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BRIGHTER THAN EVER
' WITH PMSTARS!.

Top stars add their lustre —and expertise —to PM MAGAZINE this season. Bonnie Frankiin's
remarkable women. Loretta Swit and the world of animals. Sally Struthers with amazing kids.
Ben \ereen with stars of tomorrow. Robby Benson searching for adventure —and finding it.
Bill Rafferty discovering the funny side of America. These PM stars are only part of the new
excitement on syndication’s highest rated magazine. PM’s shining with fresh ideas,

Thanks to the unique national-local biend plus the

unmatched resources of the PM cooperative, EEOOSBCWT|ONS

PM MAGAZINE. More than a program. A commitment.

WESTINGHOUSE BROADEASTING AND CABE (NC




TV Extra makes a
big difference in
ads this little.

LITTLE ADS, BIG HELP. A whopping 90.3% of
viewers who recall seeing boldface ads in
their newspaper TV listings say those ads
help them in making their selections*

COST-EFFECTIVE. For Only pennies per thou-
sand impressions, your message gets
through to viewers at the point of decision,
when they are most suggestible.

AUTOMATED ACCURACY. TV Extra is a fully-
computerized service. Your promotion
proceeds with electronic speed and accu-
racy We and our sister companies handle
everything, completely, from beginning to
end, including the actual TV listings them-

selves. No other "boldface service” does this.

Adv.

FLExiBILITY. With TV Extra your ads can
appear in any or all of the metropolitan and
suburban dailies and weekiies that we
serve in more than 50 major U.S. markets.

BIGGEST DIFFERENCE. TV Extra itself! We're
a division of United Media Enterprises, a
Scripps-Howard Company Together with
our sister companies, we comprise a total
marketing service. Let TV Extra give your
ads the big difference.

TV Extra,

200 Park Avenue,

New York, N.Y. 10166,

(212)557-9545. Toll-free: 1-800-221-4816.

*A C Nielsen. Dec . 1982, Advertising Awareness Study




PITTSBURGH
WTAE-TV

TALLAHASSEE
WCTV-TV
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GROWING!

.........

CHARLOTTE......

CHICAGD . ........ WGN-TV
CINCINNATE .. .... WBTI-TV
CLEVELAND...... WCLG-TV
COLUMBIA, SC. .. WATX-TV
COLUMBUS, GA .. WLTZ-.TV

..........

.........
.........

...........

FT. WAYNE.......

GREENVILLE/
SPARTANBURG . . WYFF-TV

' HOUSTON .. ...... KTAH-TV
IDAHO FALLS/
PGCATELLOD ... .. KPVI-TV

JACKSONVILLE .. WAWS.TV
KANSAS CITY . .... KSHB-TV

KNOXVILLE....... WINT-TV
LEXINGTON ... ... WKYT-TV
LOS ANGELES..... KABC-TV
MEMPHES ....... WPTY-TV

MIAME. ......... WOZL-TV

MINNEAPOLIS/

ST PAUL ...... WFBT-TV
MOBILE ,........ WKRG-TV
NASHVILLE. ... ... WZTV-TV
NEW ORLEANS ...WGNO-TV
NORFOLK. .. ..... WYAH-TV
OKLAHOMA CITY . . KGMC-TV
ORLANDO. ....... WOFL-TV
PHOENIX. ........ KPHO-TV
PITTSBURGH ..... WTAE-TY

PORTLANOD, OR ... .KTDZ-TV
PROVIDENCE .. ... WSTG-TV

RIGHMONO . .. ... WWBT-TV
SACRAMENTD. . ... KTXL-TV
SAN DiEGO . ... ... KTTY-TV
SANTAFE........ KSAF-TV
SAVANNAH....... WICL-TV
SEATTLE......... KTiZ-TV

SHREVEPORT .. ... KTAL-TV
SPRINGFIELD, iL . . WRSP-TV

SYRACUSE ...... WKAF-TV *
TALLAHASSEE ... WCTV-TV
TAMPA ......... WT0E6-TV
TUCSON ......... KDTU-TV

WEST PALM BEACH. WPTV-TV Y



e A LT TSR R W

NOW REACHING 3 OF EVERY4 HOUSEHOLDS™ IN AMERICA.

The winning ways of Black Belt Theater con-
tinue. This quality group of action packed and color
feature films is now sold to 106 stations.

What this means is that in 75% of all the
television households in the country, viewers can
tune into the audience grabbing entertainment
that is Black Belt Theater.

Because of this extraordinary performance
W W Entertainment is following up Black Belt
Theaters 1, 2, and 3 with a new group of Sir Run

éENTEmAINMENT 205 EAST 42ND STREET, NEW YORK, NY 10017 212-661-3350

DIISION OF WORLD NORTHAL CORPORATION

Run Shaw feature films which will be released as
Black Belt Theater 4.

If you’re situated in one of the fast disap-
pearing markets that does not feature Black Belt
Theater, itstime foryou __ 48 2 248"
to strike. Call your WW 4 '
Entertainment represen-
tative today and start '
beating up on the
competition.

*SOURCE: A C. NIELSEN NTI 1984
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Radio takes center stage in Los Angeles
Harte-Hanks sells radio group for record price
Dead énd for broadcast deregulation

RED HOT IN LA. D Radio industry's first joint
convention draws over 5,000 and the praise of
many in attendance. PAGE 31.

MAJOR DEAL O Harte-Hanks sells nine-station radio
group for record price. Gary Edens to get seven
stations, Gannett two. PAGE 32.

CURTAIN CALL O House Telecommunications
Subcommittee holds hearing on broadcast
deregulation hill, but parties fail to reach
agreement on what would be acceptable to
congressmen and NAB. PAGE 33.

NEW BLOOD O Sharon Rockefeller voted out of CPB
seat. PAGE 35.

LOSE ONE O Appeals court rules in favor of ASCAP-
BMI in music licensing suit brought by television
broadcasters. PAGE 36.

GOVERNORS’ WORK O Intelsat board gives vote of

confidence to Colino, postpones action on some
controversial items until December meeting. PAGE
37.

RADIO sHOw D Radio Convention and Programing
Conference sessions run the gamut from sales to
programing. On PAGES 42-50, a look at innovative
sales techniques, selling older demographics,
collecting on unpaid bills, selling hard-to-sell
spots and gaining adequate station financing.
RAB President Bill Stakelin outlines Chevrolet
and K-Mart radio campaigns. PAGE 52. Reps view
changing world. PAGE 54. AM stereo makers show
their stuff. PAGE 56. Arbitron and Birch radio
executives debate value of monthly ratings
reports with broadcasters. PAGE 58. A look at

broadcast dereg prospects and the course of
Docket 80-90. PAGES 61-64. A review of station
formats runs on PAGES 73-75.

BETA LIFT O CBS places order for $11-million worth
of Sony Betacam equipment. PAGE 76.

TELECHALLENGE D ABC saves millions of dollars in
telecommunications costs for summer Clympics
as telephone competitors vie for their business.
PAGE 77.

STAYING AFLOAT O Union at UPI votes in favor of
wage cutbacks that company says will help put it
in the black. PAGE 79.

CAMERAS DENIED O Judge refuses CNN request to
televise CBS-Westmoreland trial. PAGE 80.

DEBATE AGREEMENT O Reagan and Mondale
camps come to agreement on three televised
debates, two for presidential candidates and one
for vice presidential candidates. PAGE 81.

NEW FROM PARAMOUNT O Paramount and Post-
Newsweek agree to produce new one-hour strip,
America Todav. PAGE 86.

sLow GOING O Olympics cut into third-quarter spot
buying, broadcasters report. PAGE 90.

NEW NUMBERS O Arbitron and Nielsen retease new
ADI numbers for 1984-85 season. PAGE 92.

MEETING CHALLENGES O Norman Wain, president of
Metroplex Communications, has specialized in
turning underdeveloped radio properties into big
money makers. PAGE 119.
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A selection of Encore Programs has
already been sold in New York, Los Angeles,
Boston, Washington D.C., Dallas, Houston,
Cleveland, Miami, Atlanta, Cincinnati,

& Greenville among others!

S . R

Nick Nolte and Suson Blakely in
Rich Man, Foor AMan- Book 1

_—r
Robert Wagner in I Tokes o Thief

Judd Hirsch as Delvecchio

Encore Programs is a dynamic, new
enterprise created by MCATV to bring
back or introduce to the marketplace many
of its finest and most successful programs
and series.

Its catalog is rich in 20-minute, hour-
long and half-hour dramas, mysteries and
action-adventures—some of which will be
in syndication for the first time—as well os’
a selection of superb mini-series and
features and family-appeal sitcoms.

Whatever your programming needs. ..
whatever the daypart—you'll find it in
Encore Programs!

Five Star Mystery
Delvecchio
Ellery Queen
Mrs. Columbo
O’Hara: U.S. Treasury
City Of Angels

*Rich Man, Poor Man Book 1
TRich Man, Poor Man Book 2

“Best Sellers
Seventh Avenue
Captains And The Kings
Once An Eagle
The Rhinemann Exchange
Dark Secret Of Harvest Home
79 Park Avenue
Loose Change
Aspen
Wheels

“The Men From Shiloh

The Name Of The Game
TheBold Ones
It Takes A Thief
Ironside
Rod Serling's Night Gallery .
Run For Your Life

i The Deputy
Love That Bob
Mickey Spillane's Mike Hammer
Boris Karloff Presents Thriller
Bachelor Father
Dead End Kids Movies

*Available in 60-minute,
80-minute or 2-hour formats.
tFirsttime in syndication
For more details,
call (212) 605-2790

J 4 & o :“:
NS

ADVISONCFMEATV

® 1984 Universal City Stuchos Inc. All rights reserved




CloseduCircud

farly results

/iewing of prime time shows has gotten
off to rocky start, but network research
malysts are still finding good news in
wmbers. HUT level during first week of
.neak previews (Sept. 10-16) was down
0 57.8 from 58.3 during same week year
:arlicr. Combined three-network share

ell to 70 from 75 and combined rating
Jdipped from 43.8 to 40.3.

In first three days of second week (Sept.
[7-19), decline accelerated. HUT levels
Iropped 6%. from 62.9 to 59.3, while
:ombined share fell from 79 to 77 and
:ombined rating dropped from 49.8 to
15.6. One caveat: new shows appear to
se getting higher sampling than last year.
_ast year at this time, nearly 12 hours of
1ew shows premiered and earned average
18.2 rating. This ycar. 13.5 hours have
lebuted with average 19.4 rating. Network
-escarchers are hopeful that decline in
HUT levels is tied to repeat programs
scattered on schedule during premiere
weeks and. by evidence of higher sampling
achieved by new programs, not indicative
of new season viewing patterns.

Full house

Exhibitors signed up so far for NATPE
International in January look as if they
may burst seams of San Francisco’s
Moscone Center. Already, 175 program
distributors have purchased 125,000
square feet of floor space, 35% ahead of
last year. About 60% of returning
distributors have requested larger exhibit
spuces. With only 5.000 square feet of
exhibit space remaining, NATPE officials
see no problem in surpassing 200 or so
distributors who were on floor last year.
King World, perhaps spurred by success
of Wheel of Fortune and Jeopardy, is this
year's largest exhibitor, with 4,000 square
feet, up from 1.600 square feet last year.
Only other exhibitor with 4,000 square
feet is consortium of 10 U.K. distributors.
Telepictures has also increased its space,
from 3.000 to 3.600 square feet, as has
LBS Communications, from 2,000 to
2,800 square feet. Among distributors that
plan to move out of Fairmont hotel and
onto floor are Orion. ITC. Katz
Communications, Cannon and Claster
Television.

Unfinished business

Now that CBS has made major
commitment to Betacam half-inch tape
format (see story. page 76), attention

turns to other networks to see whether they

will follow CBS’s lead or turn to
incompatible half-inch M-format or
quarter-inch format. From operational
perspective. it makes sense that all
networks use same format so they could
exchange tapes and equipment in field.

ABC favors standardized quarter-inch
format, but Bosch and Hitachi, makers of
incompatible quarter-inch systems, are
having trouble reaching standard. NBC has
not indicated its preference. but it’s
believed that had network liked M-format,
it would have adopted it long ago. NBC
has undoubtedly come under considerable
pressure from RCA, its parent company,
t0 go with M-format. RCA's broadcast
equipment division introduced M-format
in 1981.

NAPTS countdown

New President for National Association
of Public Television Stations is expected to
be named by end of October. Among
those reportedly under consideration: John
Porter, executive director of Eastern
Educational Television Network; Peter M.
Fannon, acting president of NAPTS,;
Stanley L. Harrison, director of corporate
communications for Corporation for
Public Broadcasting; Forrest L. Morris,
executive director of Mississippi
Authority for Educational Television, and
O. Leonard Press, executive director of
Kentucky Authority for Educational
Television.

Telephone talk

Recurring rumor on Washington circuit is
that FCC Chairman Mark Fowler has
imminent plans to move on to private
sector, story chairman has frequently
dismissed as nonsense. Fact that Fowler
has now appointed new general counsel
and is poised to bring in new chief of
Common Carrier Bureau {see ““In Brief™)
would appear to lend support to
chairman’s words of assurance. One source
last week said question of how AT&T
should be regulated now that it has been
divested of its local telephone companies
is “major issue” for chairman, one he
wants to resolve before he moves along.
Chairman himself is said to believe that
deregulation question must be dealt with
“prudently” over period of time.

Also on common carrier front, some
observers ar¢ wondering what impact
selection of Albert Halprin to take over
Common Carrier Bureau will have on
deregulation of AT&T. Halprin, they
note, was consultant to AT&T in private
practice. In interview. Halprin suggested
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that doesn’t mean AT&T will have
especially sympathetic ear. He said he
served as consultant to broad range of
clients from telephone industry. “When 1
come into the government, my one client
will be the public,” Halprin said.

Can we talk money?

Entertainment at Radio Convention and
Programing Conference in Los Angeles,
unlike previous meetings, came with
expensive price tag. In past, luncheon
speakers have often been well-known
broadcasters who appeared free or for
nominal fee. Comedienne Joan Rivers,
whose performance ran about half-hour,
was paid $25,000, half her original
asking price.

It shall return

Effort to permit broadcast coverage of
Senate chamber has fallen short once again
(see story, page 37). Senate Majority
Leader Howard Baker (R-Tenn.),
initiative's sponsor, is moving on to other
things, but topic is not expected to go
away. Senate source last week said it was
“likely” that resolution would be
reintroduced next session by Senator
Charles McC. Mathias (R-Md.), who led
support of resolution on Senate floor. If
not Mathias, “somebody else will,” source
said.

Fringe benefits

National Association of Broadcasters is
implementing new perks package for its
senior VP's. VP’s will be evaluated on
yearly basis through point system. Points
will be used to obtain extra benefits such
as beefed up dental or health insurance
plans or use of company car. NAB is also
setting up deferred income plan in which
NAB will match funds set aside by
employes.

Potomac fever?

Those with interest in acquiring radio
property in Washington market should
keep eye on WPKX-AM-FM Alexandria,
Va., country-formatted combination owned
by Metroplex Communications.
Company, which has received several
offers for stations, may make decision
some time soon on whether or not to sell.
“We haven't crossed that line yet,” said
company President Norman Wain. “We're
trying to make up our minds.” He said
stations are worth around $13 million,
although some think that is little steep.
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NEW YORK

LOS ANGELES
CHICAGO
PHILADELFPHIA
SAN FRANCISCO
BOSTON
DETROIT

WASHINGTON, D.C.

DALLAS
HOUSTON
CLEVELAND
PITTSBURGH
MIAMI
MINNEAPOLIS
SEATTLE
ATLANTA
TAMPA

ST. LOUIS
DENVER
SACRAMENTO
BALTIMORE
HARTFORD
PORTLAND, OR.

110 MARKETS!

WNEW-TV
KTLA
WGN-TV
WCAU-TV
KTZ0
WSBK
WJIBK
WRC-TV
KTXA
KHTV
WKYC-TV
WPGH-TV
WTVJ
KMSP-TV
KCPQ
WAGA-TV
WFTS
KPLR-TV
KWGN-TV
KTXL
WJIZ-TV
WTXX
KOIN-TY

INDIANAPOLIS
PHOENIX

SAN DIEGO
KANSAS CITY
CINCINNATI
MILWAUKEE
ORLANDO
NASHVILLE
CHARLOTTE
BUFFALO

NEW ORLEANS
GREENVILLE, 8.C.
RALEIGH
MEMPHIS
OKLAHOMA CITY
SALT LAKE CITY
CHARLESTON, W.V.
LOUISVILLE
SAN ANTONIO
HARRISBURG
NORFOLK
BIRMINGHAM
DAYTON

WRTV
KPHO-TV
KGTV
KDAF-TV
WXIX-TV
WITI-TV
WOFL
WIZTV
WCCB
WIVB-TV
WWL-TV
WAXA
WTVD
WMC-TV
KWTV
KTVX
WVAH-TV
WDRB-TV
KSATTV
WPMT
WTKR-TV
WBRC-TV
WRGT

GREENSBORO
ALBANY
LITTLE ROCK
SHREVEPORT
TULSA

FLINT
RICHMOND
WICHITA
KNOXVILLE
MOBILE
ALBUQUERQUE
W. PALM BEACH
JACKSONVILLE
FRESNO

DES MOINES
ROCHESTER
OMAHA
PADUCAH
SPRINGFIELD/
DECATUR
SPOKANE
PORTLAND, ME.
CHATTANOOGA

WGGT
WNYT
KLRT
KSLA-TV
KOKI-TV
WIRT-TV
WXEX-TV
KAKE-TV
WATE-TV
WPMI
KNAT
WFLX
WTLV
KSEE
KCBR
WROC-TV
KMTV
KBSI

WRSP-TV
KREM-TV
WMTW-TV
WDSI-TV




AUSTIN KBVO LAFAYETTE, LA. KADN ERIE WIET-TV
YOUNGSTOWN WFMJ-TV ROCKFORD WREX-TV BAKERSFIELD KERO-TV
JACKSON, MISS. TBA CHARLESTON, S.C. WCIV FT. SMITH KLMN
SPRINGFIELD, MO. KSPR COLUMBUS, GA. WXTX FLORENCE WPDE
COLUMBIA, 8.C. WOLO-TV AMARILLO KVII-TV BANGOR WABI-TV
BATON ROUGE WBRZ MONTGOMERY WKAB-TV ALEXANDRIA, LA. KLAX-TV
BURLINGTON WVNY BEAUMONT KBMT SALISBURY WBOC
FT. WAYNE WANE-TV McALLEN KRGV-TV LAKE CHARLES KVHP
SPRINGFIELD, MASS. WGGB-TV RENO KAME-TV ARDMORE KXII
WACO KWTX-TV TERRE HAUTE WTWO PARKERSBURG WTAP-TV
LAS VEGAS KVVU-TV TALLAHASSEE WTWC LAREDO KGNS
COLORADO SPRINGS  KRDO-TV TRAVERSE CITY WPBN-TV ZANESVILLE WHIZ-TV
SAVANNAH WSAV-TV BOISE KTRV CONCORD, N.H. WNHT
SALINAS/MONTEREY KMST MACON WMGT HONOLULU KITV

A Spelling/Goldberg Production distributed by

Columbiaﬂ
Televisid

A or®

©1984 Columbia Pictures Telavision, a divislon of CPT thldlngs, Inc.
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Financial troubles at Nabu

Canada’'s Nabu Network, which reported
losses of $5 million (Canadian) during this
year's second quarter, last week gave notice
that it is laying off 186 of its 234 emploves
effective Nov. 13.

The company, which has developed a
systemn for delivering computer software to
home computers via satellite and cable, has
been receiving "shareholder advances” from
its 54% owner, Canadian real-estate devel-
oper Campeau Corp., for the past couple of
months.

Last week, however, Nabu announced
that it had been "advised” that no more
funding would be forthcoming past the rmd-
dle of November.

John McArthur, president of Nabu Net-
work Corp., which is based in Ottawa, told
BROADCASTING that the company intended
to keep providing its service while it search-
es for alternative financing. The corporation
has been spending $2 million a month, but
McArthur said the company believed it
could continue to provide "a much smaller
support operation here” with a $100,000-a-
moenth budget.

McArthur said the company was “opti-
mistic” that it would be able to find a new
financing partner at the corporate level. "But
clearly if we were certain...we wouldn't
have made the announcement,” he added.

At the same time, McArthur said financ-
ing was being sought independently for the
company's Alexandria, Va.-based U.S. sub-
sidiary.

Former National Cable Television Associ-
ation President Tom Wheeler, president and
chief executive officer of Nabu's wholly
owned U.S. subsidiary, said he and the sub-
sidiary's other directors—including John
Saeman, vice chairman and chief executive
officer of Daniels & Associates; Doug Dit-
trick, president of Tribune Cable, and Bob
Schmidt, another former NCTA president
who is now president of Communications
Technology Management—were "explor-
ing” the idea of putting together a group of
U.S. cable interests to buy out the U.S. por-
tion of the company.

Wheeler, who became president of the
company's U.S. subsidiary on Aug. 1, said
the U.S. subsidiary had laid off a secretary,
an accountant, a public relations person and
a receptionist, bringing its staff down to
about 20. But Wheeler expressed confi-
dence that backing would be found and said
it was still business as usual in the mean-
time. "We're [still] signing up subscribers,”
he said.

The company said the consumer tests for
its software service had attracted about
2,000 subscribers in Ottawa, and roughly
another 750 on Tribune Cable's Alexandria,
Va., system. Wheeler said the latter Nabu
customers, almost 4% of Tribune's subscrib-
ers, had signed up after about 14 weeks of
marketing. Wheeler also said the company
had only been marketing the service to
about one-third of Tribune's customers.

Best of MTV

In a ceremony packed with rock music per-
formers from Herbie Hancock to Cyndi
Lauper, music videos were celebrated last
week at the “First Annual MTV Video Music
Awards." The two-and-a-half-hour event
was held at Radio City Music Hall in New
York (tickets were $100 apiece) on Friday,
Sept. 14, and was cablecast live on MTV,
sponsor of the awards. It was also syndicat-
ed to broadcast stations.

In the cable universe, which Nielsen esti-
mates at 35,783,000, the program garnered
a home viewing audience that ranged be-
tween a 6.8/11 and an 8.6/15. Thirty-second
spots on MTV, which normally sell for about
$2,500, were reportedly sold in groups of five
for $250,000. Showcased were videos run on
MTV between May 1983 and May 1984, Vo-

Hosts Dan Akyroyd and Bette Midler

ting for all but one of the awards was dene in
three stages of elimination by 1,500 "mem-
bers of the video music industry.”

An institution at the ripe old age of three,
MTV received nothing but praise that night:

B New York Mayor Ed Koch: “It's one of
the best programs on television." In re-
sponse to a question about the purported
sex and violence in music videos, Koch said,
“I'm not a judge of that. I'm sure there are
some music videos not in good taste, but
there is a lot of other television not in good
taste.”

B Asked what the awards mean to the
industry, John Hall of the group Hall & Qates
said: "It means status. . . and status turns to
money."”

B Huey Lewis, lead singer for the group
Huey Lewis and the News, responded to the
same question: "It says that MTV is really a
force in the industry. Everybody is here to
meet others in the music industry.” Lewis
added, “Radio put us here first and radio is
still a force.”

A two-hour version of the event has been
syndicated to 82 stations representing 75%
coverage of U.S. television homes. It was
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distributed by LBS Communications, b
Ohlmeyer Communications Companie
which produced the event along with MT?
was responsible for selling the 12 minutes
naticnal advertising time. All sponsors :
the MTV cablecast, however, were edite
out of the syndicated version. Major spo:
sors the second time around were Nabis¢
and Anheuser-Busch. Stations have doub
plays within a two-week window endir
September 23. The show has been picke
up by mostly independent stations, accorc
ing to LBS, including all the Metromed:
stations in the major markets.

BET all day

Black Entertainment Television will becorr
an around-the-clock service on Oct. 1, e
panding its current six-hour-a-day schedu
with a few new shows and a Leavy dose
music videos.

Bob Johnson, president of the black-or
ented, advertiser-supported service, mac
the annocuncement at an informal press cot
ference at BET's Washington headquarter:

With its expanded lineup, he said, BE
intends to fulfill its goal, set at the time «
the service's start-up nearly five years age
of becoming "the dominant medium” fc
programing and advertising aimed at blac
viewers. But that doesn't mean BET is wri’
ing off white viewers, he said. "Good ente:
tainment is color blind.”

The essence of BET's new programin
schedule will be four hours of entertair
ment, public affairs and sports followed b
four hours of music videos, called Video V
brations. The eight-hour block will be re
peated twice to fill the day.

BET's new shows are This Week in Blac
Entertainment, Close Upwith Santmy DavisJi
and Front Page: The Week in Review.

This Week will be similar to the popul:
syndicated strip series Entertainment T:
nigkt, Johnson said, but will focus primaril
on black entertainers. Sammy Davis borrow
from Donahue, he said. Davis will intervies
two guests—one from the world of ente:
tainment and one from the werld of currer
events—during the first half of each shot
and invite members of the studio audienc
to ask their questions in the second half, h
said. Guests for the series’ two pilots incluc
ed Diahann Carroll and Richard Pryor, h
said. Front Page will be a weekly wrap-up ¢
news stories of special significance t
blacks, Johnson said. BET has a deal wit
ABC that allows BET to use the network'
national or international news footage, h
said.

Video Vibrations will feature music rang:
ing from rhythm and blues to soul to jazz. Tt
make the service appealing to the supplier:
of the videos, Johnson said, BET will devote
entire hours to artists from one record com-
pany. Johnson said BET already has deals
with some labels for videos, but declined tc
say which ones.

BET now reaches 7.2 million cable homes.
Its goal is to reach 11 million by October



385 and 14 million by October 1986. Ac-
Jrding to Johnson and BET Executive Vice
resident Ed Maddox, much of BET's
rowth will come from such large cities as
fashington, Baltimore, Philadelphia and
hicago, which have large black popula-
ons and which are not yet wired for cable
[ are just beginning to be wired. BET will
S0 try to sign affiliation agreements with
xisting systems, said Maddox. BET has
wgeted 1,400 systems serving 7 million
omes in communities where at least 8% of
1e population is black, he said. Despite the
kxpanded programing day, BET will hold
1e line on its monthly per-subscriber fee at
Iree cents.

Johnson and Maddox acknowledge that
ET has had trouble attracting cable affili-
tes. “The advertising industry has been
10re supportive of BET than the cable in-
ustry and has less cause to be so,” said
oshnson. Some of it is due to the satellite
opping BET has done—it started on Sat-
om IlI-R, moved to Westar V and is now on
talaxy I—and some of it to the network's
eing a part-time service, he said. It also
omes from some cable operators’ “igno-
ance” about BET, Maddox said. And some
f it is “willful ignorance,” he added.

Johnson said he will "have a problem”
vith any cable operator who makes room to
arry a second music video service—either
ATV Networks' yet-unnamed service or
‘ed Turner's Cable Music Network, which
aunches Oct. 26—but who fails to find
pace for BET. "The black community de-
erves more than music video,” said John-
on. "It would be a slap in the face for cable
iperators to add a music video service and
ay, 'We are serving the needs of the black
;ommunity because we are giving them
‘ideo records.”

The BET executives plan to overcome
ome of the cable operators’ resistance by
1rging various black groups and leaders to
yersuade cable operators in their communi-
ies to carry the service. Johnson told a
jroup of black journalists in Atlanta last
nonth that cable operators that take the
noney of black subscribers and offer them
10 black-oriented services are “programing
slumlords” (BROADCASTING, Aug. 27). John-
son planned to return to Atlanta last week to
iddress an association of black college
yresidents to enlist their support in the car-
y-BET campaign.

BET is owned by Johnson (60%); Tele-
~ommunications Inc., the nation’s largest
;able MSO. and Taft Broadcasting, a major
jroup broadcaster. Johnson intimated that

3ET's growth would be funded by his two |

‘well-positioned” partners. "We anticipate
hat they will make the commitments that
will allow us to expand as much as the matr-
et dictates.”

Big lift

Zable Networks Inc., a cable advertising rep
iirm, announced 1t has been named by Ca-
ole Sales Inc to sell national advertising on
the Syracuse (N.Y.) Interconnect and seven
other upstate New York cable systems.
representing almost 300,000 subscriber
homes. Syracuse Interconnect 1s operated
by Cable Sales, a joint venture of Newschan-
ne!s Corp. and Rogers Cablesystems of Syra-
cuse. and consists of two contiguous sys-
tems, Upstate Newschannels and Syracuse
Newschannels. which are linked by micro-

wave, and Rogers Cablesystems of Syra-
cuse, which receives its commercial spots
on videotape. Other systems covered in the
agreement are Binghamton Newschannels,
Harron Cable of Utica, Troy Newschannels,
Group W of Elmira, Rome Newschannels,
Auburn Cable and Corning Newschannels.
Cable Networks Inc., based in New York,
was formed in 1980 and is a subsidiary of 3M
Co.

Quincy affirmed

The FCC has affirmed its decision to fine
Quincy Cable TV Inc., Quincy, Wash.,
$5,000 for failing to carry the signals of three
Spokane TV stations subject to must carry
rules. The commission originally had fined
Quincy in 1982. The cable company chal-
lenged the must carry rules and subse-

quently appealed to the Court of Appeals in
Washington. The court asked the FCC to re-
examine the case since the cable company,
well before the oral argument of the case,
had increased its capacity from 12 channels
it had been basing its case upon to 32 chan-
nels (BROADCASTING, April 2). In its decision,
the FCC noted that Quincy now had more
capacity than ever to meet its must carry
obligations. In another action, the FCC fined
Continental Cablevision of New Hampshire,
serving Concord and Boscawen, NH.,
$5,000 for ignoring an order to carry WNNE-TV
Hartford, Vt., even though the cable system
later backed down and started carrying sig-
nal. The FCC also proposed to modify rules
to use a single application for construction
permits and licenses in Cable Television Re-
lay Service.

“THREE'S
COMPANY?”
BLASTS THE

COMPETITION
IN BALTIMORE.

It's Number One in its 5-5:30 PM
Mon.-Fri. time period on WJZ.
For the fourth consecutive

sweep period.
With its 12 rating
and 31 share,
THREE'S COMPANY
beats BARNEY
MILLER, EIGHT
IS ENOUGH,
NEWSCOPE, and
EARLY MOVIE.
And it tops its
own lead-in rating
by 100 percent!

SOURCE ARB, JULY &4

THE AUDIENCE
POWERHOUSE

From D.L. TAFFNER SYNDICATION (212) 45,4680 (404) 5939491 (312) 533 5006 (2 13) e
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Saurce NTI September 1983 Apnil 1984 © 1584 Universal City Studios Inc All nghis reserved A 1983-84 bell ringer!
Simon & Simon soared to a virtual tie
for Number Two in the Nielsens.
Bong, bong, bong!
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Simon & Simon
The action series with the light touch

Coming soon.



A 1983-84 love story!
More young women loved
Simon & Simon
than any other series
on television except for
a couple of nighttime soaps.
Sexist but true!

l*'u‘. a

Simon & Simon

The action series with the light touch.

Coming soon.
MCATV

.
1

—

g
w
2
2
i
il <
=
=
<
o
IS
[
°
b=}
2
1z
=
(5]
™
2
@
2
[=3
2
2
| 2
-3
2
T
[}
i
@
&
[
2
a
o
]
=
z
@
e
2
<3
7]




|
S el
o

%
i

e
(3

L S 0
2 ey




A 1983-84 nearly!
For all but one week
of the first-run season
(23 out of 24 weeks),
Simon & Simon
increased its ratings
over the comparable
period of a year ago.
Nobody’s perfectt

Simon & Simon
The action series
with the light touch.

Coming soon.
MCATV

Source: NTi September 1982—April 1983 vs September 1983—Apnit 1984
. & 1984 Universal City Studios Inc. All rights reserved.
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Francis Denny Co. U Interlude perfume
will be promoted in three-week flight over
four weeks, starting Oct. 22 in 26
markets. Commercials will be carried in
daytime and news periods. Target:
women, 25-54. Agency: Stuart Ford Inc.
Richmond, va.

Gordon Jewelers O Retail chain will
advertise its Miss L.S.A. Collection in

50 markets, including Oklahoma City and
Tucson, Ariz., for one week starting in
mid-October. Commercials will be
scheduled in news, fringe, prime-
access and prime segments. Target:
adults, 18-34. Agency: Goodwin,
Dannenbaum & Wingfield, Houston.

Evans Furs O Flight of about one week
will begin in early October in 18 markets
to promote sales of furs in stores owned
by Evans or by others in which Evans
leases space. Commercials will be
carried in all dayparts. Target: women
and adults, 25-49. Agency: State

Advertising Agency, Chicago.

El Chico Restaurants o Fast-food
Mexican restaurants will launch seven-
week effort in four markets in Southwest.
Commercials will be carried in all
dayparts. Target: aduits, 18-49. Agency:
Kelier Crescent, Dallas.

[ —— JRADIOONLY [ ———

Toyota Dealers C Trucks will be
spotlighted in six-week flight to start in
early October in six major markets.
Commercials will run in all dayparts.
Target: men, 25-54. Agency: Dancer
Fitzgerald Sample, New York.

Guild Winery O Six-week flight is
scheduled to begin in early October in
four markets. Commercials will be
carried in all time periods. Target: aduits,
21-54. Agency: Dancer Fitzgerald
Sample, New York.

NYNEX/Yetlow Pages O New York-New
England areas will be site of flights
lasting from two to four weeks, starting

APWireCheck

SALABLE UPCOMING FEATURES ON YOUR AP WIRE.

1985.

Labor Day.

games. .
a-half minutes.

ROAD TEST-SEPTEMBER 24— AP hits the road again in our
five-part series that takes a look at the hottest car choices for

THE CONTENDERS — The race is on. AP covers the run for the
presidency. and key congressional and senatorial contests in
our series entitled, “The Contenders.” 90-second scripts sup-
plement your campaign coverage five days a week, beginning

DIVERSIONS— AP highlights a different form of entertainment
every day of the week, from classical music to the latest in video
cripts run seven days, from 90 seconds to two and

COMING ATTRACTIONS —All of AP's features are in this Mon-
day morning preview of the week's programming. It’s an easy
way to find out about special upcoming features and other
outstanding sales opportunities.

MUSICWATCH — This regular AP feature gives listeners the inside
track on country, black, adult contemporary and popular
singles. It runs on Friday morning.

For more information call, (202} 955-7200

4 Associated Press Broadcast Services.

Broadcasting Sep 24 1984
16

Penney’s $22 million. JC Penney is
spending $17 million in television as part
of a $22-million campaign reminding cus-
tomers that the company has started a
five-year refurbishment program and has
upgraded its merchandising mix to em-
phasize men's and women’s fashions. ini-
tial advertising was scheduled to break
last Saturday (Sept. 22) during prime
time and was to be foliowed by cther
commercials in subsequent days on
CBS-TV and NBC-TV There will be a
heavy schedule of advertising until Oct.
15 on nighttime and daytime network
television, followed by substantial
amounts of advertising through the re-
mainder of the year. The agency for Pen-
ney is N W Ayer, New York.

in October in six markets, including New
York, Boston and Buffalo, N.Y.
Commercials will be placed in morning
and afternoon drive. Target: men, 25-54,
and adults, 18 and older. Agency: Harolc
Cabot & Co., Boston.

Procter & Gamble C Luvs disposable
diapers will be featured in two-week
flight starting in early October in
approximately eight markets.
Commercials will be carried in all
dayparts. Target: women, 18-34,
Agency: Dancer Fitzgerald Sample, New
York.

Volvo of America O Imported car will be
spotlighted in flights of three to eight
weeks, depending on market, starting in
late September in 24 markets. Markets
will include Milwaukee, Los Angeles, San
Francisco, Boston and Cleveland.
Commercials will be carried in drive
times and on weekends. Target: adults,
25-54. Agency: Scali, McCabe & Sloves,
New York.

Key Banks O Six-week flight to promote
various banking services is scheduled
to start this week for six weeks in five

Sweetening radio’s pot. In its first ad-
vertising campaign in 10 years, the Su-
gar Association is spending about $2 mil-
lion on radio and in print to stress sugar's
low-calorie content. The Washington-
based associalion said its market re-
search showed consumers are "grossly
overestimating calories in a teaspoon of
sugar.” The campaign began this month
on daytime network radio and included
buys on ABC, NBC, Mutual, Sheridan
and the National Black Network. The
agency is North Castle Partners, Green-
wich, Conn.




‘Now: Who do | have to

! /
AR
Not with kids and teens. They love Hoppy. Hopalong Cassidy. The original. 52 half-
Not with late afternoon and nighttime audiences. hours, 54 hours, 12 features. Distributed exclu-
They love him. Not with sively by The Entertainment

weekend viewers. Ditto.
Only with your competi- L
tion. Hoppy’s back! And he

can get tough. Don’t find out
the hard way.

Network, Inc., 8665 Wilshire
‘ Boulevard, Suite 205,
Beverly Hills, California

90211.

™

THE ENTERTAINMENT NETWOREK I'NC

Call Bill Doyle or Eve Joffee at (213) 652-2070. In the Midwest and East: Karen Katz at (314) 889-1947.



A Vantage)

markets including Portland and Bangor,
both Maine. Cammercials will be slotted
in all dayparts during weekdays. Target:
adults, 18-44. Agency: Ingalls
Associates, Boston.

T RADIDANDTY

Hartford Insurance D Four-week flight
will begin in mid-November in 50 radio
markets and 23 television markets.
Commercials will run in all dayparts on
radio and in news and fringe periods on
television. Target: men, 35-64. Agency:
McCaffrey & McCall, New York.

RepuReport

Wricv Hartford, Conn.: To Katz Indepen-
dent Television {no previous rep).

a
Wwep(tv) Springfield, Mass.: To Blair Tele-

Name change. Needham, Harper & Steers Inc., New York, has changed its name to
Needham Harper Worldwide Inc. to relflect its growing international character and has
elected Keith Reinhard (1) chairman and chief executive officer. Reinhard, 49, who has been
chairman and chief executive officer of NH&S/USA for past two years, succeeds Paul C
Harper Jr, 63, (r) who becomes chairman emeritus of Needham Harper Woridwide. In
another top management development, Blair Vedder, vice chairman of corporation, has
announced his intention to resign from agency in December, ending 38 years with company.
Harper has served as chiet executive officer of Needham, Harper & Steers from 1965 to 1984.
Agency's volume increased during that period from $85.5 million to estimated annual rate of
$775 million in 1984. In 1983 Needham aliocated more than $290 million to domestic radio
and television.
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Each of these standard mobile units
brings with it the combination of the
nation’s leading mobile system designer,
broadcast-quality equipment and a bril-
liantly-engineered Wolf Coach vehicle.

The ARA2is a 19’ 2-camera ENG/EFP
unit that is equipped with your ¢hoice of
broadcast-quality color cameras, a Grass
Valiey 100-N video switcher, two Sony BVU-
50 portable 3/4" VCRs and a Yamaha
audic console.

The ARB2is a 23’ 2-to 4-camera EFP
unit that features your choice of broad-
cast-quality color cameras, a Grass Valley

A.F. ASSOCIATES INC.

1600-1L production switcher, a Yamaha 8
input audio ¢console and two Sony BVU-
800 series VCRs.

Both units can be expanded to include
1“VIRs, character generators, editing
facilities and more.

The low cost of these standard mobile
video systems will surprise you. The high
quality is exactly what leading broad-
casters and production and post-produc-
tion companies have come to expect as
a mafter of course from AFA. Cali us for
details: in the East at (204) 767-1000; in the
West (213) 466-5066.

ADVANCED SYSTEMS AND PRODUCTS FOR THE VIDEO INDUSTRY
AFA SYSTEMS DIVISION 100 STONEHURST COURT NORTHVALE NJ 07647
1438 NORTH GOWER STREET HOLLYWOOD CA 90028
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vision from Seltel.

0
Kyoirm) Los Angeles: To Major Market Ra-
dio Sales from Selcom.

a
Krsp-fM San Diego: To Christal Radio
from Hillier, Newmark, Wechsler & How-
ard.

0J
wrixiam) New Orleans: To Christal Radio
from Blair Radio.

O
KCEE(AM)-KWEM(FM) Tucson, Ariz.: To Major
Market Radio Safes from Christal.

O
Kakz.am-FM Wichita, Kan.: To Christal Ra-
dio from Blair Radio.

O
WzzT(rm). Columbus, Ohio: To Masla Ra-
dio from Uni-Rep.

(]
Wkmitam) Kalamazoo, Mich.: To Hillier,
Newmark, Wechsler & Howard (no pre-
vious rep).

O
Wwop@aM-wkzz(FM) Lynchburg, Va.: To
Christal Radio from Torbet Radio.

O
WisJu-am-FM Bowling Green, Ky: To Chris-
tal Radio from Savalli-Schutz.

O
WroaM»wzkx-FM - Guifport, Miss.: To
Masla Radio {no previous rep).

0
WaBG(aM) Greenwood, Miss.: To Christal
Radio from Gert Bunchez & Associates.

0
Boston-bound. Avery-Knodei Television
has opened its 14th regional office—in
Boston at 1400 Statler Office Building,
02116. Telephone is (617) 542-0478.
Santo J. Crupi, manager of Seltel's New
England office, has joined Avery-Knodel
as manager of its new Boston office.




Our

ANTI-CRIME
CAMPAIGN | %«
STOLE THE
SHOW.

In March, 1983, WNEV-TV in Boston
launched a community wide alliance to
prevent crime, It was called Priority One
and it enlisted the active support and
participation of state and local police in
almost 200 cities and towns across
Massachusetts and New Hampshire.

The Stop & Shop Companies, Inc./GTE Sylvania
Lighting Products/Dynamark, Inc./The Massachusetts
Chiefs of Police Association/Executive Office of Massa-
chusetts Department of Public Safety/Massachusetts

2t  Criminal Justice Training Council/Massachusetts Criminal
1 B . History Systems Board/Massachusetts Crime Prevention Officers

5 ‘h . Association/Massachusetts State Federation of Women's

1 L% Club/New Hampshire Crime Prevention Officers Associ-

\ RS ation/Northeastern University School of Criminal Justice/

: Justice Resource Institute/Secretary Charies Barry,

. Department of Public Safety/ District Attorney Kevin Burke,
kW Essex County/Inspector James Britt, U.S. Post Office/
James Canty, Criminal Justice Training Council/

Tom Chuda, Criminal Justice Training Council/John
Cloherty, Department of Public Safety/Joseph
D'Alessio, Massachusetts Locksmiths Association/
Officer Walter Donahue, Hudson Police Depart-

ment/Sidney Dimond, Dimond Communica-
On August 28, 1984, Priority One was tions/Gary Egan, Criminat Justice Training
awarded the National Award for Community Council/Professor Edith Flynn, North-

Service by the National Academy of Television 1 eastern University/John Herbert,

3

Arts and Sciences. Boston Police Department/John
Hutzenlaub, Dominion Lock/
Joel Kershner, Justice Resource
Institute/Sergeant Richard Landers,
Danvers Police Department/Chief Jack
McHugh, Qinchester Police Department/
Chief Raymond McKeon, Chelmsford
Police Department/Lieutenant David

: Millett, Marblehead Folice Department/

Today, we would like to thank some of the
organizations and individuals whose efiorts at in-
creasing public awareness of crime prevention helped
to make our neighborhoods a saler place to live.

SE/7EN

WNEV-TV BOSTON

Officer George Norton, Wayland
Police Department/Chief Paul
®.  Romano, Lynnfield Police Depart-
ment/Officer Frank Scarpa,
% Winthrop Police Department/
Professor Robert Shieehaitr,
Northeastern University/
Representative Paul White,
D-Dorchester




winner of the NPPA’s 1983 ‘Station of the Year’
award. And frankly, my goal here 1s to get

to the finals again. A not unrealistic objective
when you consider the talent we have, and
the fact that we recently purchased

23 Betacams.

“After all, it seems obvious, the more
people you have on the street, the bette
your chances are of coming up with
a winner. Providing, of course, you give
those people equipment that’s as per-

formance-minded as they are.”

“WITH SO MUCH LESS EQUIPMENT T(
LUG AROUND,WE’'RE SEEING A LOT MORE

EXCITING TAPE”
“QUR NEWS IMAGE HAS NEVER BEEN /4S5 /0y /o o
BETTER” “I don’t care how inspired or dedicated a pho-
-David Choate, News Director WSVN-TV, Miami tographer 1s, eight hours of hauling sixty-plus
“Ranked as a competitive activity, TV news pounds of camera,

would probably fall somewhere between rugby  recorder, lights,

and wild boar wrestling in terms of fierce-
ness. Which 1s why we’re constantly on the look-
out for anything that might give us an edge.

“Our 6 Betacam camera-recorder systems
are a good example. Their image quality is
spectacular, so we look great on-air.

“But even better, the mobility Betacam
offers is a real incentive to our photographers
to go for that really dramatic, unusual shot.
The kind you won't see on every channel at 6
and 11. Because at least for the time being
every station doesn’t have Betacam.”

“THE ABILITY TO SEND OUT MORE
CREWS ON MORE STORIES IS WHAT | CALL
GOOD NEWS.

~Tom Kirby. VE/News WTCN-TV, Minneapolis
“Before coming here, I was with Gannett’s and cable all over hell and gone is bound to
Denver station, KUSA, which was the have a stifling effect on someone’s creativity.
== “That’s what initially got us interested in
 Betacam, and ultimately, why wx
made the decision to invest
in it. The simple fact that you don’t
have to be a gorilla to use it. The
maneuverability of this
system 1s tremendous.
So naturally we’re
seeing shots you just
couldn’t get before.
And, of course, the im-
age quality itself is magnificent.
“In fact, Id have to say from the looks of
things, we'll be adding more Betacam systems

=Y
pr R —— —



HOW THE PEOPLE
WHO LIVE AND DIE
BY THE RATINGS
RAIETHE
SONY BETAGAM

efore long. If for no other
:ason than to stop our
rews from fighting over
ho gets to use the ones we
urrently have.”

“THIS IS GLEARLY A
YSTEM BUILT FOR THE
EALWORLD.

=Altan Howard, VP/General Manager
KXTV-TY Sucramento

You rarely find news under ideal
onditions. More likely you're get-
ng jostled around by a huge crowd,
uflfeted by gale winds or caught in a
ery tense, fast-moving situation. All of
/hich tend to play havoc with equipment
fe spans.

“Betacam, however, seems to have been de-
igned especially for this environment. It’s
n extremely well-built, exceptionally rugged
ystem, particularly for its weight. And the
et result is that in the year we’ve had them,
owntime has been virtually nil.

“Equally important, because Betacam is
atally compatible with 34" systems, you can

move 1nto this technology

at your own pace. Which

is another part of
adapting to the real
world, the world

of equipment budgets.”

These are just a
few examples of the reports
we're getting from stations that
have made the move
to Betacam. To
hear morg, or, bet-
ter yet, togeta
look at the system
behind them, just
give us a call. In the
New York/New
Jersey area (201) 833-5350;
in the Northeast/Mid-Atlantic (201) 833-5375;
in the Mid6west (312) 773-6045; 1n the Southeast
@04) 451-7671; in the
Southwest 214) 6593600, S OINY.
in the West (213) 841-8711. Broadcast

Sony Broadeast Producis Company. 1600 Queen Anne Rd.. Teaneck . New Jersey 07666 © 1984
Sony Corporation of America. Sony is a registered trademark and Betacam a trademark o' Son
Corporatien.
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This week

Sept. 23-25—Third annual Great Lakes Cable TV Expo
‘84, sponsored by [llinois-Indiane Cable TV Associ-
ation and Michigan Cable TV Association. Indianapo-
lis Convention and Exposition Center, Indianapolis. In-
formation: Shirley Watson, {618) 249-6263.

Sept. 23-25—Nevada Broadeasters Association annu-
al fall meeting. Harvey's South Shore, Lake Tahoe, Nev.

Sept. 23-26—National Association of Telecommuni-
cations QOfficers and Advisors, affiliate of Naticnal
League of Cities, annual conference. Sheraton EI Con-
quistador, Tucson, Ariz. Information: (202) 626-3115.

a Sept. 24 Washington Metropolitan Cable Club
meeling. Speaker: Bill Daniels, chairman, Daniels &
Associates, Denver Vista International, Washington.

Sept. 24—Broadcast engineering management semi-
nar, sponscred by University of Wisconsin-Extension.
Holiday Inn Southeast, Madison, Wis. Information: Don

® Indicates new or revised listing

Borchert, (608) 263-2157.

Sept. 26— Women in Cable, New York chapter, cable
follies. Waldorf-Astoria, New York.

Sept, 24— American Wonten in Radio and Television,
Washington chapter, newsmaker luncheon. Speaker:
Representative Al Swift (D-wash.). National Press Ciub,
Washington.

Sept. 24-26—National Cable Television Association
third minority business symposium, “Cable Television:
The View From the '80s." Speakers include Bill Daniels,
chairman, Daniels & Associates: Frank Biondi, HBO
chairman, and Congressman Parren Mitchell {D-Md ).
Marbury House hotel, Washington.

Sept. 25—/ nternational Radio and Television Society
opening newsmaker luncheon. Speaker: Leonard Gol-
denson, chairman, ABC inc. Waldorf Astoria, New York.
Information: (212) 867-6650.

Sept. 25—Cabletelevision Advertising Bureau local
cable sales advertising workshop. Wyndham South-
park, Austin, Tex.

Sept. 25—New York Television Academy, student af-

Sept. 21-25—10th [International Broadcasting
Convention. Metropole Conterence and Exhibition
Center, Brighton, England.

Oct. 28-Nov. 2—Society of Motion Picture and
Television Engineers 126th technical conference
and equipment exhibit. New York Hilton.

Oct. 30-Nov. 1—Atiantic Cable Show, Atlantic City
Convention Center, Atlantic City, N.J. Information:
(609) 848-1000.

Nov. 7-9—Television Bureau of Advertising 30th
annual meeting, Hyatt Regency. Chicago. Future
meetings: Nov. 11-13, 1985, Hyatt Regency. Dallas;
Nov 17-19, 1986, Century Plaza. Los Angeles. and
Nov. 18-20, 1987, Washington Hilton, Washington.
Nov. 11-14—Association of National Advertisers
annual meeting. Camelback Inn, Scotisdale, Ariz.
Nov. 17-20--AM/IP ’8}. American Market for In-
ternational Programs, second annual program
marketplace, organized by Perard Associates with
MIDEM and National Video Ciearinghouse. Fon-
tainebleau Hiiton, Miami Beach.

Dec. 5-7—Western Cable Show, sponsored by
California Cable Television Association. Anaheim
Convention Center. Anaheim, Calif. Information:
(415) 428-2225.

Dec. 5-7—Radio-Television News Directors Asso-
ciation international conference. San Antonio Con-
vention Center. San Antonio, Tex.

Jan. 5-8, 1985 —Association of Independent Tele-
vision Stations (INTV) annual convention. Cen-
tury Plaza hotel, Los Angeles.

Jan. 10-14, 1985 _NATPE International annual
convention. Moscone Center. San Francisco. Fu-
ture conventions: Jan. 17-22, 1986, New Orieans
Convention Center, and Jan. 24-27, 1987, New Or-
leans.

Jan. 26-29, 1985 Radio Adveitising Bureau's
Managing Sales Conference. Amtac hotel. Dallas.
Jan. 30-Feb. 1, 1985 25th annual Texas Cabie
Show, sponsosed by Texas Cable TV Association.
San Antonio Convention Center, San Antonio, Tex.
Feb. 3-6, 1985—Nationat Religions Broadecasters
42nd annual convention. Sheraton Washinglon,
Washington.

Feb. 15-16, 1985—Society of Motion Picture and
Television Engineers 19th annual television con-
ference. St. Francis hotel, San Francisco.

March 7-9, 1985—16th annual Country Radio
Seminar, sponsored by Country Radio Broadeast-
ers fnc. Opryiand hotel, Nashville.

March 26-27, 1985—Cabletelevision Advertising

MajeMeetings;

Bureaw's fourth annual cable advertising confer-
ence. Sheraton Center, New York.

April 14-17, 1985-National Association of
Broadcasters annual convenlion. Las Vegas Con-
vention Center, Las Vegas. Future conventions: Dal-
lag, Aprit 13-16, 1986; Dallas. April 12-15, 1987,
and Las Vegas, April 10-13, 1988.

April 20-25, 1985 —-20th annual MIP-TV, Marche
International des Prograrmmmes, international TV
program marketplace. Palais des Festivais,
Cannes, France.

May 5-8, 1985—ABC-TV annual afiiliates meeting.
New York Hilton, New York.

May 7-11, 1985—American Women in Radio and
Television annual convenlion. New York Hilton. Fu-
ture convention: May 27-31, 1986, Loew's Anatole,
Dallas.

May 12-15, 1985—NBC-TV annual affiliates meet-
ing. Century Plaza. Los Angeles.

May 12-15, 1985 Broadeast Financial Manage-
ment Associntion 25th annual conference, Chica-
go. Future conference: April 27-30, 1986, Los An-
geles.

May 15-18, 1985—American Association of Ad-
vertising Agencies annual meeling. Greenbrier,
White Sulphur Springs, W Va.

May 19-22, 1985—CBS-TV annuat affiliates meet-
ing. Fairmont hotel, San Francisco.

June 2-5,1985—National Cable Television Asso-
aation annual convention, including National Ca-
ble Programing Conference. Las Vegas Conven-
tion Center, Eas Vegas. Future conventions: March
16-19, 1986, Datas, and May 17-20, 1967, Las
\egas.

June 5-9, 1985 —Broadcasters Promotion Associ-
ation/Broadcast Designers Associgtion annual
seminar. Hyatt Regency Chicago. Future conven-
tions: June 10-15, 1986, Loew's Anatole. Dalias;
June 17-20, 1987, Peachtree Plaza, Atlanta; June
22-25, 1988, Bonaventure, Los Angeles; June 22-
25, 1989, Renaissance Center, Detroit.

June 8-12, 1985 —American Advertising Feder-
ation national convention. J.W. Marriott, Washing-
ton. Future convention: June 14-18, 1986, Hyatt
Regency Chicago.

Aug. 8-Sept. 14, 1985 Space WARC, first of two
sessions to develop plan for space services in
geostationary orbital arc. Some 150 countries ex-
pectedto attend, Second session of World Admin-
istrative Radio Conference scheduled for October
1988. Geneva.
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filiate chapter, Syracuse University, “distinguishe:
visiting professor lecture series.” Speaker: Georg
Newi, vice president-general manager, ABC Teievisio:
Network. S.1. Newhouse School of Public Communica
tions, Syracuse, N.Y. Information. Scott Klein, (315
423-6112.

Sept. 25-27—National Association of Black Ownet
Broadcasters eighth annual fall broadcast manage
ment conference. Ramada Renaissance hotel, Wash
ington.

Sept. 25-27—-30th annual "Broadcasters' Clinic,
sponsored by University of Wisconsin-Exrtension
Holiday inn Southeast, Madison, Wis. Information: Dor
Borchert, (608) 263-2157.

Sept. 26-28—National Religious Broadcasters South
eastern chapler convention. Sheraton Atlanta, Atlanta.

Sept. 27—Philadelphia Cable Club and Women ix
Cable, Greater Philadelphia chapter, membership din.
ner. Speaker: Katharine Graham. chairman, Washing:
ton Post Co. Franklin Plaza hotel, Philadelphia.

Sept. 27-29—American Women in Radio and Televi-
sion North Central area conference. Daytonian hotel,
Dayton, Ohio

Sept. 28— Deadline for entries in 1985 Ohio State
Awards honoring technical excellence in educational,
informational and public affairs broadcasting. Informa-
iion: Phyllis Madry, {(614) 422-0185.

Sept. 2B—Society of Broadcast Engineers central New
York regional convention and equipment show. Shera-
ton Syracuse, Syracuse, N.Y. Information: (315) 423-
4001.

® Sepl. 28—Congressional Black Caucus Communi-
cations Braintrust. Guests include Representative Tim
Wirth (D-Colo.). Senalor Ernest Hollings (D-S.C),
George Ware, president, Black Music Association. and
LeBaron Taytor, VP-general manager, CBS Records.
Rayburn House Office Building, Washington.

Sept. 28-30—North Dakota Broadcasters Association
annual convention. Ramada Inn, Grand Forks, N.D.

Sept. 28-30—Florida Association of Broadcasters an-
nual fall conference. Sandpiper Bay Resort, Port St.
Lucie. Fla.

Sept. 28-30—F oundation for American Communica-
tions conference for journalists, "Economics and the
News,” co-sponsored by Dallas Morning News. Dal-
las-Fort Worth Hilton Executive Conference Center, Dal-
las-Font Worth Airport,

Sepl. 30-Oct. 2—New Jersey Broadcasters Associ-
ation 38th annual convention. Speakers: Edward Fritts,
president, National Association of Broadcasters; Ber-
nard Mann, president, National Radio Broadcasters
Association, and Ben Hoberman, ABC Radio. Golden
Nugget casino/hotel, Atlantic Cily, N.J.

Sept. 30-Oct. 2—Washington State Association of
Broadcasters annual fall conference. Red Lion Inn,
Pasco. Wash.

Sept. 30-Oct. 2—Kentucky CATV Association fall
convention. Galt House, Louisville.

——
October

Oct. 1—Deadiine for applications to Kast-West Center
Jefferson Fellowships jor news editors and broadcast-
ers 1o study and travel in Asia in spring, 1985. Center is
nonprofit educational institution funded primarily by
J.§ Congress and Asian and Pacific governments.
Information: Curator, Jetferson Fellowships, Eagt-West
Center, 1777 East-West Road, Honolulu, 96848.

Oct. 1—Deadline for entries in U.S. Television and Ra-
dio Commercials Festival, sponsored by IJ.S. Festi-
vals Association. Information: (312) 834-7773.

Oct. 1-~New York TV Academy dinner. Topic: “Master
Writers and Their Crait.” Copacabana, New York

® Oct. 1—Deadline for entries in Freedoms Fouuda-
tion al Valley Forge 35th annual national awards. infor-
mation: (215) 933-8825.

Qct. 1-3—Second annual Women in Telecommunica-



SHOWBIZ INSIDE OQUT M

Coming January 1985—a new and different
one hour weekly radio show that zeros in on
the “inside” stories from the entertainment
capitals of the world. Music and movie
reviews, video, television, concerts, exclusive
celebrity interviews, direct reports from
affiliates across the country, a rundown of
the top hits of the week—all on

ENTERTAINMENT: COAST-TO-COAST.

Co-hosts Kris Erik Stevens and Keri
Tombazian are joined each week by other
feature editors, to take listeners through the
glittering, fast-paced world of entertainment.

ENTERTAINMENT: COAST-TO-COAST
captures this vital part of America’s young

adult litestyle. Reserve it in your market.
Contact Susan Jacobi (212)975-6917.

"~ The Programming Service
with the CBS Difference



The Seventeenth Annual
Robert F. Kennedy
Journalism Awards for
Outstanding Coverage
of the Problems
of the Disadvantaged.

Prizes total $7000. Entry receipt
deadline: January 31, 1985. For in-
formation and entry blanks: Sue M.
Vogelsinger, Staff Director, 1031
31st St., N.W., Washington, D.C.
20007. 202/628-1300.

1983 Broadcast Winners ‘

Grand Prize and First Prize, Television: Doug
Longhini, Bonnie VanGilder, Peter Karl, Joe
Paszczyk, WMAQ-TV, Chicago, for Beating
Justice: A Special Report”
First Prize, Radio: Patrick Cassidy, WMAQ
Radio, Chicago, for “School Says...You're
Retarded”’
Honorable Mention, Television: Don Hewitt,
Suzanne St. Pierre, and Mortey Safer, CBS
News 60 Minutes, “Lenell Geter's In Jail”
Honorable Mention, Radio: Verta Mae Gros- |
venor and Art Silverman, National Public Ra- |
dio for “Daufuskie”
Citation, Television: Caro} M. Rosenbaum,
WTVD-TV, Durham, N.C,, for “Poverty Has
A Woman's Face” and Lee Luse, KTCA-TV,
St. Paul, Minn. for “The Legacy of Baby Doe” |
Other Media Categories: This contest is also
open to newspapers, magazines, photojour-
nalism and editorial cartoons for work pub-
lished in 1984. (Student entries are welcome,
but will be judged separately from profession- |
al entries.)
Awards Committee
Frank Mankiewicz, Chairman ’
Ernest Holsendolph The Cleveland Plain
Dealer
Mary McGrory The Washington Post
Renee Poussaint WJLA-TV
Steven V. Roberts The New York Times
Lesiey Stahl CBS News I

tions conference, sponsored by FCC and American
Women in Radio and Television. Theme: "The Woman
Entrepreneur.” Washington Marriott hotel, Washington

Oct. 1-3—Women in Cabie third nationai professional
conference, ‘Cable in Conlext '84: Tools for Today
Marriott hotel, Chicago. Information: (202) 296-7245.

Oct. 1-5—London Multimedia Market I7]. Gloucester
hotel, London. Information: LMM. 33 Southampton
Sireet. London, WC2E 7THQ, London; telephone: 01-
240-8676.

Oct. 2—Cabletelevision Advertising Bureaw local ca-
ble sales advertising workshop. Sheraton inn, Portiand,
Ore

Oct. 3--Southern Caiifornia Chapter, Society of Satel-
lite Professionals meeting at Sheraton Universal hotel,
Los Angeles. Speaker: William M. Hynes, director of
telecommunications, ABC Inc.

Oct. 3—New York TV Academy luncheon. Speakers
Robert MacNeil and Lester Crystal, MacNeil/Lehrer
NewsHour. Copacabana. New York.

& Oct. 3—Bay Area Society for Television. Advertis-

ing and Radio “Casino Night."” Giftcenter, San Francls-
co

a8 Oct. 3—"Overview of Cable Television and Technical
Background,” part one of five-week course offered by
Women in Cable, Washington chapter. and Washing-
ton Metropolitan Cable Clih. George Washington Uni-
versity, Washington

Oct. 3-5—Tennessee Association of Broadcasters an-
nual convention. Hyatt Regency. Memphis

Oct. 3-6—Nationa! Indian Convmunications Confer-
ence. "The Business of Media.” Keynote speaker: Ed
Piister, president, Corporation for Public Broadcasting.
Tulsa Excelsior, Tulsa. Okla.

Oct. 4—Cabletelevision Advertising Birrean local ca-
ble sales advertising workshop. Airport Hilton, Los An-
geles

Oct. 4—"Mullichannel MDS: Wireless Cable?” commu-
nications forum sponsored by Massachusetts Institute
of Technology. MIT campus, Bush room, Cambridge.
Mass

Oct. 4-5—"Reporting Public Affairs in the Year 2004,

Si@y © Tuned

A professional’s guide to the intermedia week (Sept. 24-30)

Network television 0 ABC: Heartsounds (love story), Sunday 9-11:30 p.m. CBS: Mistral’s
Daughter (three-part mini-series), Monday and Wednesday 8-11 p.m., Tuesday 9-11 p.m.;
Murder, She Wrote* (mystery), Sunday 8-10 p.m. NBC: Super Password* {game show),
Monday noon-12:30 p.m.; Secrets of @ Married Man {drama), Monday 9-11 p.m. PBS: New
York City Opera: Carmen, Wednesday 8-11:30 p.m.; On Television: The Violence Factor
(discussion/study), Friday 9-10 p.m.; Forces of Order (documentary), Friday 10-11 p.m

Nature: Krakatoa: The Day That Shook the World {natural history film), Sunday 8-9 p.m.

Krakatoa onPBS

Network radio O ABC Radio Networks: Soundecheck (10-part news series), Menday-Friday,
two parts per day (check local times). CBS Radio Network: The Pennant Race Fever (four-
minute updates), Tuesday through Friday, six times each evening {check local times); News-
mark: Beyond the Headlines (documentary), Friday (check local times); The Wonderful
World of Baseball (16-part interview/nostalgia series), Saturday and Sunday (check local
times)

Cabte O Ans & Entertainment: The Consultant (four-part thriller), Friday 11 p.m.-midnight
and three successive Fridays.

Syndication U Wcns Productions: The Boston Symphony Orchestra. Monday on 80 stalions
{check local times).

Play It Again U Christian Broadcast Network: Don’t Ask Me, Ask God (Viewers' religious
guestions, based on Gallup poll), Monday 8-8 p.m. PBS: What’s a Nice Guy Like You Doing
w Local TV News? (documentary/profile), Thursday 10-10:30 p.m.

Museum of Broadcasting O (1 East 53d Street, New York): The Honeymooners, four 60-

minute episodes, one each week, now through Saturday. See It Now: A Retrospective, 30

shows, now through Nov. 1. A Celebration of George Balanchine: The Television Work, 30

9ours of dance programing, now through Nov. 15. Forinformation and air times call (212) 752-
684.

* indicales premiere episode
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We’re giving America’s youth
our vote of confidence.

If you're not registered, you can’t vote. The sad fact is that about half of all young
Americans aren’t registered.

The League of WomenVoters feels that if young people know how toexercise their
rights, they will. To show them how, we've launched “Taking Charge.” Taking Charge
is an innovative, nationwide campaign which combines a medium they listen to
with a message that they'll hear. Young people listen to the radic. RKO Radio’s 12
stations and RKO Radic Networks combine over 600 affiliate stations from coast to
coast. The strateqy is this: The League supplies the information on how to register,

RKO supplies the airwaves and popular recording stars deliver the message.

No lectures. No autherity figures. Just the facts, brought to you on the radioc by the
people you're used 1o hearing on the radio.

This year, let's register. Let's vote. Let's take charge.

N/ 4
THE LEAGUE OF WOMEN VOTERS 7

RKOV/RADIO

RKOV/RADIO NETWORKS

1440 Broadway - New York, N Y. 10048 . (212) 764-7000
A Division 6f RKO General. Inc




sponsored by Ohio Stete University School of Jour-
nalism. Speakers include Fred Friendly, Columbia Uni-
versity Graduate School of Journalism; Nicholas John-
son, former FCC commissioner, and Everette Dennis,
Gannett Center for Media Studies. Fawcett Center for
Tormorrow, OSU campus, Columbus, Ohio.

Oct. 4-6—National Religious Broadcasters Eastern
regional convention. Marriott, Dulles International Air-
port, suburban Washington.

Oct. 4-7—American Women in Radio and Television
Southeast area conference. Crabtree Valley Marriott
hotel, Raleigh, N.C.

Oct. 7-9—Nebraska Broadcasters Association 51st
annual convention. Holiday Inn, Columbus, Neb.

Oct. 8-9—National Religious Broadcasters South-
western chapter convention. Astro Village Complex,
Houston.

Oct. 8-11—First International Music Video Festival of
Saint-Tropez, sponsored by French Television Chan-
nel, TF1, and R.S. Communication, publisher of Vid-
eo Club, French professional magazine. Hotel Byblos,
Saint-Tropez, France. U.S. contact: John Nathan, (212)
223-0044.

Oct. 9—Southern Californic Women in Cable meet-
ing. Speaker: Kathryn Creech, president, Council for
Cable Information. Marina Marriott hotel, Marina del
Rey, Calif.

Oct. 9—Association of National Advertisers annual
promotion management workshop. Halloran House,
New York.

Oct. 9—Cabletelevision Advertising Bureau local ad-
vertising sales workshop. Sheraton Inn, Atlanta.

Oct. 10—New York TV Academy iuncheon. Speaker:
James Mooney, president, National Cable Television
Association. Copacabana, New York.

Oct. 10—New York TV Academy forum, “The Great TV
Spokespeople.” Omni Park Central hotel, New York.

Oct. 10-12—National Religious Broadcasters Mid-
western chapter convention. Yahara Center, Madison,
Wis.

Oct. 10-12—/ndiana Broadcasters A iation fall
conference. Fort Wayne Marriott, Fort Wayne, Ind.

Oct. 10-14—Women in Communications 75th national
professional conference, with presentation of Clarion
Awards. Theme: “Striving for Excellence.” Westin hotel,
Seattle.

Oct. 11—Cabletelevision Advertising Bureau local ad-
vertising sales workshop. Hilton at Wait Disney World,

Engatal’]

Aug. I3 "Business Briefly” item tor North-
west Orient Airlines incorrectly listed
Bozell & Jacobs, Minneapolis, as adver-
tising agency Grey Advertising, Minne-
apolis, handles account.

o

*Closed Circuit™ in Sept. 17 issue incor-
rectly said FCC Commissioner Henry Ri-
vera dissented from commission’s deci-
sion to permit Metromedia Inc. to keep
KLRD(am) Dallas after purchasing co-lo-
cated KLRD-Tv. Rivera was absent when
item came up for vote, so did not voteon
item.
o

Price for sale of Kentuckiana Cablevi-
sion Inc., et al, to Midwest Cable Inc.
was $3 million, not $9 million, as incor-
rectly reported in “Changing Hands,"
Sept. 17.

a

Format for whamam) Rochester, N.Y., is
MOR/talk, not contemporary hit radio, as
listed in Top 500 radio station chart in
Sept. 17 issue.

Orlando, Fla.

8 Oct. 11-13—National Federation of Local Cable
Programers fall regional conference for Midatlantic.
Abraham Lincoln Inn, Reading, Pa.

Oct. 11-14—National Black Media Coalition's 11th
annual conference. Theme: “Beyond '84: New Roles,
New Goals.” Shoreham hotel, Washington.

Oct. 11-14—Missouri Broadcasters Association fali
meeling. Marriott's Pavillion hotel, St. Louis.

Oct. 11-14—American Women in Radio and Televi-
sion Weslem area conference. Pacific Plaza, San Fran-
Cisco.

Oct. 12-14—Massachusetts Association of Broadcast-
ers annual convention. Jug End Resort and Confer-
ence Center, South Egremont, Mass.

Oct. 12-14—]ilinois News Broadcasters Association
fall convention. Collinsville Hilton, Collinsville, Ill.

Oct. 12-14—Foundation for American Communica-
tions conference for journalisis, “Economics and the
News,” co-sponsored with Gates Foundation. Key-
stone, Colo.

8 Oct. 12-14—National Federation of Local Cable
Programers fall regional conference for Midwest. Hil-
ton Inn, Minneapolis.

Oct. 13—Unda-USA Gabriel Awards banguet. Copley
Plaza hotel, Boston.

Oct. 13—Radio-Television News Directors Associ-
ation region 10 meeting with Memphis State Universi-
ty. Memphis.

Oct. 13-17—10th annual Vidcom International, home
video marketplace, sponsored by Perod Associates/
MIDEM Organization. Palais des Festivals, Cannes,
France.

Oct. 14-16—Pennsylvania Association of Broadcast-
ers annual fall convention. Hershey Motor Lodge and
convention center, Hershey, Pa.

Oct. 14-16—North Caroling Association of Broad-
casters fall convention. Marriott, Chariotte, N.C.

Oct. 15—Direct Broadcast Satellite Association annu-
al meeting. Vista International, Washington. Informa-
tion: (202) 822-4105.

Oct. 15— Deadline for entries in National Black Pro-
graming Consortium's fourth annuat videoffilm compe-
tition, “Prized Pieces '84," honoring “finest in black-
oriented programing.” information. NBPC, 1266 East
Broad Street, 1-E, Columbus, Ohio, 43205,

Oct. 15-18—Southern Educational Communications
Association conference and “SECA Center for Instruc-
tional Communications Postsecondary Screening.” Ad-
am’s Mark hotel, Houston.

Oct. 16—Association of National Advertisers annual
new product marketing workshop. Hotel Roosevet,
New York.

Oct. 16—Cabletelevision Advertising Bureau local ad-
vertising sales workshop . Sheraton North Shore, Chica-

go.
Oct. 16-18—Mid-America Cable TV convention. Hil-

ton Plaza hotel, Kansas City, Mo. Information: (913)
841-9241.

Oct. 17—New York TV Academy luncheon. Speaker:
Neal Pilson, executive vice president, CBS/Broadcast
Group. Copacabana, New York.

Oct. 17—Cabletelevision Advertising Bureau local ad-
vertising sales workshop. Ramada Inn, Detroit.

Qct. 17-20—American Association of Advertising
Agencies 47th annual Western region convention. Hotel
del Coronado, San Diego.

Oct. 17-21—"Music Personnel Conference,” spon-
sored by Association of Music Personnel in Public
Radio. Rochester Plaza hotel, Rochester, N.Y. Informa-
tion: David Paisley, KSOZ(FM) Point Lookout, Mo.,
(417) 334-6411, or Marianne Carberry, WXXI-FM Roch-
ester, N.Y, (716) 325-7500.

Oct. 18—Cabletelevision Advertising Bureau local ad-
vertising sales workshop. Airport hotel, Dayton, Ohio.

Oct. 18-19—Society of Broadcast Engineers, Pitts-
burgh chapter, 11th regional convention and equip-
ment g;hibit. Howard Johnson's Motor Lodge, Monroe-
ville, Pa.

Oct. 18-19—Broadcast Financie!l Management/
Broadcast Credit Association board of directors meet-
ing. Waldorf-Astoria, New York.
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“Ayer, Hoy y Siempre’ Holiday Radio Special!

“NAVIDAD EN MEXICO”

A Celebration In Spanish

2
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he popular Spanish-language series “Ayer, Hoy y Siempre”

departs from its usual format to bring your listeners this
most unusual sampling of holiday music and customs south
of the border.

“Christmas In Mexico” sparkles with choral and instru-
mental music, highlighted by an enactment of “Las Posadas,”
in which Mexican children portray Mary and Joseph seeking
shelter in Bethlehem...and includes charming interviews
with Mexicans about holiday customs in their homes.

The homily takes its theme from a traditional Mexican carol,
“Who Will Give Them Lodging?”

Reserve this Christmas treat for your Spanish-speaking
listeners now. The half-hour show is available free of charge,
as one 30-minute disc or two 15-minute segments.

Call Vi Knickrehm at (314) 647-4900, or mail the coupon.

Please send me the
"Ayer, Hoy y Siempre” special,
“Christmas In Mexico™

Name

Title

Station

Address

City/State/Zip

( )

Phone Number

MAIL TO: “Ayer” Christmas Special
International Lutheran Laymen's League
2185 Hampton Avenue

St. Louis, Missouri 63139-2983

The Lutheran Hour

International Lutheran Laymen's League
2185 Hamplon Avenue, St. Louis, Missouri 63139
In Canada, PO Box 481, Kitchener, ONT N2G 4A2.



A broadcast acquisition commentary from Stuart Brotman, Brookline, Mass.

Preparing to increase
a broadcast portfolio

The FCC’s recent, dramatic move to raise
the broadcast multiple ownership rule from
7-7-7 to 12-12-12, and to eliminate all such
restrictions by 1990, has created a great
sense of enthusiasm among current and pro-
spective radio and television station owners.
Although the television portion of the com-
mission’s decision faces possible changes on
Capitol Hill, the clear message to broadcast-
ers should be to plan now, even if implemen-
tation will not occur immediately.

An understandable first response within
the broadcasting industry has been to identi-
fy potential properties and price tags, and to
check the balance sheet to insure that a
healthy credit line will be available when
acquisitions are to be made. The substantial
increase in ownership limits, accompanied
by a rather builish broadcast market, also
suggests that group owners would be well
advised to undertake a more thorough task of
strategic planning in anticipation of making
high-stakes corporate moves. After all, a de-
cision to double a company’s station portfo-
lio over a five-year pertod may be the single
most important decistion that the company
will ever make. If location, location and lo-
cation are the three keys to success for retail-
ers, little hyperbole is needed to suggest that
planning, planning and planning may be the
most important buzzwords for those pursu-
ing business opportunities in the expanded
multiple ownership marketplace.

There is, unfortunately, no magic formula
I can prescribe that would detail how long
such a pre-acquisition planning process
should take, nor what information would
have to be analyzed in individual situations.
There are, however, a number of prominent
issues that are likely to arise in virtually ev-
ery case. Here is my suggested checklist,
which hopefully will be used to begin the
planning process for taking advantage of 12-
12-12 and beyond:

® Management resources—Any substan-
tial acquisition program should involve a de-
tailed assessment of the strengths and weak-
nesses of the current management team,
both at the corporate and station levels. For
example, will current management be shift-
ed to cover new properties, or will such a
move spread human resources too thinly?
Are there individuals at the station level who
can be promoted to higher positions at newly
acquired stations? If new staff are to be
brought in, how will this be done and what
effect will it have on the morale of the exist-
ing staff? What type of management training
will be carried out so that management prac-
tices are consistent in both existing and ac-
quired stations?

8 Economies of scale—There may be a
greater possibility of cost savings with ex-

T ¥ e
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Stuart N. Brotman, a communications lawyer
and management consultant based in
Brookline, Mass., serves private and publicly
held clients in broadcasting, cable and other
media industries. From 1977-81, Brotman
served as special assistant to the director of
the National Telecommunications and
Information Administration. He has also served
on the stafts of the Aspen Institute's Program
on Communications and Society and the
National News Council.

o =i
panded ownership arrangements due to in-
creased economies of scale. It will be impor-
tant for broadcasters to understand exactly
how these economies of scale will operate in
order to make more informed decisions con-
cerning the level and time frame of anticipat-
ed acquisitions. For example, what econo-
mies of scale will exist for capital
expenditures if one new station is acquired,
or two, three, four or five? How will acquisi-
tions affect bulk purchases of office equip-
ment or supplies? In the area of advertising,
will new arrangements be possible for na-
tional and spot ad sales due to the wider
audience reach the station group develops
through acquisitions?

B8 Ancillory revenue sources—Acquisi-
tions can transform a company’s outlook be-
yond a mere collection of stations to shaping
a unified media entity capable of exploiting
previously underdeveloped sources of ancil-
lary revenue. Such sources, in turn, can be
used to justify higher credit limits and more
or better acquisitions, as well as offer stock-
holders and other investors the potential
long-term rewards that can be realized upon
resale. For example, will the acquired sta-
tions generate additional revenues through
leasing their production facilities to outside
groups, thus recouping part of the budget for
capital expenditures? Are radio properties
being evaluated in terms that account for a
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variety of SCA uses that can provide punc
to the bottom line? Can the existing advertis
ing sales force be offered for a substantiz
advisory fee to local cable operators lookin
to enhance their own revenue streams b
selling local avails provided them by CNN
ESPN and other national cable networks? |
$0, can appropriate arrangements be mad
for combination advertising rates, such a
coverage encompassing both the local cabl
system and the local radio station?

® Market research—In addition to finan
cial ledgers, the acquisition process shoulc
take into account the findings embodied i
market research that has been conducted it
the past. A comparison of bottom line fig
ures with such research may indicate why
performance has increased or decreased, anc
how likely the boom or bust is to last. Suc!
information may be extremely valuable t
have during the final stages of price negotia
tions to justify or downplay the selling price
It also adds another dimension to balanct
sheets that are often dressed up in anticipa
tion of acquisition. The methodology fo:
past market research is worth a closer look a:
well so that future studies will be able to be
compared if replication of the methodology
1s possible. In any event, new owners shoul¢
be prepared to undertake their own marke
research shortly after acquisition in order tc
establish a baseline for evaluating future per-
formance.

8 Joint ventures—A major station acqui-
sition program may require a quantum leaf
in financial and management resources thal
is too great for one company to handle on its
own. Given the prices that some major mar-
ket stations may be asking, the possibility of
pooling resources with another group ownet
may emerge as an attractive option. Joint
ventures, however, can bring with them sub-
stantial pitfalls, especially if both parties
have not in advance explored their own mo-
tivations for secking a partner, or have de-
voted too little time to identifying an appro-
priate partner. Quite possibly, the search for
a joint venture arrangement may stem from
an unrealistic acquisition portfolio or sched-
ule, leading the broadcaster to believe that
others must be brought into the fold to ex-
pand holdings in a meaningful way. On the
other hand, maybe a successful business
marriage looms on the horizon, to be real-
ized only if a proper courtship takes place.

This group of critical planning issues can
be used by potential buyers and seliers alike.
Not surprisingly, the answers derived by
each party may be very different indeed.
Knowing that both sides of the negotiating
table have done their homework, however,
can lead to a more detailed exploration of
mutual terms. The seller will have a better
sense of market value, and the buyer will
have a broader view of how to best take
advantage of new multiple ownership op-
portunities. ]
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A wow week for radio

‘I'ne health and exuberance of the aural medium was
evidenced across the country last week. In Los Angeles, the
National Radio Broadeasters Association and the National
Association of Broadcasters put aside their traditionally
competitive natures to jointly produce a successful Radio
Convention and Programing Conference. § And from San
Antonio, l'ex., came the announcement by Harte-Hanks
Communications that it is selling its nine radio stations for
a record-setting $76 million.

y all accounts. the National Association of Broadcasters and

the National Radio Broadcasters Association successfully

pulled off the largest radio meeting in the history of the indus-
try last week (Sept. 16-19) in sun-baked Los Angeles. The first-ever
jointly sponsored Radio Convention and Programing Conference
drew a crowd of 5.084, including on-site registrants, exhibitors,
hospitality suite hosts. guests and spouses.

The NAB and NRBA received high marks from attendees who
were pleased at both the efforts of the two groups in working together
to stage one major meeting as well as the meeting’s outcome. (The
RCPC combined the NAB's Radio Programing Conference and
NRBA' annual convention.) “Broadcasters | talked with had a very
positive feeling about the meeting.” said NAB President Eddie
Frits. NRBA President Bernie Mann agreed, calling the RCPC
“fantastic.”

The convention, whose theme was “Up With Radio.™ was divided
between the Westin Bonaventure and Biltmore hotels. There were
more than 80 workshops covering topics ranging from selling older
demographics to music research to Docket 80-90, Sessions attracting
standing room only crowds included workshops on contemporary hit
radio, AM stereo receivers and buying and financing radio station

acquisitions. Also attracting a lot of attention were workshops on
ratings services, SCA's, and managing large market AM stations.
Although pleased at the depth of the agenda offerings, attendees
were drained by the trek between the two hotels in 100 degree heat.

Some of last week’s bigger radio news did not take place in the
workshop rooms. Broadcasters were buzzing about reports of the
sale of the nine Harte-Hanks radio stations—seven to Gary Edens,
president and chief executive officer of Harte-Hanks Radio, for
about $40 million, and two to Gannett Radio for $36 million (see
page 32).

Also causing a controversy during the convention was news that
Joan Rivers, Monday's (Sept. 16) luncheon entertainer, had barred
the press because, NAB says, she received bad press during a lun-
cheon for Nancy Reagan in Dallas last month during the Republican
National Convention. "'l was aghast at the restrictiveness of Rivers,”
said Fritts.

The meeting’s 42,000 square feet of exhibit hall space spread
across three floors of the Bonaventure hotel, drawing some com-
plaints about having to travel from floor to floor to visit the 137
exhibitors. Traffic on the exhibit floors throughout the three-day
event ranged from very light to moderate with few new products un-

The Up With People opening viewed by Presidents Fritts and Mann
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veiled. Among the news on the equipment
side was Leonard Kahn's introduction of
new AM stereo “receiver technology” which
will provide for a new multimode AM stereo
receiver (see page 56).

The largest radio meeting of the year was
not without several new programing an-
nouncements, including Westwood One's
agreement with Malrite Communications
Group calling for the production and distri-
bution, via satellite, of a three-hour weekly

CHR countdown program hosted by Scott
Shannon, air personality and program direc-
tor for Malrite’s WHTZ-FM Newark, N.J.
(New York); program consultant Mike Jo-
seph’s agreement with TM Communications
for syndication of “Hot Hits™ along with Jo-
seph’s new modern MOR format, “Comfy,”
and CBS RadioRadio’s unveiling of its 1985
programing lineup, which includes a new
weekly one-hour music and entertainment
magazine program called Entertainment

Coast-to-Coast (See “Riding Gain,” page
82).

The RCPC opened Sunday with remarks
from both NRBA President Bernie Mann
and NAB President Eddie Fritts. They were
initially slated to address the audience joint-
ly; however, they abbreviated the presenta-
tion and appeared separately. “On behalf of
the NRBA and NAB, welcome to history in
the making,” said Mann. “You are about to
be part of the most exciting and largest radio

Harte-Hanks out of radio to the record tune of $76 million

Two weeks after the FCC's deregulation of radio ownership rules
allowing the purchase of up 1o twelve AM and FM stations, the
first indications of a new wave of station trading, especially of
whole radio groups, seemed to emerge.

Harte-Hanks Communications Inc. announced on Sunday,
Sept. 16, that it had reached an agreement in principle to sell its
radio group. Harte-Hanks' two stations in Houston (KK8Q-AM-FM)
went to Gannett Co., and the remaining seven to a newly formed
corporation headed by Gary D. Edens. The terms were not
disclosed, but sources estimated the price of Edens' acquisi-
tions to be $40 miltion, and Gannett's purchase about $36 mil-
lion.

If those prices bear out, the Houston stations would be a
record for sale of a stand-alone AM-FM combination, and the
total $76-million sale price would be the largest for a radio sta-
tion group sale. The old record for a combo was the $22 million
A.H. Belo paid for koaam)-koaQ(FMy Denver, and Schering-
Plough's sale of its radio properties for $65 million was the old
record for a radio-only group.

Then on Thursday, Sept. 20, Abell Communications Corp.
announced it plans to sell its six radio stations and one of its TV's
to Stephen D. Seymour, president of A.S. Abell Co.

The Harte-Hanks stations sold to Edens Broadcasting Co.,
based in Phoenix, were
KOY(AM)-KQYT(FM) Phoenix;
WRBQ(AM) St. Petersburg and
wRB8Q-FM Tampa, both Florida;
WRVAAMIWRVQIFM)  Richmond,
Va., and wsGN(am) Birmingham,
Ala. Harte-Hanks purchased
most of the stations from South-
ern  Broadcasting in 1978,
merging to form the radio
group. Gary Edens, who will
become chairman of the new
group, was named president of
Southern in 1971 after begin-
ning as an account executive there in 1968. He became senior
vice president at Harte-Hanks after the merger and was named
president of Harte-Hanks Radio in 1981. The new corporation
will retain managers from the radio group to form the new man-
agement team. They include Michael Horne, kavt, L.G. (Bob)
Jones, wrw; J. Phillip Goldman, wrve, and Michael D. Oster-
hout, wrsaFm. Edens became station manager of xov in 1970
and still holds that title.

Harte-Hanks went through a leveraged buyout earlier this
year (BROADCASTING, July 9), and Edens speculated that the
radio division was sold to help raise capitol (¢ assist in its move
to private ownership. Edens said the new group will actively
pursue acquisitions, and plans "substantial expansion.”

Richard M. Gozia, spokesman for Harte-Hanks, confirmed
Edens' guess, saying, “With the buyout, we have an interest in
steady, consistent earnings, and although the radio industry is
very ‘up’ right now, we don't want any fluctuation in our product
line. For instance, just a few years ago the Houston stations were
in very bad shape, and now they've been turned around to be

|

édens

the number one stations in the market. Radio is just more volatile
than we'd like.”

Harte-Hanks' president, Bill Moll, said, "As Harte-Hanks dis-
engages from the radio business, | am delighted that seven of
the stations will continue to be linked together to become the
nucleus of Edens Broadcasting.’

Harte-Hanks owns 27 daily newspapers and 75 nondaily pub-
lications, four VHF network affiliated television stations, cable
systems serving 146,000 subscribers, a programing division
developing entertainment programs, 25 direct mail systems,
seven privale delivery services and a nationwide trucking ser-
vice. The radio division produced $30.9 million of the company's
$443.6 million in total revenues for 1983,

The Houston station purchase by Gannett was made possible
by the recent FCC deregulation of radio ownership hmits of
seven stations each in the AM and FM services. Gannett, based
in Rochester, N.Y., and headed by Allen H. Neuharth, chairman,
owned its full complement of seven AM’s and FiM’s in addition to
six TV's. This sale will make Gannett the first station group to
purchase an eighth FM and make it the group owner with the
greatest number of stations, 22. (An eighth AM station was
bought the week before by Universal Broadcasting [BROADCAST-
ING, Sept. 17])

Neuharth said, “Gannetts
continuing growth in broad-
casting fits naturally with our
expansion as a diversified na-
tional news and information
company. We look forward to
other such opportunities.”

AS. Abell Co., based in Bal-
timore, is publisher of the Balti-
more Sun and Country Maga-
zine, owns WCFiFM) Daylona
Beach, Fta. [formerly
WDOOQ(FM)];  WCRJ-AM-FM  Jack-
sonville, Fla.; watz(am) Newport
News and wnvz(Fm) Norfolk, both Virginia; wmar-Fm-Tv Baltimore,
and has recently agreed to purchase wifFL-Tv Raleigh, N.C., for
$15 million. 1t is selling all the broadcast properties except
WMAR-TV to Seymour.

Seymour stepped down as president and CEQ of the station
group on Tuesday as part of the purchase plan. He expects all
negotialions 1o be completed by Oct. 15, and final closing to be
around the first of February. Although no sale price could be
disclosed since the negotiations haven't closed, the sale price
for the group was estimated to be $32 million-$35 million.

Seymour said, "l negotiated the sale of wLFL-Tv for Abell. When
they decided they didn't want to buy it, they offered it to me. |
always wanted to be a broadcaster so | jumped at the chance.”
When asked to comment on the current rash of group sales,
Seymour said, "Radio is not for the faint of heart. If you are not
used to the vagaries of the market it can be very nerve-racking.
You have to anticipate and you really have to know radio.” Sey-
mour was former vice president and board member of Westing-
house Broadcasting; he became president of Abell in 1981.

Seymour
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meeting ever.” he added. The RCPC, he em-
phasized. was born out of cooperation be-
tween the NRBA and NAB. “It is really true
synergism at work: One plus one equals
three.”

Mann asked the atiendees to write him
with their thoughts and suggestions on the
meeting. “Most of all ['d like to thank you
for giving up your time, giving up your ex-
pense to come here to try and make your
radio station better. On behalf of your listen-
ing public 1 applaud you.”

Fritts talked about some of the legislative
and regulatory issues facing the industry. He
called on broadcasters to join NAB on a lo-
cal level in the national campaign to curb
drunk driving without banning advertising
of beer and wine products. “By informing
your audiences and by working with local
groups on this issu¢ you can be an important
part of the solution to this national tragedy,”
he said.

Both NAB and NRBA. Fritts said, will
continue to cooperate on legislative matters.
“We believe Congress should recognize that
the radio deregulation the FCC brought us
should be affirmed into law because 1t is in
the public interest. Radio deregulation is an
idea whose time has come.” declared Fritts.
He also urged broadcasters to conduct local
and regional debates. “You've got what it
takes to help facilitate the election process.”

Most importantly, he said, “to prevail we
must continue to be united and work togeth-
er in the spirit of cooperation. With your
continued support and interest I am confi-
dent we will see an even brighter future for
this great industry we all love and cherish.™

Fritts” and Mann's opening remarks were
followed by a presentation by Chuck Blore
of Los Angeles-based Blore/Richman Inc.
and a performance by the singing group Up
With People.

ABC sports commentator Howard Cosell
became the first recipient of “The Radio
Award” at Tuesday’s luncheon, at which he
expressed gratitude to a number of people
who contributed to his success, including
Leonard H. Goldenson. chairman of ABC
Inc., and Roone Arledge. president. ABC
News and Sports (see box this page).

During the luncheon. special Armstrong
Awards were given to Raymond Nordstrand,
president of WFMT Inc. Chicago, for “‘out-
standding  service to broadecasting”™ over
3lyears and to WQXR-AM-FM New York for
“technical achievement™ for being “the first
and only classical music station in the world
to broadcast in both AM and FM stereo.” A
separate award was given to Lee Larsen,
general manager of KOA(aM) Denver, in hon-
or of talk show host Alan Berg, who was
shot to death on June 18 (BROADCASTING,
June 25).

Much of the convention’s news was re-
ported on a special low-power FM station set
up for the meeting called K-RADIO. The sta-
tion operated for 83 continuous hours, airing
both music and news at 104.7 mhz. Serving
as news consultant was Jim Cameron of
Brooklyn, N.Y.-based Cameron Communi-
cations Inc. K-RADIO was founded by Thom
O’hair of San Francisco-based Inchi Bon In-
chi O'hair Inc.

Prior to the start of the convention, NRBA

Mike Wallaces ass, that's why”

Howard’s own mike. ABC Sports Commentalor Howard Cosell was the recipient of the first
Radio Award last Tuesday (Sept. 18 ) during last week's Radio Convention and Programing
Conference. On accepting the award, Cosell said radio has given him a platform for expres-
sion over the years. "Where else could | do the show [Speaking of Everything over the ABC
Radio Networks] that's meant more to me than any other show I've done in terms of giving
expression to myself and to the variety of views that ['ve entertained about all aspects of life?"
Cosell also reminisced about the early days of radio when he first began to use actualities in
sports reports. Presenting the award to Cosell (center) were Ben Hoberman (right}, ABC
Radio president, and Michael Jackson, KaBc(am), the luncheon's master of ceremonies.
Cosell took time out from his speech to take issue with CBS News correspondent Mike
Wallace's remarks to Barbara Walters on ABC-TV's 20/20 broadcast on Sept. 13, during which
Wallace said that 60 Minutes scrapped a 1976 interview with Cosell because the sportscast-
er became a "marshmallow.” The interview was never aired, Cosell said, because "l beat

had its semi-annual board meeting, where
Bernie Mann was re-elected as association
president. Mann also served as convention
co-chairman along with Martin Beck, chief
executive officer of Beck-Ross Communica-
tions ot Rockville Centre, N.Y.

NAB and NRBA have scheduled the sec-
ond annual Radio Convention and Program-
ing Conference for Oct. 6-9, 1985. at the
Anatole hotel in Dallas.

Compiete coverage of RCPC ’84 begins
on page 42. o

Broadcast dereg grinds to a halt

At House hearing, NAB balks at
price broadcasters would have
to pay if H.R. 6122 passes

Prospects for legislation deregulating the
broadcasting industry—which have dimmed
noticeably in the past year—appeared to
reach the point of nonexistence during a
hearing before the House Telecommunica-
tions Subcommittee last week. To the Nu-
tional Association of Broadcasters, the bill
(H.R.6122) serving as the basis for the hear-
ing would impose a price, in terms of new
regulation, that would be too high for the
deregulation it would buy. And representa-
tives of citizens groups opposed the bill on
the ground it would give the broadcasting
industry too much.

So much for support for the bill. A couple
of ploys attempted by NAB President Ed-
ward Q. Fritts designed to shake things loose
and get movement on some kind of dereg-
ulation did not seem to have been crowned
with success. Noting that most of the contro-
versy regarding broadcast deregulation cen-
ters on television, he urged enactment of
deregulatory legislation restricted to radio, a
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proposal industry officials hud made private-
ly to members of Congress in the past. When
that failed to generate any enthusiasm, he
suggested the panel refer the pending bill to
the full committee, which the NAB fteels
would be more sympathetic to the industry’s
position (“Closed Circuit,” Sept. 17). But a
subcommittee staffer said the bill is dead for
this Congress. "It will not be brought up.”

The subcommittee also heard witnesses
on a second measure dealing with a contro-
versial broadcasting issue—that involving
the FCC order transforming its 7-7-7 multi-
ple ownership rule into one setting a limit on
station ownership at 12 AM, 12 FM and 12
TV stations. The bill (H.R. 6134) was treat-
ed with more kindness. But it still managed
to provide a setting for another debate be-
tween Jack Valenti, president of the Motion
Picture Association of America, and a net-
work executive on easing restrictions for the
networks and other group owners. In the
main, the views expressed echoed those
heard a week carlier at a Senate Judiciary
Committee hearing on the ownership rules
(BROADCASTING. Sept. 17).

The deregulation issue is one that, as was
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meniioned several times at the hearing, has
been been under discussion on the House
side of the Capitol for 18 months and has
provided material for nine hearings by the
subcommittee. not 10 mention hours of pri-
vate discussion. And while for a time it
scemed broadcasters would get the House
bill they wanted—the Senate had long since
acted on a bill they found more than satisfac-
tory—it seemed last week that Subcommit-
tee Chairman Timothy Wirth (D-Colo.) had
prevailed in his determination to block pas-
sage of a bill that would be without much
cost to the industry. “Legislation is a two-
way street,” Wirth said at one point. “What
does the public get back?”

The NAB's goal has been legislation that
would eliminate the comparative rencwal
process—and thus guard licensees against
challenge at renewal time—and codify the
FCC's deregulation of radio and television.
The bill, introduced by Representative Al
Swift (D-Wash.); Wirth, Representative
John Dingell (D-Mich.), chairman of the
parent Energv and Commerce Committee:
Representative Mickey Leland D-Tex.), and
Representative John Bryant (D-Tex.), and
described by Wirth as a compromise reached
by subcommittee members after months of
work, would eliminate the comparative re-
newal process. It would also prohibit the
adoption of rules scrapped by the commis-
sion in its deregulation proceeding.

But it also provides for quantification of
television broadcasters” public interest pro-
graming. Friits does not object to the quanti-
fication proposal, as such. Subcommittee
members insisted on it as the centerpiece of
any deregulatory  legislation. But, Fritts
said, other provisions restore and strengthen
the rules the commission had repealed. For
instance, he said the bill would re-¢stablish
much of the program-logging and ascertain-
ment record-keeping requirements for radio
that were rescinded by the FCC (broadcast-
ers would be required to maintain records of
their ascertainment activities and their pro-
graming) and would restore all of the com-
mission’s former program categories. He
also noted it would strengthen the discovery
rights of petitioners to deny who seek infor-
mation from a licensee before a renewal ap-
plication is designated for hearing and would
tighten the equal employment opportunity
rules now on the commission’s books.

Fritts said broadcasters were being asked
“to choose between supporting a bill that is
decidedly more regulatory than deregulatory
and supporting no bill at all.” And NAB's

Fritts

choice: “We cannot support a bill that turns
back the reguiatory hands of time and re-
turns the industry to the overburdened status
of yesterday.”

On the other hiand. Samuel A. Simon, ex-
ecutive director of the Telecommunications
Research & Action Center, and Andrew
Schwartzman, executive director of the Me-
dia Access Project, said the bill unduly fa-
vors broadcasters at the expense of the pub-
lic interest. Simon said that because of the
“numerous compromises made o obtain
NAB support for the bill,” TRAC cannot
“embrace it.” Simon said TRAC was par-
ticularly concerned over the proposed elimi-
nation of the comparative renewal process.
which, he said, “is a unique tool empower-
ing individuals in a community to exercise
some degree of control over the information
and entertainment environment of their com-
munities.” Schwartzman said he cannot sup-
port the bill because he feels it does not
provide for “protection against occasional
license abuse™ as a substitute for the com-
parative renewal process it would eliminate.
Schwartzman said that FCC Chairman Mark
Fowler has demonstrated he will not enforce
the Communications Act—he is “a bleeding
heart. about as soft on perpetrators as a
marshmallow on a hot sidewalk.” As a re-
sult, Schwartzman said the bill should be
“beefed up in several areas”—among them,
retention of the comparative renewil process
and inclusion of specific program obliga-
tions for minorities, the old and the young.

Fritts did not find himself in a completely
cold climate at the hearing. He had a sympa-
thetic ear in Representative W. J. (Billy) Tau-
zin (D-La.), a member of the full committee
who sat with the subcommittee and who
with Representative Tom Tauke (R-lowa)
had sponsored a deregulation bill (H.R.

e e v

Dunharn, Sutton, Vatenti
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Schwartzman

2382) that was attuned to the industry’s
wishes. It has attracted the support of more
than half of the members of the House—
236. But Wirth has managed to keep it bot-
tled up. Tauzin said—contrary to Wirth's
statement on the subject—that agreement on
the “core issues” of the Swiit bill had not
been reached. although “we came close.”
But he said he telt there was "4 lack ol bal-
ance” in the bill as it was introduced.

There was support. too, [rom Representa-
tive James T. Broyhill (R-N.C.), ranking
minority of the parent committee. He said
there is “only one small change that should
be made in the Communications Act imme-
diately”—"elimination of the so-called com-
parative license renewal process.” As an ex-
ample of the expensive litigation he suid
comparative renewal proceedings can gener-
ate, he had brought with him to the hearing
the documents that were filed in the 12-year
(failed) effort of Central Florida Enterprises
to supplant Cowles Broadcasting Inc. as li-
censee of WESH-TV Orlando, Fla.—stacked
one on one, they would have risen to a height
of 10 feet.

Fritts said the growth in competition—
both within the industry and between it and
new technologies—eliminates any need for
“Intrusive government regulation.” And
broadcasters, who are regulated. he said,
“want to compete on a level regulatory play-
ing field with our new competitors.” As for
the existing comparative renewal process,
Fritts said it simply offers entrepreneurs an
opportunity to seek to acquire a license for
no more than attorney's tees—which,
though they may be expensive. would be far
less than the cost of buying a station. And
Fritts said the entrepreneurial nature of the
challenges was borne out in a study NAB has
filed with the commission. Of 20 challenges
filed since 1982, it says. 19 involved corpo-
rate business interests (financial information
for one applicant was unavailable).

But Wirth was not impressed. He had ini-
tiated the subcommittee’s work on deregula-
tion legislation with a proposal that would
have swept from the books most of the regu-
lations broadcasters find onerous—but
would have included a provision for a spec-
trum fee. Because of that provision, the
NAB opposed the measure, and Wirth was
forced to retreat. But he never abandoned
the idea that, where deregulation is con-
cerned. there is no free lunch.

With the days of the 98th Congress fast
running out, the one chance the broadcasting
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ndustry’s allies appear to have for securing
assage of legislation closer to the Tauke-
fauzin than to the Swift measure would be in
pringing the Swift bill from the subcommit-
ee. Representative Matthew Rinaldo (R-
J.J.). ranking minority member of the sub-
ommittee. in a brief appearance at the
iearing. called for an early markup of the
sill and referral to the full committee. The
JAB appears to feel it would have more
uccess in pressing its case there than in the
Nirth subcommittee. Tauzin said he would
oin Rinaldo in requesting a markup “to give
he full committee a chance to express its
riews and permit the House to act.™ And that
s the course Fritts urged. “We want the sub-
:ommittee to report H.R. 6122 out of the
ubcommittee as it is written, even though
ve don't support it as it is written.” Fritts
aid.

However, off his performance last week,
t appeared that backers of the Tauke-Tauzin
sill would have to roll over not only the
shairman of the subcommittee, but the pow-
rful chairman of the full committee. as
vell. Dingell made it clear he felt the com-
nission needed the weapons to deal with
yroadcasters guilty of what he would consid-
:r serious breaches of their public trust—he
sited the case of KTTL(FM) Dodge City. Kan..
<nown for its virutent attacks on Jews and
slacks. And along with Wirth. Dingell ex-
sressed support for the provision in the Swift
3ill that would allow petitioners to obtain
liscovery rights before a renewal applica-
ion is set for hearing. At present, those
fights are not granted until after the hearing
15 designated—a situation that has troubled
citizen groups bringing such actions. Wirth
described as a “Catch 22.” one in which a
petitioner cannot secure the information
needed to prosecute a hearing until after a
hearing is ordered.

To Tauzin. who noted the commission is to
designate an application for hearing once pe-
titioners demonstrate there are substantial
questions of fact, said the petition to deny
provision represents one of the failures of
the Swift bill's authors to balance competing
rights. And his discussion of the issue led
him into a sharp exchange with MAP’
Schwartzman. Tauzin said there is a need to
“strike a balance between legitimate com-
plaints and attempts at blackmail“—at warn-
ings to a renewal applicant that its applica-
tion will not be granted until the petitioner
gets “what he wants.” Schwartzman said
agreements licensces reach with petitioners
to end disputes “benefit the public.”

“We can make a law that the FCC can
award expenses to a winning |petitioner|.”

Tauzin said. “But I don't like the payment of

fees for withdrawing a petition.”

The Swift bill would prohibit payments
for the withdrawal of petitions to deny un-
less they are approved by the commission.
McKinney said legislation is needed to
guard against pefitions to deny filed for im-
proper reasons. But he said the commission
should not be burdened with responsibility
for determining the acceptibility of the
agreements. Because many agreements in-
volve objectives “that have some claim of
legitimacy arguably raised in a proper fo-
rum.” he said. the new provision would not

“alleviate the complaints and would simply
add a new administrative complication to the
process.”
a

The multiple-ownership bill under discus-
sion, which was introduced by Leland,
along with Dingell and Wirth, was part of
the political fallout from the controversy
generated by the commission’s decision to
replace its rule of sevens with a nule of 12’5
and then to eliminate all restrictions in 1990.
{Because of congressional concern, the
commission has stayed its television portion
of the rule until April 1, 1983, or 60 days
after reconsideration of its decision, which-
cver is later. And Congress has written that

.stay into law.) Wirth calied the rule “arbi-

trary” and said it “ignores the need to have
along term policy on multiple-ownership of
broadcast properties in effect.” Wirth said
the Leland bill “'is by no means perfect”™ but
he said it incorporates needed concepts.

MPAA’s major concern with the bill, as
with the one in the Senate and the commis-
sion rule. is that it treats the networks the
same as other group owners. “They are big
900-pound gorillas, and they should not be
allowed in your backyard,”™ Valenti said. The
MPAA does not oppose raising ownership
limits for other group owners. “Let them
£0.” he said. “But keep the networks on a
short tether.” He said that “deregulation™ in
the television marketplace means less, not
miore competition and said Congress should
guard against a “few private corporations”
dominating national and local news and en-
tertainment.

The networks’ position, expressed by
Corydon B. Dunham, executive vice presi-

dent and general counsel of NBC. also
tracked the argument the networks made
through a spokesman at the Senate hearing:
“The [Hollywood] studios want to keep a
protected market for the entertainment pro-
graming they produce. This may be an un-
derstandable commercial interest, but it is
not a valid public interest on which te base
regulation.™

Liberalization of ownership restrictions
for networks as well as other groups was
suppeorted by Joseph P. Doughtery, president
of the broadcasting division of Capital Cities
Communications Inc., and Dr. William F
Baker, president of Group W Television.
“We have not thought it appropriate to seek
opportunities for oursevles that are not in
principle available to others,” Dougherty
said. There were some differences among
the networks and the groups regarding the
Leland bill. Baker, for instance, saw “con-
siderable merit” in the point system ap-
proach while Dougherty said that. since
market rankings change from year to year, it
and the use of a television reach concept
would cause problems. Dougherty also said
the bill’s use of the Grade B contour as deter-
mining market “would magnify the {laws of
the audience reach approach.™

Two other witnesses saw things difterent-
ly. Wilhelmina Cooke, of the Citizens Com-
munications Center, which had opposed the
FCC’s repeal of the 7-7-7 rule. supported the
Leland bill. She said the provisions for re-
stricting ownership according to reach and a
percentage cap serves the ends of the anti-
trust laws and the diversification of owner-
ship of media goals which, she said. are the
same. But on one key point she parted com-

Rockefeller out as CPB chairman

Sharon Percy Rockefeller's three years as chairman of the board of directors for the
Corporation for Public Broadcasting, ended last Friday (Sept. 21), following her
defeat for re-election during the beard’s annual fall meeting. Rockefelier, a Democrat
whose current term expired Friday, lost to Republican Sonia Landau (& member of
the board since November, 1981) by a 6-4 vote.

Before Friday's meeting, Landau, director of the Women for Reagan/Bush Commit-
tee, had the votes necessary to win: her own, that of Republicans Richard Brook-
hiser, Harry O'Connor and R. Kenneth Towery. Any chance of Rockefeller's re-elec-
tion seemed dependent on the confirmation of three new CPB board nominees—
Demacrat Lloyd Kaiser, president and general manager of Metropolitan Pittsburgh
Public Broadcasting Inc.; Connecticut Republican businessman William Lee Hanley
Jr. and independent Howard Gutin, president and general manager of KLRU(TV)
Austin and KLRN(TV) San Antonio, both Texas—to the then seven-member board.
Rockefeller was counting on Kaiser and hoped to get Gutin's vote. (Hanley was
expected to support Landau.) Rockefeller was believed to already have the support
of independent Lillie Edens Herndon and Democrat Howard A. White.

According to sources on Capitol Hill, Rockefeller was lobbying the Senate Com-
merce Committee to get the three nominees confirmed in time for the vote. She
proved successiul: the hearing on the nominees was held two days before the CPB
board’s meeting and the Senate confirmed their appointment late the following day.

Addressing the board following her defeat, Rockefeller said that the chairmanship
held “important responsibilities, both substantive and symboli¢,” and was a position
that required waging "many battles for CPB and for public broadcasting.” Rockefel-
ler, who's fought many battles herself against federal funding cuts for public broad-
casting, said that although "resistance may be fierce...no one must ever doubt the
seriousness of our pursuit. Indeed, the energy of our commitment may be more
persuasive than any given set of facts, statistics or articulation of need.”

Towery was elected vice chairman of the board.
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pany from the bill: Like Valenti, she thought
networks should be treated differently. With
affiliates covering 95% of U.S. households,
she said, the networks “have the potential to
dominate™ the television market. “Does it
make sense to permit the networks to acquire
more stations when the idea is to provide
alternatives to them?” she asked.

Percy Sutton, president of Inner City
Broadcasting and president of the National
Association of Black Owned Broadcasters,
was concerned repeal of the rule of 7’s would
work to the disadvantage of minorities seek-
ing to break into the ranks of station owners,
particularly in radio. He said that with group

owners acquiring additional stations, they
would offer stiffer competition for stations in
markets they serve. Furthermore, he said,
lifting the ownership limits would drive up
station prices, putting them out of reach of
most minority group members.

But opening, not closing, the door to
blacks and other minorities was one of Le-
land’s aims in drafting the bill. And he asked
the industry representatives whether the in-
centives to promote such ownership—by of-
fering a bonus in terms of additional proper-
ties to those parties with minority
ownership—would achieve that goal. All
thought that it would. ]

Appeais court rules for ASCAP, BMI

It overturns decision which supported
broadcasters’ position that blanket

music licenses are antitrust violation;
stations will appeal to Supreme Court

The United States Court of Appeals for the
Second Circuit last week reversed a lower
court’s decision that held that blanket music
licenses for television stations violated anti-
trust laws and restrained competition. In a
unanimous decision, the Second Circuit
Court overturned a 1982 decision reached by
U S. District Court Judge Lee P. Gagliardi
that found the blanket licenses offered to
television stations by the American Society
of Composers, Authors and Publishers and
Broadcast Music Inc. were anticompetitive
and illegal (BROADCASTING, Aug. 23,
1982).

The blanket license system grants local
television stations the right to carry the mu-
sic contained in syndicated and locally pro-
duced programs as well as the music con-
tained in commercials sold in the spot
market. But a suit filed in 1978 in the U.S.
Southern District Court of New York by Buf-
falo Broadcasting Inc., licensee of WIVB-Tv
Buffalo, N.Y., and five other broadcasters
on behalf of all local television stations,
sought to replace blanket licenses with a sys-
tem of source licensing in which program
producers would acquire the music-perfor-
mance rights when they produced the pro-
grams.

The circuit court found the suit did not
prove that the current method by which local
television stations are charged to play copy-
righted music represented a restraint of
trade. Wrote Circuit Judge Jon O. Newman:
“Since the blanket license restrains no one
from bargaining over the purchase and sale
of music performance rights, it is not a re-
straint unless it were proven that there are no
realistically available alternatives. . .the
plaintiffs did not present evidence to estab-
lish the absence of real alternatives.”

Both ASCAP and BMI lauded the court’s
action almost immediately after the decision
was issued late Tuesday night (Sept. 18). In
a statement, ASCAP President Hal David
said, “This is a great day for all songwriters
and musijc publishers throughout the world.
The unanimous decision by the second cir-
cuit affirms a system which has always
served our industry and the public weli. I
believe that the value of the blanket license

will continue to grow as new technologies
create new ways of performing music.”
Similarly, BMI President Edward M.
Cramer said in a statement that “we are de-
lighted with the court’s decision in this mat-
ter, BMI’s position once again being upheld.
I believe that the court’s decision was the
right one and one that, to me, was never in
doubt.”

At the same time, the All-Industry Televi-
sion Station Music License Committee an-
nounced it would appeal the second circuit’s
decision. Leslie G. Arries Jr., chairman of
the Committee and president of WIVB-TV
Buffalo, N.Y,, said in a statement that “AS-
CAP/BMI litigation has always been charac-
terized by decisions, reversals and reversals
of reversals. We remain confident that we
are correct in our factual and legal position
and plan to pursue our case to the United
States Supreme Court, if necessary.” An at-
torney for the committee said it would ask
the second circuit to review the case and if it
declines, the next step would be to petition
the Supreme Court. The committee is ex-
pected to file for review within the next sev-
eral weeks.

The licensee fees television stations pay to
ASCAP and BMI have been frozen at 1980
levels since the 1982 district court decision.
It is estimated that those 1980 levels generat-
ed over $80 million in fees in 1983. The
freeze will remain in effect until all appeals
are exhausted. O

Judicial Conference
blocks broadcast media
access to federal courts

Broadcast journalists’ hopes of gaining ac-
cess with their cameras and microphones to
the federal courts—as they have to most
state courts—were deflated last week by the
Judicial Conference of the United States.
The conference, which sets the rules of pro-
cedure for the federal courts, decided to re-
tain the rules that ban radio and television
coverage of the those courts. Its action came
in a vote at its semiannual meeting, at the
Supreme Court, to approve a recommenda-
tion of a special committee that it reject a
petition by 28 media groups urging a revi-
sion of the rules. The “alleged public bene-
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fits” of broadcast coverage, the committe
said, “are outweighed by the risks to tl
administration of justice.”

The principal argument of the petitio
filed 18 months ago (BROADCASTING, Mar¢
14, 1983), was that such coverage is essel
tial to fully inform the public how the feder
courts operate. And it cited the experience
courts in some 40 states that permit camer:
and audio equipment as rebutting the arg!
ments that have been made against such cor
erage—that it would violate a person’s rigl
to a fair trial or interfere with the decorum ¢
a court.

Those filing the petition—including tt
three major networks, Turner Broadcastin
System and the Public Broadcasting Se
vice, felt their chances were good. In add
tion to the ground gained in the states, tt
Supreme Court, in Chandier vs. Florida, i
1981, upheld the constitutionality of tt
rules of Florida courts permitting televisio
coverage of trials. The opinion noted tk
revolution in technology that had occurre
since the 1930’s, when rules banning can
eras and microphones were adopted and th
equipment was clumsy and intrusive. Chie
Justice Warren E. Burger, who heads the i
dicial Conference, opposes television coves
age and has said he would resist televisio
coverage of the Supreme Court. But the pet
tioners took heart from the fact Burger wrot

the Chandler decision.
Ed Godfrey, president of the Radio-Telev

sion News Directors Association and new
director of WAVE-TV Louisville, Ky., issued
statement “deploring” the Judicial Confer
ence’s action. “As a result of that decisior
the American public will continue to be de
nied the right to see and hear what happen
in their federal courts,” he said, adding
“The verdict of the Judicial Conference ig
nores the successful use of cameras and mi
crophones in the courts of 41 states and sut
stitutes for that hard evidence a litany
‘what might happen if* and the fact that mo
members of the American College of Tric
Lawyers and most federal judges don'’t lik
the idea.”

The committee, which has been studyin;
the matter for a year and which did its ow
research, reported “overwhelming opposi
tion” to the proposed change in the rules
The report said 78% of the 600 active anc
senior federal circuit and district judges an
84% of the 636 members