continue,
however, 1o serve on several corporate
boards and increase 1ime spent in duties
related to seal on Harvard University
board of overseers.

e ar = = - = ]

Squaring off

FCC Commissioner Abbott Washburn is
expected to use his appearance at Federa!l
Communications Bar Association
luncheon this week to rebut major point of
Judge David Bazelon’s talk in Los Angeles
last month (BROADCASTING, Feb. §).
Judge Bazelon, member of U.S. Court of
Appeals in Washington, argued that
regulation of broadcast content inhibits
broadcasters and leads to bland
programing. Commissioner Washburn
disagrees. He'll defend fairness doctrine
and obscenity-indecency standards as in
public interest and not in broadcasters’
way.



Now you can strip a series of star-spangled programs into your schedule
with America’s best loved comedy shows... "Lavemne & Shirley” and
"Happy Days” still deliver the highest shares of any network offering in the
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:urrent season - "Laverne & Shirley” and “"Happy Days”... #1 and #2...
lust two more good reasons 1o fumn to Paramount for the most successful

rogramming you've ever known.

ource: NTl Share September17—December 24,1978
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BusinesszBriefly

Radio only

Shoetown O Thirty-week radio
campaign begins in mid-March for shoe
store chain in about 10 markets including
Baltimore, New York and Washington.
Agency: Felsway Advertising, Totowa, N.J.
Target: adults, 25-49.

Church’s Fried ChickenO Twenty-six-
week radio campaign begins this week
for restaurant chain in about 50 markets
including Los Angeles, Nashville and
Oklahoma City. Agency: Burton-
Campbell, Atlanta. Target: adults, 18-49.

Delta Airlines O Nineteen-week radio
campaign starts in [ate April in seven
markets including Boston, Baltimore and
New York. Agency: Burke Dowling Adams,
Atlanta. Target: men, 25-49,

Nicholas Labs O Twelve-week radio
campaign begins in early March for Ambi
Skin Cream in 27 markets, including New
York, Detroit, Philadeliphia and Chicago.
Agency: Gerber/Carter Communications,
New York, Target: Black women, 18-49.

Toyota O Seven-week radio campaign
begins in early April for cars and trucks in
southern California markets including
San Diego. Agency: Dancer-Fitzgerald-
Sample, Torrance, Calif. Target: men,
18-34.

Parks Sausage O Six-week radio
campaign starts in mid-March for meat
products group in six markets including

Boston, New York and Washington.
Agency: The Gelnick Co., Fort Lauderdale,
Fla, Target: women, 25-49.

Anderson Little D Five-week campaign
starts in late April for clothing store chain
in about 40 markets including Albany,
N.Y. Chariotte, N.C., and Philadelphia.
Agency: Cabot Advertising, Boston.
Target: men, 25-49,

Service MerchandiseO Four-to-five-
week radio campaign begins in late
March for catalogue store chainin 13

markets including Albany, N.Y, and Detroit.

Agency: Les Hart, Nashville. Target:
adults, 25-49.

Dubuque Packing O Four-week radio
campaign begins in mid-March for
Dubugue ham in California markets
including Los Angeles and San Diego.
Agency: Hoffman York, Milwaukee.
Target: women, 25-49,

Dreyer’s O Four-week radio campaign
starts in mid-April for Dreyer's Grand Old
ice cream in about 12 markets including
Honoluluy, Phoenix, Seattle and San Diego.
Agency: Ronald R. Wren Advertising, San
Francisco. Target: women, 25-54,

Hunt Wesson O Nine-week TV
campaign begins this week for Orville
Redenbacher gourmet popcorn in about
25 markets during fringe time. Agency:
SFM Media, New York, Target: total
women,

Ponderosa O Two-month TV campaign
starts this week in 40 markets for

e TS — e T [ T T e SR P U ST i T v
BAR reports television-network sales as of Feb. 11

ABC $166,688.900 (33.4%) N CBS $163,652,100 (32.8%) N NBC $168.409.900 (33.8%)

Total Total

minules dollars L
week woek 1979 total 1978 total change
ended ended 1979 [otal doliars dollars 'rom

Day parts Fab. 11 Fab. 11 minutes year 0 dale year fo date 1978

Monday-Friday

Sign-on-10 a.m. 152 $1.105.800 871 $6.324.200 §5.375500 +176

Monday-Friday

10 am.-6 pm. 979 17.263.200 5916 104,542,400 100.837.200 +3.7

Saturday-Sunday

Sign-on-6 p.m. 357 9.684,600 2,035 61,776,700 55657.800 +11.0

Monday-Saturday

6 p.m.-7:30 p.m.- 103 5.313.700 605 29,755,600 25452400 +169

Sunday

6 pm.-7:30 pm. 28 1,967,500 136 13,100,200 11195800 +170

Monday-Sunday

7:30 pm.-11 pm. 420 46,681,600 2477 253.466.200 224102300 +130

Monday-Sunday

11 p.m.-Sign-off 224 4,661,500 1,356 29,785,600 24953700 +194
Total 2263 586677900 13,396 $498,750,900 5447574400 +114

Source: Broadcast Adverlisers Reporls
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Rep appointments

O WarL-Tv Atlanta: Spot Time Ltd,,
New York.

O Wews-Tv Macon, Ga.: Adam
Young Inc., New York,

restaurant chain during day and fringe
time. Agency: Doyle Dane Bernbach, New
York. Target: adults, 18-49.

Sarah Coventry O Two-month TV
campaign begins in early April for
accessories and jewelry company in three
markets during fringe and prime time,
Agency: McCaffrey & McCall, New York.
Target: women, 18-49,

Maaco O Two-month TV campaign starts
in early March for auto painting group in
about 70 markets during fringe, news and
sports time. Agency: Printz Advertising,
Philadelphia. Target: total men.

Armour-Dial O Six-week TV campaign
begins this week for Armour chiliin 19
markets during day and late fringe time,
Agency: Foote, Cone & Belding, Chicago.
Target: women, 18-54,

Equitable Savings O One-month TV
campaign begins in early April for savings
and loan group in about 10 markets
during day, fringe and prime time.
Agency: Colle & McVoy, Minneapolis.
Target: total adults.

White Castle 0 One-month TV
campaign begins this week for
hamburger chain during fringe, day and
prime time. Agency: Warner P Simpson,
Columbus, Ohio, Target: adulits, 18-49,
teen-agers, and children, 6-11.

Gillette O One-month TV campaign
begins in mid-March for Hyponex plant
product in 25 markets during day, prime
and late fringe time. Agency: Hill, Holiday,
Connors, Cosmopulos, Boston. Target:
women, 25-49,

Wm. Underwood O One-month TV,
campaign starts in late March for Accer"
flavor enhancer in about 12 markets
during late fringe and prime time.
Agency: Kenyon & Eckhardt, Boston.
Target: total women.

Cadillac O One-month TV campaign
begins in mid-March in about 30 markets
during fringe and prime time. Agency:
D'Arcy, MacManus & Masius, Troy, Mich.
Target: men, 35 and over.

Car-X Service Systems O One-month
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TOM AND JERRY

IN THE MORNING
The Number One cartoon
show of last season is still
going strong in markels airing
weekday mornings, leading
its time period in such major
marketsas Los Angeles (31
share) and Detroit (31 share).

TOM AND JERRY

IN THE AFTERNOON.

A weekday winner in early
fringe as well! TOM AND
JERRY carries its time period
in Washington, D.C. (24
share), Minneapolis-St. Paul
(50 share), Cincinnati (29
share), Nashville (40 share),
Greensboro-Winston Salem-
Highpoint (43 share), Syra-
cuse (40 share), Albugquergue
(36 share). And, in Chicago,
TOM AND JERRY is tied for
the leading position,

TOM AND JERRY

IN THE EVENING
Who said cartoons were just
for children? In the two mar-
kets where TOM AND JERRY
had their prime-access debut,
they captured the time period
away from several adult-
oriented game shows and sit-
coms: in Cleveland, Monday-
Friday, 7:30 PM (21.0 rating —

37 share), in Rochester, Thurs-

day, 7:30 PM (15.8 rating — 31
share).

ANYTIME!

Visit us at
our NAT PE suite
inthe MGM GRAND (
HOTEL

TOM AND JERRY,

14
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MGM TELEVISION



Visit the UA-TV suite at NATPE in the MGV GRAND HOTEL

-
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Presenting the Good Old Days from MGM! Two hundred fifty pre-1948 feature films with "More stars than there are in the heavens” including:
Abbott & Costello, Walter Abel, June Allyson, Don Ameche, Judith Anderson, Eve Arden, Edward Arnold, Fred Astaire, Mary Astor, Lew Ayres,
mMGM Lucille Ball, Tallulah Bankhead, John Barrymore, Lionel Barrymore, Freddie Bartholomew, Anne Baxter, Wallace Beery, Constance Bennett, Jack
Benny, Ingrid Bergman, Charles Bickford, Joan Blondell, Beulah Bondi, Charles Boyer, Walter Brennan, Nigel Bruce, Billie Burke, George Burns & Gracie
Allen, Eddie Cantor, Richard Carlson, Leo G. Carroll, Lon Chaney, Cyd Charisse, Charles Coburn, Claudette Colbert, Ronald Colman, Gary Cooper,
Jackie Cooper, Joseph Cotren, Joan Crawford, Bing Crosby, Robert Cummings, Dan Dailey, Jr., Marion Davies, Laraine Day, Reginald Denny, Andy Devine,
Marlene Dietrich, Melvyn Douglas, Marie Dressler, Irene Dunne, Jimmy Durante, Dan Duryea, Buddy Ebsen, Nelson Eddy & Jeanette McDonald, Douglas
Fairbanks, Jr, W. C. Fields, Lynn Fontanne, Preston Foster, Betty Furness, Clark Gable, Greta Garbo, Ava Gardner, Judy Garland, Greer Garson, Janet
(Gaynor, John Gilbert, James Gleason, Betty Grable, Kathryn Grayson, Sydney Greenstreet, Jean Harlow, Van Heflin, Katharine Hepburn, Hugh Herbert,
JeanHersholt, John Hodiak, Hedda Hopper, Edward Everett Horton, Leslie Howard, Ruth Hussey, Walter Huston, Van Johnson, Allan Jones, Boris Karloff,




% “I never made a movie I didn’t like?

juster Keaton, Gene Kelly, Deborah Kerr, Derothy Kilgallen, Otto Kruger, Bert Lahr, Hedy Lamarr, Angela Lansbury, Lassie, Charles Laughton, Laurel &
dardy, Peter Lawford, Janet Leigh, Gene Lockhart, Carole Lombard, Peter Lorre, Myrna Loy, Bela Lugosi, Alfred Lunt, Marjorie Main, Frederic March,
Jerbert Marshall, The Marx Brothers, Adolph Menjou, Burgess Meredith, Una Merkel, Ray Milland, Thomas Mitchell, Robert Mitchum, Robert
vientgomery, Agnes Moorehead, Frank Morgan, Chester Morris, Paul Muni, George Murphy, Conrad Nagel, David Niven, Margaret O'Brien, Dennis
J'Keefe, Maureen O'Sullivan, Laurence Olivier, Gregory Peck, Walter Pidgeon, Zazu Pitts, Jane Powell, William Powell, Vincent Price, Basil Rathbone,
Jonna Reed, Gene Reynolds, Rin-Tin-Tin, Edward G. Robinson, Ginger Rogers, Mickey Rooney, Barbara Rush, Rosalind Released thru
Russell, Ann Rutherford, George Sanders, Norma Shearer, Frank Sinatra, Red Skelton, C. Aubrey Smith, Ann Sothern, Barbara

Stanwyck, James Stewart, John Stockwell, Elizabeth Taylor, Robert Tayler, Franchot Tone, Audrey Totter, Spencer Tracy, Claire ww
[revor, Lana Turner, Erich Von Stroheim, Nancy Walker, Robert Walker, John Wayne, Ethel Waters, Esther Williams, Ed Wynn, United Artists
{eenan Wynn, Loretta Young and Robert Young. ©1979 Metro — Goidwyn— Mavyer Inc. T ATransamerica Company







TV campaign starts in early April for auto
muffler shops in eight markets during
fringe, prime, news and sports time.
Agency: N.w. Ayer, Chicago. Target: men,
25-54,

Norcliff-Thayer O Four-week TV
campaign begins in early March for
Esoterica skin cream in 20 markets
during day and early fringe time. Agency:
Marschalk, New York. Target: women, 35
and over.

Bank of America O Three-week TV
campaign starts in late March in 10
markets during fringe, prime and prime-
nycess time. Agency: Grey Advertising,
&és Angeles. Target: total adults.

Western New York Apple Growers
Assoclation O Three-week radio
campaign begins this week to promote
group's “controlled atmosphere apples”
in nine markets and for apple juice in six
markets, Agency: Rumrill-Hoyt, New York.
Target: women, 18-49.

American Hardware Supply O Three-
week radio campaign begins in early April
for manufacturer in 33 markets
including Baltimore, Detroit, Nashville
and Washington. Agency: Ketchum,
MaclLeod & Grove, Pittsburgh. Target:
adults, 25-54.

Stokely-Van Camp O Three-week radio
campaign starts in late April for Van
Camp food specialties products in 36
South and Southeast markets including
New Orleans and San Antonio, Tex.
Agency: Handley & Miller, indianapolis.
Target: women, 25-49.

TV only

Time-Life Books O Eight-month TV
campaign begins this week for Time-
Life's books, “Old West," in"41 markets
during late fringe and prime time.
Agency: Young & Rubicam, New York.
Target: total men.

Pennzoll O Nineteen-week TV campaign
begins in late March for Gumout
carburetor cleaner in 29 markets during
news time. Agency: Eisaman, Johns & Law,
New York. Target: total men.

Lloyd’s Bank O Four-month TV
campaign begins in late March in four
markets during fringe and prime time.
Agency: Della Femina, Travisano &

{ ftners, Los Angeles. Target: adults,
78-49.

Kristy Wells O Twelve-week TV
campaign begins in early April for
cosmetics manufacturer's Crazy Nails in
at least 60 markets during day and fringe
time. Agency: Furman Roth, New York.
Target: women, 18-34.

American Cyanamid O Twelve-week TV
campaign begins in late March for
Lemon-Sol spray cleaner in Buffalo and
Rochester, N.Y, during day, fringe and

prime time. Agency: Bozell & Jacobs,
New York. Target: total women.

Opryland U.S.A.O Twelve-week TV
campaign starts in mid-March for
amusement park in 12 markets during
day and fringe time. Agency: Eric Ericson
& Associates, Nashville. Target: adults, 18
and over, teen-agers and children.

Masonite O Three-week TV campaign
starts in early Aprii for house re-siding in
11 markets during all dayparts. Agency:
Braverman-Mirisch, Los Angeles. Target:
adults, 25-49.

Missouri Tourism CommissionO
Three-week TV campaign begins in early

April for tourist promotion in 10 markets
during day, fringe and news time. Agency:
Barrett-Yehle, Kansas City, Mo, Target:
men and women, 25-54.

Bachman Foods O Two-week TV
campaign starts in'mid-March for Cain's
Potato chips in Toledo, Ohio, and Detroit
during fringe, day and prime time.
Agency: Fahlgren & Ferriss, Toledo.
Target: women, 18-49.

Amchem Products O Two-week TV
campaign starts in late March for lawn
and garden chemicals in 18 markets
during fringe and prime access time.
Agency: Richardson, Myers & Donofrio.
Target: men, 25-54.

Not all program automation systems...

can tell you in plain English why a commercial, music tape or
other event did not play as scheduled. Control 16 Does!

can let you insert into the normal program sequence a cluster
of events for sponsored bulletins. Control 16 Does!

can use one universal source card interchangeable with any
other source card. Control 16 Does!

can display the program log printout on the video monitor.

Control 16 Does!

can guarantee response of + 1 dB, distortion <0.5%, signal to
noise > 70 dB, stereo separation >55 dB, measured from
40 Hz to 20 kHz. Control 16 Does!

Compare Control 16 to the other systerns and you'll prove to
yourself it can do what the others can't. For more information on
the Control 16's superior performance, call John Burtle at
217/224-9600, or write for our B page brochure.

E BROADCAST ELECTROMICS IMNC. & FILMIMALS compary

4100 NORTH 24TH STREET « P.O. BOX 3606 « QUINCY. IL 62301 U.5.A-TELEX: 25-0142
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B indicates new of revised listing

|
This week

March 4-8— Oregon Cable Communications Associ-
ation annual convention. Holiday Inn, Salem, Ore. Con-
vention chairman: John B Johnston, (503) 378-9123.

March 5— International Council, Academy of Televi-
sion Arts and Sciences ceremony ta honor TV Globo
Network of Brazil. Avery Fisher Hall, Lincoln Center,
New York.

March 5— Peansylvania Association of Broadcasters
congressional gold medal reception/dinner. Washing-
ton Hilton, Washington. Information: Robert Maurer,
PAB, 407 North Front Street, Harrisburg, Pa. 17101.

March 5-8—Society of Cable Television Engineers
regional technical meeting. Topic will be CARS
microwave and salellite to cable technology. Del
Webb's Townhouse, Phoenix.

March 5-7—Annual convention of Association for
Educational Communications and Technology.
Rivergate Convention Center, New Orleans. Informa-
tion: AECT, 1126 16th Street, N.W, Washington 20036,

March 5-30—Continuation of Federal Trade Com-
mission hearing on children's advertising. Start was in
San Francisco on Jan. 15. Washington.

March 6 —Presentation dinner, Hollywood Radio and
Television Society’sInternational Broadcasting Awards
for radio and television commercials. In addition, Hal
Linden of Barney Miller will be honored as "Man of the
Year". Century Plaza hotel, Los Angeles.

r |

SUNBELT
COMMUNICATIONS, INC.
has purchased the assets of
Radio Stations KVOR - AM &
KSPZ - FM, Colorado Springs,
Colorado, from

WOLVERINE
BROADCASTING CORP.

The undersigned initiated this
transaction and assisted seiler
in the negotiations

6116 N. CENTRAL EXPRESSWAY SUITE 712
OALLAS. TEXAS 75206 214/361-8970

Datebookz®

March 68— Radio Advertising Bureau/Sterling In-
stitute radio sales clinic. Sheraton Inn, LaGuardia, New
York.

March 6-7 — lllinois Broadcasters A
meeting. Forum 30 hotel, Springfield, Iil.

March 7 — Federal Contmunications Bar Association
luncheon. Speaker will be FCC Commissioner Abbott
Washburn. Capital Hilton hotel, Washington.

m March 7—Presentation of Ohio State Awards,
sponsored by the Institute for Education by Radio-
Television under auspices of the Telecommunications
Center of Ohio State University. Henry Geller, assistant
secretary of commerce for communications and infor-
mation, will be keynote speaker. National Press Club,
Washington.

[ation winter

March 8—Radio Advertising Bureaul/Sterling In-
stitute radio sales clinic. Copley Plaza hotel, Boston.

March 8-11— Women in Communications Inc.
midyear board meeting. Quality Inn, Austin, Tex.

March 9—Deadline for entries in local program
awards for radio competition, sponsored by Corpora-
tion for Public Broadcasting. Information: Jan Lantz,
CPB, Washington.

March 9-10—Tenth annual Country Radic Seminar.
Hyatt Regency, Nashville.

March 9-11—Society of Professional Journalists,
Sigma Delta Chi Region 2 conterence. Participants
will include Senate Minority Leader Howard Baker,
State Department Assistant Secretary Hodding Carter
and 60 Minutes Producer Marion Goldin. LEnfant
Plaza hotel, Washington.

March 9-14 — National A iation of Tel Pro-
gram Executives conference. MGM Grand hotel, Las
Vegas.

March 10—"First Amendment Survival Seminar’
sponsored by 14 news organizations including Radio
Television News Directors Association. There will be
three workshop sessions and luncheon that will be ad-
dressed by Bob Woodward of Waskington Post. Na-
tional Press Club. Washington, Registration is $10,
which, with grant from National Press Foundation, will
cover cost of box lunch and press kit with dqcuments,
baooklets and summaries of matters covered by semi-
nar. Reservations: First Amendment Survival Seminar,
Room 1, 10th floor, National Press building, Washing-
ton 20045,

I T T FYY
Also in March

Mareh 12-14—Fifth annual congressional-FCC con-
ferences of Celifornia Community Television Associ-
ation, Mayflower hotel, Washington.

March 13—Radio Advertising BureaulSterling In-
stitute radio sales clinic. Hilton Inn, Troy, Mich. (for
Detroit area).

March 14-15—Broadcast Financial Menagement
Association/BCA board of directors meeting. waldorf-

Efkaials

Wxix-tv Newport, Ky. (Cincinnati),
Metromedia Inc. channel 19, and non-
commercial kTPs(Tv) Tacoma, Wash.,
channel 62 licensed to Tacoma School
District No. 10, were omitted from
BROADCASTING'S "State of the art in UHF"
table accompanying special report on
UHF television (Feb. 26, page 44).
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Asloria, New York.

March 15—Deadline for nominations for first
Michelle Clark Awards, sponsored by Radie-Televi-
sion News Directors Association to recognize ex-
cellence in broadcast journalism by those who have
been in the profession less than three years. Informa-
tion: Ted Landphair, WMAL{AM) Washington 20015.

March 15— Radio Advertising Bureau/Sterling Ta-
stitute radio sales clinic. Ardington Park holt
Arlington Heights, IIl. (for Chicago area).

March 15—Deadline for entries in Radio Television
News Directors competitions, including Edward R.
Murrow Awards for courage, enterprise and social
awareness in reporting a significant community prob-
lem. There aiso are RTNDA awards for spot reporting.
investigative reporting and editorial/commentary. En-
try forms: RTNDA, 1735 DeSales Street, N\W, Wash-
ington 20036. (Form wlll list judges and schoois to
which regional entries must be submitted).

March 16-18— Intercollegiate Broadcasting System
40th annual convention. Shoreham Americana hotel, -
Washington.

March 16-18— Women in Communications Inc.
Southwest region meeting. Broadway Plaza Motor Inn,
San Antonio, Tex.

] .Mnrch 16-18—Western regicnal meeting of Na-
tional Association of Farm Broadcasters. Yuma, Ariz.

March 18-20—Okio Cable Teievision Association
annual convention. Sheraton Columbus, Columbus,
Ohio.

March 19—Colloquim of Annenherg Sehool ai
University of Pennsylvania. Representative Lionel Van
Deerlin {D-Calil.) will speak on Communications Act
rewrite. Philadelphia.

March 19— International Redio and Television
Society newsmaker luncheon. Waldori-Astoria, New
York.

March 21— Council of Churches of the City of New
York's 15th annual awards butfel/reception,
multimedia awards presentation for radio and TV sla-
tions. Americana hotel, New York.

March 21-—Meeting of executive committee of
American Women in Radio and Television, Fairmont
hotel, Dallas.

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

March 21-23-1979 worldwide conference and
workshop of American Forces Radio and Television
Service. Dallas.

March 21-24— The National Honorary Broadcast-
ing Society, Alpha Epsilon Rhko, 37th annual conven-
tion. Sheraton hotel, Dallas.

March 22-23 —Meeting of national board of Ameri-
can Women in Radio and Television. Fairmont hotel,
Dallas.

March 23— Colorado Broadcasters A n’s
seminar (8:30 a.m.), management update {2 p.m.) and
annual awards banquet {8 p.m.). Writers Manor,
Denver.

March 23 —New deadline for comments on proposed
changes to alcoholic beverage advertising rules by
Bureau of Alcokol, Tobacco and Fireqrms (BROAD-
CASTING. Jan. 29). ATFE Regulations and Procedures
Division, PO. Box 385, Washington 20044,

u March 23— New deadline for FCCcomments con-
cerning regulation of domestic receive-only satellite
earth stations {Docket CC 78-374). Pravious deadline
was Feb. 23. Replies are now due April 23.

March 25 —Annual membership meeting of Associ-
ation of Maximum Service Telecasters. Mezzanine




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

March 25-2B— National Association of Broad-
casters annual convention. Dallas. Future conven-
tions: New Orleans, March 30-April 2, 1980; Las
Vegas, April 12-15, 1981, Dallas, April 4-7, 1982;
Las Vegas, April 10-13, 1983; Atianta, March
18-21, 1984: Las Vegas, April 7-10, 1885; Kansas
City, Mo, April 13-18, 1986; Atlanta, April 5-8,
1987: Las Vegas. April 10-13, 1988.

April 20-26— MIP.TV's 15th annual interna-

‘t tional marketplace for producers and distributors
“x" of TV programing. Capnes, France.

May 7-11—ABC-TV affiliates annual meeting.
Century Plaza hotel, Los Angeies.

May 13-15— NBC-TV affiliates annual meeting.
Century Plaza hotel, Los Angeles.

May 16-19— American Association of Advertis-
ing Agencies annual meeting. Greenbrier, White
Sulphur Springs. W. Va.

May 20-23—CBS-TV affiliates annual meeting.
Century Plaza hotel. Los Angeles.

May 20-23— National Cable Television Associ-
ation annual convention. Las Vegas. Fulure con-
ventlons: Dallas, April 13-16, 1980; 1981 site to
be selected; Washington, May 25-28, 1982.

May 27 -June 1 — Montreux International Televi-
sion Symposium and Technical Exhibit. Montreux,
Switzerland.

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

June 6-9—Broadcast Promotion Association
24th annual seminar. Nashville, Future seminars.
June 1980, Montreal; June 1981, New York; June
1982, San Francisco; June 1983, New Orleans.

June 7-9— Associated Press Broadcasters con-
vention. New Orleans Hilton. New Orleans.

June 9-13—American Advertising Federation

Vigjor aVieclings

annual convention. Hyatt Regency holel, Washing-
ton.

June 24-27 — Public Broadcasting Service’s an-
nual membership meetings. Century Plaza hotel,
Los Angeles.

June 25-29— National Association of Broad-
casters joint board meetlng. NAB headquarters,
Washington.

Sept. 6-B— Radio Television News Directors As-
sociation international conference. Caesar's
Palace, Las Vegas. 1980 conference will be Dec.
3-5 at Diplomat hotel, Hollywood-by-the-Sea, Fla.;
1981 conference will He Sept 10-12 at Marriott,
New Orleans.

Sept. 9-12— National Association of Broad-
casters radio programing conference. Stouffer's
Riverfront Tower, 5t. Louis.

Sept. 16-19— Broadcasting Financial Manage-
ment Association 19th annual conference.
Waldorf-Astorfa, New York. 1980 convention will
be Sept. 14-17 at Town and Country hotel, San
Diego.

Sept. 24 —Start of World Administrative Radio
Conterence for U.S. and 152 other member nations
ot International Telecommunication Union.
Geneva.

Qct. 7-10— National Radio Broadcasters Associ-
ation annual convention. Washington Hilton hote!,
Washington. Future conventions: Oct. 5-8, 1980,
Bonaventure hotel, Los Angeles; Sept 20-23.
1981, Marriott hotel, Chicago.

Nov. 11-15— National Association of Educa-
tional Broadcasters 55th annual convention. Con-
rad Hilton, Chicago.

Nov. 12-14 — Television Bureau of Aduvertising
annuai meeting. Omni hotel, Atlanta, Future meet-
ings: Nov. 10-12, 1980, Hilton hotel, Las Vegas;
Nov. 16-18. 1981, Hyatt Regency, New Orleans.

Nov. 14-17 —Society of Professional Journalists,
Sigma Deita Chi national convention. Waldorf-
Astoria, New York.

meeting room, Dallas Convention Center.

March 25-April 7—Advanced Management
Development Program for public broadcasting execu-
tives, sponsored by National Association of Educa-
tional Broadcasters. Conference for senior executives
in public broadcasting will be conducted by faculty of
Harvard University in Boston. Information: James
Fellows, NAEB, Washington.

March 25-28— National Association of Broad-
casters annual convention. Convention Center, Dallas.

B March 27 —New deadline for comments In FCC
inquiry 1o study the legal and policy issues posed by
electronic computer originated mail (ECOM) as pro-
posed by U.S. Postal Service (Docket 79-8). Previous
deadline was Feb. 25. Replies are due April 17,

8 March 30— New deadline for comments in FCC
inguiry on AM stereophonic broadcasting” (Docket
21313). Previous deadline was Feb. 27. Replies are
now due April 30.

March 30-31— Society of Professional Journalists,
Sigma Delta Chi Region 4 conference, Toledo. Ohio.

,,'1 arch 30-31—Society of Professional Journalists,
igma Delta Chi Region 12 conference, Nashville,

March 30-April 1—Society of Prefessione! Jour
nalists, Sigma Delte Chi’s Region 5 conference. Cen-
tury Center, South 8end, Ind.

March 30-April 1— Women in Communications Inc.
Pacific Northwest region meeting. Seattle.

March 30-April 1— Women in Communications Inc.
Great Lakes region meeting. Sheraton West, In-
dianapoli§.

March 31— Women in Communications Inc. Kansas
City chapter dinner. Alameda Plaza hotel, Kansas City,
Mo,

March 31— California Associated Press Television-

Radio Association's 32nd annual convention. Marriott
hotel, Newport Beach. Cailif.

T
April

April 1 —Deadline for comments in FCC inquiry on
measurement techniques of television receiver noise
figures. Replies are due May 1.

Aprit 1—Deadline for registration for June 18-20 Prix
Jeunesse seminar al Bayerischer Rundfunk, Munich,
Germany. Entitled "Emoticns As a Means of Drama-
tury’, seminar will feature international experts in
analyses and discussions of children’s TV programing.
Contact: Dr Emst Emrich, Organisationsburo Prix
Jeunesse im Bayerischer Rundfunk, Rundfunkplatz 1,
D 8000, Munchen 2, West Germany.

April 1-3—American Association of Advertising
Agencies South-Southwes! [olnt annual meeting. Key
Biscayne hotel, Key Biscayne, Fla.

April 1-7—S8econd International Public Television
Screening Conference (INPUT). Milan Trade Fair,
Milan, ltaly. Information in U. S.: Corperation tor Public
Broadcasting, Washington (202) 293-6160.

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

April 2-5— Electronic Industries Association $pring
conference, Shoreham Americana hotel, Washington.

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

April 3— New York State Broadcasters Association
25th annual meeting. Essex House, New York.

April 3— Television Bureau of Advertising regional
sales meeting. Beverly Hilton, Los Angeles.
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YOUR EARLY
NEWS TEAM
NEEDS ANOTHER
ANCHOR.

His great popularity with
young adults makes him the
ideal lead-in to your Early
News. They'll come aboard
for Rockford and stay
anchored to your station.

The Rockford Files.
113 hours
available Fall 1979




The Professional

Dave Lubeski Leads
The Sporting Life!

AP Radio’s morning Sports
Anchor has covered the
Olympicss, the Superbowl,
spring training and a lot of
other important sporting
events. But he had to pay some
dues to get there.

Dave started paying in West
Texas: announcing, news
reporting, commercial writing,
a stint as an all-night disc-
jockey. He paid some more
when he moved up to KTRH
in Houston.

After a dozen years on the
air, he's still paying. Dave
Lubeski learned his broad-
casting gy broadcasting. We
like that. We're like he is.

Professional.

O

Associated Press
Radioc Network

- April

5 — Advertising Research Founda-
tion/Advertising Club of Metropolitan Weshington
public affairs conference. International thn, Washing-
ton.

April §— Television Bureau of Advertising regional
sales meeting. Benson hotel, Portland, Ore.

April 8—Mass communications career day con-
ference of Eastern Kentucky University. Richmond,
Ky.

Ap1ll 8-T— Women in Communications Inc. Midwest
region meeling. Hilton Inn, Denver.

April 8-7 — Society of Professional Journalists, Sigma
Delta Chi Region 6 conference, St. Cloud, Minn.

April 8-8— Women in Communications Inc. South
region meeting. Montgomery, Ala.

April 6-8 — Women in Communications Inc. Far West
region meeting. Mansion Inn. Sacramento, Calif.

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

Aprit 7— Women in Communieations Inc. Fort Worth
chapter celebrity breakfast. Green Oak Inn, Fort Worth.

Aprll T —Meeting of Region 8, Radio Television News
Directors Associatinn. Campus of Wright State Univer-
sity, Dayton, Ohio. Contacts: Lou Prato, WDTN-TV,
Dayton; Steve Baker, WPPW. Piqua. Chio: Bob Pruelt,
Wright State University.

Aprll 8-10—Annual convention of lilinois-Indiana
Cable TV Association. Hilton Downtown, Indianapalis.

April B-10— West Virginia Broadcasters Association
spring meeting. Lakeview Inn and Country Club,
Morgantown, W. Va.

Aprll 9- 11 —Meeting of Alaska Broadcasters Associ-
ation. Anchorage Hilton. Anchorage.

a April 10— Women in Communications Inc. Cleve-
land chapter luncheon. Speaker will be Marlene San-
ders, CBS conespondent. Cleveland Plaza hotel,
Cleveland.

® April 10-Sympesium on "Deing Business With
NATO", sponscred by Armed Forces Communications
& Electronics Association. Commerce auditorium,
Washington. Information: (703} 820-5028.

Aprll 10-11—0hio Association of Broadcasters
Washington dinner. Hyatt Regency, Washington.

April 11— International Radio and Television Society
newsmaker tuncheon. Waldorf-Astoria, New York.

Aprit 11 — New England Cable Television Association
spring meeting. Sheraton Inn and Conference Center,
West Lebanon, N.H. Contact: Bill Kenny, NECTA, (603)
286-4473.

April 11-13— Washington State Association of
Broadcasters spring meeting. Thunderbird Motor Inn,
Wenaichee, Wash.

Aptit 11-13— Kentucky Broadcasters Association
spring convention. Hyalt Regency, Louisville, Ky.

8 April 12-13—Third annual Aipha Epsilon Rho
Southwest regional broadcast conference and clinic.
Texas Tech University. Lubbock. Tex. Information: (B0B)
742-3382.

April 13-14—Meeting of Texas Association of
Broadcasters. Sheraton, Abilene, Tex.

April 13-14—Society of Professional Journalists,
Sigma Delta Chi Region 7 conference. Lincoln, Neb.

April 13-14—Alabama UPI! Broadcasters Associ-
ation annual meeting. Governor Fob James will be
speakesr at Saturday night awards banquet.
Downtowner Motor Inn, Montgomery, Ala.

April 13-14—Seventh annual broadcast journalism
seminar of William Allen White School of Journalism
in conjunction with Radio Television News Directors
Association Region 6 mesting. University of Kansas,
Lawrence. Contact Professor David Dary, (913)
864-3903.

B Apsil 17-18—Alabama Cable Television Associ-
ation annual “Citizen of the Year" presentation. Reci-
pient will be Representative Ronnie G. Flippo (D-Ala.).
Hyatt House, Birmingham, Ala.

April 18-20— Indiana Broadcasters Association
spring meeting. Sheraton Inn, Evansville, Ind.

® April 18:20—Minnesota Broadcasters Associ-
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ation spring conference. Friday luncheon speaker will
be Representative Lionel Van Deerlin (D-Calif). Mar-
quette tnn, Minneapotis.

Ap1it 19— Missouri Broadcasters Association awards
dinner. Ramada Inn, Columbia, Mo.

Aprit 20-21 — National Transiator Association an-
nual convention. Regency hotel, Denver. Information:
Paul H. Evans, (801} 237-2623.

Aprit 20-21 — Texas Associated Press Broadcasters
Association annual convention. Sheraton, Abilene, Tex.

| April 20-21 — Society of Professional Journalists,
Sigma Delta Chi Region 1 conference. Hartford, Conn.

& April 20-22— UPI Carolina Broadcasters Associ-
ation spring meeting and workshop on coverage of
disasters. Holiday Downtown, Myrtle Beach, S.C.

| April 20-22 — Society of Professional Journalists,
Sigma Delta Chi Region 8 conference. Huntsville,
Texas.

| Apsil 20-22 — Society of Professional Jouma[ixlﬁ
Sigma Delta Chi Region 11 conference. San Francisco.

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

April 22-23 —Broadcasting Day of University of
Florida and Florida Association of Broadcasters.
Gainesvitle.

® April 22-24 — Louisiana Association of Broad-
casters annual convention. Hilton hotel, Baton Rouge.

April 23-24—Society of Cable Television Engineers
regional technical meeting. Partland Hilton Inn, Port-
land, Ore.

April 23-29 - Pennsylvania Association of Broad-
casters annual convention-cruise. Miami, Nassau,
Bahamas.

& April 24-27— National Press Photographers As-
sociation workshop on TV newsfilm-ta pe. University of
COklahoma, Norman. Contacl: Professor Ned Hockman,
School of Journalism.

| Aprit 27-28 — Society of Professional Journalists,
Sigma Delta Chi Region § conference in conjunction
with SDX Distinguished Service Awards ceremanies.
Denver.

April 27-28—Oklahoma Associated Press Broad-
casters Asscciation annual convention. Holidome,
Oklahoma City.

| Aprit 27-29 — lllinois News Broadcasters Associ-
ation spring convention. Ramada Inn, Rockford, Iil.

| April 27-29— Women in Communications Inc.
North Central region meeting. Hamline University, St.
Paul.

8 April 27-29— Women in Communications Inc.
Northeast region meeting. American hotel, Rochester,
N.Y.

April 29-May 1—Chamber of Commerce of the
United States 687th annual meeting. Washington.

| |
May

May 1—Deadline for comments on FCC inquiry to
study problem of radic frequency interference and
need for regulation to lessen such interference (Gen-
eral docket 78-369). Replies are due July 1.

| May 1-—Deadline for comments to FCC on radio
frequency interference to eiectronic equipment
(Docket 78-369). Replies are due July 1.

May 2—Peabody Awards luncheon, sponscred b
Broadcast Pioneers. Pierre hotel, New York. *

May 2— National Radio Brocdcasters Association
radio sales day. Hyatt House (airport), Los Angeles.

May 3—laternational Radio and Television Society
newsmaker luncheon. Waldorf-Astoria. New York.

® May 4-8—Society of Professional Journalists, Sig-
ma Delta Chi Region 3 conference. Fort Lauderdale,
Fla.

8 May 4-5— Radio Television News Directors Asso-
ciation Region 2 meeting in cooperation with UPL
Cal-Neva Lodge, North Lake Tahoe, Calil. Contact: UPI,
PO. Box 4329, San Francisco 94101.

8 May 5-6— Society of Professional Journalists, Sig-
ma Delta Chi Region 10 conference. Porttand, Ore.



B May 6-12—Twenty-ninth annual Broadcast Indus-
try Conference of Sar Francisco State University.
Broadcast Precepter and Broadcast Media Awards
will be conferred May 12. Theme of conference will be
“Ethics in Broadcasting” San Francisco State Univer-
sity. Information: Janet Lee Milter or Darry! Compton,
SFSU.

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

May 7-11—ABC-TV affiliates annual meeting. Cen-
tury Plaza hotel, Los Angeles.

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

May 10— Nationa! Radio Broadcasters Association
radio sales day Sheraton Airport Inn, Atlanta.

B May 12 —Meeting of Region ! of Radio Television
News Directors Association. Portland., Ore. Contact:
Charles Biechlin, KATU{TV) Portland, or Dean Mell,
“HQ(AM) Spokane, Wash.

W May 12— Women in Communications inc. Dayton
chapter luncheon. Speaker will be Phll Donahue, TV
personality. Dayton. Chio.

May 13-15— NBC-TV affiliates annual meeting. Cen-
tury Plaza hotel. Los Angeles.

May 16— Nationa! Radio Broadcasiers Association
radio sales day Americana, New York.

May 16-19—American Association of Advertising

Agencies annual meeting. Greenbrier. White Sulphur
Springs, W. Va.

May 17— Television Bureau of Advertising regional
sales meeting. Marriott, Kansas City.

May 17-19— New Mexico Broadcasters Association

annual convention. Holiday Inn. Farmington, N.M.

B May 18-19—Meeling of Radio Television News
Directors Association Region 12 in conjunction with
Pennsylvania AP Broadcasters. Treadway Rescrt Inn.
Lancaster, Pa.

May 20-22—Tenlative date for National Association
of Broadcasters meeting of broadcast general man-
agers and public affairs directors to explore public
affairs programing on TV. Site to be announced.

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

May 20-23— CBS-TV affiliates annual meeting. Cen-
tury Plaza hotel, Los Angeles.

B May 22-24—Electronic Industrial Association |
annual seminar, “Telecommunicalions: Trends and |
Directions,” designed to brief members of the financial |
community on the status of the telecommunications |

industry. Dunfey’s Hyannis Resort, Hyannis, Mass. In-

formation: Peter Bennett or Karen Settevig, (202)

457-4937.

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

Open:Mike’

Hemispherence

EpiToR: The 9 khz spacing proposal, while
solving many problems in the United
States, produces as many new difficulties.

The functioning of the plan is depen-
dant on hemisphere-wide implementation.
Otherwise, severe hetrodyne interference
would be suffered by stations, particularly
in the South and Southwest. There are
already hundreds of AM stations in
Ceniral America and northern South
America with powers of 10 kw to 100 kw
on U.S. regional and local channels, with
an enormous potential for further inter-
ference.

Additionally, there are now over 200 sta-
tions which have been monitored in the
United States operating on frequencies
other than those at 10 khz intervals. If
such a situation exists under current inter-
national frequency plans, it can only
worsen with a change in frequency assign-
ments which would attempt to shuffle
simultaneously more than 4,000 non-U.S.
stations in over 30 western hemisphere na-
tions. — David Gleason, general manager,
VIZNT(AM)-WQII(FM) Guaynabo, PR.

Seared

EpiToRr: | feel neglected by BROADCAST-
ING. Twice lately you have had articles on
Sears's ability to thin out the crowded ad
agency business, and twice you left out the
demise of Cohen-Kelley Advertising in
the Northeast Zone less than two and a
half years ago. You’'re discriminating
against a bunch of Maine and probably

New Hampshire stations stuck with about
six figures worth of scratch paper.

While | can’t speak for other stations in |

the Northeast, I for one want people to
know that we haven't been unscathed by
the empty hand of a Sears agency. | might
add that while Cohen-Kelley was in the
process of going under, | was personally
assured by a high Sears official in the zone
that Sears would make sure we were paid.
Apparently this was before they learned
that real money was involved. As a foot-
note, I'm still waiting to be paid on a Sep-

tember bill from Sears’s current zone |
agency, Goldman, Walter & Tillman. But |
don’t worry, Sears fans, I’ve just been|

assured for the umpteenth time that I'll

get a check soon.— Bob Papper, general |

manager, WKXA(AM) Brunswick, Me.

Praise for ‘Perils and Prospects’

EDITOR: Your article ‘‘Perils and Prospects
over the Electronic Horizon™ in the Jan. |
issue was excellent. | spend a lot of my
time following new technology and its eco-
nomic and poltical implications. [ have not
seen a better short item on the this area

thann your article. 1 was particularly im- |

pressed with two aspects of the story—the
wide range of authorities you consuited,
from Irving Kahn to American Express—
and the effective way the story conveyed
the uncertainty and confusion facing
everyone in this area. Journalists and
futurists usually deal very poorly with un-
certainty, You did it well.—Chuck
Jackson, staff engineer, House Com
munications Subcommittee, Washington.
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ROCKFORD
IN PRIME-TIME.

A GREAT WAY TO

START A NIGHT
OF ACTION.

Start off an “action night”
schedule with The Rockford
Files. Its perfect mix of ad-
venture and whimsy makes
it the ideal openerin
prime time.

The Rockford Files.
113 hours

available Fall 1979



Where Things Stand=

An every-first-Monday status report on the unfinished business of electronic communications

Copyright 1979 Broadcasting Publications Inc. May be quoted
with credit.

AM allocations. FCC has initiated rulemaking
that could result in addition of 125 or even
more AM stations in clear and adjacent chan-
nels. Commission decided against higher
power for clear channel |-A stations as means
of providing service to areas without nighttime
radio service (BROADCASTING, Jan. 1). That ac-
tion is coupled with increased discussion
about converting daytime radio operations into
full-time operations, with several actions pend-
ing. Among them: House Communications
Subcommittee Chairman Lionel Van Deerlin
{D-Calif) has sided with Daytime Broadcasters
Association and its chief spokesman in Con-
gress, Representative Paul Findley (R-Ill), in
advocating conversion of daytimers. First Com-
munications Act rewrite would require FCC to
do something about it. National Telecom-
munications and Information Administration
has proposed reducing AM spacing to 9 khz to
create more radio channels. Joint board of Na-
tional ‘Association of Broadcasters has pro-
posed that FCC form industry-government ad-
visory committee to study all proposals leading
to universal full-time radio service for all, but
without diminishing operation of existing full-
time stations. Board of National Radio Broad-
casters Association has called for industry-
government committee to study 9 khz pro-
posal.

AM stereo. FCC last year instituted formal in-
quiry looking to development of standards for
AM stereo broadcasting (BroabpcasTing. Sept.
18, 1978). Included in proceeding are five pro-
posed systems—Belar, Harris, Kahn, Magnavox
and Motorola.

Antitrust/networks. Justice Department,
which originally filed suit against ABC, CBS
and NBC in 1972 for alleged monopoly prac-
tices, has reached out-of-court settlement with
NBC, and that agreement has been approved
by presiding judge in case (BRoaDCASTING, Dec.
5, 1977). Agreement imposes number of
restrictions on NBC in programing area, but
some of those restrictions are not effective
unless other two networks also agree to them.
ABC and CBS, however, have asked court to
dismiss suits, and last fall, judge in case
refused {BroaDcASTING, Nov. 6, 1978). Federal
Trade Commission also has begun preliminary
inquiry into broadcast antitrust questions
(BroADCASTING, July 31, 1978) and late last year
held seminar on media concentration (BRoaD-
CASTING, Dec. 18, 1978).

AT&T rates. FCC has rejected increased
AT&T charges for occasional networks, con-
tending that Bell did not sufficiently justity in-
creases and did not follow procedures laid
down by commission in earlier proceeding for
allocating costs among AT&T services. Com-
mission indicated it would designate existing
tariff for hearing, after which commission could
prescribe rates. FCC's rejection of occasional
use tariff, however, is seen by some as legally
risky and commission's order rejecting rates,
which was issued last spring, reflects that view

as it attempts to plug every loophole in deci-
sion (Broapcasming, April 10, 1978). Commis-
sion has rejected AT&T petition for recon-
sideration.

Automatic transmission systems. FCC has
allowed automatic transmission service for
nondirectional AM and FM stations (BRoADCAST-
ING, Jan. 3, 1977). Commission expects also to
permit ATS at AM directional and TV stations
SCON.

Blanking intervals., FCC last June issued
public notice on problem of growing number of
tapes produced by ENG equipment that ex-
ceed commission standards for horizontal and
vertical blanking intervals. It said that for
period of one year it would allow two-line
tolerance {from 21 to 23) for vertical and .56
microsecond tolerance (from 1144 to 12
microseconds) for horizontal to give industry
time to correct problem. Then in January, com-
mission issued public notice saying that until
July 1, it will issue no advisory notices or
notices of apparent violation for blanking in ex-
cess of standards. The Broadcasters Ad Hoc
Committee on Television Blanking Widths was
formed last August to "identify problem areas
and recommend corrective action” to FCC.
Group is made up of representatives of three
commercial networks, Public Broadcasting
Service, National association of Broadcasters
and several station groups (see "in Sync!" Oct.
23, 1978).

Broadcasting in Congress. House of Repre-
sentatives turned on its $1.2 million system for
televising its daily proceedings live on Feb, 22
(BroaDcasTING, Feb.26), to be made available to
TV and cable by March 12 if all goes well dur-
ing shakedown. Only organization planning to
make regular use of feed is Cable Sateliite
Public Affairs Network {C-SPAN). which will
beam proceedings in full to cable subscribers
across country. Network news departments,
having lost their battle to control feed, gru-
gingly say they will use pieces of it, but only
during big events and with “super” that iden-
tifys material as being House-produced.
Senate is expected to open its chamber to
television in wake of House's action, but no
proposals have been made yet.

Cable economic inquiry. FCC has opened
investigation into economic relationship be-
tween cable television and over-air television.
Its purpose, commission says, is to provide fac-
tual information where “intuition” has been
used in assessing cable television's likely im-
pact on local television stations. Comments
were filed last March {BroapcasTing, March 20,
1978): main contenders—National Associ-
ation of Broadcasters and National Cable
Television Association—are waging ongoing
battle of words in inquiry. On Capitol Hill,
Senate Communications Subcommittee Chair-
man Ermnest Hollings (D-S.C.) has announced
that legislation he will introduce this year will
give cable “legislative mandate™; new Com-
munications Act rewrite this year in House may
do something along same line:
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Carter use of broadcasting. President has
held 45 televised press conferences since
assuming office. He has also made unprece-
dented radio-TV appearances in formats rang-
ing from CBS Radio call-in show to “fireside
chat" on energy to 1978 year-end interview
with representatives of national TV networks;
more such exposure can be anticipated with
official return to Carter camp of campaigg,
media adviser Gerald Raftshoon (BroaDcasTING®
May 29, 1978).

Children’'s advertising. Federal Trade Com-
mission begins today (March 5) four weeks of
hearings in Washington, with 138 witnesses
slated to testify, including representatives of
networks, Action for Children's Television and
cereal industry. FTC already has completed 10
days of hearings in San Francisco on its pro-
posals to limit, and in some cases ban, adver-
tising aimed at children (BRoADcAsTING. Feb.
19). Opponents of proposed ban argued action
would be unconstitutional and is, in fact, un-
necessary since industry self-regulation has
been effective. Proponents, however, argued
that self-regulation has not worked, and
children are unable to understand real intent of
advertisement, making them "targets” of indus-
try. FCC, meanwhile, has been inundated with
comments in its inquiry into children's pro-
graming and advertising. (BRoADCASTING, Jan.
22). And Senate Communications Subcommit-
tee Chairman Ernest Hollings {D-S.C.) has an-
nounced that his unit will be looking into mat-
ter,

Closed captioning. FCC has adopted order
opening door to system of closed captioning of
television programs for benefit of hearing im-
paired. (Closed captioning involves transmis-
sion of TV signal on line 21, field 1, and availa-
ble half of line 21, field 2, of television blanking
interval for captions that are visible only to
those with decoding equipment) President
Carter has become involved, urging commer-
cial networks to make use of system. However,
only ABC offered positive response. CBS and
NBC were at best tentative in their answer
Technical and cost problems are cited as
obstacles to use of closed captioning system.
However, Secretary of Health, Education and
Welfare Joseph Califano is expected scon to
announce commercial and noncommercial
networks have agreed on system of providing
captioning for the deaf. Officials of Department
of Health, Education and Welfare have met
separately with each of networks, producers
and advertisiers in ongoing discussion of pm&
lems. ’

Communications Act. Foundation for com-
munications regulation is being revamped in
both houses of Congress. In House, where it all
started with House Communications Subcom-
mittee Chairman Lionel van Deerlin's (D-Calif.)
Communications Act rewrite, revised bill
is expected to be introduced on March
15. In Senate, "renovation” of Act is being
worked on by Senate Communications Sub-
committee Chairman Ernest Hollings (D-S.C)



and Republican subcommittee members Barry
Goldwater (Ariz) and Harrison Schmitt (N.M).
Senator Hollings said in early February that bili
should be out “in the next few weeks" Senator
eschews rewrite approach saying there's |ot of
good in old act. One new concept he has en-
dorsed is House bill's license fee.

Crossownership (newspaper-broadcast).
Supreme Court has upheld FCC policy grand-
fathering most such existing crossownerships,
disallowing future crossownerships and requir-
ing break-up of “"egregious” crossownership
cases (BRoaDCASTING, June 19, 1978).

Crossownership (television broadcast-
ing-cable television). FCC has amended its
rutes to require divestiture of CATY system co-
owed with TV station that is only commercial
station to place city-grade contour over cable
community (BROADCASTING, March 8, 1976). Na-
tional Citizens Committee for Broadcasting is
seeking appeals court review, arguing rule
should be broader. Two system owners in-
volved are appealing on appropriate grounds
(BroaDCASTING, April 26, 1976). Pending before
appeals court are petitions by three
crossowners for stay of deadline for divestiture.

EEOQ. Supreme Court, in decision involving
Federal Power Commission and its role—or
lack of one—in EEQ malters, appears to have
cast doubt on FCC authority to impose EEO
rules on cable systems, bul commission has
promulgated new cable EEC regulations any-
way (Broancasming, Oct. 22, 1978).In broadcast
EEQ area, commission has tentatively voted to
amend form 385, commission's annual
employment reporting form, to require licen-
sees to rank employes according to salary and
lo identify minorities and women {BROADCAST-
we, Nov, 6, 1978). However, after that action
generated considerable criticism, commission
decided to issue further notice of rulemaking
(BrOADCASTING, Jan. 1).

Family viewing. Judge Warren Ferguson of
U.S. District Court in Los Angeles has ruled that
family-viewing self-regulatory concept is un-
constitutional (BroapcasTing, Nov. 8, 1976) and
Nationa!l Association of Broadcasters could not
enforce concept, which was embodied in its
television code. ABC, CBS and FCC are ap-
pealing basic decision; NBC is fighting only
liability for damages to Tandem Productions,
one of plaintiffs in suit against tamily viewing.
Briefs have been filed in those appeals with
U.S. Court of Appeals for- Ninth Circuit (Broab-
CASTING, July 4, 1977). In light of court decision,
NAB dropped its policy of mandatory subscrip-
tion to TV code, and rewrote code to prohibit
broadcast of material that subscribers "deter-
mine to be obscene, profane or indecent”
(BroapcasTing, Sept. 18, 1977).

FCC fees. Commission has adopted report
and order providing for refund of fees in excess
of, §129 tor radio stations and $121 for televi-
sion facilities. It expects to begin making re-
funds in about 20 days (BROADCASTING, Feb. 5).

FM quadraphonic. National Quadraphonic
Radio Committee (NQRC) was formed in 1972
by industry groups. It submitted its conclusions
to FCC in 1875 and commission has con-
ducted tests at its laboratory division since
then. FCC issued notice of inquiry in June
1977 to study merits of various quadraphonic
techniques. Comments were filed over year

Continued on page 148.
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IT'S NEVER
TOO LATE FOR
ROCKFORD.

Rockford's so popular,
they're even staying up late
to watch him. He's been
top-rated of all late night
hours, and he keeps break-
ing his own records!”

*Source: NTI. 1978-1979 season.
Subject to survey limitations.

The Rockford Files.
113 hours
available Fall 1979




MondayzMemo®

A broadcast adverfising commentary from William S. Doyle, New York State Division of Marketing and Advertising

A love affair with TV,
a love affair with N.Y.

Those far-away places with strange-sound-
ing uames have determined new competi-
tion for tourist dollars from somewhere
closer to home—the state of New York, as
in ““I Love New York.”

The state’s $10.5 million budget for
tourist promotion for the current fiscal
year—with some $7 million of that going
to television advertising—is unique
among the 50 states and exceeds even the
expenditures of such heavy-spending
tourist-luring spots as Canada, Spain,
Jamaica and the Bahamas. And the results
of the *‘I Love New York'" campaign are
equally uncommon.

Genesis of the campaign: fall 1976,
when prospects for New York City were
anything but rosy, and I became head of
the state’s newly established Division of
Marketing and Advertising.

As a first- step, 1 committed the entire
year’s advertising budget of $200,000 for
market research. Several months later,
Wells, Rich, Greene was appointed adver-
tising agency for the division and commis-
sioned to develop a structured marketing
plan for New York State tourism. (It's
ironic that New York City was the market-
ing capital of the world, but we weren’t
usin)g that t1alent to sell New York. Now we
are.

Research conducted by Consumer
Behavior Inc. screened more than 3,000
people and interviewed approximately
1,800 vacationers from adjacent states and
Canada. From these interviews, a psy-
chographic profile was created: what they
sought in a vacation and how they per-
ceived New York as a place to fulfill their
needs. Our state has two *‘products™ the
research revealed. One is Broadway
theater, the other is the outdoors, summer
and winter.

From this information and other ideas, a
comprehensive five-year marketing plan
was developed and presented to New York
State legislative leaders in May 1977. With
bipartisan support, $4.3 million was ap-
proved for the program in the fiscal year
ending March 31, 1978. I Love New
York™ was the theme, mountains and
lakes and the Broadway theater were the
subjects and television was the principal
advertising medium.

Commercials, placed in every television
market in New York State, major markets
in surrounding states of the Northeast
and in Ontario and Quebec launched the
first phase of the campaign in June 1977.
This was the *“‘I Live in - - - -, but I love
New York’ campaign.

The winter stage of the promotion

William S. Doyle was appointed second
deputy commissioner of commerce forthe
state of New York on Feb. 1, 1977.

In this position, Mr. Doyle is responsible for the
Commeirce Department's Division of Marketing

-and Advertising, including public information

and tourism development programs. Prior to
joining the Commerce Department, Mr. Doyle
served as an officer of the Chase Manhattan
Bank in London and New York. In that
assignment he was responsible for marketing
and advertising for Chase Manhattanin
Europe, the Middle East and Africa. Before
joining Chase, Mr. Doyle was assistant to the
president and director of marketing services
for Wolverine World Wide Inc., Rockford, Mich,

began appropriately, and spectacularly, on
Valentine’s Day 1978: a cast of some 80
Broadway actors, actresses, singers and
dancers from nine shows performing the
“1 Love New York™ theme song com-
posed by Steve Karmen in the television
commercials, placed in 12 markets. An ad-
ded attraction was an 800 toll-free number
for viewers to obtain information.

The commercial was first aired on the 6
o'clock news Feb. 14 and by the next day,
we had received more than one thousand
calls on the 800 line. The advertising ran
for five weeks, and the total number of
calls asking for the brochure was 93,800.

Magazine and print advertisements and
radio commercials were used to supple-
ment the campaign, but the main thrust
was television. Commercials were mostly
60 seconds, although some 30-second
spots were run, all placed in early evening
and late news and prime time shows.
Heavy frequency was employed to achieve
some 200 GRP’s a week, equivalent to the
weight given a new product introduction
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by a package goods advertiser.

Achievements of the first year’s pro-
gram were substantital.

® Travel activity in the summer of 1977
rose 3.8% over the summer of 1976 in
New York State, compared with a nationI%
increase of only 0.7%. The New Yo
figure was equal to an increase in summer
travel dollars of over 10%, with inflation
taken into consideration.

® Theater attendance rose sharply. At-
tendance per theater in New York City
averaged 7,460 in the eight-week period
following February 20, 1978, 19.9% above
what might have been expected on the
basis of the number of shows running and
the time of the year. For the 12 months
ended May 31, 1978, total attendance was
9.6 million, 9% above the previous year.

® Summer vacation travel receipts in-
creased by some $41 million in 1977, in-
cluding approximately $6 million in addi-
tional state tax revenues—a return of
more than four to one on the cost of the
advertising.

® Restaurant revenues in New York
City rose an estimated 10%.

® Hotel occupancy in New York City
was at 85%-90%.

The impact of good television advertis-
ing was suitably impressed on legislators,
and they voted us an increased budget for
fiscal 1979. The increase more than
doubled the tourism budget to $10.5
million for fiscal 1979, and with the new
appropriation, new and expanded pro-
grams were undertaken. The waters and
wilderness summer campaign unfolded in
a greater number of markets. The match-
ing funds program for localities was ex-
panded to $§1 million. New and enlarged
brochures were prepared.

Most significant, the ““I Love New
York™ campaign is taking wing to markets
well beyond the Northeast and Canada in
cooperation with domestic and interna-
tional airlines.

The airlines had already taken part in
tourism activities through distribution of
material and working with trave! agents.
Their enthusiasm, however, led to an
enlarged role: sharing with the state t
bring the successful *‘I Love New York‘i
television commercials into major fly
markets.

The arrangement enables us to use the
airlines sales staffs to sell travel agents in
major markets, answering phones, dis-
tributing material and obtaining displays in
their offices.

The success of the campaign has been
due to sophisticated research and the
heavy use of television. New York loves
TV (sung to the tune of *‘| Love New
York.).
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1.0S ANGELES PROBLEMS IN

HALFAN HO, SIX TI 1 l 1S
CAN FACE

That's why KHJ-TV has some of the best publlc |
affairs broadcasting in the country, because
they believe meeting problems face to face
is the first step towards working themout. | =

YOUTH AND ISSUES: This community oriented pro- (s
gram, gives high-school and college kids
from the L.A. area a chance to exchange
points of view with qualified spokesmen on

subjects that range from the Energy Crisis to the ‘Criminal Justice Sys—
tem. Moderator, John Stearns.

MID-MORNING LA: This segmented Public Affairs News program is open to
discussion, interviews and news features covering a variety of com-
munity problems with guests from all walks of life. Host, Bob Hilton.

COMMUNITY FEEDBACK: This program series concentrates on the major
problems facing L.A’s minority groups. Local guests discuss subjects of
mutual concermn to the Black, Chicano and Asian communities. Host,
Fernando Del Rio.

FRANKIY FEMALE: There's wisdom in women, and the ladies will have their
say. This program concentrates on subjects and issues of special
interest to women. Guest experts discuss a variety of problems like fem
fatalities; alcoholism and prostitution, and the controversy surrounding
Children’s Television and the ERA. Co-hostesses, Conee-Hutchinson-
Caruso and Betty Myles.

IT CAN BE DONE: This program is of special interest to a very special group of
people. The handicapped. Featured guests talk openly about the obsta-
cles they face in everyday life and how they've hurdied them, in spite of
their handicaps. Co-hosts, Mildred Kritt and Tom Meyers.

MEET THE MAYORS: \Who's in charge? This program goes to the &
source, for information from Directors and Executives from
various government agencies. Interviews focus on their or-
ganization’s funcnons and problems. Host, Tom Frandsen. KHJ-TV

WE DO MORE THAN REACH PEOPLE, WE TOUCH PEOPLE.
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Jumpmg the gun
on Washington
children’s ad
proceedings

Both sides are out of the blocks
with public-relations pushes

as FTC hearings begin this week
in the nation’s capital, where
heavy media coverage is expected

A number of heavyweights came out
swinging last week in advance of round
two of the Federal Tradg¢ Commission’s
children’s advertising hearings, which get
under way today (March 5).

Action for Children’s Television got
things going with the release of its new
film, “Kids for Sale,’ a 22-minute ex-
amination of children’s commercial televi-
sion. ACT President Peggy Charren called
the film “*a hard-hitting examination” of
American TV and how it shapes the out-
looks and insights of American children.
Mrs. Charren predicted that the film,
which asks viewers to make their feelings
known to the FTC and the FCC, will be
‘‘an important tool in the campaign to en-
courage involvement in the FTC rulemak-
ing.

Dr. Alvin E Poussaint, associate profes-
sor of psychiatry at Harvard Medical
School, praised the film at a news con-
ference. ** ‘Kids for Sale’ will show you
how commercial television too often
buries a child’s sense of wonder, his
curiosity about himself and the world,
under a barrage of senseless cartoons and
mindless advertising messages,” he said.

While ACT was looking for an ultimate
victory in the proceedings that propose to
limit, and in some cases ban, television
advertising aimed at children, the outlook
{wom the advertising community was
guarded optimism.

“l tend to be optimistic” was the
message from American Association of
Advertising Agencies Vice President
Robert Purcell, a member of the advertis-
ing contingent that monitored the San
Francisco hearings and attempted to serve
as a sort of truth squad to counter critics.

“But,” he added, “‘experience with the
commission tends to temper that optim-
ism.”” And he cautioned that in the Wash-
ington sessions the FTC *‘will be back on

BroacCastine

4V ers

The mood of the mothers and fathers. The idea of eliminating advertising in children's
TV programing still goes against the grain of most parents. That's the nub of a new survey,
fourth in a series started in 1972, conducted by the Roper Organization for the Television
Information Office. Conducted last December, it found that 65% of the parents thought it
was “all right” to have commercials in children's programs, while 28% thought it wasn't.
(The rest had no opinion or gave no answer) ;

Those for and those against represented gains of two percentage points since the 1976
survey. In comparison with 1972, however, the number against commercials was down by
four points while those in favor were up by five. Parents whose children were under age 6
were more antiadvertising than those with children in higher age groups: 59% thought hav-
ing commercials in children's programs was all right while 36% were opposed. Among
parents with children both over and under age 6, the comparable figures were 69% and
28%, while among parents whose children were all over 6, the division was 68% to 27%.

The new Roper study also directed an additional question—as previous studies also
did—to parents who thought commercials should be eliminated. These parents were asked
whether they would prefer to eliminate the commercials if that meant “considerably reduc-
ing the number of children’s programs,” or whether they would keep the commercials in
order to keep the programs. In 1976 the number who would eliminate the commercials in
any event reached 54% and, for the first time in the series, exceeded the number who
would keep the commercials in order t0 keep the programs (38%). In the newest study,
those who would eliminate the commercials again outnumbered those who wouldn't, but
by a smaller margin: The number who would get rid of the commercials dropped to 50%,
while the number who would keep them rose to 41%.

The.survey was based on personal interviews with approximately 2,000 persons
selected to represent a nationwide cross-section of the U.S. population aged 18 and over.
In another phase of the study, made public earlier, parents told the interviewers that nine
out of 10 children aged 3 to 10 know the difference between programs and commercials,
and that eight out of 10 of these also know the purpose of ads (BROADCASTING, Feb. 26).

its own turf, and the media environment
will be quite different and much more
difficult from our point of view.”

Mr. Purcell spoke at a news conference
called by Leonard S. Matthews, the
AAAA’'s new president, to acquaint re-
porters with developments in the new ‘‘ac-
tivist'’ role that AAAA members
authorized last spring to answer advertis-
ing’s critics in and outside government
(BROADCASTING, May 1, 1978).

Mr. Purcell noted that the AAAA, the
Association of National Advertisers and
the American Advertising Federation had
jointly hired the Burson-Marsteller firm to
handle public relations on the children’s
advertising issue, and had also sent its own
contingent to the San Francisco hearings.
He said this strategy, to be pursued again
in Washington, ‘‘seems to have
neutralized some of the normally un-
favorable media coverage’ in San Fran-
cisco.

Media coverage of the Washington
hearings, unfavorable or not, is expected
to be unusually heavy. One FTC staffer
suggested —half in jest—that members of
the press arrive a day in advance to be
assured a seat in the_hearing room.

The list for the first week has a number
of major witnesses scheduled, including
ACT, ABC and Kellogg Co. The week
shapes up as follows:

O Monday: Grocery Manufacturers of
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America, ACT, Dr. Robert Chestnut, (for
AAAA), ABC and Child Research Ser-
vice.

O Tuesday: Harvard School of Dental
Medicine, Forsyth Dental Center (for
Kellogg) and Eastman Dental Center.

O Wednesday: Kellogg Co., Center
for Science in the Public Interest, Cereal
Institute, A.S. Weiss Associates (for a
number of unions) and representatives of
the University of California at Berkeley.

O Thursday: Columbia University
Graduate School of Business, the Whar-
ton School, Robert Keeshan (Captain
Kangaroo) Associates, Dr. Edward Weiss,
the Pacific Legal Foundation and the Car-
bohydrate Laboratory of the U.S. Depart-
ment of Agriculture.

O Friday: Chocolate Manufacturers
Association, Community Nutrition In-
stitute, Mego Corp., McGill University,
Georgetown University Dental School and -
Children's Television Workshop.

General Mills, not scheduled to testify
until March 29, also called reporters
together in Washington last Thursday to
make its positions known.

Arthur Schulze, group vice president,
said he didn't believe there would
ultimately be a ban on advertising,
although there might be recommendations
for public service announcements on den-
tal advertising.

Mr. Schulze said he thought groups such
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as ACT had worthy objectives, but he
thought those goals weren’t realistic. He
said that using the sugared food approach
was ‘“‘a very astute way of getting advertis-
ing banned’’ since most people believe
that sugar is not especially heaithful.

Mr. Schulze declined to comment on
the cost to his company thus far in connec-
tion with the hearings, but indicated that it
was high. In addition, he said he suspected
that a ruling in favor of a ban would proba-
bly resull in an appeal.

FTC presiding Judge Morton Needel-
man, **has done a thorough and fair job in
difficult circumstances,”’ so far, said the
AAAA's Mr. Purcell, although ‘‘occa-
sionally [he] shows a kind of basic dislike
for advertising.” ’

Mr. Purcell said that AAAA, ANA and
AAF are footing the Burson-Marsteller
bill but that “*talk about a $2-million war

chest is ridicuious.’ Their joint effort, he
said, will come nowhere near that figure.

AAAA President Matthews said
AAAA's new “‘speak out and speak up”
strategy against criticism and government
encroachment was taking a number of ap-
proaches. In one, three agency executives
are spending a year in Washington—one is
working primarily with FCC, another with
FTC—1trying to interpret the agency busi-
ness o regulators and he regulators to the
agency field, The AAAA and its members
have also been inviting FTC people (o visit
agencies and showing them how Lhe busi-
ness works, a stralegy that Mr. Matthews
says is showing positive results.

Mr. Matthews also revealed that he had
wrilten to ABC-TV protesting its plan to
further reduce advertising time in
weekend children’s programing (BROAD-
CASTING, Jan. 22}. He wrote ABC-TV

President James E. Duffy that the plan
would hurt children’s programing in the
long run, not help it, and that the liming
of its announcement, during the San
Francisco hearings, ‘‘can have only one
result; To lend an aura of credibiiity to the
arguments of those who would like to see
advertising to children, and indeed certain
products, disappear™™

ABC’s decision, Mr. Matthews wrote,
“appears to have been hastily conceived
and announced to achieve public relations
advantages for the network at the expense
of your advertisers, their agencies and
even your listeners.”

Mr, Matthews also wrote to CBS-@I
President James H. Rosenfield commend-
ing him for CBS-TV’s decision not to
follow ABC’s lead, and to NBC-TV Presi-
dent Robert Mutholland urging that NBC,
100, stand pat {as it has indicated il will).

TV gets a kick in the pants in ‘Post’ poll

Washington paper finds people
are watching less, unhappier

with more and more programing;
majority regard children’s viewing
as a “serious problem”

As the warring sides of the children’s ad--

verlising confrontation were rushing rein-
forcements o the new front in Washing-
ton in anticipation of this week’'s Federal
Trade Commission hearings, that city’s in-
fluential newspaper, the Post, has added its
own critical fuel to the fight, and indeed to
a larger issue—whether people are fed up
with TV and turning off the tube.

The Washington Post poll, released last
week, asserts that a majority of Americans
are walching less Lelevision lhan they used
Lo.

The nationwide telephone survey, which
polled 1,693 people 18 years old or older,
found that 53% of those inlerviewed said
they are walching less TV than they did
five years ago, while 32% said they are
watching more, Pollster Barry Sussman,
the Post’s editor for survey reportings,
said that if the figures are correct, or close
to being correct, ‘‘they represent a striking
reversal in the nation’s entertainment and
leisure habits.”

“It is clear, however, that Americans’
love affair with TV remains a marvel
unlike any in the history of communica-
tions or entertainment,” Mr. Sussman ad-
ded.

Industry reaction to the poll was swifl
and negative. Spokesmen for the three
commercial television networks, ciling
latest available figures, claimed that view-
ing levels have either stayed the same, or
are actually up slightly.

A.C. Nielsen spokesman Bill Behanna
said his company’s figures do not bear out
the Post’s findings. Over a four-week
period in Octlober 1973, he said, adult
women averaged 30.06 hours of TV usage
per week, while men averaged 23.56
hours. In Oclober 1978, the average for
women rose to 31.07 hours, while the

average for men moved up 1o 26.17 hours.
Mr. Behanna said he wasn’t disputing the
Post’s finding, but thought his research
methods were more accurate.

The polt, conducted Oct. 1910 29, 1978,
suggests there is a relationship between
the decline in viewing and the quality of
TV enterltainment. While 40% of those
asked said TV entertainment is “‘better’"
now than it was five years ago, 41"% said it
was worse. Only 17% found the entertain-
ment *‘much belter’’ than it was five years
ago, with 47% of this group saying they
watch more, and 40% saying they walch
less.

Another assertion of the poll was that
people find few programs they regard as
favorites; 30% of the sample, when asked
to name Lheir favorites, couldn’t come up
with any leading current show, while 53%
couldn’t name more than two shows.

The top 10 list of favorile programs,
with percentage of people mentioning
them, are as follows: Littie House on the
Prairie, 12%; 60 Minutes, 9.3%; The
Waltons, 8.6%; M*A*S*H, 8.4%; All in
the Family, 7.1%; Mork and Mindy and
Happy Days, \ied at 7%;, Three’s Company,
5.3%; Soap, 5.1%, and Family, 4.2%.

A high disappointment level was
recorded for the remainder of TV shows.
For other-than-favorite shows, more than
60'% of those sampled said they were fre-
quently or occasionally disappointed,
while only one in three said they were
rarely or never disappointed with them.

Jay Eliasberg, vice presidenl for
research at CBS, said he thought the poll
may not be the best indicator of TV view-
ing levels. “We have Lo rely on the best
evidence available to us,” Mr. Eliasberg
said. **l happen to think 1'd rather take un-
biased behavior recorded electronically™
than rely on the resulls of this poll, he
said. Metered measurements, he noted,
show that viewing levels have remained
the same.

Bill Rubens, vice president for research
al NBC, said he believed viewing was ac-
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tually up. “‘There is no indication from
anything we've seen there has been a fall-
off,”” Mr. Rubens said.

Also contrary to the poll’s findings are
recently released statistics by the Televi-
sion Bureau of Adverlising which reported
that daily TV home viewing during Janu-
ary registered an all-time high of seven
hours and 20 minutes a day {BROADCAST-
ING, Feb. 26).
® Another sore spot for those polled was
programing for children, aithough the
survey revealed that parents with children
under 16 were less concerned than those
with older children and childless adults.

Of the 1,693 interviewed, 53% thought
*‘the question of children seeing Lhings
they shouldn't see’’ was *‘a serious prob-
lem'; 32% felt it was ‘*a minor problem™;
and 12% said it was ‘*not a problem at ail.”
But among parents with children under
16, those who thought it a serious problem
dropped to 45%, while 38% said il was a
minor probiem and 15% said it was not a
problem.

In terms of *‘the effect of TV advertis-
ing on children,”” only 38% found il a
serious problem, 35% thought it a minor
problem, and 22% believed it to be not a
problem at all.
® Findings concerning commercials in
general, were somewhat different. The
Post reported that “*dislike of commercials
is now so widespread and deep Lhat there is
little doubt . . . that a new market consist-
ing of people on all income levels is recep-
live 1o allernatives Lo regular commercial
programing.

**Some viewers, but not a greal magy,
have switched to public TV. Others, Q
parently unenthralled by the offerings on
public TV or unable to receive it, have
simply begun turning off their TV sets
more and more.”

The poll found a 50% increase since
1960 of people who would be willing to pay
**a small amount’’ to have television with-
oul commercials. More than one-third of
those polled fell into this calegory—which
translates into 50 million people nation-
wide.

But the bottom line with commercials



may be lhat a majority of those inter-
viewed fee! commercials “*are a fair price
10 pay for the enlertainment you get”” A
1970 poll found that 70% agreed with this
statement; this poll found 67% in agree-
ment. And even 58% of those who would
pay to get rid of commercials agreed with
the **fair price to pay’’ sentiment.

The rally in
Washington:
faking it

to the source

Smaller-than expected contingent
of broadcasters gathers in

the capital to vent their feelings
about regulation; they get some
reassurance that there's still hope

Washinglon, city of the tractorcades, has
seen more spiriled protesis than broadcast-
ing’s rally against overregulation last
week, but the 225 broadcasters present
managed, nevertheless, (o let off a liule
steam.

For them, last Wednesday (Feb. 28) was
a day spent listening to speeches and visit-
ing with their legislators on Capitol Hill.

The event was sponsored by five
organizations—the National Association
of Broadcasters, the National Radio Broad-
caslers Association, the Daylime Broad-
casters Association, the Community
Broadcaslers Association and the Radio
Tetevision News Direclors Association—
some of which have been at cross purposes
in the past. But they soft-pedaled those

Table talk. One of the stops during the broadcasters’ "rally against
overregulation” last Wednesday was the Executive Office Building in
Washington, where the heads of five broadcast associations met with
Henry Geller, assistant secretary of commerce for communications and
information, and Rick Neustadt, a member of the White House domestic
policy staff. Discussion focused on radio deregulation, which the admin-
istration supports. But the broadcasters were asked to supply informa-
tion supporting their contention that deregulation should be extended to

differences last week (o agree on a simple
goal—deregulation.

A few pre-selected speakers were more
specific in remarks to a lunchtime au-
dience that included FCC Chairman
Charles Ferris, among others. Jack Gen-
naro of wFHR(AM)-WWRw(FM) Wisconsin
Rapids, Wis., deplored commercial time
limits. **We know thal if we overcommer-
cialize, we're going 10 lose our audience,”
he said. **We don't need an FCC. Your au-
dience, your listeners, your advertisers tell
you what 1o do.”

William Summers of wLOUAM)
Louisville, Ky., said regulation is hard on
minorities. ‘‘Competition is tough,” he
said. “‘And when you have to deal with
regulation, it gels tougher” And David
Palmer of wATI{AM)-WwXTQ(FM) Athens,
Ohio, said regulation is hard on the small
market operator, for whom ‘“‘every exira
bit of paperwork becomes a problem.”

Sis Kaplan of wAYS(AM)-WIOQ(FM)
Charloite, N.C., attacked regulatory delay
at the FCC, saying (hat station applications
that should be processed in a few days,
take months instead. She said that accord-
ing 1o commission staff, it takes an average
of seven months (0 process an uncon-
tested FM application and nine months to
process an AM.

James Gabbert, NRBA president who
owns radio stations in San Francisco and
Hawaii, atiacked the petition-1o-deny pro-
cess. ‘It happens time and lime again,” he
said, that a station undergoing a lransfer
“‘goes down the tubes™ because of a peli-
tion to deny. ‘“We want the burden of
proof to shift from accused to accuser”

Chairman Ferris, who was present 1o
hear the repeated exhortations for reduced
regulation and paperwork, responded that
““there is very little that | have heard here

Y
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all markets, regardless of size. Going clockwise around the conference
table from Mr. Geller (back to camera), the participants were: Robert
Herpe and Sis Kaplan, the National Radio Broadcasters Association;
Ray Livesay, Daytime Broadcasters Association, Abe Voron, NRBA; Bill
Walters and Roger Jeffers, Community Broadcasters Association; Irwin
Krasnow, Donald Thurston and Donald Zeifang, National Association of
Broadcasters: Len Allen and Paul Davis, Radio Television News Direc-
tors Association; James Gabbert, NRBA, and Mr. Neustadt.

TOP OF THE WEEK

that | disagree with” He said the commis-
sion is reviewing its regulations for radio
and aims 10 produce a ““full set of zero-
based regulations.”” He said to expecl a
*“fresh judgment, hopefully before the end
of this year.”

When House Communications Sub-
commitlee Chairman Lionel Van Deerlin
(D-Calif.) took the rostrum, the exhorters
suddenly became the exhorted. The con-
gressman said he has seen encouraging
signs of deregulatory action at the com-
mission since Mr. Ferris became chair-
man, but that if anyone could point (o an
actual move 1o roll back broadcast regula-
tion, “*I'!l be glad 1o resign my chairman-
ship”” Mr. Van Deerlin, who has been
pressing hard for broadcast support of his
Communications Act rewrile, said, **What
I'm telling you is, if you really believe the
message ... you betler stick with Capito!
Hill. You better stay where it can be done.”
Only Congress can lengthen the license
period and do away with comparalive hear-
ings, he said.

Another featured speaker was Senalor
William Proxmire (D-Wis.), who urged
support for his bill 1o abolish the fairness
doctrine and equal time. The scarcily argu-
ment underpinning those sections, of the
law no longer applies, he said, arguing that
there 1S more scarcily in newspapers than
in broadcasting. And yet *‘we have the besl
newspapers in the world!” To loud ap-
plause, he said: **l (think it's time we took a
chance with freedom.”

Altendance at the rally, never expected
lo represent a massive outpouring of
broadcasters, nonetheless appeared 1o fall
short of Lhe planners’ early esltimates,
which had been in the neighborhood of
400-500. One of the coordinators, NAB’s
government relations vice president,

i
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William Carlisle, contended, however, that
the final total was higher than the 225
counted at lunch. Many broadcasters dis-
appeared after breakfast and new ones ar-
rived for the luncheon, bringing the total
closer to 400, he said. About 75 were in
Washington anyway for the annual NAB-
sponsored gathering of slate association
presidents and directors.

The rally opened Wednesday morning
with each of the five sponsoring organiza-
tions expressing solidarity with the others.
“We have no basic differences with other
classes of stations and hope you have no
differences with us,”’ said Mr. Jeffers on
behalf of the Community Broadcasters
Associalion.

Their common platform—with radio
center stage—was an end to FCC involve-
ment in their business and programing
affairs. They embraced NAB’s petition to
the FCC urging the elimination of all
FCC-imposed program percentages for
radio, commercial time standards and for-
mal ascertainment.

NRBA circulated a position paper stat-
ing that the current ‘‘burdensome and un-
necessary regulatory framework’ ... runs
contrary to current political and social
trends favoring less government regula-
tion. It attacked current FCC regulations
such as ascertainment, commercial limila-
tions and requirements 1o log programing
and keep public files and proposals under
consideraticn to regulate puolic service an-

programing.

NRBA stressed ils positlion, however,
that legislation from Congress is more im-
portant than *‘slop-gap’ measures by the
FCC. As long as the FCC is charged by
statute with evaluating station operations
in light of community needs and interests,
some form of regulation will continue, the
posilion paper said. “‘It is apparent thal
efforts toward deregulation without legis-
lation will result in nothing more than
reregulation.”

In addition to the common cause, the
other sponsors expressed their specific
concerns. The Community Broadcasters
Association wants authorization to boost
power for class 1V AM staticns to 1,000
watts at night. The Daytime Broadcasters
Association, representing the ‘*handicap-
ped of our industry,” said its Chairman
Ray Livesay of WLBH-AM-FM Mattoon, 1ii.,
wanls to have ‘daytime only operalions
‘converled to full time.

The Radio Television News Direclors
Associalion, represented by President Paul
Davis of wcla(Tvy Champaign, Ill.,
stressed its desire (o see elimination of the
fairness doctrine, equal time and other
forms of content regulation. ‘“This is a day
in which we're not just concerned about
paperwork or profits or protection, but for
fundamental principle,’ Mr. Davis said.

No one disagreed with the others’ aim.
Summing up his remarks, Mr. Summers
urged the broadcasters to push for “*every-

Geller flexes

‘administration

muscle on 9 khz

He tells unappreclative DBA
that despite FCC oppaosition,
White House has the final word
on WARC posltions, and he’s
lobbying for the switch

There is a better than 50-50 chance that
the United States’ opposition to reducing
AM channel separation to 9 khz can
reversed, and the National Telecom*-
munications and Information Administra-
tion is working to accomplish that in time -
for the World Administrative Radio Con-
ference this September, Henry Geller,
head of NTIA, said last week.

Speaking to a Daytime Broadcasters As-
sociation meeting, where attendance fluc-
tuated from 20 to 35, Mr. Geller
apologized for *‘coming late’ 1o the deci-
sion to support 9 khz, but said he thinks
the U.S. position can be turned around *'in
the coming months.” He is optimistic that
the FCC will go along, but added that even
if the commission rejects NTIA's petition
to create 9 khz spacing, ‘“‘that doesn't
mean it will be the last stand.”” Channe!
spacing is an international issue, he said,
on which the President has the last word.

nouncements and ‘‘community service’’  thing we can get.”’

Mr. Geller said he has been talking about

InZBrief

President Carter will address National Association of Broad-
casters at opening general assembly of annual convention in Dallas on
Sunday, March 25. Credit for persuading him to appear goes to presiden-
tial press secretary Jody Powell, media adviser Gerald Rafshoon and
deputy news secretary Walter Wurfel.

]
ABC-TV rolled to massive prime time win in February sweep. For
measurement periods of both AC. Nielsen and Arbitron, network
averaged 23.1 rating to CBS-TV's 18.8 and NBC-TV's 17.5. That's
gain of 5% for ABC over February performance year ago, 4% loss for CBS
and 2% loss for NBC, according to ABC research. ABC won 21 nights,
CBS six and NBC two. Of month's 40 highest-rated telecasts, ABC had
35, CBS had six (including one tie and highest of all, "Rocky") and NBC
none. In cumulative nightly averages, ABC won Tuesdays through Satur-
days, CBS took Sundays and NBC Mondays, ABC said.

[m]
in largest account switch in advertising history, Chrsyler Corp.,
Detroit, has moved estimated $120 million in billings (about 65% in
broadcast) to Kenyon & Eckhardt, New York and Detroit. Billings can
reach $150 million, depending on number of dealers electing to go to
K&E. In process K&E must relinquish estimated $75 miilion in Ford
Motor Co. billings ending 34-year relationship between agency and
client. instrumental in landing account for K&E and expected to play
leading role on Chrysler are Ronald DeLuca, executive vice president,
who has headed creative team on Ford, and John Morrisey, executive
vice president and head of Detroit office, who has had considerabie
auto background. Agencies losing out are Young & Rubicam, billing
about $57 miilion on Chrysler-Plymouth and Chrysler corporate; BBDO
(Chrysler agency for 35 years), billing estimated $60 million on Dodge
cars, Dodge trucks and Dodge dealer association, and Ross Roy, billing
about $9 million on various component products.

[m]
Kswmr(Tv) Salinas, Calif., has been sold to Retlaw Enterprises Inc. for

$8.25 million. Retiaw is owned by widow and daughters of Walt Disney
and managed by Joseph C. Drilling, president. It also owns KJEO(TV)
Fresno and koGotam) San Diego, both California. Seller: group of six,
headed by Lynn J. Brinker. Ksmr is CBS affiliate on ch. 46. Broker:
Richter-Kalil & Co. o

With sale of wsro(am) Totedo, Ohlo, t0 Wood Broadcasting for $3.3
million last Thursday, Storer Broadcasting sold last of four
facilities it put on block last December, following decision to sell off all
radio stations to help finance expansion of cable operations (BROADCAST-
ING. Dec. 11). Storer sold whntam) New York to Mutual Broadcasting
System last Monday (see "Changing Hands. page 103) and wGBS(AM)-
wLYFIFM) Miami week earlier (BROADCASTING. Feb. 26). Total price for four
stations was $29.8 million—$5.2 million less than Storer had asked.
Assuming FCC approval of deals, only one radio station will remain:
wLakiFM) Chicago, which Storer must retain until April 1981 to fulfill
FCC's three-year ownership requirement. Wood Broadcasting, prin-
cipally owned by Willard Schroeder, is licensee of woop-am-Fm Grand
Rapids, Mich. All sales were brokered by Ted Hepburn Co.

Tenth annual Abe Lincoln Awards were presented Thursday (March 1)
in Fort Worth. Among recipients (| to r): John E. Fetzer, chairman,
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the issue with the head of the United
States’ WARC deiegation, Glen O. Robin-
son.

It was apparent Mr. Geller’s audience
was not altogether supportive of his pro-
posal. One of the benefits of 9khz,he said,
will be the creation of more channels lo
which daytime-only radio operators could
move and become fulltimers. But it would
also creale more competition, presumably,
and several seemed displeased about that.
Said one in the group, *You've gol a prob-
lem with broadcasters.”

The concern was expressed more ex-
plicitly by the new ranking Republican on

"
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Pot calling kettle black? The day

before many were lo pay visils to their

legislators, presidents and directors of
state broadcaster associations received

a pep talk from the National Association

of Broadcasters staff at their annual

Washington gathering last week. Tell the

congressmen to pressure the FCC for

reduced paperwork, they stressed.

Before lhe broadcasters were three-inch

thick bundles of reporls and how-to

materials that NAB's staff had churned
out in recenl months. One state presi-
dent, riffling through it, said to his neigh-
bor, "Is the bureaucracy at NAB any
different than any in government? |t
seems every department has to justify
its existence.”

the House Communications Subcommit-
tee, James Collins (R-Tex.), who told the
assembly that he was concerned about the
number of new stations that might be cre-
ated by going to 9 khz. **I don't want to so
proliferate the radio market . .. that we end
up with everybody in radio going broke,” he
said.

But if there was no groundswels of sup-
port at the meeting. the Daytime Broad-
caslers Association, nevertheless, has
pressed hardest from within the industry
for 9 khz, DBA Chairman Ray Livesay of
WLBH-AM-FM Mattoon, Ill., spoke for it at
the meeting Wednesday.

Other parlicipants in the meeting, in-
cluding House Communications Subcom-
mittee Chairman Lionel Van Deerlin (D-
Calif.) and Representative Paul Findley
(R-111.), sponsor of legislation to require
the FCC 1o find ways to convert daytimers
to fulltimers, were roundly critical of the
FCC. Mr. Van Deerlin, urging support of
his Communications Act rewrite which
last year contained a provision to help the
daytimers, told the group, *You're nol
going to get the kind of help you need
from downtown.”

But the chairman’s subcommittee staff
put it more bluntly. Chief Counsel Harry
M. (Chip) Shooshan flatly condemned the
commission’s proposal 1o create 125 new
slations on clear or adjacent channels and
he said there is *‘no commitment’ at the
FCC 10 deal with the daytimers® problem.
Subcommitiee staff engineer Chuck

Jackson said it is clear 1o him that the com-
mission slaff is avoiding dealing with the
issue. ‘‘There is a greal rule in
bureaucracy,” he observed. ‘‘If you
don’t do anything, you don’t do anything
wrong."”

Representative Findley praised the Na-
tional Association of Broadcasters for
finally breaking its official silence on the
daytimer issue. The NAB joint board, at its
January meeling, passed a resolution lo
support efforts to convert daytimers, as
long as they do nolt harm existing
fulltimers.

Larger issues hinge
on KBSA renewal

Bond-fraud allegations concern
religious broadcasters,

but distress-sale effort a worry
for the industry in general

The question of whether holders of some
$1.5 million in church bonds and other
creditors of the Broadcasting Service of
America will get the money owed them
was left open last week, when the FCC in-
structed its staff to prepare an order desig-
naling for hearing the renewal of the
church-owned KBSAa(Tv) Guasti, Calif.
The station has been off the air for two
years and is wilhoul any assels or equip-

Fetzer Broadcasting Co.; J. Leonard Reinsch, chairman, Cox Broad-
casting; Bob Hope, who received Distinguished Communications
Medal: Dr. Paul M. Stevens, reliring president of sponsoring Southern
Baptist Radio and Television Commission, who himself received
surprise DCM, and Tom Landry, coach of Dallas Cowboys, who
received Christian Service Award. Top Abe Lincoln Awards went to
David Nelson, VP-station services for CBS Television Stations Division,
New York, and George Ann Victor, creative services director, KHOwW(am)
Denver.

a
FCC is believed to have adopted final order on Wednesday granting ap-
plication of Chapman Radio & Television Co. and denying competing
application of Birmingham Broadcasting Co. in 14-year-old contest
for channel 21 in Birmingham, Ala, Instructions to staff on wriling
order were given in June; order is due today (March 5).

a

RCA American Communications plans FCC filing shortly for what is
described as first commercial audio "end-to-end satellite service,” with
common carrier supplying uplink, salellite, and receive-only earth sta-
tions as well. If approved, first client would be UPI, which developed
system with RCA. UPI has ordered full-time 15 khz satellite channel,
would convert from landlines for 606 UPI Audio customers (who also
would have teletype brought in by satellite). RCA would install more than
00 10-foot-diameter antenna dishes. UPI, which characterizes plan as
(}st step in a gradual conversion of all of UPi's services to satellite,
opes to have this phase of "end-to-end” service completed by
mid-1980. Unaffected would be UPI Audio customers in regional net-
works—more than 300. Beyond UPI, RCA claims announcements will be
coming soon about two other customers (AP Radio is understood not to
be one of them.) Elsewhere, RCA Americom is claiming another first with
free distribution to cable systems this week of shots of Jupiter from
Voyager | spacecraft.
a
Ex-affiliate of 25 years, wesi-tv (ch. 4) Columbus, Miss., returns to
€8S fold Aug. 25 after two years with ABC. Switch was prompted by
lowered ratings, even with top-ranked network, and undoubtedly en-
couraged by increase in compensation, reportedly 25%.

B R T i
Dinner-dressed crowd of close lo 850 turned oul to see Richard S.
Salant, president of CBS News, receive International Radio and Televi-
sion Sociely's 1979 Gold Medal Award al dinner in New York Thursday
night. He's shown above (r) with Gene F. Jankowski (1), president of CBS/

Broadcast Group, and John D. Backe, CBS Inc. president.

[w]

Affiliation changes Monday (March 5) have been subject of spectacu-
lar promotion campaigns by ksTp.Tv Minneapolis-St. Paul, switChing
from NBC to ABC, and of wicn-Tv there, former independent picking up
NBC. After extensive research study, ksTe-Tv spent approximately $500,-
000 on radio and print advertising and equivalent of that on its own on-
air promotion spots, according to Stanley S. Hubbard, president. Cam-
paign included more than 200 billboards, 90C bus advertisements and
800,000 direct maii brochures tied to contest giveaways. WTCN-Tv was
gearing up for extravagant "celebration” last weekend, when NBC Presi-
dent Fred Silverman and stars of NBC shows—including Today which
will originate from Minneapolis today—were to join 115 reps and
buyers and 25 television critics invited for occasion. Station’s promotion
director, Georgia Gould, said $1 million had already been spent on print
advertising, in addition to 200 billboards and 200 bus signs.

Broadcasting Mar 5 1979
33



TOP OF THE WEEK

ment, even a telephone.

But the case is cause for larger concern
in the religious broadcasting community,
some of whose members sell bonds as a
means of raising funds. And it could be
cause for concern to broadcasters gener-
ally, for an informal objection to the
renewal and sale, which arrived two days
before the commission action, seemed to
underscore the fears some broadcasters
had expressed regarding the commission’s
new distress-sale policy—that minority
groups might attempt to force stations into
license hearings for the sake of picking
them up at bargain prices.

The commission indicated the order is
not final; it is to be prepared for the com-
mission’s ‘‘consideration,”” probably after
this month. And officials said the commis-
sioners are aware of the concerns of the
bondholders, many of them persons of
modest means. But the action, on Feb. 28,
was taken on a 7-0 vote on the day that a
contract providing for the sale of the sta-
tion, designed as a bail-out of bondholders
and creditors, expired.

The commission staff had recom-
mended approval of the renewal and sale.

The Berean Baptist Church of Orange
Counly which, through the Berean Bible
Ministries, owns the licensee, had hoped
to sell the station to Metropolitan Broad-
casting Co., which is 80% owned by Den-
tal Finance Co. of Irvine, Calif.

The objection was filed by the Inter-
American Broadcasting Co., which says it
qualifies as a minority organization, is in-
terested in acquiring kBsA under the dis-
tress-sale policy, though not, it says, at the’
expense of creditors and bondholders. In-
ter-American is a subsidiary of a federally
and privately financed umbrella organiza-
tion for community and private en-
terprises providing services and employ-
ment for Spanish-speaking residents of
the Los Angeles area, and was organized
for the purpose of acquiring television
licenses in areas with large Spanish-speak-
ing populations. It had failed in an earlier
attempt to buy KBsA. which is in the Los
Angeles market.

The station’s problems at the commis-
sion involve allegations of fraud and
misrepresentation in the sale of the $1.5
million in bonds, most of them through a
contract sales agency. The money was to
be used to build and operate the station.
Other allegations involve possible
unlawful transfer of control.

Metropolitan agreed 10 pay $1.5 million,
an amount believed sufficient to satisfy
creditors and retire the bonds, possibly
with some interest. If the amount proved
inadequate to pay principal, Metropolitan
had agreed to increase its offer by
$200,000,

Inter- American maintains that the cred-
itors and bondholders would not lose if it
were 1o acquire the station. Inter- Ameri-
can’s attorney, Charles Barnard, said in
the informal objection that, if the renewal
is designated for hearing, its purchase
offer would be sufficient to pay off all cred-
itors and compensate bondholders *‘with
all accrued interest.”

The FCC commissioners, those old softies

Last week, the FCC decided lo be ‘“‘irra-
tional’’ In this instance, the commis-
sioners deliberately acted as a matter of
compassion. And there were those on the
staff who seemed Lo think compassion got
the better of the FCC's judgment in
another case as well.

The decision to give up on reason in-
volved a proposed transfer of Scripps-
Hagadone Newspaper, which owns
KvNItaM) Coeur d’Alene, Idaho, and the
only newspaper Lhere, to Frank Hagadone.
The grant involved a waiver of the
crossownership rule, and the staff was
ready to recommend it. Mr. Hagadone the
staff explained, is a native of Coeur
d’Alene, had run the newspaper and sta-
tion for some 16 years, and had once had
negative control (50%) of the corporation,
although his ownership has been reduced
to 32%. And he would be getting the
Coeur d’Alene media properties as part of
a division of some $50 million in holdings
among owners of the corporation, who,
the staff said, had a falling out. *‘Heart-
wise,” as one staff member put it later, ap-
proving the transfer was *‘right.”

The problem was in providing a rational
basis for it. The staff offered one, based on
the only precedent available. But the com-
missioners did not consider il persuasive,
nor could they offer anything better.

Finally, Chairman Charles D. Ferris cut
the knot. “Why be rational?”” he asked.
*“Just do il without an order, withoul 1ry-
ing lo make rational what is irrational.’
Granting the waiver ‘‘seems right,” he
said. “*[’s his [Mr. Hagadone’s] town and
is consistent with grandfathering.”

So the commissioners instrucled the
staff under delegated authority simply to
issue an order granting the waiver.
Presumably, the commission has left no
precedenl Lhal might bedevil it in some
future proceeding.

The other case that had some staff mem-
bers, including commissioners’ assislants,

shaking their heads last week involved the
treatment of a Sitka, Alaska, broadcaster
said (o have violated technical logging
rules. The commission in September had
notified Sitka Broadcasting Co., licensee of
KIFW-AM-Tv, of a proposed forfeiture of
$4.000 for a total of 1} technical logging
violations at both stations. The staff said
the engineer had presigned the TV logs,
indicating he had been on duty full time,
seven days a week, when he had not.

The licensee had sought mitigation of
the fine, noting the lack of first cla?
engineers in Alaska. It also said th&
because Sitka is a small market, it had
been forced o cut corners. But the staff
was nol impressed. *‘*This man is a
repeater,” said Arthur Ginsburg, chief of
the Complaints and Compliance Division.
“This is willful.”

The commissioners, however, would
have none of that. Commissioner James
H. Quello cited the stations’ marginal fi-
nancial condition—the radio’s total
revenues in 1977 were $130,000; the
television slation’s, even less, and pay-
ment to principals for each station was
$1,200. ““A $2.000 fine would be plenty,”
he said. ‘*They have a good case saying
they can’t get qualified people.” The rules
encourage violations, he said.

Broadcast Bureau Chief Wallace
Johnson noted that broadcasters could
seek waivers of rules they find unreasona-
ble. And Mr. Ginsburg noted that the com-
mission had maintained it would use for-
feitures *‘to compel compliance™ with the
rules. He also said that the owner’s station
in Juneau, KINO(AM) is in more robust fi-
nancial health.

But the forces of compassion were not 10
be thwarted. Commissioner Abbott
Washburn felt even $2,000 was 100 much
of a fine; he proposed cutting it to $1,000.

The commissioners, taking that as one
possibility and the staff’s recommendation
as Lhe other, settled, 7-to0-0, on $2,000.

Mr. nice guy. In a city where Elizabeth Taylor is merely a senator's wife, the appearance of
a real, live television star—one who happens to play the role of America's best-known cily
editor—qualifies as a bona fide media event. S0 much, in fact, that last week Ed Asner (aka
Lou Grant of the mythical Las Angeles Tribune and farmer news directar of the equally
mythical wim-Tv Minneapolis) stood at the same National Press Club podium as have Presi-
dents and prime ministers. At $6.50 a head, the crowd for the National and Washington
Press Clubs' jointly sponsored luncheon overflowed the banguet hall. Working reporters
hung over the balcony rail. The flash units flashed. The pens scratched away.

The star of the CBS-TV series showed off his one and only journalistic accomplishment:
the feature page of his Kansas City, Kan, high school newspaper. Offering more mirth than
meat, the speaker was joined in his largely tongue-in-cheek hour of anecdotes by some of
the otherwise stai