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(GOOD BOOK

(According to Arbitron)

—%TO EVERY RADIO STATION

there is a season, and a time for
every Rating under the heavens.

ATiME To REvaAMP

ND we revamped.

We said, “Let us
reach out for a new tar-
get audience!” “Let us
change the music, the
personalities, the rat-
ings” And all was re-
vamped on 66.

A TIME TO RENEW.

ND we reached forth

into the provinces
and brought Imus back
from Cleveland.
And in the morning,
people tuned in in
droves. And they were
amused and enter-
tained.

A TIME TO LISTEN
AND A TIME
TO SPEAK.

" NBC listens too, as

our audience lifts

its telephones and lets

us know what music it

prefereth to hear. And we
playeth it.

A TiME TO
DouBLE THE GIVING
AND INCREASE
AUDIENCE SHARE.

“Tls more blessed to

- give” And so, we

gave twice as many
prizes to twice as many
winners.
And the chances to win
increased and the fun
and the music and the
popularity of our per-
sonalities increased.
Behold! A wondrous.
thing came to pass. Our
audience multiplied
and we became #1'in all
the land.

A TIME TO
CELEBRATE
THE FUTURE.

To make plans. To sow
the seeds of better
and better radio. To
spread mirth, music
and merriment among
the masses of listeners.
To continue to be #1°
And to be deserving of it.

Let us say

WNIBC

Let us say
AM

A TIME FOR Music.

ND the people said,

“Let the station
that wants to be #1 cast
the top rock.” And we did
with top D.J5 like Dark,
Reed, Sarzynski and
Beebe. And not to men-
tion WNBC's Music Mag-
azine and Saturday
Night Special. And let us
not forget Casey Kasem’s
American Top 40. The
audience came forth to
boogie and grooveth.

A TIME TO
REJOICE
OuR GROWTH.

ND as we glanced
Haround, we saw
that we were successful.
The advertisers had
come forth and filled the

coffers. And we saw that
it was good.

*Spring 1981 Arbliron TSA 12 +Cume. Mon
day-Sunday 6AM-Midnight

Audience figures shown are estimates, subject to the
limitations of the techniques and procedures used by
the service noted.



Copy cats are never as good as the original. Why settle for mere cdpies when

you can have the original trailblazers. Call your ARBITRON Representative.



“...literally millions...”

By the time I took KBPI over, it had fallen to the sixth or
seventh station in town. We brought The Research Group in at
the very beginning. With The Research Group, and with the
addition of Toney Brooks as General Manager . . . we brought
that station to number one in two books, and I think it’s been
number one in three consecutive books now.

The Research Group,
Toney Brooks, and the local crew
share that success story.
It’s been quite a turnaround.

The Research Group has made B A - .

. . . T - ™~
the station, in a relatively short e Fron (\
period of time, literally millions . .. "~ 7] ~ y
and I use plural . . . : "y ‘
millions of dollars in value.’’ S 1 i

Dudley White

Chairman of the Board
Radio Division, Sandusky Newspapers Inc.

In almost every field there is a company that has EARNED
a reputation as the leader . . .

The Research Group

Radio’s Strategic Research Team

1422 MONTEREY PROFESSIONAL PLAZA « SAN LUIS OBISPO, CALIFORNIA 93401 « 805/541-2838
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The Week in Brief

T [ OP OF THE WEEK

JOINT CABLE NEWS VENTURE [J ABC and Westinghouse
plan 24-hour satellite NewsChannels that will be
advertiser-supported, but free to cable systems. PAGE 27

PTAR REPEAL (O NBC petitions FCC to drop prime-time
access rule that mandates early-evening half-hour for
nonnetwork programing. Other networks expected to

follow suit. PAGE 29.

DOLAN PICKED [0 Boston cable franchise goes to Long
Island MSO that won points for willingness to experiment
and to share profits with community. PAGE 30.

BOXSCOREINSKY (] Fifty-four transponders on six
satellites currently serve program distribution and
production needs of cable and broadcasting in U.S.
Here's rundown on who is using which, as well as look at
what's in offing in satellite universe. PAGE 32.

MORE INPUTON DBS (1 There’s little consensus in latest
rognd of filings to help FCC develop its satellite stance
prior to 1983 hemispheric conference. PAGE 34,

I P C AL REPORT B et ——

RADIO: CHANGING WITH TIMES [J BROADCASTING's annual
examination of medium finds increased viability and
greater success in programing, sales, technology and
over-all management. PAGE 39. Radio networking boom
takes place in traditional and new-form connections,
including impetus from satellites. PAGE 42. Those in know
expect radio sales to eclipse S$4-billion mark in 1981,
PAGE 50. Progress report on never-ending search for
successful radio formats; key words are networks,
demographics and identity. PAGE 56. How radio
syndicators stay flexible and expand program choice to
meet market demand. PAGE 64. Contemporary continues
to be most popular format, according to listings of top 10
radio stations in 50 leading markets. PAGE 78.

Closed Circuit
Datebook
Editorials

Fates & Fortunes

Index to departments
Bottom Line

Business Briefly. ..
Changing Hands

Broadcasting (ISSN 0007-2028) 1s published 51 Mondays a year (
]

asting 1s av. e from Bell & Hov 10 Pnoto Division Manstield Road, Woost

For the Record
Intermedia
Monday Memo
Monitor

PROGRAMING s

NCAA TURF INVADED (J College Football Association's
TV contract with NBC poses threat to ABC-CBS
agreement with NCAA. PAGE 88.

U SINESS

READING TV NETWORKS’ PALM (] Segal of Bates expects
pay services and independents to cut deeply into
network business in next decade, but believes network
TV will be best basic buy for advertisers. PAGE 94.

e A T e e T ).

THIS WEEK IN ATLANTA (J Sparkling new Eastern Cable
Trade Show and Convention is on agenda of Southern
Cable Television Association convention. PAGE 100.

I LAV & REGULATION |

FTC LENIENCY ASKED [J AAF NAB and Telcom
Productions say Federal Trade Commission’s regulations
on game-of-chance announcements are too complex for
limited time of spots and hence discriminate against
broadcast advertisers. PAGE 104.

e e e— L D e ——— N
THE ‘BROADCASTING’ YEARS (] Richard Nixon was driven
from the Presidency, bitter to the end against the media.
Broadcasters lost in the Supreme Court on cable's
copyright liability for imported distant signals. In the arm
wrestling between the Justice Department and the
networks, a federal judge dismissed antitrust

proceedings against the networks, but Justice refiled in
December. PAGE 109.

N PR O ILE

MEDIA MIXMASTER [ Herb Granath has been in forefront
of ABC's forays into new technologies. As vice president
in charge, ABC Video Enterprises, he sees added
strength in ventures that augment parent corporation's
media mix. PAGE 133.

Open Mike
Playback
Special Report
Stock Index

a <hur .
5 one year S50. two years S95. three years $135 Canadian

hst

300 North Zeeb Road, Ann Arbor. Micn 48106 (35mm. full year $35) Microfiche of Broad-

Index to advertisers ® ABC Radio Network 57

cast Programing Inc. 82 01 CATEL Expo 101 C CBS Radio 51-53

ABC Owned TV Stations 20-21
Press 150 Beck-Ross Communications Inc. 18 O Becker Communications 92 (1 Blackburn & Co. 102
CBS Radio Spot Sales 65

American Petroleum Institute 1150 Amoco 47 O Arbitron 3 O Associated
Blair Television 26 0 Broadcast Personnel 129 O Broad-
Christian Science Monitor Radio News Service 48-49 [ Drake

Chenault 61 0 Computer Concepts 87 O Continental Electronics 830 R.C. Crisler & Co. 80 Eastman Radio 44-45 FM-100 550 Foundation for Christian Living
600 Sandy Frank Film Syndication 19 () Gaylord Broadcasting 35 (1 Harris 75 [ Ted Hepburn Co. 103 (1 Home Theater Network 94 Bernard Howard 43 [ Hyatt
Hotels 54 O INA Financial 81 (1 ITC Entertainment Inc. 13 ) Infocom Broadcast Services 62, 74 (1 International Tapetronics 90 0 KPBI-FM 89 O 89 O KPRC Front
Cover O Katz Radio 390 Lotus Reps 85 0 Robert O. Mahiman inc. 104 7] McMartin 63 (1 Media People 131 (1 Metromedia Producers Corp. 6 O Metromedia Radio
590 Modern Satellite 97 (1 Mutual Broadcasting System 79 (1 NEC Inside Back Cover [ Palmer Company 108 (] Penta Communications 96 O Phillips & Co. 780
RAB 77 0 RKO Radio Network 67-72 0 Research Group 4 OJ Sacred Heart Program 64 (1 Satellite Communications Network 93 0 Sherwood. Hennes & Assocs. 132
D State Farm Insurance 910 Joe Sullivan & Associates 583 TM Programing 12 3 William B. Tanner 130 0 Telepictures 23 0 Thermus Inc. 105 O Torbet Radio 250
20th Century-Fox TV 16-17 (1 USA Network 95 [ United Press International 8-9 Utility Tower 84 [ Viacom 11 () WNBC-TV Inside Front Coverg WTBS-TV 37-38,
99 O Wall Street Journal 41 [ Ward Beck Back Cover O Westwood One 10 [ World Wide Bingo 82 O Youngs. Walker & Co. 88 O




THE RAINBOW IPAIUH

An extravaganza of original music, unique puppetry and fast-paced
entertainment for children.

13 half hours are now available on ab ®
so catch a rainbow...the NBC O & did

Recommended by The National Education Assoclc

Distributed by

METROMEDIA

P RODUTCETR S

CORPORATION

5746 SUNSET BOULEVARD HOLLYWOOD, CALIFORNIA 90028
(213) 462-7111




Closed:Circuit’

Insider report: behind the scene, before the fact

e == -1
Stem to stern

‘‘Regulatory Review Working Group™’ is
designation given to committee of dozen
FCC executives quietly formed by
Chairman Mark S. Fowler to evaluate
agency’s function on what he called *‘zero
based’’ reappraisal. Nothing is immune
from group’s study, which will include
every rule and policy in every aspect of
agency’s operation.

Meanwhile, Fowler has advised Stephen
Lukasik, chief of FCC’s Office of Science
and Technology (engineering) that he will
continue in that capacity. There has been
no announcement about Broadcast
Bureau, headed by Richard Shiben who,
like Lukasik, was placed in his top slot by
Democratic Chairman Charles D. Ferris.
Lukasik reportedly turned back to FCC
about $150,000 of budget in Reagan
administration economy drive. Chief
counsel, Stephen Sharp, reportedly has
economized to extent of $100,000.

I e —————— —————_— — =
More and more and more

ABC Radio will announce names of two
new networks this week at National
Association of Broadcasters Radio
Programing Conference in Chicago. ABC
Directions and ABC Rock will both target
younger audiences, although exact
demographics have not yet been decided
upon.

RADIORADIQ is name of second
network soon to be launched by CBS, also
pitch for younger listeners and also to be
unveiled at this week’s conference. NBC
Radio has plans for two more full-service
networks and talk program blocks, but will
not be ready to introduce them until early
September.

e=ee———x
Harvard man
Name at top of speculation about ultimate
appointment as first Frank Stanton
professor of First Amendment at Harvard
is that of Richard S. Salant, vice chairman
of NBC, former president of CBS News
and long-time outspoken advocate/
defender of broadcasting’s First
Amendment rights. CBS contributed
$500,000 toward creation of professorship
in name of its former president and vice
chairman, and Harvard is seeking another
$500,000 (BROADCASTING, July 20).
Salant, whose contract at NBC runs to
end of next April, discounts speculation,
notes that Harvard needs to raise more
money and expresses doubt professorship
will be available before fall of 1982 at
earliest. But his own First Amendment
dedication and long and close association

with Stanton keeps speculation afloat. If
further help is needed, he's double
graduate of Harvard (BA 1935, LLB
1938).

S S
Crowded sky

TM Companies, one of largest radio
format, program and image campaign
syndicators, may be source of two more
24-hour satellite-delivered radio program
services if negotiations with Satellite
Music Network work out. One of three
pioneers in live-by-satellite format
syndication, Satellite Music Network
holds coveted option on three more stereo
channels (see page 42). TM President Pat
Shaughnessy would not reveal which of
TM’s five formats are under consideration
but said firms are also talking about special
programs, another hot item in satellite
radio development.

- ——— 1 — =1
Race to altar

It was whirlwind romance that led to joint
venture of Westinghouse and ABC in new
cable news service (see page 27).
Companies had been working
independently on cable news plans for
year or more, but ‘‘serious negotiations”’
began only recently. Word is that ABC
board approved ABC Video Enterprises’
participation only last Monday, two days
before venture was announced. Further
indication that ABC came to party at last
minute: On Monday Group W upped
luncheon reservations from 75 to 140 for
announcement at New York’s Parker-
Meridian hotel.

(EE=eal s
Minkel on move

Speculation that Richard D. (Don)
Lichtwardt may leave FCC to join another
government agency as administrative
director has given rise to notion that
Edward Minkel, management assistant to
FCC Chairman Mark S. Fowler, would
become head of FCC’s administrative
staff. Lichtwardt, retired Air Force
lieutenant colonel, has been with FCC
since 1972,

Minkel, retired Army colonel, was
deputy chief of communication division of
National Weather Service before Fowler
brought him to FCC.

[ ]

Oops

By inadvertence, FCC’s authority to give
short-term radio license renewals as
disciplinary penalty was almost removed in
Communications Act amendments that
were incorporated in budget reconciliation

Broadcasting Aug 17 1981
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act signed by President Reagan last week
(see ‘‘In Brief’"). Language extending
term of radio license from present three
years authorized FCC to isstie or renew
*for term of seven years’’ —period.
Mistake was discovered and corrected by
joint resolution same day budget bill was
passed. Language now reads ‘‘for term not
to exceed seven years.”

Lt e
No second chance

FCC’s Office of Plans and Policy was all set
to send letter to DBS applicants inviting
them to supplement filings, move that
would have legitimized several
applications that were short on details
(BROADCASTING. Aug. 3). Idea had been
cooked up by FCC’s interbureau working
group, assembled to wade through 14
filings and figure out how to proceed. But
it now seems that there will be no letter.

Apparently stung by criticism from
applicants with far more substantial
filings— Direct Broadcast Satellite Corp.
formally objected — OPP has put its letter
aside, perhaps permanently. Working
group has yet to reject or accept any of
filings.

t=—=
Branching out

Although its recent bid to take over radio
syndicator Watermark Productions was
recalled, Westwood One, barter-based
radio syndication company in Culver City,
Calif., is still **very actively looking for
companies in related facets of the radio
industry to acquire,”” says its president,
Norman Pattiz. Acquisition talks are
continuing with two companies in *‘related
fields.”” Pattiz is cautiously moving
Westwood One into joint projects with
cable and home video, including video/
radio concert to be simulcast through
association with 20th Century-Fox
Television later this year. Company
expects revenues of $5 million for 1981,
which would be double income for 1980.

I
Rerun

Radio Advertising Bureau has made
decision to hold second Managing

Sales Conference for three days

in late January at Amfac Hote! at Dallas
airport. Committee meeting on
conference will be held this week during
NAB’s Radio Program Conference. At
first Managing Sales Conference last
February, attendance of 400 was
anticipated, but 800 turned up. One topic
to be discussed this week is procedure to
be followed in event more than 800 seek to
attend, Amfac cannot hold more than 800.



NOTE: After you’ve sold FOOTBALL ANALYSIS, your sales staff can offer local “e

sponsors 400 other UPI Audio Network programs every week, including
66 sportscasts, five sports commentaries and five sports interview shows.




FOOTBALL FEVER IS IN THE AIR...
AND THIS YEAR IT'S HOTTER THAN EVER!

COMMERCIAL SCHEDULE
Catch the fever yourself, and cash
: P . E £ E
in on it with our weekly program: g s S
FOOTBALL ANALYSIS g §’ §’
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FOOTBALL ANALYSIS

Produced by the UPI AUDIO NETWORK Detach here




Business Briefly

S TV ONLY S
Beef Industry Council 0 Begins Sept.

14 for 14 weeks in six markets. Prime,
prime access, news and day times, plus
weekends. Agency: Lee King & Partners,
Chicago. Target: women, 25-54.

C&S Bank O Auto teller. Begins Sept. 7
for 12 weeks in various South Carolina
markets. Prime, news and late fringe
times. Agency: Bozell & Jacobs, Atlanta.
Target: adults, 18-34.

Firestone Tire & Rubber (O Auto
services. Begins in September for six to
10 weeks in about 40 markets. All
dayparts. Agency: Sweeny & James Co,,
Akron, Ohio. Target: total men.

Schenley O Dubonnet. Begins Sept. 14
for 10 weeks in nine markets. All dayparts.
Agency: Leo Burnett Co,, Chicago. Target:
adults, 18-49.

Flowers Industries 0 Home Town bread.
Begins Sept. 7 for eight weeks in eight to

10 markets. Day and early fringe times.
Agency: Tucker Wayne & Co,, Atlanta.
Target: women, 18-49.

Dunlop Tire & Rubber(] Generation 4
radials. Begins in mid-September for
about seven weeks in over four markets.
Sports programing. Agency: Faller, Klenk
& Quinlan, Getzville, N.Y. Target: men,
25-54.

Gaspar & Johnson [ No Roach. Begins
this week for seven weeks in Washington.
Day and fringe times. Agency: Winner
Communications, New York. Target:
women, 25-49,

Ronco Foods [ Pasta products. Begins
Sept. 14 for six weeks in over 15 markets.
All dayparts. Agency: Caldwell/Bartlett/
Wood, Memphis. Target: women, 18-49:
total adults.

Gortons( Frozen tish. Begins Sept. 7 for
six weeks in over 10 markets. Day, early

fringe, late fringe and prime access times.

Agency: Daniel & Charles Associates,
New York. Target: women, 25-49.

WeSTWOOD
ONE
SALUTES

One of over 1500 Great Radio Stations
carrying Westwood One programs.
Programs like: The Dr. Demento

America’'s Number One Producer of Nationally Sponsored Radio Programs

sShow, Off The Record with Mary
Turner, Off The Record Specials,

Live From Gllley's, The Concert
of the Month, The Rock Years:
Portrait of an Era, The Great
American Radio Show,
Daybook, Spaces and
Places, Ace and Friends,
Star Trak, Special Edi-
tion, Shootin' the
Breeze, Tellin' It Like

It Was.

WESTWOOD
ONE

9540 Washington Blvd.,
Culver City, CA 90230
(213) 204-5000
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l Not tampering with success. Ameri-
can Dairy Association's new fall $5
million campaign will carry same theme
as last year: "Cheese adds a slice of
| life" According to agency for ADA,
D'Arcy-MacManus & Masius, Chicago,
who developed original campaign,

households sales of cheese increased
| 15.5% in 10-week period as result of last
year's campaign. New promotion has
bigger budget and will run two weeks
longer, starting in September and run-
ning through November. Network and
spot radio and TV will be employed.

J. Wilson O Catalog showroom. Begins
Sept. 7 for several weeks in 15 to 20
markets. Day, early fringe, prime and news
times. Agency: Green & Burkhard, Atlanta.
Target: adults, 18-49.

Gee Bee Department stores 0 Ladie
Lee jeans. Begins Aug. 31 for one week in

Rise in ratings. Wnew(am) New York set
out to promote their new Big Band for-
mat last year with help of agency Ash/
LaDonne via local TV and came up with

theme, “The Sounds That Swing.”
Featuring Broadway and film performer
Ann Reinking, spot has helped station to
increase its ratings from 2.7 to 3.7.
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IN A CLASS BY ITSELF!
“Family Feud” is once again the First in men 18-49 and total men!
Number One syndicated game First in adulits, teens and kids!
show in America. It's more than a clean sweep. The
First in DMA rating and share! same story has been repeated so
First in women 18-49 and often that “Family Feud” is simply in
total women! a class by itself!

Goodson-Todman$s

FAMILY FEUD

Hosted by Richard Dawson

Source: NSI/Cassandra, Ranking of Syndicated Programs, May 1981.
Audience estimates are subject to qualifications available onrequest.



AduVentace

Expanding. CBS Television Stations division, which introduced its FIRST (Framework for
Insuring Retail Success with Television), marketing program for department, specialty and
discount stores in 1978, is extending concept to include home appliance and electronic
stores, discount stores and mass merchandisers, food stores and home improvement cen-
ters. With FIRST, retail advertisers are provided with media package aimed at reaching their
target audiences at reasonable cost.

(m]
Insurance and football. Crum & Forster, New York-based insurance holding company, will
be sole sponsor of college football's "Heisman Trophy” award on Dec. 5 (7-8 p.m.) during
combination live-taped telecast. Part of program will trace careers of past winners of Heis-
man, probably collegk football's most prestigious award, and remainder to live coverage of
news conference in New York where 1981 Heisman winner will be announced. Syndicated
telecast will be transmitted nationally by satellite through Wold Communications, Los
Angeles, with SFM Media Services, New York, handiing placement. Benton & Bowles is
agency for Crum & Forster, whose commercials on telecast point up benefits provided by
independent agents.

[m]
Another prediction. Ogilvy & Mather, New York, has joined swelling chorus of advertising
agencies picking CBS-TV as winner of new network prime-time season. Though O&M
declined to predict ratings or shares, it said ABC would wind up in second place and NBC
in third. The agency said "NBC will most likely have its strongest season in years, but it will
not be quite enough to get it out of third place” O&M characterized programing on ABC
and NBC next season as "macho, authoritative and familiar-to-TV audiences.” Agency said
ABC and NBC will be launching no fewer than seven TV series with well-known stars that
"fit the macho-man, side-of-the-law bill."
[m]
Katz radio requests. Analysis by Katz Radio, New York, shows adults 25-54 continue to
dominate demographic requests among advertisers in second quarter of 1981. This demo
was included in 27% of total presentations made, up from 20% in comparable quarter of
1980. In second place was 18-49, up to 18% from 11% in 1980, and in third was 25-49, up
to 15% from 10% in last year's quarter.

———— - — — —

When the 30 + age group
is your target audience,
you can’t miss with

Forty Years of the Best Music.

Call TM Programming Collect at 214/634-8511.

Programming

1349 Regal Row, Dallas, Tx. 75247 214/634:8511
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Pittsburgh, Clarksburg, W. Va., and
Johnstown, Pa. Agency: Saffer, Cravit &
Freedman Advertising, Don Mills, Ont.
Target: women, 18-34.

Agway stores( Wood cutters
promotion. Begins Sept. 8 for four days in
20 markets. Fringe, and prime plus
weekends. Agency: Northrup & Teel,
Pittsford, N.Y. Target: men, 25-54.

I RAOIO ONLY

Family Fitness Centers 0 Begins this
month through fourth quarter in Seattle
and Portland, Ore. Agency: Evergreen
Media, Seattle. Target: adults, 25-49.

Fruit of The Earth 0 Hand and body
ointment. Begins Oct. 5 for six weeks in
under 10 markets. Agency: Martin H.
Frank & Co., Chicago. Target: women,
25-49,

General Motors (O Saginaw steering
gear division. Begins Sept. 28 for four
weeks in 23 markets. Agency: Leo
Burnett Co., Southfield, Mich. Target:
adults, 25-34.

PumaQ Sneakers. Begins in mid-August
for four weeks in nine markets. Morning
and afternoon drive times. Agency: Neil
Farber Media, New York. Target: boys,
12-17; men 18-24.

Foster Freeze O Ice-cream. Begins Aug.
25 for two to three weeks in six California
markets. Agency: Yuguchi & Krogstad,
Los Angeles. Target: adults, 18-44.

Fabric Centers( Fabric sale. Begins
Sept. 28 for two to three weeks in over 10
markets. Agency: Allscope Service
Incorporated, New York. Target: women,
25-54.

Marine Midland Bank 0 Begins in late
August for one week in various New York
markets. Agency: Benton & Bowles, New
York. Target: adults, 25-49.

RepuReport

Post-Newsweek's woliv(Tv) Detroit,
wrsB(Tv) Hartford, Conn., wJxT(TV)
Jacksonville, Fla.,,and weLa(v) Miami: To
Petry Television which has acquired Top
Market Television, subsidiary of Post-
Newsweek ("In Brief! Aug. 10).

(m]
Werr-tv Durham, N.C.: To TeleRep from
Peters, Griffin, Woodward.

(m]
Keez(Fm Tulsa, Okla.: To Eastman Radio
from Katz Radio.

(m]
WEens-FM Indianapolis: To CBS-FM Na-
tional Sales (no previous rep).

(m]

WaGGG(am  Gainesville, Fla, wMMB(AM)-
WYRL(FM) Melbourne, Fla.: To Savalli &
Schutz from Roberts Associates.




I'he Biggest Strip
Premuere In TV Historvy:

September, 1981

There’s Nothing Like It.
... There Never Will Be.




& indicates new or revised hsting

—_—_———
This week

Aug. 16-19— National Association of Broadcasters
radio programing conference. Hyatt Regency,
Chicago. ’

Aug. 20— Academy of Television Arts and Sciences
tuncheon. Speaker: Producer Aaron Spelling. Century
Plaza, Los Angeles.

Aug. 20-22 —Southern Cable Television Association
Eastern show. Georgia World Congress Center, Atlan-
ta.

Aug. 20-23 — West Virginia Broadcasters Associa-
tion 35th annual fall meeting. The Greenbrier, White
Sulphur Springs, W. Va.

—_—————————————
Also in August

Aug. 23-26— Cable Television Administration and
Marketing Society conference, "CTAM ‘81" Copley
Plaza hotel, Boston. Information: CTAM, 2033 M Street,
N.W, suite 703, Washington, D.C.. 20036, (202)
296-4218.

Aug. 24-26— Arbitron Radio Adwvisory Council
meeting, Park Hilton, Seattle.

Aug. 26-27— Arbitron Radio workshop. Writer's
Manor, Denver.

® Aug. 27-30— National Black Programing Con-
sortium’'s first annual conference and film/video com-
petition, with support of Ohio Arts Councit and Cor-
poration for Public Broadcasting. Sheraton-Columus

Datebook -

hotel, Columbus, Ohio. Information: NBPC, (614)
461-1536.

—
September

Sept. 1 —Deadline for nominations for 1981 Women
at Work Broadcast Awards, sponsored by National
Commisston on Working Women. Information: Sally
Steenland, NCWW, 1211 Connecticut Avenue, NW,
Washington 20036, (202) 887-6820

Sept. 1 —Deadline for entries 1n 16th annual Gabriel
Awards, presented by Unda-USA for radioc and TV pro-
grams that creatively treat issues concerning human
values. Information: Charles Schisla, (317) 635-3586.

Sept. 1 —Deadline for entries in fourth annual Tokyo
Video Festival, sponsored by JVC of Japan. Informa-
tion: JVC Tokyo Video Festival, c/o Burson-Marsteller,
866 Third Avenue, New York 10022

Sept. 4-13—International Audio and Video Fair
Berlin. Berlin Fairgrounds. Sponsor. Association for
the Advancement of Entertainment Electronics Ltd. in
Frankfurt/Main. Information: Geselleschaft zur For-
derung der Unterhaltungselektronik (GFU), mbH,
Stresemannallee 19, 6000 Frankfurt 70, telephone:
(0611) 6-30-22-89.

Sept. 7-10 —International Institute of Communica-
tions annual conference. Speakers include Leonard
Marks, Washington attorney and secretary-treasurer of
World Press Freedom Committee, and Delbert Smith,
senior vice president of Comsat. Palais d'Europe,
Strasbourg, France.

Sept. 9—0hio Association of Broadcasters sales
workshop. New Marriott, I-71, Columbus, Ohio

=Oct12

A unique advertising opportunity—once in 50 years.

On October 12, 1981, BROADCASTING will celebrate its own golden
anniversary in a massive, one-of-a-kind issue. Including: an ‘‘At
Large”’ interview with editor Sol Taishoff encompassing his recollec-
tion of the first 50 years . .. a year-by-year chronology of the first 50
years of the magazine ... and a comprehensive look ahead to the
communications systems of the year 2001.

Bonus readership for your advertising. Reserve space now.

For placements from the North and East, call Win Levi, Dave Berlyn or Charles
Mohr at (212) 599-2830; from the South, call Gene Edwards (202) 638-1022; from
the West, call Tim Thometz at (213) 463-3148. From any point of the compass, call
David Whitcombe or John Andre at (202) 638-1022.

You belong in Broadcastingu Oct12
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Sept. 9-11—"Cable Television: An Advertising and
Marketing Tool" national conference, sponsored by
university of Wisconsin-Extension. Speakers include
J. Leonard Reinsch, cable consultant, and Robert Alter,
Cabletelevision Advertising Bureau. Information: Bar-
ry Orton; (608) 262-2394. Concourse hotel, Madison,
Wis.

Sept. 9-14— Public Broadcasting Service develop-
ment conference. Dutch Resort Inn. Orlando, Fla.

Sept. 10-12— Radio-Television News Directors
Association international conference. Marriott, New
Orleans.

Sept. 11-13— Nebraska Broadcasters Association
annual convention. Lincoln Hilton, Lincoln, Neb

Sept. 11-13— Maine Association of Broadcasters
convention. Samoset Resort, Rockport, Me.

Sept. 12— Deadline for U.S. entnies in 24th annual In-
ternational Film and TV Festival of New York.
Categories include commercials, TV programs, film,
tape, slide and audio-visual productions. Information:
Festival, 251 West 57th Street, New York, N.Y.,, 10019.

Sept. 13-15— Washington State Association of
Broadcasters annual fall meeting. Seattle Marriott
hotel, Seattle.

Sept. 13-15—CBS Radio Affiliates board meeting.
Salishan Lodge, Gleneden Beach, Ore.

Sept. 13-16—~ National Radio Broadcasters
Association annual convention. Fontainebleau Hilton,
Miami Beach, Fla.

Sept. 14-17 — Washington Journalism Center's con-
ference for journalists, “The Family Under Stress”
Watergate hotel, Washington.

Sept. 15— Deadline for entries in 14th national Abe
Lincoln Awards, sponsored by Southern Baptist Radio
and Television Commission. Information: Bonita Spar-
row, awards coordinator, Southern Baptist Radio-
Television Commission, 6350 West Freeway, Fort
Worth, 76150, (817) 737-4011.

Sept. 16-18— Electronic Industries Association
management seminar for Chicago. Holiday Inn O'Hare
Airport/Schiller Park, Ill. Information: EIA Education,
Suite 405, 2001 Eye Street, N.W, Washington, 20035,
(202) 457-4996.

Sept. 17-18—31st annual Broadcast Symposium,
sponsored by Institute of Electrical and Electronics
Engineers, Hotel Washington, Washington. Informa-
tion: Drew Larson, (703) 841-0500.

Sept. 17-19—American Women in Radio and
Television East central area conference. Westin hote!,
Cincinnati

Sept. 17-20— Federal Communications Bar
Association annual seminar with panel sessions on
future course of regulation/deregulation in common
carrier and on “News Coverage in the 80's —How Best
to Inform the People Witliamsburg Hilton,
Williamsburg, Va.

Sept. 18-19—South Dakota State University's 15th
annual South Dakota Broadcasters Day. University
campus and Holiday Inn, Brookings, S.D. Information:
(605) 688-4191

Sept. 18-20— New Hampshire Association of Broad-
casters annual convention. Waterville Valley Resort,
Waterville valley, N.H.

Sept. 19—Society of Broadcast Engineers San Fran-
cisco Bay Area annual banquet, chapter 40. Concord
Inn Concord, Calif.

® Sept. 20-23 — Broadcast Financial Management
Association 21st annual conference. George Will, syn-
dicated columnist, will be Monday luncheon speaker;
FCC Chairman Mark Fowler will address Tuesday
luncheon; Sol Taishoff, editor of BROADCASTING, will
be Wednesday luncheon speaker. Sheraton-Washing-
ton hotel, Washington.

m Sept. 21-23— Advertising Research Foundation's



“We're always looking for
something that does the job better.
We found it with AP Radio Network’

Roy Mapel, General Manager KIML Radio, Gillette, Wyoming

KIML had a commercial
network affiliation for years.
But, when they decided their
network should work harder
for them, they switched to
AP Radio Network.

Why does KIML Gen-
eral Manager, Roy Mapel,
think AP Radio Network
is better?

Better sales opportun-
ities: “‘You don’t have to run
network spots that cut into
your own station’s sales and
revenue. We’ve sold locally
nearly everything we have on
the air from AP Radio Network.’

Better programming flexibility: “Every other network we checked was
too demanding on our station’s time. With AP Radio Network we use what
we want and don’t have to use what we don’t want.”

Better sound quality: “When we started getting AP Radio Network off
the satellite, we sounded like we’d moved uptown. Anyone who can get on
the AP dish—do it

Better profit potential: “AP Radio Network more than pays for itself.
We wouldn’t be using it if it didn’t.”

AP Radio Network can fill a station’s news and
information programming needs better than the
commercial networks. That’s why AP Radio
Network is growing so fast.

Let us show you how AP Radio Network
can do a better job for your station. Write or

= —2f

call AP Broadcast Service, 50 Rockefeller Innovation for
Plaza, N.Y. 10020 (212) 621-1511. Or contact better news
your nearest AP Broadcast Executive. programming

g Broadcast Services

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



“Hi. Your favorite H
is back with 24
new episodes.”

“I'm happy to be your guide again on an all-new tour of the mov-
ies’ greatest moments. Which, [ must say, is family viewing at its best.

“This season we’re bringing you today’s hottest, most promotable
stars and biggest box office hits from the major studios —Universal,
Warner Bros., Paramount, 20th Century-Fox and Avco Embassy.

“We're featuring special episodes on the Academy Awards, includ-
ing The Stars Oscar Forgot, and shows on Best Actors, Best Actresses
and Best Pictures. And, of course, we'll continue to bring you the
greats— Bette Davis, Gregory Peck,James Stewart, Loretta Young
and almost a hundred more.

“We've expanded one of our most popular features— P
behind-the-scenes interviews with many of Hollywood’s big- #

gest names. @

“I invite your station to join the ABC O&O’s
TELEVISION

—~

in bringing 24 magical new episodes of
That’s Hollywood to your viewers”’

Ton, /1 @Z//%

@AéTLE
OMBE

Copyright ©1981 Twentieth Century-Fox Film Corporation. All rights reserved
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Aug. 16-19— National Association of Broad-
casters annual radio programing conference. Hyatt
Regency, Chicago.

Aug. 20-22—Southern Cable Television
Association Eastern show. Georgia World Con-
gress Center, Atlanta. Future Eastern shows: July
22-24, 1982; Aug. 25-27, 1983; Aug. 2-4, 1984,
and Aug. 25-27, 1985. All will be held at Georgia
World Congress Center.

Sept. 10-12— Radio-Television News Directors
Association international conference. Marriott,
New Orleans. Future conventions: Sept. 30-Oct. 2,
1982, Caesars Palace, Las Vegas; Sepl. 22-24,
1983, Las Vegas. and Dec. 3-5, 1984, San Antonio,
Tex.

Sept. 13-16— National Radio Broadcasters
Association annual convention. Fontainebleau
hotel, Miami Beach, Fla. Future conventions: Sept.
12-15, 1982, Reno; Oct. 2-5, 1983, New Orleans;
Sept. 23-26, 1984, Kansas City, Mo.

Sept. 20-23 — Broadcast Financial Management
Association 21st annual conference. Sheraton-
Washington hotel, Washington. Future conference:
Sept. 12-15, 1982, Riviera hotel, Las Vegas.

8 Oct. 9-13~— Vidcom '81, interational market
for videocommunications programs. Palais des
Festivals, Cannes France. Information: Com-
missariat General, 179, Avenue Victor Hugo, 5116
Paris.

Oct. 25-30-—Society of Motion Picture and
Television Engineers 123d technical conference
and equipment exhibit. Century Plaza, Los
Angeles.

Nov. 1-4— National Association of Educational
Broadcasters 57th annual convention. Hyatt
Regency, New Orleans

Nov. 9— Region 2 conference on AM broadcasting
begins. Tentatively set to run for six weeks. Rio de
Janeiro.

Nov. 9-11— Television Bureau of Advertising
27th annual meeting. Fontainebleau Hilton, Miami
Beach.

Nov. 11-14—Society of Professional Journalists,
Sigma Delta Chi national convention. Hyatt
Regency. Washington.

Dec. 2-4— Western Cable Show. Anaheim Con-
vention Center, Anaheim, Calif.

Jan. 23-27, 1982 — Association of Independent
Television Stations (INTV) ninth annual conven-
tion. Sheraton Washington, Washington. Future

=

Vieor wivi

1 ) K

convention: Feb. 6-9, 1983, Gaileria Plaza hotel,
Houston

Feb. 7-10, 1982 — National Religious Broad-
casters annual convention. Sheraton Washington,«
Washington

March 11-16, 1982 — National Association of
Television Program Executives 19th annual con-
ference, Las Vegas Hilton. Future conferences:
March 18-23, 1983, Las Vegas Hilton; Feb. 12-16,
1984, San Francisco Hilton and Moscone Center.

April 4-7, 1982 —~ National Association of
Broadcasters 60th annual convention, Dallas.
Future conventions: Las Vegas, April 10-13, 1983;
Atlanta, March 18-21, 1984; Las Vegas, April
14-17,1985, Las Vegas, April 20-23, 1986; Atlan-
ta, April 5-8, 1987, and Las Vegas, April 10-13,
1988.

April 17-22, 1982 — National Public Radio an-
nual conference. Hyatt Regency, Washington.

April 23-29, 1982 —18th annua! MIP-TV inter-
national TV program market. Palais des Festivals,
Cannes, France. Future meeting: Oct. 15-20, 1982,
19th MIP-TV in conjunction with VIDCOM (Inter-
national Videocommunication Exchange).

May 2-5, 1982 — National Cable Television
Association annual convention. Las Vegas. Future
conventions: June 12-15, 1983, Houston; May
20-23, 1984, San Francisco; March 31-April 3.
1985, New Orleans; March 16-19, 1986, Dallas,
and May 15-18, 1988, Las Vegas.

May 4-5, 1982 —CBS-TV affiliates annual meet-
ing. Century Plaza, Los Angeles.

May 4-8, 1982 — American Women in Radio
and Television 31st annual convention, Hyatt Em-
barcadero, San Francisco. Future meetings: May
3-7, 1983, Royal York, Toronto, Ontario; May 1-5,
1984, Renaissance Center-Westin, Detroit; May
7-11, 1985, New York Hilton, New York, and May
27-31, 1986, Loew's Anatole, Dallas.

May 10-13, 1982—-ABC-TV affiliates annual
meeting. Century Plaza, Los Angeles.

May 16-18, 1982— NBC-TV affiliates annual
meeting. Century Plaza, Los Angeles.

June 6-10, 1982 — Breadcasters Promotion
Association 26th annual seminar and Broadcast
Designers Association fourth annual seminar. St.
Francis hotel, San Francisco. Future seminars:
June 1-4, 1983, Fairmont hotel, New Orleans; June
10-14, 1984, Caesars Palace, Las Vegas, and
1985, Chicago.

seventh annual midyear conference and research fair.
Hyatt Regency hotel, Chicago

Sept. 23— International Radio and Television
Society newsmaker tuncheon. Speaker: FCC Chairman
Mark Fowter. Grand Ballroom, Waldorf Astoria hotel,
New York.

Sept. 23-25— Public Service Satellite Consortium
sixth annual conference for satellite communications
users. Washington Hilton, Washington. Information:
Polly Reed Rash, PSSC director of communications,

Suite 907, 1660 L Street, N.W, Washington 20036,
(202) 331-1154

Sept. 23-26— National Broadcast Association for
Community Affairs annual conference. Manor Vail
Lodge, Vail, Colo. Information: Marcia West, KOA-AM-
TV Denver, (303) 861-4444

Sept. 24-25— National Association of Black Qwned
Broadcasters annual broadcast management con-
ference. National Association of Broadcasters head-
quarters, Washington.

 THE BECK-ROSS COMMUNICRIIONS STATIONS ™

Dynamic...Vibrant...In Touch.

WBLI-FM
G ISLAND. N.Y

WKMF-AM
FLINT. MICHIGAN

WHCN-FM
HARTFORD. CT

WGMZ-FM
FLINT. MICHIGAN

WKTZ-FM
JACKSONVILLE. FLA

WKTZ-AM
JACKSONVILLE. FLA
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Sept. 24-26— American Women in Radio and
Television Western area conference. Marina City Club,
Marina del Rey, Calif.

Sept. 25— Society of Broadcast Engineers central
New York regional convention and equipment show.
Hilton Inn. information: Hugh Cleland, noncommercial
WCNY-FM-TV Liverpool, N.Y, (315) 457-0440.

Sept. 25-26— Society of Broadcast Engineers, north
Texas chapter, Southwest regional convention and ex-
position. Rodeway Inn, Arlington, Tex

Sept. 25-26— New York State AP Broadcasters
Association annual meeting and awards banquet
Niagara Hilton, Niagara Falls, N.Y.

Sept. 27-29— Minnesota Broadcasters Association
fall convention. Guests wiil include Richard Witey,
former FCC chairman, now with Washington law firm
of Kirkland & Ellis, and Jim Popham, VP-congressional
tiaison, National Association of Broadcasters, Wash-
ington. Holiday Inn Downtown, Rochester Minn

Sept. 28-30— Nevada Broadcasters Association an
nual convention. Elko, Nev.

Sept. 28-30— Texas Association of Broadcasters
engineering-management conference. Loew's Anatole
hotel, Dallas.

Sept. 29-30—Arbitron Radio workshop. Copley
Plaza, Boston.

Sept. 29-30— Louisiana Association of Broad-
casters license renewal-EEQ seminars. One will be
held at Travetodge North In Lafayette, La., on Sept. 29,
and another at Holiday Inn in Natchitoches, La.. on
Sept. 30.

Sept. 30— lowa Cable Television Association annual
state convention. Marriott hotel, Des Moines, lowa

Sept. 30—Deadline for entries in Ohio State Awards
honoring excellence in educational, informational and
public affairs broadcasting, sponsored by Institute for
Education by Radio-Television. Information: Ohio
State Awards, c/o WOSU Stations, 2400 Olentangy
River Road, Columbus, Ohio, 43210

Sept. 30-Oct. 2— Mid-America Cable TV Associa-
tion 24th annual meeting and show. Exhibition Hall,
Municipal Auditorium, Kansas City, Mo. Information:
Rob Marshall, Mid-America Cable TV, Route 1
Lecompton, Kan,, 66050, (913) 887-6119

]
October

Oct. 1-2— University of Illinois sixth scholar-educa-
tor conference, "Education, Media for the Millions, and
Government Policy in the 1980's” University of illinois,
Champaign-Urbana. IIl.

Oct. 2-3— Florida Association of Broadcasters fall
conference. Opryland, Nashville.

Oct. 2-4 — American Women in Radio and Television
west central area conference. Regency West, Omaha

Oct. 3-4— New Jersey Associated Press Broadcasters
Association’s annual fall meeting. Harrah's Marina
casino hotel, Atlantic City.

Oct. 4-6—-Cable Software Symposium and Exposi-
tion, co-sponsored by National Cable Television
Association and Cable Television Administration and
Marketing Society. Hyatt Regency hotel, New Orleans

Oct. 4-6— Kentucky CATV Association convention.
Executive Inn, Owensboro

Oct. 4-6 — New Jersey Broadcasters Association 35th
annual convention. Golden Nugget casino hotel, Atlan-
tic City, N.J.

1]

e
Lists of cable penetration percent-
agesin Aug. 10 issue (page 60) were in-
correctly labeled—chart headed "Ar-
bitron” should have been "Nielsen” and
vice versa.

m]

Chart in Aug. 10 issue (page 50) on
per-home market revenues omitted
Salinas-Monterev-San Jose, Calif.,
market. Figure for that market is
$95.39, placing it at top of list.




YOU ASKED FOR IT and we're delivering it!
Network Quality

$18 million,the largest budget ever
allocated for a syndicated strip series!

Rich Little, program star ... favorite
of millions!

Full time staff of 150 posted through-
out the world!

Headed by Executive Producers
Lee Mendelson and Robert Guenette.

Lee Mendelson,Emmy-winning pro-
ducer of Charlie Brown and 65 network
specials! And Robert Guenette, Emmy-
winning writer, producer, director of
network specials (Ripley's Believe It
or Not, Roots: One Year Later) and
the outstanding TV feature Victory at
Entebbe!

The first truly Network
Quality strip series ever
produced for Prime- /4
time Access! £y

YOU ASKED FORIT,
. starring Rich Little.

THE COMPANY THAT DELIVERS

Sandy Frank Productions, Inc.

645 MADISON AVENUE, NEW YORK, N.Y. 10022 (212) 628-2770 ] TWX: 710-581-5205 [] TELEX 429660




Television/Radio Age

Special ratings analysis shows that
The ABC Owned Television Stations
lead substantially in Adults 18-49
sign-on to sign-off and prime time

- .
in all five markets.
Mon-Sun Mon-Sun

___ Sign-On/Sign-Off Prime Time

Wom Men Wom Men
- . 1849 1849 1849 1849

New York WABC (sc) 21 22 20 24 24
WNBC nsc) 19 17 20 22 22

WCBS css) 18 17 20 22 19

WNEW 16 17 13 7 8

WPIX 11 1" 13 5 1"

WOR 9 6 7 2 5

Chicago WLS ec) 24 32 27 29 25
WBBM ces) 22 21 20 27 25

WMAQ nec) 19 21 20 27 25

WGN 18 1" 20 7 14

WFLD 14 1" 13 5 6

Detroit WXYZ aec) 32 41 33 35 30
WJBK ces) 24 24 25 28 24

WDIV nec) 24 24 25 25 24

WKBD 12 12 17 5 6

Los KABC sc) 21 22 21 25 23
Angeles KNBC wec) 18 17 14 20 20
KNXT (css) 16 17 14 20 17

KTLA 12 1" 14 10 1"

KTTV 12 1" 14 5 3

KCOP 9 6 7 5 9

KHJ 6 6 7 3 3

San KGO @ec) 26 31 27 29 26
Francisco KPIX css) 23 23 18 24 23
KRON wec) 17 15 18 18 16

KTVU 14 15 18 9 13

KBHK 6 8 9 3 3

‘Source: Artutron, May 1981, Prime Time: M-Sa 8-11PM andt Su 7-11PM ET; M-Sa 7.10PM and Su 6-10PM CT.
Analysis and Tabulation Copyright TELEVISION/RADIO AGE.
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The ABC Owned Television Stations

WABC-TV New York / WES-TV Chicagto / WXYZ-TV Detroit
KARBC-TV Los Angeles T KGO-TV San Francisco
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Anatomy of a victory

EDiTOR: If ever there was a shining exam-
ple of the leadership role that the National
Association of Broadcasters plays in behalf
of radio, the FCC vote to retain 10 khz is
1t.

The industry really came together under
the NAB-sponsored Task Force on Radio
Allocations which analyzed the false
assumptions behind the previous 9 khz
decisiont and was able to build a record to
show that the potential small reward was
not worth the certain huge risk to the
broadcasting system of the U.S.

Much credit belongs to the engineers,
lawyers and broadcasters who, facing what
appeared to be insurmountable obstacles,
worked so hard and so effectively on and
in conjunction with the task force. And
special credit belongs to those many
daytime broadcasters whose heads ruled
their emotions and who came to realize
that 9 khz was not the answer to their
problems.

Whenever our industry can get
together, we sure can do ourselves a lot of
good.—Arnold S. Lerner, wLLHIAMI.
WSSHIFM/ Lowell, Mass., former chairman,
NAB Task Force on Radio Allocations,
Lowell, Mass.

_—————m——
States’ rights

EDITOR: We enjoyed your Aug. 3 editorial
on the new broadcasting bill hatched with
the budget legislation.

It did have one flaw, sad to say. You
neglected the state associations in the list
of those who worked for this success.
Many of our members and staffs did the
grass-roots work in D.C. that led to *‘get-
ting the votes”’— Thomas C. Sawyer, ex-
ecutive vice president, Ohio Association of
Broadcasters, Columbus.

YV ——
Fix those fees

EpiToR: This broadcaster feels that annual
fees are inevitable. However, the proposed
formula for assessment certainly isn’t fair
to all broadcasters.

TV comes close to a fair fee spread
designed by ‘‘market placement,” but
radio is being measured by ‘‘power out-
put.”’ This means a 250 w station in New
York or Los Angeles would be assessed
much less than a § kw station in Sedona,
Ariz., serving a population of 9,000 resi-
dents.

I agree with Mr. Rew’s letter (BROAD-
CASTING, July 27) that there’s a need for
fairness in the fee related to radio. The
marketplace or the rate card are the usual

measures for establishing a fee in broad-
casting. The National Association of
Broadcasters, Radio Advertising Bureau,
the National Radio Broadcasters Associa-
tion, most state associations and prac-
tically all syndicated services relate their
fee requirements to the market size or rate
card. It’s a sensible approach to fee assess-
ment, which appears to be the price for
deregulation.—Joe Tabback, president,
KAZM(AM) Sedona, Ariz.

L
Going it alone

EpiTOR: Your [Aug. 3] article said that
[our] Video Satellite Systems has indi-
cated a willingness to lease satellite
capacity from others, and I was quoted as
saying that I had already talked to Direct
Broadcast Satellite Corp. about leasing
transponders to deliver VSS’s one channel
of programing. This meeting took place
some time prior to the submission of
VSS’s application. We have no intention of
leasing transponders from others, and in-
tend to proceed with VSS in the launch of
an independent service.— Robert W.
Johnson, chairman, Dominion Satellite
Network, Naples, Fla.

EDITOR: Your story gives the impression
that USSB would lease channels from
others. The phrase ‘‘a willingness to lease
satellite capacity’’ needs amplification.
USSB would consider leasing equipment,
not channels. We would indeed be the
licensee of the satellite and provide a full
service to the public and industry on a full-
time basis.— Robert E. Lee, director, U.S.
Satellite Broadcasting Co., St. Paul.

= —————————— ]
Budget breakdown

EDITOR: I read with interest your article on
the FCC’s fiscal year 1983 budget request
to the Office of Management and Budget
(BROADCASTING, July 20).

The increase of $8.8 million over the
commission’s FY 1982 request was cor-
rectly reported. However, it should be
noted that $4.5 million of this amount was
requested for the consolidation of all FCC
headquarters personnel in one office
building. We believe that this consolida-
tion will increase efficiency and improve
the management of the commission. Of
the remainder, major items include: $1.6
million to enhance our data automation
program which will increase employe pro-
ductivity and improve service to the
public; $1 million to cover fixed cost in-
creases in such areas as printing and
utilities, and $500,000 to replace FCC
facilities in Hawaii.— Ed Minkel, manage-
ment systems adviser to the FCC chair-
man, Washington.
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Broadcasting Publications Inc.
Sol Taishoft, chairman.
Lawrence B. Taishoff, president
Edwin H. James, vice president.
Irving C. Miller, secretary-treasurer.
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The News Magazine of the Fifth Estate
INCORPORATING
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Cablecastingu.
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1735 DeSales Street, N.W, Washinglon 20036.
Phone: 202-638-1022.
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Sol Taishoff, editor.
Lawrence B. Taishoff, publisher

EDITORIAL

Edwin H. James, executive editor.

Donald V. West, managing editor.

Rufus Crater, chief correspondent (New York).

Leonard Zeidenberg, chief correspondent (Washington).

Mark K. Miller, senior news editor.
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Founded 1931. Broadcasting-Telecasting* introduced
in 1946. Television * acquired in 1961. Cablecasting®
introduced in 19720 *Reg. U.S. Patent Office. 0
Copyright 1981 by Broadcasting Publications inc.
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The king of “real people™ has  bold new weekly magazine
done it again. George Schlatter's  show that captures the
all new “ook atUs" istheundis-  spirit and the humor of

- o
OVER."15% OF ALL US.A, A:lenca as never before
oSN GAL NP 510 of the top 10.

THE NG O%0'S <% 26 of the top 30.

“Look at Us,” premiering
the week of September 14.

Another Giant Killer !.,.. ‘

,_ﬁ/'

puted “hot one” in syndlcatlon
today. More than 100 markets Tele lCtures
have already signed up for the

CORPORATION



Monday:Memor

A broadcast advertising commentary by Robert Clark, VP-advertising and promotion, The Arrow Co., New York

Buttoning up the
shirt market
with television

We believe very strongly in our respon-
sibility to *‘sell through’ for the retailer, as
well as “‘sell in.” We can “‘sellin”’ our pro-
ducts, but if they don’t move, we're not
going to sell too much on the next go-
round. We're not necessarily creating de-
mand —we’re maintaining and increasing
demand for our products.

The marketing strategy of The Arrow
Co. is not unlike that of a packaged goods
company. Nor is it anything new for the
largest division of Cluett, Peabody & Co.

More than a half century ago, the “‘Ar-
row Collar Man"’ already was a household
image, thanks to magazine advertising cre-
ated by the legendary illustrator, J.C.
Leyendecker. In 1949, Arrow pioneered
network television, being one of only 100
advertisers that used the medium that
year. Today, it is making strategic use of
spot television. Its dominance and sales
growth in dress shirts attest to the success
of this strategy.

In 1980, the Arrow division generated
the largest sales and earnings of any Cluett
division while the parent company enjoyed
record sales.

Although the strategy itself is not new,
the execution is. Current advertising
emphasizes use of television—but in an
entirely different way from that used by
Arrow before.

We generally used network television as
an event-type medium. On one occasion,
we did what we called ‘‘lock-up,” buying
full sponsorship of the Tonight Merv
Griffin, and Dick Cavett shows on a single
evening. We got great merchandising
value out of this. With that kind of spon-
sorship, everyone thought our advertising
effort was much more comprehensive. We
even had retailers buying local time on a
co-op basis. On other occasions, we spon-
sored Masters’ Golf, Academy Awards,
NCAA and NFL football.

In 1977, Arrow took a hiatus from
television, making magazines its major ad-
vertising investment. The expense factor
and the inability to get enough visibility
from the budget we had to work with were
the reasons for the switch.

Arrow found a new way to use the
medium, however, and returned in the
spring of 1980. Spot television in 30 top
potential markets for dress sport shirts was
our choice.

We're using television advertising to
achieve our marketing goals as well as to
build our image and awareness. We’'re
picking the markets that have the greatest

Robert B. Clark, VP advertising and promotion,
The Arrow Co., New York, has had a long-time
involvement wth television. In his career with
Arrow, he has been directly responsible for
advertising in 2'l media, including the early
days of Arrow television advertising
dominance, starting in 1949, Clark was
advertising manager for the company prior to
his present position, administering national
advertising, print and broadcast, as well as
local market efforts through the use of retailer
co-op allowances.

potential, picking the period of the year
when shirt sales are the highest and gift
giving is in vogue. Establishing disciplines
and goals for the use of TV to increase our
market share within an efficient advertis-
ing-to-sales ratio is all part of the market-
ing plan.

Peak selling periods—pre-Father’s Day
and November and December—were the
selected times of the year. Customer
targets were slightly more men than
women in the upper middle income
groups, ages 25 to 50.

The buying decision is made more often
by men than women now. It used to be the
reverse. With men more fashion con-
scious, there’s more purchasing for self
than there used to be, and men are stating
their preferences more often. Women care
primarily about the maintenance aspect of
the shirt.
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Concentrating our efforts into two four-
week heavyweight TV advertising periods
per year gets visibility in a compact period
of time as opposed to being scattered
throughout the year. We've achieved a
very high awareness level as a brand as it is
and the consumer may not be conscious of
not seeing us on television or in maga-
zines for a period of time. With the con-
centrated schedule, the awareness level is
accelerated at peak selling periods.

Awareness levels were surveyed by
Market Probe International before and
after the spring 1980 campaign. Unaided
awareness of Arrow both as a dress and a
sport shirt brand increased significantly
after the intensive television campaign.

More important, a retail sales audit
showed average weekly sales of Arrow
sportswear were significantly higher in the
television markets than in non-TV
markets when compared to the period just
prior to the flight. It’'s moving products at
retail so we know it’s working.

Although Arrow provides retailers with
co-op allowances, the major-market spot
television commercials are placed and paid
for by Arrow. Each commercial is
customized with individual store tags for
participating retailers. For the spring of
1981, additional markets were offered the
spot television program, bringing the total
participating to nearly 50.

In September 1981, Arrow wiil add
another dimension to the marketing
strategy, returning to network television
and featuring a promotion that represents
a first in its business. We’re going to ad-
vertise early in the season on the Tonight
and Today shows for two concentrated
one-week periods, one in September and
the other in early October. This early-
season effort for dress and sports shirts
will announce the ‘‘Arrow Advantage’’
program in which a customer will be en-
titled to a gift certificate with a value of
$10 with the purchase of two or more Ar-
row shirts between mid-September and
mid-October. Traditionally, this is a slow
period for shirt sales. Then in November
and December, we’ll again have our
market-concentration TV program.

In support of the television efforts, Ar-
row will continue to use magazines such as
Playboy, Sports Illustrated, People, Time
and Newsweek. For the ‘‘Arrow Advan-
tage” promotion, ads will run in Sports Il-
lustrated and People.

The ‘“‘Arrow Advantage’’ gives retailers
more to work with. They need ideas,
something different, a handle they can
grasp and make work for them. What
we're doing is of direct local benefit to
retailers. They have the capability to make
a direct tie-in with our product.
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Westinghouse, ABC to joint venture
into 24-hour cable news programing

Two channels in development,
one for ‘radio news with
pictures, other for in-depth
treatments; to be advertiser-
supported; first challenge is

to loosen CNN's grip on market

Westinghouse Broadcasting and ABC
combined forces last week in Satellite
NewsChannels, a joint venture designed
to produce two 24-hour channels of adver-
tiser-supported cable news that will be
beamed free to cable operators. Working
with Group W and ABC as regional news
providers will be a list of local stations that
include properties owned by such promi-
nent group broadcasters as Metromedia,
Scripps-Howard, Cox and Hatch.

“Unique,” *‘exciting,” and *‘highly in-
novative’’ were among the superlatives
being tossed about by the all-star cast as-
sembled to break the news. Jonathan
Hayes, president of Group W Satellite
Communications, and Herbert Granath,
ABC Video Enterprises’ chief, were
assisted in making the announcement by
Group W President Dan Ritchie, ABC Ex-
ecutive Vice President Fred Pierce and
ABC News and Sports President Roone
Arledge.

The Group W/ABC venture puts them
in active competition with the Cable News
Network of Ted Turner.

Billed as a blend of narrowcasting and
broadcasting, Satellite NewsChannels’ two
services are to be distinctly different. The
first will be a video service modeled on the
**all-news radio”’ format of Group W radio
stations, with the top national and interna-
tional news stories cycled every 18
minutes. In fact, Bill Scott, the senior vice
president of Group W’s Radio Group who
is taking over as president of Satellite
NewsChannels, said he’ll use a paraphrase
of the Group W all-news-radio motto—
**Give us 18 minutes and we’ll give you
the world.”” As part of this first channel,
the regional contributors, 24 in all, will
each provide a five-minute insert every
hour for cable systems in their territories.

The second service, apparently in a far
more embryonic stage, will be used to pro-
vide ‘‘in-depth™ coverage of particular
stories.

The first channel will make use of the
five transponders that Group W has
secured on Westar IV, due to become
operational in spring 1982. One trans-

ponder will carry the full network feed,
divided into 10 six-minute segments. It
will be uplinked from the Stamford,
Conn., headquarters of NewsChannels. Of
those 10 network segments in an hour, the
lead one in each half hour will be carried
by the full network. That leaves eight other
segments into which the regional feeds
can be dropped. Three transponders will
be devoted to those feeds, which means
that by serving three regions at a time,
within the hour all cable systems in the 24
regions will have received one localized
feed for their use. The fifth transponder
will be used for the regional contributors
to feed back to the Stamford headquarters.

The second channel can’t become
operational until Westar V does—targeted
for November 1982. Group W has ar-
ranged for 10 transponders on that bird,
which will then replace and supplement
the five on Westar V.

The advertising support for the first
channel will come from the sale of 10 net-
work minutes in each hour, one in each
six-minute block. The regional contribu-
tors will get 90 seconds to sell in each of
their hourly five-minute feeds.

The network feed for the first channel

MG T

will be composed of ‘‘raw footage' from
ABC News, plus regional materials, wire
service information, reports from a Wash-
ington bureau that NewsChannels will
open, and material from ‘‘other news
organizations.”

The ABC footage used on this channel
will not include any correspondents, ac-
cording to Arledge, or any material that
might be deemed ‘‘proprietary”” ABC
News will maintain someone in its own
organization who will ‘*decide what can be
released’’ to NewsChannels, Arledge said,
as now happens with the news service
ABC feeds its affiliates. Furthermore,
ABC News gets to ‘‘designate’ the in-
dividual who will function as the executive
producer for NewsChannels. Following
the news conference, Arledge said he
believes news material should divide fairly
easily into what can and cannot be pro-
vided to NewsChannels, although he con-
ceded its “‘inevitable’’ that ‘‘there will be
some difficult calls.”” And Bill Scott’s com-
ments on Wednesday seemed to suggest
all those details haven’t been completely
worked out.

The second service is ‘‘the one that ex-
cites us most at ABC News,”” Ariedge said.
Around-the-clock operation ‘‘allows us to
develop new forms™ of news programing
“‘that will appeal to people not satisfied
with 22 minutes of evening news.”
Nightline and Viewpoint were examples of
long-form material cited, although

Marriage made for the heavens. Jonathan Hayes (), president of Group W Satellite Com-
munications, and ABC Video Enterprises Vice President in Charge Herb Granath announced the
joint venture to develop and operate The Satellite NewsChannels at a luncheon last week in New
York.
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Arledge stressed the channel is still in a
‘‘very experimental’’ stage. However,
plans call for ABC correspondents to ap-
pear on the service. In fact, Arledge said
later, ‘‘you can imagine what will happen
at ABC News when people hear we’ve got
a 24-hour channel.”’

For all the material that filled the news
conference last week, there were several
important questions left unanswered.
Perhaps chief among them is how
NewsChannels might seek to overcome
the very real handicap faced by any cable
service that seeks to be distributed by a
satellite other than RCA’s Satcom 1. Asked
if the partners plan to aid cable systems in
acquiring the extra receive antennas most
would need to look at another satellite,
Hayes responded that such a consideration
was part of the service’s marketing plan
and that ‘‘we’ll have subsequent announ-
cements’’ on that score.

While the new partners noted they will
each contribute equally to the NewsChan-
nels investment, they wouldn’t specify
what it would be.

And all questions about how these new
cable news entrants think their service
might affect CNN were deflected by com-
ments such as Hayes’s: *“We’re not trying
to put anybody out of business, we’re just
trying to get us in.”’

Ted Turner was not commenting directly
on the competition last week. But at a
press conference to announce a program-
ing deal between his superstation
wTBS(TV) Atlanta and the Jacques
Cousteau Society in Washington last
Tuesday, he digressed to say he didn’t
believe two news operations could survive
in today’s cable environment. It would be
“really difficult’” for two networks to
prosper and provide high-quality service in
a business where there is ‘*no top limit to
how much you can spend.” Cable opera-
tors, he said, would be ‘‘best served by
concentrating their efforts on building up
one ... until the industry has enough

coverage to support two,” he said. ‘‘It’s
better to have one strong network than
two weak ones.”’

Turner, who has been trying to block the
Westinghouse-Teleprompter merger on

Satellite NewsChannels President Bill Scott

antitrust grounds— Teleprompter systems,
Turner claimed, were waiting for the
Westinghouse service and not signing up
CNN —also voiced concern over the indus-
try trend toward contro! of programing ser-
vices by the major MSO’s which he called
a ‘‘very dangerous situation.” There is, he
said, ‘‘very little room for independent
programing services to be viable”” Re-
ferring to the Reagan administration in-
clination to approve ‘‘any merger,” Turner
said ‘‘the public has to be protected from
monopolies.”

The stockholders in Turner Broadcast-
ing System certainly weren’t cheered; the
bid price of the over-the-counter issue
dropped about $3 to $13.50 Wednesday.

Wall Street’s communications analysts,
however, don’t really see CNN affected all
that heavily by NewsChannels, at least for
the near term.

Tony Hoffman of A.G. Becker said that
NewsChannels will be *‘a difficult sale to
cable systems—it’s being designed by
broadcasters” who he feels don’t recog-
nize the desires of cable owners. Cable
systems, for example, would have to add
the capacity to switch between the national
and local feeds. While CNN doesn’t offer
a lot of regionalized coverage, it’s a fully
switched network.

John Reidy of Drexel Burnham Lam-
bert finds CNN’s Satcom | advantage a pri-
mary consideration, and he also noted that
in virtually every proposal for a new build
in the cable industry, CNN is included.
Reidy doesn’t see cable operators rushing
out either to buy new dishes or change
their franchise applications. However, he
did note that the absence of a CNN-style
per-subscriber fee could develop into a
major influence in NewsChannels’ flavor.

Donaldson, Lufkin & Jenrette’s Dennis
Leibowitz, conceding the Satcom/Westar
disadvantage, doesn’t think NewsChan-
nels will harm CNN initially, though he
also thinks the Satcom advantage will
lessen over time as more programing goes
on more satellites. Looking at NewsChan-
nels, Leibowitz says the plan is a ‘‘good
move’’ for ABC and Group W—‘"There
are a lot of advantages [for Group W and
ABCI; they’re using in-house staff and the
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service is of a repetitive nature, they
should be able to do this for less than it
costs Turner.”

One group that’s going to have a lot of
questions for ABC will be its affiliates.
ABC was stressing that both the contempl-
ated services are designed to provide
material that would not compete with—in
deed, it was suggested, not be wanted by,
broadcast stations.

Still, the announcement caught many
affiliates by surprise. Calls from ABC alert-
ed stations to the news only Tuesday night
and Wednesday morning. And 75 news
directors of ABC stations were finishing
up a two-day seminar, and expecting to
hear, as were many in the industry, about a
new Group W news service. When word
came that their own network was involved,
the news directors were ‘‘taken aback’” ac-
cording to WRAU-TV Peoria General Man-
ager Robert Rice, who sits on the affiliates
board. *“It’s too early to tell,” says Rice,
what overall affiliate response will be, and
he himself wanted more time to study the
plan. But some ¢f the concerns he thinks
affiliates are likely to have include the
amount of advertising competition in a
market from NewsChannels, to what ex-
tent the regional news providers for
NewsChannels will be able to cross-pro-
mote their own local news, and whether
there’s any chance material an affiliate
feeds ABC might wind up on cable.

Still, Max Sklower, general manager of
KOAT-TV Albuquerque, N.M., said ‘‘you
can’t blame ABC for wanting to compete
(in the cable field] ... the government’s
excluded broadcasters for too long.’
ABC’s hinted all along that it had an in-
terest in cable news, Skiower suggests, say-
ing “‘they can’t bury their heads in the
sand.”

Of the 12 stations that have already been
signed by NewsChannels as regional con-
tributors, two are ABC affiliates, wss-Tv,
Cox’s Atlanta station, and wWews Cleve-
land. The latter is a Scripps-Howard opera-
tion, which together with Scripps’s wCPO-
Tv Cincinnati will handle the Ohio area;
Scripps’s wMC-TV Memphis will also be a
contributor.

Two Metromedia stations are involved —

ABC News and Sports President Roone Arledge
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WNEW-TV New York and KTTvV Los
Angeles, and that group owner last week
said it was ‘‘extremely gratifying to partici-
pate’ in the venture, which it feels has
‘‘exponential growth potential”> in the
markets it will serve.

Also included are Hatch Stations’ KuTv
Salt Lake City, and independently owned
WwCCO-TV Minneapolis. WCCO-TV's execu-
tive vice president, Jim Rupp, according to
Group W's Dan Ritchie, was ‘‘the first per-
son to really get us into this.”

The four Group W stations on the list
are wBz-Tv Boston, Kyw-Tv Philadelphia,
KDKA-TV Pittsburgh and Kpix San Fran-
cisco.

The cable industry’s response to
NewsChannels was not immediately evi-
dent. Several multiple system operators con-
tacted last week felt they needed more time
and more details before commenting on
the ABC/Westinghouse proposal.

Tele-Communications Inc.’s John
Malone called it a ‘*potent combination,”
saying he ‘‘very much liked the localized
element and . . . the price. It’s great to have
one more high quality product.’”” Aithough

J

the partners on Wednesday said
NewsChannels would include cable
system advertising availabilities, any
specifics fell into the *‘marketing plan™
area of noninformation. And TCI’s
Malone noted he’s very interested in the
advertising questions, adding that if
NewsChannels “‘just offers us carriage
(and not avails) it’s not nearly as attractive
as Turner’s deal.”

Malone, who praised the CNN news
programing, said that where TCI has the
capacity, it would likely carry both services.
*I can see a different pitch coming out of
the different formats,” he said.

One side effect of the NewsChannels
announcement was suggested by news
consultant Al Primo. With a staff of 250 in
the Stamford headquarters,'it’s got to open
up a whole lot of jobs,’ Primo observed.

Four people who get additional jobs, or
at least titles, out of the NewsChannels
setup are the members of the joint ven-
ture’s board of directors— Hayes and Scott
representing GWSC, and Granath and
ABC News Senior Vice President Richard
Wald for ABC.

Networks out to end PTAR

Prime-time access rule, which
created golden half hour for
stations and syndicators, would
be repealed if NBC petition—

and others to come from ABC and
CBS —persuade an FCC that may
already be receptive; thought of
hour-tong evening news held out
as bait; station resistance sure

Repeal of the prime-time access rule
emerged as a clear possibility last week as
NBC took the lead in formally asking the
commission to set the rule aside and
hinted—but didn’t specifically say—that
NBC might seek to expand into that
7:30-8:00 p.m. NYT period by lengthening
NBC Nightly News to 60 minutes.

The rule, NBC argued, is *‘a barrier’’ to
60-minute evening news.

Officials of both ABC and CBS said they
expected to follow suit with support for
repeal of the rule without specifying how
they might use the time. At ABC—which
originally supported adoption of the rule
because ABC then was financially strap-
ped and stood to save four weekly hours of
production costs by its adoption—a
spokesman said its upcoming filing would
in effect say that the rule had not achieved
its purpose and that ‘‘the public would be
better served’’ if it were abandoned.

Coming at a time when the commission
is in an avowedly deregulatory mood, the
move to set the rule aside was given a good
chance of success. Three current commis-
sioners, including Chairman Mark Fowler,
are on record as favoring a rulemaking
looking towards the rule’s elimination.

But the realities of relationships be-
tween networks and affiliates suggest that
stations would not give up the time with-

out a fight, even it the rule were repealed.
It has proved enormously successful for
them financially.

Fred Paxton, president of WPAD-TV
Paducah, Ky., chairman of the NBC-TV
affiliates board, was quick to criticize. In
an interview he said that ‘‘affiliates
definitely do not like NBC’s proposal.”
And what irks Paxton personally, he said,
is that the network links the request to
scrap PTAR with expanding network
news.

“This gives the impression that if we
favor keeping PTAR, we're against ex-
panding the news,” he said. ““We’re not
against expanding the news. But we don’t
want the network expanding in our time.
If the network insists on having the PTAR
time, it should be willing to swap another
half hour in prime time.”

Moreover, Paxton contended, access
time is finally coming into its own. He
noted that 104 TV stations are now carry-
ing PM Magazine with local production,
and that others have bought the expensive
Entertainment Tonight and other costly
syndicated properties.

““The abolition of the prime access
rule,” he continued, ‘‘would create havoc
among stations. They would suffer severe
financial problems. They have invested for
camera crews and for expensive program-
ing.”” In addition, he said, his station now
carries a one-hour local news program plus
the network half hour. He conceded there
might be a ‘‘larger appetite’” for news in
some larger markets but a move to 90
minutes is ‘‘about the limit in a market of
this size’

James G. Babb Jr., executive vice presi-
dent of waTv(TV) Charlotte, N.C., and
president of the CBS-TV affiliates associ-
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ation, reported he has had ‘‘many calls”
from affiliate station executives
throughout the country expressing their
opposition to rescinding PTAR. He
hastened to say he has had no indication
that CBS-TV intends to recapture the
7:30-8 p.m. period.

He said stations are investing substan-
tially in the access period. WBTV(TV), he
noted, is going into the third year of PM
Magazine and has a staff of 11 people and
two mobile units. He said this situation is
similar in other markets.

Babb said he feels CBS, if it does expand
its news, will not look to the 7:30 p.m. ac-
cess time but to 6:30-7 p.m. But he added
that to his knowledge, CBS has no specific
plan at present.

“Qur affiliates do not want to lose
PTAR." Babb said. ‘‘Last summer and fall
80% of our affiliates asked the association
to file comments with the FCC. We did so
last September, and 90% of the affiliates
asked us to express the desire not to res-
cind the prime access rule.”

Ward Huey, executive vice president
and general manager of WFAaA-TV Dallas
and chairman of the ABC-TV affiliates as-
sociation, said the group’s board of gover-
nors has arranged a conference call tomor-
row (Aug. 18) to discuss developments on
PTAR as well as other subjects. He said he is
**seriously concerned’ about the possibility
of eliminating PTAR and believes the board
and affiliates feel the same way.

Huey said strides have been made by sta-
tions in the past few years to fulfill one of
the objectives of the rule—local program-
ing—and believes the success of the vari-
ous PM Magazine programs is encourag-
ing stations to look into other local areas.
He cited as an example WFAA-TV's
Weekend Journal, carried on Saturday in
the access period.

*It would be sad if PTAR is abolished
in view of the progress that is being
made,’ Huey said.

He also opposed the insertion of net-
work news in the prime-access period and
said he believes ABC affiliates share this
sentiment. He is not opposed to an addi-
tional half-hour of network news, pro-
vided networks place it outside local
time.

*I don’t think that network news ratings
have been that terrific,” he continued,
“‘but if they think news is such a block-
buster, let them place it from 8 to 11 p.m.”

Solid criticism could also be expected
from syndicators who have found that the
rule, adopted in 1971, has provided an
ongoing market for programs for the ac-
cess period.

The question of expanding network eve-
ning news—if the expansion should in-
volve time that now is filled by the sta-
tions—is no less controversial. All three
networks have tried and been turned back
by affiliate resistance, although all three
still insist that it is an idea whose time will
come—some time.

NBC officials indicated after the filing
that they don't necessarily link PTAR
repeal with an early offering of longer
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news. And NBC-TV President Raymond
Timothy said that ‘‘before we would do
any additional programing in what is now
local time, we would consult with our
affiliates—who after ali are our partners—
and in any event would work out an ar-
rangement with them whereby we either
swapped time or shared commercial in-
ventory.”’

NBC made its request, asking for *‘an
expedited rulemaking to repeal’’ the rule,
in comments submitted in response to a
petition filed by Chronicle Broadcasting
Co., whose KRON-Tv is an NBC affiliate.
KRON-TV's petition seeks a rulemaking to
repeal a section of the rule that keeps net-
work affiliates from carrying off-network
programs in access time (BROADCASTING,
July 27). (The rule applies only in the top
50 markets, but in reality its effect is
universal, since it's uneconomical to pro-
gram below that level.)

NBC's comments said —as NBC officials
have said in the past—that the prime-time
access rule operates against the public in-
terest by, among other things, *‘acting as a
barrier to the ability of NBC or other net-
works to offer a one-hour early-evening
national news program to affiliates.

“‘Clearly, it would be in the public in-
terest to allow affiliates to broadcast
enhanced network news programing, thus
permitting in-depth coverage of certain
important news events and inclusion of
other stories for which there is no time at
all in a half-hour format. Doing away with
the current restrictions on stations’ ability
to accept for broadcast a one-hour evening
network news program should be a matter
of high priority for the commission, war-
ranting a prompt waiver to remove that
restraint.”

NBC noted that not only had FCC
Chairman Fowler, in a statement joined by
Commissioners James Quello and Joseph
Fogarty and then-Commissioner Robert
E. Lee, advocated a proceeding looking to
the rule’s repeal, but also the FCC’s net-
work inquiry staff, after a two-year study,
concluded that the rule had not achieved
its objectives or advanced the public in-
terest and should be repealed.

The four commissioners’ interest in
PTAR repeal was made known in a state-
ment by Fowler, joined by Lee, Quello and
Fogarty, in the FCC’s opinion interpreting
the network financial interest rule to per-
mit CBS to acquire programing for non-
broadcasting purposes (BROADCASTING,
June 22). In the statement, Fowler said
that “‘one must seriously question ...
whether the program supply marketplace
as it functions today has not completely
eroded whatever public policy foundation
the financial interest syndication and
prime-time access rules might ever have
had. Our next step should be the institu-
tion of rulemaking proceedings looking
toward the elimination of these rules.”’

The *‘thorough’’ study already given the
subject by the FCC inquiry staff, NBC
said, ‘‘permits the commission to take
rapid action.”

The inquiry staff, NBC continued, re-

jected the notion that networks torce attili-
ates to clear programs and any idea that
the rule has generated network-quality
programs in the access period: ‘‘Stated
simply, the staff found that PTAR merely
has somewhat increased the number of
participants in the first-run syndication
supply industry and has achieved a
transference of wealth to particular sup-
pliers —results that are neither of benefit
to viewers nor proper commission goals.”’

NBC told the commission that ‘‘the
only arguments that can be mounted in
support of PTAR do not present any valid
public interest reasons for retaining the
rule. For example, it has been claimed that
PTAR has resulted in an increased num-
ber of syndicators. Of course, the pro-
ducers of almost all of the most popular
access shows were already successful
television producers before the adoption
of PTAR. Moreover, as the inquiry staff
pointed out, even assuming an increase in
the number of companies engaged in syn-
dication, or greater profitability for certain
syndicators, diversity in programing or
other public interest benefits do not
follow.”

As for contentions that some programs
occupying current access periods would
not have developed without PTAR, NBC
said that this “‘ignores the fact that current
access fare and similar programs could
continue to be offered even were the rule
to be repealed.

**Certainly stations would remain free to

broadcast such programs by -exercising
their own programing judgment. . .. Given
the special staff’s explicit findings that sta-
tions are free to determine for themselves
whether or not to clear network program-
ing, there is no justification for the com-
mission to continue to provide a competi-
tion-free marketplace for syndicators by
forbidding affiliates even to.consider a net-
work program option in present access
time.”

NBC also cited an increase in the num-
ber of independent TV stations, ‘‘the in-
creased viability and market penetration of
new program delivery systems such as pay
cable and STV and other new tech-
nologies™’ as offering ‘‘far greater’ pro-
gram diversity for the viewer than ever
before and ‘‘even further alternatives to
syndicators.”

In the end, if some access programs fail
in competition with network programs, it
would be because viewers prefer the net-
work fare, NBC continued, and ad-
ded: *‘The public interest is hardly served
by regulation depriving stations of the
freedom to choose broadcast network pro-
grams that they believe viewers would
prefer so that syndicators may have a com-
petition-free niche for less popular shows.
... In short, the commission, in fulfilling
its proper regulatory role, should not con-
tinue to interfere with the marketplace
merely to protect the continued prof-
itability of a certain group of program sup-
pliers.”

Cablevision snatches Boston prize

Mayor White picks Long Island MSO
over bid of Warner Amex;
experimentation, community access
chief reasons given for choice

Cablevision Systems Boston was awarded
the city’s cable television franchise last
week because of its aggressive marketing
approach, commitment to a nonprofit
community access corporation and willing-
ness to experiment.

Those were the reasons cited by Boston
Mayor Kevin H. White last Wednesday for
awarding the 15-year franchise to wire
Boston’s 240,000 households (BROAD-
CASTING, June 29).

Cablevision, whose managing general
partner, Charles E Dolan, holds the same
position with Cablevision Systems near
New York and Chicago, estimates it will
take three-and-a-half years to wire Boston
at a cost of $94 million. The losing com-
petitor, Warner Amex Cable Communica-
tions, estimated that the job would take
five years and $79 million. A city lawyer
told BROADCASTING that it would take a
year before the final license, which will in-
clude strict enforcement regulations, is
finally awarded.

In the final weeks leading up to the
award, Cablevision had brought in former
FCC Chairman Charles Ferris to lobby for
its side. Cablevision’s somewhat radical
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proposal of higher than usual penetration
figures allowing for lower rate structures
had been the source of some questions. Its
bid called for 63% initial penetration and
74% by the system’s 10th year of opera-
tion. The 52-channel basic service would
cost $2 per month. Revenues from Home
Box Office ($7) and a 20-channel two-way
service ($6), the company said, would
compensate for the low base rate.

Warner's bid projected 52% penetration
with the first tier of 36 channels costing
$5.95 per month. The company also
offered its two-way Qube service plus
hefty investments in a local origination
production center and its yearly budget.

White, who made the choice after 20
hours of briefings from a cable study
group, praised both companies’ ‘‘superb’’
proposals. He defended his solo decision
as proving that the cable industry “‘will be
good if it doesn’t have to peddle itself to a
bunch of civic leaders. The more people,
the more the process lends itself to
duplicity.”

White said Dolan ‘‘did not know what to
say’’ when White telephoned him to an-
nounce the closely guarded decision.
Cablevision’s Boston project manager,
Donna Garofano, said she was ‘‘surprised
but always thought we had a shot™ at a
franchise White had refused to consider
awarding eight years ago. She attributed
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Mayor White (1) and Cablevision’s Dolan

In the flush of victory. Charles E. Dolan, founder of Cablevision Systems Development
Corp. has sweated out many a franchise decision, "But never like this one"

When asked by BRoADCASTING in Boston whether he had expected to win the franchise,
Dolan answered that he had no clue. "When we won, I'm surprised you didn't hear the
shouting up here”

Dolan, who flew to Boston to meet with Mayor Kevin H. White about contract details (12
of his associates followed by limousine), expects to be servicing the first subscribers in
seven months, building at a rate of 20 miles a month.

After giving the mayor a Cablevision T-shirt in reception-poor east Boston, Dolan pro-
mised residents that cable would “promote respect for the television set” and “solve the
whole problen: of spectrum scarcity” as welt as giving them better pictures. He and White
discussed, but came to no firm conclusions about, the makeup of the governing board of a
nonprofit community-access corporation that will control 20% of the system's 106 chan-
nels. The mayor said the group will number about 15 and be politically independent.

East Boston residents and the mayor both stressed their happiness with Cabievision's
willingness to let city residents buy 16% interest bonds in Cablevision Boston in $1,000
denominations. There will be an extra 1% interest for every $1 million of profit made by the
limited partnership.

Dolan compared the franchise race to the Boston marathon. And it took a marathon
length of time to finish. Nearly two years ago, a commission headed by Peggy Charren.
president of Action for Children's Television, advised White to begin the award process
after he had decided to postpone it in 1973 because, in his view, the cable industry had not
yet matured. Dolan, creator of Home Box Office and the tiering concept, doesn't disagree
with the mayor's comment that Boston is taking a chance by awarding the franchise to his
f:rm instead of to the more established Warner Amex.

“He is taking a chance on us," Dolan told BROADCASTING. “If we don't meet our commit-
ments, it's bad for us and bad for him" But Dolan isn't planning on things being bad. He
says he saw Boston's tough proposal request as a standard by which all others in the coun-
try will be measured. "As with the Boston marathon course, you're really competing with
your own limitations. In our case, the limitations were technological. We set out to provide
the city with the most technologically superior cable TV system ever designed, and we did

it

the choice to the firm’s innovations, low
rate structure and an uplink for transmit-
ting Boston programing to domestic
satellites for national distribution.

White also cited Cablevision’s willing-
ness to let Boston residents buy long-term
bonds with interest rates that increase if
the franchise profits rise. The mayor
praised both applicants for ‘‘refusing to
surrender their beliefs in their corporate
philosophies.”” He characterized Warner
Amex as careful and reluctant to relin-
quish management responsibility and
Cablevision as adapting to the ‘‘unique-
ness of Boston. Boston gambles, and
Cablevision has a willingness to experi-
ment when it’s not sure of the outcome.”

White said both companies clearly have
the financial capacity, technical skill and
management talent to handle the Boston
franchise. He said he liked Cablevision’s
willingness to let a nonprofit access cor-
poration, to which both competitors had
been willing to give 5% of their revenues,
compete with its own programing.

*‘The cable industry is maturing rapidly.
It’s on the verge of a programing explo-
sion,”” White said. **I'm a convert to ca-
ble.”

The mayor said he and the two remain-
ing competitors all took risks in the
Boston franchise process. The city's re-
quirements, which have been among the
nation’s toughest, ‘‘pushed companies so
far that only two stayed,” he said. “‘If one
more had dropped out, we would have
been embarrassed. They would have called
ufsfjerks up here. We gambled and it paid
oft”’

Cablevision, according to Garofano,
spent ‘‘substantially over $300,000*° in
the franchise competition. Warner Amex,
according to New England franchising
director, Peter Meade, spent around a half
a million dollars.

Nine companies originally applied for
the franchise last November. The New
York Times dropped out first. Failing to
file final applications were the Times Mir-
ror Corp., Time Inc. subsidiary American
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Television & Communications, Rollins
Cablevision, Tribune Cable of Boston and
Boston Cablevision Services. Boston law-
yer Charles Beard said the city will proceed
with the license award despite a suit filed
earlier in the franchising process. Steven
Mindich, publisher of the weekly Boston
Phoenix and president of Adetta Corp.,
one of the original bidders, had unsuc-
cessfully tried to hold up the process until
a final court decision on his claim that the
state’s crossownership ban doesn’t apply
to weekly newspapers.

White House-press
relations judged
good by Gergen

Communications director says
Reagan brings hew openness to job,
press’s liberal bias declining

The relationship between the Reagan
White House and the press could be rosier,
but it’s not bad the way it is, said David
Gergen, White House director of com-
munications, at a box tunch of the Radio-
Television News Directors Association
Metro Washington chapter in Washington
last week.

““We’re very pleased that the climate of
suspicion and outright hostility evident
during past administrations is now ab-
sent,”’ Gergen said.

Gergen said one reason the White
House has been faring well with the press
is that the Reagan administration has been
more open and more ‘‘accountable’ than
previous administrations. Reagan’s open-
ness has percolated down through his
staff, making his White House more ac-
cessible than previous administrations’, he
said.

Although Gergen admitted that Reagan
hasn’t held many press conferences, he
said Reagan has given at least a dozen in-
dividual interviews since he took office.
And, Gergen said, the administration has
otherwise been responsive by providing
access to top White House aides.

But the relationship has as much to do
with the attitude of the press toward the
administration as with the administra-
tion’s attitude toward the press, he said.
The press’s attitude has changed, he said,
partly because of the press’s traditional
practice of easing off on a new administra-
tion but also, he thought, because the
press, like the public, had become ‘‘dis-
illusioned with many of the policies of the
1960°s’’ and now seems more receptive to
“‘probing new paths.”’

Gergen said he didn’t think the press
had become ‘‘conservative,” but he did
think the press had less of a *‘liberal bias™’
than it had in the past.

Gergen commended broadcasters and
the print media for hiring reporters who
had training in economics, a policy that
has made their coverage of the economy
“‘much, much better.”
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TRANSPONDER BOXSCORE

Keeping up with the satellite universe

There's growing reason for
broadcasters and cablecasters

to took heavenward as the
demand for programing creates
a growing supply of transponders

Fifty-four transponders on six satellites
are now serving the program distribution
and production needs of the country’s ca-
ble and broadcasting industries.

Video, audio and various text services
destined for distribution to the home by
wire or the airwaves are being transmitted
on RCA Americom’s Satcom I and Sat-
com I1; Western Union’s Westar I, Westar
11 and Westar 111, and AT&T's Comstar 1/
I1.

Comstar 1/11 will soon revert to carrying
telephone messages and data traffic, but
the number of transponders serving
broadcasting and cable will soar in the
years ahead with the launch of additional
satellites by Western Union, RCA,
Hughes Communications and Southern
Pacific Communications. Satellite Busi-
ness Systems also will make six transpon-
ders available for cable and broadcast ser-
vices on its three SBS satellites.

The primary users of the domestic
satellites are cable programers. Counting
Landmark Communications’ Weather
Channel and Hearst-ABC’s Beta Channel,
due for introduction early next year, and
TeleMine's PET Network and a few new
audio and text services, scheduled for fall
launches, there are 47 cable programing
services on the satellites. Thirty-seven are
full-fledged video services, ranging from
the three hours each Friday night of Black
Entertainment Television to the 24-hour-
a-day programing of Cable News Network,
The Movie Channel, Cinemax and
Showtime. In addition, there are four
audio services, five teletext services and
one slow-scan video service.

The bulk of the cable programing—239
services—is found on the satellite that
started it all, Satcom I, the so-called Cable
Net One. Twenty-one of that satellite’s 24
transponders carry cable programing and
of the remaining three, two are out of
order and the other is held by Woid Com-
munications which subleases time to
broadcasters and programers on an ad hoc
or occasional use basis. The rest of the ca-
ble programing is on Comstar 1/11, Westar
111 and Westar [.

Comstar 1/11 is a *‘cable satellite™ slap-
ped together by RCA Americom with
transponders leased from AT&T to accom-
modate customers displaced by the loss of
Satcom I11 in December 1979. Although
11 transponders were originally assigned
to cable programers, the satellite never
flowered into Cable Net Two as RCA
marketers had hoped. Today there are only
six services being offered on the bird and
two of them duplicate Satcom | transmis-

sions. The satellite transponder assign-
ments of Wold Communications/ Warner
Amex Satellite Entertainment Co. and
Times Mirror Satellite Programing/United
Video were moved at the end of July from
Comstar 1/11 to transponders 1§ and 19,
respectively, of Satcom 1. The rest of the
satellite transponders were simply not put
to use.

If Satcom | and Comstar 1/11 are the ca-
ble satellites, Westar | and Westar 111 are
the broadcasting sateilites. Westar H1 has
four occasional-use transponders. Two of
the satellite’s transponders are subdivided
into single-channel per carrier (SCPC)
audio or data channels and 12 of them are
used by radio networks. ABC, CBS and
CNN have their own transponders on the
bird for remote feeds and Intelsat uses one
for intra-Mexico and Mexico-U.S.
transmissions. Southern Satellite Systems,
SIN Inc. and Home Theater Network are
the satellite’s cable programers.

Westar | has the same mixture of users
as its sister satellite, Westar IlI. Its two
SCPC transponders are shared by eight
radio networks. Ali of one and parts of two
others are available for occasional use. The
only STV programer on the satellites uses
one for program distribution and the PET
Network will deliver its adult programing
fare 1o cable systems beginning this fall on
another. The Public Broadcasting Service
is the single biggest user of the satellite:
four transponders distribute PBS program-
ing to member stations.

There are two other satellites serving the
industries— Satcom 11 and Westar 11—but
their contribution is minimal. NBC-TV
uses one transponder on Satcom !l for
remotes and Alascom Inc. transmits net-
work programing to stations in Alaska on
another. Western Union makes one trans-
ponder available on Westar 11 for occa-
sional television use.

The satellite environment will change
radically within the next several months.
Next October, Satcom I1I-R will be
launched and when the satellite becomes
operational, probably around the end of
the year, the 22 RCA customers now on
Satcom 1 will move to it. One of Home Box
Office’s two assignments on Comstar /11
will also be added to the lineup. RCA now
plans to leave the 24th spot on I1I-R open
for occasional use.

Shortly after the Satcom lI-R launch,
RCA will send up Satcom 1V. When it be-
comes operational, the remaining Comstar
1/11 programers will be shifted to it. RCA
hopes to fill the rest of the Satcom 1V
transponders with cable programers, but
has been unable to assign customers to the
satellite because it hasn't come up with a
transponder assignment plan acceptable to
the FCC.

AT&T will be getting directly involved
in the satellite television business in 1982.
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It has promised satellite service to ABC,
CBS, NBC, Wold Communications and
National Entertainment Television. NBC
may be assigned a slot on Comstar 1/11 as
early as next October, if AT&T’s tariff
doesn’t bog down at the FCC, but NBC
will eventually join the other four charter
customers on Comstar 1V in March 1982,
shortly after its launch.

Also due for launch in the first quarter
of 1982 is Western Union’s Westar IV.
The Corporation for Public Broadcasting
has an agreement to lease as many as four
transponders, and five other spots will be
used by Westinghouse Broadcasting and
ABC Video Enterprises for The Satellite
NewsChannels (see story, page 27).

Many transponders on Westar V,
scheduled for launch in the fourth quarter
of 1982, have already been sold to Dow
Jones, Citicorp, Equatorial Communica-
tions, TeleMine and Westinghouse.
Westinghouse has also leased an undeter-
mined number of transponders.

Hughes Communications has been try-
ing since early this year to sell 18 of 24
transponders on its Galaxy I, scheduled to
fly in the fall of 1983, to select cabie pro-
gramers. Time Inc. announced last May
that it had signed up for six transponders
and Hughes now says that it is close to mak-
ing deals for 10 of the other 12 it has availa-
ble.

Southern Pacific Communications says
that all of its Spacenet I slots are filled and
that all but a few of its Spacenet Il trans-
ponders are also taken. Spacenet 1 is
scheduled to be operational in February
1984 and Spacenet 1l is slated for launch
that summer. The Spacenet satellites are
hybrids—that is, they use both C-band
and Ku-band frequencies. They also offer
two different channel bandwidths. The
satellites contain twelve 36 mhz, C-band
transponders; six 72 mhz, Ku-band trans-
ponders, and six 72 mhz, C-band trans-
ponders. Because of their extended band-
widths the 72 mhz channels can be used to
transmit two television channels simultan-
eously.

SPCC refuses to disclose the names of
its customers, but some of them have
made announcements and other names
have leaked. A partial Spacenet | roster:
36 mhz, C-Band—Satellite Syndicated
Systems, Tulsa, Okla. (three transpon-
ders): Southern Baptist Convention, Fort
Worth, Tex. (two transponders). Double-B
Enterprises, Fort Worth:, United Video,
Tulsa Okla., and Midwest Radio & Televi-
sion Inc., Minneapolis-St. Paul 0 72 mhz,
C-band—Pop Satellite, New York: Wold
Communications, Los Angeles (two
transponders); Landmark Communica-
tions, Norfolk, Va., and SIN Inc. O 72
mhz, Ku-band-—Pop Satellite (two trans-
ponders). Wold and the Pop network have
also acquired transponders on Spacenet Il
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Hours
Satcom l Transponder Distributor Service(s) per day
(Cable Net One)
Hours 19  Times Mirror Satellite Spotlight 13
Transponder Distributor Service(s) per day Programing (sublet from Shop-at-home (experimental)
United Video)
20 Home Box Office Inc. Cinemax (East Coast feed) 24
1 Warner Amex Satellite Nickelodeon 14 | 21 Landmark The Weather Channel
Entertainment Corp. ARTS (ABC) 3 Communications Home Theater Network 3
(WASEC) 22 Home Box Office Inc. Home Box Office (West Coast G
2  People That Love PTL Network 24 feed)
Television Network Satellite Radio Network®* 24 Modern Talking Picture Service H
3 United Video waN(v) Chicago 24 . Hears/ABC Beta Channe! H
WEMT(EM) Chicago 24 | 23 Home Box Office Inc. Cinemax (West Coast feed) 24
Lifestyle (Seeburg Music)* 24 | 24 Home Box Office Inc. HBO (East Coast feed) G
Satellite Music Network* 24 T
4 Out of Order Comstar |/"
5  Warner Amex Satellite The Movie Channel 24 .
Entertainment Corp. (Cab'e Net TWO)
6  Southern Satellite wrss(Tv) Atlanta _ 24 Comstar I/l is the result of co-locating two aging satellites
Systems North American Newstime* 24 in one orbital slot. To extend the life of the satellite, half the
Moody Broadcasting Network**A 24 transponders (12 of 24) on each satellite were turned off,
C_onsumer News***A 24 creating, in effect, one 24-transponder satellite. Comstar I/
View Weather***8 24 I's other transponders are devoted to telephone and data.
Reuters News-View*** 24
UPI Cable News Wire*** 24 Hours
Dow Jones*** 24 Transponder Distributor Servicels) per day
7 Entertainment and Entertainment and Sports 24
Sports Programing Programing Network ) ) )
Network Inc. 3H Entertainment and Bravo (Rainbow Programing 10
8  Christian Broadcasting Christian Broadcasting 24 Elg?xcs)rlfr&gcrammg Services)
Network Inc. Network ; h.' ) National Christian Net
9 USA Cable Network USA Network 16 4V National Christian ationa ristian Ne work
g . . Network Escapade (Rainbow
Cable Satellite Public Affairs 8 Blearanicclce ey 10
Network '9 g9
Black Entertainment Television C | 4H SINinc. Not in use
The English Channel D 6V Warner Amex Satellite Not in use
10 Showtime Entertainment  Showtime (West Coast feed) 24 Entertainment Corp.
Inc. 7V Home Box Office Inc. Cinemax (East Coast feed) 24
11 WASEC Music Television 24 (HBO)
12 Showtime Entertainment  Showtime (East Coast feed) 24 | 8V Compact Video Services  Occasional use and video
13 Intermittent Service (sublet from Showtime) conferencing
14 Turner Broadcasting Cable News Network 24 { M HBO ) HBO (East Coast. feed) 9
System 9V Trinity Broadcasting Trinity Broadcasting 24
15 Wold Communicatians Occasional use Network _ 1S
(sublet from WASEC) 10V American Medical Not in use
16 Compact Video (sublet Appalachian Community 12 Buildings
from Showtime) and Service Network ——
Appalachian Community  National Jewish Television E Westar |
Service Network Network
Moneyworks F Hours
Christian Media Network 6 Transponder Distributor Seruvice(s) per day
American Educational 3
Television Network 1 Western Union Occasional use
17 Eastern Microwave WOR-TV New York 24 2t Corporation for Public National Public Radio
(sublet from Showtime) Broadcasting (10 channels)
18 SIN Inc. (sublet from GalaVision 10 Muzak Corp. Muzak

Reuters)

Notes to Satcom |

*  Audio service on subcarner

** Slow-scan video service on subcarner

*** Teletext service
Begins service Sept. 1
Begins service Oct. 1
11 pm.-1 am. NYT Fudays

Sunday afternoons only
Saturday afternoons only

A
8
[of
D Tuesday evenings, Saturday afternoons
E
F
G

HBO, now transmitting programing 9 hours on weekdays and 12 on weekends in-
tends to go 24 hours on weekends starting Sept. 5 and 24 hours every day Jan. 1,

1982

H Modern gives up weekend hours, but extends weekday hours on Sept. 5. Hearst/

I ABC will take over Modern’s afternoon hours on Jan. 4, 1982
Weather Channel plans to begin 21-hour-a-day service next spring.

Mutual Broadcasting
System
Wold Communications

Enterprise Radio

3t Satellite Communications

Network
41t Family Radio

Sunbelt Communications

Dow Jones

(two channels)
Mutual Broadcasting System
(three channels)
Wold Communications
(two channels)
Enterprise Radio
(two channels)
Occasional use
PET Network
Family Radio
(two channels)
Sunbelt Communications
(two channels)
Dow Jones (one channel)

tTransponder is divided into single channel per carrier (SCPC) for use by many

different audio and data services
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Transponder Distributor

Servicef(s)

Hours

per day Transponder

Distributor

Hours

Service(s) per day

5  Bonneville Satellite Corp.

6  Western Union
Inoperable

~

SelecTV Subscription
and Wold Communications Television program distribution
Occasional use

2 Hughes Television

Wold Communications
(two channels)

Dow Jones (one
channel)

Occasional use

Intra-Mexico and
Mexico-United States
transmissions

Wold Communications
(one channel)

RKO Radio Networks
(two channels)

Occasional use
Production feeds
Occasional use

Home Theater Network

Spanish International Network
Satellite Program Network

8  Corporation for Public Public Broadcasting Network
Broadcasting Service (PBS) 3 Intelsat
9 CPB PBS
10 Inoperable )
11 CPB PBS 4t Associated Press
12 CPB PBS
5  Western Union
6 CBS
Westar Il 7  Wold Communications
Hours
Transponder Distributor Servicels) per day 8 SIN Inc.
9 Southern Satellite
) Systems and TSI Ltd.
1t Associated Press and Associated Press (one 10 Ay ) B d
United Press International  channel) merican Broadcasting

United Press International
(one channel)

RKO Radio Networks
(two channeis) 12

Enterprise Radio
(two channels)

Companies

System
Western Union

11 Turner Broadcasting

Production feeds

Production feeds

Occasional use

tTransponder 1s divided into single channel per carrier (SCPC) for use by many
different audio and data services

Pre-RARC DBS debate

In comments prior to FCC's
policy development for
1983 conference, most say
it should adopt “block”
allotments for new service;
CBS, others want to be sure
there's room for HDTV

Second-round pleadings in the FCC’s sec-
ond notice of proposed rulemaking in U.S.
preparation for the Region 2 Administra-
tive Radio Conference on satellite plan-
ning (RARC-83) have been filed by a
variety of firms, including applicants for
direct-to-home broadcast satellite services,
opponents to DBS, fixed terrestrial service
users, equipment manufacturers and
domestic satellite licensees. Little in the
way of a consensus emerged.

While endorsing the commission’s
preliminary proposal to have four DBS ser-
vice areas, roughly equivalent to the four
time zones (as reflected in the Satellite
Television Corp. application), STC also
suggested that the commission consider
the use of four ‘‘equi-size’” and slightly
overlapping service areas. The overlapping
service areas, said STC, could be expected
to ‘“‘accommodate, without change, any
equi-sized coverage areas that may be
computed it a set of orbital locations
different from that proposed by STC is
allotted to the U.S. at RARC-83"" STC
conceded, however, that overlapping ser-
vice areas could cause some interference
problems with DBS systems operating in
Canada and Mexico—problems that

“might be more easily overcome with
STC’s original ... service areas.”

'STC reiterated its position that the U.S.
seek **block allotments™ at RARC-83. De-
pending on the type of polarization applied
to various channels within the allotment,
said STC. various combinations of stan-
dard and high-definition channels would
be possible.

STC also supported the so-called
“limited planning approach™ for RARC.
That calls for the initial allotment of a
minimum number of channels to each ser-
vice area with the remaining channels
unassigned, to be held in reserve and
assigned later as the need arises.

STC had one proviso, however: that
“allotments beyvond the minimum are
made 10 accommodate the requirements of
countries that are prepared to implement
them within a period on the order of five
vears.' STC further suggested that the
procedures for gaining access to channels
bevond the minimum allotted should be
expeditious to insure that the U.S. does
not end up ‘*with a substantial shortfall in
capacity.”

Unallotted channels, said STC. should
also be afforded ‘‘protection’ 1o insure
unencumbered future use by the broadcast
satellite service. “*Unless provisions are
made which in effect give the frequencies
intended for [DBS] growth the same status
as frequencies specifically allotted at
RARC-83." said STC, ‘*‘their utility for
[DBS] cannot be assured.”

STC noted that **heretofore, it generally
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has been assumed that the same number
of channels should be allotted to each ser-
vice area in the plan." It objected
strenuously to such a concept, however,
and suggested that if adopted, ‘‘the U.S.
could receive a far smaller allotment at
RARC-83 than it clearly requires.” Thus,
said STC. the U.S. should push for a
“nonuniform channel allotment™ plan
that considers ‘‘the vast differences
among Region 2 countries, including such
factors as geographic size, population,
ethnic cultural diversity and, most impor-
tant, economic ability to support satellite
broadcasting services.”

Implementation of post-RARC DBS
systems could best be achieved, said STC,
““if allotments are described by a set of
allowed ranges for system parameters
[power, transmitting antenna beam sizes,
etc.] rather than by specified parameter
values ...

The National Association of Broad-
casters. publicly opposed to DBS, also en-
dorsed the **limited planning approach™ to
allow for “*adaptation to meet the evolving
demand for new communications satellite
services.” It stressed the point that by
“‘new communications satellite services.”
it meant not only DBS, but also fixed
satellite services and ‘‘a myriad of unex-
plored and unresolved issues and uses for
U.S. Ku-band authorization™ that were
suggested in previous DBS filings.

NAB also suggested that the commis-
sion allocate all of the 12.1-12.3 ghz sub-
band to the fixed satellite service (FSS)—
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The Lone Star state. The third coast. Texas! Where Dallas; Ft. Worth and Houston shine big and bright like the stars at night. Yessir.
Dallas/Ft. Worth, where folks think “taxes” 1s where they live, not what they pay. And Houston, home of the Rockets, who reign as
NBA Western Champions. And where wildcatters' dreams become gleaming realities. We're Gavlord. And we know Dallas/

Ft. Worth and Houston like the proud people who live there. Theyre two of our nine great markets that stretch m

trom coast to coast. When vou want Dallas/Ft. Worth or Houston, vou want Gaylord. We're ready to work with you.

Gaylord Broadcasting Company

One of America’s largest privately owned broadcasting companies.

KTVT Dallas/Ft. Worth » WTVT Tampa St. Petersburg - KSTW-TV Seattle Tacoma - WUAB-TV Cleveland/Lorain EF
KHTV Houston « WVUE-TV New Orleans « WVTV Milwaukee + WKY Oklahoma City + KYTE KLLB Portland TereREE
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When 17000,000 cable households turn to their favorite all-around family
entertainment channel, SuperStation WTBS is the one. Number one.

Now, America’s biggest basic cable service is leading again . . . with even
more unique, original programming to go with our winning sports and
movies, 24 hours a day. Here’s just a sample of what's ahead:

Jacques Cousteau
totally new Cousteau specials.
Nashville Alive

live entertainment from America’s Music City

Good Thinking

breakthrough ideas and the people who make them work.
An American Portrait

a journey into our character and heritage — one State at a time.
Kidnapped

3 night, 7-hour American premiere of the greatest adventure classic of all.
And the return of Nice People, the outrageous Tush

and Athantic Gity Alive.

__SUPERSTATION —

WwTBS

——————————— TURNER BROADCASTING SYSTEM — —




Theonly.

Every day, around the clock, Cable News Network does what no one else can.
America’s first and only 24-hour live news channel brings over 8,000,000
cable households more news, interviews, and features — in more depth —
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and not divide it equally between broad-
cast and fixed satellite services (500 mhz
each)—in light of what it claimed to be
“pressing future demand” for FSS. A
study done for it by the market research
firm of Browne, Bortz & Coddington last
January concluded that the demand for
FSS would probably surpass available
satellite space some time between 1985
and 1991. BB&C also concluded that de-
mand for DBS services would be
“*minimal.”’

The commission has preliminarily pro-
posed the use of 18-mhz channel band-
widths. NAB noted that of the eight DBS
applicants specifying bandwidth require-
ments, five different bandwidths were pro-
posed, three of which were greater than 18
mhz. Thus it concluded that “‘a specific
need for greater bandwidths™ has been
shown and that the commission ought to
re-evaluate its 18 mhz estimate as ‘‘con-
stituting the necessary bandwidth.” To en-
courage the development of high-defini-
tion DBS systems, NAB suggested that
the commission consider implementing at
least some 27 mhz channels.

NAB also pointed to a study conducted
for it last February by the Bethesda, Md.-
based Satellite Systems Engineering Inc.
which concluded that wider bandwidths
for DBS channels would ‘‘contribute to
significantly higher [signal-to-noisel
ratios, and correspondingly improved pic-
ture quality”” That study suggested that
the STC system might be insufficiently ad-
vanced from a technical point of view, pre-
dicting that it would produce a picture in
the home with a signal-to-noise ratio of
37-40.6 db, which it noted is considered
‘‘excellent’’by only 26%-36% of television
viewers, according to the Television
Allocation Study Organization standard
for judging picture quality.

CBS reiterated its pitch for high-defini-
tion TV (HDTV) and challenged the logic
behind STC’s quest for 16 mhz bandwidth
channels. “*The only reason to opt for such
narrow bandwidths is that it will arguably
result in ‘more channels.’ > said CBS.

Proponents of the narrower bandwidth
have calculated that from 37 to 40 chan-
nels with either 18 or 16 mhz bandwidth
would be available for DBS use, assuming
a carrier separation of up to 13.25 mhz,
using circular polarization. CBS noted,
however, that 32 channels with 27 mhz
bandwidth could be squeezed out of 480
mhz of spectrum if linear polarization
were used. Furthermore, the wider chan-
nels could be used for ‘‘dual channel
transmissions or a single HDTV signal
transmission,’ CBS said, and thus would
not be a waste of spectrum space.

CBS took a parting shot at the STC ap-
plication, arguing that pre-RARC
authorization of a conventional system
such as STC's would ‘‘lock the United
States into outdated technological con-
straints and bandwidth parameters that
would seriously impede the United States
from pursuing innovative alternatives at
RARC-83”

ABC—which has previously stated its

opposition to the authorization of any in-
terim DBS systems—again cautioned the
commission ‘‘that any perceived necd to
adopt tentative stances on DBS issues
must not foreclose the potential for the
development of truly innovative and tech-
nologically advanced systems.” The im-
portance of that point is demonstrated,
said ABC, by the 14 DBS applications now
on file at the commission.

Citing an example of its concern, ABC
pointed to the commission’s tentative
decision to opt for the four-service-area
approach, which it said ‘“‘would be most
congenial to STC’s™ application. It said
the commission-ought to revisit that deci-
sion in light of several DBS applications
that propose something other than the
four-service-area approach: for example,
the USSB (Hubbard) proposal to cover the
continental U.S. with two satellites and the
DBS Corp. proposal to use three satellites.

ABC also called on the commission to
‘‘make sure that its preliminary 1983
R ARC decisions do not foreclose the high-
definition possibility”” GTE Satellite
Corp., a domestic satellite licensee that
has been authorized to construct three
Ku-band satellites for FSS use, endorsed
the commission’s tentative decision to
split the 12.1 to 12.3 ghz sub-band equally
between FSS and DBS operators. That
would give both services a full 500 mhz
worth of spectrum to operate in—FSS
using 11.7-12.2 ghz and BSS using
12.2-12.7 ghz.

GTE rejected a previous proposal by
Rockwell International to shift FSS opera-
tors to the 12.2-12.7 ghz with fixed ter-
restrial services (FS) and move DBS to the
11.7-12.2 ghz band. FSS users, said GTE,
“‘have based their business plans, and as-
sociated capital expenditures, on the
assumption of operating in the Ku-band
without the constraining requirement of
frequency coordination. Indeed, these
firms might not have undertaken to
develop Ku-band systems if it was known
that FSS would have to share the band
with FS ..

The road to RARC. The commission's
advisory committee on preparations for
the Region 2 Administrative Radio Con-
ference scheduled for 1983 is hard at
work trying to develop a cogent U.S. pro-
posal. That proposal must be submitted
to the International Telecommunication
Union (ITU) six months before the
planned June 1983 conference, which
means that the commission must sub-
mit the proposal to the State Depart-
ment for final clearance by November
1982. Meanwhile, on the domestic front,
a decision for accepting or rejecting the
13 DBS applications on file with the
commission—other than Satellite
Television Corp's which has already
been accepted—is expected next
month. Final authorization for interim
domestic DBS services is expected no
earlier than late this winter and probably
not until spring 1982.
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Farinon Electric Operations, a division
of the Harris Corp., which produces
equipment used by fixed terrestrial users,
said U.S. preparation for RARC *‘should
continue to take into account the extent
upon which the American public has come
to rely upon the 12.2-12.7 ghz band for
terrestrial fixed operations.” 1t said that it
would not object to DBS being used on in-
dividual-reception type of service but sug-
gested that the U.S. might advocate com-
munity antenna service for metropolitan
areas ‘‘because their usc can bc better
coordinated with existing and prospective
terrestrial-fixed operations.”’ An additional
way to reduce the likelihood of inter-
ference between DBS and FS services, it
said, would be to advocate at RARC that
DBS systems be required to install high
quality receivers.

Satellite Business Systems Inc., also a
domsat licensee, said that the commis-
sion’s tentative decision to split the
12.1-12.3 ghz sub-band equally between
FSS and DBS was fully supportable given
the “‘current and planned operations of
the 12 ghz FSS earth stations installed,”
and that the number *‘is likely to increase
very substantially in subsequent years.”” It
cautioned that expansion of fixed ter-
restrial services on a primary basis into the
11.7-12.2 band **would severely constrict
that capability.”

Focus Broadcasting, an applicant for
DBS authority on Advanced Westar 111,
scheduled for launch in 1984, said the
commission ‘*may wish to consider in-
cluding in its RARC-83 recommendations
a provision which specifically would permit
continued permanent DBS service by Ad-
vanced Westar if such a continuation of
service proves desirable.”

USSB said the commission’s tentative
conclusion to seek the maximum
spectrum (500 mhz) at a smaller number
of orbit locations would benefit both DBS
operators and the public. The consumer
would be encouraged to install a home
receiving dish with the availability of a
greater number of channels and then thus
benefit the operators, said USSB, while
the public would benefit by a greater
choice of channels.

Fixed-service-user representatives, in-
cluding the American Association of
Railroads and the Utilities Telecom-
munications Council, reminded the com-
mission that to date it has not come up
with a suitable replacement band, should
fixed users be ousted from the 12 ghz
band. AAR suggested that the 12.1-12.3
band be allocated on a primary basis to fix-
ed terrestrial services. UTC said that some
portion of 11.7-12.2 band should be allo-
cated to fixed services ‘‘since the 1979
World Administrative Radio Conference
designated this portion of spectrum as ap-
propriate for sharing between FSS and fix-
ed services.”” Both groups indicated the 18
ghz band would not provide an adequate
substitute because it **offers a short path-
way which is impractical for many fixed
users who depend on the long-range com-
munications abilities of the 12 ghz band.”
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change. It is change that results from

success and it has many in the indus-
try sounding excited, optimistic and
bullish about the future. At the same
time, it has many sounding thoughtful.

As other stories in this special report in-
dicate, programing shows signs of break-
ing out of many of its format boundaries
as stations attempt to reflect the **sound”
of their community as it is identified by a
particular segment, be it large or small, of
its population. A proliferation of network,
live-by-satellite and traditional taped pro-
gram services are carrying a revolution
toward that already-changing programing
community.

In sales, radio broadcasters watch the
growth of new video services and see both
the threat of new competition and a poten-
tial for new revenues if traditional over-
the-air TV begins to lose advertising dol-
lars it once would have claimed auto-
matically. They watch the proliferation of
networks and prepare to position them-
selves to stay in the path of shifting na-
tional spot dollars.

In management, subtle changes are re-
sulting from a shift, which began about 10
years ago, from an industry operated over-
whelmingly by single-station owners to
one increasingly controlled by group
operations. After pouring millions into
upgrading long-underutilized FM stations,
established group owners are spinning off
second stations in markets where they are
represented, following a ‘‘one-to-a-
market’’ prescription for maximizing
revenues and broadening influence.

At the same time, entrepreneurs are
finding radio’s growing success has made
venture capital increasingly available.
They are building a new breed of ag-
gressive, often highly successful and
younger group operators.

Group operators are unanimous in assert-
ing the importance of local management.

I f there is a theme in radio today, it is

“*There’s no business where local man-
agers have more importance, because radio
is really a small business,’ said
Joseph Dorton, president of Gannett
Broadcasting Group’s radio division.
Richard Harris, president, of Group W's
radio division, said his firm is *‘trying to
push more responsibility down the line™
to its local managers.

At the same time, group operators are
concentrating program control in-
creasingly at the corporate level, utilizing
national program directors and hiring
more and more consultants. *“‘There's
more emphasis on programing now than
ever before,” said Dorton, *‘and a strong
group program director can advise local
programers about national trends and new
services.”

Hand in hand with increasing program
control, is growth in centralized research.
Metroplex Communications, a Cleveland,
Ohio-based firm widely considered one of
today’s more successful newer group opera-
tors, spent $200,000 in research in each of
the last two years. A national
research director coordinates music and
audience surveys conducted continually at
local stations. Insilco Broadcasting, a sub-
sidiary of Broad Street Communications
Corp. in New Haven, Conn., spent
$180,000 last year, including subscriptions
to Arbitron and another rating service, and
on audience research conducted by its sta-
tions and a national consulting service.

Gannett Broadcasting utilizes its parent
company’s research division in Phoenix as
well as surveying by its individual stations.
Sunbelt Communications, a five-year-old
firm owning two AM and four FM stations
in urban fringe markets, also has its own
research division, The Research Group,
which also serves other stations and which
company president. C.T. Robinson claims is
one of the largest research firms operat-
ing in radio.

Some group owners—for example

Capital Cities Communications in New
York and Metromedia Inc. in Secaucus,
N.J.—leave it up to their individual stations
to budget and buy research.

Financial control is also being concen-
trated increasingly at the corporate level.
Revenues earned by Gannett stations are
immediately sent to corporate headquarters.
Stations keep only enough cash to pay their
bills, according to Dorton, and no excess
cash is left *‘lying around’’ uninvested.

Increasing competition among group-
owned stations in major markets has in-
fluenced groups to demand tighter budget
control and sharper planning at both the
corporate level and from local stations, ac-
cording to Bill Clark, general manager of
Shamrock Broadcasters radio division.

Tighter control by group operators has
brought better, more professional pro-
graming to radio as well as higher ad
revenues, according to Clark. **More peo-
ple are listening to radio for more hours
than ever before,”” he said. At the same
time, it is changing the face of radio. **Ten
years ago an entrepreneur could buy a ma-
jor market FM.” said Clark. **Now what
you’re seeing is sales by individuals to
groups.”

The growth of group ownership has
made radio ‘‘extremely competitive’’ and
has brought increased turnover in general
managers and programers, said Clark.

Facing these new market forces, group
operators are sounding extremely op-
timistic, almost **high™ on prospects for
the future. *The next five years will be the
most exciting in the history of radio,” said
Sunbelt’s Robinson. According to Robert
Weiss, half-owner and vice president of
Metroplex, ‘‘They can never put cable in
cars, and as TV fragments, radio will be-
come the mass medium. In the 20 years
I’ve been in radio, it has been a stepchild
to TV, but we see it as the leading medium
of the future. What goes around comes
around.”

The network goldrush

Satellites are the impetus for

a booming business in traditional
and new-form interconnections;
radio’s hope for the 1980’s

Radio networking is exploding. There are
currently 10 national networks serving
some 3,921 affiliates. By 1982, there could
be at least 10 more, four of them
networks as we know them now, offering
hourly news feeds, actualities, increasingly
numerous long- and short-form programs
and guaranteed annual revenues; the
other six 24-hour, live-by-satellite pro-
gram services. The venturers promise to
slash that in operating costs and bring a
new ‘‘national’’ format to stations in
markets of every size. ABC and RKO are
also planning to launch live-by-satellite
syndicated special programs, including all-

night talk shows, live concerts and music
countdowns.

Why this sudden, explosive growth?
Advertising volume on network radio grew
28% in 1980 and another 30% in the first
half of 1981. According to Tom Burchill,
president of RKO Radio Networks, major
national advertisers have abandoned their
traditional approach to buying TV first and
everything else later, are now taking a
‘‘zero-based”’ look at all media and includ-
ing more radio in their buys. Viewership of
over-the-air TV is down, most notably in

RadieZ 98l
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daytime hours, said Burchill, and adver-
tisers are taking millions of dollars out of
television and putting them in radio in-
stead.

While the older networks, CBS, NBC
and the Mutual Broadcasting System have
continued to grow, newer networks,
targeted to specific demographics, such as
ABC’s Information, Contemporary, FM
and Entertainment networks, NBC's The
Source and the RKO Radio Network have
also been successful. More than 500 sta-
tions have become new network affiliates
in the last two years, and yet there are at
least 4,000 stations receiving no network
service.

Satellite technology is a major factor in
the sudden burst of network activity. ABC
plans to have all six of its present and pro-
posed networks along with its 24-hour



e

[4

’,

“The Better Rep”
keeps getting bigger
and bigger.

Bigger definitely means better at Bernard Howard & Company.
We're adding more and more highly-professional sales
people. We're adding more offices. And we're adding more

marketing, research, programming and sales promotion services.
There's a whole new spirit—and it's helped us attract top-flight

stations recently such as WNWS Miami, WSMB New Orleans,
KAMX/KFMG Albuquergue, WFMJ Youngstown, and

WCUE/WKDD Akron.
They've found that “the Better Rep” gives them big sales
results. And big profits.

— < H bernard howard
— < | 1) & company, inc.

New York Chicago Atlanta Los Angeles San Francisco
St. Louis Dallas Detroit

'lA DIVISION OF VIACOM INTERNATIONAL INC
Viacom

dio

iR
!

i

|




We give our people apiece of
the business.

Not the business.

How many times have you heard the lament? Just when you've
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Why? Because we understand that repping is a people business
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We don't dangle carrots in front of their noses. We give them a
piece of the business.

That means part ownership in Eastman. They can't get a better
offer than that.

What all this means to you is a higher level of professionalism.
lt means continuity of service. It means that when our people
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music and syndicated special program ser-
vices on satellite by 1982. It will lease
three full-time 15 khz channels from Wold
Communications, and last week an-
nounced its intent to contract with Scien-
tific-Atlanta for a state-of-the-art end-to-
end satellite transmission system.

RKQ, which launched its RKO Radio
Network via satellite in October 1979,
plans to have a second nefwork, RKO 2,
and a syndicated special program service
on satellite by Sept. |. Mutua! Broadcast-
ing System dedicated its satellite uplink on
June 19, has supplied 400 of its affiliates
with downlinks and hopes to have 200
more supplied by the end of this year.

Networks have been planning the switch
to satellite for several years, but only re-
cently have marketplace forces combined
to make it possible. According to Chuck
Renwick, who is directing NBC’s future
satellite development, there has been
“significant price movement’’ in satellite
equipment in the last 90 days.

As more and more networks have en-
tered the competition in recent years,
costs have spiraled and that’s another
reason why the older networks are
developing second and third services.

“‘Cost-per-spot is healthy,’ said Ren-
wick, ‘‘but we can’t depend on its growing
as fast as costs are.”” Networks are encoun-
tering higher costs as they race to offer
better quality in their news feeds and affili-
ate relations and more of the increasingly
popular special programs, concerts, inter-
views, musical countdowns and weekend
and seasonal features. This is the kind of
programing stations can’t economically
produce themselves and the only bait that
networks can use to attract affiliates among
highly successful major-market stations
that have avoided network affiliation be-
cause they can get higher rates from na-
tional and local spot sales.

Group owners of such stations, includ-

Burkhart Hosking

Renwick Weiss

ing Metroplex Communications and
Doubleday Broadcasting, are eyeing the
profusion of new network services as a
hedge against their own rising operational
costs and a source of new, competitive pro-
graming. *‘Our stations are nearly sold out
in every market.”’ said Robert Weiss, vice
president and part owner of Metroplex,
‘““But networks are talking about
specialized programs that stations can't
afford. We’re thinking about it.”’

While networks have been grappling
with increased production costs to meet
new competition, they have also had to
shift inventories to accommodate stations’
lighter commercial loads. Stations,
especially those in major markets have
reduced the number of commercials they
run each hour from an average of 18
minutes, to as few as six minutes per hour
on beautiful music stations, eight or 10
minutes per hour on rock stations and be-
tween 12 and 16 per hour on MOR sta-
tions.

NBC Radio Network cut its spot inven-
tory by 15% in 1980 and plans another
15% reduction next year. With fewer com-
mercial availabilities on each single ser-
vice, networks have created new networks
and program outlets to make room for
more spots. Contributing to this shift are
stations and advertisers that want pro-
grams targeted to a single group of people
no longer defined by age alone, but also by
*“life style’” and spending habits.

All this spells a programing boom for
radio. It also spells change in the flow of
national advertising revenues. Some group
operators fear that networks will snare na-
tional spot revenues now going to local
radio through national rep firms. ‘‘Net-
works already capture 10% to 12% of na-
tional spot dollars,” said Gary Stevens,
president of Doubleday Broadcasting. *‘In
three years, they’'ll have 40% of national
spot.”” Although Weiss predicts competi-

Robinson

Clark
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Harris Rubenstein

tion among networks and rep firms will
drive national spot rates up, Joseph Dor-
ton, president of Gannett Broadcasting
Group’s radio division, believes network
activity will ‘‘prostitute rates,’ driving
them ‘‘lower than radio deserves.” James
Arcara, executive vice president, radio, for
Capital Cities Communications Inc.,
believes network growth will ‘‘dilute the
rate of growth in national spot sales for
some time to come.”

Many of the group operators who are
worried, however, are also anticipating an
overall surge in the flow of national spot
dollars to radio as a result of networks.
“As TV declines, networks will bring ad-
vertisers into radio and those advertisers
will end up in spot as they find local sta-
tions that better meet their needs,” said
Weiss. According to Dick Harris, president
of Group W’'s radio station group, ‘‘net-
work salespeople have been able to talk to
advertisers at their highest corporate
levels, bringing more of them to radio.
Local stations have been able only to ap-
proach advertisers locally.”’

Responding to the increased flow of ad-
vertising dollars and growing demand for
programs, existing network operators are
planning new services. Joining them are a
series of ‘‘newcomers,” offering live 24-
hour program services that are likely to
revolutionize radio programing.

ABC, which led the way in diversifying
its networks by creating four targeted ser-
vices in 1976, will launch two more full-
service networks in 1982. One will target
the 18-49 year-old audience and the other,
an as-yet undetermined demographic. In
addition, ABC plans to offer a 24-hour,
live program service, featuring contem-
porary music, news, major-market per-
sonalities and other services. ABC has not
announced what it will charge for this ser-
vice. It also plans to offer 18 hours of live,
syndicated talk programing daily, begin-
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ning in March 1982.

ABC plans to lease three, full-time 15
khz channels from Wold Communications
and is presently negotiating transponder
time. Last week, it announced its intent to
contract with Scientific-Atlanta Corp. for
the design, production and sale of an end-
to-end distribution system with digital
audio capability. In addition to selling
downlinks to ABC’s proposed 900 affili-
ates, Scientific-Atlanta will be free to sell
the 10-foot receiving dishes to unaffiliated
stations.

RKO Radio Network, now ‘“‘RKO 1,
serves 225 affiliates, is targeted to the 18-
to-49-year-old audience and runs 148
spots per week. The company’s proposed
“RKO 2’ will target an older audience.
Joining the full-service networks will be
RKO Radio Shows, live syndicated pro-
grams including all-night talk and music
shows, afternoon magazines, live con-
certs, music countdowns and daily *‘for-
matic music blocks.”

CBS is also planning a new network,
targeted to 18-to-34-year-olds and set for
launch in April or May of next year. Its
present CBS Radio Network claims 416
affiliates and runs 182 spots per week.

Tentative plans at NBC include new full-
service networks and syndicated program
blocks, according to Renwick. Its present
NBC Radio Network claims 355 affiliates
and runs 312 spots per week. The
Source, its youth-oriented network
launched in 1979, claims 176 affiliates and
runs 126 commercials each week.

Mutual Broadcasting System has
reduced its more than 1,000 affiliates to
over 900 in the past year, and no longer
claims to be the ‘‘largest radio network in
the world.”’ This, according to the com-
pany’s chief operating officer, Martin
Rubenstein, is part of a master plan to
upgrade the network’s affiliates, dropping
weak outlets and those not carrying
enough Mutual programing and picking
up stronger ones that agree to carry more
programs. Mutual presently runs 1,272
commercial units, 30 seconds in length,
each week.

In the past year, it has added special
music programs to its traditional mix of
news, information and commentary
features. In addition to music specials on
New Years Day, Easter, Thanksgiving and
Memorial Day, the network launched a
weekly, three-hour music countdown
show, hosted by Dick Clark, that has
secured 540 affiliates since July 1.

With 103 affiliates, the Sheridan Broad-
casting Network is carried by one-third of
all black-programed stations in the U.S.
According to Sheridan President Skip
Finley, SBN is negotiating for transponder
time and equipment and plans to be
transmitting all its programing by satellite
by mid-1982. The network feeds 17 five-
minute newscasts daily along with a daily,
five-minute commentary, each by a
different black leader.

Newcomers on the network scene in-
clude the Satellite Music Network, a joint
venture by the Atlanta-based consulting
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firm of Burkhart Abrams, Michaels,
Douglas & Associates, wWCCO(AM) Min-
neapolis, United Video, a satellite bro-
kerage firm in Tulsa, Okla., and John
Tyler, president, and owner of KATT(AM)
Oklahoma City.

The firm plans to launch two live stereo
channels by Aug. 31, one of them ‘‘pop
adult’” (entitled ‘‘Star Station,”’) and the
other country (entitled **Country Coast to
Coast’’). It has also secured an option on
additional satellite time and, according to
Kent Burkhart, hopes to launch three
more channels by 1983. Satellite Music
Network has signed 150 affiliates, some of
them in major markets but none in the top
10. It will charge stations $1,000 per
month for the service and will claim two
minutes per hour in commercial time.

Another partner in the Satellite Music
Network is Bonnevilie Broadcast Consul-
tants, which hopes to switch its beautiful
music service, now distributed on tape to
100 stations, to satellite. Satellite Music
Network will provide satellite time and
claim one minute per hour for advertising
on the Bonneville channel. Bonneviile
will market the format to its current
subscribers and new ones, and hopes to
have 300 affiliates by the end of 1982. Bon-
neville plans to charge subscribers the
same yearly fee for its program services as
it presently charges for its tape-delivered
service.

Planning a mid-October launch for its
24-hour service is Transtar, a subsidiary of
Sunbelt Communications Inc., a five-year-
old firm based in Menlo Park, Calif., that
operates eight radio stations and a national
audience research service. Dwight Case,
former RKO Radio Network president,
heads the new Transtar satellite operation.

Transtar will target 25-34-year-olds,
charge stations $1,000 per month and
claim one commercial minute per hour in
markets below the top 50. Affiliates in
markets 25 through 50 can have the ser-
vice in exchange for one commercial
minute per hour. Transtar plans to com-
pensate affiliates in the top 25 markets.

Case said the network has signed 20
affiliates so far and hopes to have 250 by
mid-1983. The format will include two
weekend music specials each month and
12 to 18 additional long-form specials a
year. The company is looking into carrying
news feeds from the RKO Radio Network.

Also preparing to launch a 24-hour pro-
gram service is Continental Radio, a sub-
sidiary of the Christian Broadcasting Net-
work. The format will offer adult contem-
porary music, 40% of it gospel or religious
songs by ‘‘crossover contemporary’’ ar-
tists. Continental has been experimenting
with the format on its station, WXRI(FM)
Norfolk, Va., since January and has seen
the station’s audience share go from 0.3 to
3.9.

Radio station operators and group
owners predict the new satellite services
will do well in medium and small markets,
where stations are in need of cost-cutting
program alternatives. Satellite service
operators argue that they’ll penetrate all
markets, because all have stations ‘‘in
need of help.”
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Radio sales expected to eclipse $4 billion mark in ’81

Led by increases in national and
network markets, aural industry
anticipates record sales this year

Total radio sales in 1981 are expected to
crack the $4 billion mark, spearheaded by
increases in national spot and network
radio of more than 20% over 1980.

Local radio is moving ahead too at a
comfortable pace although its estimated
13% rise in sales does not match the mo-
mentum of national and network radio.
Local radio was hampered in some
markets by declines in retail advertising,
generally attributed to a sluggish economy
in some industrially-oriented cities.

At the rate of increases projected by in-
dustry specialists, total radio sales in 1981
should reach $4.05 billion, with local ag-
gregating $2.9 billion, national spot, $915
million and network, $205 million. These
figures are based on the Radio Advertising
Bureau’s estimates that in 1980 local ad-
veértising rolled up $2.6 billion in expen-
ditures; national spot, $765 million and
network radio, $167 milfion.

M.S. Kellner, managing director of the
Station Representatives Association, said
that figures for the first six months of 1981
indicate that national spot radio sales are
generally matching or exceeding goals set
by representatives in the early part of the
year.

Various representative sources esti-
mated that in the first half of 1981 about
37% of the total national spot volume was
spent in the top 10 markets, down only
slightly from the 1980 first-half figure
(38%). Two years ago about 45% went into
the top 10 markets, a sign that the
downslide in the top 10 has eased.

The continuing strength in major
markets was noted by John Boden, presi-
dent of Blair Radio. He cited New York
and Chicago as localities with ‘*great’’ bus-
iness in the first half of the year. He said
Detroit was lagging behind last year’s
pace, which was unusually brisk because
of the auto industry’s intensified efforts to
move cars.

Boden was one of several reps who
mentioned that that third quarter was not
showing the increases of the first two
periods. He could not explain the ‘‘sum-
mer doldrums,” and was hopeful that the
fourth quarter would bounce back.

Kellner

Boden

For Katz Radio, which showed a 21% in-
crease in the first six months of 1981, the
third quarter also faltered. Ken Swetz,
president of Katz Radio, directed the
blame in part to the baseball strike since
Katz represents numerous stations with
baseball franchises. **We lost in the neigh-
borhood of $100,000 per week in bill-
ings,” he observed.

Swetz envisioned ‘‘a good September’’
and brisk business for the rest of the year.
Highly active markets in the first six
months were Dallas, Los Angeles and
Boston, he said, with Detroit having ‘‘its
second best year—second only to 1980’

Warner Rush, president of Major
Market Radio, said MMR had ‘‘an ex-
tremely good first half, with business up
35%. July and part of August weakened,
he said, but he is projecting ‘‘a strong
fourth quarter.”

Radiel-i9S)

Rush said the mushrooming of on-line
networks is going to make inroads on spot
radio, adding, ‘‘it’'s so much hyperbole
that on-line network doesn’t hurt spot.”’
MMR, he said, is countering this move by
strengthening its new business develop-
ment efforts.

Bill Froelich, executive vice president,
sales, the Christal Co., agreed that on-line
networks are posing a threat to spot dollar
and reps must work harder. Christal, he
said, had an ‘‘extremely active™ first half,
up 25% through the end of May. He said
the pace slowed down in June and July but
he expects stepped-up activity for the re-
mainder of the year.

Froelich stressed that radio requires a
consistent sales effort inasmuch as more
than 60% of the accounts turn over in the
span of a year. The most reliable catego-
ries, he said, have been airlines, automo-
biles and accessories, beers and, in the
past few years, motion pictures.

Peter Moore, president of Torbet Radio,
cited the uneven pattern of radio sales this
year. Torbet showed a 21% increase for the
first six months; 14% in July; 7% in
August and is projecting more than 22% in
September and October.

Similarly Moore said that markets show
different growth patterns during the year.

Some may be up for a tew months and
then weaken to be replaced by some that
started off poorly and rebounded, he ex-
plained. MMR markets that have ‘‘done
well,”” he said, are New York, Los
Angeles, San Francisco and Boston.

Abe Mendel, vice president for national
sales for HR/Stone, noted that increases
in the first half varied drastically by
markets, depending on the station repre-
sented, and pointed to New York as an ex-
ample. He said HR/Stone now represents
the two NBC-owned stations, WNBC(AM)-
WYNY(FM)—and sales during the first half
spurted by 100%.

Mendel said on a like basis sales grew by
30% in the first half of 1981 and he esti-
mates that for the entire year, the increase
should be in the 28% range. Mendel
joined HR/Stone four months ago after
five years with Katz Radio and he said one
of his mandates is to increase the number
of affiliates at the firm, particularly the
stronger stations in various markets.

Frank Boyle, president of Eastman
Radio, characterized the first five months
through May as ‘‘exceptional,”’ but busi-
ness began to droop in July and has not
really recovered. He said the period July
through September will ‘‘probably be as
good, if not slightly better than last year,
but I think it will be a case of selling fewer
units at higher rates.”

Boyle said that Eastman, one of the
larger radio reps, was up about 18% for the
first six months and expects to be from
11% to 13% higher for the year. He feels
spot radio progress was held back because
the network TV selling season was delayed
and the baseball strike cut into some radio
placements.

For Eastman, the burgeoning markets
are those in the Sun Belt—Miami, Tampa,
Dallas, Houston, Memphis, Los Angeles
and San Francisco—while those in the
Northern tier—Cleveland, Pittsburgh,
Philadelphia, Rochester, N.Y., and
Boston—are ‘‘not so good,” Boyle says.

Jack Masla, president of Jack Masla &
Co., described the year as ‘‘a very strong
first half,” a fairly good summer and ‘‘an
equally strong fall”’ He said Masla overall
was ahead by 35% in 1980 over 1979 and
projects another 30% to 35% increase this
year.

Masla says that more and more national

Swetz Rush
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RADIORADIO is a new
network service designed
to fit the tone of your
sound and to amplify and
differentiate your station.
Listen in on this conversa-
tion and you'll hear about
some of the things

we're doing.

“HEY, what’s that great new sound?

tuned in?”

“No, 1t was one of my regulars...but now it’s my on y one- \___,, iiferen
is all the new things this station has to offer. It’s something called
RADIORADIO?”

“RADIORADIO? What in the world is RADIORADIO?”

“It's all the things I've been missing. Now I don’t have to keep twisting the
dial to get 'em. I can tune in and listen here all day.”

“Really? Things like what?”

“Like their news service. It's news from CBS, and that’s the best. It gives me
just enough of what's happening all over the world. And I get 1t all n less
than two minutes. It's i a style I like too. You know, easy on the ears.”

RADIORADIO DELIVERS ITS NEWS SERVICE AT TWENTY

MINUTES AFTER THE HOUR, AROUND THE CLOCK. THIS SERVICE
PRESENTS TWO MINUTES OF WORLD NEWS IN AN UP-BEAT AND
CONTEMPORARY FORMAT. OUR NEWS IS DESIGNED TO APPEAL TO
YOUNG ADULTS. IT FITS THE TEXTURE AND TONE OF YOUR
CURRENT PROGRAMMING FLOW.

“Definitely my kind of news. So what else does this RADIORADIO do for
my ears?”

“Oh, now they've got fantastic music specials that nobody else has. Like
concerts. I mean, theyve got some of the hottest names avound.

RADIORADIO’S CONCERTS ARE EXCLUSIVE PERFORMANCES,
AND THEY WILL BE AIRED THROUGHOUT THE YEAR. THESE
ARE MAJOR MUSICAL EVENTS WITH GREAT LISTENER AND

e : » ' , » '
e &, . 5 ¢ ® “ PTLIN G



A SERVICE OF CBS RADIO

’ / LLING OPPORTUNITIES.
/ , love to know what’s happening’’

“There are other music spetials too, like programs that tell me more about my
favorite recording artists. And RADIORADIO has other super features,
too. They fill you 1n on all sorts of things and they do it all in a minute and
a half”

RADIORADIO’S LIFESTYLE FEATURES ADDRESS THE SPECIFIC
INTERESTS OF YOUNG ADULTS. PROGRAMS ARE 90 SECONDS LONG
AND ARE CAREFULLY DESIGNED TO SUIT YOUR STATION’S SOUND.
THEY ARE ALSO CONCISE AND TO THE POINT. ONE MORE REASON
WHY YOUR AUDIENCE WILL WANT TO TUNE-IN AND KEEP
LISTENING.

“Fantastic! No wonder the old station sounds better.’

“Mm-hmm. That RADIORADIO really does make a difference. It's great
music and a lot more. And that's my favorite kind of radio”

RADIORADIO IS A NEW CBS RADIO SERVICE. STATIONS CARRYING
RADIORADIO CAN COUNT ON THE EXPERTISE, THE QUALITY, AND
THE CREDIBILITY OF CBS ITSELF. AND RADIORADIO’S NEWS
SERVICE IS PREPARED BY CBS NEWS, THE MOST

RESPECTED BROADCAST JOURNALISM ORGANIZATION IN THE
WORLD. RADIORADIO CAN GIVE YOUR STATION THE ADDED
DIMENSIONS IT NEEDS.

RADIORADIO IS A NEW NETWORK SERVICE DESIGNED TO

DIFFERENTIATE RADIO STATIONS. IT IS A REAL OPPORTUNITY

TO POSITION YOUR STATION IN TODAY’S COMPETITIVE RADIO

MARKETPLACE. IT CAN MAKE ALL THE DIFFERENCE FOR YOU”
®



advertisers are learning to use radio as a
local advertiser —for a specific purpose. *‘It
has worked for local advertisers and is
working for national ones too,’ Masla
said.

Ralph Guild, president of McGavren-
Guild, pointed to the ‘‘erratic’ pattern of
national spot radio behavior. He said only
three of MG’s 12 offices were up signifi-
cantly—the New York and Los Angeles
offices among the three.

“But these two offices now represent
more than 50% of our revenues,” Guild
pointed out. ‘‘Overall we’re up about 29%
for the first six months and we're looking
at a 19%-20% gain for the year over 1980.”

Bernard Howard, president of Bernard
Howard & Co., described sales as ‘‘very

good,” with the first quarter off to a slow
start but building up in the second quarter
for a first half year gain in the 15%-18%
area. Howard was one of the few reps who
felt the third quarter was satisfactory, bet-
ter than he had expected. He thinks
radio’s strength is that more advertisers
are realizing the medium as a bargain, dur-
ing both periods of recession and
prosperity.

Both conventional networks and the rep
networks (unwired) reported gains during
the first half of 1981. Some representatives
felt that the planned explosion in the num-
ber of wired networks will pose competi-
tion that will redound to the disadvantage
of spot radio. Others maintained that so
much of network radio dollars today come
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from spot budgets anyway, so that the ad-
ded competition may generate more dol-
lars for radio.

Skip Finley, president of the black-
oriented Sheridan Broadcasting Network,
said the first half was ‘‘excellent,’ with
gains of about 32%. It's a reversal of last
year’s pattern when Sheridan started
slowly and wound up with a 42% jump in
the second half. He said July and August
have been ‘‘lackluster’’ but he is confident
that Sheridan will end 1981 about 12%
ahead of last year.

Business at the Mutual Broadcasting
System is proceeding very nicely, accord-
ing to president Martin Rubenstein. He
estimated that Mutual’s sales are far out-
pacing the network industry’s pace of 20%
by racking up a 35% gain in the first half of
the year. Rubenstein credited Mutual’s up-
surge in part to sharper awareness on the
part of advertisers of network radio’s
values and to MBS’s increased programing
inventory.

Similarly, Richard Verne, president of
NBC Radio, estimated that business in the
first half of 1981 had topped the 30%
mark. Verne believes that the growth in
the number of radio networks actually has
helped the medium as more and more
salesmen proclaim the advantages of net-
work. Verne said that NBC’s youth-
oriented network, The Source, will turn a
profit in 1981 after less than two years of
operation.

Lou Severine, vice president and direc-
tor of sales, ABC Radio Networks, re-
ported ‘‘outstanding’ sales for the first
half of the year but preferred not to give a
percentage. He indicated the third quarter
was not as spectacular but hastened to say
it reached the networks' earlier projec-
tions.

“It’'s harder to get a reading on the
fourth quarter,’ Severine said. ‘‘More
than 80% of our advertisers are network
TV clients and the delay in upfront TV
buying postponed buying for radio.
Upfront is about completed and radio buy-
ing should be starting soon. For the past
three years, our fourth quarter has been
good and should be this year too.”

The sales picture at the CBS Radio Net-
work for the first half was termed ‘‘very
bright’’ by Richard Brescia, vice president
and general manager. He declined to place
a percentage on the increase but said it was
‘‘higher than the network marketplace.”
Brescia attributed the rise in sales in part
to money from advertisers new to CBS
Radio and to rate increases put into effect
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Guild Howard

by the network. He is highly sanguine
about the second half of the year, saying
CBS Radio has an *‘impressive’” list of
sports packages up for sponsorship.

He is not at all dismayed by the growing
number of new line networks and added:
“It’s going to make us all work harder to
the benefit of network radio as a whole.”

Miles David, president of the RAB,
issued a statement attesting to radio’s
strength in the first half of 1981. He said
figures from a dozen markets in different
parts of the country show radio’s total
sales were up about 15%, with local busi-
ness up 13% and national, up about 20%.

“This is encouraging because radio’s
local growth is coming despite declines in
the housing, financial and automotive
fields,” David stated. ‘‘Radio is replacing
those traditional sources of revenue with

Verne

Severine

increased expenditures by new accounts.
Stations are digging harder and increasing
budgets from accounts with money to
spend. .

‘“National advertisers and agencies
definitely have a meore positive attitude
toward radio. The present 20% national
growth rate comes on top of a first-half last
year which showed double-digit percent-
age growth.” )

David said predictions for the second
half are harder to make because of the
economy but he thinks it will be *‘strong,”
and continued:

‘“Many advertisers are moving on a no-
leadtime basis. Predicting trends in this
economy is also difficult because for many
products, consumers report increases in
buying plans, despite readings by
economists that most businesses will slow

Brescig David

down until the fourth quarter. Many parts
of the economy don’t seem to be cooling
down despite high interest rates.”

*‘Radio’s business is less uniform than
it has ever been. There are markets which
are off because of the particular mix of in-
dustries affecting that city. But other
heavily industrial centers are running
counter to the cycle”

David continued: *“The 'Red Hot’ ad-
vertising campaign the industry is spon-
soring continues to be an important factor
in helping business. Both national and
local advertisers arid agencies play back the
concept that ‘Radio Is Red Hot Because It
Works." Their basic concern today is sales
effectiveness. And that’s what the indus-
try is talking about consistently today
through the campaign and in every type of
sales development by radio’s salespeople.””

———— e

The fickle business of formats

As competition increases and
satellite technology offers
new possibilities, stations
keep searching for the sound
that will keep the ratings high

The key words in radio format planning
this year are networks, demographics and
identity. At least that’s the consensus
reached in a series of interviews with some
of the top program directors around the
country in a variety of markets and for-
mats.

**We’ve got more competition than ever
before,” says Bob English, general man-
ager of wWuBE(aM) Cincinnati, ‘‘and not
just in the field of radio. The explosion of
cable, pay TV, home entertainment and so
on have given people a mind-boggling
range of leisure options. To find your sta-
tion’s niche in the marketplace and deter-
mine how to satisfy listener needs on an
ongoing basis I think requires continuous,
reliable research.”

English speaks for many program direc-
tors who see in the past year a continued
blurring of music formats and a
resurgence of entertainment services from
networks and syndicators that created an
identity problem for many stations. WUBE
has a modern country format of the type
that has become increasingly popular. But
English feels ‘‘the current wave of

Y 4

popularity that’s going on with country
music is really a wave of publicity . .. Dur-
ing the peak of the publicity about country
artists two years ago there were about 10
shares in this market for country radio.
Now, as the publicity starts to wane, it’s
still about 10 shares. That trend seems to
be true in most markets across the coun-
try.’

One important reason for the lack of
growth in country format audience, ac-
cording to English, is the inclusion of
mahny country records on the playlists of
adult contemporary, top 40 and other
types of stations. *‘It makes listeners more
aware of the artists and the musical form,
but it blurs distinctions between formats
... A larger percentage of artists are pro-
ducing a sound that is almost in-
distinguishable from contemporary pop
music in terms of production values. Very
often the only thing that makes a country
song a country song today is who is singing
it and the fact that country stations are
playing it.”’

English compares the situation to rock
music several years ago, when stations
seized upon disco as a new and distinctive

Radie-ji938)l

Broadcasting Aug 17 1981
56

form of music to clarify differences be-
tween them.

**For music radio there is really going to
have to be the emergence of some kind of
[new] definitive sound soon,’ he con-
tends. **Today you can punch around the
dial and unless you hit a hot AOR,
rhythm and blues or jazz station, it’s hard
to tell what you’re listening to. Things
have become too predictable, too blurred.
Music today has become too homo-
geneous.”

Many program directors agreed with
that sentiment. One exception is John
Rook, of adult contemporary KFi(aM) Los
Angeles. Rook is pleased with the way the
music industry is going. ‘‘There is a
broader spectrum of music to choose
from; it is better and there is more of it,”
he declares. *‘It’s like it was in the ‘50s and
early *60s. We are going through a 20-year
cycle.”

KF1 is interested in a broad, 18-t0-49-
year-old demographic profile, which is
something of a rarity in the current era,
when many stations are targeting their for-
mats toward a very narrow segment of the
audience. ‘‘Everybody said we were
crazy,’ Rook recalls, referring to KFUs
move several years ago from an older, 40-
plus demographic target to a younger au-
dience. ‘‘But our research shows we are
reaching a cross-section that pretty ac-
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curately reflects the characteristics of the
actual population.”

It’'s Rook’s opinion that the softer, less
extreme styles of music popular these days
are a reflection of the conservative mood
of the country. “‘I think people’s attitudes
are almost totally in line with the Reagan
administration,” said Rook. *‘In fact, this
is the first time we have received a signifi-
cant number of complaints about some of
our lyric content.”

‘‘Advertisers’ needs are changing too.
They want a larger audience, based on a
station’s mass appeal,”’ said Rook. He sees
this as a motivating factor in the explosion
of satellite-delivered and syndicated pro-
gram services. *‘I think long-form satellite
programing makes sense in the small
markets, where stations don’t have the
money to compete for talent and highly
produced material. In a major market it’s
another story. But as a means of getting a
large, broad audience, I probably would be
the first in line if I were in a small market.”

But a major provider of these format
services, Drake-Chenault Enterprises, is
warning that stations must be careful in
adopting such an approach. ‘‘Satellite-
delivered radio programing will afford you
even greater competitive broadcast tools
for the ‘80s,” said Drake-Chenault Presi-
dent James Kefford. **[But] the full-time,
satellite-delivered formats being offered
today provide you very limited flexibility.
There is no provision for dayparting,
limited ability to localize the sound and
lots of room for error. The technology is

Gehron

undergoing a ‘shake-down’ period.”

In Miami, Program Director Dan
Halyburton of wQAaM(AM) agrees. noting
that satellites ‘‘will ultimately change the
industry, just not nearly so quickly as peo-
ple might think . .. Other than the new ali-
music networks that have been recently
announced, they are not offering much
that’s new in the way of programing. |
think that in the long run, listeners don’t
really care whether the program came by
satellite, unless it’s scmething reaily
special.”” In Halyburton’s estimation, radio
networks have yet to apply the kind of in-
novative satellite-based techniques that
have been used effectively by television
news, as in the case of ABC’s Nightline
and World News Tonight. It’s partly for
that reason that, as a program director, he
has yet to use any satellite derived
material.
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One station whose format will be dra-
matically affected by the satellite era is
KABC(AM) Los Angeles. The news/talk
station will become an origination point
next January for ABC’s new news/talk
satellite-delivered network. Two hours
each of the daily programs hosted by
Michael Jackson and Dr. Toni Grant, a
psychologist, will be beamed nationwide
from the KABC studios.

“There will be some shifts in the focus
as these shows go nationwide,” explained
Program Director Wally Sherwin, ‘‘but
they will be relatively minor. The topical
issues that Michael talks about are ones
that are important everywhere. The same
is true for Dr. Toni Grant. There are many
similarities in people’s problems
throughout the country.”” Sherwin believes
the national focus will not hurt the station
locally, but instead help KABC attract more
prominent guests for interviews.

““We are foreground radio. When you
listen to this station you really listen,” he
said. ‘“We program for the narrower, target
audience of 35 to 49.° Within the past six
months, Sherwin says the station’s
younger audience has picked up signifi-
cantly. In part he attributes this to *‘an in-
satiable public thirst for news. The people
who listen to us are not the average news
listener. They really want to be informed
and entertained at the same time.”” KABC
fine tunes its format every month by tak-
ing a poll used to identify the top 10 issues
people are interested in. The station then
tries to ‘‘zero in on those issues in the
daily programing,”’ says Sherwin *‘I use
the word ‘entertainment’ very pointedly
because we have recently become more of
an entertainment presentation geared
toward presenting information. We dra-
matize. We get to the heart of a matter and
make it more interesting to the listener.”
This, plus strong community involvement
by the station and its personalities, is
what Sherwin believes contributes to a
successful news/talk format

Like Los Angeles, Houston is a city with
a huge, continuing influx of new arrivals.
News/talk station KTRH(AM) must try to
balance its appeal between these
newcomers and the city’s ‘‘oldtimers.”
““With 1,200 people coming to Houston
every week,” explained Program Director
Ed Shane, ‘*we have many in our audience
who don’t really care about the local angle.
A national program service could really
help these people. On the other hand, the
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oldtimer needs to hear about the local
things and how it used to be. It’s a delicate
balance.”’ Shane believes more and more
stations are having to decide whether to go
with nationally distributed program for-
mats or increase their emphasis on com-
munity needs. He pointed out that some
cities, such as Detroit and Cleveland, may
have so little turnover in population that
localism is vital. In Houston, he’s found a
block format to be a workable solution.

““It’s still possible to be ‘all things to all
people, * he ventured, ‘‘but you’re doing
it to a certain group of people at a given
time. People listening to us in the morn-
ing, for example, may not listen to our
afternoon sports show. But if we can pick
up a new audience in the afternoon and
combine them with what we have in the
morning we’ll look pretty good.” Like
KABC. KTRH talk show hosts stress topics
with universal application, such as eco-
nomics and self-help.

‘““We try to really localize in the
newscasts and then broaden ourselves to
issues that affect people without looking at
where they are geographically,”’ Shane ex-
plains.

The ‘‘magic advertising age group’’ is
currently 25 to 54, said Shane, and that
can be a problem for long-time news/talk
formats that tend to be skewed above that.
“I"ve got to walk a tightrope. I can’t afford
to blow off my upper demographics in
favor of the young audience the adver-
tisers like.”

Young

Shane

Overall, Shane sees news/talk formats
proliferating in AM, leaving music formats
to the FM stations. ‘‘It seems that every
AM station that is dying thinks that news
and information is its only salvation. I
think it’s one salvation, but not the only
one ... Innovative ways of doing music
can [also] save AM radio. You must think
about what you are doing instead of get-
ting into some knee-jerk reaction, like so
many stations did with disco a few years
ago.”

That philosophy is echoed by WUBE's
English, who sees ‘‘a rededication to local
market research that probably surpasses
any peak we've seen in the past. At our
station, we have come to think of our-
selves not so much as programers with a
capital ‘P’, but as, perhaps, marketers. We
operate with a triad —the program director,

“
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sales manager, and promotion director—
that tries to test the validity of our at-
titudes about what the people in our
market need and want. We also depend on
gut feel a lot. It’s made up of your training,
experience and day-to-day operation with-
in the environment you’re living in. It can
be wrong though.” While stressing the im-
portance of market research in the current
competitive climate, English warned:
‘‘Bad research is worse than worthless—
it’s damaging.”’

Fellow country programer Halyburton
sees ‘‘format fragmentation in a lot of
markets,” concluding that “‘everybody is
looking for a particular area where they
can have some degree of success, and |
think that everybody would prefer to be
just a mass appeal radio station and reach
as many people as possible.”

As a result of advertiser requests, how-
ever, ‘‘you’re seeing intense pressure to
look at narrow demographics and say ‘I
don’t have anybody over 35, but I sure
have people aged 25 to 34 It could be
we're bringing a lot of this on ourselves.”

Walter Sabo, vice president for NBC’s
owned and operated radio stations, thinks
‘‘anybody could have looked at a census
report three years ago and seen where the
demographic trends were heading. Any
demographic study will tell you that if you
have a teen-oriented study you won’t
make any money.’ Sabo credits careful
research and planning with the success
NBC has had with urban contemporary
and contemporary pop formats.

“We determined it was the 25-to-34-
year-olds, mostly women, who were doing
the most listening and consumer spending
in our markets,” Sabo reports. ‘“‘That’s
who we went after”” The NBC executive
inherited a money-losing set of stations
several years ago and has managed to turn
them around with formats that have an up-
beat, ethnic flavor. ““We're going to be
copied,” Sabo believes. ‘‘The urban con-
temporary format is the heart of what’s
going to happen [in radio] in the next 10
years.”

‘‘Many stations are undergoing an iden-
tity crisis now,”” said John Young, program
director of wzGC(FM) Atlanta, which bills
itself as an adult contemporary station.
““Everybody but the AOR stations seems
to be playing Kenny Rogers.”’

Young observed: ‘‘Consistency is the
key to success in this fragmented business.
The audience tends to think about us in
terms of a one-sentence definition. We
need to be [more]) clearly defined.”” He at-
tributes a “‘blurring’’ among station for-
mats to an overreaction to timebuyers.
“They think they understand music and
they label us by what they perceive the
music to be. Timebuyers are groping to
define station formats and not succeeding
very well, maybe because we haven't edu-
cated them properly,’ said Young. He
pointed out although his station is popular
among teen-agers, ‘‘there isn't an ad
agency in the world that wants to hear
about teens.” This has led, he believes, to
the demise of the top 40 format, which
‘‘screams: ‘Teens.’ '’ This in turn may be
leading many top 40 stations to label
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themselves adult contemporary in an at-
tempt to capture the advertising intended
for the 25-to-54-year-old market, which
Young believes most timebuyers are after.
“A lot of these program directors are
knee-jerking,” he continued. *‘They don’t
realize that the key to any successful radio
station is being that city’s radio station.
Everything you do has to be reflective of
what that community is doing. The true
adult contemporary station is a full-service
station . . . balancing music, entertainment
and so on.”’ At the same time, Young
warned, programers too often take them-
selves too seriously and ought to realize
“‘the average guy on the street is not hung
up on what we’re doing [at the station].”
That format philosophy is echoed by
Richard L. Geismar, chairman of Insilco
Broadcasting, which operates seven sta-
tions in four states. Said Geismar: ‘“My
belief is that 99% of what people care
about in their daily lives is what they can
see, touch and feel ... how they eat, live
and play.”” He stressed the appeal of music
on FM and talk on AM and the need for
station personnel to get a feel for the
‘“‘style and tone’’ of an individual market.
It remains to be seen what will happen
with the advent of the new satellite for-
mats,” said Charlie Cook, program direc-
tor for KHJ(AM) Los Angeles, a modern
country format station co-owned with one
of the fastest growing radio networks,
RKO.
The recent past, Cook has found, has

been dominated by an emphasis on ever-
narrowing demographic targeting rather
than on stations trying to establish a music
format as an identity. ‘‘The day may soon
come when stations are labeled by their
demographic profile more so than their
music. We may describe a station not as a
top 40 or an AOR, but as a 25-to-44 sta-
tion or a 35-plus station,” he predicted.
““The old format labels are rapidly chang-
ing, with lines getting washed out and
blurry as we move along.”

At Chicago’s WLS(AM), the station man-
ager and former program director, John
Gehron, is ‘‘fascinated to see networks
coming back so strong ... I think the for-
mat possibilities of that resurgence haven't
really been explored yet.” He said that ‘‘a
lot of stations today are running juke box
formats and there’s no reason why they
can’t have that programing supplied by so-
meone else,”’ such as a syndicator or net-
work. *‘There’s not a lot of localism in
beautiful music, AOR and some of the
adult contemporary formats today. A lot of
formats are making it on music alone.”

The FCC, Gehron contended, ‘‘may kill
music on AM radio because of the way
they have dragged their feet on AM stereo.
That, plus the fact that AM receivers are
not built to pick up the full fidelity we
transmit.’ Nevertheless, he says there
‘‘are not enough ways to present talk on
AM, so there will be room for music sta-
tions on the band still.”

The declining costs and rising interest in
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syndicated programing have given rise to
some new variations on traditional tor-
mats. The San Diego-based personality
team of Charlie & Harrigan, for example,
have since 1978 offered stations
throughout the country a daily version of
their morning show heard live in San
Diego on KCBQ(AM). The pair have their
own syndication company, Charlie & Har-
rigan Presents, which currently markets
the program by tape to 19 clients. The
show is localized for stations in markets by
inserting local features to produce the local
“feel.”

Charlie Brown (the ‘‘Charlie’” of the
team) believes syndicated programs with
the ‘‘apparently live’” feel will become
more popular as the radio industry con-
tinues to expand. ‘‘More stations will be
coming on the air and this enables them to
open up with a good show. They just plug
it in and don’t have to worry about audi-
tioning disk jockies from all over the coun-
try,” he said.

Another syndicator, Norman Pattiz,
president of Westwood One, would like to
see fewer distinctions made between net-
works, syndicators and producers. ‘“The
nature of the business has changed so
much that we are all really program sup-
pliers and advertising salespeople,’” Pattiz
said. ‘‘Radio is, and always will be, a
medium of formats. [But] since deregula-
tion, networks have realized they can no
longer survive just by supplying news to
radio stations. They are now supplying pro-
graming—which is what syndicators have
been doing for years.”

““It’s definitely been the year of the syn-
dication boom as far as country music is
concerned,” said Ed Salamon, program
director for WHN(AM) New York, owned by
the Mutual Broadcasting System. ‘‘That’s
probably true as far as all radio’s con-
cerned.”

Salamon, who directs a country format
station, sees the new 24-hour network pro-
graming services as ‘‘the next logical
step’’ in the resurgence of satellite-
delivered formats. Although he’s not cer-
tain what their impact will be, he
downplays the suggestion that their ap-
pearance is inconsistent with the popular
notion that radio must be localized to suc-
ceed.

Some stations, realizing the encroach-
ment of morning television on morning
radio, have tried to incorporate elements
of the nationally broadcast shows in their
local programing. At KABC Los Angeles,
for instance, hosts Ken Minyard and Bob
Arthur mix hard news, features, contests,
sports, consumer and business features,
with comedy material and interview seg-
ments. Their *‘Ken and Bob Company”’
takes on the characteristics of the informa-
tional, entertainment-oriented magazine
familiar to television viewers at those
hours.

While program directors agreed no
single radio format seems now to be in an
ascendancy, they also agreed that many of
the most successful formats appear to be
those most specialized and easiest to
define, such as religious, ethnic, rhythm-
and-blues or beautiful music stations.
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Radio syndication: keying network
growth, expanding program choice

Flexibility and quality tied to
syndicated success, top program
producers explain in survey

How does the long-time program syndica-
tor not only stay alive, but continue to
prosper in today’s ever-changing radio
market? By maintaining the quality of his
product, and most important, by being
flexible, say the majority of producers and
distributors interviewed by BROADCAST-
ING.

As RKO discusses programs for its net-
works two and three, and while Kent
Burkhart sings the praises of his Satellite
Music Network, syndicators are exhilar-
ated instead of depressed by the increasing
competition. D.I.R. Broadcasting’s presi-
dent, Bob Meyerowitz, believes that
**radio has the most untapped com-
munications audience’’ and the market is
‘‘open for creativity.”

*“There are over 8,500 radio stations in
the country. and there’s a place for every-
one,’ says Pat Shaughnessy, president of
TM Companies. Echoing similar beliefs,
John Benedict, vice president and general
manager of Radio Arts, asserts: ‘*There’s
room for everybody as long as there's
quality.”

The air of confidence among these pro-
gramers is not unfounded. Many com-
panies boast record sales and a multitude
of new shows that were either introduced
this year or are set for ’82.

Radio Works Inc., which started out two
years ago producing only one feature,
Forbes Magazine Report now has five
shorts ready for fall or first quarter 1982.
Stacy Hunt, president of the firm, whose
sales have doubled in the past year,
believes: *‘Flexibility is the key—that’s
what all companies will adopt in the
1980°s.”” Employing magazine formats
tailored to specific demographics, the com-
pany’s all-barter shows continue to attract
loyal advertisers, she adds.

Other ventures with successful track
records include Al Ham’s Music of Your
Life. Ham expects revenues for his firm to
reach $1 million by the end of the year.
Ham has found his place in the market pri-
marily with AM stations ‘‘because that’s
where the greatest need is,”’ according to
Ham.

Proving that small companies as well as
the large established ones can fare well
despite the added competition is Gert
Bunchez & Associates, which produces 20
barter programs. Bunchez says the de-
mand is always there if a program is known
to “*build audiences and station sales.”

As program syndicators and networks
vie for the same markets and the attention
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of local radio stations, the definitions of
each are becoming more blurred. Norman
Pattiz, president of Westwood One, a pro-
ducer of shows geared to the youth
market, notes that his closest competitor is
the NBC network, The Source. Besides ap-
pealing to the same audience, Pattiz says,
“‘like the networks, we deal with national
advertisers, and stations give up their time
for us as they would for any other net-
work.”

Stacy Hunt adds, ‘*With the rise of the
new networks, new situations have been
created. Media program suppliers are now
supplying the networks.”

Summing it all up, Weedeck Radio Net-
work’s Ron Martin says, ‘I think in a
large sense radio syndicators are responsi-
ble for the explosion in network radio.
Some syndicators became very successful
and the networks saw this. Radio stations
are more and more receptive to new pro-
grams. . . . because of the large amount [of
programing] around, stations will be able
to pick and choose.”

To demonstrate the abundance of pro-
graming that is available to radio stations
by syndicated program producers, here is a
brief summary of some of the more pro-
minent companies.

Drake-Chenault Inc., Los Angeles,
one of the forerunners in radio and format
syndication, is claiming success with its
Great American Country show, now heard
on over 75 stations, including those rank-
ing number one in Waco, Tex., Winston-
Salem, N.C. and Louisville, Ky. Other
“‘hot selling shows” are: The History of
Rock and Roll, 52 hours on over 125 sta-
tions, and The Weekly Top 30, a
countdown show that cleared 200 stations
in its first year.

Over 300 stations request services from
Drake-Chenault whose formats are: Con-
tempo 300 (or adult contemporary),
XT-40 (top 40), contemporary MOR,
SuperSoul, beautiful music and big band.
Jim Kefford, president of Drake-
Chenault, says the Contempo 300 and
rock and roll and country specials are
domg exceptionally well. The last product
is doing so well that next spring his firm
will offer the History Of Country Music
with 150 interviews of country performers
including Dolly Parton, Merle Haggard,
Loretta Lynn and George Jones.

Starting Sept. |, Bonneville Broad-
cast Consultants, Tenafly, N.J., plans to
transmit programing by satellite, 24 hours
a day, seven days a week, according to
President Marlin R. Taylor. Taylor says
Bonneville is the first of the existing syn-
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dicators to make a commitment to satellite
transmission and become a network.
Taylor says Bonneville’'s 1980 revenues
were about $2 million, and the prices for
its beautiful music format, carried on
about 100 stations, range from $750 to
$5,000 per month. With the median age of
the population increasing, Taylor says.
people are looking toward more conserva-
tive music, such as beautiful music. And
in the 1980’s, he added, beautiful music
will be ‘‘one dynamic format,” and Bon-
neville will make a complete commitment
to keep this format “‘in tune with the au-
dience’s relaxation needs.”

The company has discontinued its adult
contemporary format and country playlist
to concentrate on perfecting the beautiful
music format and its satellite transmis-
sion, according to Dave Pollei, vice presi-
dent, marketing.

Bonneville is in its 1 1th year of business
and deals strictly in cash.

TM Companies in Dallas is composed
of three separate divisions: TM Program-
ing, TM Productions and TM Special Pro-
jects. Combined revenues for 1980 ex-
ceeded $7 million, says company President
Pat Shaughnessy.

Currently, TM Programing’s list of
clients stands at 289, with another 41 on
contract. For the age group 34 and under,
three formats are offered: stereo rock, its
biggest seller with 100 stations to date;
beautiful rock or soft rock, and country,
which Shaughnessy deems ‘‘the fastest
riser in '81 and a real comer in '82." Pay-
ing special attention to AM, the newest
format is TMOR and spotlights ‘*40 years
of music from Eckstein to Streisand and
everything in between,”” said Shaughnessy.
TMOR’s target audience is 35 and over,
and so far 15 stations are carrying the for-
mat, which was introduced last March.
The lowest price for any of the formats is
$500 per month, while the highest is
$5,000 per month. Alpha One, TM’s
rhythm and blues format, started last year
and continues to do well, Shaughnessy
said.

TM Productions is in the business of
developing image campaigns for radio sta-
tions, including print and broadcast ads,
theme line and promotional calendar.
Shaughnessy described this as ‘‘the
maturation of the jingle.”

TM Special Projects, with 17 features
ready for broadcast, offers shows for $750
to $25,000 for two runs. *‘Our most recent
classic,” said Shaughnessy, ‘‘is our 30-
hour special, The Beatles: The Days of
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Kefford Shaughnessy

Tneir Lives.” 1t contains over 200 inter-
views—some previously unreleased—and
their music, he explains. Among the 125
stations that carried the show are
WMET(FM) Chicago, WYNY(FM) New York,
WIOQ(FM) Philadelphia and KZEW(FM)
Dallas. Other specials produced by TM are
Album Greats, ‘‘a 72-hour classic’’;
Guitar: A Rock Episode, a 36-hour show,
and for fall debut, 26 hours of Country
Town USA. Evolution of Country is set for
January 1982 and runs for 50 hours.

FM 100, a cash-only company that
began in Chicago in 1974, now produces
five formats ranging from beautiful music
to adult contemporary to country. Its two
beautiful music formats are the fastest
selling and appear on 108 stations, accord-
ing to President Darrel Peters. The two
newest formats are All-Hit Country and
Wall to Wall Adult Cantemporary, bath
released this month, and both highlighted
by musical blocks without much an-
nouncer talk. Peters says the long listening
patterns of beautiful music have been in-
corporated into these two formats to
achieve more listener loyalty. Traditionally,
audiences listen to country and adult con-
temporary for brief periods only.

Lowest price for a FM 100 format is
about $695 a month: the highest is $7,500
a month.

For beautiful music formats to be suc-
cessful, Peters says, they must attract
younger audiences, and also women, who
he says are ‘‘the most loyal”” To ac-
complish this, the syndicator must
“sprinkle in”> some contemporary perfor-
mers, making sure not to overdo it and
alienate older listeners.

Peters quotes FM 100’s 1980 revenues
at ‘‘between $1 million and $2 million.”

Long-time custom syndicator Schulke
Productions of South Plainfieild, N.J.,
has offered Schulke 1 since 1968, a
beautiful music format that is now on 65
stations, mostly in major markets. Schulke
11 began on Jan. 1 of this year and its MOR
format is aired on 15 stations. President
Jim Schulke sees continued growth for
beautiful music for many years. The
strength of beautiful music is in custom
recording, he says, because there are no
new records in this format.

On an exclusive basis, Schulke says, his
company has over 1,100 pieces of recorded
music. The number of beautiful music
syndicators will be reduced to those who
can afford recording a lot of music, due to
heavy competition, he says. Schulke's
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prices run from $800 to $10,000 a month.

‘“We are really a noninterconnected net-
work, but our sales method is syndica-
tion,” says president Neil Currie of Wash-
ington’s, Parkway Productions, whose
revenues last year amounted to about
$750,000. Parkway offers 23 program
series plus one classical format. The series
consist of classical music and news
features, and are aimed at the ‘*best edu-
cated, highest earning’’ segment of the au-
dience, according to Currie. An example is
the fastest-selling daily series. Starlight
Concert, a classical show running two
hours nightly Monday through Friday.

Some shows are produced specifically
for a sponsor, such as Parkway’s newest
series, The Steinway Show, featuring ar-
tists playing on Steinway pianos. Parkway
also syndicates European Perspective with
journalist Martin Agronsky playing host to
foreign journalists.

Parkway, in its 12th year, offers a non-
commercial full-length symphony concert,
for $35 a program based on rate card.

Century 21 Productions, whose 1980
revenues were about $2 million, offers 12
automated formats, including four new
religious formats recently purchased from
Sacred Sounds, of Riverside, Calif., when
Century 21 acquired that company.
Another new format is Country Crossover,
introduced late last year and aired on 25
stations, which Vice President and
General Manager Dave Scott describes as
“‘country music for people who hate coun-
try music—it’s not very country.”

Century 21, located in Dallas, began as
a jingle company in 1972 and introduced
automation in 1975.

One of Radio Arts’ biggest selling
features is a revival of Your Hit Parade, a
recreation of early radio programs with
original announcer Andre Baruch and his
wife, Bea Wayne Baruch, playing original
recordings. 1t’s carried in over 60 markets.
In addition to Parade, the Burbank, Calif.,
company offers five other syndicated
features and five formats aired on 125 sta-
tions, including nostalgia, MOR, adult
contemporary, rock and country. Format
prices vary from $400 per month to $4,000
per month, and feature prices vary by
length of feature and market size. Vice
President and General Manager John
Benedict sees a trend toward increasing
format customization for individual sta-
tions, and he doesn’t view satellite dis-
tribution as a ‘‘viable option’’ because it
makes local programing difficult.

In its seventh year of syndication,
Roger Carroll Enterprises of South
Pasadena, Caliif., offers five programs, the
fastest-selling being Musicland U.S.A., a
musical magazine carried on 160 stations
featuring top songs and reviews of the best
of the current crop of movies, fashions,
cars, and other ‘‘life style’ items. Interna-
tional Deejay, the newest show currently
being marketed, contains a countdown of
top songs from countries around the
world.

Roger Carroll, president, says business
is conducted by both cash and barter, with
the availability of barter depending on
supply and demand and the quality of the
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RKO ONE. THE ORIGINAL RKO RADIO NETWORK. PROGRAMMED FOR YOUNG ADULT
MUSIC RADIO STATIONS AND THE 25-34 DEMOGRAPHIC.

OVER 200 STATIONS HAVE AFFILIATED SINCE OCTOBER, 1979.
THE UNPRECEDENTED SUCCESS OF RKO ONE IS BASED ON STATION DEMAND FOR:

« DEMOGRAPHIC, INTEGRATABLE PROGRAMMING
Award-winning news—issue-oriented news reporting with a conversa-
tional and relatable on-air delivery.

Lifesound™ features—lifestyle-oriented short form shows on every-
thing from show biz to the bizarre.

Entertainment Specials—highly promotable two-hour shows and
concerts featuring music superstars.

Night Time America™—RKO'’s live 5-hour nightly music show with host
Bob Dearborn.

STEREO TRANSMISSION BY SATELLITE

High quality audio—full 15 kHz stereo transmission of all program
feeds, an RKO exclusive.

COMPLETE STATION SERVICE PACKAGE

Interkom—exclusive computer communications link for simplified
affiliate reporting systems.

Program for Affiliate Research (PAR)—
an Arbitron software system for local 1

sales and management use.
BMC Co-op Sales Program—a compre-

hensive and complete local sales
package free to affiliates. RKO

SfailqesgromgtiondSupporl—a full array RADIO
KO- kits for local sale of
ﬁletworkp;;?ogur?a?nm:nsg.o riocaissieo NETW ORKS




RKO TWO. A NEW RKO RADIO NETWORK. OLDER. DESIGNED FOR MUSIC AND RKO RADIOSHOWS. RKO THREE. THE NEXT DIMENSION IN NETWORK RADIO.

INFORMATION STATIONS WITH A MORE ADULT PROFILE. OFFERING DEMOGRAPHIC PROGRAMS AND FORMAT BLOCKS FOR ALL RADIO STATIONS.
BEGINNING SEPTEMBER 1st, 1981. | PREMIERING SEPTEMBER 1st, 1981. RKO RADIOSHOWS. SYNDICATION BY SATELLITE
RKO TWO IS A RESOURCE FOR FORMATS APPEALING TO THE 35-44 LIFESTYLE WITH FIRST CALL OPPORTUNITIES FOR RKO ONE AND RKO TWO AFFILIATES.

AND THE EMERGING 25-54 MARKET WITH:
« STEREO TRANSMISSION BY SATELLITE

« COMPLETE SCHEDULE OF INFORMATION PROGRAMMING High quality audio—all RKO Radioshows will be broadcast in full

e . g stereo utilizing RKO'’s additional space segment on Westar |lI.
I(;lra;geNotm]st(Srr?;?:r]s;lsevr;i\;slssacggt:ggnho?#ircs g&ag;wth added cov Earth stations in 200 cities—immediate availability on a nationwide

In-depth News Support—daily commentaries and expanded newscalls basis.

to all affiliates. *t ¢ AMERICA OVERNIGHT ™ TALK SHOW
“Ask the Expert” Feature Series—short duration programs hosted by 1 Six hours live from Dallas and Los Angeles fed Midnight-6AM (EST)
experts in medicine, money, law and psychology. , Monday through Saturday beginning September 1, 1981.
Weekly Music Specials—an hour of music and conversation with Hosts Ed Busch and Eric Tracy with name stars and nationwide
broad-based pop and country artists and available for local sale. ) telephones.
Overnight Talk Show—featuring “America Overnight” ™ with six hours of Turn-key program block—highly promotable show with local inventory
talk radio nightly from Dallas and Los Angeles. First call option for RKO for premium nighttime revenues.
TWO affiliates. First refusal opportunity—for all RKO TWO affiliates.
e STEREO TRANSMISSION BY SATELLITE
High quality audio—all feeds of RKO TWO will be broadcast in 15 kHz * Igfgﬁgr?nrmal:al?:ment and informa-
stereo from RKO via Westar lil. .
. . N . . . tion shows to supplement local
Earth stations in 200 cities—only RKO offers immediate national programming beginning January, 1981.
glrsggrglrbal:nn%ri]ncg stereo network Radioshows program lineups—to include KQ
: weekly countdowns, sports talk shows, “ 0
* STATION SERWC.E RESOURCES mid-day magazines, live concerts and ‘
Interkom—exclusive computer link with daily formatic music blocks. gg
the network simplifies reporting systems. . Fall 1981 announcements—scheduling w
Program for Affiliate Research and RKO to be based upon surveys with 500 “
gxeg Sso(;op—semces available for local RADIO | stations covering 7 different formats. '
* MAJOR LEAGUE COMPENSATION !
FOR ALL TOP MARKET STATIONS NETWORKS | FIRST REFUSAL ON THIS ULTIMATE NETWORK RESOURCE FOR RKO ONE
AND RKO TWO AFFILIATES. NOW’S THE TIME TO TAKE A HARD LOOK

AT RKO AND CALL (212) 575-6144 TO LOCK UP YOUR RKO FRANCHISE.




RKO RADIO NETWORKS
The Sounds of Success

Now’s the time
totakea @
second and third

look at RKO.




product. Prices range from $55 to $1,000,
he says. Carroll foresees an increasing
market for syndicated programing and
considers the format business to be very
big now.

Relatively new on the syndication front
is San Diego's Noble Broadcast Consul-
tants, in business only a little over a year.
In 1980, revenues totaled $250,000, ac-
cording to Noble's Rich Wood, vice presi-
dent and programing manager. Noble
offers three formats, including beautiful
music carried on 14 stations, an adult
top-40 format on one station, and the
newest addition, a contemporary format
that became available four months ago
called Album Oriented Hits. It airs on five
stations.

Noble, which is a cash-only company,
has prices from $600 to $3,500 a month.
Wood says using cash exclusively results
in good ratings and quality programing for
stations. ‘‘Barter says your product is not
worth a great deal,”” he says, explaining
that with barter, a syndicator gives up con-
trol of what goes on the air. He said a sta-
tion involved in barter could run a com-
mercial at an inappropriate time, destroy-
ing the format’s mood. This would really
damage a beautiful music format, Wood
explained.

BPI Inc., a 20-year veteran in the in-
dustry, and located in Bellevue, Wash.,
has a stable of 10 formats from classical to
country to rock. General Manager John
Iles says the country format (50 stations)
is the fastest selling, partly due to the **Ur-
ban Cowboy™ craze and also the ‘‘*mass
appeal’’ country music now enjoys. ‘‘Peo-
ple from all walks of life listen to it.’ he
says.

BPI's newest format is the resurrection
of the Heritage Series, a classical format.
lles says it will be ready in about six
months. BPI deals strictly in cash at prices
between $225 and $3,000 a month.

CaVox Stereo Productions’ fastest-
selling formats are good music and
beautiful music, according to national
sales and programing director, Bob
Mayfield. He says beautiful music and
MOR formats are growing in popularity,
possibly because ‘‘we’ve gone in the other
direction for so long.”” CaVox recently ad-
ded two MOR formats to its list, bringing
the total number it offers to eight. The
new formats are called ‘‘Adult MOR Con-
temporary I and I1.”” Mayfield says 225 sta-
tions carry CaVox’s formats.

In existence since 1971, CaVox, located
in Inglewood, Calif,, is an all-cash com-
pany with prices ranging from $255 to
$395 a month.

A live nationwide satellite show,
Satellite Live, is one of the programs pro-
duced by San Diego’s Tuesday Produc-
tions. Satellite Live, a weekly two-hour
talk show aired Sunday nights on 48 sta-
tions, features celebrity guests and phone
calls from listeners. Two to three stations
add the show each week, says vice presi-
dent Bo Donovan. Satellite Live has been
on the air since Sept. 12, 1980, and is
Tuesday's only bartered product.

Among the newest of 21 programs

offered by O’Connor Creative Services,
Universal City, Calif., says Maris Milas,
vice president/general manager, is Jim
Newman’'s More For Your Money. a show
featuring financial advice launched four
months ago. The fastest selling shows for
the 16-year-old company are Ruff Com-
mentary, carried by over 200 stations; Art
Linkletter's Kids Say the Darndest
Things, on over 100 stations, and the Bob
Dole Commentary with the Kansas sena-
tor, on over 100 stations.

Harry and Gay O’Connor, O’Connor’s
president and vice president, respectively,
foresee strong growth in syndication of
short features with celebrity guests, be-
cause most small stations can’t afford to
produce those features themselves. The
celebrity guest, says Harry O’Connor,
gives stations an identification and **a na-
tionwide status they wouldn't have other-
wise.”

Peters Productions’ collection of for-
mats includes two country, three blends of’
beautiful music, one adult contemporary,
and one adult rock, and what regional
manager Redd Gardner describes as an
‘*all-purpose format,”’ The Natural
Sound, which is a blend of MOR, country
crossover tunes, and country music. In
medium and small markets, Gardner says,
Natural and the two country formats are
the top sellers. A new format, to air on
four stations Sept. 1, is a traditional MOR
format for the 30-plus listener called Your
Music. Tt and Natural, says Gardner, are
suitable for stations with news/talk in their
programing.

Gardner sees AM radio including more
news/talk in its programing in the future,
so Peters Productions, designs formats
with this in mind.

The minimum price for a one-year con-
tract is $500. the maximum price is
$3,000. Also, Gardner adds, longer-term
contracts earn a 10% discount. He says his
company has not gotten into barter be-
cause ‘‘barter obligates you to give up
more than you're getting.”

Stephen C. Trivers, president of
Kalamusic, Kalamazoo, Mich., says he
sees a trend where most stations use out-
side consultation in their programing, no
matter what the format. Kalamusic cur-
rently offers two formats, one beautiful
music and the other a light contemporary
format that is a modification of the first.
Both are heard on 31 stations.

Kalamusic is an all-cash company which
began in 1973. Its prices run from $1,000
to $3,500 a month.

Hunt Pattiz
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Master Broadcast Services Inc. of
Morrisville, Pa., headed by president
Jason M. Taylor, syndicates one format,
Adult Easy Listening, that is carried on 11
stations. Taylor says the format requires
the continual updating of material in it.
*“Too many beautiful music stations have
remained too old in their selections of
material,”” he says, and the result is the
erosion of the 35-55 segment of the au-
dience, because they can tune in to adult
contemporary stations that are not harsh-
sounding.

Master is a cash-only company in its
10th year of existence, with prices going
from $750 to $6,000 a month.

Of the six informational shows it offers,
the Public Affairs Broadcast Group has
one that is given free to about 200 stations.
Soundings, a weekly half-hour talk show
that began in October 1980, is underwrit-
ten by the National Humanities Center.
which allows for free distribution of the
show. The rest of Public Affairs’ pro-
grams, says president Mark Bragg, are sold
in cash. The fastest selling show, In Depth
Magazine, airs on 260 stations. A new pro-
gram to go on the air in September, is
American Voices, a daily two-minute
issue-oriented commentary featuring pro-
minent persons.

Bragg says his company has tried
satellite distribution and found it did not
work well for its short, one-minute
features. Unless the news must be broad-
cast immediately, he concludes, satellites
are not necessary.

In 1980, Bragg says, Public Affairs
brought in about $350,000 in revenue.
Programs range in price from $9 10 $150 a
week. In its eighth year of business, Public
AfTairs, which is located in Los Angeles,
may add a Washington office, says Bragg.

Located in country music territory,
Nashville-based Musicworks Inc. has
found its niche with the country format.

Musicworks offers three variations of
that theme, but ‘‘Live Country is the one
that put us on the map,” said Bill Robin-
son, company president. Casual Country,
labeled easy listening or beautiful country,
leans toward background music, while
Country 80 is hit-oriented and designed
for stations to use with live assistance.

Robinson said 1980 saw a revenue in-
crease of 60% over 1979. Looking ahead to
the fall, Musicworks expects to have ready
its newest format, Hispanic music. Busi-
ness is done on a cash basis for all four for-
mats, now serving 52 stations, and prices
range from $290 per month to $1,800.

O'Connor

Donovan



Also specializing in country music pro-
graming, Weedeck Radio Network,
Hollywood, claims that revenues for the
two-year-old company have reached six
digits.

Ron Martin, executive vice president at
Weedeck, finds no problems with the
barter method Weedeck uses, ‘“‘unless
you're dealing with long shows.” Two
hundred stations carry its three-and-a-half
minute Country Report, and Inside Rock,
another short feature, is heard on 65 sta-
tions. Martin said ‘‘both shows are reach-
ing 10 million people per week,” according
to the latest Arbitron book. Currently a
Christmas country music special is in the
works; reportedly at least 50 stations are
interested to date.

Phoenix-based Churchill Productions
Inc. now services about 22 radio Stations
with a choice of three formats: beautiful
music, religious and most recently adult
contemporary.

According to Churchill President Tom
Moran, “‘Adult contemporary is the
beautiful music of the future,” and he
notes that the ‘‘new audience,” aged 30-
plus, was raised on a contemporary sound.

Churchill’s rates range from a low of
$750 to more than $4,000 per month.
Moran said the company, formed in 1978,
‘‘continues to grow" despite the new
forms of competition. He added: ‘‘satellite
technology is certainly the future; I predict
we will be on it’

Golden Egg's Future File, a series of
two-minute news features heard twice
daily on 161 stations, is the company'’s
forte. Sponsored by the U.S. Navy, Future
File has an 85% renewal rate.

On the subject of barter, Dick Cooke,
president of Golden Egg, Los Angeles,
finds that ‘‘stations are receptive depend-
ing on the program. You have to be flexi-
ble; don’t lock them into running the spot
during drive time," he advised.

Zeroing in on the 18-34 age group,
Golden Egg considers itself to be a ‘‘full-
service futuristic company.’ As a compli-
mentary service to affiliates, a newsletter,
Mobius Health and Service Update, is pro-
vided to fill in stories that are too lengthy
for Future File coverage. On a cash basis,
the company has a news actuality service
created for “news development™ at sta-
tions and includes recorded interviews on
a variety of future-related subjects.
Golden Egg charges from $30 to $150 per
week for this service.

With over 85 stations signed for Music
of Your Life, both the Huntington,
Conn.-based firm and the format of the
same name are experiencing ‘‘incredible
growth,” according to president Al Ham.
Sales for the company have reached
$250,000 per year, but Ham projects
revenues by yearend will approach $1
million.

The format encompasses ‘‘classic pop
music of the last 40 years'* which includes

“‘“The American Character’ helps us achieve
our goals for reporting positive aspects

of American life. And mail from our listeners
consistently praises this fine program.”

= Rick Devlin, VP |GM, WOR Radio, New York

Join WOR and more than 300 other fine radio stations

this award-winning series about contemporary Americans and their
positive contributions to life in this country.

* 90-seconds daily « Exclusive in your market  Free of charge «
Narrated by Norman Vincent Peale » Funded in the public interest
by ITT

For a free demonstration cassette and more information, call collect:
(212) 921-8280 + Or clip and mail our coupon:

Infocom Broadcast Services Inc.
1440 Broadway New York, N.Y. 10018

Please send me a free demo and related material on “The American Character”

Name Position - —
Station _Address o ==
City State Zip —
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Frank Sinatra, Barbra Streisand, Glenn
Miller and Anne Murray. Ham developed
the format for the “musically dis-
enfranchised audience™ in the age group
35 and over. He feels this audience
demonstrates a ‘“‘tremendous loyalty™” to
the music and transfers it to the station.
Music of Your Life fan clubs have risen all
over the country, Ham said, emphasizing
the format’s appeal.

The success of that format has led Ham
to explore another soon to be announced
for the audience 34 and under. Instrumen-
tals as well as vocals “‘with the same
shotgun approach™ will be found in the
new format, Ham said.

Back in 1972, D.LR. Broadcasting,
New York, offered a program featuring
taped live concerts called the King Biscuit
Flower Hour. Nine years later, King
Biscuit is still a mainstay at D.I.R. and
heard on over 300 radio stations.

Other concert shows have proved suc-
cessful for the company including a coun-
try music series, Silver Eagle, run on
more than 400 stations; Schaefer Rock
City; Supergroups in Concert and The
Rock Music Awards. The last two, along
with King Biscuit, can be heard on ABC
Radio as part of an arrangement made in
June 1980, which provided 84 long-form
shows.

Bob Meyerowitz, president of D.IR.,
has revealed plans for the company to
make use of satellite distribution. ““We
have a complete satellite service uplink, a
full transponder on AT&T, and 200 earth
stations that we’ll start installing around
Jan. 1, 1982. By next year we'll be in full
swing,”" he said.

The ABC deal, coupled with record-
breaking ratings and production by D.I.R.
last May, has made the past year the com-
pany's most successful, Meyerowitz said.
In May, 36 hours of original programing
was aired and D.I.R’s May 2 Rod Stewart
Special garnered approximately nine
million listeners, according to Meyerowitz.

With sales of approximately $500,000
for 1980, Inner-view Inc., Beverly Hills,
Calif., has begun its sixth year producing a
one-hour weekly “‘word and music AOR
product’’ of the same name.

Hosted by Jim Ladd, Inner-view is car-
ried by 155 stations, including KMET(FM)
Los Angeles, WLLZ(FM) Detroit,
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The dawn of digital technology in

broadcast audio consoles

Harris MICRO MAC ™

Remarkable Memory. The new Harris
MICRO MAC ™ is the first broadcast
audio console with digital microproces-
sor memory. Also exclusive is the auto-
matic logging option in a live studio
operation.

E.P.A. (Environmentally Protected
Attenuator). MICRO MAC’s unique
linear attenuator is immune to common
control room hazards. Coffee spills,
cigarette smoke and ashes, airborne
dust and dirt—none of these show
stoppers can stop MICRO MAC. And
attenuator life is virtually unlimited!

Modularity. For both broadcast and
non-broadcast applications, Harris’

Visit the Harris display
at the 1981 NRBA, Miami

modular design makes MICRO MAC
ideal. Low-cost software changes and
additional hardware will accommodate
future expansion through 48 channels.
Without changing the basic mainframe!
Switching and level control of audio is
accomplished by digital control signals
from the console mainframe to input
and output card cages. Control is soft-
ware oriented.

The Harris MICRO MAC is a major
breakthrough in audio console de-
sign...a bright new talent of the digital
decade. For more information, contact
Harris Corporation, Broadcast Prod-
ucts Division, P. O. Box 4290, Quincy,
fHlinois 62301. 217-222-8200.

) HARRIS
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COMMUNICATION AND
INFORMATION PROCESSING
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WwMET(FM) Chicago and WPIX-FM New
York. Much of the show’s recent success
has been attributed to RKO Radio Sales,
which now represents the program.
““Barter is virtually the only way stations
will take such a show,’ says Inner-view
President Jack Norris. Servicing stations
with an established product also helps, he
believes.

Another feature bartered by RKO for
the fall is Country Closeup. The Women in
Rock and Roll is now in production for
winter availability. This six-hour special
highlights the music and careers of
‘‘everyone from Joni Mitcheli to Pat
Benatar.”’

One year ago, the national rep firm John
Blair & Associates joined forces with Star-
fleet Studios, whose partners Sam Kopper,
Jim Slattery and Harriet Bellush had been
serving radio stations with live concert
broadcasts.

Now entitled Starfleet Blair Inc. of
Boston, it handies a dozen live AOR con-
certs per year for about 90 stations as weli
as 12 Boston Pops concerts, all by satellite.

In 1980, Starfleet received about $5,000
per spot and $25,000 per sponsorship, says
Kopper. He said that sponsors are willing
to pay the price because of the publicity in-
cluded with each concert, billboards, sta-
tion promos, and mentions in the trade
and consumer press. Also, ‘‘the audience
ends up with a different view of the spon-
sor,”” and ‘*he’s not clustered around a lot
of spots,”” Kopper added.

Dave Tyler, vice president-general man-
ager of William B. Tanner Co.’s 1.D./li-
brary division, says the Mempbhis-based
Tanner plans to redo and re-release this
fall its 1977 show, Rock and Roll Roots,
produced by Jack Alix. Tanner also syndi-
cates Gold Rush, which Tyler calls *‘an
oldies music library.” it is heard on about
200 stations and features the hits of 1955
to 1969.

Of Tanner’s five formats, the fastest-
selling is Bright Blue, an MOR format
heard on about 100 stations. Sunshine, a
religious format and Tanner’s newest addi-
tion, features up-tempo, MOR music and
airs on about 10 stations.

Tyler says Tanner’s 1.D./library division
had revenues of more than $20 million in
1980. The company has been involved in
syndication for the past four of its 20
years. The current prices run from $400 to
$1,200, and Tanner deals in both cash and
barter. ‘“‘Our barter business is double
what it was last year,’ says Tyler, because
stations would rather conserve their cash
for other ventures.

Wolfman Jack’s Graffiti Gold and The
Charlie Tuna Show, the two programs syn-

dicated by Hollywood’s Audio Stimula

tion, are carried on over 2,200 stations
weekly and heard in about 50 countries on
the Armed Forces Network. Sales Man-
ager Otis Merry says each six-hour show is
designed for weekend broadcast and has a
unique ‘‘live’” sound.

Merry deals in cash only. Audio
Stimulation has syndicated Wolfman Jack
since the company’s inception 10 years
ago.

One Dallas company dealing suc-
cessfully with barter is Sunbelt Network
Inc. President James T. Johns and Vice
President Margaret Digan Sinclair say they
find a ready acceptance for barter,
although no single station will use a great
amount of bartered programing. In Sun-
belt’s case, long-term sponsorship, not
spots, is sold. Stations, therefore, gain a
‘“‘reliable source of top quality program-
ing,” they say.

Sunbelt, whose 1980 revenues reached
about $250,000, offers 15 programs in the
form of two-minute informational
features. The newest program, Working
Woman, contains advice for working
women from newspaper columnist Niki
Scott, and the most popular program,
Another Opinion, features Neiman-Mar-
cus chairman emeritus, Stanley Marcus,
commenting on fashion and retailing. Opi-
nion is carried by six major markets on a
variety of formats.

Sunbelt has been
1978.

A company with an unusual approach to
barter, Charles Michelson Inc., sells pro-
grams for cash to national advertisers, who
in turn place those programs on radio sta-
tions on a ‘‘free-barter’’ basis in exchange
for time. According to President Charles
Michelson, the company offers 12
different series with 52 programs in each
series. Most of the content consists of
famous radio dramas. Gross revenue last
year was about $1,800,000, said
Michelson, and the fastest-selling items
were blocks of radio dramas aired nightly
such as The Shadow, Lone Ranger, and
Suspense.

Prices range from $15 per half-hour for
small stations to $150 for half-hours in
large markets. The company’s newest ven-
ture is comedy programs, such as Henny
Youngman Comedy Radio Library.
Charles Michelson Inc. has been in busi-
ness since 1938 in Beverly Hills, Calif. and
has its expansion sights on more overseas
distribution in English-speaking countries.

Hollywood’s Far West Communica-
tions, now in its second year, offers Gold
Plus, which president Paul Ward says was
developed for an audience that has out-
grown top-40 music but isn’t interested in
beautiful music at ages 35 to 40. Gold Plus
is an oldies-based format with an emphasis
on music of the late 60’s and early 70’s,
which Ward says will probably be aired on
about five stations in the near future. It is
currently on WCAZ-FM Brockton, Mass.,
and wLyVv(aM) Fort Wayne, Ind. Prices run
from $650 to $4,100 a month.

Another barter company, Columbus,
Ohio’s Jameson Broadcast Inc., has
three informational series on the air and
two awaiting sponsorship. Those on the air
include Mother Earth News, Energy
Watch (heard on 1,070 stations), and New
Age Radio, which deals with aging in the
U.S. Jameson President Jamie Jameson
says when New Age was first offered to sta-
tions, none wanted to admit it had au-
diences old enough to enjoy the series.
Now, he says, 250 stations east of the
Mississippi River carry it, and he believes

in business since
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stations accept the fact that they have a
strong audience in the 45-plus age range.

Prices charged to advertisers by the five-
year-old company vary from $35,000 to
$100,000 per quarter. Jameson sees infor-
mational programing becoming more pre-
valent as stations seek to provide more
than just entertainment.

Radio Programing Management of
Southfield, Mich. in its 11th year, offers
three formats, two beautiful music and
one MOR. Last year revenues totaled
$500,000. A fourth format, Classic MOR,
is in the works, according to President
Thomas M. Krikorian. He says MOR is
more conservative now and is much
different from top 40. The conservative as-
pect may be the result of the country’s
swing toward the right, he says.

Krikorian says he deals strictly in cash,
because with the competitiveness of the
market it is difficuit to maintain high
quality in barter. His prices range from
$500 to $5,800 a month.

Although Watermark Inc., North
Hollywood, distributes many programs, its
American Top 40 with Casey Kasem is by
far the biggest. The 11-year-old show now
airs on over 1,000 outlets worldwide, says
Peter Hartz, director of advertising and
promotion at Watermark.

Another long-running show, American
Country Countdown with Bob Kingsley,
increases its station roster each year. In
eight years it has lined up 300 stations.
The Robert W. Morgan Specials, known as
superstar profiles, features artists like Hall
and Oates, Deborah Harry and Kim
Carnes, is heard on about 250 stations,
and is sponsored by Michelob. A relative
newcomer, Soundtracks of the 60’s with
Gary Owens, who, with Casey Kasem just
received a star on Hollywood Boulevard,
said Hartz, can be heard on 120 stations.
As of this time there aren’t any new pro-
grams set for 1982, although ‘‘we’ve in-
tensified efforts in terms of sales and
merchandising support for American
Country Countdown,” said Hartz, who
hopes to release a 58-page book on how to
sell the show next year.

“In 1981 we will have produced over
100 concert programs, over 200 hours of
artist specials, over 4,000 short features
and additional 300 hours of [special] pro-
grams, like Dr. Demento,”’ said the presi-
dent of Westwood One, Norman Pattiz, at
his Culver City, Calif., headquarters.

With sales in excess of $5 million for
1981 derived from the company’s 10 bar-
tered programs, Pattiz explained, ‘“‘we’'ve
been in business a little more than five
years and have doubled our size each
year.’ Westwood One’s Live From Gilley’s
has cleared over 400 stations in the 10
months it has been on the market, and Off
The Record Specials with Mary Turner
are on major-market stations including
WNEW-FM New York, wwDC-FM Washing-
ton and KMET(FM) Los Angeles. Of the
short features produced by Westwood,
some of the most popular are: Spaces and
Places, Telling 'em Like It Was and Star
Trek. In all, Westwood reaches about
1,500 stations. Next year, in cooperation
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with Playboy, the company will offer The
Playboy Aduviser, a series of 10 short
features per week. In addition, Pattiz pro-
mises to do 150 concerts next vear.

The term narrowcasting is commonly
heard in reference to cable, but it also ac-
curately describes the products of Radio
Works, Hollywood. Specializing in maga-
zine format short features, its six-year-old
Forbes Magazine Report, a two-and-a-half
minute daily financial commentary, has
met with success. Today, the show is
licensed to Mutual Broadcasting System
and is heard on over 200 stations. The suc-
cess of Forbes has led Radio Works, and
its president, Stacey Hunt, to delve into
other magazine possibilities.

Coed Magazine, described as a 90-sec-
ond radio diary for teen-agers, will debut
this fall. The series will include mini-
dramas similar to those on the television
show The Baxters, three days per week,
with helpful hints the other two days. Also
slated for fall entry in 45 markets is Inc.
Magazine, a short feature segment on
small business, Hunt said.

Strictly adult contemporary programing
is offered by Botik Broadcast Services,
which has been in business just under two
years in Austin, Tex. Though only five sta-
tions carry Botik’s programing, President
Bob Botik says he is satisfied because his
tapes are highly customized and the com-
pany aims toward quality, not quantity.
Botik says he would like to see the end of
‘“‘faddish music,”” such as disco and new
wave, because broadcasters who go for
these trends tend to be disappointed in the
long run.

Servicing about 250 stations, From
Studio B Company, Hollywood, deals
primarily in short-form comedy programs.
Merrill Barr, managing partner for the
company, claims: “We’re in comedy be-
cause we want to avoid competition, the
networks don’t provide comedy shows and
good ones are hard to produce.”

Of the 10 original shows provided by the
company some of the best sellers are:
From Studio B, a comedy interview series
featuring writer-comedian Pat McCor-
mick; Rick Dee's American Morning
Laugh Track; Biff Owens with the Sports
Exclusive, featuring former Gong Show
host Gary Owens, and the Christmas
show, North Pole Reports.

Barr said sales ‘‘are definitely up about
20% over last year’’ for the all-cash com-
pany. He also believes that radio stations
are ‘‘a little more flexible when it comes to
comedy.”

Although Rogers Broadcast Pro-
ductions produces and distributes five
music programs, the one that has set it
apart from most syndicators is its con-
tinued success with a 90-minute weekly
public affairs show called Sunday, Sunday.
The Toronto-based business has received
acclaim for the program, which recently
won an award from the Radio-Television
News Directors Association of Canada for
its “60 Minutes approach’ to news.

Also on Rogers’s menu of programs is
Hot Shots, a four-hour show featuring
adult top-40 music from the 60’s and 70’s;

Spirit of Summer, a six-hour program with
contemporary music and interviews;
Tapestry, a one-hour series with beautiful
music and poetry, and Brett Holiday,a 15-
minute daily entertainment series with
gossip and interviews. Just introduced in
the U.S. for cash is Candlelight and Wine,
a beautiful music feature for evenings
geared toward FM stations and now run-
ning through barter on 60 Canadian sta-
tions. Estimated revenues for the com-
pany are in the six-digit area.

Concentrating on the spoken word,
Gert Bunchez & Associates Inc., of St.
Louis, began its syndication operation in
1977 after nearly 10 years as a national
sales representative. Now Bunchez pro-
duces close to 20 programs with about 66
client stations signed.

=2 ——— e e ———————————————————— S

America’s favorite format: contemporary

For second year in row, that
format, in all its variations,
comes out on top; distant
second is beautiful music

Contemporary, whether prefaced by the
words urban, adult, oldies or the like, has
swept the field as the most popular format
at the country’s top stations for the second
consecutive year.

While this format encompasses not only
the current hit records, but instrumentals,
ballads, rhythm and blues and rock music,
the days of the cut and dried formats seem
to be fading out, as BROADCASTING'S
survey of the top 10 stations in the top 50
markets will indicate.

Measured by Arbitron’s April/May
metro survey this year, 30.9% of the sta-
tions carried the contemporary format.
Although that’s down 1.9% from last year,
second place is held by beautiful music, at
a distant 12.5%, down from 15.7% the pre-
vious year.

Gaining some ground is album oriented
rock (AOR) which made a showing of
11.7%, up .1% from last year. Another
gainer, news/talk, now filling 9.7% of the
slots, rose from 7.4%. Country music re-
mained constant at 9.7%, while MOR (in-
cluding big band and ‘‘music of your
life’*) appears to have regained some of

order.

THE BEST RADIO SALES TAPES IN THE WORLD

That's the only name we could come up with for these radio ad-
vertising sales tapes from the Welsh Company. By special arrange-
ment, Philips & Company is proud to be able to offer these tapes
while supply lasts. There are 12 cassette tapes in the
series...over 13 hours of unique sales training tech-
niques. “The 15 System’ alone is worth the purchase
price. To get your set, mail your check for $300 to
Phillips & Company, PO Box 985, Laurinburg, NC
28352. If you prefer, call (919) 276-1306 and your
charge card order will be taken by telephone. Your
tapes will be shipped postpaid the day we receive your

)
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the popularity lost when adult contempor-
ary made its debut and garnered 9.5%
from 8.0% last year.

Black music, composed of gospel, jazz
and/or soul, added .5%, at 4.5%, but can
attribute much of its loss in recent years to
the popularity of urban contemporary, as
can disco. This format has all but disap-
peared as only two stations in the survey
continue to label themselves this way.
Spanish music came in at a steady 1%.

Most of the top ranking stations were on
the FM band with 299 of 506 places, this is
up five notches from last year. AM stations
accounted for 204 places, as it did in 1980.
There were also three AM-FM combina-
tions in the rankings.

The format data employed by BROAD-
CASTING was derived from various
sources. The following are Arbitron’s
April/May rankings of the top 50 markets,
as ranked according to total persons aged
12-plus in the metro survey area. Au-
dience figures represent total persons, 12-
plus, average quarter hour, Monday-to-
Sunday, 6 a.m. to midnight.

The Arbitron data is copyrighted and
may not be reprinted or used in any form
by nonsubscribers to Arbitron’s syndi-
cated radio service.

Station Format Avg. Persons

1. New York
1. WBLS(FM) Urban contemporary 184,800
2. WKTU(FM) Urban contemporary 158,000
3. WOR(AM)  Talk 146,300
4. WRFM(FM) Beautiful music 122,800
5. WCBS(AM) News 120,100
6. WNBC(AM) Contemporary 115,600
7. WABC(AM) Contemporary 114,300
8. WPLJ(FM) AOR 112,000
9. WINS(AM)  News 106,300
10. WNEW(AM) Big band 92,200
2. Los Angeles
1. KABC(AM) Talk 115,800
2. KBIG(FM)  Beautiful music 74,300
3. KMET(FM) AOR 61,700
4. KFWB(AM) News 51,900



Radio is our only business.
That’s why we’re better at radio
sports than anyone else.

Mutual Radio means big time sports. We carry
more of it than any other radio network in the
country. This year our expanded sports lineup
includes 16 NFL Sunday games, all Notre Dame and
top college contests and five major bowls.

And since sports fans are a notoriously loyal
bunch. Mutual plays to team loyalttes with regional
play-by-plays of a/l the Falcons, Cowboys Chiefs
and Steelers' games: as well as live coverage of all
63 Southwest Conference college games.

Every season is a championship season for
Mutual Radio sports. We bring you the fast break-
ing action from the NBA All-Star Game and

NBA Playoffs, tee-to-green coverage of 11 major
professional golf tournaments and ace reporting
direct from Wimbledon and the U.S. Open Tennis
Championships. Plus 37 “Wide Weekend of Sports™
live coverage broadcasts from practically every
major sporting event taking place each Saturday
and Sunday.

But it’s not the quantity of our coverage that
attracts our avid national audience. It's the quality.
Our sports commentators report to our listeners
as though they were on the sidelines together.

Nobody plays sports as well as Mutual. That’s
why we're better at it than anyone else.



Station _Format Avg. Persons Station

Format Auvg. Persons

5. KIOI(FM)  Beautiful music 51,300
6. KNX(AM)  News 50,900 LOLCLE
7. KRLA(AM) Oldies/contemporary 50,300
8. KLOS(FM)  AOR 48800 1 WCOZ(FM) AOR 59,600
9. KRTH(FM)  Adult contemporary 41,600 2. WHDH(AM) Adult contemporary 45,700
10. KIIS-FM Contemporary 40,400 3. WXKS-FM  Contemporary 37.800
4. WEEI(AM)  News 37,500
5. WBZ(AM) MOR 35,800
3. Chicago 6. WJIB(FM)  Beautiful music 33900
7. WROR(FM) Adult contemporary 30,900
1,00
1 WGNAM) | MOR 9900 G WeErFM o ook 5900
3 WLOO(FM) Beautiful music 67.300 9. WVBF(FM) Adult contemporary 19,900
4. WMAQ(AM) Country 51,500
5. WLS(AM)  Contemporary 49,900 8. Washington
6. WLS(FM)  Contemporary 43,000
7. WGCI(FM) Urban contemporary 41,200
8. WIND(AM)  Newsitalk 38,200 1. WMAL(AM) MOR 35,100
9. WKQX(FM) MOR 37,000 2. WPGC-AM-
10. WJPC(AM) Black 36,700 FM MOR 29,900
3. WGAY(AM) Beautiful music 29,200
. 4. WRQX(FM) Top 40 27,000
4. San Francisco 5. WKYS(FM) Urban contemporary 24,600
6. WWDC-FM AOR 24,500
A MOR 20,600
1.KGO(AM)  Newstalk 70300 | WH?J*&‘ILTA’) Black 18700
AR 2y 9.WAVA(FM) AOR 18,200
3. KCBS(AM)  News . 18.100
% KSFO(AM) MOR 37.100 10. WRC(AM)  News/talk 8
5. KFRC(AM) Contemporary 36,100
6. KNBR(AM)  Personality/MOR 30,600 9. Houston-Galveston
7. KMEL(FM) AOR 30,100
8. KYUU(FM)  Adult contemporary 29,600
9. KABL-FM  Beautiful music 27,200 1. KMJQ(FM) Urban contemporary 54,400
10. KIOKFM) Adult contemporary 24,600 2. KILT-FM Country ) 35,700
3. KYND(FM) Beautiful music 25,800
4. KLOL(FM)  AOR 25,700
5. Philadelphia 5. KIKK-FM  Country 25,500
6. KTRN(AM)  Country 23,500
7. KRBE(FM) Contemporary 22,800
1. KYW(AM)  News 81,200 8. KODA(FM) Beautiful music 22,000
2. WMGK(FM) Adult contemporary 50,500 9. KPRC(AM)  Newsltalk 21,500
3. WDAS-FM  Black 45,000 10. KRLY(FM)  Contemporary 17,600
4. WEAZ(FM) Beautiful music 42,700
5. WIP(AM) Adult contemporary 36,300
6. WWSH(FM) Beautiful music 35000 10. Dallas-Fort Worth
7. WMMR(FM) AOR 34,200
8. WIFI(FM) Top 40 28,900
9. WWDBI(FM) Talk 27,500 1. KSCS(FM)  Country 37,000
10. WPEN(AM) MOR 26,400 2. KVIL-FM Adult contemporary 32,700
3. KKDA-FM  Black 28,600
H 4. WBAP(AM) Country 26,900
B RLUC 5. KMEZ(FM) Beautiful music 24,500
6. KRLD(AM) News 23,200
1. WJR(AM News/talk 66,900 7. KPLX(FM)  Country 21,100
2. W‘lJ.L(Z(Fh;) AOR 49,000 8. KZEW(FM) AOR ' 20,800
3. WWJ(AM)  News 30,400 9. KEGL-FM  Contemporary 20,300
4. WRIF(FM)  AOR 29,200 10. KNOK-FM  Black 19.300
5. WNIC-FM  Contemporary 28,500
6. WJR-FM  Beautiful music 27800 11, Nassau-Suffolk
7. WWWW(FM)Country 27,100
8. WMJC(FM) Adult contemporary 26.600
9. WXYZ(AM) Newsltalk 24,900 1. WCBS(AM) News 20,400
10. WOMC(FM) MOR 24,400 2. WBLI(FM)  Adult contemporary 17,400

R.C. CRISLER & CO., INC.

Business Brokers for C.A.T.V., TV & Radio Properties
Licensed Securities Dealers
Underwriting — Financing

Cincinnati
Richard C. Crisler, Clyde G. Haehnle, Alex Howard, Larry C. Wood
580 Walnut Street, 45202, phone (513) 381-7775
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Station

. WBLS(FM)
WHLI(AM)
WABC(AM)
WBAB-FM
WIFM(FM)
WCBS-FM
WALK-AM-
FM

10. WCTO(FM)

©B®NO O AW

Format

Urban contemporary
Music of your life
Contemporary

AOR

Adult contemporary
Oldies

MOR
Beautiful music

12. St. Louis

. KMOX(AM)
KSHE(FM)
. KMJM(FM)

KEZK(FM)
WIL-FM
KKOK(AM)
KSLQ(FM)
. WRTH(AM)
KSD-FM

SComNOUALN =

Newsltalk
AOR
Urban contemporary

WWWK(FM) AOR

Beautiful music
Personality/country
Contemporary
Adult contemporary
MOR

Adult contemporary

13. Pittsburgh

. KDKA(AM)
. WDVE(FM)
. WSHH(FM)
. WTAE(AM)
WXKX(FM)
WAMO (FM)
WEEP(AM)
WWSW-FM
WPNT(FM)
. KQV(AM)

comNoUALN -

MOR

AOR

Beautiful music
Adult contemporary
Contemporary
Urban contemporary
Country

Adult contemporary
Beautiful music
News/talk

14. Baltimore

. WBAL(AM)
- WIYY(FM)

. WLIF(FM)
WXYV(FM)
WCBM(AM)
WPOC(FM)
WFBR(AM)
. WBSB(FM)
WMAR-FM
. WWIN(AM)

ComNOLOAWN

MOR

AOR

Beautiful music
Urban contemporary
Adult contemporary
Country

Adult contemporary
Top 40

Beautiful music
Black

__Auvg Persons

15,100
14,300
13,300
12,800
10,600

9,400

9,000
8,900

78,300
25,800
22,200
20,000
19,600
17.500
16,900
15,300
14,100
12,700

80,300
28,500
25,100
23,800
22,000
20,800
15,200
14,100
13,600
12,000

30.200
26,400
25,000
24,500
21,100
20,100
18,000
15,600
15,200
12,000

15. Seattle-Everett-Tacoma, Wash.

. KISW(FM)

. KIRO(AM)

. KOMO(AM)
KBEA(FM)
KVI(AM)
KJR(AM)
KYYX(FM)
KNBQ(FM)
. KING(AM)

. KIXI-FM

SomNOUSLN -

—_

AOR

News/talk

MOR

Beautiful music
News/talk
Contemporary
Contemporary
Contemporary
Adult contemporary
Adult contemporary

16. Minneapolis-St. Paul

. WCCO(AM)
. KSTP-FM
WDGY(AM)
. KQRS(AM)
KDWB-FM
KEEY-FM
KQBS-FM
WAYL-FM
WLOL(FM)
WCCO-FM

Com~NoUsLN =~

—_

Variety

Adult contemporary
Country

AOR

Contemporary
Beautiful music
AOR

Beautiful music
MOR

Adult contemporary

23,700
22,200
17.300
14,300
13,200
12,900
12,300
11,600
11,200
11,000

57,900
35,700
20,300
18,500
18,200
16,800
16,200
13,900
12,700
11,000



Financial Strategies

In Business Insurance

N

An INA Series

[ The phenomenal growth of the broadcasting industry has led to the emergence of more than 30
different broadcasters’ organizations—each related to a specialized area of TV and radio operations.

“We focus specifically on the needs of the stations’ financial and business affairs people” says Robert
McAuliffe, president of the Broadcast Financial Management Association (BFM). “One of this group’s
primary concerns is insurance protection, particularly as it affects bottom-line performance”

For this reason, the BFM began participating

A '“;{;,4 B o almost ten years ago in an insurance “safety
b ‘\ to lowef‘ group” organized by MarketDyne, an INA sub-
6 ; sidiary. By pooling their risks, the 900-plus BFM
”':@) Joi, X g ‘P ¢ -gs“;l' 25t Financial members are able to obtain comprehensive insur-

% . v £ M;%aagce"; et Assoriation’s 2NCE COverage at attractive group rates.
‘g ' Robert McAuliffe “Among the coverages available through
MarketDyne are property, business liability and

workers’ compensation insurance;” explains McAuliffe. “We
can also give our members protection against slander suits—an
increasingly common peril for broadcasters”

Besides saving up-front money on premiums, participat-
ing members benefit from INA's risk management and loss
control services. Through broadcast magazine articles and
industry seminars, INA regularly advises financial personnel
on ways to reduce losses and control insurance costs.

“These efforts can really pay off,” comments McAuliffe,
“since our members receive dividends against their premiums
for years in which the group’s overall loss experience is favor-
able. Our safety record has consistently been good, and that’s
meant an average annual dividend of approximately 20%”

Pennsylvania, call (215) 241-2935.

-

Decision-making in business insurance has never been more complex. And the financial
implications have never been greater. Today, devising cost-effective insurance programs requires
knowledge, experience, capacity—and a complete range of products and services. Flexibility and
the willingness to innovate are also essential.

INAS ability to combine these elements can assist you in developing practical solutions, new
approaches, and better strategies. Consult the professionals. Write directly to David Cairns, President,
MarketDyne International, 1600 Arch Street, Philadelphia, PA 19101 or call (800) 523-2710, except in

The resources to do it all, the strategies to do it right. Nk

The Professionals
y,




Station Format Avg. Persons Station Format Avg. Persons

17. Atlanta 23. Denver-Boulder
1. WKLS-FM  AOR 25,400 1. KPBI(FM)  AOR 23,800
2. WZGC(FM) Contemporary 25,200 2. KOA(AM) News/talk 17.800
3. WSB(AM)  Adult contemporary 24,900 3. KLIR-FM Beautiful music 14,200
4. WQXI-FM  Adult contemporary 21,100 4. KAZY(FM) AOR 13,800
5. WVEE(FM) Urban contemporary 21,000 5. KOSI{AM)  Beautiful music 13,600
6. WLTA(FM) MOR 17,500 5. KYGO(FM) Country 13,600
7. WPLO(AM) Country 15,500 6. KLZ(AM) Country 13,200
8. WPCH(FM) Beautiful music 14,500 7. KIMN(AM)  Adult contemporary 12,900
9. WGST(AM) News 10,400 8. KEZW-FM  Beautiful music 12,600

10. WSB-FM Beautiful music 10,200 9. KOAQ(FM) Contemporary 12,600

Programming that really sells—

That's where BPI's live-assist plan ., . .
comes in. With 10 constantly Spdaled 18. Anaheim-Santa Ana, Calif. 24. Milwaukee

formats to choose from, select the

preprogrammed, unannounced music 1. KMET(FM) AOR 20,200 1. WEZW(FM) Beautiful music 25,200
hat's riaht f ‘ L NG Bask 2. KABC(AM) Talk 19,600 2. WTMJ(AM) Personality/MOR 23,700
thats right for your station. Live bac 3. KBIG(FM)  Beautiful music 15600 3. WISN(AM) MOR 22,300
up is provided by your on-air personal- 4. KLOS(FM)  AOR 12,100 4. WBCS(FM) Country 18.300
ities. The result is a clean, consistent, 5. KME’C(AM) News/talk 11.(7>00 5. WIPX(FM)  AOR 13,900
o 6. KFI(AM) Top 40 10,700 6. WOFM(FM) AOR 13,200
rofessional sound .

O With BPI's help, you'l have the best Toranem  Mellow rock e e i e 1100
p.Y » 8. KRTH(FM)  Adult contemporary 9.900 8. WOKY(AM) Adult contemporary 8.900

of both worlds—The programming 9. KLAC(AM)  Country 8.800 9. WKTI(FM)  Contemporary 8,700
control and easy operation of automa- 9. KNX(AM)  News 8800  10. WMYX(FM) Adult contemporary 7.900

tion and the spontaneity and com-
munity rapport of live radio. Better
programming brings increased market 19. Cleveland 25. Phoenix
shares. And, more production and

sales time for your staff 1. WMMS(FM) AOR 26,700 ; ﬁm&();xw News/talk 20.388
2. WDOK(FM) Beautiful music 21,500 . - Beautiful music 19.9
CALL TOLL FREE 1-800-426-9082 3. WQAL(FM) Beautiful music 20,300 3. KNIX-FM  Modern country 16,600
Call Collect (206) 676-1400 4. WHK(AM)  Country 19500  4.KQYT(FM) Beautiful music 15,100
PO. Box 547 5. WGCL(FM) Top 40 16000 5. KZZP-AM-
Bellingham, WA 98227 6. WZZP(FM) Adult contemporary 15,700 FM Contemporary 15,000
o - 7. WERE(AM) Newsltalk 14,500 6. KDKB(FM) AOR 14,500
music is BPI 8. WGAR(AM) Adult contemporary 13,100 7. KOY(AM) MOR 14,100
9. WJW(AM)  Adult contemporary 9,200 8. KOPA-FM  Contemporary 13,000
9. WLYT(FM)  Contemporary 9.200 9. KUPD Contemporary 9,800
10. KOOL-FM  Top 40/oldies 9,200
BING o 20. San Diego .
sl _Lr.‘ 2 26. Providence-Warwick-
0 !;-—' : 1. KJQY(FM)  Beautitul music 22,900 Pawtucket, R.I.
SE2=g 2.KGB-FM  AOR 16,900
U= 3 KFMB(AM)  Adult contemporary 15100 1. WLKW-FM Beautiful music 22,200
Qo= 4. KSDO(AM) News 13700 2. WPJB-FM  Top 40 13,600
5. KPRI(FM)  AOR 12100 3. WEAN(AM) News 11,600
6. XETRA-FM  AOR 11,000 4. WLKW(AM) Beautiful music 10,300
7. KFMB-FM  Adult contemporary 9,900 5. WRJJ(AM) MOR 9,800
® OLDEST PROMOTION IN THE 7. KFSD-FM  Classical 9,900 6. WHJY(FM) Beautitul music 8.300
INDUSTRY ... 8. KGB(AM)  Top 40 9.500 7. WMYS(FM) Adult contemporary 6,500
Over 26 years . . . 1,000 plus stations. g aglsh&(&hﬂﬂ)) #ﬂ?‘?em country S.SOO
. a 4,800
GETS DOUBLE RATE CARD 10. WGNG(AM) Adult contemporary 4,500

RATE... 21. Miami
A complete promotion package
providing sponsors and “‘extras’’

that command extra dollars. ; aggﬁ&m; gga:'zz fgggg 27. Cincinnati
5 ant o
TREMENDOUS SPONSOR 3. WNWS(AM) News/talk 17,600
FOOT TRAFFIC. .. 4.WINZ-FM  Top 40 16500 - WLW(AM) ~MOR 18,400
Proves the effectiveness of your 5. WHYI(FM) Top 40 16.10G 2. WWEZ(FM) Beautiful music 16,400
station with tangible results. 6. WCMQ-FM  Spanish 13:700 3. WEBN(FM) AOR 16,100
CONTINUOUS RENEWALS . . . 7. WEDR(FM)  Black 13500 3 WKRQ(FM) Top 40 e
Sponsors and listeners demand it. 8. WINZ(AM) News 10,000 4. WKRC(AM) Adult contemporary 15,400
INCREASE RATINGS 9. WHTT(AM)  Spanish 9500 5. WCKY(AM) MOR 13.200
) 35 10. WCMQ(AM) Spanish 8,600 6. WRRM(FM) Adult contemporary 11,800
A proven leader in all markets. 7. WCIN(AM) Urban contemporary 9,700
® Copyright 1962, J.R. Hampton 8. WUBE-FM  Country 7,000
9. WEAI(AM)  Modern country 4,800
Complete 13 § YV 22. Tampa-St. Petersburg
Week ““Ready to
Air" Package 2 1. WWBA(AM) Beautiful music 26500 28. Kansas City, Mo.
as . . " 2. WQYK-FM  Country 23,400
= !
Our Business Is Improving Yours 3 WRBQ(EM) Top 40 22300 1. wWDAF(AM) Country 24000
4. WIYW(FM) Beautiful music 19,600 2. WHB(AM)  Adult Contemporary 16,600
WORLD WIDE 5. WSUN(AM) Country 17300 3 KMBR(FM) Beautiful Music 15,700
BINGO, INC. 6. WCKX(FM) Contemporary 15,100 4. KYYS(FM) AOR 15,600
s S(FM)
7. WFLA-FM  Beautiful music 12800 5 KMBZ(AM) MOR 15,200
P.O. Box 2311 @ Littleton, CO 80160 8. WFLA(AM)  Adult contemporary 10300 g KCEZ(FM) Beautiful Music 13,300
Telephone (303) 795-3288 9. WYNF(FM) AOR 9,000 7. KPRS(FM)  Black 13,100
10. WTMP(AM)  Black 8300 g KUDL(FM} Mellow Rock 10,400
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KCBQ/COUNTRY
SOUNDS GREAT

ON THEIR NEW CONTINENTAL
50 KW TRANSMITTER

New 317C-2 transmitter
gets high “EPM” rating
from KCBQ.

When Charter Broad-
casting went shopping for
KCBQ's new 50,000 watt
AM transmitter, they looked
for cost-effective perform-

service support is just
outstanding.”

Bob McKay is Program
Director at KCBQ. He also
gives the 317C-2 high
marks:

“I'm very impressed with
the sound we get from the

ance and reliability.

317C-2. I've had experi-

Working with their Broad-
cast Audio Specialist, they evaluated several transmit-
ters before choosing Continental's new 317C-2.

KCBAQ is the first AM station to go on-the-air with the
new 317C-2 50 kW transmitter. With the Spring Sweeps
behind them, Engineering, Programming and Manage-
ment give Continental's 317C-2 very high marks.

Byron Bray, Chief Engineer at KCBQ, comments on
the 317C-2: “Our station is country music, so | pump a lot
of bass. We get very good audio. | would say our station
has a superior sound; superior listening. The modulation
is outstanding; reliability is excellent.

“Our engineering staff is very impressed with the con-
struction of the 317C-2: and it is certainly state-of-the-art
in audio performance.

“We have a critical antenna array with lots of traps. The
317C-2 works into the system beautifully. We sound great
on the air. Our signal is superb. The transmitter is easy to
tune; easy to maintain. And the Continental engineering

ence with several other
brands, and, the 317C-2 is way way above and beyond
the others in performance. We have a somewhat unique
day/night pattern, and the 317C-2 performs very well. We
get superb fidelity in all areas of the sound spectrum.

“We do a lot of audio processing, and the transmitter
handles the processing very well. In my opinion, it does a
superior job of covering the mammoth San Diego Coun-
ty. | think the 317C-2 is an outstanding performer for us.
It's excellent equipment.”

Continental's 317C is designed to give you faithful
program reproduction: “AM Transparency”. For com-
plete information or to arrange a demonstration, call
Continental Electronics Mfg. Co.
Box 270879 == S .
Dallas, Texas 75227 : =T o1
(214) 381-7161. - e

©1981 Continental Electronics Mfg. Co.




R. G. Nelson
PO. Box 12369
Oklahoma City, Oklahoma 73157

You get a

TOWER OF
STRENGTH

When you buy

(4

Better engineering, better construction,
better installation — you get all

these when you buy Utility.

Utility Towers are easier to tune,

easier to maintain.

And these money-saving extras cost
you no more from Utility.

There are Utility Towers in every

state in the nation . . . in Canada,
South America, Puerto Rico, Europe
and Korea.

Choose Utility — known the world over

as the “Tops in Towers.”

Phone 405/946-5551 30 YEARS SERVING BROADCASTERS COMPANY

THROUGHOUT THE UNITED STATES



S'lalion __ Format Avg. Persons Station Format Avg. Persons

9. KBEQ(FM) Contemporary 10,200 3. WNOR-FM AOR 12,200
10. KCMO(AM) Newsftalk 9.900 4. WTAR(AM)  Personality/MOR 12,000
5. WFOG-FM  Beautiful music 10,500
6. WWDE(AM) MOR 9.600
) 7. WRAP(AM) Black 9.500
29. San Jose, Calif. 8. WGH(AM)  Contemporary 8,900
9. WOWI(FM) Urban contemporary 8,400
1.KGO(AM)  Newstalk 14,400 :8‘ aggi(&w) ?f:‘fg”' TR ;'288
2. KOME(FM) AOR 13,800 : g
3. KBAY(FM)  Beautiful music 11,300
4.KEZR(FM)  Soft rock 10,200
5.KSOL(FM)  Black 10,200 g -
6. KLOK(AM) Adult contemporary 8,800 35. Indlanapolls
7. KFRC(AM) Contemporary 6,700
8. KEEN(AM) Country 6,200 1. WIBC(AM)  Personalit
. y/MOR 24,800
9. KCBS(AM) - News 6.100 5 WXTZ(FM) Beautiful music 20,300
10. KARA(FM)  Oldies 6.000 3 WFBQ(FM) AOR 16,400
10. KNBR(AM) Personality/MOR 6.000 4 WNAP(FM) Contemporary 15900
5. WTLC(FM) Black 15,300
6. WFMS(FM) Cauntry 13,600
7. WIRE(AM)  Country 12,800
30. Portland, Ore. 8. WIKS(FM)  Adult contemporary 9,900
9. WNDE(AM) Top 40 5,300
1. KGON(FM) AOR 15,200 10. WAT|(AM) Beautiful music 4,100
2. KGW(AM)  Adult Contemporary 14,700
3. KEX(AM)  MOR 12,800
4. KUPL-FM  Beautiful Music 11,100 .
5 KXL-FM  Beautiful Music 10900 36. Columbus, Ohio
6. KINK(FM)  Soft Rock 8,600
7.KYTE(AM)  Country 8,500
8. KYXI(AM)  News 8200 1. WLVQ(FM) ACR 22,300
9. KLLB(FM)  Contemporary 8000 2 WXGT(FM) Top 40 15,100
10. KWJJ(AM)  Country 7.200 3. WNCI(FM)  Adult contemporary 14,000
4. WCOL(AM) MOR 11,100
5. WBNS-FM  Beautiful music 10,900
6. WTVN(AM) Adult contemporary 10,300 means...
31. Buffalo, N.Y. 7. WMNI(AM) Country 9.400 S
8. WBNS(AM) Adult contemporary 8,800 - t_ I
) ) 9. WHOK-FM  Country 6.500
1. WJYE(FM)  Beautiful music 26,600 ! . |ncreased natuiona
2. WBEN(AM) MOR 23000 10. WRMZ(FM) Beautiful music 4,800 .
3. WKBW(AM) Aduit contemporary 16,600 radlo sales do"ars
4. WGRQ(FM) AOR 13,100 o .
5.WBEN-FM Rock 12,100 f
PO oS 13400 37. Fort Lauderdale, Fla. or our station |Ist
7. WPHD(FM) Adult contemporary 10,900
8. WBLK-FM  Black 10700 4 WLYF(FM)  Beautiful music 12,800 because...
9. WWOL(AM) Country 6.000 2. WHYI(EM)  Top 40 12100
10. WYRK(FM)  MOR 4400 3 WKQS(FM) Beautiful music 12,000 16
4. WNWS(AM) Newsitalk 9,700
5. WRBD(AM) Soul/gospel 9,400
32. Riverside-San Bernadino, Calif. BULALLIELLD 9.000 ;
Riversi a adino, C-a 7. WFTL(AM) MOR 8,700 young, aggressive,
8. WAXY(FM) Contemporary 8,600 hUn hard'Workin
1.KBIG(FM)  Beautiful music 10,800 9. WIOD(AM)  MOR#talk 8,100 gy, .g’
2 KFIAM)  Top 40 10300 10.WLQY(AM) MOR 7,500 sales people are selling
3. KDUO(FM) Beautiful music 10,200 ;
4 KOUAEM) AOR S schedules Ipr our stadtlons
5. KLAC(AM)  Country 6,300 ) in our five owne
6. KCKC(AM) Country 6100 38. San Antonio, Tex. d ted offi
7.KGGI(FM)  Top 40 6.000 and operated omnices
7. KOST(FM)  Beautiful music 6,000 in-
8. KABC(AM) Talk 5,700 ; &é%"é?w) gdu",cr?“‘emm’a'y }?-;gg .
. panis :
3. KKYX(AM) Personality/country 11.100 New York — 212 697-7601
4. KQXT(FM) Beautiful music 11,000 H — _
33. New Orleans 5. KTFM(FM)  Contemporary 10,800 ch'cago 312 346 8442
6. WOAI(AM)  Newsitalk 8,100 Los Angeles — 213 466-8119
7. KONO(AM) Adult contemporary 7,400 .
1. WEZB(FM) Top 40 15300 8. KITY(FM)  Top 40 so00 | San Francisco — 415 563-3252
2. WAIL(FM)  Urban contemporary 12,400 9. KISS(FM)  AOR 6,700 R
3. WRNO(FM) AOR 12000  10. KBUC-FM  Country ss00 | Dallas — 214 260 1707
4. WTIX(AM)  Contemporary 11,500 —_— 4 -157
5. WBYU(FM) Beautiful music 11,400 Atlanta 04 237-1577
6. WNOE-FM Country 9,900 . . .
T e e AR LU (L T B om: Goros Stemberg. Vics bra
8. WAJY-FM  Beautiful music 8,800 position: George 9,
dent and Director, Station Relations, LOTUS
9. WYLD-FM - Black 8300 REPS, 50 East 42nd Street, New York, N.Y
10. WSMB(AM) MOR#talk 7700 1. KZAP(FM) AOR 18,000 16017 Telechone 212/697-7601 » N.Y.
2. KRAK(AM)  Country 11,400 . lelephone -/601.
3. KSFM(FM)  Adult contemporary 10,800
4. KEWT(FM) Beautiful music 8700 | [oomm
34. Norfolk-Portsmouth-Newport 5. KXOA-FM  Soft rock 8,300 S
News, Va 6. KGNR(AM) News/talk 7,100 \' Lotus Reps
Y . . v |
7 KCTC(FM) Beautiful music 7'000 Dvision of Lotus Commumnications Ci oration
8. KHYL(FM)  Oldies 5,900 us Lommunicanons Lomordion
1. WMYK(FM) AOR 16,300 9 KROY-FM  Rock 5,700
2. WCMS-FM  Modern country 15800  10. KFBK(AM) News/talk 5,100
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Station

Format

40. Rochester, N.Y.

-

COPNOINAEWLN =

WEZO(FM)
WHAM(AM)
WVOR-FM

. WCMF(FM)

WMJQ(FM)
WBBF(AM)
WNYR(AM)
WDKX(FM)
WHFM(FM)

. WSAY(AM)

Beautiful music
MOR

Aduilt contemporary
AOR

AOR

Adult contemporary
Country

Urban contemporary
Contemporary

Adult contemporary

Avg. Persons

23400
12,500
11,800
9,500
8.800
8500
7.600
6.000
5,900
5600

41. Hartford-New Britain, Conn.

COUOPP®NOON B WM =

WTIC(AM)

. WKSS(FM)

WRCH-FM
WHCN(FM)

. WKND(AM)

WTIC-FM
WDRC(AM)
WDRC-FM
WWYZ(FM)
WPOP(AM)
WIOF(FM)
WCCC-FM

MOR

Beautiful contemporary

Beautiful music
AOR

Urban contemporary
Contemporary
Contemporary

Top 40

Rock

News

Contemporary

AOR

42. Louisville, Ky.

Nooswn -

. WAMZ(FM)
. WVEZ(FM)
. WHAS(AM)

WKJJ-FM
WAVE(AM)
WRKA(FM)

. WCII(AM)

Country
Beautiful music

Adult contemporary/talk

Rock

Adult contemporary
Adult contemporary
Country

33,600
11,400
11,000
8.900
7.300
6.700
6.000
5.800
5.800
5300
5300
5,200

10,700
10,500
9,800
8.800
8300
6.900
6.800

Station Format
8. WLOU(AM) Black
9. WAQMF(FM) Rock

10 WLRS(FM) AOR

43. Memphis

WMC(AM)

WZXR(FM)
WEZI(FM)

WMC-FM

WHRK(FM)
WMPS(AM)
WRVR(FM)
WDIA(AM)
WLVS(FM)
. WLOK(AM)

Country

AOR

Beautiful music
Contemporary
Disco

Country

Black
Country
Black

COPNOURWLN -

44, Salt Lake City

1. KSL(AM) MOR

2. KSFI(FM)  Beautiful music

3. KLUB(AM)  Beautiful music

4. KALL{AM)  Adult contemporary
5. KSOP-FM  Country

6. KCPX(AM) Contemporary

7. KCPX-FM  AOR

8. KRGO(AM) Country

9. KRSP-FM AOR
10. KDAB(FM)  Adult contemporary

Adult contemporary

Avg. Persons

6,400
6,200
6.100

10.900
10,600
10,000
9.500
8,900
6.400
6,100
5,000
4,800
4,700

12,100
10.000
8,200
7.400
7,200
7.000
6.900
6.300
5,200
4900

45. Greensboro-Winston Salem-High

Point, N.C.

1. WTQR(FM) Country
2. WGLD-FM  Beautiful music
3. WBEZ(FM) Top 40

17,800
10,200
9,900

On October 12, 1981, BROADCASTING will celebrate its own golden
anniversary in a massive, one-of-a-kind issue. Including: an ‘‘At
Large’’ interview with editor Sol Taishoff encompassing his recollec-
tion of the first 50 years . . . a year-by-year chronology of the first 50
years of the magazine ... and a comprehensive look ahead to the

©Oct12

A unique advertising opportunity—once in 50 years.

communications systems of the year 2001.

Bonus readership for your advertising. Reserve space now.

For placements from the North and East, call Win Levi, Dave Berlyn or Charles
Mohr at (212) 599-2830; from the South, call Gene Edwards (202) 638-1022; from
the West, call Tim Thometz at (213) 463-3148. From any point of the compass, call

David Whitcombe or John Andre at (202) 638-1022.

You belong in Broadcastingu Oct12
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Station

—_

. WKZL(FM)

. WEAL(AM)

COLOP®ND O & A

Format

AOR

MOR

Soulfjazz

Adult contemporary
Personality/MOR
Black

Black

Black

MOR

WSJS(AM)
WQMG(FM)
WRQK(FM)
WBIG(AM)
WAAA(AM)
WAIR(AM)

WMFR-FM

46. Birmingham, Ala.

. WZZK(FM)
. WKXX(FM)
. WENN-FM

OC®INOIOIOELN =

Country

Top 40

Disco
Contemporary
Country

Black

AOR

Beautiful music
Country
Contemporary

WSGN(AM)
WVOK(AM)
WATV(AM)
WRKK(FM)
WAPI-FM
WYDE(AM)
WERC(AM)

47. Nashville-Davidson

. WKDF(FM)

. WLAC(AM)
. WBYQ(FM) Contemporary
. WSIX(AM)

PNOMALLOON -

AOR

WSIX-FM  Country

WSM-FM Adult contemporary
WWKX(FM) Top 40

WZEZ(FM) Beautiful music
WVOL(AM) Black

WSM(AM)  Adult contemporary
News/talk

MOR

48. Dayton, Ohio

-

COE®NDO A LN =

WHIO-FM
WHIO(AM)
WTUE(FM)
WDJX(FM) Top 40
WING(AM) Adult contemporary
WDAO(FM) Soul

WONE(AM) Country
WVUD-FM  AOR

WAVI(AM)  Newsftalk
WSKS(FM) Contemporary

Beautiful music
Personality/MOR
AOR

49. Oklahoma City

_.
CoOPNDPUALN -

. KEBC(FM)

. KTOK(AM)

. KLTE(FM)
. WKY(AM)
. KLNK(FM)

Country

Beautiful music
MOR

Country

Top 40

AOR

AOR

Adult contemporary
Adult contemporary
Adult contemporary

KKNG(FM)

KOMA(AM)
KOFM(FM)
KXXY(FM)
KATT-FM

Avg. Persons

8.000
8.000
7,100
6.700
3.400
2,700
2,600
2,600
2,400

16,300
14,700
10,900
7.700
6.600
5,700
5,700
5.600
5500
5,400

12,500
9,800
9,800
8,600
8,600
8,200
6.600
5.900
5300
4,100

20,800
15,100
10,300
9.300
9,200
7.800
6,200
3.500
3.300
2,500

13,400
12,100
11,500
9300
9.000
8.900
5,600
5400
4,400
4,200

50. Albany-Schenectedy-Troy, N.Y.

-

. WPTR(AM)
. WQBK-FM  AOR

COPMNOORLN

WGY(AM)  Personality/MOR
WPYX(FM) AOR

WROW(AM) Adult contemporary
WROW-FM  Beautiful music
WFLY(FM)  Contemporary
WQBK(AM) Talk

WGNA{FM) Country
WWOM(FM) Adult contemporary
Country

18,700
12,200
9,400
8,400
7.200
7,000
6,000
5,100
4,100
3,200



~ "With the
Music Management System
our station sounds
better than ever..”

Chuck Bailey, 18 year radio veteran,
states the goal in simple terms: “If you
get a better sound, you get better
ratings. If you get better ratings, your
advertising revenues are higher.”” But
obtaining that goal may not be so
simple. That’s why he uses an in-house
computer to control his station’s sound
and cater to specific demographics.
That's why he uses the Music Management System
from COMPUTER CONCEPTS CORPORATION.,

Music Management System is simultaneously a
research tool, inventory manager and an auto-
mated playlist generator. As a research tool, MMS
can help decide which format elements fit your
market demographics. As an inventory manager,
MMS can memorize all relevant details for over
65,000 titles. Upon request, the computer will
search this list of titles for songs that fit a descrip-
tion (subject, length or tempo, for example) with
electronic speed. With equal speed, MMS will
compose a playlist for each announcer’s shift

Chuck Bailey
Program Director
WDBQ AM
Dubuque, lowa

observing all the program direc-
tor’s restriction policies and

format considerations. What'’s
more, it remembers when the song
was last aired, so that perfect
rotation of titles is guaranteed.

This sort of assistance allows Chuck more time to
do the “special’” tricks that distinguishes WDBQ
from the competition, such as promotions and
creative programming.

The Music Management System is available either
in a stand-alone version or as a supplement to the
Broadcast System, a computer that automates
radio station traffic and accounting.

The Music Management System can enhance the
talents of your programmer and make your station
sound better. Ask Chuck Bailey . ..

“This is the best tool I've ever seen for
controlling the sound of a radio station..”

‘pwwm | Computer
CONCEPTS c°nc¢pts .

The In-House Computer People
8001 W. 63rd * Shawnee Mission, Ks. 66202

See us at the RPC, Chicago, Booth #213




CFA moves into
NCAA turf with
game agreement

NBC signs with big-school group
for sports package posing threat
to ABC/CBS-NCAA pigskin contract

The agreement by NBC Sports to televise
the games of the College Football Associa-
tion for four years, starting in 1982, was
viewed last week as a direct challenge to
the National Collegiate Athletic Associa-
tion's football program.

The CFA, consisting of many of the
leading football colleges in the nation, con-
ceivably could field a football schedule
that would attract large audiences and lead
to a loss of viewership of NCAA games, if
bereft of the CFA member colleges.

The CFA announced on Aug. 8 that
NBC had obtained the rights to its games
for four years, starting next year, at a total
cost of $180 million. Two weeks ago,
television rights to the NCAA contests
were granted jointly to ABC Sports and
CBS Sports for four years for a combined
total of $264 million (BROADCASTING,
Aug. 3).

The signing of the two separate agree-
ments set the stage for a confrontation. An
official of the NCAA said last week that
the organization prefers not to comment
on the NBC-CFA project unless the agree-
ment is ratified at a special CFA meeting in
Atlanta on Friday (Aug. 21).

““Then, of course, it depends on what
kind of TV package is developed,” he said.

He noted that the NCAA has been ac-
tive in college football on television for
more than 30 years and its members, in-
cluding those of the CFA, have authorized

Programing

it to represent them in national football
telecasts.

Under questioning, he said the NCAA
would have to consider court action if the
CFA move causes damage to the NCAA
telecasts. But, for the time being, he said,
the NCAA is awaiting developments at the
ratification meeting on Friday.

Both ABC and CBS, aware that NBC
was discussing a relationship with CFA,
inserted clauses in their contracts allowing
them to escape if the NCAA could not
deliver the teams.

*“If the Notre Dames and some of the
other powers elect to go with the CFA,
then it’s trouble for the NCAA, " one net-
work official observed. *‘On the other
hand, it doesn't make sense for NBC to
take anything but a strong schedule.”

A key element of the CFA-NBC deal is
that it allows Saturday-night prime-time
telecasts, rejected by the NCAA. NBC is
to telecast at least 11 games on Saturday
nights in 1982, plus six to 12 prime-time
contests during the remainder of the con-
tract period.

CFA said the agreement enables a
school to appear seven times in two years.
There will be an average of 92 team ap-
pearances each year, including 14 national
and 32 regional telecasts. Charles M.
Neinas, CFA executive director, said the
package guarantees each of the 62 CFA
members at least two television ap-
pearances and $1 million during the four
years.

The CFA is made up of all major foot-
ball conferences except the Pacific 10 and
Big 10, and independent colleges. Among
the independents belonging to the CFA
are Boston College, Florida State,
Memphis State, University of Miami in
Florida, North Texas State, Penn State,
Notre Dame, Pittsburgh, Rutgers, South
Carolina, Southern Mississippi, Syracuse,
Temple, Tulane and Navy and Army.

the most

experienced firm
in broadcast executive
recruitment.

More than 15 years experience as specialists
in radio, television and cable TV.
For a confidential discussion, call 312-394-9330.

%’//}Z%, %//I/ & %OW

ONE CROSSROADS OF COMMERCE

Carl Youngs

ROLLING MEADOWS, ILLINOIS 60008
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The possibility of a cable television net-
work for NCAA football games looms for
the 1982 season. Reports are that these
games could be scheduled for Saturday
night and not interfere with the afternoon
games. The USA Network confirmed that
it has had informal discussions with the
association on this matter, and a spokes-
man for ESPN said it has made a formal
proposal.

Both cable networks said they are aim-
ing for a fall 1982 start, providing the
NCAA approves. The NCA A could not be
reached late last week for an indication of
its attitude toward live cable TV coverage.

Wildmon keeps the
troops guessing

Coalition head hints advertiser
boycott could be revived

The Rev. Donald Wildmon, chairman of
the Coalition for Better Television, hasn’t
written off the chances that a coalition
boycott of advertisers in ‘‘offensive”” TV
programs may yet come off, but he’s not
anxious now to talk about it.

He was quoted in the New York Daily
News last Wednesday as saying that ‘‘if |
were a betting man, 1’d bet that before the
1981-82 television season is over, there’s a
90% to 95% chance there’ll be a boycott. 1
have a hunch that it’s inevitable.”

Wildmon told BROADCASTING afterward
that he was quoted correctly, but added: *‘1
wish now I hadn’t said it. I'm not trying to
agitate the situation.””

He said he’d had a lot of queries about it
and about why he said it. ‘‘Something led
to that statement,” he said, ‘‘that I can’t
discuss now.” And he declined to discuss
it, or say when he might be ready to talk.
““You’ll probably get wind of it,”” he added.

The coalition had planned to start a
boycott this summer but called it off at the
last moment because, leaders said, a num-
ber of advertisers had indicated that they,
like the coalition, had become concerned
about sex, violence and profanity on TV
(BROADCASTING, July 6). But the leaders
planned to reactivate their program
monitoring for a month this summer and
then for a three-month period in the fall
‘*‘to make sure everyone is doing what they
say.” Monitoring may be one reason
Wildmon has that ‘*hunch’’ that a boycott
is “‘inevitable.”

Wildmon’s statement last week wasn’t
the first indication he'd given that a
boycott was still possible. He’d also said so
in a letter sent to advertisers explaining
the decision for calling off the one that had
been set for June 29.



Sandusky Newspapers, Inc.
Radio Division

IS PROUD TO ANNOUNCE
THE FOLLOWING APPOINTMENTS

Louise Heifetz Assistant to the President, Sandusky
Bob Sharon General Manager KZAM/K|ZZ
Phil Strider Program Manager KBPI
Dave Scott Music Director KZAM
Chris Kovarik Promotion Director KZAM
Kathy Riddle Local Sales Manager KZAM
Paul Peterson Promotion Director KDKB
J David Holmes Music Director KDKB

gy Garcia Reid Traffic Director KDKB
Jef%Pollack National Programming Consultant

Sandusky is looking for talented individuals in
all areas of radio broadcasting. Our policy of
promotion from within the corporation opens
many entry Ievel and middle management posi-
tions. If you're looking for the mdustry S
premier growth company, call us—we’d like to
get to know you. Sandusky is an Equal Oppor-
tunity Employer.

Sandusky l\blgggapers, Incorporated

4460 Morrison Road Denver, Colo. 80219 (303) 936-2313
KBPI KDKB/KDJQ KZAM/KJZZ

Denver Phoenix Seattle




Tandem heads sell
Filmways holdings

Perenchio, Lear and Yorkin
interest in company is bought
by Filmways’ Bloch and Pitt

Tandem Productions principals, Jerry
Perenchio, Norman Lear and Alan
Yorkin, disposed of the bulk of their hold-
ings in Filmways Inc. The purchasers were
Filmways’chairman, Richard L. Bloch, and
another Filmways director, Donald Pitt.
The deal involved both common and class
C preferred stock of the film company,
totaling about 6% of thc shares, with
Bloch and Pitt each purchasing about the

same amount of the two issues. The
Tandem group retains about a 3% stake in
Filmways, composed of some 73,000 com-
mon shares, and 190,800 shares of the
preferred (the same combinations the two
insiders purchased). Bloch’s purchases
push his holding in the company to 6.7%,
making him the largest shareholder; Pitt’s
interest is now about 4%.

Filmways has been experiencing severe
financial difficulties: Results for 1980
showed a $66.3-million loss. on $141.5-
million revenues. Half that loss was at-
tributed to the unit formed to incorporate
American International Pictures, which
Filmways acquired in July 1979. The three
Tandem figures had purchased their 9%
stake in Filmways from Samuel Z. Arkoff,

'Ihei

The only machine to combine pre-
cise splice locating and cartridge
erasing in a single, automatic op-
eration. Just insert the cartridge,
and press “START.” The tape is
bulk erased while cartridge is run-
ning. Then, the splice is located.

Only $720.

2 year warranty.

INTERNATIONAL TRPETRONICS CORPORATION
2425 South Main Street, Bloomington, lllinois 61701

LOCATE

E INTERNATIONAL TAPETRONICS CORPORATION ESI.W

Eraser-
Splice Locator

C