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First the mini-serie
The One-Hour Pri

He marriec

He two-tin

He scomed her.

He tried to murder her...

And she exacted
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Primetime Hit! Now...
e Dramatic Series.

FIRST RUN
for local stations

Available Fall 1985
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unday will never be the same

THE FUNTASTIC WORLI

PRE SOLD TO TRIBUNE, ME

Starting September 1985, a brand new 90-minute concept

THE PAW-PAWS, THE FUNTASTIC TREASURE HUNT anc
GALTAR AND THE GOLDEN LANCE, presented by HANNA-BARBERA '

most famous characters will make SUNDAY — FUN-DA
You can be sure that Sunday will never be the same in your marke




AN Adll-New ex o

HANNA-BARBERM

EDIA, CHRIS CRAFT, TAFT
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These stations have the leading one hour strip.

Sold in 95 markets.

o NEW YORK WPIX | PHOENIX
LOS ANGELES KTLA | SANDIEGO
AGO W NCINNATI
PHILADELPHIA  WPHL | MILWA
SAN FRANCISCO  KPIX | KANSAS CITY
BOSTQN. . _WBZ | ORLANDO
OETROIT WOIV | “CHARLOTTE
WASHINGTON, D.C. WTTG | NEW ORLEANS
DALLAS " KTXA | BUFFALO
CLEVELAND ~  WCLQ | GRAND RAPIOS
" "HOUSTON KTXH | OKLAHOMA CITY
PIT TSBURGH WPXI | SALT LAKE CITY
T miam WPLG | LOUISVILLE
SEATTLE KSTW | SAN ANTONIO
g NORFOLK
\ HARRIS. LANCASTER
ALB./SCHEN./TRDY
. HREVEPORT
DENVER ge knA= 1 TuLsa
SACRAMENTO KTXL * } RICHMOND
: fmAcuse
/ KNDXVILLE
TOLEDO
ALBUQUERQUE
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KPHO
KGTV
WXIX
wvTYv

WHAS
KMoL
WAVY
WGAL
WRGB
KTAL

KOTV

WXEX
WTVH
WATE

wToL

WEST PALM BEACH
FRESND
JACKSONVILLE
GREEN BAY
ROCHESTER

DES MOINES
OMAHA

AUSTIN
\SPRINGFIELD\ M0
JACKSON, MS
TUCSDN
HUNTSVILLE
FT. WAYNE
BURLINGTON/PLAT.
LANSING

LAS VEGAS
SAVANNAH

SAN JOSE
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WFLX
KSEE
WIXT
WLUK
WOKR
WHO
KETV
KREM
woc
KFVS
KHON
WNOU
KTVV
KOLR
WLBT
KGUN
WAFF
WKJG
WVNY
WiM
KTNV
WSAV
KIC

WREX |

Source: AD| afid DMA HH rating ARBITRON and NSI May 1984

CHARLESTON, SC

MONTGOMERY WSFA
FT. MYERS WEB
COLUMBUS, GA

YAKIMA

HARLINGEN GBT
EUGENE KVAL
CORPUS CHRISTI /  KRIS
REND

BOISE

LUBBOCK

MACON

CHICO/REDDING
BAKERSHIE(D

ALBA

MEDFGRD

GAJNESVILLE

RESWELL M
AN ANGELO KioY
ALP WBKE
. VERNON, IL  WCEE

GLENWODD SPRINGS KCWS
| MANCHESTER, NH  WGOT



From the world’s largest producer «

A new galaxy of entertainment for the
entire family.

65 half hours for Monday through Friday
afternoon stripping, advertiser supported.

Visit us at the Fairmont Hotel 19th floor Tower Suite
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ALREADY CLEARED...

KCOP Los Angeles
WPWR Chicago
l WTAF Philadelphia
KBHK San Francisco
/ WXNE Boston
WDCA Washington
KTXA Dallas
\ WCLQ Cleveland
4 KTXH Houston
O WPTT Pittsburgh
~ WCIX Miami
— KSTW Seattle
KMSP Minneapolis
- WGNX Atlanta
- WFTS Tampa
“ KDVR Denver
—~— KTXL Sacramento
WTTV Indianapolis
WBFF Baltimore
WTIC Hartford/New Haven
KPDX Portland
KUSI San Diego
Wil Cincinnati
WZTV Nashville
Vi KSHB Kansas City
R WOFL Orlando
: WGNO New Orleans
/ - . WAXA Greenville/Spart.
BT ' ' > WPTY Memphis
= ) - . KOKH Oklahoma City
we- - ' ' ; WYAH Norfolk
T, — WOLF Wilkes Barre-Scranton
= WRGT Dayton
i ; Y WXXA Alb./Schen./Troy
y : : KGSW Albuquerque
¥ . - KCBR Des Moines
KZAZ Tucson
I KAME Reno
WICU Erie
WBSP Gainesville
KXWY Casper-Riverton
WJWT Jackson
WCEE Mt. Vernon

\
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RIE IS BIGGER THAN EVER.
Sold in 164 markets

AllDITiUNAL RUNS NOW AVAILABLE
\ BY POPULAR DEMAND!

Now in its fourth year on the local stations,
LITTLE HOUSE ON THE PRAIRIE
is still #1 among all one hour
strips with women/teens/kids
— the winning formula

for early fringe success.

,BIG ENOUGH FOR THE WHOLE FAMILY

e RANK AMONG 1 HOUR STRIPS |
# -
RTG/SH STATIONS | HH | W18-49 | W25-54 TPE(I%\'SS.';_
(NSI) 6/17% 120 1 1 {
(ARB)7/16% | 118 | 1 | 1 i
Visit us at the Fairmont Hotel 19th floor Tower Suite ‘ : \EAII\J(T)%[FJBI%!ESSKH)\E

The World’s L.eading Distributor
B o o5 i FA T for Independent Television Producers
NOV ‘83 ARB SYNDICATED PROGRAM ANALYSIS New York, Los Angeles. Chicago, Augnta, London, Paris. Tokyo,
*{ARB DOE: N 25-54

X iro, Munich. Roms
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PRIVIE I

A SPCCTRUM OF FIL

From Elvis to the brash bounce of the Beatles
to the artistry of Oscar-winning Henry Fonda...
25 star-studded feature films, immediately available.
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NTERTAINMENT
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NOW SOLD...

NEW YORK WOR GRAND RAPIDS

LOS ANGELES KHJ BIRMINGHAM

CHICAGO WFBN MEMPHIS

BOSTON WXNE PROVIDENCE

DALLAS KTvT SAN ANTONIO

CLEVELAND wCLQ NORFOLK

HOUSTON KHTV  ALBANY/SCHENEC./TROY

MIAMI WPLG GREENSBORO/SALEM

SEATTLE KSTW DAYTON

ATLANTA WGNX SYRACUSE

TAMPA WIVT  MOBILE

ST. LOUIS KPLR  ALBUQUERQUE

DENVER KWGN WEST PALM BEACH

SACRAMENTO KOVR FRESNO

INDIANAPOLIS WPDS JACKSONVILLE

HARTFORD/NEW HAVEN WTIC OMAHA

PORTLAND, OR KPDX HONOLULU

PHOENIX KPHO TUCSON KZAZ
SAN DIEGO KTTY LAS VEGAS Kvvu
NASHVILLE WFYZ CHARLESTON, SC WCSC
ORLANDO WMOD  AMARILLO KFDA
NEW ORLEANS WGNO CASPER/RIVERTON KFWY
GREENVILLE/SPART WHNS CANTON WAKC
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BARNABY

a proven success.
inboth early
and late fringe.

And continues to be one
of the strongest hours
on local stations.

NOW SOLD IN 71 MARKETS!

Stanin

S
BUDDY EBSEN
Also staning

LEE MERIWETHER and MARK SHERA

Visit us at the Fairmont Hotel 19th floor Tower Suite

~ WORLDVISION
7~ ENTERPRISES INC,

The World’s Leading Distributor q

T
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Sydney, Toronto, Rio de Janeiro, Munich, Rome
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A TREASURE CHEST

ﬂ ®2® OF PROGRAMS...

Visit us at the Fairmont Hotel
19th floor Tower Suite

A DIVISION OF WORLDVISION ENTERPRISES INC.

...From Evergreen Programs. ..
thousands of hours of entertain-
ment to fit your Sign On thru Sign
Off needs — and your budget.

...Movies, off-network series,
mini-series, game shows, spe-
cials, children’s programs and

more.

... Catch the excitement of classic
television

HOURS
Ben Casey The Invaders
Combat Man From Atlantis
The Fugitive Mod Squad

HALF-HOURS
Annie Oakley N.Y.P.D.
Buffalo Bill One Step Beyond
Dark Shadows Peoples Choice
The Doris Day Show  The Range Rider
The Mickey Rooney Show The Rebel
Wendy And Me

CHILDREN
Casper The Friendly Ghost
George of theJungle
Jackson Five
Jerry Lewis
King Kong
Lancelot Link-Secret Chimp
Milton The Monster
Professor Kitzel
Smokey The Bear
MINI-SERIES
Against The Wind
Holocaust

FEATURES
Prime |, Prime Il, Prime HlI,
Prime IV
GAME SHOW/VARIETY/SPECIALS
Take My Word For It
The Don Lane Show
Come Along
Wonders of the World
And Many, Many more...

CALL TODAY FOR AVAILABILITIES
IN YOUR MARKEY

660 Madison Ave., New York, NY 10021 - (212} 832-3838
9465 Wilshire Bivd., Beverly Hills, CA 90212 - (213) 273-7667
625 N. Michigan Ave., Chicago, IL 60611 - (312} 642-2650

A Tah Company




Wamer Bros. Teievision Distribution
A Warner Communications Company
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NATPE 85 opens its door
Votes on stereo must carry revealed at INTV
Advancing on the NAB board

GRAND OPENING O NATPE 85 opens with a panel
of Washington regulators surveying the political
scene. Valenti's crystal ball shows pay-per-view
as medium of choice for producers. PAGE 59.

A look at other events on tap for NATPE on PAGE
82. An examination of the NATPE syndication
marketplace, followed by a list of exhibitors,
begins on PAGE 8a.

GAMING MARKET O Producers and distributors
report slow traffic at INTV exhibitor suites.
Attendees cite lack of new product. Game shows
receive the most attention. PAGE 60,

MUSTERING MUST CARRY O Three FCC
commissioners on INTV panel express support for
delayed inclusion for must carry of television
stereo on cable. Chairman Fowler pulls item from
Jan. 18 meeting's agenda. PAGE 61.

SOBERING DRIVE O Combatting movement to ban
beer and wine advertisements is key issue at
NAB board’s winter meeting this week in Paim
Springs, Calif. PAGE 62.

IN PLACE O Networks gearing for coverage of
second inauguration of the President. PAGE 64.

CONSERVATIVE BUY O SEC filing shows Senator
Jesse Helms (R-N.C.) plans t6 enlist support from
conservatives to buy outstanding shares of CBS
stock. PAGE 65.

BEFORE THE PRESS O NBC's Tartikoff reviews

network's strategy to sustain momentum. Erlicht
details ABC’s plans to get out of third place. PAGE 66.

ROOKIE START O ABC expects major financial
boost with Super Bowl, its first chance to cover
annual January event. PAGE 70.

INTV 85 O Independents celebrate a “turning point”
convention. PAGE 130. Cat is out of bag on stereo
TV must carry. PAGE 134. Congressmen warn that if
bill to ban beer and wine ads makes it to the floor
of the House, broadcasters will iose. PAGE 136. At
session with Hill and FCC staffers, there were no
predictions on how beer and wine ad ban would
fare in Senate. PAGE 138. Syndicators and
independent station executives battle over
programing marketplace. PAGE 140. More local-
originated product can produce better image in
market, INTV'ers told. PAGE 142. Lear encourages
indies to take creative risks. PAGE 144. Other
sessions examine ratings and advertising sales,
counterprograming network affiliates and helpful
hardware. PAGES 144-158.

WHITE HOUSE STORY O Administration considers
satellite-delivered news conferences by
President and officials; receives mixed reaction to
computer delivery of materials formerly mailed.
PAGE 172.

IT'S A WONDERFUL TOWN O New Yorker John von
Soosten has had a busy year in his dual capacity
as NATPE president and VP, director of
programing, for Katz Television. PAGE 215.
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Business
Business Briefly
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Datebook
Editoriais

Monday Memo . ............. 54
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Fifth Estater
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Law & Regulation
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IN YOIJR SCIIEDULE'

BUILD UP YOUR RATINGS WITH HEE HAW

Entertainment for the Entire Family.

A PROVEN CHAMP!
Stop in and see us at NATPE — 710 Pine Street, Moscone Center
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Outside chance

Although he has given up chairmanship
of Senate Commerce Committee to take
over Finance, Senator Bob Packwood (R-
Ore.) may remain principal player in
shaping communications legislation—as
chairman of Commerce’s Communications
Subcommittee. At work are Senate rules
and interests of Senator Barry Goldwater
(R-Ariz.). Goldwater, who was
Communications Subcommittee chairman
in last Congress, has been elected
chairman of Armed Services, replacing
retired Senator John G. Tower (R-Tex.).
And he would like to return to
chairmanship of that committee’s Tactical
Warfare Subcommittee as well as to his
chairmanship of Communications panel.
Uniess Senate rules bearing on
Goldwater’s situation are changed—and
Republican majority is considering
changes—he could not carry all of those
titles without waiver by Senate. If present
limit on chairmanships remains and
waiver is denied, Goldwater is likely to
give up Communications chairmanship.
In that event, Packwood, who is next in
line in seniority, is understood to be ready
to seek it.

Backstage

FCC official last week said
Commissioner Mimi Dawson told
colleague that one reason she would favor
must-carry for services like TV stereo and
teletext (see page 61) is that it would
make cable’s burden so onerous that it
would become easier politically to
eliminate must-carry rules altogether.
Dawson, however, said statement was
“inaccurate.” She said she would only
support elimination of must-carry rule if
there were full copyright liability. She also
said she has never supported must-carry
requirement for nonprogram-related
signals.

FM turns to sports

New trend emerging in radio industry is
aggressive movement by FM music
stations to acquire exclusive broadcast
rights to local professional sports
franchises, particularly National Football
League teams. Since November, Group
W's easy listening KODA(FM) Houston has
signed four-year agreement with Houston
Qilers, and Hubbard Broadcasting’s adult
contemporary KSTP(FM) Minneapolis-St.
Paul has secured three-year pact for
Minnesota Vikings. Just missing out on

[

5458

exclusive radio contract for Philadelphia
Eagles football, which expired at end of
1984 season, was Cox Broadcasting’s
contemporary hit WZGO(FM). Station bid
was matched by existing rights holder,
Metromedia’s WIP(AM). And about to make
simulcast offer in negotiating multiyear
radio rights for St. Louis Cardinals are
Gannett’s adult contemporary KSD(FM) St.
Louis and its co-located, co-owned country
KUSA(AM). CBS-owned KMOX(AM)’s
contract with team just expired.

Growing attraction of professional
football coverage for FM stations appears
to be its weekly frequency, which doesn’t
totally disrupt flow of music format, and,
at same time, can enhance audience
cume.

Cool to deal

Tele-Communications Inc. has made no
bid for United Satellite Communications
Inc., said TCI Senior Vice President John
Sie, denying earlier reports
(BROADCASTING, Jan. 7), but parties
have talked about TCI’s acquiring USCI’s
struggling satellite broadcasting service.
Talks, which were initiated by USCI, will
“probably not” lead to deal, Sie said.
“The business is full of holes, unknown
liabilities. Frankly, we are very much
afraid of it.”

Going up

Under terms of 1983 contract, valued at
more than $100 million, Harris is building
Ku-band satellite distribution network

that Comsat will lease to NBC for next 10
years and, by all accounts, is doing pretty
good job. But, according to industry
sources, Harris underbid job, has asked
for additional $32 million. According to
sources at Comsat, Harris may be entitled
to more money because of changes in
network after signing of contract and
certain “‘overruns,” but amount is fraction
of $32 million. Harris had no comment.

Cable drain

Decline in broadcast network college
football ratings past season may have
been due at least in part to competition
from ESPN’s package of 15 College
Football Association games, carried in
exclusive Saturday prime time window.
CFA games, representing cable network’s
first live college football package,
averaged 4.0 rating, ESPN’s highest
average for sports series. Previous high
for series was network’s first-season

Broadcasting Jan 14 1985

coverage of United States Football
League, which averaged 3.3.

Despite losing money on package, for
which ESPN paid $9.3 million, network
executives are hailing it as “tremendous
success,” especially from affiliate-relations
standpoint. Affiliates were given two
minutes of local avail time per game and
were said to have commanded four to
five times rate of average 30-second price,
generating total of $11 million. Next year
however, if ESPN renews package, as it
hopes to do, it will more than likely lose
prime time exclusivity, due to pressure
from broadcast syndicators who have
complained they need more flexibility in
scheduling games to make their own
packages financially workable.

Support for press

Despite interpretations by some that
recent attitude of public toward news
media has been overwhelmingly

negative, new survey indicates that public
favors free and aggressive press. If
survey conducted by Gallup organization is
on target, initial reports of public support
for press ban during invasion of Grenada
14 months ago were either inaccurate or
may have misread general patriotic fervor
as support of ban. In follow-up Gallup
survey, 59% of respondents said media
should be allowed to cover future military
operations without restrictions imposed
during Grenada invasion, while only 31%
said they favored press restrictions.
Remaining 10% said they didn’t know.

Youth and aicohol

Justice Department unit concerned with
juveniles is planning major seminar
involving variety of interested parties on
how they might cooperate to combat
alcohol and drug abuse. Department’s
Office of Juvenile Justice and Delinquency
Prevention has already held planning
meetings with representatives of media,
alcohol industry, citizen, business and
professional groups on subject. Some 100
representatives of these groups are
expected to be on hand for session in
Williamsburg, Va., Jan. 29-31. Media to
be represented will include radio and
television stations, as well as networks
and National Association of Broadcasters.
Advertising types will also be on hand.
Such sessions take on added importance
for media in view of what seems
likelihood that bills will be introduced in
Congress to ban beer and wine
advertising on radio and television.
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Rydell Laboratories O Two-week flight
for Zack toothpaste is set for late January
in eight markets on West Coast.
Commercials will be placed in fringe,
daytime and prime time slots. Target:
adults, 18-34; 18-49. Agency: Laurence,
Charles & Free, New York.

Book of the Month Club © One-week
fight will be conducted in 42 markets
throughout country starting in late
January. Commercials will be scheduled
in news programing. Target: adults, 21-
54. Agency: Lord, Geller, Federico &
Einstein, New York.

Luzianne Tea O Approximately 50
markets will be used for four-week flight
to start in mid-February. Commercials
will be placed in daytime, fringe, prime,
sports and children’s time slots. Target:
women, 18-54. Agency: Rosenfeld,
Sirowitz & Lawson, New York.

Cort Furniture Rental © Flights varying
from two to eight weeks, depending on
market, will begin in early February in

abouts 18 markets. Commercials will
appear in daytime and fringe positions.
Target: women, 25-54. Agency:
Richardson, Myers & Donofrio, Baltimore.

I RADIOONLY ——— )

Herman’s Sporting Goods O First-
quarter push will begin in early February
with commercials running in about 10
markets on four-day-a-week basis for two
weeks each month. Commercials will be
carried in all dayparts on weekdays and
weekends. Target: adulis, 25-54.
Agency: Time Buying Services Inc., New
York.

Rohm & Haas O Blazer herbicide will be
spotlighted in radio flight running in

long list of markets for 11 weeks, starting
in early April. Commercials will be
carried on farm programs. Target:
farmers, 21-54. Agency: Al Paul Lefton
Co., Philadelphia.

Miller Lite Beer T Four-week effort
during February will focus on Black
History Month with commercials

APWireCheck

SAIABLE UPCOMING FEATURES ON YOUR AP WIRE.

drive.

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

PEOPLE IN THE NEWS—AP focuses on the personalities that
make headline news—entertainers, politicians, athletes. This
two-minute feature moves twice a day. Watch for it in the
evening and before morning drive.

TODAY IN HISTORY —This regular AP feature jogs the memory
and puts current events into perspective. Synopses run just
before the first Newswatch. Also, get a week’s worth of scripts
two weeks in advance every Sunday.

THIS MORNING —A talk show that covers the hot topics of the
day, from the state of our educational system to the state of the
union. Scripts move before morning drive.

WHERE THERE'S LIFE—This regular, 90-second feature takes a
whimsical look at the fancies, follies and foibles of our fellow
human beings. Watch for it every weekday before morning

For more information call, (202) 955-7200

4p Associated Press Broadcast Services.

Broadcasting Jan 14 1985

|
Kzuniam)-kriviem) Modesto, Calif.: To Tor-
bet Radio from Major Market Radio.
a

Kacr(Fmy Cedar Rapids, lowa: To Torbet
Radio from Christal Radio.

featuring vocalists Roberta Flack and
Melba Moore and dramatic performers
Ossie Davis and Ruby Dee. Commercials
will run on stations in 15 major black
markets throughout U.S. in all dayparts.
Target: black audiences. Agency:
Mingo-Jones Advertising, New York.

Continental Insurance O Insurancenter
concept of combined homeowner and
automobile insurance will be advertised
in two-week flight to begin in late January
in about 35 markets. Commercials will
be scheduled in all dayparts. Target:
adults, 25-54. Agency: Saxton
Communications, New York.

. ] RADIQANDTV ————— 1}

Pizza Hut 0 West Coast campaign will
start in late March for four weeks in
Phoenix, Los Angeles, San Diego, Reno
and Las Vegas on television and in
Phoenix, Los Angeles and San Diego on
radio. Commercials on TV will run in
daytime, prime and fringe, and on radio
in all dayparts. Target: adults, 18-49.
Agency: Reiser Williams
DeYong/Cunningham & Walsh, Irvine,
Calif.

Comprehensive American Care O
Campaign will be launched in February
to promote company’s health
maintenance program for elderly, starting
in February in Miami and Fort
Lauderdale with gradual expansion to
other Florida markets. Campaign, which
also includes newspapers, has budget of
about $1.5 million for 1985 and will
make use of commercials in all dayparts.
Target: aduits, 65 and older. Agency:
Beber Silverstein & Partners, Miami.

Grandy’s Restaurants O Second-
quarter campaign is being prepared to
start in early April in about 12 radio and
television markets in Southwest.
Commercials will be placed in all
dayparts and will run for six weeks.
Target: adults, 25-49. Agency: Grace
Media Services, Houston.



It's an outrageous, unpredictable,
first run, weekly, half-hour music series
from the creator of Puttin’ On The Hits!

You Gotia See It To Believe If!

Advertiser-Supported Programming from /o/
MCA
For more information, call (212) 605-2786 M
A Chris Bearde Production P NATPE

Falrmont Hotel
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Let Columbia
Show You The

Best Views in
San Francisco.

Series
CARSON'’S COMEDY CLASSICS
BENSON
HART TO HART
POLICE WOMAN
POLICE STORY
FANTASY ISLAND
SOAP
CHARLIE'S ANGELS
BARNEY MILLER
SWA.T.
STARSKY & HUTCH
CARTER COUNTRY
WHAT’S HAPPENING!!

Miniseries
PRIME FOUR

Movies
VOLUME IV
TV 20
VOLUME | FOR THE 80s

-
sz!y* & DIPLOMAT

N SUITE 2210

i FAIRMONT
Columbia M\ Piciures HOTEL.
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Reporting by satellite. Blair Television tapped latest in technology to transmit via satellite
video version of its 1985 "Outlook Report” to its 132 represented TV stations. Preparing video
for broadcast are Chris Moseley (1), account supervisor at Muller Jordan weiss, New York
advertising agency, and Kenn Donnellon, vice president/creative services, Blair TV. wally
Schwartz, president of Blair Television, is pictured on screen. Report by satellite was believed
to be first of its kind in TV representation field. Featured in 38-minute program were Don West,
managing editor of BROACCASTING Magazine; Bob Coen, senior vice president/forecasting,
McCann-Erickson, and Bill Suter, senior vice president/research, Merrill Lynch Pierce Fenner
& Smith. West conducted interview with media specialists on business prospects for 1985,
They predicted that advertising and broadcasting would flourish in 1985 and estimated that
spending in broadcast would grow by abcut 9%. Several Blair executives discussed 1985
spot TV prospects; Donnellon served as program moderalor.
]

DDB’s new technology thrust. Doyle Dare Bernbach, New York, has formally established
New Media Technology Development Unit to study effects of new communications
technologies on advertising. Nancy J. Hodin, who has been director of program
development for DDB's program subsidiary, The Storytellers, has been appointed director of
new media technology development. DDB has had clients on cable for some years and has
been involved in production for cable, including Better Homes and Gardens Idea Handbook
and The Weight Watchers magazine show.
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Two su 43erbly~equ1
mini mobile units th
every station can a{fmd'

£ach af these standard mabile units
brings with it the cambinatian af the
natian’s leading mabile system designer,
broadcast-quality equipment and « bril-
liantly-engineered walf Coach vehicie.

The AFA2is a 19’ 2-camera ENG/EFP
unit that is equipped with your ¢hoice of
broadcast-quality color cameras, a Grass
Valley 100-N video switcher, two Sony BVU-
50 portable 3/4” VCRs and a Yamaha
audio console,

The AF-B2is a 23’ 2-to 4-camera EFP
unit that features your choice of breac-
cast-quality color cameras, a Grass Valley

A.F. ASSOCIATES INC.

ADVANCED SYSTEMS AND PRODUCTS FOR THE VIDEO INDUSTRY
AFASYSTEMS DIVISION 00 STONEHURST COURT NORTHVALE NJ 07647
1438 NORTH GOWER STREET HOLLYWOOD CA 90028

1600-1L praductian switcher, a Yamaha 8
input audio cansale and two Sony BVU-
800 series VCRs.

Both units can be expanded ta include
1" VIRs, character generators, editing
tacilities and more.

The low ¢ost of these standard mobile
video systems will surprise you. The high
quality js exactly what leading broad-
casters and production and post-produc-
tion companies have come to expect as
a matter of course from AFA. Cali us for
details: in the East at (201) 767-1000; in the
West (213) 466-5066.

Broadcasting Jan 14 198~

Broadcasting Publications Inc.

Founder and Editor
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Donald V. West, vice president.
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Broadcastings
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Cheres only one
real ling
of comedy.

The incomparable Johnny Carson
in the most hilarious, timeless moments
from “The Tonight Show.” It’s pure comedy. .
from an American comedy institution!

130 fast-paced half-hours.

‘)J»SO@,D

CILASSICS

A St. Cloud Corporation Production distributed by

DIPLOMAT
SUITE 2210

FAIRMONT
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The middleman

For the past five years or so, owners of back-
yard dishes have been receiving the satellite
feeds of dozens of cable programers without
paying for them. Accotding to industry
sources, Canaan Communications, a New
York-based start-up company, is out to
change all that.

Representatives of Canaan, the sources
said, have approached major cable pro-
gramers proposing to act as the middleman
between the programers and the backyard
dish market. Canaan would scramble the
feeds of the participating services, they
said, and then offer them as a package to the
dish owners for a monthly subscription fee
of between $20 and $25.

In addition to covering all of the costs of
scrambling for the participating cable net-
works, the sources said, Canaan would
share its monthly revenue with the net-
works on a per-subscriber basis. The costs
of scrambling the major networks would be
high, considering that each of their affiliates
would have to receive one, possibly two (for
backup) descramblers.

Canaan is headed by Holmes Harden, the
former chief financial officer of Warner
Amex Cable Communications and Warner

Harden
Amex Satellite Entertainment Corp. (now

MTV Networks Inc.). Reached by telephone
at his New York office last week, Harden
confirmed Canaan's general plans, but was
reluctant to share details. He did say, how-

]

understanding

of it, too.

212-582-2012
Or Alexandra Kubiaczyk, associate.
212-245-4198

Let us entertain
Our critics...
And your audience

Lots of business people duck criticism or in?
They're not hiding anything, usually. Just fearful that meeting their critics in a public
setting will give a wider audience to criticism.

We don't feel that way. We'll entertain honest criticism and inquiry in any setting. We
think it's healthz. We also think it's the only way that we can get an airing and some
or the strange and interesting things we do and why we do them.

Debate, conflict, drama are the stuff of story-telling and entertainment. It is the very
best vehicle for getting across information. News people know this. We do too.

So if our critics show up at your station kicking about us, give us a call. Let us entertain
them on your news or public affairs show. An§
AMERICA’S LIFE AND HEALTH INSURANCE COMPANIES

Call Arthur ). Maier, manager, broadcast relations, American Council of Life Insurance
and Health Insurance Association of America.

American Council of Life Insurance and Health Insurance Association of America.”

* Representing 570 fife insurance companies, with 95 percent of the life insurance force in the United
States, and 330 health insurance companies, with 80 percent of the health insurance written by
insurance companies in the United States.

uiry about the way they do business.

maybe your audience will get a kick out
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ever, that “before the end of January, we
should have a pretty solid indication of who
is going to participate, and who is got."

The service contemplated by Canaan
amounts to C-band satellite broadcasting.
All cable programing is transmitted over C-
band satellites, such as Hughes's Galaxy I
and RCA Americom's Satcom III-R. To re-
ceive programing from the relatively low-
power satellites requires a dish at least eight
feet in diameter. They're available from any
of the thousands of home satellite dealers for
between of $1,500 and $3,000.

C-band satellite broadcasting, or C-band
direct, was first suggested by Home Box
Office, which was the first of the cable pro-
gramers to announced plans to scramble.
Although the pre-eminent cable programer
continues to investigate C-band direct, ac-
cording to a company spokeswoman, it has
made no decision to move forward with it.

For Canaan to succeed, its package of ca-
ble services will have to be large enough to
persuade dish owners to pay a monthly fee.
If the dish owners have too many other sat-
ellite programing options, whether from
nonparticipating cable programers, broad-
casters or syndicated programers, they may
feel they can do without the Canaan pack-
age.

But like the risks, the rewards are poten-
tially great. According to home satellite in-
dustry estimates, more than 700,000 homes
are already equipped with dishes. And most
expect the number of installed home dishes
to grow rapidly this year, although the
scrambling of many of the popular cable ser-
vices is apt to reduce the attractiveness of
the costly dishes t0 consumers.

Portrait of a network

A national survey of the cable homes that
receive C-SPAN found persons in more than
a third of them are regular viewers of the
nonprofit, public affairs service, tuning in at
an average of 12 hours a month.

According to the survey, said Michael
Robinson, director of the Media Analysis
Project at George Washington University,
who conducted the survey on behalf of C-
SPAN under a grant from the Benton Foun-
dation and who discussed the results at a
Washington press conference last week, the
C-SPAN audience can be characterized by
three “ups” and three “ins"—"up in size,
upscale and upbeat” and “involved, in-
formed and independent.”

The researchers contacted 959 homes
randomly selected from the 20 million that
receive C-SPAN, but persons in only 690 of
them were willing and able (some persons
only spoke Spanish) to answer the survey
questions. Of the 690 participants, 259
(38%) said they watched C-SPAN for at least
an hour a month.

The survey found the C-SPAN viewers or
“C-SPANers” watched an average of 12
hours per month, but that a majority (52%)
watch for only one to five hours per month.
The survey also confirmed the existence of
what Representative Daniel E. Lungren (R-
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Starting September 19853, stations can program 24 outstanding feature
on an advertiser-supported hasis, one each month tor two years.

At the end of their barter run, these teatures will revert to the Debut
stations for additional cash runs—with no interim payv_cable window!

A LITTLE SEX

Tim rotheson
Kate Copshow

CAT PEOPLE

Naostassia Kinski L
talcolm tacDoveell

CLOAK & DAGGER

Henry Thomas
Dabney Colemen

CONAN THE DESTROYER

. Arnold Schvarzenegger
Grace Jones

THE CONQUEROR

John Wayne
. SusanHayward

CRACKERS
Denald Sutherlond
Sean Penn
D.C.CAB *

Mr. T @ *
Irene Care

DOCTOR DETROIT
Dan Aykroyd

EDDIE MACON’S RUN
Kirk Douglas

John Schneider

FIRESTARTER -

Drew Barrymore &
George C. Scott

GHOST STORY

Fred Astaire
trelvyn Douglos

GOING BERSERK
John Condy

HALLOWEEN Il

Jomie Lee Curtis
Donzle P essencs

HARD TO HOLD -

Rick Sprnrgfizld

ICEMAN

Timothy Hu=on
Lindscy Crouse

THE LONELY GUY -,
Steve Meriin . ’
Cherles Grodin

Alired Hitchcock’s
THE MAN WHO KNEW TOO MUCH

Jomes Sigwort

Daris Do
PRIVATESCHOOL

Phocte Cofes

RAGGEDY MAN

Sissy Scorek

* Sam Shepard

Alired Hitchcock®

© Jumes Ste ot

Groce Kelly

SIXTEEN CANDLES 5

*oliy Ping wald e

THE SWORD AND THE SORCERER

Simon tAzcCorbindcle

Alired Hitchcock’s - .
VERTIGO

Jemes Steveant
Kim Novek

WHERE THE BUFFALO ROAM

Bill rAusray
Peter Boyle
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Agreat deal—and a great deal more!

1

MCATV
Fairmont Hotel

23rd Floor
In The Tower




3
¥ 4

Calif) called the "C-SPAN nuts,” heavy
viewers of the network. About 13% of the C-
SPAN viewers and 5% of the total respon-
dents said they watched C-SPAN between
20 and 100 hours per month.

Past surveys provide an incomplete pic-
ture of C-SPAN viewership. Nonetheless,
when Robinson and his fellow researchers
contrasted the results of those surveys with
their latest findings, they were able t6 con-
clude, according te a report on the survey,
that "the preponderance of evidence implies
that the size of the C-SPAN audience is in-
creasing, in absolute and percentage
terms.”

The C-SPAN audience, the report also
said, "is disproporticnately male, dispropor-
tionately wealthy and disproportionately
educated.” Although only 38% of the total
respondents claimed to be C-SPAN viewers,
it said, 58% of those with graduate degrees
said they watched, as did almost 50% of
those with househcld incomes above
$50,000, and 42% of all males.

Perhaps one of the least surprising find-
ings of the survey was that C-SPAN viewers
are politically involved. The heart of the C-
SPAN service remains its gavel-to-gavel
coverage of the House of Representatives.
According to the survey, 93% of C-SPAN
viewers claimed to have voted in last No-
vember's general election—18 peints high-
er than the non-C-SPAN viewers surveyed
and 40 points higher than the registered
voters.

For Robinson, the "most surprising” find-
ing of the survey was that C-SPANers were
less likely to have voted for Ronald Reagan
last year. Fifty-five percent of the C-SPAN

- - A
¥

r
viewers voted for Reagan, he said, as com-
pared to 68% of the respondents and 59% of
the general electorate.

Before the survey, Robinson had expect-
ed the C-SPAN viewers to be "more Repub-
lican” than the general population because,
he said, Republicans are wealthier and more
politically conscious. That the viewers
turned out to be "less Republican,” he said,
is not attributable to watching C-SPAN. A
disproportionate number of Democrats may
tune in to C-SPAN, he guessed, because the
House is still controlled by the Democrats.
C-SPAN may also appeal more to "big gov-
ernment types” who tend to be Democrats,
he added.

The viewers' view

The Cabletelevision Advertising Bureau's
fourth annual cable advertising conference
(March 26-27 at the New York Sheraton) is
taking a new tack. It will try to look at the
television-video marketplace from the per-
spective of the "liberated viewer," who, be-
cause of the proliferation of independent
broadcasters, cable and videocassette re-
corders, is no longer a captive of the broad-
cast network programers, said CAB Presi-
dent Bob Alter. The motto of the liberated
viewer is, according to Alter: "No way you
are going to force me to watch anything.”

The conference has lined up its principal
speakers: Daniel Ritchie, chairman and
chief executive officer, Westinghouse
Broadcasting & Cable; Jack Clifford, chair-
man, Colony Communications; Kent Mit-
chel, vice president, marketing services,

TRy
General Foods, and Keith Reinhardt, chair-

man and chief executive officer, Needham,
Harper & Steers.

Back in action

Beb Rosencrans, abruptly dismissed as
president of United Artists Cablesystems
Inc. last June, is looking for cable systems to
buy. According to Rosencrans, who contin-
ues to work out of his old UA-Columbia of-
fice under his severance agreement, Mutual
of Omaha has collected around $20 million
from a group of investors and asked him to
use it to find, buy and operate cable sys-
tems. And MONY, he said, is trying to in-
crease the "blind pool of equity.”

Rosenscrans’s new cable company will be
a limited partnership, he said, geared to
generate capital gains rather than tax write-
offs for the investors. The prices of cable
systems "are high,” said Rosencrans. But
“with a little creativity," he said, "we can
pull something off.”

Higher and higher

Cable penetration, according to A.C. Niel-
sen, is rapidly approaching 45% of U.S. tele-
vision households and if penetration contin-
ues to increase at the rate attained in 1984 it
will surpass 50% by the end of 1985. Niel-
sen's November 1984 cable penetration fig-
ure is 43.7%, representing a growth of 8%
from November 1983 to November 1984.

Make a point with your viewers in ’85...and make it

TENSION POIN

“Tension Point’’:

The Issues Command Attention.

Child abuse. Aging. World hunger. Eighteen power-
ful films (nine concentrating on adolescent problems)
made to capture audiences from 14 to 84.

Not documentaries—living, breathing dramas

that bring the issues home.
“Tension Point”:

The Structure Demands Response.
“Tension Point” provides no answers. Each drama

“Tension Point” is available on 16mm film

or videocassette. Both %" and %" VIR
come closed-captioned for the deaf and
hearing-impaired. For further information
or to order free of charge, write or call
Nancy Nickolotsky or Janet R. Meyer (Naji),

314/647-4900.

stops at the height of the conflict—the “tension
point.” And that's where your station comes in,

with more impact than ever.

The applications are endless: studio panel dis-

cussions, call-in shows, even tape back-up for your
Eyewitness News reports. Use “Tension Point”
as a series or choose one or more films to suit

your objectives.

When at N.A.T.P.E., stop by booth 824
on the exhibition floor!

Lutheran Television

A service of The International Lutheran Laymen's League
2185 Hamplon Avenue, St. Louis Missouri 63139-2983

In Canada, Box 481, Kitchener, Ontario 426 4A2
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M2 25 FOR SYNDICATED HITS!

‘ - : .
SIMON & SIMON The action series with the light touch! Consistently GIMME A BREAK Nell Carter in the sitcom that zeroes
among TV's top-rated senesl in on young woemer, teens and kids!

- QUINCY Jack Klugman isa power- UNIVERSAL'S MOST WANTED LIST Jaws |; 'I'IIA'I"S INCREDIBLE! Incredlble storles of
house with young women audiences in Conan, The Barbarian; Smokey And action and human interest. 165 half-
any time period! The Bandit H—23 smash hit movies! hour eplsodes

BA‘m.ESTAR GALACTICA Superb sci-fi fantasy, available MAGNUM Tom Selleck in the series that setanew standard for
as twelve 2-hour movies or 24 hour episodes! syndication!
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FTV An outrageous, first-run, weekly, half-hour music PUTTIN’ ON THE HITS This season’s smash hit first run series
series from the creator of Puttin’ On The Hits! New! coming back for a big second year!
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SWITCH Robert Wagner stars in this one-hour off-network BLACK SHEEP SQUADRON Action and humor side-by-side in
action adventure series. this off-network hour starring Robert Conrad.

- -

WHIZ KIDS/VOYAGERS 52 weeks of off-network action targeted to young adults, teens & kids.
Whiz Kids is new to syndication; Voyagers is coming back for a second successtul year!




S T FOR ALL YOUR
NCORE PROGRAMS... J="6 &~ “ =" PROGRAMMING NEEDS!

Selling To Independenis, Affiliates
und 08&0’s Across The Country

ADNVSONOFMCATV

A catalog rich in 2-hour, 90-minute, hour-long and hali-hour dramas, mysteries
and action-adventures—many in syndication for the first time—as well as a superb
selection of mini-series and features.

Whatever your programming needs. . .whatever the daypart—you'll find itin

Encore Programs.

TFIVE STAR MYSTERY “BEST SELLERS 1The Men From Shiloh Midkey Spillane’s Mike Hammer
Delvecchio Seventh Avenue The Name 0f The Game Hardy Boys/Nancy Drew Mysteries
Ellery Queen Captains And The Kings The Bold Ones Boris Karloff Presents Thriller
Mrs. Columbo Once An Eagle it Takes A Thief Dead End Kids Movies
0'Hara: UL.S. Treasury The Rhinemann Exchange Ironside *

City Of Angels Dark Secret Of Harvest Home  Rod Serling’s Night Gallery :;:':::::::::::g-::::;:;lnu&

*Rich Man, Poor Man Book 1 77 PmkhAvenue Run For Your Life 1First time in syndication.

+Rich Man, Poor Man Book 2 :\:"Pi‘: Change TTke Depaty CALL (212) 605-2790

Wheels
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This week

Jan. 13-16—Seventh annual PTC ‘85, Pacific Telecom-
munications Council. Theme: “Telecommunications
for Pacific Development: Toward a Digital Wortd." Infor-
mation: PTC, 1110 University Avenue, suite 308, Hono-
lulu, 96826.

Jan. 14-16—Community Broadcasters of America
firgt LPTV convention. Moscone Center, San Francisco.

Jan., 14-18—National Association of Broadcasters
ginler board meeting. Sheraton Plaza, Paim Springs,
alif.

u Jan. 15—American Women in Radio and Televi-
sion, New York chapter, luncheon series, Speaker:
Actress Celeste Holm. American Cancer Society board
room, New York.

Jan. 15—Deadline for entries in Commendation
Awards, sponsored by American Women in Radio
and Television. Information: AVWRT, 1321 Connecticut
Avenue, N.W, Washington, 20036.

Jan. 15—Deadline for entries in 27th American Film
Festival. sponsored by Educational Film Library As-
sociation. Information: (212) 227-5599.

Jan. 15—Deadline for entries in Champion-Tuck
Awards for "outstanding reporting that improves the
public’s understanding of business and economic is-
sues,” sponsored by Champion International Corp.
and administered by Amos Tuck School of Business
Adminristration at Dartmouth College. Information:
Champion-Tuck Awards, Amos Tuck School of Busi-
ness Administration, Dartmouth College, Hanover,
N.H., 03755; (603) 643-5596.

Jan, 15—Deadline for entries in 32d Annual Unity
Awards in Media, for “accurate exposure of minorities
and disabled persons,” sponsored by Lincoln Univer-
sity of Missouri. Information: (314) 636-6041.

Jan, 15—Deadline for entries in JC Penney-University
of Missouri television awards for community leader-
ship. Information: (314) 882-7771.

Jan. 15—Community Broadcasters of America, asso-
ciation for low-power television, "mini-conference,” fol-
lowing NATPE International conference. Moscone Cen-
ter, San Francisco.

Jan.15—Pennsylvania Association of Broadcasters
radio sales clinic. Sheraton Jetport Inn, Allentown, Pa.

Jan. 15—Presentation of Big Mike Awards for radio
commercials and campaigns. presented by South
Fiorida Radio Broadcasters Association. Pavillion ho-
tel, Miami.

Jan, 16—Pennsylvania Association of Broadcasters
radio sales clinic. Marriott Inn, Harrisburg, Pa.

Jan. 16—International Radio and Television Society
newsmaker luncheon, “Cable: What Next?" featuring
Jim Mooney, National Cable Television Association;
Jack Valenti, Motion Picture Association of America,
and Peter Ueberroth, commissioner of baseball. Wal-
dorf Astoria. New York.

Jan. 16—Caucus for Producers, Writers and Direc-
tors general membership meeting. Speaker: Al Masini,
president, TeleRep. Chasen's, Los Angeles.

Jan. 16—Ohio Association of Broadcasters "hiring/fir-
ing" workshop. Marriott Inn North, Columbus, Ohio.
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Jan. 17—Pennsylvania Association of Broadcasters
radio sales clinic. Moliday House, Monrceville, Pa.

Jan. 18—Deadline for entries in New York State Bar
Association’s annual media awards contest. Informa-
tion: NYSBA. One Elk Street, Albany, N.Y,, 12202; (518)
463-3200.

Jan. 18—New Mexico Broadcasters Association sales
seminar. Albuquerque, N.M.

Jan. 19—California AP Television-Radio Associ-
ation regional seminar. Dunes hotel, Las Vegas. Topic:
“Aspects of Gaming.” Information; Steve Herman,
(702)735-8644.

Jan. 19—Cable television public access conference,

co-sponsored by League of Women Voters and Ameri-
can Film Institute. AFi, Los Angeles. Information:
(213) 381-6411.

Also in January

Jan. 21—"New Era in CATV: The Cable Franchise Poli-
cy and Communications Act of 1984," seminar spon-
sored by Practising Law [nstitute. Dorat Inn, New
York.

Jan, 22—-Grant Writing for Video Production,” work-
shop sponsored by Center for New Television. Center,
118East Hubbard, Chicago. Information: (312) 565-
1787.

Jan. 22-24—40th annua! Georgia Radio-Television In-
stitute, sponsored by Georgia Association of Broad-
casters. University of Georgia’s Center for Continuing
Education, Athens.

Jan. 22-26—First Pacific International Media Market,
showcase of Asian/Pacific film and television product.
markelplace for buyers and sellers. Regent hotel, Mel-
bourne, Austratia. Information: 25 Palmerston Cres-
cent, South Melbourne, Victoria, Australia, 3205; tele-
phone: (03) 690-7366.

uJan. 24—/ndependent Media Producers Associ-
ation forum, “How to do business. . .when your clients
don't want to pay on time.” Gangplank restaurant,
Washington.

Jan. 25—Awards presentation of U.S. Television and
Radio Commerciais Festivals, presented by I7.S. Festi-
vals Association. Marriott hotel, Chicago. Information:
(312) 834-7773.

Jan. 25—Awards reception for winners of Prized
Pieces International Video and Film Competition, spon-
sored by National Black Programing Consortium,
recognizing excellence in black-oriented television
programing. Ohio State University, Fawcett Center for
Tomorrow, Columbus, Ohio.

Jan. 25-27—Foundation for American Communica-
tions journalism conference, “The U.S. and Latin Amer-
ica.” San Diego.

Jan. 26—Computer graphics seminar, sponsored by
Center for New Television. Center, 11 East Hubbard.
Chicago. Information: (312) 565-1787.

Jan. 26-29—Radio Advertising Bureau's 5th annual
Managing Sales Conference. Theme: “Retail Sales and
Radio Marketing.” Amfac hotel, Dallas.

Jan. 28-Feb. 1—MIDEM, international marketplace
for music industry Palais des Festivals, Cannes,
France. Information: (33)(1) 505-1403.

Jan. 29 —Academy of Television Arts and Sciences
forum luncheon with Michael Eisner, chairman and
chief executive officer, Walt Disney Productions. Cen-
tury Plaza, Los Angeles. Information: (818) 506-7880.

¢ OLDEST PROMOCTION IN THE INDUSTRY
Over 26 years ... 1,000 pius statlons.

¢ GETS DOUBLE RATE CARD RATE . ..
A complete promotlonal package
providing sponsors the “extras” that
command extra dollars.

WORLD WIDE
BINGO, INC.
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Jan. 29-31—South Carolina Broadcasters Associ-
ation winter convention. Carolina Inn, Columbia, S.C.

Jan. 30-Feb. 1—Texas Cable Television Association
25th annual convention and trade show. San Antonio
Convention Center, San Antonio, Tex.

Jan, 31—Deadline for entries in 17th annual Robert F.
Kennedy Joumalism Awards for Qutstanding Cover-
age of the Probiems of the Disadvantaged, sponsored
by Robert F. Kennedy Memorial. Information: (202)
628-1300.

————
February

Feb. 1—Deadiine for entries in American Bar Associ-
ation’s Gavel Awards, honoring media for “increasing
public understanding and awareness of the American
legal system.” Information: {312) 988-6137.

Feb. 1—Deadline for entries in Action for Children’s
Televisions Achievement in Children's Television
Awards for “significant contributions toward improving
service to children on broadcast and Cable television
and on radio.” Information: ACT, 46 Austin Street. New-
tonville, Mass., 02160.

Feb. 1-2—Alpha Epsilon Rho, National Broadcasting
Society, South regional conference. University of Mon-
tevallo, Montevallo, Ala. Information: (409) 294-1342.

u Feb. 1-2—Northern California Radio-Television
News Directors Association fourth annual convention.
Luncheon speaker: Tom Pettit, executive vice presi-
dent. NBC News. San Francisco International Airport,
San Francisco.

u Feb. 3-5Louisiana Association of Broadcasters
annual convention. Speakers: Congressman John
Breaux (D-La.). National Association of Broadcasters
President Eddie Fritts and National Radio Broadcasters
Asscciation President Bernie Mann. Holiday Inn Cen-
tral {(Holidome), Latayette, La.

Feb. 3-6—National Religious Broadcasters Associ-
ation 42d annual convention. Sheraton Washington,
Washington.

Feb. 3-8—20th annual engineering management de-
velopment seminars, sponsored by National Associ-
ation of Broadcasters. Purdue University West La-
fayette, Ind. Information; (202) 293-3557.

Feb. 5-6—Arizona Cable Television Association annu-
al meeting. Hilton, Phoenix.

Feb. 6—Society of Satellite Professionals, southern
California chapter. Featured speaker: Ed Horowitz, sen-
jor vice president, technology and operations, Home
Box Office. Sheraton Miramar hotel, Santa Monica, Ca-
lif. Information: 213-474-3500.

Feb. 6—Ohio Association of Broadcasters Daylon
managers’ luncheon. King Cole, Dayton.

Feb. 6-11—International Radio and Television Soci-

Complete “Readv to Air" Package

B9 radic 1200

¢ TREMENDOUS SPONSOR FOOT
TRAFFIC . .. Proves the effectiveness of
your station with tangible results.
¢ CONTINUOUS RENEWALS ...
Sponsors and listeners demand |t.
¢ INCREASE RATINGS , ..
A proven leader In all markets.
© Copyright 1862, J.A. Hampton
i T

PO. BOX 2341 » Liltleton, dﬁfﬁ'ﬁl
Telephone {363) 785-3286
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PUTTIN' ON THE HITS

WHEEL OF FORTUNE

LET'S MAKE A DEAL

ENTERTAINMENT TONIGHT
lﬁlAF?sETYLES OF THE RICH & FAMOUS

MERV GRIFFIN

‘I;TE%M/I'J‘A PREMIERE NETWORK
GREATEST AMERICAN HERO
FAMILY FEUD

EMBASSY NIGHT AT THE MOVIES

/HAWK
ENTERTAINMENT THIS WEEK
HEALTHBEAT MAGAZINE
HEATHCLIFF
INSPECTOR GAOGET
KIDS INCORPORATED
METROMEDIA NEWS
MUSIC CITY USA
THIS WEEK N COUNTRY MUSIC
THIS WEEK'S MUSIC"

TALES FROM THE DARK SIDE

STAR SEARCH

SOLID GOLD

ROCK-N-AMERICA

RITUALS

SPOTLIGHT HOLLYWDOD
VOLTRON—DEFENDER OF THE UNIVERSE"
POP! GOES THE COUN

NIWS
NEWSFEED NETWORK

MOVIN' ON
HOUR OF POWER
INDEPENDENT NEWS EXCHANGE
BELIEVER'S VOICE OF VICTORY
THE WORLD TOMORROW
WOLD SATELLITE SEMINARS
SPECIALS
FAMILY
CHILDREN'S THEATRE

CAMPUS NETWORK
MOVIE WORLD

"IN STEREO

Wold Satellite TV Network

The premier satellite delivery system
for syndicated television.

ety annual faculty/industry seminar and coflege confer-
ence, “Programing: The Ever-Changing Constant.” Rye
Town Hilton, Rye, N.Y.

Feb. 7—International Radio and Television Society
newsmaker luncheon, "Radio: America’s Ear-Resista-
ble Medium.” Speakers: John Gambling, WOR(AM)
New York; William B. Williams, WNEW-AM-FM New
York; Charles Osgood, CBS;: Gary Stevens, Doubleday
Broadcasting, and Rick Sklar, consultant. ‘Waldorf As-
toria. New York.

Fab, 7-9— American Association of Advertising Agen-
cies, Southern regiom, winter annual meeting. Boca
Raton hotel and club., Boca Raton, Fla.

Feb. 8—Ohio Association of Broadeasters Cincinnati
managers'’ luncheon. Netherland Plaza, Cincinnatt.

Feb. 8—"Cable Communications Policy Act of 1984: A
New Law—A New Era,” seminar sponsored by Legal
Times and Law & Business Inc./Harcourt Brace Jo-
vangvich Publishers. Madison hotel, Washington. In-
formation: (201) 472-7400.

8 Feb. 8—"The New Technologies: Changes and Chal-
lenges in Public Refations,” seminar hosted by Media
Institute. Sheraton Grande hotel, Los Angeles.

8 Feb. 8-10—Nationa! Radio Broadcasters Associ-
ation's second radio sales universily Tampa Airport Hil-
ton, Tampa, Fla.

8 Feb. 10-13—Arbitron Television Radio Advisory
Council meeting. Marriott's Rancho Las Paimas, Ran-
cho Mirage, Calif.

Feb. 11—Reunian of Duaont Television Network, which
disbanded in 1955. Museum of Broadcasting (recep-
tion), New York.

Feb. 11-12—Western Educational Society for Tele-
comumunications 14th annual conference, focusing on
public broadcasting, educational institutions, interac-
tive video and industrial production, foundations and
commercial production agencies. Holiday Inn Civic
Cenler, San Francisco.

Feb. 12—Iilinois Broadcasters Association sales
caravan, Southern lllinois University, Carbondale, I,

Feb. 12—Presentation of 1985 Heart 1o Child Humani-
tarian Award. Recipient: Robert Bennett, president, Me-
tromedia. Waldorf Astoria.

Feb. 12-13—Wisconsin Broadcasters Association an-
nual winter convention and legislative reception/din-
ner. Concourse hotel, Madison, Wis.

Feb. 13—Golden Jubilee Commission on Telecom-
munications first conference, “The Impact of Govern-
ment Regulation on the Introduction of New Telecom-
munications Technologies.” Mayflower hotel, Washing-
ton. Information: (202) 955-4687.

Feb. 13lliinois Broadcasters Association sales
caravan. Sangamon State University, Springfield, Ill.

Feb. 13—"Women at the Top,” series sponsored by
American Women in Radio and Television, Washing-
ton chapter. Topic: lobbying. National Association of
Broadcasters, Washington.

Feb. 13—Ohio Association of Broadcasters Toledo
managers’ luncheon. Toledo Club, Toledo, Ohio.

Feb. 13-May 8—"The Video Marketplace: A Compre-
hensive Examination,” program oftered by New York
University, School of Continuing Education. NYU
campus, New York.

Feb. 14—/llinois Broadcasters Association sales
caravan. Bradley University, Peoria, Il

Feb. 14-17—Howard University’s 14th annual com-
munications conference, “Communications and Devel-
opment.” Howard University campus, Washington.

Feb. 15—/llinois Broadcasters Association sales
caravan. Brandywine Inn, Dixon, H.

Feb. 15—Deadline for entries in Clarion Awards, spon-
sored by Women in Communications. Information:
WICI, PO. Box 9561, Austin, Tex_, 78766.

Feb. 15-16—Society of Motion Picture and Television

Communications

10880 Wilshire Boulevard 875 Third Avenue
Los Angeles, California 90024 New York, New York 10022
(213) 474-3500 {212) 832-3666

@ﬁ@y B TURGE

A professional's guide to the intermedia week {Jan. 14-20)

Network television O ABC: The Hearst and Davies Affair {dramatization), Monday 9-11
p.m.; Super Bowl XIX (pre-game 4-6 p.m., kickoff 6-9 p.m., post-game 9-10 p.m.}, Mac-
Gruder and Loud* (romantic comedy/drama series), Sunday 10-11 p.m. CBS: Not My Kwd
(drama), Tuesday 9-11 p.m. NBC: The E zecution (drama), Monday 9-11 p.m.; Jump! (enter-
tainment special), Wednesday 9:30-10 p.m. PBS (check local times): National Geographic:
“Land of the Tiger” (nature special}, Wednesday 8-9 p.m.; In Search of Excellence (docu-
mentary), Wednesday 9-10:30 p.m.; Water Garden (documentary}, Wednesday 10:30-11
p.m.

Network radio O CBS Radio Network: Super Bow! XIX (live coverage), Sunday 5:50 p.m.-
end.

Cable O Arts & Entertainment: Icebound in the Atlantic: Shackleton (two-pan adventure),
concluding Wednesday 8-10 p.m.; La Fille Mal Gardee (comic ballet), Thursday 3-10:45
p.m. C-SPAN: Presidential inauguration opening ceremonies {live coverage), Friday begin-
ning 6 p.m. Lifetime: Hot Properties* {(weekday entertainment magazine}, beginning Mon-
day 7-8 p.m.; America Talks Back* (weekday talk show}, beginning Monday 9-10 p.m. WTes
Atlanta: On the 8th Day (documentary), Monday 8-9:05 p.m.; Freeman Reports: Special
Edition (panel discussion), 9:05-10:30 p.m.; Images (fashion video special), Saturday
10:05-11:05 p.m.

Play it Again O ABC: Who Will Love My Children? (Grama), Thursday 8-10 p.m.

Museum of Broadcasting O (1 East 53d Street, New York): The Instant Replay: A Screening
of Super Bowls II and 111, criginal taped broadcasts plus short history of sports on television,
Tuesday-Saturday Hallmark Hall of Fame: A Tradition of Excellence, examination of key
role sponsor has played in development of programing, focusing on 14 dramatic themes,
Friday through April 18. A Tribute to Thames Television, 60 hours of programing, now
through Jan. 31, 1985. Charlie Broun—A Boy For All Seasons: 20 Years on Television,
retrospective featuring all 26 Peanuts animated specials, as well as newer Saturday morning
material, Peanuts commercials and videotaped interviews with creator Charles Shultz, pro-
ducer Lee Mendelson and animator Bill Melendez, now through Jan. 31. For information and
ait times call (212) 752-7684.

* indicates premiere episode
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Jan. 26-29—Radio Advertising Bureau'’s Manag-
ing Sales Conference. Amfac hotel, Dallas.

Jan. 30-Feb. 1—25th annual Texas Cable Show,
sponsored by Texas Cable TV Association. San
Antonio Convention Center, San Antonio, Tex.

Feb. 3-8 National Religious Broadcasters 42d
annual convention. Sheraton Washington, Wash-
ington.

Feb. 15-16-Society of Motion Picture and Televi-
sion Engineers 19th annual television conference.
St. Francis hotel, San Francisco.

March 7-9—16th annual Country Radio Seminar,
sponsored by Country Radio Broadcasters Ine.
Opryland hotel, Nashville.

March 14-17—First NATPE International pro-
duction conference. New Orteans Hilton, New Or-
leans. tnformation: (212) 949-9890.

March 26-27—Cabletelevision Advertising Bu-
reau’s fourth annual cable advertising conference.
Sheraton Center, New York.

April 14-17—National Association of Broadcast-
ers annual convention. Las Vegas Convention Cen-
ter, Las Vegas. Future conventions: Dallas, April 13-
16, 1986; Dallas, March 29-April 1, 1987; Las
Vegas, April 10-13, 1988; Las Vegas, April 30-May
3, 1989; Dallas, March 25-28, 1990, and Dallas,
April 14-17, 1991,

April 20-25 20th annual MIP-TV, Marche Inter-
national des Programmes, international TV pro-
gram marketplace. Palais des Festivals, Cannes,
France.

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

May 7-11—American Women in Radio and Televi-
siom annual convention. New York Hilton. Future
convention: May 27-31, 1986, Loew's Anatole, Dal-
las.

May 11-15—Broadcast Financial Management
Associgtion/Broadcast Credit Association 25th an-
nual conference. Palmer House, Chicago. Future

Majeir IMeetines

conterences: April 27-30, 1986, Century Plaza, Los
Angeles, and April 26-29, 1987, Marriott Copley
Place, Boston.

May 12-15—NBC-TV annual affiliates meeting.
Century Plaza, Los Angeles.

May 15-18—.American Association of Advertising
Agencies annual meeting, Greenbrier, White Sul-
phur Springs, W Va.

May 15-18—Public Broadcasting Service/Nation-
al Association of Public Television Stations annu-
al meeting. St. Francis hotel, San Francisco.

May 18-22_CBS-TV annual affiliates mesting.
Fairmont hotel, San Francisco.

May 18-23 —National Public Radio annual con-
vention. Marriott City Center, Denver.

June 2-5National Cable Television Association
annual convention, including National Cable Pro-
graming Conference. Las Vegas Convention Cen-
ter, Las Vegas. Future conventions: March 16-19,
1986, Dallas, and May 17-20, 1987, Las Vegas.

June 6-8—Broadcast Promotion and Marketing
Executives/Broadeast Designers Association an-
nual seminar. Hyatt Regency, Chicago. Future con-
ventions: June 11-15, 1986, Loew's Anatole, Dallas;
June 10-14, 1987, Peachtree Plaza, Atlanta, and
June 8-12, 1988, Bonaventure, Los Angeles

June 6-12—Montreuz 1985, 14th Intemational
Television Symposium and Technical Exhibition.
Montreux, Switzeriand. Information: PO. Box 97,
CH-1820 Montreux, Switzerland.

June 8-12—American Advertising Federation na-
tional convention. J.W. Marrictt, Washington. Future
convention: June 14-18, 1986, Hyatt Regency Chi-
cago.

Aug. 4-7—Cable Television Administration and
Marketing Society 11th annual conference. Fair-

mont hotel, San Francisco.

Aug. 8-Sept. 14-—Space WARC, first of two ses-
sions to develop plan for space services in geosta-
tionary orbital arc. Some 150 countries expected to
attend. Second session of World Administrative
Radio Conference scheduled for October 1988.
Geneva.

Aug. 25-27—Eastern Cable Show, sponsored by
Southern Cable Television Association. Georgia
World Congress Center, Atianta.

Sept. 11-14—Second annual Radio Convention
and Programing Conference, jointly sponscred by
National Association of Broadcasters and Nation-
al Radio Broadeasters Association. Dallas Con-
vention Center, Dailas.

Sept. 11-14—Radio-Television News Directors
Associgtion intemational conference. Opryland,
Nashville. Future convention: Sept. 10-13, 1986,
Anatole, Dallas.

Sept. 18-20—Atlantic Cable Show. Atlantic City
Caonvention Center, Atlantic City, N.J. Information:
(609)848-1000.

Oct. 27-Nov. 1—Society of Motion Picture and
Television Engineers 1271h technical conference
and equipment exhibit. Convention Center, Los An-
geles.

Nov. 10-13—Association of National Advertisers
annual meeting. Boca Raton hotel, Boca Raton,
Fla.

Nov. 20-22Television Bureau of Advertising
31st annual meeting. Anatole, Dallas. Future meet-
ings: Nov 17-19, 1986, Century Plaza, Los Ange-
les, and Nov 18-20, 1987, Washington Hilton,
Washington.

8 Dec. 4-6—Westem Cable Show, sponsored by
California Cable Television Association. Anaheim
Convention Center, Anaheim, Calif.

® Jan. 17-22, 1986 —-NATPE International an-
nual convention. New Orleans Convention Center,
New Orleans. Future convention: Jan. 24-27, 1987,
New Orleans.
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PLEASE PRINT

THE UNIVERSITY
OF CHICAGO
ANNOUNCES THE

ellowships in

ournalism

Sponsored by
The William Benton Foundation

The William Benton Fellowship Program at The University of Chicago,
now entering its third year, provides a unique opportunity for professionals—
television and radic reporters, news executives, producers, writers—to ex-
pand their expertise on essential issues, free from deadline pressure.

Each Fellow works with a faculty adviser to develop an individualized aca-
demic program of course work in such fields as law, economics, religion, and
public policy. The Fellows participate in a weekly seminar dealing with such
fundamentals as First Amendment issues. They also meet and exchange ideas
with national and international leaders in media, government, business, educa-
tion, and other fields of public policy.

Stipends are normally equivalent to full-time salary for the six-month period
of the Fellowship. The Foundation covers tuition and travel costs. University
personnel assist with local arrangements for Fellows and their families.

The application deadline is March 1. Fellows will be notified by June 1.
The 1985-86 Program begins September 23, 1985.

To receive a brochure and application form, mail this coupon to:
Director, William Benton Fellowships, The University of Chicage,
1101 East 57th Street, Chicago, lllinois 60637.

NAME

TOTAL YEARS OF PROFESSIONAL EXPERIENCE

STATION/NETWORK

ADDRESS
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CHICAGO

SAN FRANCISCO

DETROIT
DALLAS
MIAMI
MINNEAPOLIS
ATLANTA
TAMPA

ST. LOUIS
DENVER
SACRAMENTO
BALTIMORE
WATERBURY
PHOENIX
PORTLAND
SAN DIEGO
KANSAS CITY
NASHVILLE

America’s

~ favorite cop
is locking em up

1.

Already confirmed...

WGN-TV
KTVU
WDIV
KDFW-TV
WCIX
KITN-TV
WGNX-TV
WTOG
KTVI
KMGH-TV
KTXL
WBAL-TV
WTXX
KPHO-TV
KOIN-TV
KGTV
KSHB-TV
WSMV

ORLANDO
NEW ORLEANS
BUFFALO
COLUMBUS

OKLAHOMA CITY

BIRMINGHAM
GRAND RAPIDS
HARRISBURG
NORFOLK
SYRACUSE
ALBUQUERQUE
FRESNO
GREEN BAY
AUSTIN
JOHNSTOWN
BURLINGTON
LAS VEGAS

WOFL
WGNO-TV
WIVB-TV
WBNS
KOKH-TV
WVTM-TV
WZZM-TV
WHTM-TV
WAVY-TV
WTVH
KOB-TV
KSEE
WBAY-TV
KVUE-TV
WIJAC-TV
WVNY
KTNV-TV

A Four D Production distributed by

MADISON
PEORIA

FT. MYERS
MONTGOMERY

SANTA BARBARA

BINGHAMTON
EUGENE
RENO

ERIE

BOISE
BAKERSFIELD
MEDFORD
ARDMORE

EL CENTRO
EUREKA

PALM SPRINGS
SAN ANGELO
CANTON

WMTV
WRAU-TV
WBBH-TV
WKAB-TV
KEYT
WBNG-TV
KVAL-TV
KCRL
WIET-TV
KBCI-TV
KERO-TV
KTVL
KTEN
KECY-TV
KVIQ
KESQ
KLST
WAKC-TV
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V-U swaps

EDITOR: In response to your editorial, “Mon-
ey Talks,” which appeared in your Jan. 7
issue, Hubbard Broadcasting is now and al-
ways has been a believer in and a supporter
of the free marketplace.

Today the country has the opportunity for
locally controlled public TV stations and pri-
vately controlled commercial TV stations to
decide between themselves what would best
serve their communities via a marketpiace
alternative,

Please be assured that if a competitor of
ours comes to an agreement with a public
station for a change of facilities, Hubbard
Broadcasting will act true to form, We will
figure out how better to compete rather than
ask the government for protection.

1t is the free marketplace that made broad-
casting, and it is adherence to the spirit of the
free marketplace that will expand upon and
improve broadcasting’s service to the
American public.—Stanley S. Hubbard,
president, Hubbard Broadcasting, St. Paul,
Minn.

Skeptical

Eprmor: An FCC official circulated an inter-
nal memorandum, according to the New
York Times, on cutting phone costs and to
make sure employe calls “are for official use
only.” The memo stated: “As you know, de-
regulation of the telecommunications in-
dustry has increased the cost of telephone
service in the government.”

Strange. I remember that the commission
sent an 11-member delegation to mainland
China for two weeks “to study telecommuni-
cations.” One would have thought that the
delegation would have brought back a few
cost-cutting ideas. I guess I'm still not sure
what benefits that two-week “study” con-
ferred upon the American taxpayer or the
industries the FCC regulates.—Jerome Gill-
man, president and gemeral wmanager,
wost(FM) Woodstock, N.Y.

Declaration of war

EDITOR: Now that the FCC has confirmed
689 new radio allocations under the 80-90
docket, the question is, where are the rev-
enues coming from to support the radio in-
dustry?

We in radio have been researched to
death, and our audiences have been picked
apart with a fine tooth comb and micro-
scope, to a point that we now have target
formats for homosexuals with one kid and
lesbians with two kids, Whose fault is that?
It’s ours. We let it happen as we were in-

. duced by the big agencies and big adver-
tisers to supply them with research.

But where are the most advertising dollars

&

spent year in and year out? In newspapers.
And what kind of research do the big adver-
tisers and giant advertising agencies require
of the newspaper industry. None. Just who
knows what their demographics are, what

audience mix they have nowadays?
RAB, MEBA, NAB, and any other letters
that come out of the broadcasting woodwork
must have guts to declare war on newspa-
pers, How?

1. Sell and keep requestion that the large
retail advertisers using newspaper require
the newspaper industry to become more ac-
countable for audience (readership) demos.

2. Sell and keep selling large agencies that
they must require the newspaper industry to
become more accountable, not just shotgun
with circulation figures.

3. Develop (spend money and keep
spending money) our own newspaper I¢-
search allowing it to be compared with the
finite broadcast research information avail-
able. (We will win every time.)—Les C.
Rau, president, WIMAAM)-WIMT(FM) Lima,
Ohio

Dissenting opinion

EDITOR: In his “Open Mike” (BROADCAST-
ING, Dec. 10), David Honig, attorney for the
National Black Media Coalition (NBMC),
finds it ironic that the American Legal Foun-
dation is “leading the charge to undo New
York Times v. Sullivan.” The true irony,
however, is not that the American Legal
Foundation is championing the legitimate re-
putational interests of individuals, but that
Honig supports what is perhaps the major
legal impediment to media responsibility
while he simultaneously uses FCC licensing
regulations on behalf of NBMC to foster
NBMC’s own color-conscious version of
“broadcaster’s responsibility” in the area of
licensee programing.

The American Legal Foundation’s advo-
cacy of greater legal protection for defama-
tion victims i$ entirely consistent with the
Anglo-American legal tradition. Moreover,
ALFs position is finding increasing support
not only in courts and state legislatures but
also with the public at large. This is much
more than can be said for Honig’s and
NBMC’s own legal actions against small
broadcasters, which, in our view, constitute
a radical and totally unsupportable abuse of
the FCC’s licensing process and seek to deny
those broadcasters their First Amendment
rights. )

Most supporters of New York Times seck
to preserve media unaccountability and, to
be consistent, oppose any governmental ef-
forts to dictate programing content. Honig
and NBMC, however, take the questionable
position that media accountability is proper
only when it serves their own special interest
group’s narrow purposes.—John Martin, as-
sistant director, American Legal Founda-
tion, Washington,
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Engineers 19th annual television conference. St. Fran-
cis hotel, San Francisco.

Feb. 16—"A Field Guide to the Electronic Media,”
course offered by New York University, School of Con-
tinuing Education. NYU campus, New York.

Feb. 18—Deadline for entries in Athens Intematicnal
Film Festival, sponsored by Athens Center for Film
and Video. Athena Cinemas, Athens, Ohio.

Feb. 19—0Ohio Association of Broadcasters general
sales workshop. Hilton Inn East, Columbus, Ohio.

Feb. 20—Deadline for entries in International Read-
ing Association’s Broadcast Media Awards for “out-
standing television and radio programing related to
reading, literacy or promoticn of the lifetime reading
habit.” Information: {302} 731-1600.

Feb. 21—16th National Abe Lincoln Awards, spon-
sored by Southern Baptist Radio ard Television Com-
mission. Will Rogers Memorial Center, Fort Worth. infor-
mation: (817) 737-4011.

Feb. 21—Ohio Association of Broadcasters Cleveland
managers’ luncheon. Bond Court hotel, Cleveland.

Feb. 21-22—Broadcast Financial Management Azso-
ciation/Broadcast Credit Association board of direc-
tors meetings. Century Plaza, Los Angeles.

Feb. 22-24—Okichoma Association of Broadcosters
annual winter meeting. Sheraton Kensington, Tulsa,
Okla.

Fob. 25-27—Television Bureau of Advertising/Ster-
ling Institute managing sales performance program
for sales managers. Sahara. Las Vegas.

Feb. 26—Pennsylvania Association of Broadcasters
winter conference and Gold Medal dinner. Marriott inr,
Harrisburg, Pa.

Feb, 27—American Women in Radio and Television,
Washington chapter, bi-annual salute 1o new members
of Congress. Russell Senate Office Building, Caucus
Room, Washington.

Feb. 27—Television Bureau of Advertising regional
sales training conference. Americana Dutch Resort,
Orlando.

—

March

March 5-8—Ohio Association of Broadcasters con-
gressional dinner. Hyatt Regency, Capitol Hill, Washing-
ton.

March 7-9—16th annual Country Radio Seminar, spon-
sored by Country Radio Broadcasters Inc. Opryland
hotel, Nashville.

March 8—International Radio and Television Society
45th anniversary/Gold Medal banquet, honoring Ralph
Baruch, chairman, Viacom Intemational. Waldorf As-
toria, New York.

March 13—American Women in Radio and Televi-
sion 10th annual Commendation Awards luncheon.
Waldorf-Astoria, New York.

March 14-15—-Oklah AP Broadcast
convention. Marriott, Tulsa, Okla.

Efgatal’

Jack Donahue, VP, Western division, Col-
bert Television Sales, Los Angeles, joins
Tribune Entertainment Co. there as
Western division sales manager, not
Telepictures as incorrectly reported in
“Fates & Fortunes,” Dec. 31.

(m]

In item about blll that would mandate
national uniform poll closings in 1988
general election (“Closed Circuit,” Jan.
7), times of poll openings and closings
on coasts were transposed. As contem-
plated, legislation would keep all polis
open 15 hours, 8 a.m. to 11 p.m. on East
Coast and 5 a.m. to 8 p.m. on West
Coast.

8 annual
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The BIG DEAL of '84-'85.
The BETTER DEA or '85-'86.




For thirteen years, ‘‘Let’s Make A Deal” dominated the network line-ups as a
ratings success and demographic hit.

Now, “Deal” is back in syndication and performing better than ever. With
impressive numbers and substantial growth over previous programming, it’s

no wonder that stations across the country are already renewing this
proven hit for year #2.
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A cable television regulation commentary from Victor Ferrall Jr., Crowell & Moring, Washington

Must-carry rule:
Should it stay
or should it go?

There is some enthusiasm in officialdom for
doing away with cable compulsory licensing
and cable requirements, and relying instead
on the “marketplace.” Compulsory licensing
and must-carry are seen as two sides of the
same coin by those who hold this point of
view. There are many reasons why this is not
the case. The purpose of this “Monday
Memo” is not, however, to rehash the argu-
ments for doing away with compulsory li-
censing and preserving the must-carry rule,
but rather to explore what “the marketplace”
means in connection with compulsory li-
censing and must-carry.

Few phrases are more frequently misused
by regulators than “the marketplace.” The
implication of the “let the marketplace de-
cide” slogan is that the marketplace is a good
thing and that it works in ways that inevita-
bly enhance the economic well-being of con-
sumers. This is often not the case. The mar-
ketplace gives us free competition, but it
also produces monopoly, price-fixing, in-
dustrial espionage, false advertising, decep-
tive selling and other unsavory and undesira-
ble activities.

There are, of course, many different mar-
ketplaces. The first step in deciding whether
to let the marketplace decide is to figure out
which marketplace is relevant to the issue at
hand. This is frequently difficult. The rel-
evant market must be defined not only geo-
graphically, but also by product or service.

Many regulators who call for reliance on
“the marketplace” assume they know which
marketplace is relevant when, in fact, they
do not. The marketplace is not like pornog-
raphy which, Justice Stewart observed, may
be impossible to define, but “you know it
when you see it.” There is no such intuitive
knowledge of the marketplace. Identifying
the relevant marketplace requires analysis.

What are the relevant markets which
would operate were compulsory licensing
and the must-carry rule eliminated? For
compulsory licensing, the answer is relative-
ly simple. It is the marketplace in which
owners of television programs would seek to
sell their programs to cable operators. The
television program market is a national mar-
ket. It is in place, fully developed, and func-
tioning smoothly. Deletion of compulsory li-
censing would simply bring new buyers into
it.

The marketplace that would take over
were the must-carry rule deleted is less obvi-
ous. Geographically, the franchise area of
each cable system would be a separate mar-
ket. The buyers and sellers in each of these

Victor E. Ferrall Jr. is a senior partner in the
Washington law firm of Crowell & Moring and
heads its communications group. He and his
firm are active in antitrust litigation and
counseling in the broadcast and cable
industries. Ferrall is the former chairman of the
American Bar Association Antitrust Section's
Communications Subcommittee of its
Regulated Industries Committee.

local markets would be the cable system and
the local television stations. But what is the
product or service that would be sold in these
local markets, were the must-carry rule de-
leted? It would appear, at first glance, to be
local television signals. This appearance is
an illusion.

Local television signals are available free
to local viewers. Cable systems do not and
could not sell them to subscribers, any more
than they could sell sand at a beach. Insofar
as local signals are concerned, what a cable
operator actually provides subscribers is the
service of not not offering local signals. That
is, the operator does not take away local
signals from his subscribers. Thus, the rel-
evant service that would be bought and sold
by cable systems and local stations in the
marketplace, were the must-carry rule elimi-
nated, would be the “service” of refraining
from denying local signals to local viewers.

This sounds silly, but it is not, Make no
mistake about it; were the must-carry rule
deleted, a real marketplace would be cre-
ated. Cable system operators would negoti-
ate with local station licensees. Negotiations
would be fierce. Not being blocked by cable
from reaching local viewers is worth a great
deal of money to local stations. Not having
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to explain to subscribers why they are not
receiving at least some local signals which
are free over the air is of significant value to
cable operators.

Were the must-carry rule eliminated, a
great deal of money would doubtless change
hands at the bargaining table between cable
operators and local stations. Who would pay
whom, however, would depend on the rela-
tive bargaining strength and negotiating skill
of the parties. One can reasonably speculate
that dominant local network affiliates would
likely receive substantial payments from ca-
ble operators in return for permission to car-
ry. New, weak, independent stations, on the
other hand, would probably have to make
substantial payments to cable operators in
return for carriage. Other stations would fall
somewhere in between.

Note also that some local stations would
be willing to pay cable operators not to carry
a competing local station. In a fully wired
market, for example, what would it be worth
to an established independent station to keep
the signal of a new independent off all cable
systems in the market? Doubtless, it would
be worth a great deal. Would an agreement
between a station and a cable operator to
keep a competing station off cable violate
the antitrust laws? Doubtless it would. But
what a paradox it would be to rely on a
marketplace where accepting the highest bid
could, in itself, violate the antitrust laws.

And what a foolish result it would be to let
such a marketplace decide. How would the
economic well-being of our nation be im-
proved by requiring stations to pay for ac-
cess to their existing viewers, or by requir-
ing cable systems to pay for the privilege of
offering their subscribers something they al-
ready have? The very best result such a neg-
ative marketplace could yield would itself be
negative—that no station or cable system
would be unjustly enriched, no station or
system would be economically harmed, and
most important, no local viewer would be
denied local service.

Is the A/B switch the answer to all this? If
the A/B switch (1) worked, (2) provided
comparable signals and (3) was fully used by
viewers, it might provide some relief to local
stations. But, to the extent these conditions
were not met—and they most assuredly
would not be in the case of single-channel
receivers recently authorized by the FCC—
local stations not carried on the cable would
remain second-class citizens. Even with the
A/B switch, there would still be only one
way for local stations to insure that they
reached local subscribers: to be on the cable.

The elimination of useless regulation is in
the public interest; but the must-carry rule is
not useless. The rule makes economic sense;
“letting the marketplace decide”does not. &
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WORLD TELEVISION PREMIERES!
MINI-SERIES FROM ORION.

THE SECRET OF THE
BLACK DRAGON

The action-filled epic of adventurer Kilian von
Roggenburg’s perilous journey in search of a
trade route to Asia, and his discovery of a
mysterious river of gold, The Black Dragon.
Starring: Julian Glover, Tommi Ohrner,

Ritza Brown. (A Five-Hour Mini Series)

LOUISIANA

An unforgettable romantic adventure
spanning the American Civil War and

the French Revolution.

Starring: Margot Kidder, lan Charleson,
Lloyd Bochner. (4 Six-Hour Mini Series)

THE BLOOD OF OTHERS

The saga of a consuming love affair and the
heroism it inspired, set against the dangerous
war torn years in Nazi-occupied France.
Starring: Jody Foster,Michael Ontkean,

Sam Neill. (A Four-Hour Mini Series)

NSLEE VIS/ ON SYNDICAT/ON
SEE USAT NATPE 590 POWELL STREET, MOSCONE CENTER
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THE NEXT HORIZON

The nonnetwork program marketplace
is being put through its paces with a
vengeance these first few weeks in
January. No sconer had the spotiight
faded on the fasociation of
Independent Television Stations
convention in Los Angeles than the
lights went up at the 22d annual
NATPE International convention in
San Franciaco. Although the INTV
programing marketplace was a
disappointment o many, early
indications pointed to a more upbeat
performance at NATPE. On numbers
alone it had the advantage, with an
expected 7,000 delegates to INTV's
1,200. NATPE President John von
Soosten of Katz Television was
anticipating 220 exhibitors, up from
203 lagt, year, and an exhibit hall up
47%—from 85,000 square feet last
year to 128,000 this year.

Several thousand people attended
NATPE's opening reception Thursday
night sponsored by King World. The
party spanned four ballrooms and
reportedly cost $100,000. An indication
of how far NATPE has come over the
years: It was noted that 84 people
attended the first NATPE 22 years ago,
while there were 280 people just in the
cast and crew of the Thursday party.

Those shopping for new programs
will find the shelves well stocked this
year. Accor:iing o Katz Television,
there are 11 new first-run half-hour
strips for the fall of 1985, on top of 35
half-hour strips already available. Katz
also counted R0 new first-run weekly
gertes ready for the fail, 11 new
talk/magazine shows and 13 new
children’s programs.

BRo~1a:aTING's coverage of INTV
begins on page 130; its coverage of
NATPE's opening rmoments begins
below, while the NATPE agenda and
exhibitor list appear on page 78.

San Francuscos Moscone Center: host to NATPE

Broadcast regulation: backstage view

NATPE session features Washington
insider reports on congressional
and other actions affecting Fifth Estate

The issue of congressional intrusion into
FCC decisions was front and center during
the opening general session of the NATPE
convention in San Francisco last Friday. It
was billed as an insider’s view of Washing-
ton and addressed some of the more pressing
legislative and regulatory issues of 1984 and
1985. Featured: FCC Commissioners Henry
Rivera, James Quello and Dennis Patrick,
along with Senator Pete Wilson (R-Calif.)
and Washington communications attorney
John Lane of Wilkes, Aris, Hedrick &
Lane.

Nineteen eighty-four, observed moderator
Michael Gardner of Akin, Gump, Strauss,
Hauer & Feld, was perhaps the most pro-
found in terms of the development of com-
munications policy since 1952, when the
FCC issued its Sixth Report and Order estab-
lishing the current TV allocations system.
Gardner referred primarily to the controver-
sy over the FCC'’s financial interest and syn-
dication rules and the commission’s action
on its multiple ownership rules—the first of
several prominent issues on which Congress
made its will felt.

Gardner emphasized the congressional in-
terest. And Wilson, a major player in the
debate over the FCC’s ownership rules, de-
scribed what occurred between Congress
and the FCC on the rules as “a good consul-
tation.” (It was a consultation later described
by Quello as “Wilson threw an absolute
steamroller at us.”) Moreover, Wilson was
quick to point out, the FCC is “the creature
of Congress,” and is supposed to be inde-
pendent only of the executive branch. Wil-
son commended the commission for the de-
cision and praised Commissioner Mimi
Dawson for being the “real architect” who
came up with the reach formula finally
adopted. Wilson went on to say he hoped at
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least seven or eight entities will soon achieve
a reach comparable to the networks.
Indeed, the congressional intrusion may
have been resented, but the view from the
commissioners was not all that hostile. “The
distinction between intrusion and construc-
tive input depends on your point of view,”
said Patrick. However, on some issues “it’s
appropriate and predictable that Congress
should intrude,” he added. Moreover, ‘“the

FCC is a creature of the Congress,” Lane
added.
Congress, Rivera followed, “is a major

player in the process and we ought to recog-
nize that.” Quello agreed. In the future, he
hoped to see the FCC develop a closer rela-
tionship with Congress.

Repeal of the FCC’s financial interest and
syndication rules, according to the panel, is
not likely to be revisited by the commission.
“As far as financial interest and syndication
is concerned it’s on the back burner. There’s
no support at the commission to bring it up,”
Quello said. Patrick, on a lighter note, ob-
served: “I was not personally involved in the
financial interest and syndication issue and 1
thank God for that every night.” But in a
more serious vein, he said, “it’s definitely on
the back burner and it will stay there.” Now
is the time, he continued, to “sit back and
monitor the impact of the 12-station rule.”

One aspect of the new ownership rules
that generated debate among the panelists
was the minority discount. It’s a concept en-
dorsed by Rivera and Quello, but an idea
Patrick does not support. Rivera noted there
was a lot of discussion over whether or not
the 51% discount for minorities was too
much or unrealistic. It’s important to keep in
mind, Rlvera added, that this is “not cast in
stone.” And, he continued, the commission
will be instituting a further rulemaking on
the matter.

Patrick emphasized that he shared the
same goals as Rivera but differed on how to
accomplish them. The ownership rules, Pat-
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rick insisted, *“‘are not the proper vehicle to
attempt to structure these incentives.” Fur-
thermore, he added, “I am uncomfortable
with the mechanism chosen which focuses
on race alone.” It is a mechanism, Patrick
argued, that ignores the more important is-
sue of diversity.
Quello,on the other hand, supported a mi-
, nority discount. However, he expressed
some concern with the concept. “How long
do we have to go on with this thing? If we
have policies for one group it raises the
chances of hostility from another group.
Eventually we have to reach a millennium
where we’re all on a level playing field.”
The FCC’s proposed inquiry into the fair-
ness doctrine and equal time rules was an-
other matter that occupied the panel. Patrick
said the FCC should examine the rules.
Quello said the faimess doctrine should be
“repealed.” However, he added, “if you
want my honest guess, it won’t be.”
Rivera was reluctant to tackle the issue.
He felt it was a statutory matter and that the

FCC should leave it alone.

Lane defended the doctrine. “It is terribly
important to the whole political process. The
doctrine is really the only guideline the com-
mission has for the broadcaster..”

But Wilson, on the other hand, was sym-
pathetic to broadcaster interest in repeal of
the rules. “It may be time to re-examine
them,” he said. The California senator also
appeared to share broadcasters’ views on the
issue of a ban on beer and wine commer-
cials. Wilson felt 2 ban was not the best
approach. He advocated dealing with the
problem of drunk driving through education
and stricter law enforcement. “It’s doubtful
in the extreme that a ban on TV commeri-
cials would really produce any significant
change. It doesn’t induce people to take up a
habit they already have. T don’t think the
causal relationship between beer and wine
can be established.”

The threat of a ban is very real, Quello
said. He urged broadcasters “not to take this
issue for granted.” (W]

Valenti predicts

MPAA president tells NATPE that
economic realities will force
growth of home box office;
piracy also on producers’ minds

&
Jack Valenti, president of the Motion Picture
Association of America, last week peered
into the future of the home video retail mar-
ketplace (being Jack Valenti, master of the
florid phrase, he promised to “exhibit a pri-
mordial arrogance, undeflected by shame™)
and said that pay per view will soon become
ihe favored choice of producers and distribu-
tors in marketing their creative material.

Valenti was delivering the keynote ad-
dress at the annual NATPE International
convention in San Francisco. But if he sees
PPV as the response to existing economic
irmperatives, there remain other problems to
confronting the creative community—the
piracy of producers’ programing, for in-
stance,

The basis of Valenti’s forecast regarding
PPV is that so long as prerecorded cassettes
cannot be offered in the market for sale only
and home video remains a rental business
“with loss of control of that material by those
who produced it, the home video retail mar-
ket will be stunted.” Producers and distribu-
tors, he said, will seek new ways to give
their product longer life. “The most alluring
way is PPV,” he said, adding, “I predict that
pay-per-view will soon become a favored
alternative choice for producers/distributors
in the sequential marketing of creative mate-
rial.” He sees PPV being inserted in the mar-
keting chain after theatrical release, with
home and pay cable services following.

But if the home video retail environment
miust, as Valenti says, “bend to what is real

“in the marketplace,” the necessary equip-
ment remains to be installed in American
homes. He said there are between five mil-
lion and six million addressable cable homes
(those equipped to receive PPV) and that
some experts say the total could reach nine

increase in PPV

million this year, perhaps 20 million by mid-
1988. The most optimistic prediction he
cited calls for 40 million PPV homes by
1995.

Overall, he said, forecasters talk of 55
million to 60 million cable subscribers at the
beginning of the 1990’s (compared to 36
million today}, with 50 million or more on at
least one pay service. He also said that up to
60 million VCR’s will be in American
homes within 10 years and that most house-
holds by that time will be equipped with
remote-control tuning devices. All of which,
Valenti said, will turn viewers into pro-
gramers who make the programing and
scheduling decisions now made for them,

For all of that, he does not foresee the
demise of network television. The reason,
he said, is that network budgets for program-
ing “are sufficiently high to certify its qual-
ity.” He also said the multiplicity of program
delivery services has no connection with
what a family watches. “Every survey taken
in the past year,” he said, “reveals that with a
hundred channels, families use no more than
six or seven. Availability does not define
acceptance.”

As he has on many other occasions, Va-
lenti stressed his view of the importance to
the production community of protection
against copyright infringement: “We will
have to form a coherent answer to what most
of us perceive as a loose fibered copyright
shield, cracking and shattering under no-
tions that whatever is transported through
the sky can be fetched down, used, copied,
enjoyed as if it were public property and not
privately owned.” He said Congress must
act to provide the necessary protection—and
on that score, he appeared optimistic. He
said he sees “a growing number of congress-
men and senators with a clearer understand-
ing of the worth of intellectual property as a
great American trade asset” and that “those
of us who make this case are becoming the
bearers of recognized truth.” O
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Game shows ride
a wave of
popularity at INTV

Led by ‘Wheel of Fortune,’ genre
attracts the most attention at

a convention marked by complaints
of too little new programing

The 66 program distributors who filled two
floors of Los Angeles’s Century Plaza during
the Association of Independent Television
Stations 12th annual convention found the
traffic ranged from mediocre to poor. Their
disappointment was matched only by that of
their clients, who complained that as new
programing choices go, 1985 does not yet
have the makings of a vintage year.

As both the program distributors and pro-
gram buyers packed their bags and headed
north to San Francisco for NATPE, they will
find upon arrival that a number of new syn-
dicated shows have a firm foothold for a fall
1985 launch. And while INTV did not put
any of those shows over the top—that status
achieved by a fortunate few in the weeks
leading up to INTV—the activity surround-
ing a few program distributors confirmed
who would be the odds-on favorites at
NATPE.

A number of factors contributed to a less
than robust programing market at INTV,
Distributors said the nearly coincidental
dates with NATPE robbed them of some ac-
tivity. Some blamed Sunday’s football play-
offs, when distributors switched the moni-
tors in their rooms to network coverage, and
the hallways suddenly resembled a Spanish
town during afternoon siesta.

The observation that in many cases pro-
gram distributors were not clicking with in-
dependent station buyers was noted by Bob
Jacquemin, executive vice president, Para-
mount Television Domestic Distribution. In
a closed-door meeting with INTV’s board,
he suggested that representatives from pro-
gram suppliers meet at midyear with INTV
to discuss the kind of programing indepen-
dents need. This would give the suppliers
sufficient lead time to develop programing
for independents before INTV’s annual Jan-
uary meeting, he explained.

Game shows (more than a dozen) are the
dominant category of new syndicated prod-
uct. King World’s Wheel of Fortune remains
the leading game show in access, but with
Viacom’s Family Feud, the other major ac-
cess game show, trending downward, dis-
tributors have begun jockeying for a replace-
ment.

The leading contenders for access appear
to be The Price is Right, from Television
Program Source (the Columbia Pictures Te-
levision/Alan Bennett/Bob King joint ven-
ture) and Chuck Barris’s The New Newlywed
Game, Pricereceived a valuable boost before
INTV from a four-station NBC O&O deal.
Meanwhile, The New Newlywed Game, has
cleared about 50 markets including access
pericds on WNBC-TV New York, KCOP-TV
Los Angeles, KYW-Tv Philadelphia and
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KBHK-TV San Francisco, said Richard Bom-
pane, Midwest sales manager for Bel-Air
Sales, Barris’s distribution arm.

One distributor who believes he is making
headway in the game show wars is Gary
Gannaway, president of Genesis Entertain-
ment. Genesis, along with Colbert Televi-
sion Sales, launched the syndication of Sale
of the Century last week on 24 stations.
Gannaway said Sale is the only midseason
launch in syndication and all the stations
picking up the show are affiliates airing it in
access. “By getting a January start,”
Gannaway explained, “I’m a known com-
modity.” However, at present there is only
one top 10 station in the Sale lineup—wXYZ-
TV Detroit. If the game show performs well
in the two metered markets it’s in and shows
strength coming out of the February book,
Gannaway said Sale will be a third contender
for access against Price and New Newlywed.

King World’s Headline Chasers and Tele-
pictures’ Catch Phrase were two game
shows that were battling for early fringe.
King World reported it had cleared 40 sta-
tions representing almost 50% coverage,
most of them signing up for the 4-5 p.m.
early fringe slot. Telepictures said it reported
similar activity for Catch Phrase. Other than
game shows, INTV suite activity was un-
even, Some distributors reported brisk activ-
ity, like MCA for FTV, a parody of MTV
music videos, while others stood outside
empty suites, hoping to catch a familiar sta-
tion executive roaming the hall. MCA offi-
cials said that they had cleared FTV on
KTLA-TV as well as stations in the Tribune
and Malrite groups. The weekly take-off se-
ries is produced by Charles Beard, the same
producer who created MCA-TV’s Puttin’ On
The Hits, and is designed as a companion
show for Hits,

Despite frequent speeches at INTV that
the independents must-—and can—ween
themselves off traditional systems of pro-
gram supply, there was little in the way of
new first-run programing available. The
only major announcements of new programs
centered on children’s animation, and al-
though several distributors announced other
kinds of projects, most appeared to be hast-
ily put together and lacked clear definition.

SFM Entertainment announced it was re-
leasing a first-run children’s animation se-
ries, Jayce and the Wheeled Warriors, for
September 1985 on a straight barter basis
designed for early fringe. As is the case with
nearly all other new children’s animation se-
ries, SFM’s show includes the involvement
of a major toy company—this time Mattel.

With 1985 barely one week old, some
companies were already talking about their
plans for 1986. SFM announced that it was
launching a new ad hoc network called TV
Premiere Network in conjunction with Sel-
tel. Scheduled for a January 1986 debut, the
ad hoc network will feature *first-run, high
quality” programs on a continuing basis.
The ad hoc network will be sold on a cash
basis with no barter time withheld. The first
project announced under the umbrella title is
an adaption of nine short stories by mystery
writer Frederick Forsyth titled No Come-
backs and produced by Tara Productions. Te-

i

lepictures also announced a new first-run
children’s animation strip for fall 1986,
called Silverhawks. The series will be pro-
duced by Telepictures-owned Rankins ani-
mation house and Telepictures is said to be
committing $16.5 million-$17 million to the
series for the initial 65-episode order. Silver-
hawks is described as portraying adventures
of “super androids” with “minds of men and
the muscles of machines.” There werc a few
attempts among distributors to address day-
time and late night programing needs for
independents, but, here especially, indepen-
dent operators complained of a lack of new
product. Among the new choices, however,
are Kelly & Company from Fox Telecom-
munications. Described as an “information
and entertainment” talk show, the show is
already on the air at ABC-owned WXYZ-TV
Detroit. The one-hour strip will be available
one day after broadcast on WXYZ-TV, with 30
minutes of Detroit-oriented material cut out.
The series is hosted by the husband and wife
team of Marilyn Turner and John Kelly. The
show will be available on a cash/barter basis
and satellite-delivered through the Fox unit.
*“We’ve been anxious to develop a morning

show,” explained a Fox official, “and we 4
worked out an arrangement where we could ‘x
have Kelly & Company instead of making ¢
something like it.” y
Orbis Communications was screening a %
late-night strip titled Comedy Tonight,
which was produced at Metromedia’s WNEW-
Tv New York studios and will have a one- &
week test run in April. The show features '
various stand-up comics and other humorists
performing before a live audience with host
Bill Boggs. In addition, Orion officials said _
they were “repositioning” Rocket Boy for,
late night clearances. Orion was originally %
trying to get the show cleared in early fringe
but found late night to be a period indepen-
dents are more concerned about. The series
was formerly titled Major Mars and was
floated at last year’s NATPE but was with- {
drawn due to lack of interest. The series ]
features a bumbling Superman-type hero *,
who combats equally uncoordinated crimi-
nals. Sold on a cash basis, an Orion official
said Rocket Boy has a $200,000 per episede ,
budget. Sixty-five half-hours will be pro- 4
duced and each five-day strip will build to a
climax on Friday’s episode. o

Votes seem there for stereo must-carry *

Three FCC commissioners at INTV
panel make unprecedented disclosure
favoring must-carry protection

on cable for stereo TV signals;

item is pulled from Jan. 18 agenda

Must-carry was much in the news last week.

FCC Commissioners James Quello, Hen-
ry Rivera and Mimi Dawson—a clearcut
majority of the commissioners—wowed
them in Los Angeles by making it clear at the
Association of Independent Television Sta-
tions convention that they favored giving TV
stereo signals must-carry protection on cable
(see story, page 134).

The commission was to take final action
on that subject at its open meeting Jan. 18,
But, back in Washington, Chairman Mark
Fowler derailed the commission’s TV stereo
item.

In the wake of hubbub at the INTV con-
vention, James Mooney, president of the Na-
tional Cable Television Association, told
BROADCASTING that he didn’t make threats.
But, added Mooney in the next breath: “In
my opinion, for the commission to require
mandatory carriage of multichannel sound
might create a consensus in the cable indus-
try to seek repeal of the must-carry rules in
their entirety, whereas such a consensus does
not exist at the present moment.”

Edward Fritts, president of the National
Association of Broadcasters, said that cable
industry saber-rattling about must-carry was
old news. And Fritts made it clear that
broadcasters wouldn’t roll over if cable
launched a frontal assault on the underlying
must-carry rules, *“We might want to elimi-
nate compulsory licensing and go for full
copyright liability so they [cable] can pay
their full share,” Fritts said.

In an interview last week, Fowler said his
decision to put off action, once again, on the
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TV stereo item had nothing to do with his ﬁ
fellow commissioners’ revelations in Los
Angeles, “T was not satisfied with the item,”
Fowler explained. “1 decided it needed a lit-
tle more work.”

How much work was unclear, however.'
Fowler added that he didn’t know when the
item would be ready for action.

Fowler declined to comment on the spe-
cifics of where the proposal stood last week.
But under his instructions, the Mass Medidf%
Bureau reportedly drafted an item proposing
no must-carry (“Closed Circuit,” Jan. 7).

At the INTV convention, Quello, Dawsory {
and Rivera didn’t say precisely what sort o
must-carry proposal they had in mind. But
word had it that they supported an earlier
proposal by the Mass Media Bureau, which
would have given cable operators a four-yearfﬁ
break from TV stereo carriage requirements;
triggered that obligation when a certain per-
centage of homes had TV stereo capability
(or triggered the requirement when a certain
percentage of stations in a market was
broadcasting in stereo), and then permitted
operators technical “flexibility” to meet their
obligations (BROADCASTING, Dec. 17,
1984). }

That item was tentatively scheduled to be
addressed at a meeting Dec. 19 last year. &
But, before the meeting, Fowler referred it
back to the bureau for a rewrite. ~

It doesn’t appear likely that cable opera-
tors and broadcasters will be able to agree on
any happy medium on TV stereo carriage.
Fritts last week, however, said the NAB sup-
ported the concept that the three-vote major-
ity of the commissioners appears to be fo-
cusing upon. “That seems to be very fair and
equitable,” Fritts said.

Mooney, apparently without the votes to
back him, said he thought it would be “jess
onerous” if the commission settled upon no

-
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must carry now, then revisited the issue in
four years. But Mooney’s kicker: The com-
mission should also consider requiring TV
stations to broadcast in stereo, and consider
requiring TV sets to be manufactured with
stereo capability. “At least that would be
fair,” Mooney said. “It would not discrimi-
nate against one industry [cable]; that’s the
thing that sticks in my guys’ throats.”
Mooney added that he didn't think it
would be in the broadcast industry’s self-
interest to get involved in a full-blown fight
over the must carry rules in their entirety. If

the cable industry opted to go that route, it
would go “full bore,” he said, pressing the
issue at the FCC, in the courts and in Con-
gress.

The battle, Mooney said, could go on for
a long time. And under the cloud of uncer-
tainty raised about the solidity of the rules,
UHF television stations (many of which
would be likely prospects for dropping by
cable systems if the must carry rules were
repealed) could lose value in the market-
place.

For the time being, the item is back in the

Mass Media Bureau. And what happens next
is anybody’s guess. Jim McKinney, chief of
the Mass Media Bureau, declined to specu-
late on what the burcau would do with the
item.

And NAB'’s Fritts noted that Fowler, even
if he doesn’t have the votes to push the item
through the way he might prefer, still has the
ultimate control over scheduling at the com-
mission. If Fowler so chooses, the item
could be condemned to an indefinite holding
pattern. “The chairman controls the agen-
da,” Fritts noted. a

NAB board to bear down on alcohol ad ban movement

Meeting in Palm Springs will focus
on growing efforts to get beer and
wine commercials off TV and radio

The joint board of the National Association
of Broadcasters gathers in Palm Springs, Ca-
lif., this week (Jan. 14-18) for its annual
winter review of the association’s internal
and legislative business. The emphasis is ex-
pected to be on organizational fine-tuning
and the mapping out of legislative strategy
for the new Congress. In the words of one
director, the meeting will be “tranquil.”

“I don’t see a lot of red-hot issues,” said
Crawford Rice of Gaylord Broadcasting,
Dallas, a TV board member.

The NAB's number-one legislative prior-
ity for 1985 is to head off the movement by
citizen groups to ban beer and wine adver-
tisements on radio and television. Last
March, NAB kicked off a national public
service campaign against alcohol and drug
abuse in an effort to forestall attempts to
eliminate the advertising. It also formed a
task force on drug and alcohol abuse de-
signed to encourage broadcaster involve-
ment in the fight against drunk driving and
drug abuse. The task force is serving as a
base for broadcasters to exchange ideas on
public service announcements and special
programs devoted to the topic. “We’ve got to
make sure we’re doing an effective job in
getting the message across,” Rice said.

The push to ban beer and wine commer-
cials is acquiring a political base. At least 24
organizations, including the national PTA,
have banded together to promote Project
SMART (Stop Marketing Alcohol on Radio
and Television), a campaign to collect a mil-
lion signatures calling for either an end to the
ads or equal time for counter ads. SMART,
which claims to have half the signatures in
hand, is planning to present them to Con-
gress in the next few months. The NAB ex-
pects Hill hearings.

There are other congressional matters that
the board will discuss, including the pros-
pects for passage of must carry and broad-
casting deregulation legislation in the 99th
Congress, which convened Jan. 3. The
board will hear from Representatives Billy
Tauzin (D-La.) and Tom Tauke (R-lowa),
sponsors of broadcast deregulation legisla-
tion in the last Congress, who are scheduled
to brief the board Tuesday moming (Jan.
15). The NAB also invited Senator Paula
Hawkins (R-Fla.), who chairs the Senate

Subcommittee on Alcohol and Drug Abuse,
to address the board. Hawkins, who is likely
to hold hearings on the alcohol advertising
issue, could not make it. NAB officials plan
to meet with her in Washington on Jan. 29.

The codification of the FCC’s must carry
rules, requiring cable systems to carry local
broadcast signals, is another legislative pri-
ority. One plan under consideration is to at-
tach must carry provisions to any cable
copyright legislation that may emerge.

There is talk of a deal with cable opera-
tors. In exchange for must carry, broadcast-
ers would agree to support a reduction in the
compulsory license fees cable systems now
pay for some distant signals. It’s a plan that
would pit the cable and broadcasting indus-
tries against the Motion Picture Association
of America, a key player in any copyright
compromise that might develop.

The TV and radio boards will decide
whether the NAB will try again for a broad-
cast deregulation bill, a failed project in the
last Congress. Jerry Holley of Stauffer Com-
munications, Topeka, Kan., chairman of the
television board, expressed misgivings. “I
am not sure about dereg. Sometimes it's hard
to push two years in a row,” Holley said.

The composition of the television board,
which was slightly modified during the sum-
mer meeting in 1984, will be reviewed. Last
summer, the board assigned TV directors,
currently elected to fill at-large seats, to dis-
tricts of responsibility. Fourteen regions
were established and an incumbent member
assigned to each. “We’ll talk about the dis-
tricting plan and see if everyone is happy
with it,” Holley said.

The bylaws committee is to examine the

Still talking. National Association of
Broadcasters President Eddle Fritts will
meet with representatives of the Las Ve-
gas Convention Bureau in Washington
soon after the NAB board meeting in
Palm Springs, Calif., to solve a schedule
conflict between a major prize fight and
the association's convention, Apfil 14-17.
NAB has been assured there will be no
shortage of hotel rooms. Fritts says if the
fight date is not changed, NAB will seek
absolute guarantees of space. “My great-
est concern is that our members are in-
sured that they get comparable facilities.
We will not tolerate any wedding chape!

accommedations.”
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way directors are selected to fill vacancies
on the TV board. The TV board selects
members to fill out unfinished terms. On the
radio side, the radio chairman handles that
matter. The bylaws committee has been
asked to consider changing the rule so that
television will operate the same as radio.

The issue was raised when two vacancies
were created on the TV board by the depar-
tures of William Dunaway, WTHR(TV) In-
dianapolis, and Bill Bengtson, KOAM-TV
Pittsburg, Kan., from their jobs. Bengtson,
however, has a new position as vice presi-
dent-general manager of KRCG(TV) Jefferson
City, Mo., and will remain on the board.
Former TV board member William Faber,
WXFL(TV) Tampa, Fla., was unanimously se-
lected to complete Dunaway’s term, which
expires in June.

For radio, the makeup of its board is ex-
pected to be an issue. Some members feel
large-market radio is underrepresented. And
there may be a push to return to a market-
size basis—as opposed to a regional
scheme—for election to the board.

Another matter for the joint board is a
recommendation by the bylaws committee,
prepared at Mutual’s behest, to change the
definition of a network. When Mutual sold
the last of its owned stations, it became ineli-
gible to retain a seat on the board. The by-
laws would be altered to say: *A network
shall be defined as an individual partnership,
firm or corporation which is or has been the
licensee of one or more commercial broad-
cast stations and which is electronically in-
terconnected with a nationwide group of
commercial broadcast affiliates for the si-
multaneous transmission of a variety of reg-
ularly scheduled commercial and program
material on a daily basis.”

There also may be some politicking as
members start actively seeking election to
chairmanships and vice chairmanships of the
boards. Even at this early date, it appears
some contests are shaping up for the elec-
ttons to be held at the summer board meet-
ing. On the TV board, there may be a fight
for vice chairman, which will be open due to
the decision by incumbent vice chairman,
Bill Turner, KCAU-TV Sioux City, Iowa, to
run for chairman. Wallace Jorgenson of
wBTV(Tv) Charlotte, N.C., is thinking about
running for vice chairman. Peter Kizer,
Evening News Association, Detroit, is seek-
ing the post.

On the radio board, two seats will be
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Still trying to get out of that paper bag

The National Association of Broadcasters' effectiveness as an
advocate for its industry was challenged again last week by
Senator Bob Packwood (R-Ore.), one of broadcasting's staun-
chest congressional allies. Packwood, in a speech before the
California Broadcasters Association in Palm Springs (see story,
page 176), reiterated serious doubts about the NAB's abilities as
a lobbying crganization.

“Several years ago | made a speech to the NAB and said they
couldn't argue their way out of a paper bag, at least in the House
of Representatives. [In his original speech Packwood said 'lob-
by’ not "argue.’] They took great umbrage at that and their lobby-
ing has gotten slightly better,” Packwood said. But he continued,

Hill source. Moreover, NAB is compared unfavorably with the
other major communications trade association, the National Ca-
ble Television Association, still ancther Hill source said.

Within the industry, however, agitation over NAB's leadership
and performance had appeared to recede markedly in recent
months—at least until the renewed Packwood criticism—but it
has not disappeared. A further canvass of broadcasters both on
and off the NAB board shows the in’s generally content and the
out’s generally concerned.

This week (Jan. 14-18) NAB's joint board of directors gathers
for its annual winter meeting in the same resort community that
Packwood chose for his comments (see adjacent story). The

" am telling you, for an organization as po- f
tent, as broad-based, as broadcasters are,
they are preciously limited in their effective-
ness.”

The senator went on: “You ought tc be
roughly as effective as the automobile deal-
ers are, because the comparison is almost }
exacl. In every town, usually, the autc dealer
and the broadcaster are members of the es-
tablishment. They belong to the Rotary, they
may have been the candidate’s treasurer. You
ought to have a network of lobbying capabili-
ties all over this country that is unbeatable.
But | don't see that Congress has any fear of
the NAB or the California Broadcasters Asso-
ciation or the Oregon Broadcasters Associ-
ation.” And, he added, ‘| don't see that you can really deliver.
You could, but for some reason it doesn't happen.”

Packwood was not the only observer who expressed disap-
pointment in the NAB last week. During the Association of Inde-
pendent Television Stations convention in Los Angeles, Tom
Rogers, counsel to the House Telecommunications Subcommit-
tee, said: "We have a terrific working relationship with INTV, and
find that individual broadcasters are easier to deal with than the
NAB."

Rogers’s view was shared by others contacted by BROADCAST-
ING on Capitol Hill. "Its lobbying staff is not particularly notewor-
thy" said a congressional observer. The association’s failed at-
tempt to bypass Telecommunications Subcommittee Chairman
Tim Wirth (D-Colo.) on deregulatory legislation in the last Con-
gress was viewed as ‘ill-conceived.” It was "heavy-handed”
treatment, not endorsed by the entire broadcasting community,
said a broadcaster.

Furthermore, as a lobbying organization, NAB is considered
short on finesse and long on brute force, with too few staff
members “who know how to pursue their objectives,” said one

Packwood

¥ o subject of the associations leadership, which
% % | has been under attack at past meetings, had
§ not been expected to be an issue this year.

Indeed, the directors had been expected to
express satisfaction with the NAB administra-
tion while taking pleasure in feeling that the
e | management plan instituted in Maui, Hawaii,
last year, had turned out well. Packwood’s serv-
ing notice that the view from the outside is not
as rosy may rekindle the internal debate in
Paim Springs.

Some representatives of major TV and radio
station groups contacted by BROADCASTING still
feel the association is not “as effective as it
could be," as one put it. Among some major
group operators, there was decided disquiet.
Those who felt NAB's management problems were being solved
and that there was improvement were in the minority.

Among comments made by broadcasters were: “| think there
is a question of leadership that begs some attention. It's still a
problem area.” Another broadcaster agreed. “I think they go off
half-cocked without communicating with the membership.” In-
deed, one Washington communications observer wondered:
"Where is the policy made?”

Among the problems, said one broadcaster, is that "NAB has
too many masters to serve.” It's a problem, he added, “that holds
them back from being able to be as aggressive as we need.”
That view was heard elsewhere. “They have so much water to
carry it's very difficult to remain popular with every segment,”
said another broadcaster. The Major Market Television Opera-
tors Caucus and the Association of Maximum Service Telecast-
ers were mentioned most frequently as more effective represen-
tatives of TV broadcasters.

The NAB, concluded one broadcaster, “doesn’t seem to have
any mission or sense of urgency. It may be an organization too
full of fudge.”

open: the chairmanship and vice chairman-
ship. The incumbent chairman, Snider, is
seeking the joint board chairmanship. Vice
Chairman Edward Giller, Gilcom Corp., Al-
toona, Pa., is ineligible for re-election to the
board. Clyde Price, WACT-AM-FM Tusca-
loosa, Ala., is said to be considering a Tun
for the chairmanship, and Bev Brown, KGaS
(AM) Carthage, Tex., may seek the vice
chairmanship.

On budgetary matters, the board will be
presenied with a fiscal 1986 budget of
$11,289,730 with total operating expenses
of $10,647,077 (less fixed asset reserve of
$420,000, surplus transferred to retained
eamnings of $222,653).

NAB’s anticipated income for fiscal 1985
is $10,292,310, with expenses of
$9,876,174 (less fixed asset reserve of

$200,000, sumplus transferred to retained
earnings of $216,136). Much of NAB’s FY
1985 income comes from $3.05 million in
radio dues and $3.36 million in TV dues.
Associate member dues were $770,000 and
NAB realized a $2.3-million profit from its
1984 annual convention in Las Vegas. NAB
services also contributed to the association’s
income with $701,900.

Among the expenses projected for FY
1986 are: $1,128,934 for the radio division;
$1,002,685 for government relations;
$4,366,929 for general administration;
$912,831 for public affairs; $805,324 for the
legal department; $693,510 for station ser-
vices; $685,672 for research and planning;
$437,276 for the television division, and
$504,229 for science and technology.

Questions about NAB’s management

Broadcasting Jan 14 1985
63

structure, which dominated board discus-
sions in the past, appear to be dormant. If
there is any activity on internal matters, it
will be in the line of “housekeeping chores,”
said Giller. He characterized the board’s new
attitude toward the association as “if it ain’t
broke, don’t fix it.”

A year ago, when the board convened in
Mauwi, Hawaii, it was faced with a vacancy
in the association’s senior lobbyist job and
with dissatisfaction with the way the associ-
ation was operating. It instituted a new man-
agement plan that moved Executive Vice
President and General Manager John Sum-
mers to government relations as executive
vice president and ordered President Eddie
Fritts to take full charge. It is an idea the
broadcasters feel is working. That view was
underscored by Kizer. “Our house is in or-
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der. I like the progress and I am pleased with
the way things are going,” he said.

The structure of industry representation
will be broached by a radio board member,
William O’Shaughnessy,  WVOX(AM)-
WRTN(FM) New Rochelle, N.Y. O’Shaugh-
nessy feels it is time for NAB to unify the

broadcasting industry. “We need to explore
ways to find a common ground with the Ra-
dio Advertising Bureau and the NRBA,” he
said. “We need to begin serious discussions
with those organizations that serve the Fifth
Estate, and overcome the rivalries and petti-
ness of the past.” 0O

Presidential pageantry on parade

Broadcast and cable networks set
for day-long coverage of second
inauguration of President

A couple of thousand broadcast journalists
are expected to be among the crush of media
representatives who descend on Washington
for the quadrennial rites of passage of a U.S.
president next week. It will be a re-enact-
ment, of course. But even so, the requests
for credentials is said to be massive. And if
the networks are, for them, tightening their
belts a notch, the viewers at home are not
likely to see any less of Ronald Reagan’s
second inauguration than they did of his
first.

Scores of cameras will capture the 50th
inauguration of a U.S. President from every
angle. Stands have risen from the grounds of
the west front of the Capitol to support the
cameras that will cover the public swearing-
in, at noon, on Jan. 21. Six others will cover
the President as he moves into, around and
out of the Capitol. A “flash truck” carrying a
pool camera will precede the presidential
limousine as it leads the parade down Penn-
sylvania Avenue to the White House. Pool
cameras positioned in the Washington
Monument and atop the Treasury Building,
next to the White House, will offer a variety
of views. A structure for cameras and press
is being built in Lafayette Park, across the
street from the reviewing stand in front of
the White House, to permit coverage of ev-

Viewing stands in front of the White House

ery presidential smile, nod and wave, as
well as the parade he and his party will be
watching.

And those are just the pool cameras. The
networks and other broadcasters, including a
number from abroad, will have cameras and
correspondents covering the parade (the net-
works will have four cars abreast preceding
the presidential limousine down Pennsylva-
nia Avenue) and dotted throughout the cou-
ple of miles between the Capitol and the
White House. Their function: to flesh out the
coverage, provide texture and interview
members of the crowd and political figures.
(As of last week, for instance, NBC had
already lined up a stable of interviewees for
the day, including such 1988 presidential
possibilities as Representative Jack Kemp
[R-N.Y.] and New York Governor Mario
Cuomo.) The story will be reaction to the
events of the day and an attempt to ook at
the issues and problems confronting Ronald
Reagan and the American people in the next
four years—and how the administration is
likely to deal with them.

The networks, with a couple of hundred
personnel and dozens of cameras each, will
be led by their anchors—Peter Jennings and
David Brinkley, for ABC; Dan Rather, for
CBS; Tom Brokaw, for NBC, and Daniel
Schorr, John Holliman and Bernard Shaw,
for Cable News Network. The 24-hour-news
CNN plans to start its coverage of the events
of the day at 6 a.m. (its live coverage of
preliminary events will have begun on Fii-
day night, at the Prelude Pageant), while
NBC is scheduled to start its coverage at 10
a.m., and ABC and CBS, at 11 a.m. The
coverage will run at least until 4 p.m.—
which means six hours and more of pageant-
ry and parades and punditry. CNN even
plans live coverage of a couple of the inau-
gural balls that night.

As of last week, statistics on the anticipat-
ed coverage were incomplete. With more
than a week remaining before the inaugura-
tion, the Senate Radio-TV gallery had issued
credentials to 1,219 members of 153 organi-
zations for coverage of events on Capitol
Hill. Four years ago, a total of 231 organiza-
tions were represented on the Hill. The Inau-
gural Commuittee, which is handling the cre-
dentialing, was swamped with applications
for coverage of the parade, the presidential
reviewing stand and the inaugural balls. A
spokesman said some 4,800 applications
from representatives of all kinds of media,
foreign and domestic, had been received—
and that it would not be able to honor them
all

No one seems to mind that the events of
the 21st will be simply for the public, and the
camera. Because of a Constitutional require-
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ment, the official swearing-in is to occur at
noon, on Jan. 20, a Sunday. That event is not
open to coverage, although CNN will take
advantage of a photo opportunity to be of-
fered to cover live the President escorting
Chief Justice Warren E. Burger into the
White House, where the private ceremony
will occur.

One major change in the physical arrange-
ments for the coverage this year will be the
lack of elaborate anchor booths for the net-
works. Four years ago, booths were built
overlooking the Capitol’s west front, to
which side the inauguration had been
switched. During previous inaugurations,
booths were built to house the anchors at the
east front. But on Jan. 21, Jennings and
Brinkley, Brokaw, and Schorr, Holliman and
Shaw will be anchoring from their networks’
respective bureaus, backed by assorted cor-
respondents and commentators. Rather will
anchor the swearing-in and the inaugural ad-
dress from the balcony of the east wing of
the National Gallery of Art, which overlooks
the Capitol. Later, accompanied by Bob
Schieffer, Bruce Morton and Bill Moyers, he
will move to one of the cubicles that will be
available to each of the networks, as well as
to radio networks, in the structure in La-
fayette Park overlooking the presidential re-
viewing stand.

The decision to do without elaborate an-
chor booths saved the networks substantial
sums. And the three major networks and
CNN, which constitute the pool, last week
shaved costs further by eliminating three
camera crews from the parade route and by
staggering shifts at Lafayette Park. But the
expenses will still be high. The pool costs
alone are estimated at some $1 million, plus
administration expenses. (For the first time,
the pool responsibilitics are being broken
down among the networks. NBC has overall
responsibility, as well as being in charge of
the pool for Capitol Hill coverage. ABC has
pool responsibility for the parade, which in-
cludes the cameras in the Washington Monu-
ment and the Treasury Building, and CBS,
for the coverage of the presidential review-
ing stand.)

And as was true at the political conven-
tions last summer, the costs to some would-
be subscribers are too high. Some of the
newer, and smaller, members of the
networking fraternity are balking. In fact, C-
SPAN and Independent Network News have
taken complaints to Senator Charles Mathias
(R-Md.), chairman of the Joint Congres-
sional Committee on Inaugural Ceremonies,
which could lead to congressional consider-
ation of the pool issue, and not only as it
relates to the coverage of the inauguration.

C-SPAN was faced with a fee of some
$32,000 to participate in the pool on Capitol
Hill, and INN, some $50,000 to join all
three pools (charges are based on a formula
that includes costs and viewers). C-SPAN,

And baby makes three. FCC Commis-
sioner Mimi Dawson and her husband,
Rhett, adopted a baby girl last week. Eliz-
abeth Stuart Dawson was borm on Jan. 7
and weighs six pounds, 12 ounces.
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which wanted the pictures only from the
camera focused head-on on the swearing-in
ceremony, has decided to forgo the pool and
use its own camera. And by getting audio
from the architect of the Capitol at no cost
{and offering to make it available to others at
no cost), it expects to hold its expenses to
under $3,000. INN as of Friday had not yet
decided whether to remain a subscriber. But
one other network that has left the pool is
Christian Broadcasting Network, which
wanted only a head-on shot for taping and
would have been billed $9,000 for the ser-
vice; it has decided to use its own camera, at
a cost of $1,000 for space on a secondary
platform being built by the network pool.

The type and source of such complaints
reportedly had an impact when brought to
Mathias by Mike Michaelson of C-SPAN
and Elivra Ruby of INN, last week. John
Chambers, a Mathias aide who participated
in the meeting, made it clear that Congress
does not want to allocate pool costs. “We've
farmed that out,” he said. But he also said
Mathias “indicated that as part of the report
[the committee will make to Congress] we
will urge that consideration be given to dif-
ferent systems and that the problems [C-
SPAN and INN] have brought to us be
weighed well in advance.” He said the pro-
liferating number and kind of communica-
tions systems, with different costs and pro-
graming concepts, create serious problems
when space is limited. “If any system is de-
nied access, for cost or other reasons,” he
said, “some viewers are also denied access
to the program.” That, he said, is Congress’s
concern.

And not only in connection with the [nau-
guration. Chambers noted many events on
Capitol Hill are limited to pool coverage be-
cause of space limitations. The next one, in
fact, 15 the President’s State of the Union
Address, to be delivered to a joint session of
Congress, on the night of Feb. 6. a

FCC turns down
fairness complaint
lodged by CIA
against ABC

The FCC Mass Media Bureau last week de-
nied the CIAs faimess complaint against
ABC. In short, the burcau held that the agen-
cy had not provided enough of a case on any
of the grounds it alleged to warrant commis-
sion action. A spokesman for the CIA said
the agency planned to “study” the bureau’s
response “carefully” before deciding what to
do next.

Broadcasters said the FCC had done the
right thing. Roone Arledge, president of
ABC News and Sports, said the network was
pleased by the commission staff’s action.
“We are particularly gratified that the ruling
recognized the importance of the First
Amendment and free and robust news cover-
age.”

Emie Schultz, executive vice president of
the Radio-Television News Directors Asso-
ciation, shared Arledge’s sentiment. “We

wish that the FCC would not have had to rule
on the complaint,” Schultz added. *“We think
it was unnecessary and highlights the need to
do away with the faimess doctine entirely.”

At issue in the complaint were ABC
World News Tonight broadcasts of Sept. 19,
20 and 26 (BROADCASTING, Dec. 3, 1984).
In one excerpt cited in the complaint, ABC
broadcast a statement by a Scott Barnes,
who asserted that a CIA contact had tried to
recruit him to kill Ronald Rewald, a Hawaii
investment banker who is under indictment
for perjury, fraud and tax evasion. Rewald’s
firm reportedly was involved in CIA activ-
ity; it's unclear to what extent.

In its ruling last week, the Mass Media
Bureau said the CIA’s complaint had fallen
short on all of the grounds alleged.

For starters, the bureau noted, the agency
had not provided “extrinsic evidence” dem-
onstrating that ABC knowingly distorted its
news programing. “Action in this area war-
ranted only when the commission is fur-
nished with extrinsic evidence that demon-
strates that a broadcaster knew elements of a
news story were false or distorted, but, nev-
ertheless, proceeded to air such program-
ing,” the bureau said.

On fairness doctrine grounds, the bureau
said the CIA’s complaint was “deficient” in
several respects. The bureau said the agency
had failed to submit evidence on the sup-
posed controversiality of the issue it alleged.
It also failed to describe its viewing habits
sufficiently to support its conclusion that

Round two. ABC may not be home free
yet. On the very same day the FCC Mass
Media Bureau denied the ClAs fairness
complaint against the network, the Ameri-
can Legal Foundation, which bills itself as
a “conservatively” oriented group, filed
another complaint at the commission
championing the ClAs cause. In its com-
plaint, ALF is alleging that ABC ran afoul
of the commission's news distortion and
suppression pelicies and the fairness
doctrine. It asked that the FCC launch a
“full-scale investigation” and “revoke the
licenses of all of ABC's owned-and-oper-
ated television stations if the findings of
the commission’s investigation and sub-
seguent oral argument so warrant.” ALF
also claimed its complaint raised “sub-
stantial legal arguments” and introduces
additionai material evidence that wasn'
contained in the ClAs complaint.

ABC did not present contrasting viewpoints
in its overall programing.

In addition, the bureau noted that bona
fide newscasts are exempt from the personal
attack rule. “Even if the newscast exemption
did not apply, the CIA’s failure to show that
that the broadcasts it identified involved dis-
cussion of a controversial issue of public
importance would preclude any consider-
ation of their personal attack arguments,” the
bureau said. 0

personages and views.”

company's personnel.”

finance Helms's campaigns.

Helms leads conservative push for CBS stock

Senator Jesse Helms's (R-N.C.) dissatisfaction with media news coverage took a
new turn last week with the announcement that three political associates had formed
a group, Fairness in Media, seeking to gain influence over CBS. The group is
reportedly preparing a million-piece mailing that requests contributions. The mailing
contains a five-page letter, dated Jan. 21 and signed by Helms, urging that "conser-
vatives purchase common stock and, as stockholders of the company, express their
dissatisfaction with the company’s liberal bias in its coverage of political events,

News of the mailing was reported by the Raleigh (N.C.) News and Qbserver on
Thursday morning. That same morning, the Raleigh-based FIM filed a document with
the Securities and Exchange Commission stating its intent. The filing is required by
securities law in cases where a group seeks to obtain control of a publicly owned
company by seeking voting proxies. Fairness in Media stated they are "not presently
soliciting proxies or requesting the withholding of proxies.” When the mailing or
future mailings receive sufficient response, the group said it will seek a meeting with
the company to determine its reaction to proposals that include "having their nomi-
nees appolnted to the board of directors.” Other possible responses stated in the
document include encouraging others to make a tender offer for CBS stock, selling
off certain CBS assets or subsidiaries, “and/or make substantial changes in the

CBS's response was issued by Mary Boies, vice president, corporate information:
“CBS News reports the news as accurately and fairly as it can, independent of any
political point of view. Its sole purpose is journalism; its goal is total objectivity. To seek
control of a corporation for the sole purpose of subjecting its news operations to
political influence contradicts the traditions of a free and independent press. CBS
intends to take all appropriate steps to maintain the independence and integrity of its
news organization.” Boies would not elaborate on what those steps might be.

Purchasing the majority of CBS’s 29.7 million shares would cost slightly over $1
billion. Trading of CBS stock was about two-and-a-half times the average daily
volume on Thursday. On Friday, the stock closed at 75 in average trading.

Among the founders of Fairness in Media is Thomas F. Ellis, president and director
of the National Congressional Club, a political action committee which has helped
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1 TOP OF THE WEEK

NBC shares plans
for maintaining
competitive edge

Tartikoff details programing
plans during press tour

“I think we look in pretty good shape to
maintain our position,” NBC Entertainment
President Brandon Tartikoff told television
critics assembled last Tuesday in Los Ange-
les for the semiannual Consumer Press Tour.
He conceded the balance of the 1984-85
prime time season “will be very competi-
tive,” however.

Asked to explain NBC's improved show-
ing this year (the network has risen to second
place in prime time ratings), Tartikoff re-
plied: “You have to have the goods, and [the
other networks] have to falter,”

Tartikoff announced that on Monday, Feb.
18, at 8-10 p.m. NYT, the network will air
“the first project between NBC and the Dis-
ney organization since the Disney anthology
series ran on NBC. It will be a two-hour
variety special celebrating the 30th anniver-
sary of Disneyland.” The special will be co-
hosted by John Forsythe and Drew Barry-
more. “This is the first of what we hope will
be several projects with the new Disney or-
ganization,” Tartikoff said,

Tartikoff also disclosed that the previously
announced two-hour pilot of Code Name:
Fogfire, previously titled The First Lady’s
Project, will air at 8-10 p.m. NYTon Sunday,
Jan. 27. He said the one-hour Universal
backup series could be added to the prime
time lineup as early as the first week of Feb-
ruary, probably on Friday or Saturday night,

On Sunday, March 10, at 9-11 p.m. NYT,
NBC will rebroadcast The Burning Bed,
starring Farrah Fawcett. The made-for-tele-
vision motion picture was initially broadcast
last fall, to much critical and audience ac-
claim.

The network has ordered eight half-hour
episodes of TV Parts, announced as a mid-
season entry last June. “We’re not announc-
ing an air date,” Tartikoff said. “It is ready
and will go into the fray in the early spring.”

Another term. Corporation for Public
Broadcasting President Edward Pfister
was re-elected unani