The Communications Act of 1978:
No longer just a gleam in Van Deerlin’s eye
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Our 47th Year 1978

THE ASSOCIATED PRESS HAS JUST GIVEN
KPRC RADIO OF HOUSTON ITS AWARD FOR
\ BEST NEWSCAST- 1977-1978 (AP)

UNITED PRESS INTERNATIONAL HAS JUST
GIVEN KPRC RADIO OF HOUSTON ITS AWARD
FOR BEST NEWSCAST — 1977-1978 (UPI)

AP

W

THAT’'S NEWS IN ITSELF.

The Associated Press and the United Press International both gave KPRC their awards for
the Best Newscast in Texas —1977-1978. Not that these are the first news awards we've
won. After all, we're Houston's news radio station. We're telling people what’s happening
every day from 5:00 to 9:00 AM, from 12 noon to 1:00 PM and from 4:00 to 6:00 PM,

And we have hourly updates of important stories. Over seven hours of news every broadcast
day. But somehow these awards seem kind of special. It means the two best news services
think the best news of the year was broadcast by just one station. That’s quite a scoop.

KPRC NEWS RADIO HOUSTONOD

Represented by CBS Radio Spot Sales
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WSOC NewsRadio is in touch with
Charlotte, and we keep Chariotte in
touch with the world. Our computer-
ized voter projections kept our
listeners “in touch” with the recent
city, county and state election
returns and accurately projected
the winners in each contest. When
Charlotte was torn in controversy
over the location of a proposed
belt road, NewsRadio 93 stayed in
touch withthe area’s onlylive cover-
age of the public hearings. The
determination to keep Charlofte
informed, together with the largest
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Oakland
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staff of radio news professionals in
the Carolinas, has won recognition
from the News Directors of the
Carolinas with the presenfation of
six first-place aowards for excel-
lence in news reporting. WSOC
NewsRadio 93 is in touch with
Charlotte. And Chariotte is intouch
with us.

WSOC News Radio 93

Cox radio stations are represented
by The Christal Company.
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TIME-LIFE TELEVISION
presents

FANTASY
SERIALIZED ADVENTURES
‘,ﬂ_(((c, o saring TOM BAKER

A BBC-TV PRODUCTION

- '+ TIMELIFE
_. TELEVISION

TIME & LIFE BUILDING
NEW YORK, N.Y. 10020
{212) 556-7783
{212) 556-7775
(212} 556-4344

ATL):NTA
(404} 6§9-8050
CHICAGO
(K2 ] 329-7835

LOS ANGELES
(213) 385-8151




Air Time International Announces The World Premiere of

THE UNKNOWN WAR

AT

TH
NATIONAL
ARCHIVES

WASHINGTON, D.C.

Distinguished Washingtonians, including members of Congress, the
State and Defense Departments, the diplomatic community, as well as
prominent historians and educators, will view the initial episode of this
landmark television series at an invitational screening on September 7,1978.
They will see what over 150 million* people around the world will see
starting this fall.

The Unknown War captures the human drama of the war between Nazi
Germany and the Soviet Union. This war was different —bigger, more
ferocious, more devastating. A single battle involved 7,000 tanks and
4,000,000 men. It obliterated hundreds of cities, laid waste thousands of
square miles, cost 30,000,000 lives.

The scale and savagery of the conflict are captured in the combat footage
of 20 one-hour programs, much of it seen for the first time in the West. The
series brings to formidable life four years of high drama that until now
have been lost to history.

*WNAC-TV, Boston; WLWT-TV, Cincinnati; WEWS-TV, Cleveland; KBMA-TV, Kansas City; KH]-TV, Los Angeles;
WHBQ-TV, Memphis; WOR-TV, New York; WOKR-TV, Rochester; KFMB-TV, San Diego and KRON-TV, San Francisco.
Australia, Austria, Costa Rica, Ecuador, Guatemala, Hong Kong, Iran, Ireland, Kuwait, Malaysia, Nicaragua, Panama,

Switzerland, Taiwan and West Germany.

CONSULT YOUR SALES REPRESENTATIVES FOR LOCAL MARKET AVAILABILITY.

Air Time International, Inc.is an ﬁ company

919 Third Avenue, New York, N.Y. 10022 (212) 371-4750
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TheWeek in Brief

LID OFF REWRITE O Van Deerlin unveils H.R. 13015, the
proposed legislation to revamp the Communications Act.
It calls for basement-to-attic changes. And there are
some trade-offs. PAGE 29. The principal points of the bill

Announcement of the Communications Act of 1978 draws a
large media crowd to the Rayburn House office building.

are summarized, along with the text of how Title IV deals
with broadcasting. PAGE 30. Architects of the legislation
explain their rationale. PAGE 38. What the reaction is in
other parts of the communications world. PAGE 40.

RADIO IN THE HOUSE O Speaker O’'Neill agrees to an AP
Radio request to allow tap on the chamber's mikes;
broadcasts from the gallery will be barred. PAGE 42.

MEANWHILE, IN CINCINNATI O The AP Broadcasters
convention assesses the state of broadcast news with
input from such as Elmer Lower, Keith Fuller and Jesse
Jackson, PAGE 44,

FAIRNESS AND EQUAL TIME O Proxmire's bill to repeal
Section 315 runs into opposition from Geller during Hill
hearing. PAGE 46.

BLACK EYES FOR ‘20/20° O Criticism of the new news-
magazine show is heavy, viewing is light. PAGE 46.

TUNING UP TRUMPETS O Affiliates await their first
glimpse of Fred Silverman as president of NBC. It'll come
Sunday at a reception that precedes a busy two-day
convention agenda in New York. PAGE 51.

Business Briefly
Changing Hands. ........

Index to departmenta

Closed Circuit...........
Datebook. . ..

Broadcast Advertising. .. 54 e
Editorials. . .......oo00aa

Broadcast Journalism. .. 42

ST. PAUL MESSAGE O The BPA's biggest-ever convention
gets under way in that half of Twin Cities. PAGE 50.

NONCOMMERCIALS O The FCC wants to update its
regulations to determine who can be a license in public
broadcasting and how underwriting should be handled. It
also moves to shift some FM allocations. PAGE §0.

ALL FOUR FLUNK O The FCC review board turns thumbs
down on the entire slate of applicants for the facilities of
WNJR Newark, N.J. PAGE 52.

NO BUYER RETICENCE O Network sales executives say
that talk about agencies and advertisers hanging back for
better deals is nonsense. PAGE 54.

EVEN BETTER O McCann-Erickson's Coen revises his
forecasts of media spending in 1978 and now predicts an
over-all 12% increase to $42.5 billion. PAGE 54.

CLUTTER O The AAAA and ANA will meet June 21 with
NAB executives to discuss complaints about time
excesses under the TV code. PAGE 54.

CHILDREN TALK O NAB's Washington conference draws
people from all walks of life and with ideas about how TV
has been or should be programing for youngd. PAGE 56.

DAYTIME EMMY AWARDS O NBC got the "best," but ABC
had the most. Donahueis the only syndicated program to
win, picking up dual honors. PAGE 57.

HOMEVCR'S O JVC Corp. announces what may be a
major step beyond first-generation home video
recorders. Its new Vidstar will have stop-action, slow-
motion and fast-action capabilities. PAGE 58.

COMSAT’S PRICE LIST O It files new tariffs with the
FCC: 5275 for first 10 minutes, $10 for each addition.
PAGE 58.

THEIR AMERICAN WAY O Less than a year ago, two men
came out of the Midwest to buy Mutual Broadcasting
System for $18 million. Then they agreed to buy WCFL
Chicago for $12 million. It means new horizons for Jay
Van Andel and Richard Marvin DeVos, two high-school
friends whose Amway Corp. epitomizes the skin-of-the-
teeth entrepreneurial drive that built American capitalism.
PAGE 80.

Playlist. . ...........c00000
Profile. ... ...

Programing. .. cocovivinana
Stock Index...............
Top of the Weak..........

Equip & Engineering

Fates & Fortunes........
For the Record. .........
Madia...........ooov0ean
Monday Memo...........

Broadcasting is published 51 Mondays a year {combined issue at yearend) by Broadcasting Publications inc., 1735 DeSales Street. N.W. Washington. D.C, 20036. Second-class postage paid at

Washington, D.C. and additional oflices. Single issue $1.50 except special issues $2.50. Subscriptions, U.S. and possessions: one year $35, (wo years S65, three years $90. Canadian and other

isnremallonal subscriplionssada $12 per year U.S. and possessions add $140 yearly lor special detivery, S30 for first class. Subscnber's occupation required. Annuaily: Bioadcashing Yearbook
37.50. Cable Sourcebook $20.



Tuning in together.

Grandfather’s memories live with
the old set, but today, radio’s vitality is
a part of everyone’s daily life.

Radio is an important part of our life
at Taft Broadcasting Company. Our
radio stations continue to contribute
both profit growth and important serv-
ice to each of their communities.

One in @ serigs of paintings by Joseph Csatari

ing Taft Br

a Activities.

People want entertainment and in-
formation, and that’s our business. With
radio and television stations, Hanna-
Barbera Productions and themed
amusement parks, we're in some of the
best growth industries around.

For more information about our
record breaking performance, drop a

note on your letterhead to — Mr. John
T. Lawrence, Jr., Taft Broadcasting
Company, 1906 Highland Avenue,
Cincinnati, Ohio 45219,

TARAFT

Broadcasting Company

Informing and entertaining the American family.



ClosedzCircuit’

Insider report: behind the scene. before the fact

S
A friend
If anyone is front-runner in competition to
replace Commissioner Margita White on
FCC, it may be Anne B Jones (**Closed
Circuit,”” May 29), now general counsel of
Federal Home Loan Bank Board. She has
known FCC Chairman Charles D. Ferris
since they were students in Boston
College Law School. (She graduated in
1961, year after Chairman Ferris.) And
there are some in Washington who believe
she has his endorsement for job —that, at
minimum, Chairman Ferris urged White
House 1o consider her as possibility.
Another apparent plus is that, although
she is Republican, Democratic
administration thought enough of Miss
Jones to give her plum of general
counsel’s job in federal agency. She had
served for number of years at Securities
and Exchange Commission.

[Cree === =]
Double trouble

Release of new ‘‘Communications Act of
1978"" by House Communications
Subcommittee (page 29) presented
National Association of Broadcasters with
something of internal problem. NAB has
been vociferously opposing any rewrite of
Communications Act of 1934, Now it may
have to walk twisting path. Radio would be
all but deregulated by new act and would
pay relatively small part of annual fees new
act proposes. In NAB, radio members
outnumber TV by more than eight to one.

Although TV interests are expected in
general to oppose at least some major
provisions of act, NAB may have trouble
recruiting solid front. ‘*How are you going
to get radio to oppose this thing,” said one
N AB official, ‘*when it gives radio the
candy store?”’

s _—

Price of success

One indication of UHF’s rising popularity
is mounting backlog of television station
applications at FCC, all involving upper-
band frequencies. Some 200 applications
for new stations or for changes in existing
ones are pending, including some filed in
1976. Officials say staff shortages at time
of rising interest in UHF are part of
reason. Where applications came in at rate
of about 10 per year several years ago,
they are now being filed at rate of upto 15
per mohth. Factors in upsurge of interest
are religious broadcasters and pay
television entrepreneurs.

Another reason given for backlog is,
ironically, procedures that were adopted in
July 1976 to speed up adjudicatory
process. Substantial number of applicants
are mutually exclusive —some 30 of the
channels at issue are being sought by

about 80 of the applicants—and Broadcast
Bureau staff finds itself faced with
responsibilities that were given il in order
to speed things along once case got to
hearing.

e —  — ——— ]

Overheated market

Though chances of passage are unclear,
proposed 10-station limit on multiple
ownership in Communications Act
overhaul is seen by station brokers as
probable stimulus to already strong
demand for station acquisitions.
Legislation would grandfather existing
ownerships that exceed 10-station level.
Brokers figure grandfathering will spur
buyers to get as close to present 21-station
limit (seven each, AM, FM, TV) as
possible before legislation can be enacted.
Not, brokers say, that demand needs
new stimulus. Desirable stations are
scarce— AM, FM and TV —so that market
effect of any increased demand will be to
drive already high prices still higher. Prices
are “‘unbelievable’’ now, according to
broker who said he sold FM station for
$240.000 eight years ago to owner who
now is asking more than $4 million for it.

f———— — — 1

Private stock

So tight was security against leaks of
Communications Act rewrite before last
Wednesday's release that not even
members of House Communications
Subcommittee, who long ago were
clamoring for stake in bill, got to see it.
One member’s office reported it didn’t
even receive announcement of press
briefing Wednesday morning until 3:30
p.m. day before, which, said staff member,
‘‘was a little bothersome . After
introduction, subcommittee staff
members spent long hours briefing
members and their staffs, as well as Senate
Communications Subcommittee
chairman, Ernest Hollings {D-S.C.), and
National Telecommunications and
Information Agency director-designate,
Henry Geller.

[ ]

Paid up

Decision was made last week by ad hoc
committee responsible for erection of
headquarters of National Association of
Broadcasters a decade ago to burn
mortgage (literally) next Aug. 2. Among
those to attend *‘in house’’ ceremony will
be members of building commitlee plus
executive committee of NAB.

Tenth anniversary of headquarters at
Connecticut Avenue and N Street, N.W.,
in center of Washington’s liveliest
development, will be formally observed
with appropriate ceremony next year—
probably in February when officialdom,
including Congress, will be in town.

Broadcasting June 12 1978
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Vance at bat

Media spokesmen who met in Washingion
last week with Secretary of State Cyrus
Vance and his public affairs brass are
convinced administration will go all-out in
resisting Russia and Third World nations
that espouse control of press and
broadcast censorship. State spokesmen
promised U.S. delegation to UNESCO at
critical meeting next October in Paris
would include at least one publisher
(probably William Atwood, Newsday/) and
possibly one broadcaster (perhaps Arch
Madsen of Bonneville).

At meeling with Mr. Vance were George
Beebe, Miami Herald, chairman of World
Press Freedom Committee; Leonard
Marks, Washington attorney and former
head of United States Information
Agency; Vincent T. Wasilewski, president
of National Association of Broadcasters;
Stanley M. Swinton, AP, and Frank
Tremaine, UPL

L |
Out and up

Robert Peyton, vice president and director
of programing, Katz Agency, New York, is
understood to have resigned to jein Time-
Life Television, New York, in top-level
capacity later this month. His successor at
Katz has not been named.

= "

Swiss stake

Despite *‘conflict of interest”’ question
raised by Justice Department, there’s still
hope that industry representatives will be
on delegation to crucial World
Administrative Radio Conference in
Geneva next year (‘*Closed Circuit,”
March 27). Glen O. Robinson, former
FCC commissioner who heads delegation,
assured top echelon of National
Association of Broadcasters at meeting last
Wednesday that broadcasters, among
others in private industry, would be
invited but whether they would be on
delegation or merely advisers is yet to be
settled. [n past, about 50% of delegation
has been nongovernment, and Mr.
Robinson, after consultation with State
and Justice lawyers, is said to be
optimistic.

U.S.is unique among nations signatory
to International Telecommunications
Union, because of fundamentally different
structures. In other nations,
communications are direct government
functions and their experts are officials.
Under U.S, system, communications are
private —except for regulation and policy.
But participants for ITU conferences have
been selected for technological
scholarship rather than to represent causes
of private entities.



MCATV/UNIVERSAL AND
OPERATION PRIME TIME
APPLAUD WHAT
“THE BASTARD” DID.

The prime-time overnights in the fortress
cities of New York, Los Angeles and Chicago
are in. Independents WPIX, KCOP*
and WGN-TV beat everything in sight!**



For stations it proved it’s possible to compete head to
head with the giants. And come out
ahead.

For advertisers it opens up a vital new flow of high-rated
prime time availabilities.

For reps it creates an explosion of first class spots
on independents and a bonanza on
affiliates.

Our first two rockets, “The Bastard” and
“Testimony Of Two Men” lit up the

sky. Next, [rwin Shaw’s “Evening In
Byzantium” and Howard Fast’s “The
Immigrants™—to be followed by a whole
new world of local programming.

Local television’s future has never
looked brighter.

MCATV

*All-time station record.
**NSI four-hour averages.
(Subject to survey limitations.)




BusinesszBriefly

Radio only

U.S. Postal Service O Postal Service
plans seven-to-eight-week radio
promotion beginning next week. Young &
Rubicam, New York, will select spots in
eight markets including Baltimore,
Boston, Cleveland and Philadelphia.
Target: men, 25-54.

Bristol- Myers O Company features its
Excedrin tablets in six-week radio buy
starting in early July. Foote, Cone &
Belding, New York, will seek spotsin
about 20 markets including Chicago,
Houston, Los Angeles and Philadelphia.
Target: women, 18-34.

Exxon O Company launches five-week
radio drive for its Qwip copier machines
in early July. Creamer Lois/FSR, New York,
will handle spots in 45 markets including
Detroit, Miami, St. Louis and San
Francisco. Target: men, 25-54.

Worth O Perfume company highlights its
Je Reviens perfume in four-week radio
promotion starting in mid-August.
Firestone & Associates, New York, will
place spots in seven markets including

Atlanta, Chicago and Los Angeles. Target:

women, 25-49,

Bank of America O Banking institution
schedules three-week radio push
beginning next week. Grey Advertising,
Los Angeles, will place spots in California
markets including San Diego and San
Francisco. Target: adults, 18 and over.

LMDAD Lincoln-Mercury Dealer's
Association prepares three-week radio
push to start |ate this month. Kenyon &
Eckhardt, Dearborn, Mich., will buy spots
in New York and Washington. Target:
men, 18 and over.

General Motors Corp.0 Car
manufacturer promotes its Pontiac
division in two-week radio drive starting in

DASH
(DELTA AIRLINES SPECIAL HANDLING)
GETS YOUR SMALL PACKAGE THERE
INA BIG HURRY.

Delta handles more over-the-counter
shipments of 50 lbs. or less than any
other certificated airline. What's more,

DASH serves 85 U.S, cities plus San Juan.

Any package up to 90 inches, width+
lengtE+hei%ht, and up to 50 pounds is
acceptable. DASH packages accepted at
ail?ort ticket counters up to 30 minutes
before flight time, up to 60 minutes at
cargo terminals. The charge for DASH
shipments between any two of Delta’s

charge for pick-up and delivery. For pick-
up and delivery, call 800-638-7333, toll
free. (In Baltimore, call 269-6393).
Special DASH airbill provides speedy
documentation. Special DASH bag makes
identification easy. DASH shipments

are prepaid.

You may pay for your shipment with
cash or approved credit or an acceptable
m;g‘or credit card. For full details on rates
and shipping information call your nearest

domestic cities is $30. Rate is $25 between Delta air cargo representative.

Dallas/Ft.Worth and
Los Angeles or

San Diego or San
Francisco. There
is an extra

DELTA IS READY WHEN YOU ARE®

_

Rep appointments

0O WACQAM)-WTTK(FM) Boston:
Eastman Radio, New York.

0O Waok(am) Atlanta and wWGIV(AM)
Charlotte, N.C.: Selcom Inc., New
York.

0O Wkix(am-wyYo(rm) Raleigh-
Durham, N.C.: Blair Radio, New
York.

0O WLoairm) Orlando, Fla.: Schutz &
Co., New York.

0O WROC(aM)-wPXY(FM) Rochester,
N.Y.: Market 4 Radio, New York.

O KrxL(AM)-KKOQ(FM) Grand Forks,
N.D.; kkrc(am Sioux Falls, S.D.;
KBUN(AM)-KBHP(FM) Bemidji, Minn;
KSMM(AM) Shakopee, Minn., and
wLOY(am) Ladysmith, Wis.:
Courtney Clifford Inc.,
Minneapolis.

mid-July. D'Arcy-MacManus & Masius,
Troy, Mich., will seek spots in at least 31
markets including New York, Chicago,
Miami and St. Louis. Target: adults, 25-54.

Buick D Division of General Motors kicks
off two-week radio campaign for its Buick
car line beginning next week. McCann-
Erickson, Troy, Mich., will buy spots in
about 37 markets including Atlanta,
Chicago, Milwaukee and New Orleans.
Target: men, 25-54.

Anheuser-Busch( Company is first to
sign as participating sponsor for 1978
season in CBS Radio Network's coverage '
of 36 National Football League games.
Budweiser beer will be advertised with
four one-minute spots in each game.
Agency for Anheuser-Busch is D'Arcy-
MacManus & Masius, St. Louis.

TV only

Mars O Candy manufacturer launches
three-month TV campaign for its various
candy bars beginning late this month. Ted
Bates, New York, will select spots in 76
markets during early fringe time. Target:
children, 6-11, teen-agers and women,
18-49.

Pabst D Brewery slates three-month TV



8% THE MIKE
DOUGLAS SHOW
WILL ORIGINATE DAILY
FROM HOLLYWOOD
BEGINNING
IN SEPTEMBER.

EVEN MORE STARS. MORE FUN.

MORE EXCITEMENT. MORE SURPRISES.
DAY IN. DAY QUT. AS TELEVISION'S
WARMEST HOST BRINGS THE HOTTEST
VARIETY-TALK SHOW TO THE
ENTERTAINMENT CAPITAL OF THE WORLD.

90/60 minutes. Set to begin production at CBS Television City, September 11.

GROUP
GROUP W
PRODUCTIONS

INCORPORATED/ WESTINGHOUSE BROADCASTING COMPANY
90 PARK AVENUE NEW YORK 10016 (2121 983-5088




NEW BRITAIN HARTFORD

Changing for the better!

WHNB-TV is now WVIT.
We changed our name because we are changing
a lot of other things about our station.
One of our changes is for the best:
Katz Television Continental is now
national sales representative for WVIT.

WVIT. Katz. The best.
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promotion for its Pabst extra light beer
starting next week. Kenyon & Eckhardt,
Chicago, will arrange spots in about 100
markets during prime, news and sports
time. Target: men, 18-49.

Andrea Raab O Nail products company
features its Nall Wand in 12-week TV
promotion beginning late this month. A.
Eicoff & Co. Chicago, will seek spots in
six to eight markets during all day parts.
Target: total women.

Stokely-Van Camp O Food products
group starts 11-week TV flight for its
Instant Gatorade drink next week. Clinton
E. Frank, Chicago, will schedule spots in
eight markets during day, fringe and
prime time. Target: women, 18-49,

HII’s O Division of SCOA Industries
begins 10-week TV push for its Hill's
department stores starting in early July.
Canton Advertising, Boston, will seek
spots in 13 markets during all day parts.
Target: women, 18-49.

Johnson & JohnsonO Company
features its Band-Aid brand adhesive
bandages in nine-week TV flight starting
in early July. Young & Rubicam, New York,
will purchase spots in four markets during
fringe time. Target: women, 25-49,

Levitz O Furniture retailer starts two-
month TV flight this week. Lovett
Advertiging, Miami, will handle spots in 60

markets during day, fringe and prime time.

Target: aduits, 25-54,,

Credit Systems O Master Charge credit
card gets two-month TV push beginning
in early July. Mandabach & Simms,
Chicago, will buy spots in Kansas City,
Mo., and St. Louis during day and fringe
time, Target: total women.

U.S. Soll O Plant products manufacturer
focuses on its plant food, Plantasia, in
seven-week TV buy starting late this

month. Clinton E. Frank, Chicago, will
place spots during day, fringe and prime
time. Target: women, 18-49.

Whirlpool O Home appliance
manufacturer starts six-week TV buy next
week, Lea Robert Smith, Atlanta, will buy
spots in about 30 markets during day,
fringe and prime access time. Target:
adults, 18-48.

Hungry Bull O Restaurant chain begins
one-month TV drive in July. Ed Myrick,
Charlotte, N.C., will seek spots in five
markets during day, fringe and prime time,
Target: total adults.

Maybelline O Cosmetic company
schedules four-week TV flight for its Great
Lash mascara starting next week. Lake-
Spiro-Shurman, Memphis, will place spots
in 14 markets during day and fringe time,
spending about $186,000. Target:
women, 18-34.

H.J. Heinz O Food products group
begins four-week TV campaign
highlighting its steak sauce in early July.
Ketchum, MaclLeod & Grove, New York,
will buy spots in 55 markets during early
fringe time. Target: women, 18-49.

Pillsbury O Food products group focuses
on its Figurines diet bar in four-week TV
push beginning next week, BBDO, New
York, will select spots in about 20 markets
during fringe time. Target: women, 25-64.

Ragold O Company features its
Velamints candy in four-week TV
prometion beginning late this month. Don
Tennant, Chicago, will place in 21
markets during fringe time. Target: adults,
18-49,

Allen Products O Company features its
Alpo Liv-A-Snaps dog food in four-week
TV campaign beginning next week.
Woeightman Advertising, Philadelphia, wili
handle spots in 18 markets during day

BAR reports television-network sales as of May 21
ABC $555.244.500 (36.4%) O CBS $511.078,400 (33.5%) O NBC S459,612,100 (30.1%)

Total Total
minutes dollars %
weak weak 1978 total 1977 totat change
ended ended 1978 lotal doliars doliars from

Day paris May 21 May 21 minutes year (o date year {o dale 1977
Monday-Friday
Sign-on-10 am, 166 § 1,254,200 3,011% § 21396400 § 18784700 +1398
Monday-Friday
10 am-6 p.m. 1,040 16,994,100 - 20,303 329,855,100 301.962.900 +8.2
Saturday-Sunday
Sign-on-6 p.m. 309 8,738,500 65832 179,242,700 168,272,500 +85
Monday-Saturday
6 pm.-7:30 p.m. 101 4279600 2,040 86,792,900 78,173500 +110
Sunday
6 pm.-7:30 p.m. 32 1,942,100 437 26,960,300 23,323,200 +1586
Monday-Sunday
7:30 pm.-11 pm. 421 43030,700 8316 788,600,900 711404500 +109
Monday-Sunday
11 pm.-Sign-oft 228 5,262,800 4,329 93,086,700 92,004,400 +1.1

Total 2,287 581502000 45068 §1,525935000  $1.393,925500 +9.5

Source: Broadcast Advertisers Reports

Bmldr:nllno1 .;mn 121978

Hot to trot. Approximately $2 million in
advertising, including $1 million in
television, has been allotted by a
Brazilian firm to introduce in the U.S. a
new line of athletic footwear and sports
equipment over the next 12 months. The
néw Cobra line is supported by Cobec,
a Brazilian internationa! trading and
warehousing company. Advertising for
Cobra products wiil begin on television
in September in markets in the East,
spread to the West in the next two
months and achieve national distribu-
tion by February 1979, Al Margino, presi-
dent of NRP Advertising, New York,
agency for Cobra, estimates the TV ad-
vertising will be in 40 to 50 markets
once the national rollout is achieved.

AT ——— s —— ]

and fringe time. Target: women, 25-64.

M.B. Walton O Company arranges three-
week TV push for its Roll-O-Matic mop
beginning next week. A. Eicoff & Co.,
Chicago, will select spots in about 25
markets during all day parts. Target: total
women.

Flav-0-Rich O Company spotlights its
ice cream in three-week TV promotion
starting late this month. D'Arcy-
MacManus & Masius, Atlanta, will buy
spots in 25 Southeast markets during day
and prime time. Target: adults, 25-54.

Nature Slim O Reducing aid gets three-
week TV promotion starting next week.
Sumner Inc., Atlanta, will handle spots in
12 markets during day, fringe and prime
time, Target; adults, 18-49,

Neils Famous Footwear O Chain of
retail shoe outlets places two-week spot-
Tv flight beginning next week. Stephan &
Brady, Madison, Wis., will arrange spots in
11 markets during day, fringe and prime
time. Target: women, 25-49,

Gino’s O Fast food chain starts two-week
TV flight in early July. Weightman
Advertising, Philadelphia, will buy spots in
New York, Baltimore, Washington,
Philadelphia and York-Lancaster-
Harrisburg, Pa., during day and fringe
time. Target: men and women, 18-34.

Sunn Classic Pictures O Company
features its film, "Bermuda Triangle," in
two-week TV promotion beginning late
this month. Siteman Brodhead Baltz, Los
Angeles, will handle spots in at least five
markets during fringe time. Target: adults,
18-49.

CBS Records O Record company
places two-week TV buy for its Carol King
record beginning next week. Young &
Rubicam, New York, will schedule spots

in five markets during fringe time. Target:
adults, 18-34.

Pennsylvania Lottery O Lottery gets
one-week TV promotion starting |ate this
month, Lewis & Gilman, Philadelphia, will
seek spots in six Pennsylvania markets
during all day parts. Target: aduits, 25-64.




s indicates new of revised listing
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This week

June 11-13— New Jersey Broadcasters Association
annual convention. Representative Lionel van Deerlin
(D-Calit) will speak. Resorts International hotel. Atlan-
tic City.

June 11-14 — Electronic Industries Association/Con-
sumer Electronics Group 1978 International Summer
Consumer Electronics Show. Chicago.

June 11-30—Tenth Institute for Religious Com-
munications sponsored by the Catholic Communica-
tions Foundation. Loyola University. New Orleans.

June 12-13—Fourth annual New York cable televi-
sion technical seminar, presented by New York State
Commission on Cable Television and State University
of New York at Albany in cooperation with New York
State Cable Television Association and Upstate New
York chapter of Society of Cable Television Engineers.
Empire State Plaza Convention Center, Albany, N.Y.

June 12-14— National Association of Broadeasters
meeting for presidents and executive directors of
state broadcasters associations. Hyatt Regency hotel,
Washington.

June 12-14— California Community Television As-
sociation annual meeting. Red Lion Motor Inn and
Senator hotel, Sacramento, Calit.

June 13— Radio Advertising Bureau ldearama for
radio salespeople. Howard Johnson's, Cincinnati.

June 13— Radio Advertising Bureau ldearama for
radio salespeople. Holiday Inn, Jackson. Tenn.

June 13— Radio Advertising Bureau ldearama for
radio salespeople. Red Lion Motor Inn, Spokane,
Wash.

June 14— Tennessee Association of Broadcasters
congressional breakfast. Washington.

June 13-17 —American Women in Radio and
Television's 27th annual convention. Los Angeles
Hilton, Los Angeles.

June 14 - Virginia Association of Broadcasters
meeting. Gary Worth. executive vice president. Mutual,
will speak. Mariner Resort Inn, Virginia Beach, Va.

June 14—Hearing by Senate Commerce Committee
on S-64, bill which deals with reducing radio frequen-
cy interference to consumer elactionic equipment.
Room 155, Russell Senate Office building, Washing-
len.

June 15— Radio Advertising Bureau idearama for
radio salespeopie. The Regency-Denver, Denver.

June 15— Radio Advertising Bureau ldearama for
radio salespeopte. Sheraton-Campus [nn, Knoxville,
Tenn.

June 15— Radio Advertising Bureau ldearama for
radio salespeople. Holiday Inn Conquistador, Youngs-
town, Ohio.

June 15-16—Oregon Association of Broadcasters
spring conference. Salishan Lodge, Gleneden Beach,
Ore.

June 15-17—South Dakota Broadcasters Associ-
ation meeting. Holiday Inn, Mitchell, S.0.

June 16— Massachusetts AP Broadcasters Associ-
ation 1978 awards banquet. Roger Allan. WRKO(AM)
Boston, is host. Boxboro Sheraton.

June 16-18—Annual convention and awards ban-
quet of Chesapeake AP Broad: s Association
Hunt valley Inn, Cockeysville, Md.

June 18 —Meeting of region nine of Radio Television
News Directors Association. DuPuy hotel, New
Orleans.

June 17-20— American Advertising Federation an-
nual convention. St. Francis hotel, San Francisco.

Datebookz®

June 18-19—Oregon Cable Television Association
annual meeting. Kahneeta Resort, Warm Springs, Ore.

June 18-20—Annual meeting of NBC-TV affiliates.
New York Hilton. New York.

P —————
Also in June

June 19-Te A iation of Broadcasters
Emergency Broadcast System meeting, Holiday inn-
University Center. Knoxville, Tenn.

June 19-23—Workshop on community broadcast-
ing and public access, sponsored by Department of
Communication Media, Bemidji State University.
Bemidji. Minn.

June 20— Raedio Advertising Bureau |dearama (0r
radio salespeople. Holiday Inn, N.wW.,, Columbia, S.C.

June 20— Radio Advertising Bureau !dearama for
radio salespeople. Des Moines Hilton Inn, Des Moines,
lowa.

8 June 20-—Joint luncheon of Salt Lake Rotary
Club, Salt Lake Area Chamber of Commerceand Utah
Advertising Federation. James E. Duffy, president,
ABC Television Network, will speak, Hotel Utah, Salt
Lake City.

June 20— Radio Advertising Bureau ldeatama for
radio salespeople. Sheraton Inn, Scranton, Pa.

June 20-22—Armed Forces Communications and
Electronies Association 32d annual convention. Sena-
tor Harrison H. Schmitt (R-N.M.), member of Senate
Communications Subcommittee, will deliver keynote
luncheon speech. Sheraton Park hotel. Washington.

June 21— Tennessee Association of Broadcasters
Emergency Broadcast System meeting. Hilton Airport
Inn, Nashville, Tenn.

June 13-17—American Women in Radio and
Television’s 27th annual convention. Los Angeles
Hilton. Los Angeles.

June 17-20— American Advertising Federation
annual convention. St. Francis hotel, San Fran-
cisco.

June 18-20—Annual meeting of NBC-TV affili-
ates. St. New York Hilton, New York.

Sept. 17-20— National Radio Broadcaaters As-
sociation annual convention. Hyatt Regency Em-
barcadero hotel, San Francisco. Future conven-
tions: Oct. 6-8, 1979, Washinglon Hilton hotel,
Washington; Qct. 5-8, 1980. Bonaventure hotel.
Los Angeles; Sept. 20-23, 1981, Marriott hotel,
Chicago.

Sept. 17-20— Broadcast Financial Management
Association’s 18th annual conference. Dunes hotel
and country club, Las Vegas. 1979 conference will
be Sept. 16-19 at Waldord Astoria, New York, 1980
conference will be Sept. 14-17 at Town and Coun-
try hotel, San Diego.

Sept. 20-22— Radio Television News Directors
Association international conference. Atlanta
Hilten hotel. 1979 conference will be at New Mai-
riott hotel, Chicago, Sept. 11-14; 1980 conference
will be at Diplomat hotel, Holtywood-by-the-Sea.
Fla.

Oct. 28-Nov. 2~ National Association of Educa-
tional Broadcasters annual convention. Sheraton
Park hotel, Washington.

Oct. 29-Nov. 3—Society of Motion Picture &
Television Engineers 120th technical conference
and equipment exhibit. Americana hotel, New

Major meetings

June 21-23— Maryland-District of Columbia-
Delaware Broadcasters Association meeting. Sheraton
Fountainebleau Inn and Spa, Ocean City, Md.

June 21-23— National Broadcast Editorial Associ-
ation, eighth annual convention. Mayflower hotel.
Washington.

June 21-24 —Fiorida Association of Broadcasters
43rd annuai convention. The Colony Beach & Tennis
Resort, Longboat Key, Sarasota. Fla.

June 22— Radio Advertising Bureau ldearama for
radio salespeople. Holiday inn, Fargo, N.O.

June 22— Radio Advertising Bureau Idearama for
radio salespeople. The Hilton 'nn, Greensboro, N.C.

June 22~ Radio Advertising Bureau Idearama for
radio salespeople. Philadelphia Marriott, Philadeiphia.

June 22-23 - Broadeast Financial Management As-
sociation/BCA quarterly board of directors meeting.
Opryland hotel, Nashville.

June 22-24 - Wyoming A iation of Broad 8
annual convention. Holiday Inn, Cody. Wyo.

June 23— Te A iation of Broad rs
Emergency Broadcast System meeting. Holiday Inn,
Holiday City. Memphis.

June 23-24 —National meeting of Radio Televison
News Directors Association of Canada. Bayshore inn,
vancouver, B.C. Contact: Elmer Harris, VOCM St.
Johns, Newfoundland A1B 3P5. ’

June 23-24—Media workshop on news and the
courts, sponsored by California Judges Association,
California Broadcasters A iation and Western
Newspaper Foundation. University of Califormnia. lrvine.

June 23-24—North Dakota Broadcasters Associ-
ation meeting. Badlands motel, Medora, N.O.

June 24-28— Georgia A of Broadcasters

York.

Nov. 13-15— Television Bureau of Advertising
annual meeting. Continental Plaza hotel, Chicago.

Nov. 15-18—National convention of Society of
Professional Journalists, Sigma Delta Chi. Hyatt
House, Birmingham. Ala.

March 10-14, 1979 = National Association of
Television Program Executives confarenca. MGM
Grand hotel, Las Vegas Future conferences: March
8-12, 1980. Nob Hill complex, San Francisco: Feb
13-18. 1981, New Orleans.

March 25-28, 1979— National Association of
Broadceasters annual convention. Dallas Future
conventions: New Orleans, March 30-April %
1980; Las Vegas, April 12-15, 1981; Dallas, April
4-7,1982; Las Vegas, April 10-13, 1983; Atlanta,
March 18-21, 1984: Las Vegas. April 7-10, 1985;
Kansas City, Mo., April 13-16, 1986; Atlanta, April
5-8, 1987.

April 20-268, 1979— MIP-TV's 15th annual in-
ternational marketplace for producers and dis-
tributors of TV programing. Cannes, France.

May 20-23, 1979 — National Cable Tel
Association annual convention. Las Vegas. Future
conventions: Dallas, Apfil 13-16, 1980; 1981 site
lo be selected; Washington, April 3-6. 1982 {ten-
tative).

June 6-10, 1979 — Broadcasters Promotion As-
sociation 24th annual seminar. Nashville.

Sept. 24, 1979 —Start of World Administrative
Radic Conterence for U.S. and 152 other member
nations of International Telecommunications
Union. Geneva.
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convention. Speakers will include Dick Salant. presi-
dent, CBS News; Win Elliot, CBS Sports, and Lillian
Carter. Callaway Gardens, Ga.

June 25-28— Montana Cable Television Association
annual meeting. Outlaw Inn, Kalispell, Mont.

June 25-28 — Public Broadcasting Service’s annual
membership meeting. Fairmont hotel, Dallas.

June 25-30— National Association of Broadcasters
joint board meeting, together with board of Canadian
Association of Broadcasteys. Hotel Toronto, Toronto.

June 27— Radio Advertising Bureau Idearama for
radio salespeople. Arlington Park Hilton, Chicage.

June 28 —Promotion and advertising clinic for ABC-
TV stations. Century Plaza hotel, Los Angeles.

June 27— Radio Advertising Bureau Idearama for
radio salespeople. Hospitality Motor Inns, Grand
Rapids, Mich.

June 27— Radio Advertising Bureau Ydearama for
radio sales people. Red Lion Motor inn, Portland, Ore.

June 27— Radio Advertising Bureau Idearama for
radio salespeople. LaMansion hotel. San Antonio, Tex.

June 27 — Association of National Advertisers-Radio
Advertising Bureau radic workshop. Waldorf-Astoria,
New York.

June 29— Radio Advertising Bureau Idearama for
radio salespeople. The Hilton Inn, Dallas.

June 29— Radio Advertising Bureau |dearama for
radio salespeople. Hyatt House, Richmond, Va.

June 29— Radio Advertising Bureau Idearama for
radio salespeople. Hyatt House, Seattle.

June 29— Radio Advertising Bureau Idearama for
radio salespeople. Ramada Inn, Toledo, Ohio.

———

July

July §— FCC's new date for comments in its inquiry
into the fairmess doctrine and the public interest stan-
dards of the Communications Act. Old date was May

3. Replies are due Aug. 4 (BC Docket 78-60). FCC.
Washington.

July 8-9—National Federation of Local Cable Pro-

grammers convention, jointly sponsored by the Uni-
versity of Wisconsin-Extension Communications Pro-

gram Unit. Event will be partly funded by National En-
dowment for the Arts. University Bay Center, 1950
Willow Drive, Madison, Wis. Information: Carol Brown
Eilber, (606) 262-3566.

July 8-12— New England Cable Television Associ-
ation convention. Wentworth by the Sea, Portsmouth,
N.H.

u July 10-14—Workshop on children's television
for programers and producers at affiliates of CBS-TV.
CBS Broadcast Center. New York.

July 12-18 —Combined Colorado Broadccaters As
sociation/Rocky Mountain Br s A
meeting. Manor Vail, Colo.

July 15-18— Television Programmers Conference
22nd annual meeting. Hyatt Regency hotel, Nashville.
Information; A.C. Wimberly, KMCC(TV) Lubbock, Tex.

July 18-18-—California Broadcasters Association
midsummer meeting. Del Monte Hyatt House, Mon-
terey. Calif.

July 18-19— National Association of Farm Broad-
casters summer meeting. Fairmont hotel, San Fran-
cisco.

July 18-19— New York State Broadcasters Associ-
ation 17th annual executive conference. Gideon Put-
nam hotel, Saratoga Springs. N.Y.

July 18-28—Eleventh management development
seminar spensored by National Association of Broad-
casters. Harvard Business School, Boston. Information:
Ron Irion, director of broadcast management, NAB,
Washington.

July 18-19— Wisconsin Broad s A £i
summer meeting. Fox Hills Resort, Mlshlcon Wis.

July 30-Aug. 5§—Communications Center 1978,
seminars and workshops sponsored by American
Baptist Churches, USA; Baptist Convention of Ontario

AN,
NATIONAL PTA S =72 ACTION CENTER
il

For More Information, Write or Phone
THE BEHRENS COMPANY, INC.
2451 BRICKELL AVENUE, MIAMI, FLORIDA 33129
(305) 854-4935
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and Quebec, and Christian Church (Disciples of
Christ). Keynoters will include Dr. George Gerbner, an-
nenberg School of Communications of the University
of Pennsylvania, and Marshall McLuhan of the Univer-
sity of Toronto. Erindale College of the University of
Toronto, Mississauga, Ont,

L]
August

Aug. 3-9— American Bar Association annual cen-
vention Hilton hotel, New York.

® Aug. 4-8—Minicourse for working journalists,
presented by the journalism department at Florida
A&M University in conjunction with Florida Associ-
ation of Broadcasters and United Press international.
Tallahassee. Fla.

® Aug. 4-7—Second annual radic seminar on
"Another Perspective: Alternative in Radio Journalism
and Creative Culture. Antioch College, Yellow Springs,
Ohio. Information: Sherick Novick, {513} 864-2022,

Aug. 10-11—Arkansas Broadcasters Association
summer convention. Inn of the Ozarks Motel and Con-
vention Center. Eureka Springs. Ark.

u Aug. 10-13— National Federation of Community
Broadcasters national conference (for community-
licensed radio stations). University of Cincinnati, Cin-
cinnati. Information: Nan Rubin, (202} 232-0404.

Aug. 14-15— National Cable Televigsion Association
board meeting. Sun Valley. Idaho.

Aug. 17-20— idaho State Broadcasters Asscciation
summer convention. Northshore, Coeur d'Alene, Idaho.

Aug. 18— Kansas A iation of Br 2 sports
seminar. Kansas City Royals Stadium, Kansas City, Mo.

Aug. 20-23~— National A iation of Broad 8
radio programing conference. Hyatt Regency hotel,
Chicago.

Aug. 23 —Tennessee A of Broadcasters
regional license renewal seminar. Hilton Airpert Inn,
Nashville.

Aug. 24-25—Third annual Chicane Film Festival,
project of Centre Video of Oblate College of the South-
west. Entries must be received by July 15. Theatre for
the Performing Arts and the La Mansion motor hotel,
San Antonio, Tex. Inquiries: 285 Oblate Drive. San An-
tonic 782 16.

- Aug. 24-27—West Virginia Broadcasters Associ-

ation fall meeting. The Greenbrier, White Sulphur
Springs, W.Va.

Aug. 25-27—National conference on public access
cable television. sponsored by Community Video
Center of San Diego. El Cortez hotel, San Diego. Infor-
mation: Brian Owens, §20 E Streel. Suite 901. San
Diego, 92101; (714) 239-3303.

Aug. 27-29— lllinois Broad 8 A iation an-
nual convention. Continental Regency hotel, Peoria, IIl.

.
September

Sept. 6-10—National conference of Information
(F:‘ilm Producers of America. Manor Vail Lodge, Vail,
ol0.

Sept. 10-12— Louisiana Association of Broad-
casters fall convention. Royal Sonesta hotel, New
Orleans.

Sept. 10-12— Nebraska Broadcasters Association
annual convention. Holiday Inn, Kearney, Neb.

Sept. 12-14—Wescon/78 electronics show and con-
vention. Convention Center, Los Angeles.

Sept. 13-16— Michigan A iation of Broad 8
meeting. Hidden Vailey, Mich.

Sept. 14-17 — Federal Communications Bar Associ-
ation's annual seminar. Homestead, Hot Springs, va.

Sept. 15 —Deadline for entries in 13th annual Gabriel
Awards competition, sponsored by UNDA-USA, Cath-
olic association for broadcasters and allied com-
municators. Material initially aired in the year prior to
June 30, 1978, and which treats issues conceming
human values will be eligible. Information: J. Jerome
Lackamp, Gabriel Awards, Catholic Radio-TV Center,
1027 Superior Avenue, Room 630, Cleveland 44114;
(216) 579-1633.

Sept. 15-18—Annual meeting of Public Radio in
Mid America. WHA(AM) Madison, Wis.. will be host
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station. Wisconsin campus, Madison.

Sept. 17-20— Broadcast Financial Management As-
sociation’s 18th annual conference. Dunes hotel and
country club. Las Vegas.

Seapt. 17-20— National Radio Broadcasters Associ-
ation annual convention. Hyatt Regency Embarcadero
hotel, San Francisco.

m Sept. 18-20—First national conference of action
line writers and broadcasters under sponsoiship of
Corning Glass Works. Esther Peterson, special assis-
tant to the President for consumer alfairs, will be
keynote speaker. Cogning, N.Y.

Sept. 20-22 - Radio Television News Directors As-
sociation international conference. Atlanta Hilton hotel,
Atlanta.

8 Sept. 21-22—Consultation on "Communications
and the Church,” sponsored by The Communieations
Commission, National Council of Churches. Speakers
will include FCC Commissioner Abbott Washburn,
Representative Richard L. Ottinger (D-N.Y) and Dr.
Paul Stevens. Radio and Television Commission,
Southern Baptist Convention. The Interchurch Center,
475 Riverside Drive, and the Kellogg Center of Colum-
bia University, New York City.

Sept. 22-24 — American Radio Relay League's 24th
national convention. Town and Country Convention
Center. San Diego. Contact: San Diege County
Amateur Radio Council, PO. Box 82642, San Diego
92138.

Sept. 22-24 = Maine Association of Broadcasters
meeting. Samoset Rockport, Me.

Sept. 24-28 — CBS Radio Affiliates board of direc-
tors meeting. Arizona Biltmore hotel, Phoenix.

Sept. 24-28—Southern Show of Southern Cable
Television Association. Marriott motor hotel, Atlanta.
Information: Otto Miller, SCTA, RO. Box 485,
Tuscaloosa, Ala. 35401.

Sept. 25-27 — Council of Better Business Bureaus
annual assembly. St. Francis hotel, San Francisco.

Sept. 25-29—Seventh International Broadcasting
Convention, sponsored by Electronic Engineering As-
sociation, Institution of Electrical Engineers, institute

of Electrical and Electronics Engineers, Institution of
Electronic and Radio Engineers, Royal Television
Society and Society of Motion Picture and Television
Engineers. Wembley Conterence Center, London.

Sept. 26+28 — CBS Radio Network Affiliates conven-
tion. Arizona Biltmare hotel, Phoenix.

. ]
October

Oct. 1-3—Conference on "Instant Info: Survival Com-
munications in a Changing World." sponsored by in-
ternational Association of Business Commaunicators
district 6. Jantzen Beach Thunderbird hotel, Portland,
Ore. Information: Scott Guptill, 503 226-8520.

Oct. 1-3— Pacific Northwest Cable Communications
Association convention. Qutlaw inn, Kalispell, Mont.

Oct. 3-5—Third annual conference on communica-
tions satellites for public service users, sponsored by
the Public Service Satellite Consortium. Washington
Hilton hotel, Washington. Information: Polly Rash,
PSSC, 4040 Sorrento Valley Blvd. San Diego, 92121.

Oct. 6-7— Florida A iation of Broadcasters fall
conference and management seminar. Tallahassee
Hilton, Tallahassee, Fla.

® Oct. 11-13—Indiana Association of Broadcasters
fall meeting. Brown Country Inn, Nashville, Ind.

8 Qct. 12-13—Regional convention and equipment
exhibit of Pittshurgh chapter, Society of Broadcast
Engineers. Howard Johnson motor lodge, Monroeville,
Pa.

Oct. 12-15—Annual national meeting of Women In
Communications Ine. Detioit Plaza hotel, Detroit.

Oct. 12-15— Missour! Broadcasters A
meeting. Ramada Inn, Columbia, Mo.

8 Oct. 15— North Carolina Association of Broad-
casters meeting. Radisson Plaza hotel, Charlotte, N.C.

Oct. 16-17 — Advertising Research Foundation an-
nual conference. Waldorf-Astoria, New York.

iation fall

Oct. 17-19— Texas Association of Broadcasters
meeting. Gaieria Plaza, Houston.

Oct, 23-25-Fourth International Conference on
Digital Satellite Communications, sponsored by In-
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telsal Teleglobe Canada, Canadian Society for Electri-
cal Engineering and Canadicn Region of the Institute
of Electrical & Electronics Engineers. Montreal.

Oct. 25-27— Ten A iation of Broadcasters
annual convention. Hyatt Regency, Memphis.

8 Oct. 25-27 — National Broadcast Association for
Community Affairs annual meeting. Copley Plaza
hotel, Boston, Information: Paul LaCamera, WCVB-TV
Needham, Mass. 02192,

Oct. 29-Nov. 3— Society of Motion Picture & Televi-
sion Engineers convention. Americana hotel, New
York.

]
November

8 Nov. 8— Federal Trade Commission hearing on
children’s adverlising. San Francisco.

® Nov. 9-12— National Association of Farm Bread-
casters fall meeting. Kansas City, Mo.

Nov. 13-15— Television Bureau of Advertising an-
nual meeting. Continental Plaza hotel, Chicago.

Nov. 15-18—National convention of Society of Pro-
fessional Journalists, Sigma Delta Chi. Hyatt House,
Birmingham, Ala.

8 Nov. 20— Federal Trade Commission hearing on
children's advertising. Washington.

Nov. 28-30— Annual conference of North American
Broadcast Section-World Association for Christien
Communication. Galt Ocean Mile hotel, Fort Lauder-
dale, Fla.

® Nov. 30— Presentation of annual Gabriel Awards
of UNDA-USA, Bahi a Mar, South Padre Island, Tex.

L]
December

® Dec. 4-5— National Cable Television Association
board meeting. Anaheim, Calif.

Dec. 5—Advertising Research Foundation Western
conference. San Francisco.

8 Dec. 6-8—Western Cable Television Show. Dis-
neyland hotel, Anaheim, Calif.

Dec. 12-14— Midcon/78 electronics show and ex-
hibit, Dallas Convention Center, Dallas.

R —— e S|
January 1979

Jan. 5-8— International Winter Consumer
Electronics Show, sponsored by Electronic Industries
Association/Consumer Electronics Group. Las Vegas
Convention Center. [ as Vegas.

8 Jan, %4-21— National Association of Broad-
casters joint board meeting. Wailea Beach hatel, Maui,
Hawaii.

B Jan. 17-19—First US./African Telecommunica-
tions Conference, sponsored by the Electronics Indus-
iries Association’s communications division. Nairobi,
Kenya.

8 Jan. 19-20-— Florida Association of Broadcasters
midwinter conference. Holiday Inn, Tampa Intema-
tional Airport, Tampa, Fla.

® Jan. 21-24— National Religious Broadcasters
36th annual convention, Washington,

T ——
March 1979

March 8-12— National Association of Television Pro-
gram Executives conference. MGM Grand hotel, Las
Vegas.

March 25-28-National Association of Broadcasters
annual convention. Dallas.

——
April 1979

April 2.5— Electronic Industries Association spring
conference. Shareham Americana hotel, Washington.

April 3—Advertising Research Foundation public
aftairs conference. Washington,

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



“I'mz not in the broadcast news
business, I'm in the news business,”
says the news director of KPRC,
Houston, Texas.

"I don’t subscribe to the theory that
TV news is a special breed of news that
ought to be tailored to what the audi-
ence wants. ['m not going to go that
route.

"It goes back to the question of
whether TV news is press or enter-
tainment. ['ve always felt it was press. [
have never used the word ‘media.’ To
me it'’s phony. made-up jargon. I'm
not in the broadcast news business. I'm
in the news business.

“There are stories that ought to be
done whether the public is clamoring
for them or not. For example, at
KPRC we mainuin a full-time bureau
in the state capital. Two reporters work
for us full-time. and do nothing but re-
port news from state government
headquarters. I would hate to be called
in to prove that ['m getting our
money's worth from that bureau. I'm
happy to say no one has ever asked me
to prove it. But I would much rather
explain why 1 do have a bureau than
why I don’s.

“Of course, TV stations should try
to make difficult stories as uncompli-
cated and 'un-dull’ as possible. It's not

easy. The selection of reporters is the
key. We do pay some attention to
cosmetics, but no one here was hired
because of his or her looks. All of our
people have journalistic credentials.
They all write. No one is here just to
read someone else’s copy.

“I'am opposed to *happy talk’ banter
when it is overdone. When one of our
people passes the camerd on to an-
other, it’s all right to say something.
And the new person can make a re-
sponse, but we don’t go any further
than that. Happy talk shouldn’t cut into
air time.

“We use the new Eastman
Ektachrome video news film high
speed 7250 tungsten for all of our
filmed night coverage. It’s great. We
did a series on hospitals and 7250
was an enormous help in filming a
childbirth sequence in the delivery
room. Even after we use filters to cor-
rect for the interior light, we still have
enough exposure margin to stop down
and get good depth.

“We don't do as many documen-
taries as I'd like to because they take so
much time. However, we do have a
weekly magazine on Texas. [t's all on
film. The people have to travel all over,
and film cameras are more portable. A
good film man like Bob Brandon can
get results that ['ve never seen anyone
duplicate any other way.

“We have no ambition to have a
‘live’ piece every evening. I think trying
to do so is a mistake. It’s like editorials.
[ believe in them; but if we tried to do
an editorial every night, or every week,
we'd wind up with some bad ones.

“I am rost proud of the attitude
our people have. [ think our staff tries
to do things a litde better. I've tried to
convey to the people working here
that our objective is to be the best
news operation in town. If it comes to
a choice of being first or best, [ want to
be best.”

In our publication, TELEK, broad-
casters talk about their experiences, and
we tell you abowt our latest technical and
product developments. If you would like to
be on our mailing list, write Eastman
Kodak Company, Dept. 640, Rochester,
New York 14650.

EASTMAN KODAK COMPANY
ATLANTA: 404/351-6510

CHICAGO: 312/654-5300

DALLAS: 214/351-3221

HOLLYWOOD: 213/464.6131

NEW YORK: 212/262-7100
ROCHESTER: 716/254-1300

SAN FRANCISCO: 413/776-6055
WASH,, D,C.: 202/554-9300,
©Easiman Kodak Company, 1978

m& “Kodak. . . Official photographic consultant to the 1980 Olympic Winter Games.”



Raiding the Highway Trust Fund
is a Poor Energy Policy.

America is running out of
gasoline. Our dependence on
foreign sources

continues to grow at an
alarming rate. The balance of
payments problem gets more
serious each year.

America’s business community
as well as our friends overseas
clamor for a strong, effective
national energy policy.

In the face of these problems,
special interest groups persist
in their efforts to raid the
Highway Trust Fund for uses
other than its original intent: to
complete the U.S. Interstate
Highway System.

Putting aside the favorable
safety and economic factors of
the Interstate System, let’s take
a realistic look at how it
contributes to a positive energy
policy. It’s as simple as this:
completion of the Interstate
Highway System will allow our cars
and trucks to move across the o "
country more efficiently. Fewer stops for —==ng
traffic lights. Less congested areas to T~
contend with. More direct routes to
destinations. The end result: significantly less
consumption of gasoline.

vehicles on the road, pay 41.8% of the taxes
that go into the Fund. To divert money paid
in good faith for more efficient highways and

Now that’s an energy savings America can't use it for local non-highway projects would
afford to give up. be unfair to the millions of taxpayers from
The American motorist pays an average of whom it was collected. And it would reduce
$38 a year into the Highway Trust Fund. a significant contribution to energy

Trucks which comprises 18.8% of the conservation.

Presented by Dorsey Trailers whose innouative engineering
has produced a new design to reduce fuel consumption

/i /1734 DORSEY TRAILERS

TRALERS ELBA, ALABAMA 2
FOUNDATION
A Subsidiary of The Dorsey Corporation AMERICAN TRUCKING INOUSTRY




BMI LICENSES MOST

OF AMERICA'S MUSIC AND

Richie Adams
Donald J. Addrisi
Richard P. Addrisi
Adrienne Anderson
Stig Anderson (STIM}
Benny Andersson (STIM)
Jeff Barry

Peter Beckett (PRS}
William Bell

Peter Bellotte (GEMA)
Stephen Bishop

Don Black (PRS)

Otis Blackwell

Perry Botkin, Jr.
Roger Bowling
Lindsey Buckingham
Jimmy Buffett

Buddy Buie

Hal Bynum

Toy Caldwell

Eric Carmen

Harry Casey

Mike Chapman (PRS)
Nicky Chinn (PRS).
Roger Christian

John Ford Coley
Carol Connors

Bill Conti

Alice Cooper

John Crowley

Burton Cummings (PRO Canada)

Dean Daughtry
James Dean

Barry DeVorzon
David Dundas
Randy Edejman
Bobby Emmons
Nancy Farnsworth
Dick Feller
Richard Finch

Congratulations to these writers

of the 100 most performed songs in the

BMI repertoire during 1977.

Kenny Gamble

Lee Garrett

Barry Gibb

Maurice Gibb

Robin Gibb (PRS)
Cary Gilbert

John Henry Glover, Jr.
Tom Gmeiner

Andrew Gold

Alan Gordon

Graham Goutdman (PRS)
Roger Greenaway (PRS)
John Greenebaum
Ellie Greenwich

Zane Grey

Dary! Halli

Johanna Hall

John Hall

Len Hanks

Lula Hardaway
George Harrison {PRS)
Jerry Hayes

Buddy Holly

Wayland Holyfield
Leon Huff

Armold Ingram
Herbert Ivey

Gary Jackson

Mark James

H. Jamiph

Phil Jarrell

David Jenkins

Will Jennings

Jimmy Jones ‘
Richard Kerr (PRS)
Jim Krueger

Cory Lerios

Barbara Lewis

Kerry Livgren

Jeff Lynne (PRS)
Barry Manilow

Barry Mann

Layng Martine

Glenn Martin

Barry Mason (PRS)
Paul McCartney (PRS)
Bob McDill

Parker McGee
Christine McVie

Joe Melson

Charles Merenstein
Raynard Miner
James Mitchell, Jr.
Paul Mitchell

Chips Moman
Giorgio Moroder (SUISA)
Stevie Nicks

Robert Nix

Kenny Nolan

Roy Orbison

What the world expects from the

world’s largest music licensing organization.

THE HITS PLAYED ON RADIO.

Shuggie Otis
Marty Panzer

Joe Perry

Ben Peters
Norman Petty
Vini Poncia

John Pritchard, Jr.
Eddie Rabbitt
Jerry Reed

Ayn Robbins

Rick Roberts
Carole Bayer Sager
Ed Sanford

Paul Simon

Carl Smith

Phil Spector

Cat Stevens (PRS)
Even Stevens

Ray Stevens

Al Stewart (PRS)
Eric Stewart (PRS)
Steven Stewart
Keni St. Lewis
Donna Summer
James Taylor
Sonny Throckmorton
Allen Toussaint
John Townsend
Steve Tyler

Bjorn Ulvaeus
Dick Wagner
Cynthia Weil
Maurice White
Benny Whitehead
Norman Whitfield
John Williams
Marvin Willis
Brian Wilson
Peter Wood

Terry Woodford






[ Books

“The Politics of Broudcast Regulation."
Second edition. Erwin G. Krasnow and
Lawrence D. Longley, St. Martin's Press,
New York, $5.95, paperbound. 213 pp.

Five years after publication of the first edi-
tion (BROADCASTING, Dec. 4, 1972) the
authors have produced a second that
recognizes and attempts to reflect what
they regard as the enormous growth in
broadcasting’s size and impact and is
aimed at keeping the reader current with
the changes that have occurred in the
politics of regulation.

The authors, who have kept in close and
continuing contact with the subject mat-
ter—Mr. Krasnow is now general counsel
of the National Association of Broad-
casters and Mr. Longley teaches govern-
ment at Lawrence University —have per-
ceived over the years an increased role for
citizen groups, the courts and the White
House in the shaping of FCC policy. In-
deed, the authors say that the ability of
broadcasters and their allies in Congress to
influence commission policy has been
weakened by the involvement of the
citizen groups and the courts in the pro-
cess. “In effect,”” they say, *‘the politics of
broadcast regulation have shifted from a
simple (ripartite system of industry, Con-
gress and the commission to a more com-
plex set of interrelationships which in-

clude the White House, the courts and
citizen groups.”’

Besides updating their description of the
roles of the major participants, the authors
add a case study to the four in the first edi-
tion that served to illuminate the pressures
brought to bear on commission policy-
making—the allocation of 40 channels for
the citizen band service. Among other
things, the authors note, that action points
up the questions surrounding the commis-
sion’s ability to deal with rapid technologi-
cal change. The four other actions dis-
cussed: the shift of FM from the 44 mhz
range to the 98 mhz range in 1945; the
development of the all-channel receiver
bill of 1962 as a means of aiding UHF
television, the failed effort in 1963 1o
adopt NAB commercial limits as a com-
mission rule and the adoption in 1970 of a
policy designed to aid license-renewal ap-
plicants faced with challenges at rencwal
time —a policy that was later overturned by
the courts.

“Understanding Broadcasting,” by
Eugene S. Foster, Brooklyn College of the
City University of New York. Addison-
Wesley Publishing Co., Reading, Mass.
01867. 494 pp. $13.98

In 1974, an NBC librarian attempted to
conserve shelf space by having a complete
set of BROADCASTING, from the first
volume in October 1931, transferred 10
microfilm. The author was offered the

originals and he says that motivated him to
begin this book.

From this foundation and other contacis
he had developed in almost 30 years of
teaching, Mr. Foster compiled ‘‘Under-
standing Broadcasting.”

In a sense, its thoroughness and orderli-
ness belie the introductory claim of “‘a
text for a one-semester course in hroad-
casting.”” It's more than that with complete
chronologies and historical perspectives,
glossaries, biographical sketches, texts of
official pronouncements and legislation,
bibliographies and even an index to
BROADCASTING's ‘‘Special Reports’® and
*‘Perspectives on the News.”

“The Mass Media: Aspen Institute Guide
to Communication Industry Trends,’ by
Christopher H. Sterling and Timothy R.
Haight Aspen Institute Publications, PO.
Box 1652 Palo Alto, Calif 94302. 457 pp.
$11.95 (paperbound) and Praeger
Publishers, New York, $22 (clothbound).

This ““guide™ to communications industry
trends contains the kind of statistical in-
formation that i1s useful to researchers,
students, writers and anyone else in-
terested in the development of any one of
a number of communications industries.
Want to know the answer to the in-
creasingly popular question of how many
radio, television or cable systems are
owned by minorities? One of more than
300 tables provides the answer. Informa-

Len Funt ;axes 4

REAR VIEW LOOK
AT AMERICA

It's sad, but true, that the majority of Americans suffer from overweight and poor

posture.

If you don’t believe it, all you have to do is 00k around you. Even better,

look behind you, because you may be one of them.
This public service series focuses in on our tendency to neglect our heaith. But it does
it in a motivating way — by drawing attention to our appearance.

&—

FREE!

60 SECOND AND
30 SECOND SPOTS
FOR TELEVISION
AND RADIO

And to host the spots is the most famous of candid interviewers, Allen Funt.
Preview material without cost or obligation. Run at your discretion.

A SERIES OF PUBLIC SERVICE
RADIO AND TELEVISION SPOTS DRAWING ATTENTION
TO OVERWEIGHT AND POSTURAL HEALTH PROBLEMS

TO: American Chiropractic Association
2200 Grand Avenue / Des Moines, lowa 50312

Please send me your new series of produced public service
spots titled * A Rear View Look At America” for:

[] Television (1-60 sec. and 1-30 sec. Filmed Spots)
D Radia (5-60 sec. and 5-30 sec. Taped Spots)

I understand the spots will be sent without cost or obligation.
Pubilie Service Director

Station

Street Adress

City

|
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tion is available aiso on media conglomer-
ates and on concentration of ownership in
a variety of communications industries.
And in many cases, the authors have
traced the development of the industry
segments under review over as many years
as data are available, providing a historical
tone to their work. The book, drawn from
a variety of sources—government, busi-
ness, trade publications, academic works
and private correspondence—is divided
into seven subject areas: growth of the
media industries, ownership and control
of the media industries, economics of the
media industries, employment and train-
ing in the media industries, content trends
in the media, size characteristic of media
audiences and U.S. media industries
abroad.

“Four Arguments for the Elimination of
Television,” by Jerry Mander William
Morrow & Co., New York. Paper, $4.95,
371 pp.

Mr. Mander is a drop-out from the adver-
tising business, a former partner in the
Freeman, Mander & Gossage agency of
San Francisco. Influenced by the counter-
culture movement in that city, in the early
1970s he ‘‘began to realize a kind of
hollowness’” to his life, the agency was
dissolved and Mr. Mander formed the
nonprofit Public Interest Communications
Office to help promote ecology and other
causes. This book is the result of several

years’ worth of ruminations about and
some research into the adverse psy-
chological and physiological effects of
television on the individual and society—
an adult version of **The Plug-in Drug.”

Mr. Mander argues that television is
unreformable because of those effects,
which he believes derive not only from the
development of TV as an advertising
medium, but, more fundamentally, from
the inherent qualities of the technology it-
self.

He writes, for example, that the mere
process of watching TV —the mental exer-
cise of constructing a coherent picture out
of a series of luminous dots—puts the
viewer in a semihypnotic state in which
images are ‘‘planted”’ in the mind.

At the same time, he says, the tech-
nology of television makes it suitable for
communicating only crude information,
not the subtleties of say, a walk on the
beach or a symphony concert. That, Mr.
Mander believes, is the real reason why
violent shows and slapstick comedy are so
successful on TV —they simply come
across more clearly.

Mr. Mander sees the sum of those
effects as a breakdown of the individual’s
ability to distinguish between ‘‘real”’
reality and “‘television® reality, a condi-
tion which he dubs ‘‘sensory
schizophrenia.”” Habitual viewers, he
claims, are thus simultaneously alienated
from nature and lured into a false sense of
knowing the world.

"The quality was excellent...in the
true style of Drake-Chenault.”

SCOTT KENYON, Program Director, KIMN.FM, DENVER

¢1978 Drske Chenauil Enlerprisas, Inc. All Rights Reserved.

Act now to reserve avail-
ability in your market for
the most spectacular radio
program ever produced.
Don't miss out. Call

us today, toll free.
800-423-5084 {California
and outside the continental
United States, please call
213-883-7400.)

=

The History ol Rock & Rell
is written and produced by
Drake- Ch-nAult Enterprises, Inc..
8399 Topanga Canyon Bivd.,
a Park, ahl 91304 (213) 883 7400.
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“What fuel could supply America’s
electricity forabout 250 years?”

—David G. Roberts, Scientist

“Coal. Amenca has one tllion tons of coal reserves n
the ground. Enough energy to equal the oil reserves of the
whole world.

“Coal 1s a tested, proven energy resource, and only a
generation ago it was supplying 48% of our energy.

i ; 5

“Today, in the midst of
the energy cnsts, with U.S. oil
resources starting to run out, it
supples only 20% of our energy.

“By tapping our vast reserves of coal, we can lessen our
dependence on imported otl—a move that’s in the best interest
of all of us.

Electric companies are converting to coal.

“So, wherever feasible, electric companies are converting
plants that run on ol and natural gas to coal. In this way,
these precious fuels will last as long as possible—not only for
transportation and heating, but for fertilizers, pharmaceuticals,
and other useful applications.

oy “To meet the nations
Mk nsing power requirements,
*0 we will need 825 million
! lons of coal annually by
1985, as compared to
half of that amount in
. 1975. Billions of dollars
{ will be needed to get that
coal out of the ground, to
| transport il, to create ant-
pollution controls,

Coal can'’t do the job

alone —we still need
nuclear energy as a
major source of
: : 2 electricity.
“Nuclear energy is the other proven source of electricity.
For many sections of the country, it's the best and most
economical source of power.

“But remember that in some sections of the country our
electnic power capacity is stretching thin.”

The time to build power plants is now.

By 1988 America will need 40% more electnicity just to
supply all the new people and their jobs. New power
plants—both coal and nuclear—are urgently needed and
must be started at once to be ready in time. For facts on
your energy options, just send in the coupon.

Edison Elecinic Institute
P.O. Box 2491, General Post Office
New York, N.Y. 10001

Please send me free information about coal and the energy cusis.

Name —
Edison Electric Institute - o
for the electric companies el one - _—
Cty__ Stae Zip

186/12



MondayzMemo’

A broadcast advertising commentary by V.E. Neatrour Jr, VP Kendall Branded Lubricant Sales, Kendall Refining Co., Bradford, Pa.

Improved mileage for
Kendall Oil with TV

You're Kendall Refining Co.—noted na-
tionally for high performance motor oils
and industry leadership. Your objective is
deeper penetration into existing markets.
You want a larger slice of the annual $1-
billion motor oil retail sales market.

You're selling the finest motor oil pro-
ducts in the industry because your empha-
sis is on refining technology and high per-
formance motor oils. Even your competi-
tors admit that.

It’s been a good year. Shipments of Ken-
dall motor oi!l increased during 1977 while
the estimated U.S. domestic lubricating oil
demand was static.

You're Kendall Qil—motor oil innova-
tor—and you’re not satisfied with the
same traditional and conventional adver-
tising the other motor o¢il refiners use. You
and your agency—Grey Advertising—
have worked out the most aggressive
television campaign ever launched by
Kendall.

A mixture of network and spot advertis-
ing this year will result in a grand total of
two billion Kendall Qil impressions seen
on television by buyers and users of motor
oil.

You just can’t turn to service stations as
in the past. They no longer reach the ma-
jority of 60% of the nation’s auto owners
who now perform minor repair and main-
tenance on their own cars.

The 1977 *“*National Petroleum News
Factbook’ reports while the number of
privately owned passenger cars jumped
from 80 million to 113 million in the past
decade, the number of service stations
shrank by more than 32,000. It’s getting
harder to find a service station that will
provide normal maintenance and oil
changes.

But you're Kendall—and you’ve done
your marketing homework in the competi-
tive scramble for oil retailing market busi-
ness. You know your priorities. You've got
to follow the customer to where he buys
his motor oil—to food stores, hardware
stores, drug stores and convenience out-
lets where retailers have jumped on the
motor oil retailing bandwagon.

You monitor industry media for confir-
mation. Supermarketing reports that $80
million of motor oil sales took place in
supermarkets in 1976. Progressive Grocer
adds that 36% of all supermarkets now
stock motor oils for consumer conve-
nience as part of their one-stop shopping
concept.

You learn that discount stores have
taken a lion’s share of the motor oil retail
market —better than 51% —because motor

V.E. Neatrour Ji. is Kendall's vice president of
branded sales. Prior to assuming his present
position, Mr. Neatrour was general manager,
Western marketing. for Kendall from 1972 to
1975. Previously, he was general manager of
Kendall of Canada Ltd., and, during his 25
years with Kendall, he has held such positions
as racing director and manager of sales
development.

oils provide high turnover and healthy
profits.

And finally, you learn that home and
auto chains now almost have a 17% share
of the billion-dollar motor oil retailing
market. They cite 11 to 13 turns per year
on motor oils, Those retailers use motor
oils as traffic builders, too, to get the do-it-
yourselfers for tie-in sales to mag wheels,
car stereos, batteries and other automo-
tive-related items.

You’re Kendall Oil and your consumer
research tells you that your biggest market
lies in that new breed of Americans who
are determined to do their own car care.

You also know there's been neglect by
the oil industry of the customer’s real
needs. Your research also tells you that the
biggest deterrent to changing one’s oil is
the difficulty encountered in disposing of
the used oil. It’s been a sloppy, dripping,
oil-soiled job for the do-it-yourselfers.

But you’re Kendall Oil and you’ve come
up with a solution to combat that problem.
You’ve designed the Kendall Dispos-A-
Jug—a plastic four-quart container that
serves as a recepticle for cleanly disposing
of old oil.

Broadcasting June 12 1978
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The four-quart-sized container was
selected because most cars have crankcase
capacities of four or five quarts. Since one
quart of used oil will be remaining in the
old filter, do-it-yourselfers must dispose of
four_quarts of used oil at once. It’s the
right-sized container.

It gets off to fast acceptance by both
retailers and traditional channels of dis-
tribution.

Imitators get into the act but you remain
way in front.

You're riding the crest of the nation’s
remarkable do-it-yourself minor repair
and maintenance work automobile
owner’s revolution. But you're still not
satisfied. You deserve a larger portion of
the motor oil market because you're the
best friend the automobile owner has right
now. Word-of-mouth isn’t enough.

What are you going to do about it?

This year, you’re going to spend five
times as much on advertising—90% on
network and spot television advertising—
as you did during the past five years. Your
advertising will reach all corners of the
U.S. with new on-target selling commer-
cials—including cars that “‘talk’—to ap-
peal to the professional buyer as well as
the do-it-yourselfer.

You’ll reach the people who’ll benefit
most by your product and technology.
You’ll sponsor the 1978 ABC-TV sporting
events such as the 62d running of the In-
dianapolis 500 and the Indy 500 time trials.

It’'s a terrific showcase for Kendall
quality motor oil. Over 14 million racing
fans will be watching your message.

Your advertising won’t stop there.
There’s baseball’s largest event in July—
the All-Star Game, the National Football
League’s exhibition season and baseball’s
playoff games. Over 63 million Kendall
customers will be viewing those events on
the full ABC-TV network in prime time
during Kendall’s key selling period.

Another wide range of television game
shows from $100,000 Name That Tune,
$25,000 Pyramid, $128,000 Question to
All Star Anything Goes and the NFL
Sports series will add over 1.6 billion
viewers via participation shows. Sports Ii-
lustrated full-page color advertisements
and trade press advertisements also will
tell the Kendall story.

You’re Kendall—pledged to help the
American motorist—and you’re still not
satisfied. What else are you going to do to
earn the growing friendship of America’s
do-it-yourselfers?

You, Kendall Qil, will be wherever the
people are—tractor pulls, national auto
racing events, the marketplace and the
media—especially television —because ev-
ery drop of Kendall helps the nation run
just a little bit better.



Getting a leg up on the competition!

WPIX
KCOP
WFLD
WKBS
WLVI
KBHK
WKBD
WDCA
WUAB
KDNL
KRIV
WTCG
WTTV
WKRC
WRET
WHBQ

New York City
Los Angeles
Chicago
Philadelphia
Boston

San Francisco
Detroit
Washington, DC
Cleveland

St. Louis
Houston
Atlanta
Indianapolis
Cincinnati
Charlotte, NC
Memphis

WSPA

WCHS

WDRB
WBRC
WKEF
KSLA

WPEC
WDEF
WJHL

WCTI

WAAY

Greenville
Spartanburg
Asheville

Charleston
Huntington

Louisville
Birmingham
Dayton

Shreveport
Texarkana

West Palm Beach
Chattanooga
Bristol

Kingsport
Johnson City
Greenville

New Bern
Washington

Huntsville
Decatur
Florence

WLTX
WBRZ
KDBC
WJBF
KMEG
wCSsC
KTAC
WKAB
KBMT

KvvVU
WJCL
WEVU
WBTW
WBBJ
WABG

Columbia, SC
Baton Rouge
El Paso
Augusta

Sioux City
Charleston, SC
Lafayette, LA
Montgomery

Beaumont
Port Arthur

Las Vegas
Savannah

Ft. Myers
Florence, SC
Jackson, TN

Greenwood
Greenville

PRODUCTIONS
Distributed by
Px|*T+S Films

1901 Avenue of the Stars

Suile 666
Los Angeles CA 80067

(213) 553-3600
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Top of the

And it is from
the basement
to the attic

Van Deerlin’s rewrite legisiation
is introduced; it calls for aimost
total deregulation of radio, gives
cable regulation over to states,
lifts some restrictions on TV;
but there are those ‘trade-offs,
including spectrum license fees

The tightly sealed lid is off H.R. 13015—
the Communications Act of 1978—and
Lionel Van Deerlin has made good on his
promise to make this draft rewrite of basic
communications law a deregulator’s

dream. .
The bill was unveiled last Wednesday in

lhe House's Rayburn office building at a
full-blown press conference by Mr. Van
Deerlin (D-Calif.), chairman of the House
Communications Subcommitiee, and the
unit’s ranking Republican, Lou Frey of
Florida.

The finished product—20 months in the
making and 217 pages long—showed there
was no dissuading the subcommittee
chairman and his staff from dropping into
the bill their controversial *‘trade-offs’" for
reduced regulation of broadcasting. The
license fee—formerly known as the
spectrum use fee—for all users of the
spectrum is a cornerstone.

Money derived from the fee collection
would be divided four ways: It would pay
all the bills of the Communications
Regulatory Commission, the new name
for an FCC with duties and budget cut
back by as much as 25%. 1t would replace
congressional appropriations and become
the sole source of government support for
a new public broadcasting programing en-
tity, the Public Telecommunications Pro-
graming Endowment. And it would go into
proposed new funds for the encourage-
ment of minority ownership in broadcast-
ing and for expanded telecommunications
services to rural areas. The total price tag
can only be guessed at this point, but one
estimate placed it at from $350 million to
$400 million.

There is another broadcasting trade-off:
a reduction in the total number of stations
a single entity can own from the present 21
(seven TV’s, seven AM's and seven
FM’s) to 10 (five TV’s, no more than

Van Deerlin

[(

Jowy 6, 1073
(For Subcsmmitios ea Comsmunlentisns)

"="H.R. 13015

IN THE HOUSE OF REPRESENTATIVES
Jom T
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three of them in the top-50 markets, and a
total of five radio stations). Ownership
would also be restricted to one station (of
any kind) per market. Present owners
would be grandfathered under the present
limits, but their holdings would dwindle if
they lost or traded off any of their stations.

The bill provides that new station
licenses, and existing ones that become
available, would be allocated under a
system of random selection among
qualified applicants. There would be no
more comparative hearings.

The good news for broadcasting is the
bill’s virtual deregulation of radio, and sig-
nificant, but lesser, reduction of restric-
tions on TV. Radio would be given licenses
for indefinite terms, subject 1o revocation
only for technical violations. And it would
be reieased from ascertainment, equai
time and fairness doctrine requirements.

Mr. Van Deerlin said at the press con-
ference that deregulation of radio is
justified “‘on the well established ground
that the number of radio stations in the
United States is now equal to the number
of weekly newspapers and that the scarcity
element that existed at the time the 1934
act was written no longer applies.”’

Television, however, presented a
different picture to him. ‘*For television,”
he said, ‘‘we recognize that a scarcity fac-
tor does still exist.”

For that reason, the bill retains a limit
on the length of TV licenses, but extends
it from the present three years to five.
After 10 years, however, the bill provides
that TV licenses would also shift to in-
definite terms.

Television would also be released from
ascertainment, but unlike radio, would be
required 1o carry news, public affairs and
locally produced programing throughout
the broadcast day. TV would also be sub-
ject to something called an “‘equity princi-
ple’* —a fairness doctrine without the re-
quired affirmative effort to cover con-
troversial issues of public importance. But
when it did cover controversial topics, a
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The principal
broadcast-cable
provisions

. of the
Communications Act
of 1978

@ Radio deregulated. Indefinite license terms;
revocation only for violation of technical rules.

@ TVlicense terms extended from three to five
vears for next 10 years, becoming indefinite
thereafter.

B License fee established for both broadcast
and nonbroadcast users of spectrum. Pro-
ceeds go to "Telecommunications Fund,' to
support (1) federal regulation, (2) public broad-
cast programing, (3) minority ownership of sta-

® All federal regulation of cable TV abolished.
State and local regulation would continue.
Telephone companies permitted to compete in
CATV. ’

B All present multiple ownerships grand-
fathered. But in future it would be one AM, FM
or TV to customer in individual markets. Over-
all limits would drop from seven to five stations
in television and five in radio (counting AM and
FM).

tions, (4) rural telecommunications.

Title IV—Broadcasting Services
e

Part A—Genera!l Provisions
REQUIREMENT OF LICENSE

Sec. 411. (a) No person shall use or operate any equipment for the
provision of broadcasting services or nonbroadcasting radio services,
except in accordance with the provisions of this title and with a license
granted under this title.

(b){1) No person shail use or ship in interstate commerce,
manufacture, or import for sale or resale to the public any device which
fails to comply with rules prescribed by the Commission under this part

(2) A transportation common carrier, contract carrier, or freight
forwarder shall not be subject to the provisions of paragraph (1) solely by
reason of receiving or transporting any device specified in paragraph (1}
in the ordinary course of its business as such a carrier or forwarder.

POWERS AND DUTIES OF COMMISSION

Sec. 412, In order to ensure the most efficient and diverse use of the
electromagnetic frequency spectrum, the Commission—

(1) shall assign electromagnetic frequency spectrum and distribute
licenses so as to ensure that each community in the United States,
regardless of size, is provided with the maximum fulltime local television
and radio broadcasting services and nonbroadcasting radio services;

(2} shall classify radio broadcasting stations;

(3) shall assign frequencies for each individual station, and determine
the power which each station shall use and the time during which it may
operate;

(4) shall study and provide for a more efficient system for assignment
of the electromagnetic frequency spectrum;

(5) shall prescribe such rules as it considers necessary to prevent
interference between stations;

{6) shall determine the location of classes of stations or individual
stations;

(7) may establish areas or zones to be served by any station;

(8) shall prescribe rules relating to the design and use of various types
of transmitting apparatus in order to minimize interference and to
improve the quality of the transmissions from each station and from
apparatus used by each station;

(9) shall prescribe rules governing the interference potential of
equipment which shall apply to the manufacture, import, sale, offer for
sale, shipment, or use of such equipment;

(10) may regulate the performance characteristics of television
receivers which are shipped in interstate commerce, or are imported from
any foreign nation into the United States, for sale or resale to the public;

(11) may inspect all radio installations associated with stations which
are required to be licensed by any law or which are subject to the
provisions of any law or any treaty or convention binding on the United
States, to determine whether in construction, installation, and operation
such installations conform to rules prescribed by the Commission, the
provisions of any law, the terms of any treaty or convention binding on
the United States, and the conditions of the license or other instrument of
authorization under which such installations are constructed, installed, or
operated;

(12) may designate call letters of all stations;

(13) may require publication of such call letters and of such other
announcements and data as in the judgment of the Commission may be
required for the efficient operation of stations; and

(14) shall prescribe such rules as may be necessary to carry out any
international telecommunications treaty or convention, or regulations

annexed to any such treaty or convention, including any treaty or
convention insofar as it relates to the use of radio, to which the United
States is or may hereafter become a party.

LICENSE FEE; TELECOMMUNICATIONS FUND

Sec. 413. (a) The Commission shail assess a license fee for all users of
the electromagnetic frequency spectrum. Such fee shall take into
account—

(1) the cost to the Commission of processing the license; and

(2) the scarcity value of the spectrum being assigned, except that the
Commission may waive such factor in computing the fee if it determines
that—

(A) such value is minimal;

(B) the user is a State or a political subdivision of a State;

(C) the user is a public telecommunications entity (as defined in section
612(13)); or

(D) the license is required by a treaty or provision of international law.

(b) (1) The Commission shall develop fee schedules setting forth costs
and scarcity values not later than | year after the effective date of this Act,
and shall use such schedules in assessing fees under subsection (¢).
Before the establishment of the fee schedules required in this section, the
Commission shall continue to assess fees under such fee schedules as are
in effect on the date of the enactment of this Act.

(2) In establishing the fee schedules for television and radio
broadcasting required in this section, the Commission shall —

(A) establish separate fee schedules for very high frequency television
broadcasting, ultra-high frequency television broadcasting, amplitude
modulation radio broadcasting, and frequency modulation radio
broadcasting;

(B) calculate fees for television broadcasting which vary with the
number of frequencies assigned to a market and the number of prime
time television households in such market, and which take into account
any technical disparity which may exist between very high frequency
television broadcasting and ultra-high frequency television broadcasting
and other factors which the Commission considers appropriate;

{C) calculate fees for radio broadcasting which vary with the power of
the station and hours of operation, and which take into account market
size, the number of frequencies assigned to a market, co-channel
separation (where applicable), and other factors which the Commission
considers appropriate.

(c)(1) The Commission shall assess the fees provided for in subsection
(b) in amounts equal to the sum derived from the addition of the cost of
processing the license involved and the applicable percentage of the
?carcity value of the spectrum being assigned, as specified in paragraph

2).

(2) For the calendar year in which the initial fee schedules established
by the Commission under subsection (b) (1) first take effect, 10 percent
of the total scarcity value shall be used in deriving the sum specified in
paragraph (1). The percentage of the scarcity value which shall be used in
deriving such sum shall be increased in each calendar year following the
first calendar year by adding 10 percent of the total scarcity value, until
such percentage is equai to 100 percent of the scarcity value.

(d){(1) There is hereby established on the books of the Treasury of the
United States a fund to be known as the Telecommunications Fund. All
moneys received for fees under this section shall be accounted for by the
Commission and paid into the fund. The fund shall be administered by
the Secretary of the Treasury. There is hereby established in the fund the
Public Telecommunications Programming Endowment Account for use
in accordance with part B of titie VI, the Rural Telecommunications Loan
Account for use in accordance with section 708, and the Minority
Ownership Loan Account for use in accordance with section 709.

(2) Moneys received into the fund shall be available in such amounts as
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B Choice among qualified applicants for
unoccupied or vacated facilities to be deter-
mined by lot.

B Fairness doctrine abolished entirely for
radio. In television, it is replaced with “equity
principle;” which means same thing but with-
out affirmative demand that stations report on
controversial issues. If they do, they must do it
"equitably

B Equal time requirement for political candi-
dates abolished for radio. In television,
abolished for President, Vice President, U.S.

senator and all other offices elected statewide.

B Federal Communications Commission
replaced by Communications Regulatory Com-
mission, with stipulation it regulate only “to the
exlent marketplace forces are deficient” Five
members instead of seven, appointed for one

E——————— | 0P OF THE WEEK

B National Telecommunications and Informa-
tion Administration replaced by National
Telecommunications Agency—in executive
branch but independent of Commerce Depart-
ment, of which NTIA is now a part.

m Corporation for Public Broadcasting
replaced by private, nonprofit Public Telecom-
munications Programing Endowment to pro-
vide program grants.

10-year term.

B Public broadcasters permitted to editorial-
ize.

may be necessary to reimburse the general fund of the Treasury for
amounts appropriated for use by the Commission in carrying out its
functions under this Act. Moneys remaining in the fund after
reimbursements are made in accordance with the preceding sentence shall
be available for deposit into the Public Telecommunications
Programming Endowment Account, the Rural Telecommunications Loan
Account, and the Minority Ownership Loan Account, in amounts equal
to fixed percentages established by the Congress through the passage of’
legislation which takes effect after the fee schedules required to be
established by the Commission under subsection (b)(1) first take effect.

(3) The Commission shall submit an annual report to the Congress
showing the fee schedules for the previous fiscal year and the amounts
received from each particular class of user.

(e) For purposes of this section, the term *‘fund’” means the
Telecommunications Funds established in subsection (d)(1).

LICENSE REQUIREMENTS

Sec. 414, (a) The Commission, subject to the limitations of this title,
shall grant to any applicant a license for the use or operation of any
equipment for the provision of broadcasting services or nonbroadcasting
radio services.

{b) No application for a license shall be granted by the Commission
earlier than 30 days after issuance of public notice by the Commission
with respect to the receipt of such application, unless such application
involves—

(1) any minor amendment of an application to which this subsection is
applicable; or

(2) any application for—

{A) a minor change in the facilities of an authcerized broadcasting
station;

(B) consent to an involuniary assignment or transfer under section 433
or to an assignment or transfer under such section which does not involve
a change in ownership or control;

(C) any special or temporary authorization to permit interim operation
as provided in section 416(c);

(D) extension of time to complete construction of authorized facilities;

(E) an authorization of facilities for remote pickups, studio links, and
similar facilities for use in the operation of a broadcasting station; or

(F) a special temporary authorization for nonbroadcasting operation
not to exceed 30 days, where no application for regular operation is
contemplated to be filed, or not to exceed 60 days pending the filing of an
application for such regular operation.

(c) In the case of any newly assigned frequency, or any frequency for
which a license has been revoked or denied by the Commission, where
there is more than one applicant for such frequency, then the Commission
shall grant the license based on a system of random selection. The
Commission shall establish such system not later than 6 months after the
effective date of this Act.

GRANTS TO ALIENS OR FOREIGN CORPORATIONS

Sec. 415. (a) No broadcasting license, and no common carrier or
aeronautical en route or aeronautical fixed radio station license, shall be
granted to or held by—

(1) any alien or the representative of any alien;

(2) any corporation organized under the laws of any foreign
government;

(3) any corporatien of which any officer or director is an alien or of
which more than 20 percent of the capital stock is owned of record or
voted by aliens or their representatives, by a foreign government or its
representatives, or by any corporation organized under the laws of a
foreign nation; or

(4) any corporation directly or indirectly controlled by any other

corporation of which any officer or more than 25 percent of the directors
are aliens, or of which more than 25 percent of the capital stock is owned
of record or voted by aliens or their representatives, by a foreign
government or its representatives, or by any corporation organized under
the laws of a foreign nation;

unless the Commission finds that the grant of such license is consistent
with the purposes of this Act.

(b) (1) The Commission may issue authorizations, under such
conditions and 1erms as it may prescribe, to permil an alien licensed by his
government as an amateur radio operator to operate his amateur radio
station licensed by his government in the United States, if there is in
effect a bilateral agreement between the United States and the
government of the alien for such operation on a reciprocal basis by United
States amateur radio operators. Other provisions of this Act and of
chapter § of title S, United States Code, shall not be applicable to any
request or application for or modification, suspension, or cancellation of
any such authorization.

(2) For purposes of this subsection, the term *‘amateur radio station™”
means any radio station operated by a duly authorized person who is
interested in radio technique solely with a personal aim and without
pecuniary interest.

APPLICATIONS FOR LICENSES

Sec. 4186. (a) All applications for licenses under this title, or for
modifications or renewals of such licenses, shall set forth such facts as the
Commission by rule may prescribe as to—

(1) the citizenship, character, and financial, technical, and other
qualifications of the applicant to operate the station involved;

(2) the ownership and location of the proposed station and of any
station with which it is proposed to communicate;

(3} the frequencies and the power desired Lo be used;

(4) the hours of the day or other periods of time during which it is
proposed to operate the station;

(5) the purposes for which the station is to be used; and

(6) such other information as the Commission may require.

The Commission, at any time after the filing of such original application
and during the term of any such license, may require from an applicant or
licensee further written statemenits of fact to enable the Commission to
determine whether such original application should be granted or denied
or such license revoked. Any such application or statement of fact shall be
signed by the applicant or licensee, as the case may be.

(b) The Commission shall determine, in the case of each application
filed with it, whether the granting of such application is consistent with
the purposes of this Act. If the Commission. upon examination of such
application and upon consideration of such other matters as the
Commission may officially notice, shall find that the purposes of this Act
would be served by the granting of the application. then the Commission
shall grant the application.

(c) Notwithstanding any other requirements of this section, the
Commission may, if—

(1) the grant of such application is otherwise authorized by law; and

(2) the Commission finds that there are extraordinary circumstances
requiring emergency operation and that such operation would be
consistent with the purposes of this Act, and that delay in the institution
of such emergency operations would seriously prejudice the public
interest;
grant a temporary authorization, accompanied by a statement of its
reasons for such autherization, to permit such emergency operations for a
period not exceeding 180 days. No temporaty authorization shall have any
force ot effect following the period authorized by the Commission. If any
such grant of a temporary authorization is made, the Commission shall
give expeditious treatment to any timely filed petition to deny such
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application and to any petition for rehearing of such grant.

{d) The Commission shall prescribe the form and content of each
license provided for under this section. Each license shal! contain, in
addition to other provisions, a statement that—

(1) the license shall not vest in the licensee any right to operate a
station nor any right in the use of frequencies designated in the license
beyond the term of the license nor in any manner other than the manner
authorized in the license; and

(2) neither the license nor the rights granted under the license may be
assigned or otherwise transferred in violation of this Act.

REVOCATION OF LICENSES AND PERMITS

Sec. 417. (a) The Commission may, on its own motion or on the basis
of a petition submitted to the Commission, revoke any license or
construction permit—

(1) for false statements knowingly made either in the application or in
any statement of fact which may be required under this Act;

(2) because of the existence of conditions which would have caused the
Commission to refuse to grant a license or permit on an original
application;

{3) for willful or repeated failure Lo operate substantially as set forth in
the license or permit;

{4) for willful or repeated violation of, or willful or repeated failure to
observe, any provision of this Act, or any rule of the Commission under
this Act or under a treaty ratified by the United States;

(5) for violation of, or for failure 10 observe, any final cease and desist
order issued by the Commission under this section; or

{6) for violation of section 1304, 1343, or 1464 of title 18, Uniled States
Code.

{(b) If any person—

(1) has failed to operate substantially as set forth in a license or
construction permit;

(2) has violated or failed to observe any of the provisions of this Act, or
section 1304, 1343, or 1464 of title I8, United States Code; or

(3) has violated or failed to observe any rule of the Commission under
this Act or under a treaty ratified by the United States;
the Commission may order such person to cease and desist from such
action.

(c) (1) Before revoking any license or construction permit under
subsection (a), or issuing any cease and desist order under subsection
(b), the Commission shall serve upon the licensee, permit holder, or
other person involved an order to show cause why an order of revecation
or a cease and desist order should not be issued.

(2) Any such order to show cause shall contain a statement of the
matters with respect to which the Commission is inquiring and shall
require the licensee, permit holder, or other person lo appear before the
Commission at a time and place stated in the order, but in no event less
than 30 days after the receipt of such order, and give ¢vidence upon the
matter specified in the order. If an emergency is involved, the
Commission may provide in the order for a shorter period.

(3) If, after conducting a hearing, the Commission determines that an
order of revocation or a cease and desist order should issue, it shall issue
such order, which shall include a statement of the findings of the
Commission, and the grounds and reasons for such findings, and specify
the effective date of the order. The Commission shall cause the order to
be served on the licensee, permit holder, or other person involved.

(d) (1){A) Any party in interest may file with the Commission a
petition to revoke any license or construction permit. The petition shall
contain specific allegations of fact sufficient to show that the petitionerisa
party in interest and that grounds exist for such revecation. The petition
shall be filed within a reasonable period after the petitioner has
knowledge of the existence of such grounds.

(B) The Commission may, when appropriate, grant the petitioner a
right of discovery regarding any matter which is not privileged under law
or rules governing practice before Federal courts, and which is relevant to
the granting or denial of the petition filed. The Commission shall allow
the petitioner to use information acquired through such discovery to
amend or supplement the petition during the 60-day period following
such grant of discovery. Such period may be extended only for good cause
shown.

(C) The petitioner shall serve a copy of such petition and any
amendments to such petition on the licensee or permit holder. Any
allegations of fact in the petition, except for those of which official notice
may be taken, shall be supported by affidavit of any person with personal
knowledge of such facts. The licensee or permit holder shall be given the
opportunity to file a reply in which allegations of fact or denials of such

allegations shall similarly be supported by affidavit.

(2)(A) If the Commission finds, on the basis of the petition, the
pleadings filed, or other matters of which it may officially notice, that
there are no substantial and material questions of fact, the Commission
shall take the action required by the evidence before it to either revoke
the license or permit or to continue the license or permit in effect. In
either case the Commission shall issue a concise statement of the reasons
for its action which shall dispose of all substantial issues raised by the
petition. If the Commission determines that the license or permit should
be revoked, then the statement shall further include an order carrying out
such revocation, and shall specify the effective date of the order. The
Commission shall cause the order to be served on the licensee or permit
holder.

(B) If a substantial and material question of fact is presented or if the
Commission for any other reason is unable to take action without a
hearing, it shall proceed as provided in paragraph {3). After a hearing
under paragraph (3), the Commission shall issue a concise statement of
reasons for its action which shall dispose of all substantial issues raised by
the petition. If the Commission determines that the license or permit
should be revoked, then the statement shall further include an order
carrying out such revocation, and shall specify the effective date of the
order. The Commission shall cause the order to be served on the licensee
or permit holder.

(3)(A) If a substantial and material question of fact is presented or the
Commission for any reason is unable to make the finding required in this
section, it shall formally designate the license or construction permit for
hearing and shall notify the licensee or permit holder and all other known
parties in interest of such action, and the grounds and reasons for such
action, specifying with particularity the matters in issue.

(B) When the Commission has so designated a license or permit for
hearing, any party in interest who is not notified by the Commission of
such action may acquire the status of a party to the proceeding by filing a
petition for intervention, showing the basis for his interest, not more than
30 days after publication by the Commission of the hearing issues, or any
substantial amendment to the hearing issues, in the Federal Register. Any
hearing subsequently held upon such license or permit shall be a full
hearing in which the licensee or permit holder and all other parties in
interest shall be permitted to participate.

(e) In any case in which a hearing is conducted under this section, both
the burden of proceeding with the introduction of evidence and the
burden of proof shall be on the Commission, if it initiates the proceeding,
or on the petitioner, if the proceeding is initiated by a petition to revoke a
license or construction permit.

{f) All actions taken by the Commission under this section shall be
completed not later than 90 days frem the date upon which the last
pleading was filed in the proceeding involved.

MODIFICATIONS

Sec. 418. (a) Any license or construction permit may be modified by
the Commission for a limited time or for the duration of the original term
granted, if the Commission finds that such action will aid in achieving
compliance with the provisions of this Act or of any treaty ratified by the
United States. No such order of modification shall become final until the
licensee ar permit holder is notified in writing of the proposed action and
the grounds and reasons for such action, and is given reasonable
opportunity, in no event less than 30 days, to show cause by public
hearing, if requested, why such order of modification should not issue.
Where an emergency is involved, the Commission may by order provide
for a shorter period of notice.

(b) In any case in which a hearing is conducted under this section, both
the burden of proceeding with the introduction of evidence and the
burden of proof shall be upon the Commission.

FILING OF INFORMATION

Sec. 4189. (a) In order to expedite action in any proceeding involving
licenses and construction permits, and in order to avoid needless expense
to licensees and permit holders, the Commission shall not require any
licensee or permit holder to file any information which previcusly has
been furnished to the Commission or which is not directly material to the
considerations to be resolved in the proceeding. The Commission may
require the furnishing of any new or additional facts which it needs in
order to make its findings. )

(b) Pending any hearing and final decision in any proceeding specified
in subsection (a), and also pending the disposition of any petition for
rehearing under se