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MARKET STATION . WOMEN

' HARE 18-49
ALBANY-SCHENECTADY-TROY WTEN-TV  +92% +175%
ATLANTA WAGATV +131% +168%
AUGUSTA WJBF-TV +23% +57%
BIRMINGHAM WVTM-TV +24% +53%
BOISE KTVB-TV ' +5% +20%
BOSTON WSBK-TV  +500% +300%
CHATTANOOGA WDEF-TV [ +60% +129%
CINCINNATI WCPO-TV +5% +28%
CLEVELAND WJIKW-TV '
cOLUMBIA, SC | WOLO-TV
COLUMBUS, GA WLTZ-TV
DALLAS-FT. WORTH KfvrTv
DAYTON WDTN-TV
DETROIT WJBK-TV
EL PASO KVIA-TV
FT. SMITH KHBS-TV
FT. WAYNE WPTA-TV
GREEN BAY WBAY-TV
GREENVILLE-NEW BERN WITN-TV :
HARRISBURG , WHTM-TV ~ FA0% +144% I
HARTFORD-NEW HAVEN WTNH-TV i +50%
HONOLULU KITV +280% +300%
HOUSTON KHTV +120% +190% +286%
JOHNSTOWN-ALTOONA WJAC-TV +75% +217% +240%
KANSAS CITY WDAF-TV ~ +140% +125% +150%
LAKE CHARLES KVHP-TV "~ +300% i
LOS ANGELES KHJ-TV T +117% +450% i
LOUISVILLE WLKY-TV +23% +17%
MIAMI WSVN-TV , +33% +267%
MILWAUKEE WITI-TV +83% +260% i
MONTGOMERY WKAB-TV  ¥227% __ +75%

l JUDGE WILLIAM B. KEENE

NASHVILLE WZTV +167% . +167%
NORFOLK WVEC-TV +229% +180%
ORLANDO WESH-TV +25% +38%
PHILADELPHIA WTAF-TY +60% +391%
PHOENIX KTSP-TV +53% +88%
PITTSBURGH WTAE-TV +30% +45%
ROCHESTER, NY WOKR-TV —6% +7%
SAN DIEGO KCST-TV +250% +225%
SAN FRANCISCQ-OAKLAND KTVU-TV ~ +47% —27%
SYRACUSE WIXT-TV +122% +175%
TAMPA WTOG-TV N/C +71%
TOLEDO WTVG-TV +20% +100%
TUCSON KGUN-TV +8% N/C
TULSA KOTV +71% +78%
UTICA WUTR-TV +11% _ +50%
WEST PALM BEACH WPEC-TV  425% +150%
WILMINGTON, NC WWAY-TV “+140% +200%

YUMA-EL CENTRO KYEL-TV +180%

AVERAGE % INCREASE: +92% 140% +158

SOURCE: NSI CASSANDRA and ARB APOLLO REPORTS — FEB '85. FEB "84 “Below minimum reportirg levels in Feb ‘84
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WE’RE NOT
LOOKING FOR
FOLLOWERS.

On The World Tomorrow we have never The Bible message, rightly understood.
used television to convert our audience. That's why The World Tomorrow is one
Or solicit contributions. Or make political — of the top rated religious programs in the
statements. United States.

And we never will.

What we do is deliver a message, a mes- THE WORLD TOMORROW
sage that makes sense. WITH HERBERT W ARMSTRONG

The World Tomorrow is i syndicated weckly welevision program produced by the Worldwide Chureh of God and represented worldwide by BRIO.
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Skyrocketing values for TV stations
Murdoch, Davis and Metromedia make a deal
Fall prime time schedules in place

GOING UP O The already robust values of UPBEAT MOOD O Although daytime is a source of

television stations seem to be going through the concern, changes at news division and second-

roof based on the latest buyout trends. PAGE 3s. place prime time finish have NBC affiliates in a
good mood. PAGE 70.

BILLION-DOLLAR SALE O Rupert Murdoch and

Marvin Davis purchase Metromedia for $2 billion SCHEDULE OVERHAUL O ABC announces fall

and announce intention to sell wCvB-Tv Boston to  schedule with replacements for one-third of old

Hearst Corp. for $450 million. PAGE 36. lineup. PAGE 72.

CRT RESIGNATION O Copyright Royalty Tribunal ROAD AHEAD O Funding and underwriting top
Chairman Marianne Hall resigns amid agenda of meetings of CPB, PBS and NAPTS, set
controversy over her role in book termed by many  for this week in San Francisco. PAGE 78.
to be racist. PAGE 39.
GIRDING FOR BATTLE O U.S. officials prepare for
SET FOR FALL O CBS logs in as final network {o upcoming Space WARC meeting where haves
announce fall prime time schedule. PAGE 4¢. and have-nots are expected to battle over a priori
plans. PAGE 82.

COUNTING VOTES O Storer shargholders cast ballots
for control of company. Present management NEW IN TOWN O Preston Padden named INTV
believes it has the votes it needs to maintain president. PAGE 100,
control. PAGE 47.

FOUND A HOME O PBS settles on suburban
CHICAGO BOUND O Broadcast Financial Washington site (Alexandria, Va.) for new home.

Management Association opens 25th annual FAGE 101,

convention. PAGE 50. ) . |
GOING DOWN O Sluggish April in radio spot sales

after doubfe-digit gain in first quarter. Network

VOTE OF CONFIDENCE O Roper polls confirm . :
business also leveling off. PAGE 103.

television's status as most credible news source.

PAGE 58. _
CREATIVE APPROACH O AAAA convention to

emphasize creativity PAGE 104.
ABC PARTY O ABC pulls out all the stops for

affiliates convention in New York, where Pierce,
Thomopoulos, Goldenson and Mandala address
the group. PAGE 64.

sOLD! O As senior VP of sales, Bob Blackmore is
engrossed in the business of selling others on
NBC. PAGE 127.
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Society Bank is.

We’ve been in communications
financing for over 40 years, be-
coming specialists you canrely on.
In radio, television, cable and all
facets of the communications field.

For a conventional loan, a
complex proposal, or specialized
cash management, Society’s
seasoned team can prepare a
package to meet your financial
needs. As a communications

orate
k

bank, our experience and per-
spective enable us to take a more
creative approach to lending.

Communicate with us soon.
Give Chuck Coon, Jolen
Cameron or Laura Bryan of our
Communications Division a call
at (216) 622-8645. Or write to
Society Bank, Communications
Division, 127 Public Square,
Cleveland, Ohio 44114.

We can help you make waves.
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At the top

NBC's The Coshy Show might be latest
illustration of effects of age-old economic
axiom of supply and demand. Although
cven last season 30-second network spot
was reportedly priced on high side—
around $115.000-—-for sitcom. it nowhere
approached prices series like 60 Minutes
($190.000). Dynasty ($185,000) or Dallas
($140,000) were commanding. But with
The Coshy Show now top rated prime time
series since January. NBC sales
executives expect to get "in excess” of
$200,000 per 30-second spot next season,
making it most expensive regular prime
time series on NBC—and among priciest
of any series on any network—and
confirming agency buyer suspicions that
availabilitics will be at least twice as
expensive as last season. There are six
30-second spots per show.

Buddying up

National Association of Broadcasters
President Eddie Fritts and House
Telecommunications Subcommittee
Chairman Tim Wirth (D-Colo.) met last
week to discuss number of issues. It was
first substantive meeting of two since their
talling out over broadcasting deregulation
year ago. Fritts expressed interest in
meeting with chairman last month
{BROADCASTING. April 15) after Wirth
turned conciliatory in interview
(BROADCASTING, April I). Session.
sources say, was “productive and
positive.”™ Among things they discussed:
children’s programing. development of
alternative programing sources. funding
for public broadcasting and hearing on
beer and wine advertising scheduled next
week. It was agreed that NAB and
subcomntittee staft would get together on
regular basis to explore. among other
things, formation of task force that could
include broadcasters and public interest
groups to oversee development off
alternpative progranting sources.
L]

Slow going

Three and half years after conclusion of
Rio de Janciro conference that developed
plan for use of AM radio in western
hemisphere. number of operating and
planned outlets that remain in conflict
with other assignments remains at 4,000.
As result, some in hemisphere see plan as
on “verge of anarchy,” as Canadian put it.
with countries saying, in effect, *I'll do
my own thing.” FCC official familiar with
plan does not think situation has reached
edge of “anarchy.” He notes that countries

have been making effort to resolve
incompatibilities among themselves: U.S.,
for instance. has developed plans to
resolve differences with Canada and
Mexico and is conducting negotiations
with other countries in region.
International Telecomimunication
Union’s International Frequency
Registration Board could be held
responsible if plan breaks down, in view
of what critics say is slow pace of its
work to help resolve incompatibilities.
IFRB will sponsor 12-day seminar/
workshop on plan in Lima, Peru,
beginning June 10. Although FCC
official does not see cause for panic about
future of plan. he sees possible trouble
ahead. "I would like the pace |of the work
1o resolve incompatibilities] o pick up,”
he said.

Triple billion

For first time in history television network
has exceeded $3 billion in gross revenue.
ABC did it in Olymipic year of 1984, just
going over mark at $3.025 billion,
according to offical company numbers.
Minus approximate 15% agency
commission, net revenue for network

would be $2.571.250,000.

Lombardo dickering

Forward Communications, Wausau, Wis.-
based station group of four AM’s, four
EM’s and six TV’ owned by potential
Multimedia suitor. Wesray Corp., is selling
KCaU-Tv Sioux City, lowa. No sales price
was available, since. as Forward Chairman
Dick Dudley told BROADCASTING. “on a
scale of one to 10, the negotiations are at
the four stage now.” Dudley confirmed
that prospective purchaser is group headed
by former Corinthian Broadcasting
president, Phil Lombardo. Lombardo
refused to comment. Dudley said sale is
part of larger divestiture plan begun with
sale of The Marshfield (Wis.) News-
Herald and WNOE(AM)-WBGM(FM)
Tallahassee, Fla. (BROADCASTING. June

6. 1983).

If deal goes through. Forward TV
division president and station general
manager, Bill Turner, who is also vice
chairman of NAB TV board, says he has
“cordial relationship”™ with Lombardo.
and discussions will ensue about Turner
staying with station.

R

First word

Capital Cities Communications
cxeculives are meeting tomorrow (May 14)
in New York with minorities who will be

Broadcasting May 13 1985
7

briefed on availability of broadcast
properties to be spun off as result of its
proposed acquisition of ABC.
Shareholders will get word on spin-offs
this week in proxy statements that were to
be mailed last Saturday. Among those
expected at tomorrow’s meeting are John
Oxendine of BROADCAP, National
Association of Broadcasters minority
investment arm, and Pluria Marshall,
head of National Black Media Coalition.
BROADCARP is planning its own
minority investment seminar in
Washington May 31.

Tracking churn

Cable Television Administration and
Marketing Society is working on new
marketing tool that could benefit entire
cable industry. It’s close to completing
contract with firm that would take
information from cable billing services,
run it through computers and produce,
mionthly or quarterly, detailed reports on
churn of major pay cable services at
individual systems and on nationally.
CTAM plans to sell reports to cover cost
of service, although “summary data™ will
be released to trades. CTAM will not
identify firm it's working with

More dereg on way

FCC is hoping to 1ake up proposal to
narrow purview over licensee character
within next month, commission source
said last week. FCC’s hope is to confine its
perusals of licensee character to
broadcasting conduct or relevance. *The
idea is to get away from trying to cure all
of the ills in the world through
broadcasting,™ one source said.

Off and on

Investigation of insider trading prior to
merger of Cap Cities and ABC was
expected to have produced announcement
by Pacific Stock Exchange at beginning of
this month. Fact that no announcement
has been made suggests that exchange has
found no culpable activity in price and
volume increases in either ABC stock or
call options. Securities and Exchange
Commission, which has refused (o say
whether it is conducting its own
investigation, is in fact doing so, according
to knowledgeable source. SEC has wider
investigatory powers, including
subpoenas, and it is not foregone
conclusion it will reach same results as
Pacific Stock Exchange.
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The production values and track
record of POLICE STORY tell an
outstanding story. ..

Emmy Award Winner—
Outstanding Dramatic Series
Created by Joseph Wambaugh,
celebrated author of “The Blue
Knight” and “The Onion Field.”

of its time by critics, law. enforce-
ment officials and government
agencies alike.

Recognized for excellence in the
television industry and ethnic
community.

Featuring Hollywood’s biggest and
most respected list of performers.

Produced by Emmy winner Put the highest quality dramatic series
David Gerber. ever produced on your station. Contact
The most highly acclaimed series ~ Columbia Pictures Television today.

A David Gerber Production
in association with

Columbiqﬁ
Televisk

A UNIT OF !
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King on cable

Larry King, known best for his late-night
(early-morning) talk show on Mutual Broad-
casting, has signed a contract to host a one-
hour talk show on CNN. Beginning June 3,
Larry King Live will appear weeknights at 9
p.m. NYT, filling slot vacated by Sandi Free-
man and Freeman Reports last Monday. King
will reportedly receive around $250,000 in
the new job.

King_; will continue to do the Mutual show.
Indeed., representatives of King and Mutual
were concluding contract talks last week
that, according to industry scurces, calls for
a salary of around $350,000 a year.

According to a CNN spckeswoman, Free-
man, who had been working under a three-
year contract that officially expired last Sat-
urday (May 11), and CNN "could not come to
terms on new contract.” She declined to
elaborate. Alfred Geller, Freeman's husband
and representative, disputed CNN's version
of the situation. "Sandi had accepted the
offer of CNN. . .a couple of weeks ago,” he
said. “The details had to be worked out and
we were proceeding with that in good
faith...The next thing we knew they had
hired someone else. .. . There conduct was
unethical and immoral.”

ann

MEET AL CAPONE

Alias Al Brown. Alias **Scarface. "
By 1929 he gunned down all his
rivals to become Chicago’s most
powerful ganster. His henchmen
and hitmen provided Chicago’s
mob leaders for years to come.

SEE PAGE 77

B

Nabu stew

Four former vice presidents of the Nabu
Network, in five separate complaints, have
sued top officers and corporate parents of
the ill-fated cable service, charging, in part,
that their employment contracts were
breached last November when the service
was abruptly shut down and they were dis-
missed without any kind of severance pay.

The Canadian-based Nabu Network
“used and exploited the market in the Alex-
andria, Va., area for a short period of time,”
each of the complaints said, "and, when its
capital and funding expired, it retreated to
Canada. . . terminated its United States em-
ployes such as plaintiff and others, and re-
fused to honor its commitments to those in-
dividuals in viclation of United States and
Canadian laws."

The disgruntled ex-Nabu employes:
James L. Fischer, vice president, operaticns
and engineering; Barbara O. York, vice
president, administration; Vivian D. Goo-
dier, vice president, cable sales and affiliate
relations, and Barbara J. Ruger, consumer
marketing and sales.

Among those named as defendants: The
Nabu Network, an Ottawa-based corpora-
tion that developed the computer-software
downloading service (Nabu-Canada); its
U.S. subsidiary, Nabu-U.S., and Campeau
Corp., Nabu-Canada's principal investor.

Fischer and Goodier filed suits in the fed-
eral district court in Alexandria, where
Nabu-U.S. was based and where the com-
puter-software downloading service was in-
troduced in the spring of 1984. York filed in
the state circuit court in Alexandria. And
Ruger filed suits in both courts.

The plaintiffs also alleged in their multi-
count suits that officers of Nabu-U.S. signed
employment contracts without having a
“certificate of authority to transact business
in Virginia." They also claimed that Cam-
peau Corp. wrongfully interfered with the
their employment contracts with Nabu-
Canada and Nabu-U.S. when William Car-
roll, acting on behalf of Campeau, ordered
the closing of the Nabu's Alexandria office
and their firing without severance pay.

Fischer, Ruger and Goodier also charged
that, in recruiting them, certain officers of
Nabu-U.S. and Nabu-Canada misrepresent-
ed the companies’ financial strength. As
things turned out, the complaints said,
"Nabu did not have the necessary funding
and capitalization to engage in the said
business of operating and marketing com-
puter home networks in the United States.”

According to the complaints, the employ-
ment contract of Fischer called for an annual
salary of $130,000, while those of York,
Ruger and Goodier called for annual salaries
of $120,000. In addition, under their con-
tracts, each was to receive an unspecified
amount of equity in the company, full bene-
fits, a car allowance of $500 a month and
"additional compensation of $80,000 if the
plaintiff's employment was terminated
within one year.” Each of the plaintiffs has
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asked for actual and punitive damages that
could amount to as much as $1.5 million.

New ideas

Cable operators are beccming more and
more imaginative in the marketing of their
pay services. The lastest evidence is Daniels
& Associates’ discounted four-pay package,
which did so well during a three-month trial
in a Carlsbad, Calif., system earlier this year
that the Denver-based MSC plans to offer
similar packages in other systems starting
next month.

For the Carlsbad test, which ran from Jan.
1 to April 7, Daniels offered Showtime, Bra-
vo, American Movie Channel and either The
Playboy Channel or The Disney Channel,
packaged as Showcase, for $15.95 a month.
Prior to the trial, each of the services was
offered for $9.95 a month.

The package was a hit. During the test
period, Daniels said, pay units grew 35%,
from 20,653 to 27,878. Basic subscribership
grew slightly to 20,820.

“The Showcase approach believes that in
unity there is strength,” said Jerry Maglio,
executive vice president of marketing and
programing at Daniels. "If a cable operator
and the individual premium service suppli-
ers are all willing to create these kinds of
value packages, then the cable industry can
continue te grow in the pay-TV business.”

Bucyed by Showcase's success, Maglio
said, Daniels plans to offer a package con-
taining Showtime, Bravo, AMC and PASS,
Detroit's regional sports network, for the
same price in its Ann Arbor, Mich., system

in June.
Book flap

The author of a bock scheduled for publica-
tion next year about Time Inc.'s Home Box
Office (“Inside Home Box Office: The Cash
Cow That Almost Ate Hollyweod”) charged
that a pending lawsuit concerning the book
brought by the public relations firm, Carl
Byoir & Associates, is actually a ruse in a
scheme by Time to “suppress publication of
my book.” Time denied the charge. The au-
thor, George Mair, was an employe of Byoir
from Cctober 1983 to September 1984 and
was assigned to the company's HBO ac-
count as a public relations representative.
An attorney for Byoir also denied that the
suit was on Time's behalf. He said that the
public relations firm was simply seeking a
copy of the “Cash Cow” manuscript before
publication to insure that Mair had not re-
ported information obtained in connection
with his employment at Byoir which the
company argues should be privileged and
cenfidential.

In its suit, the attorney said, Byoir will try
to convince the court that Maier's relation-
ship with HBO during his employment with
Byoir was similar to the confidential rela-
tionship that exists, between a patient and
doctor or client and attorney. The attorney,
Harold Suckenik, also said Mair had agreed
to comply with a specific agreement of con-
fidentiality between Byoir and HBO. Mair



has countered that he signed no agreement
and that there was no mention of its being
effective for any length of time after his em-
ployment with Byoir was terminated. He
contends that Byoir's effort to review galleys
of the book before publication with an eye
toward cutting anything he might have
learned while at Byoeir constitutes "censor-
ship” and "prior restraint” in violation of the
First Amendment. In a press release, Mair
described the book as "the inside story of
the fortunes and misfortunes of the most
powerful cable TV company in the world
and the men and women who made it possi-
ble.”

In filing its lawsuit, said Mair, Byoir "is
acting as a surrogate for HBO and Time Inc.
because they are loathe to go public after
Time Inc.'s embarassment with the Ariel
Sharon trial.” A Time spokesman said
Mair's charge is "absolutely untrue. Time
would never be a party to suppression of a
book or anything else for that matter.”

Cable penetration

Arbitron Ratings’ May estimate puts U.S.
cable television penetration at 44%, or
37,175,300 households, representing a gain
from 43% or 36,463,700 households in Feb-
ruary. The estimates were based on diary
surveys of 410,000 TV households during
May, July and November 1984 and February
1985, Arbitron said the results of these sur-
veys were averaged, with more recent sur-
veys weighted more heavily in the calcula-
tions.

Arbitron said the highest cable penetra-
tion, 85%, was in Laredo, Tex. Next highest
was in Santa Barbara-Santa Maria-San Luis
Obispo, Calif., where it was 84%, followed
by Palm Springs, Calif., 82%; San Angelo,
Tex., 81%; Parkersburg, W. Va., 79%; Ros-
well, NM., 78%; Biloxi-Gulfport-Pasca-
goula, La., and El Centro-Yuma, Calif., both
76% . Lowest penetration was 22% in Minne-
apolis-St. Paul, Arbitron said, followed by
Washington, 23%,; Chicago and Baltimore,
25% each: Milwaukee, 27%, and Detroit,
30%.

Tight squeeze

The National Cable Television Association
has asked the FCC to deny AT&T's request
to move the orbital location of its Telstar 303
satellite from 125 degrees west longitude to
128.5 degrees west, claiming that it would
cause interference to cable programing sig-
nals emanating from Satcom III-R at 131 de-
grees, just 2.5 degrees away from AT&T's
proposed location.

NCTA acknowledged the FCC's “long-
term objective” of spacing satellites two de-
grees apart to make the most efficient use of
the orbital arc. "However, the FCC has stat-
ed, spacing below three degrees at this time
will result in cable television systems receliv-
ing video signals of unacceptable quality, a
situation that can be improved only through
the purchase of significantly more expen-
sive ground Teceiving equipment,” it said.
Granting AT&T's request, it said, "would
render obsolete more than 6,000 recently
purchased receiving antennas many years
before the end of their useful lives.”

According to the NCTA, AT&T requested
the new orbital slot so that cable systems’
earth stations aimed at Satcom IlI-R could

be retrofitted with dual feeds so they could
pick up simultaneously signals from Satcom
II-R and Telstar 303. Telstar 303, which is
scheduled for launch on May 30, 1985, is a
replacement satellite for Comstar D-4,
which now carries some cable programing.

Sports results

ESPN said last week that its prime time pro-
graming averaged a 1.6 Nielsen rating, re-
presenting 571,000 subscriber households,
and a 2 share of audience during the first
quarter of 1985. Its highest-rated prime time
series was its live coverage of six games of
the NCAA basketball tournament, which
averaged a 4.2 rating, equivalent of
1,469,000 homes. Second highest rated was
U.S. Football League games, which aver-
aged a 2.9rating (1,021,960 households) and
live Top Rank boxing (2.1 rating, 740,000
homes). ESPN also said Nielsen figures put
26% of ESPN’s first-quarter prime time audi-
ence in households with at least $30,000 in-
come and with a head of household in a
professional or managerial post—compared
with 15% of total TV households that were
classified in that demographic category in
the first quarter.

Hotel contract

Hilton Hotels Corp. has chosen Bonneville
Telecommunications/Satellite Systems di-
vision, Salt Lake City, to supply and install
satellite receiving equipment at owned-
and-managed Hilton hotels throughout the
U.S., Bonneville said last week. The satellite
antennas will be used to receive cable pro-
graming for in-room distribution to hotel
guests at no charge to them. Bonneville is to
provide site surveys, hardware and installa-
tion of Scientific-Atlanta 3.2-meter or larger
satellite receiving dishes at Hilton hotels
during 1985. Hilton is to purchase the down-
link network equipment from Bonneville,
which will then provide service and mainte-
nance on a contract basis.

Show’s not over

Cancer Today, a public-affairs program on
the early detection and treatment of cancer,
is getting heavy play on cable. The 60-min-
ute special, which aired on superstation
WTBS(TV) Atlanta on April 3, is scheduled to
be telecast on the Financial News Network
on May 27 (6 a m. NYT) and on The Learning
Channel on May 15 (3 p.m. NYT) and May 17
(7 am. NYT). Other networks that have
aired the special included the Satellite Pro-
gram Network, Lifetime, CBN Cable Net-
work, USA Cable Network and Black Enter-
tainment Television.

Ready to vote

The National Labor Relations Board has set
June 4 for a vote by C-SPAN’s production
employes and technicians on whether they
want to unionize under the banner of the
National Association of Broadcast Employes
and Technicians. The NLRB had scheduled
a hearing for May 2 to determine how many
of C-SPAN's 83 employes would be eligible
for the union. But that hearing was called off
when NABET and C-SPAN management
settled on 39. A simple majority of those 39
employes is needed to certify the union.
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{ou’d better start believing in
mermaids because SWEET SEA
is about to make a big splash all
across America!

Children, parents and advertisers
will love this charming 30-minute
animated special featuring a cast
of underwater characters created
by TOMY TOYS and brought to
life by TMS, one of the world’s
leading animation companies.

* NO CASH INVOLVED!

* 4 MINUTES AVAILABLE FOR
LOCAL SALE!

« BACKED BY EXTENSIVE
PROMOTION AND
MERCHANDISING!

» NONVIOLENT CONTENT!

* AVAILABLE NOW FOR THIS
SEPTEMBER!

Catch the wave of SWEET SEA
mania! Call your King World
Enterprises representative now!

PRODUCED BY TMS,LTD.,
EXCLUSIVELY FOR TOMY TOYS

ENTERPRISES

NEW YORK*212-486-9300
. NASHVILLE - 615-373-1500

©|9:}TOMY CORPORATION  K\w/0485-04 q




DEAR MISS MANNERS:
I had a brief affair with a man from our office.

Now he treats me almost like a total stranger at work. Don’t you
think this is rude?

GENTLE READER:

This treatment is the correct one at the office for people who a

currently having an affair. Those who are not can afford to be
slightly more cordial.

“Her wit@and common sense put dear old Amy and Emily to shame.”
—NEW YORK TIMES

Produced by Post-Newsweek Stations Inc. in association with
United Media Productions.




Most of your viewers could use some help with a question
like that. And that’s why millions of them have already
turned to Miss Manners’ column in over 200 U.S. dailies.

7

‘

cleverly correct news and talk show drop-ins avdilable this
fall.

FOR MORE INFORMATION CONTACT: Mla:[er

TELEVISION PRODUCTIONS

(301) 561-5500
See Pages 82, 84, 86




{ BusinessaBriefly

[ ——— 3 TvONLY C————— ] J. Walter Thompson, New York.

Tomy Toys O Three-week flight is slated
tc begin in tate May in eight markets
throughout U.S. Commercials will run-in
daytime and fringe slots. Target:
children, 6 to 12. Agency:
Keye/Donna/Pearlstein, Los Angeles.

Flav-O-Rich 0O Three-week flight for Rich
& Creamy ice cream will begin in early
July in about 13 markets. Commercials
will be carried in prime and fringe
pericds. Target: adults, 25-54; women,
25-54. Agency: D'Arcy MacManus
Masius, Atlanta.

Rheem Manufacturing © Air
conditioners will be highlighted in
campaign in 25 markets, with starting
dates varying from late April to May and
June and length of flights ranging from
six to 13 weeks. Commercials will be
placed in all dayparts. Target: adults,
25-54. Agency: Ackerman & McQueen.
Oklahoma City

C————  RADIOONLY ]

Pepsi-Cola U.S.A. O Moving toward
national rollout of Slice, new lemon-lime
soft drink, Pepsi-Cola has moved
product into New York and other major
cities for 75% of coverage by May 1.

out is achieved within next few months.
Commercials will be carried in all

dayparts. Target: young adults. Agency: Richman Brothers G Men's clothing

AP SALABLE UPCOMING FEATURES
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chain will begin three-week flight in 12
markets, including Chicago, Denver and
Washington. Commercials will run in
daytime periods on weekdays and
weekends. Target: men, 25-54. Agency:
Cabot Advertising, Boston.

Usinger O Sausage products will be
accented in three-week flight to begin
this week in Milwaukee, Madison, Wis.,
and Green Bay, Wis. Commercials will be
carried in all dayparts. Target: women,
25-54. Agency: Cramer Krasselt,
Milwaukee.

West End Lumber Co. 0 Campaign is to
be launched in late May for nine weeks
in Houston and Austin, Tex. Commercials
will be presented in all dayparts. Target:
men, 25-54. Agency: Winius Brandon
Advertising, Houston.

Anderson Little © Men's and women's
retail clothing chain will be featured in
flights of two to five weeks beginning in
mid-May in more than 20 markets.
Commercials will run in morning and
afternoon dayparts. Target: adults, 25-
54. Agency: Cabot Advertising, Boston.

Republic Airlines O Three-week flight
will pick up from earlier flight this month
in about 25 markets. Commercials will
be scheduled in all dayparts. Target:
men, 25-54. Agency: Dancer Fitzgerald
Sample, New York.

T RADIOANDTY [ ]

Pacific Northwest Bell 0 Campaign with
new creative copy will be unveiled in
late May for one week in seven markets
on radio and television, including
Portland, Ore., and Seattle. Commercials
will be placed in all dayparts. Target:
adults, 18-54. Agency: Livingston & Co.,
Seattle.

RepulReport

Wuav(Fm) Miami: To Masla Radio from Tor-
bet Radio.

O

KrxrF-am-FM Kansas City, Mo.: To Selcom
Radio from McGavren Guild.

0O
KropiFmy Sacramento, Calif.. To Weiss &
Powell from CBS Radio.

0O
Kuy(FM) Des Moines, lowa: To Weiss &
Powell from Roslin Radio.

O

Wivk(am)-wDrRv(FMm) Charlotte, N.C : To Sel-
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com Radio from Katz Radio.




KHJ-TV ACCUSED

It’s true,

KH]J-TV’s daytime beats all three network affiliates in Los Angeles, from 9am to 12 noon, Monday
through Friday, in women demos. Fortunately, the nets are tough. They can take it. And that’s good,
because we plan to beat ’em again.

KHJ-TV’S DAYTIME BEATS 9A-12N
ON THE NETS IN WOMEN DEMOS *

ADI RATINGS

TOTAL

WOMEN w18-34 W18-49
KHJ-TV| M-F, 2:30-4:30PM 4 4 4
KABC | M-F, 9A-12N 3 3 3
KCBS | M-F, 9A-12N 3 3 3
KNBC | M-F, 9A-12N 3 2 1

am KHITV RKO \J TELEVISION

s AR TELEVSION L0 ANGELES RKGVTELEVISION

*Source: ARBITRON, Fehruary 1985




What The ATeam
does to sitcoms
1s no laughing martter.




Since The A Team’s been on the
air, 16 sitcoms stopped leaving ‘em
laughing.

But it doesn't stop there. Many of
these luckless sitcoms wilt have to

face The A Team again in syndication.

And that’s no joke!

THEATEAMIS
THE FRANCHISE

A Stephen J. Cannell Production
Distributed By

© 1985 Universal City Studios Inc. All ights reserved.
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Computer contract. Harvey Spiegel (c), senior vice president of Television Bureau of
Advertising, scans contract for development ot third generation of TVB's MMP system for
personal computers. MMP provides net reach, frequency and cost-per-thousand data for
television, newspapers, radio and any combination of media. System was introduced by TVB
in 1979 and MMP/Generation 1l was unveiled in 1981. MMP is used by television stations,
advertisers, agencies and universities and will be able to operate on IBM PC’s, PC-XT and
PC-AT as well as other compatible systems. Computer software for MMP/Generation Il is
being developed by Safran, Marshall & Walker, New York, represented at signing by Susan
Marshall (1), director of marketing and sales, and Buster Walker (r), director of appiications
development. System will be introduced by TVB this summer.

o

The super medium. New study conducted by R.H. Bruskin Associates, New Brunswick,
N.J., for Television Bureau of Advertising points up dominance of TV over other media.
Special Bruskin research, conducted periodically since 1970, showed that in 1985, percent
of adults reached in one day by television was 85%, up one percentage point since 1980,
while newspapers were down 12 percentage points to 59% since 1980. Radio declined by
five points to 63% and magazines fell by seven points to 25%. Bruskin also showed that time
spent by average adult with televison daily in 1985 amounted to 252 minutes, compared with
combined total of other three media of 170 minutes, substantially larger television advantage
than in 1980. According to Bruskin, television's reach and time spent totals were higher than
for those of three media combined in alf age, income and education groups. Report said this
held tor highest income groups and college graduates.

“’ll take mine dry.”’

Feature films with a generous mix of dry wit and outgrageous humor.

Great Comedy¥olumes | & Il

]

e

ALAAI TELEVISION’

The Almi Building ® 1585 Broadway e New York NY 10036
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TAKE |
YOUR BEST SHOT

Otari’s ARS-1000 Automated Radio Station
Reproducer has taken just about
everything that broadcast opera-
tion has thrown at it. From con-
tinuous day after day operation

in hot, dusty corners —to cig-
arette smoke and coffee spllls, :
zn ARS performs ;
zutomation tasks

flawlessly and

faithfully,

Born from Otari's =

line of heavy duty ~~ ~  industrial tape
duplicating and loadmg equipment that
moves tape at up to 480 ips, the ARS-1000 is
engineered for continuous use, simple opera-
tion, and ease of maintenance.

Bulletproof? Of course not. But it is the kind of
equipment that frees you to get involved in the
real challenges of today’s new, dynamic radio.
Because you're not constantly fixing some-
thing that shouldn’t have broken in the first
place. From Otari: The Technology You Can
Trust.

Contact your nearest Otari dealer for a demon-
stration, or call Otari Corporation, 2 Davis
Drive, Belmont, CA 94002 (415) 592-8311
Telex: 910-376-4890

""'@

© Ohari 1984
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|:_= May 15—American Film Institute, in association with  communications and Information Administration.
This week Publishers Weekly, seminar, “Words into Pictures: Tak-  Omni International hotel, Miami. Information: (202) 254-

May 11-15—Broadcast Financial Management Asso-
ciation/Broadcast Credit Association 25th annual con-
ference. Palmer House, Chicago.

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

May 13-15—Third annual ‘85 Sat Expo, sponsored by
Sat Expo [nc. Sheraton Denver Tech Center, Denver.
Information: (303) 779-7930.

May 13-16—High Definition Television Colloguium,
*Progress in HDTV, EDTV and Other Improved Televi-
sion Systems,” sponsored by Government of Canada,
Canadiar Broadcasting Corp. and National Film
Board of Canada. Ottawa Congress Center, Ottawa,
Ontario. Information: Secretariat HDTV, 1138 Sherman
Crive, Ottawa, Ontario, K2C 2M4; (613) 224-1741.

May 14—Washington Executives Broadcast Engi-
neers (WEBE) monthly luncheon. Roma restaurant,
Washington. Information: (703) 644-3013.

May 14-17—"Electromagnetic Energy Policy Alliance,”
association formed to promote establishment of re-
sponsible, uniform standards on use of nonionizing
electromagnetic energy,” annual meeting and seminar.
Hotel Intercontinental, San Diego. Information: (202)
429-5430.

May 14-17—First national instructional tetevision utili-
zation conference, “Branching Qut in '85," sponsored
by Southern Educational Communications Associ-
ation. Gulf Park Conference Center, Long Beach, Miss.

May 15—National Academy of Television Arts and
Sciences, New York chapter, drop-inluncheon. Speak-
er: Ted Turner, Tumer Broadcasting System Inc.

ing Part in the Video Revolution.” Doral Inn, New York.
Information: 1-800-221-6248.

May 15—Federal Communications Bar Association
monthly luncheon. Speaker: George Vradenburg I,
VP-general counsel, CBS Inc., on Westmoreland vs.
CBS trial. Touchdown Club, Washington.

May 15—"Women at the Top,” series sponsored by
American Women in Radio and Television, Washing-
ton chapter. Topic: associations. National Association
of Broadcasters. Washington.

May 15-18—American Association of Advertising
Agencies annual meeting. Greenbrier, White Sulphur
Springs, W, va.

May 15-18—Public Broadcasting Service/National
Association of Public Television Stations annual meet-
ing. St. Francis hotel, San Francisco.

May 16—/ nternational Radio and Television Society
newsmaker luncheon, “Media Mania on Wall Street—
Who's Next?” Waldorf-Astoria, New York.

®» May 16— “Westmoreland vs. CBS: The Fallout,” sym-
posium sponsored by Academy of Television Arts and
Sciences, featuring George Vrandenburg, chief coun-
sel, CBS; Dan Bunr, president, Capital Legal Founda-
tion; Elie Abel, NBC News correspondent, and Richard
Salant, former vice chairman, NBC. Directors Guild
Theater, Los Angeles.

® May 16-17—National Association of Broadcasters
executive committee meeting. NAB headquarters,
Washington.

May 17—"Minority Ownership of New Broadcast Sta-
tions,” seminar sponsored by FCC and National Tele-
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Each of these standard mobile units
brings with it the combination of the
nation's ieading mobile system designer,
broadcast-quality equipment and a bril-
liantly-engineered Wolf Coach vehicle.

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

The AR82is a 23’ 2- to 4-camera EFP
unit that features your choice of broad-
cast-quality color cameras, a Grass Valiey

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

Both units can be expanded 10 include
1"VIRs, charocter generators, editing
facilities and more.

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

A.F. ASSOCIATES INC.

ADVANCED SYSTEMS AND PRODUCTS FOR THE VIDEO INDUSTRY
AFA SYSTEMS DIVISION 100 STONEHURST COURT NORTHVALE NJ 07647
1438 NORTH GOWER STREET HOLLYWOOD CA 90028
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7674.

May 17—Radio-Television News Directors Associ-
ation region three meeting with Society of Professional
Journalists/Sigma Delta Chi. Marriott hotel, Salt Lake
City.

May 17-19—American Public Radio annual meeting.
Westin hotel, Vail, Colo. Information: (612) 293-5417.

May 17-19—Advanced economics conference for
journalists, co-sponsored by Foundation for Ameri-
can Communications and Dullas Morning News. Dal-
las/Fort Worth Airport Hilton, Dallas. information: (213)
851-7372.

May 18-22—Fourth international conference on televi-
sion drama, including presentation of Samuel G. Enget
Awards, sponsored by Michigan State University.
MSU campus, East Lansing, Mich.

—
Also in May

May 19—Association of California Independent Pub-
lic Television Producers and The Film Arts Founda-
tion co-sponsor “Reflections: The Documentary in Cri-
sis,” conference on status of public television
documentaries. KQED-TV studios, San Francisco. In-
formation: (415) 552-8760.

May 19-22-.CBS-TV annual affliates meeting. Fair-
mont hotel, San Francisco.

May 19-22—Fourth International Conference on Televi-
sion Drama, sponsored by Mickigan State University.
MSU campus, East Lansing, Mich.

May 19-23- Neational Public Radio annual conven-
tion. Marriott City Center, Denver.

May 20-22—Television Bureau of Advertising/Ster-
ling Institute “performance management program for
account executives.” Westin, Denver.

May 20-23-—Pacific Mountain Network annual affili-
ates meeling, "Changesin and on the Air." Westin hotel,
Denver. Information: (303) 455-7161.

i w May 21—Champion-Tuck Awards (for business and

economic reporting) luncheon, sponsored by Dart-
mouth College, Amos Tuck School of Business Admin-
istration. Keynote speech: Diane Sawyer, CBS. Plaza,
New York.

m May 21—National Association of Broadcasters
small markel committee meeting. NAB headquarters,
Washington.

May 21—Independent Media Producers Association
seminar, “How to Do Business. . . Advocacy Groups.”
Gangplank, Washington. Information: (202) 466-2175.

May 21—Southern California Cable Association lun-
cheon. Speaker: Michael Fuchs, chairman, HBO. Mari-
na del Rey Marriott, Marina del Rey, Catif. information:
(213) 684-7024,

May 27-June 1—27th American Film Festival, docu-
mentary, short film and video festival sponsored by
Educational Film Library Association. Roosevelt ho-
tel, New York. Information: (212) 227-5599.

May 27-28—-National Association of Broadcasters sci-
ence and technology department 17th annual direction-
al antenna seminar. NAB headquarters, Washington.
Information: (202) 429-5346.

May 28-30—10th annual “Hyannis Conference” for in-
vestors and investment analysts interested in telecom-
munications and information industries, sponsored by
Electronic Industries Association. Dunfey's hotel,
Cape Cod, Mass. Information: (202) 457-4937.

May 28-31—Public Telecommunications Financial
Management Associgtion annual conference. Hyait
Regency, New Orleans. Information: (803) 799-5517.

May 29—Golden Jubilee Commission on Telecom-
munications conference, “At the Crossroads—Tech-
nology vs. Regulation in Mobile Radio and Enhanced
Computer Services.” Keynote speaker: Lionel Olmer,




Never before huas a new
first-run strip gone on the

air sold in all 50 of the
top 50 markets.

Until Now!

i\lew York Houston
Los Angeles Pittsburgh

Philadelphia Minneapolis
San Francisco Atlanta
Boston Seattle

Washington, D.C.

Cleveland

Baltimore Orlando Grand Rapids
Indianapolis WGNO-TV. ... New Orleans Memphis
Hartford Charlotte Louisville
Providence
Portland, OR Greenville San Antonio
Columbus, OH Harrisburg
Cincinnati Oklahoma City
Kansas City Birmingham Charleston
Nashville Raleigh Wilkes-Barre
Milwaukee Salt Lake City

Already cleared in over 85% of the country with
more than 110 stations and still growing!

elepiclures A Rankin/Bass Production Q’!‘elepictures
) mDIA © 1985 Telepictures Corporation PERENNIAL




undersecretary of commerce for international trade.
Maayflower hotel, Washington. Information: (202) 955-
4687.

u May 20— National Association of Broadcasters re-
gional summer small market TV workshop. Sheraton
Park Central hotel, Dallas. Information: (202) 429-5362.

wMay 30— National Association of Broadcasters
membership committee meeting. NAB headquarters,
Washington.

® May 30—Northern Californie Broadcasters Associ-
ation meeting. Speaker: Shaun Sheehan, senior vice
president, National Association of Broadcasters, on
status of effort to ban beer/wine commercials. Trader
Vic's, San Francisco.

May 30-June 1—National Cable Forum, preview of
upcoming made-for-cable programing, during annual
consumer press tours. Arizona Biltmore, Phoenix. Infor-
mation: {213) 278-3940.

May 30-June 1—International Visual Communication
Conference, sponsored by University of Pennsylva-
nia's Annenberg School of Communications. Hilton ho-
tel, Philadelphia. Information: (215) 898-7037.

May 30-June 1—Television Bureau of Advertising
sales staff meeting. Rye Town Hilton, Rye, N.Y.

May 31-June 2—"Chemophobia and the News," jour-
nalism conference co-sponsored by Foundation for
American Communications and Gannelt Foundation.
indian Lakes Conference Center, Chicago. Informa-
tion: (213) 851-7372.

—
June

June 1—Second annual Broadcasting-Taishoff semi-
nar, "designed to identify and inspire future leaders of
television news,” sponsored by Sigma Delta Chi Foun-
dation, with grant from Broadcasting-Taishoff Foun-
dation, honoring memory of Sol Taishoff, late founder-
editor of Broadcasting. WBBM-TV, Chicago.
Information: (312) 649-0224.

June 1-2—American Film Institute workshop, "Writ-
ing is Rewriting,” on structural, creative and commer-
cial aspects of screenwriting. Chicago Filmmakers, &
West Hubbard Street, Chicago.

June 2-4—CBS-TV promotion executives conference.
Vista International, New York.

Jdune 2-5—National Cable Television Association an-
nual convention, including National Cable Programing
Conference. Las Vegas Convention Center, Las Vegas.

June 2-5—JCPenney-University of Missouri televi-
sion workshop. School of journalism, UM, Columbia,
Mo. Information: (314) 882-7771.

June 2-5—ABC.TV promotion executives confer-
ence. Hamiiton, lasca, il

June 2-5—FPBS annual press tour. Arizona Biltmore,
Phoenix.

June 2-8—Sixth Banff Television Festival, annual inter-
national event recognizing “excellence in TV films and
programs.” Banft Springs hotel, Alberta. Information:
{403) 762-3060.
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A professional’s guide to the intermedia week (May 13-19)

Network television O ABC: A Deatk in California (two-part dramatization), concluding
Monday 9-11 p.m.; Placido Domingo Steppin’ Out With the Ladies! (music special), Tuesday
10-11 p.m.; Celebrities! Where Are They Now? Fourth Edition (magazine special), Thurs-
day 9-10 p.m.; Staff of Life (comedy special), Friday 9:30-10 p.m.; Deadly Intentions (two-
part suspense drama), Sunday 8-10 p.m. and next Monday 9-11 p.m. CBS: The 1985 Miss
USA Pageant, Monday 9-11 p.m.; It’s Your 20th Anniversary, Charlie Brown (animated/live

action retrospective), Tuesday 8-9 p.m.; The
Lady From Yesterday (drama), Tuesday 9-11
p.m.; Blade in Hong Kong {(action adventure),
Wednesday 9-11 p.m., Christopher Columbus
(two-pant mini-series), Sunday and next Mon-
day, 8-11 p.m. NBC: Jackie Gleason Presents
the Honeymoomers Reuniom (vintage Kkine-
scopes), Monday 8-9 p.m.; Peyton Place: The
Next Generation {drama), Monday 9-11 p.m.;
Father Serra and the American West (religious
documentary), Sunday 1-2 p.m.; Motown Re-
turns to the Apollo (variety special), Sunday 8-
11 p.m. {check local times). PBS (check local
times): Herman Melville, Damned in Paradise
(documentary), Wednesday 9-10:30 p.m.; Bern-
stein Conducts. “West Side Story” (documen-
tary), Friday 9-10:30 p.m.

Network radio 00 NBC Radio Network: News-
line Extra: “The Hunt for the Angel of Death”
{five 90-second reports}, Monday-Friday {check
local times).

The Lady From Yesterday on CBS

Cable O Arts & Entertainment: Escape* (three-part re-creation series), Wednesday 8-9
p.m.; "Alexander Nevsky" (Russian historical film), Saturday 8-10:30 p.m.; Einstein (docu-
mentary), Saturday 10:30 p.m.-midnight; Wyniton Marsalis: Catching a Snake {music spe-
cial), Sunday 9-10 p.m. Cinemax: Eros International* (six-part series), Monday 10-10:30
p.m.; “Where the Boys Are '84 (comedy), Saturday 8-9:30 p.m. Lifetime: Your Mental
Health: Update '85 (informathon), Monday 9-11 p.m. The Nashville Network: Winners’
Circle (interviews), Sunday 6:30-7:30 p.m. Showtime: Huey Lewis and the News: The Heart
of Rock and Roll (music special), Saturday 8-9 p.m.; “Footloose™ (music/dance film), Sunday

8-9:45 p.m.

Museum of Broadcasting {1 East 53d Street, New York) O Afilton Berle: Mr. Television, 60
hours of material highlighting Berle's early days of translating vaudeville to television, now

through July 11.

® June 4 —National Assoctation of Broadcasters met-
o market committee meeting. NAB headguarters,
Washington.

2 June 4—American Women in Radio and Televi-
sion, New York City chapter, annual Pinnacle awards
luncheon. Raintbow Room, New York.

June 4-6—NBC-TV promotion executives confer-
ence. Hyatt Regency, Chicage.

June 4-7—Satellite communications, course offered
by Continuing Education Institute, nonprofit organi-
zation providing protessional development in engi-
neering and applied science. Amfac hotel, Los Ange-
les.

June 5-9—CBS annual press tour. Arizona Biltmore,
Phoenix.

® June 6—"Blueprint for Success,” TV broadcast ac-
quisition seminar sponsored by National Association
of Broadcasters. Westin hotel, Chicago. Information:
(202) 429-5362.

® June 6-7—National Federation of Local Cable Pro-
gramers, mid-Atlantic region, regional conference,
"Making Access Work for Us."” Co-sponsors: Cable Us-
ers Association of New Jersey and Newark Me-
diaworks. Mercer Community College, Trenton, N.J.

June 6-8—/Jowa Broadcasters Association annualcon-
vention. Cedar Rapids, lowa.

June 6-9—Broedcast Promotion and Marketing Ez-
ecutives/Broadcast Designers Association annual
seminar. Hyatt Regency, Chicago.

June 6-12—Montrenx 1985, 14th International Televi-
sion Symposium and Technical Exhibition. Montreux,
Switzerland. Information: PO. Box 97, CH-1820 Mon-
treux, Switzerland.

June 7-8—National Association of Farm Broadcast-
ers Southeast regional meeting. Grove Park Inn and
Country Club, Asheville, N.C.

June 8-11—American Advertising Federation nation-
al convention. J W Marrioll, Washington.

June 9-11—Microwave Communications Association
annual cenvention. Ramada Renaissance hotel, Wash-
ington. information: (301) 464-8408.

June 9-12—Missouri Broadcasters Association
spring meeting. Rock Lane Lodge on Table Rock Lake,
Branson, Mo.

June 10—Presentation of Monitor Awards of Videotape
Production Association. Lincoln Center, New York
State Theater, New York.

June 10—"1985 Wingding,“ sponscred by Southern
California Broadeasters Association, featuring com-
petition among broadcast and adverising executives
in golf, tennis and racquetball. Sporimen's Lodge, Stu-
dio City, Calif. Information: 213-466-4481

June 10-11—NBC annual press iour Century Plaza,
Los Angeles.

June 10-12—Fourth annual International Radio Festi-
val of New York, radio program competition. Sheraton
Center hotel, New York. Information: (914) 238-4481.

8 June 11—"A Practical Guide to the Cable Communi-
cations Policy Act of 1984," program sponsored by
Practising Law Institute and American Bar Assoct-

Enatal’

Don Golden, from All American Televi-
sion, Los Angeles, joins Fries Distribu-
tion Co. there as regional sales manager.
Robert Lloyd, executive VP of Fries, was
incorrectly named in "Fates & Fortunes”
April 8 as being named to that post.

O

NBC won first week of post-season

ratings. Headline on weekly television

ralings box in May 6 issue was incorrect.
0

Mary Alice Williams, winner of Matrix
broadcasting award from New York chap-
ter of Women in Communications (BrRoaD-
CASTING, May 6), is VP and anchor, New
York bureau, for GNN.
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ation Section of Science and Technology and Division
of Professional Education. Program will be broadcast
by satellite from New York. Information: (212) 765-
5700.

June 11-12—Video show, hosted by General Televi-
sion Network-Communication Systems Group, video
systems company based in QOak Park, Mich. Fairlane
Manor, Dearborn, Mich. Information: (313) 399-2000.

June 12—International Radio and Television Society
annual meeting and Broadcaster of the Year luncheon.
Waldort-Astoria, New York.

June 12—"Women at the Top,” series sponsored by
American Women in Radio and Television, Washing-
ton chapter. Topic: programing management. National
Association of Broadcasters, Washington.

June 12—Ohio Association of Broadcasters sales
workshop. Columbus Marriott Inn North, Columbus,
Ohio.

June 12-13--1llinois Broadcasters Association annu-
al trip to Washington for visits with legislators and FCC.
Washington.

June 13—Advertising Council of Rockester annual
dinner. Guest speaker: Ted Turner, Turner Broadcasting
System. Marriott Thruway hotel, Rochester, N.Y.

June 13—Women in Cable, Bay Area chapter, meet-
ing. Topic: theft of service. Dominick’s restaurant, San
Raphael, Calif. Information: Michal Dittrick, (415) 463-
0870.

June 13-16—ABC annual press tour. Century Plaza,
Los Angeles.

June 14—Presentation of 26th annual Clio Awards for
advertising. Waldorf-Astoria, New York.

B June 14— 'Cable Communications Policy Act of
1984: what It Means for Massachusetts,” seminar
sponsored by Massachusetis Cable Television Com-
mission and Commonwealth of Massachusetts.
George Sherman Union, Boston University, Boston.

June 14-16—Advanced economics conference for
journalists, co-sponsored by Foundation for Ameri-
can Communications and Gannett Foundation. indi-
an Lakes Conference Center, Chicago. Information:

MEET LUCKY LUCIANO

Charles “Lucky’’ Luciano. He got
30 to 50 years for running New
York prostitution in 1936. The DA
didn‘t know Luciano was the
supreme boss of the Mafia, which
he’d builtinto America’s most
powerful crime organization.

(213) 851-7372.

June 14-23—American Film Institute faculty deve!-
opment workshop, “Interpretation of Avant-Garde
Film." Center for Media Study, State University of New
York, Buffalo, N.Y.

June 17—Clio annual black-tie gala, honoring world's
best TV commercials. Lincoln Center, New Yark.

June 17-19—CATA '85, Community Antenna Televi-
sion Association annual meeting. Opryland hotel,
Nashville. Information: CATA Show. PO. Box 9833, Alex-
andria, Va., 22304-0479.

B June 17-21—National Association of Broadcasters
summer board meeting. NAB headquarters, Washing-
ton.

June 17-21—American Film Institute faculty devel-
opment workshop, “Politics and the Media: Mutual Ma-
nipulation.” American University, Washington.

June 18—Southern California Cable Association lun-
cheon. Speaker: Charles Firestone, president, Los An-
geles board of telecommunications commissioners.
Marina del Rey Marriott, Marina del Rey, Calif.

June 18— Women in Cable, Bay Area chapter, semi-
nar, "Introduction to Politics: 101." Gallagher’s restau-
rant, Oakland, Calif. Information: Sharon Reneau, (415)
428-2225.

June 18-21—National Broadcast Editorial Assoei-
ation annual convention. Salt Lake Marriott, Salt Lake
City.

June 19-21—Oregon Association of Broadcasters
spring conference. Ashland Hills Inn, Ashland, Ore.
Information: (503) 257-3041.

June 20-22—Maryland/District of Columbia/Dela-
ware Broadeasters Association annual convention.
Sheraton Fontainebleau, Ocean City, Md.

June 21-23—Fifth Annual Invitaticnal Weekend: Anxi-
eties, Pressures and Substance Abuse,” sponsored by
National Council for Families and Television in coo-
peration with The Entertainment Industries Council
and Caucus for Producers, Writers and Directors.
Speakers include producers John Markus, Al Burton
and Renee Longstreet; network programing execu-
tives Bill Allen, Garth Ancier and John Barber, and pro-
duction company executives Alan Courtney and
Charles Keller. Ojai Valley Inn, Ojai. Calif. Information:
(213) 622-0349.

June 23-26—21st annual International Conference on
Communications, sponsored by Institute of E lectrical
and Electronics Engineers’ Communications Society
and Chicago IEEE section. Palmer House hotel, Chi-
cago. Information: (312) 922-2435.

May 11-15—Broadcast Financial Management
Association/Broadcast Credit Association 25than-
nual conference. Palmer House, Chicago. Future
conferences: 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 19-22-.CBS-TV annual affiliales meeting.
Fairmont hotel, San Francisco.

May 19-23--National Public Redio annual con-
vention. Marriott City Center, Denver.

June 2-5—National 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 6-9—Broadcast Promaotion and Marketing
Executives/Broadeast Designers Association an-
nual seminar. Hyatt Regency, Chicago. Future con-
ventions: June 11-15, 1986, L oew’s Anatole, Dallas;
June 10-14, 1987, Peachtree Plaza, Atlanta; June
B-12, 1988, Bonaventure, Los Angeles, and June
21-25, 1989, Renaissance Center, Detroit.

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

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

Aug. 4-7—Cable Telemision 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. Georgla
World Congress Center, Atlanta.

Sept. 11-15—"Radio '85: Management and Pro-
graming Convention,” second annual conference
jointly sponsored by National Association of
Broadcasters and National Radio Broadcasters
Association. Dallas Convention Center, Dallas.

VigjeraMecings
e

Sept, 11-14—Radio-Television News Directors
Association international conference. Opryland,
Nashville. Future convention: Aug. 26-29, 1986,
Salt Palace Convention Center, Salt Lake City, and
Sept. 1-4, 1987, Orange County Convention Cen-
ter, Orlando, Fla.

Sept. 18-20—Atiantic Cable Shkow. Atlantic City
Convention Center, Atlantic City, N.J. Information:
(609) B48-1000.

Oct. 27-Nov. 1—Society of Motion Picture and
Television Engineers 127th 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. 20-22—Television Bureanu 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.

Dec. 4-6—Western Cable Show, sponsored by
California Cable Television Assoeiation. Anaheim
Convention Center, Anaheim, Calif.

Jan. 5-9, 1986 —Association of Independent Tele-
wmsion Stations 13th annual convention. Century
Plaza, Los Angeles.

Jan. 17-21, 1986—NATPE International 23d an-
nual convention. New Orleans Convention Center,
New Orleans. Future convention: Jan, 24-27, 1987,
New Orleans.

Feb. 1-4, 1986—Sixth annual Managing Saies Con-
ference, sponsored by Radio Advertising Bureau.
Amtac Airport hotel, Dallas.

Feb. 2-5, 1986—Neational Religious Broadcasters
43d annual convention. Sheraton Washington,
Washington.

Feb. 7-8, 1986—Society of Motion Picture and
Television Engineers 20th annual television con-
ference. Chicago Marriott, Chicago.

Feb. 27-March 1, 1986—17th annual Country Ra-
dio Seminar, sponsored by Country Radio Broad-
casters. Opryland hotel, Nashville.

April 13-16, 1986—National Association of
Broadeasters annual convention. Dallas. Future
conventions; 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.

May 20-23, 1986—26th annua! Texas Cable Show,
sponsored by Texas Cable Television Association.
San Antonio Convention Center, San Antonio.
May 27-31, 1986 —American Women in Radio
and Television annual convention. Loew’s Anatole,
Dallas.
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From the minute we launched
our NEWSPOWER 1200 service,
we knew we were on to some-
thing hot

Because it delivers news
that people want to hear. It deliv-
ers news you can believe. And
it delivers it, without a glitch, at
1,200 words per minute.

That's 18 times faster than
the AP Radio Wire.

Not only that, NEWSPOWER
lets you pre-program your news.
So you get only the news you
need—state and local reports,
sports, financial, world news
and weather.

Ap NEWSPOWER 1200

THEM:

There's something else.
With NEWSPOWER 1200, you
get a drrect line to the most
pervasive, precise news staff in
the world,

And when you consider
all that, you realize something.
You realize that AP

NEWSPOWER 1200 can be a
tremendous advantage in your
business, no matter what kind
of competition you run up
against.

For details about
NEWSPOWER 1200, call Glenn
Serafin, at AP Broadcast Services
(800) 821-4747.
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STATIC ELECTRICITY.

CAUSING A SHOCKING
OF DROPOUTS.




Your once-in-a-lifetime

shots ...destroyed by transient
dropouts—caused by a fiber, a
smoke particle, or even an
eyelash that’s been drawn into
your videocassette by its inherent

static charge. It’s been an inevitable
problem...until now.
We know you need a videocas-

sette that can go anywhere and not

pick up static-drawn souvenirs that will

destroy your picture. So we developed

the exclusive Scotch®Anti-Stat Treatment,

a revolutionary cassette coating that

minimizes static attraction, giving our new

Broadcast Videocassettes the industry’s

lowest electrostatic charge levels. Auto-
matically re- ELEcTROSTATIC CHARGE

ducing your (BETA)

transient drop-

outs. Dramati-
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your picture. And

we’ve applied this

unique technology

to the lengths and A N -
formats you need. All  #t50 “TA"C TR PREN

distinguished by our red doors and hubs for easy

Anti-Stat identification. All backed by our engineers a

call away. All the more reason we’re number one in the
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A beer-wine advertising commentary from Shaun Sheehan, National Association of Broadcasters

The case for keeping
alcohol advertising

Editor’s note: Last week's "Monday Memo" fea-

tured a commentary by Michael Jacobson and

George Hacker of the Center for Science in the

Public Interest, the organization that has been

* spearheading efforts to ban beer and wine com-

mercials or require mandatory counteradvertis-
ing.

This week's column presents the opposing

» view from the National Association of Broadcast-
ers.

Last week in this column, Project SMART
described broadcasters and their allies as
modemn day equivalents of Chicken Little.
An apt response, I would submit, is: “Which
came first: the chicken or the egg?”

*™ The Old Testament reveals that Noah’s
first act on debarking from the Ark was to
plant a vineyard. The ancient Romans and

' Greeks elevated winemaking to an art form.
Columbus discovered that the Indians en-
joyed a native beer. And who can forget Pro-
hibition? All this and countless other histori-
cal occurrences took place before the advent
of radio and television.

Then as now, the question is not that beer
and wine and spirits are used but that some
people abuse them.

SMART is clever. It is riding the coattails
of national concern over drunk driving. It
has coupled it with a resurgence of the tem-
perance movement and launched an attack
on radio and television—easy targets for
demagoguery.

The strategy is akin to the big lie. “Broad-
casters, when are you going to stop beating
your wives?” The premise is stated as if fact.
Then it behooves the accused to refute the
fictitious assertion, and yet residue remains.
“Aren’t you the one who beats his wife? No,
I was acquitted.”

Fortunately, Americans have an inherent
sense of faimess and although Project
SMART has garnered reams of publicity, it
has repeatedly failed when exposed to scruti-
ny before the Senate, at the Federal Trade
Commission and in most of the opinion arti-
cles both in print and broadcast.

When questioned on the record, SMART
feebly agrees that there is no evidence link-
ing broadcast advertising with abuse, and its
real motive and strategy trickles out. First,
ban broadcast advertising and if possible ex-
tend the ban to print. Raise taxes on all alco-
hol products. Place warning labels on them.
Limit the hours of sale and places of pur-
chase. None of these address abuse. All ad-
dress use. SMART is attempting to socially
engineer the use of beer, wine and liquor out
of American culture.

Shunted aside is who drinks and why. As
well as who abuses and why. In the United
States, 35% of the population abstains from
alcohol. Of the 65% that chooses to drink,

Shaun Sheehan is senior vice president,
public affairs, of the National Association of
Broadcasters, Washington. Before joining the
NAB in 1978, he was vice president and
group supervisor for the Daniel J. Edelman
Inc. international public relations firm's
Washington office. While at Edelman he
served as an account executive and vice
president/group supervisor. Prior to that he
spent three years at the U.S. Catholic
Conference where he wrote and voiced
Guidelines on the NBC Radio Network. A
member of a number of public relations,
journalism and other orgainzations, Sheehan
last week was named to the board ot
directors of Mothers Against Drunk Driving.
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well over 90% do so in moderation with no
health risk to themselves or others. These
simple statistics expose SMARTs big lic.

The FTC studied the relationship between
beer and wine ads and alcohol abuse. Last
month, it rejected a SMART petition re-
questing further review of the question.
After a thorough analysis, the FTC found
“no reliable basis to conclude that alcohol
advertising significantly affects consump-
tion, let alone abuse.”

Two weeks ago at NAB’s convention,
Mothers Against Drunk Driving (MADD)
founder Candy Lightner told broadcasters
her organization would “never” support Pro-
ject SMART and stated that Congress should
be “the court of last resort.”

The facts are straightforward, simple and
substantiated. They make the case:

® First, broadcasters are deeply concerned
about the alcohol abuse problems in this
country and are actively involved, on and off
the air, within their local communities to in-
form the public on this serious issue.

@ The problem is misuse, not use, of alco-
hol. The vast majority of Americans who
choose to imbibe do so intelligently and in
moderation.

® There is no recognized research that
shows any causal relationship between alco-
hol beverage advertising and alcohol abuse.

@ Family practice, peer pressure and cul-
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tural environment are the primary influences
on drinking behavior at all ages.

® By comparison, the Soviet bloc—which
allows no advertising—suffers significantly
higher levels of alcohol abuse than the U.S.

® Beer and wine, unlike cigarettes, pose
no health hazard to the public when used in
moderation. Despite banning of cigarette ad-
vertising and the Surgeon General’s report,
the rate of consumption by young people—
who have never seen nor heard a broadcast
cigarette ad—remains exceedingly high.

8 As lawful products, beer and wine are
entitled under the First Amendment to be
advertised.

B The banning of beer and wine advertis-
ing will cost the broadcast industry $882
million annually in revenues—appoximately
5% of national and spot revenues for televi-
sion and 12% for radio. Radio, with its small
margin of profit, will be harder hit.

B Most of these dollars go toward under
writing sporting events. A ban would mean
the loss of local sports coverage.

® ]t is purported that beer and wine ads
entice youth. Yet Nielsen data reveals that
less than 3% of teen-agers and children are
in the audience of the average weekend of
TV sports programs. The audience is over-
whelmingly adult males.

@ The suggestion of an ad ban on beer and
wine is an insult to the intelligence of the
American people. As with all other legal,
nonharmful products—food, drink, trans-
portation—the public should be allowed to
make educated choices (in terms of prefer-
ence) without government intervention.

While these facts speak for themselves,
alcohol abuse is not so easily explained. The
solution will not be found in any one place.
It will not be found in SMART’s “control”
approach. And it will not be found in fash-
ionable “media bashing.”

There has been dramatic progress by soci-
ety over the past 40 years. The key has been
identified by researchers, social scientists
and experts in the field. It is called educa-
tion. At NAB we’re aiding the effort through
comprehensive public service outreach pro-
grams.

We are not so naive as t0 believe that
alcohol abuse prevention is a short-term pro-
ject. We are in this for the long haul. Our job
is t0 meet the needs of our communities. Our
civic responsibilities stretch far beyond Pro-
ject SMART and always will.

The point that must, and is, being made is
that all members of society need to be active,
willing and committed participants in the
process to make it work. Governmental
oversight of advertising practices does noth-
ing to address the alcohol abuse problem this
country faces. The solution lies in education
of our young, our mainstream and our af-
flicted—an educational process that is being
bolstered by broadcasters in towns across
America.

- i



Proud.

You've made quite a name for yourself. And
with 25 years of experience guiding and
helping those of us in the business, a name
well deserved. So here's to you, the Broad-
cast Financial Management Association.
You made us what we are today — gratetul.
Every day we thank our lucky stars.

szaho

Media Collection Specialists
3355 Lenox Road, Suite 945
Atlanta, Georgia 30326
404/266-2464







Every time a viewer elects to tune in— seasons, 60 Minutes has ranked among
it’s a vote. the top four network programs—the only

And in 1984-85, for the sixth straight pReral e e
primetime season and the 25th since this STARS IN THE DAYTIME

comparative measurement began 29 years The CBS array of serial dramas and game
ago, more Americans voted to spend their shows again shone most brightly.

time with CBS. B ~ SUPERSPORTS
The fact that our national television election  Peak numbers of viewers joined us for such

has come out the same way so many times  top events as NFL Fbotball and the NCAA
surely says that the viewing public finds our  Bgsketball Championship, which drew the

program efforts a little more enjoyable, 2 Jargest audience for this event in history.
little more interesting, a little more worth o )
their while. There’s more, of course: distinguished public

affairs; an ever-increasing commitment to
PRIME TIME IS PRIME innovative children’s programming that
Viewers looked to us for a whole world of challenges young minds.

entertainment, from new series such as

Murdey She Wrote and Crazy Like o Fox 1t takes a schedule in entirety to produce
to established weekly favorites; from mini-  television’s most enduring tradition of

series to movies to specials. leadership—a leadership that derives from
hundreds of millions of votes cast in the
INFORMATION, FIRST unique continuing election process of

The CBS Evening News with Dan Rather  American television.

h d 150 straight weeks of
ajsigg?é Fl}(i':fi(émhip. i&l;lac'ilgfor :;iecsr?secutive CBS/ BROADCAST GRO“P

|

—
g

i
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Source: Audience estimates based on NTI average audience household ratings. Prime time defined as follows: Sept.-April 1956-1975, Mon.-Sun. 7:30-11PM;
Sept. 1975-April 1976, Mon.-Sat. 7:30-11PM. Sun. 7-11PM; Sept.-April 1976-1985, Mon.-Sat. 8-11PM, Sun. T-11PM. CBS Evening News with Dan Rather May 3, 1982 to April 21, 1985;
60 Minutes, Sept.-April each year, 1979-80 to 1984-85; NCAA Basketball Championships. 1969 through 1985. Subject to qualifications available upon request.



“It's been like this ever since we hired Selcom to rep us.”

An exaggeration? Sure. But the truth is that better research and better support.

Selcom station clients do indeed enjoy a substan- It's why we've increased the sales of our
tial increase in the influx of commercial dubs. client stations from three million dollars in 1977

With good reason. to fifty million dollars this year.

Selcom salespeople are different. Masters of It's also why you should be talking to us.
the tough sell, their goal is making every situation Especially if you have the problem of not enough
a growth situation. They're better qualified, dubs.
better motivated and just plain better at what I
they do. And, since Selcom is part of the Selkirk elcom radio vout appreciate the difference.
Communications team, our salespeople get SELCOM RADIO, 521 FIFTH AVENUE. NEW YORK, N.Y. 10017 212-490.6620
*ﬁ DIVISION OF SELKIRK COMMUNICATIONS, tNC

Selcom Representation.
The advantages will be obvious.
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ANALYZING THE BULL MARKET IN STATION SALES

The method behind the multiples

Have television station prices left the realm of reality? The $450
million that Hearst Corp. proposes to pay for wCvB-Tv Boston has
made that the most pressing question among the nation’s station
brokers—who are virtually unanimous in believing that Hearst over-
paid. They are likely to be astonished again in the next week or two
as final bids come in for KTLA-TV Los Angeles, expected to approach
$500 million for a station purchased for $245 million only two years
ago.

The record prices being paid are attributed to a variety of reasons.
“Ego has replaced economics,” said one broker. “Television station
prices are like the price/earnings ratio of stocks—they are related to
the perception of the industry,” said one investment banker. An
industry executive said that additional stations allow group owners
to gamble on programing ventures, and therefore acquisitions can no
longer be analyzed unto themselves.

However, one significant reason for seemingly higher prices is an
axiom both economic and traditional: supply and demand. Acquisi-
tion possibilities created by the expansion of the FCC's multiple
ownership rules have created the interest, and new sources of money
have created the means to buy. Both factors have upped the bidding
for major-market television stations.

The prices being paid, more important than doubling the previous
price in roughly three years (the Boston example), seem to be based
on higher multiples of cash flow* than used to be considered justifi-
able. The rule of thumb, simply put, has been that the price of a

whether the acquired station is at its optimum performance or wheth-
er there is room for further improvement in the station’s operating
margins and market share.

Nevertheless, the answer from those in the industry is that—all
other things being equal—multiples, at least in recent big-city pur-
chases, have increased. One person who has reviewed the KTLA-TV
offering document said that less than half of the price that station is
expected to bring can be attributed to an improvement in cash flow
and more than half of the price increase reflects a higher multiple.

To Fred Seegal, who heads Shearson L.ehman Brothers’ communi-
cations group, the higher multiples being paid in big markets should
be no surprise. “Wesray Corp. bought Gibson Greetings [greeting
card manufacturer| three years ago for $80 million and it now has a
market value of $250 million. The value of properties doubling in a
few years is not an atypical phenomenon, a fact that people in the
broadcasting industry sometimes forget. It could just as well happen
to a soybean manufacturing plant.” Seegal explained the higher
multiple being paid by noting that whereas for a struggling, growing
group owner every acquisition has to be done with “sharp-pencil
arithmetic,” a company such as Hearst may, until recently, have been
frustrated in finding an investment outlet for cash flow from its
existing broadcast properties. Furthermore, a shortfall in its calcula-
tions can, unlike a stand-alone station, be temporarily made up with
cash flow from another property or properties.

(In fact, a group of WCVB-TV station executives were willing to

station was a variable of the cash flow
produced by that station, because pay-
ments to retire the debt incurred by the
acquisition had to be safely met.
Brokers and other industry observers
say that cash flow multiples have pre-
viously fallen within a relatively narrow
range, between eight and 10 times for

Alarm among many that prices have
lost touch with reality is balanced
by calm in banking, investment
circles about medium’s potential;
higher multiples order of the day

pay at least $400 million for the station
[some even wanted to match the Hearst
offer} as a stand-alone operation, even
though initial broker estimates general-
ly valued the property at $350 million.
That proposal would have involved
bank loans and equity, the majority of
which would have been placed by an

slow growing markets or between 1]
and 13 times for faster growing markets. Two recent acquisitions in
Orlando, Fla., went for an estimated 15 multiple, but that market’s
television advertising revenue growth was recently estimated as the
third fastest in the country, behind Houston and Austin, Tex.

But with wCvB-Tv the pocket calculators are also showing a 15
multiple in a market which, while rebounding nicely from the reces-
sion, is still showing nowhere near the revenue growth rate of Orlan-
do.

Multiples, of course, don’t always provide the answer. If they did
how could one explain the recent price paid for a Southeastern
station that was 40 times that year’s cash flow? The simple rule of
thumb has to be modified in each circumstance to consider, in addi-
tion to the growth of television advertising revenue in the market, the
prevailing interest rate at which the acquisition is financed. Other
variables include whether the station is being sold on current or
projected cash flow, whether that cash flow is guaranteed, and

*Cash flow, simply put, is that revenue lefl over after necessary operat-
ing, administrative and general expenses. Luoked at another way, it is
the maxiniem amoeunt available to pay off interest expense and is caleu-
lated before taxes (interest payments are tax-deductible) and depreci-
ation (an expense that is entered into the books but does not require an
ontlay of eash).

investment banking firm and the rest
anted by the station employes themselves.)

Station purchasing as an investment is forward looking and the
assumptions one makes are important in assessing whether a stati«d,
will pay off money invested. A hypothetical station with a one-tenth
share of a $1-billion TV advertising revenue, and with $50 million in
cash flow has a wide variety of possibilities. Using just three varia-
bles, if one buyer thinks the market will grow at nine percent, the
station’s share will stay at 10% and the operating margin will stay at
30%, he would come up with a 1990 cash flow of $76.9 million.
Taking just one percentage point difference—10% market growth,
11% share and 51% operating margin—the other buyer would pro-
Jject a 1990 cash flow of $90.4 million. At a multiple of 10 that works
out to $135-million disagreement on future value.

Banks with ostensibly conservative standards are making loans
on these purchases, another possible indication that the prices being
paid can be justified as good investments. But Jose Echevarria, vice
president and district head of Marine Midland Bank’s broadcasting
group, thinks that the criteria of a good investment may be changing:
“It’s as though they are being traded like commodities and the buyer
says: ‘1 don’t really care if the deal can be justified because 1 can
always sell it later.” ”

The increased desire of the banking industry has allowed broad-
casters to go further out on a limb. “When we set up the Marine
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Midland group we went around and talked to other bank broadcast-
ing groups. Their loss ratios were very minimal and their nonper-
forming assets also very minimal. And although I think in the next
downturn we will see a higher percentage in both categories [ don’t
think any banks will be hurt if they have television assets. 1 don't
think the prices of stations will come crashing down.” As a result, he
said, the recent competition among banks to make loans to station
purchasers continues, and that in turn has led to “reduction in some
lending [interest] rates or slackening of loan covenants.”

Ron Ninowski of Gammon & Ninowski Media Investments noted
that if any of the recent prices being paid is unwise, there would be a
delay in that coming to light because typically only interest is paid
during the first few years, with principal repayment added later.

While easier bank financing has made the task of station buyers
somewhat easier, the actual amount of money they can obtain from
banks, as a multiple of cash flow, has changed very little. According
to Echevarria. the sum banks are willing to loan generally does not
exceed about six times the station’s cash flow, a multiple that has
hardly changed in recent years. "It may be creeping up just a little bit
over six,” he said.

So if a bank will loan $180 million for a station that will have $30
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WCVB-TV), but the price the buyer is willing to pay has increased
from $330 million to $450 million, what other source of financing
allows the buyer to be more adventurous? The answer lies in a
variety of financing “instruments” that are categorized as mezzanine
financing—that falling between secured bank loans and the purchas-
er’'s own money. Included in that category are junk bonds, other
unsecured debt and debt that is convertible into equity. “There are a
lot of new lenders, a lot of new investors, and the financing tech-
niques are a lot more sophisticated. For instance, one new technique
that came out of the last recession was deferred interest caps fif
interest rates rise above a certain level, the difference between the
cap and the prevailing rate is itself rolled over into a future loan},”
according to Echevarria.

While from a distance it may seem crazy to some that a mature
Boston TV station would be bought for a multiple of 15—if that is in
fact the case—obviously the people spending that money have been
smart enough to €arn it. Similarly, no one can think of a recently
acquired television station—not a start-up—that has had to go Chap-
ter 11 because it couldn’t meet its debt payments. The bottom line
may well be that as long as people can sell stations for more than they
bought them the broadcasting industry may be in for still more

million in cash flow in 1985 (the generally accepted estimate for

surprises.

a

Life among the high rollers

Metromedia’s $2-billion deal with Murdoch-Davis;, Hearst’s $450 million for Boston

International media mogul Rupert Murdoch
and Denver oilman Marvin Davis made their
expected announcement last week. Yes, they
intend to buy Metromedia’s seven television
stations for $2 billion. And, yes, they will
spin off wCVB-Tv Boston to Hearst Corp. for
$450 million (BROADCASTING, May 6).

No doubt hoping to increase the likeli-
hood of winning federal regulatory approv-
al, Murdoch reportedly has hired the politi-
cal consulting firm of Black, Manafort,
Stone & Atwater, which has strong ties to the
Reagan administration. and Akin, Gump,
Hauer & Feld, the law firm of former Demo-
cratic Party chairman Robert Strauss. The
law firm of Cohn & Marks is still represent-
ing Murdoch before the FCC.

It was learned that Davis has at least one
well-situated friend on Capitol Hill. Repre-
sentative Timothy Wirth {D-Colo.), chair-
man of the House Telecommunications Sub-
committee, and his wife consider the
Davises “good friends,” according to a
Wirth aide. Davis is said to contribute to
Wirth’s campaigns.

Murdoch also moved swiftly to quash a
rumor that he would seek a waiver at the
FCC to retain his daily newspapers and Me-
tromedia television stations in Chicago and
New York. Through a spokesman, Murdoch
said he will not seek a ‘“‘permanent” waiver
from that crossownership prohibition. (FCC
officials would apparently be receptive to
“temporary” waiver requests that would per-
mit Murdoch to retain those crossowner-
ships for up to 18 months or so.) But Mur-
dock also announced last week that the
Chicago Sun Times was up for sale.

In addition, it was reported that Mur-
doch’s becoming a U.S. citizen—a move he
would have to make to acquire more than a
direct 20% interest in a domestic television

station—would cause him to face similar
prohibitions against alien ownership in his
native Australia, where he also owns televi-
sion stations and a TV network.

Figuring out precisely who Murdoch and
Davis are isn't easy. In some ways, the bil-
lionaire co-owners of the 20th Century Fox
Film Corp. differ. Davis, 59, is six-foot-
four, broad in the beam, a man who built his
fortune drilling for oil. Murdoch, 54, is
slimly built, and, with his finely chiseled
features, could easily be cast in one of his
own company’s movies as a pensive intellec-
tual. But Murdoch and Davis share a pen-
chant for privacy that is difficult to pene-
trate.

How Murdoch and Davis originally got
together wasn’t known by their spokesmen.
But both had financial interests in Boston
Ventures Limited Partnership, the venture
capital firm that helped John Kluge, Metro-
media chairman, president and chief execu-
tuvie officer, take that company private
(BROADCASTING, Dec. 12, 1983).

Davis, together with Marc Rich, took
20th Century Fox Film Corp. private in June
1981 for an estimated $722 million. Davis
bought Rich’s half of the company after Rich
fled the country in the wake of an indictment
on racketeering and tax evasion charges
(BROADCASTING, Oct. 22, 1984). Davis
sold half of the company to Murdoch for a
reported $250 million earlier this year
(BROADCASTING, March 25).

Much of the media coverage of the deal
with Metromedia has focused on Murdoch.
But one source cautioned against reading
that as an indicator of the roles Murdoch and
Davis will play with the television proper-
ties. This source said Murdoch and Davis
will be 50-50 partners. And Davis “loves the
business,” the source said.
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It also reportedly has not yet been deter-
mined whether the new corporate entity
Murdoch and Davis have proposed for the
television stations will be a subsidiary of
20th Century Fox. But it was being asserted,
at least in some quarters, that Barry Diller,
the former head of Paramount Pictures
whom Davis hired to run Fox last year
{BROADCASTING, Sept. 17, 1984), is “like-
ly” to be put in charge of the television sta-
tions as well. (Diller’s five-year contract
provides him with an annual salary of $3
million; it also, among other things, would
give Diller 25% of the amount by which the
company has appreciated in value over those
five years.)

O

Those who know Murdoch personally say he
doesn’t deserve his reputation as a *“bucca-
neer.” They say he is soft-spoken, courteous
and intelligent.

He is a graduate of Oxford University.
And he got his start in the publishing busi-
ness through News Limited, an Australian
firm his father controlled. He took over that
firm when he was 23. And by 1964, the
company was publishing newspapers in ev-
ery Australian state. In January 1969, the
company acquired The News of the World in
London. And in late 1973, Murdoch bought
both the San Antonio (Tex.) Express and
News. Shortly thereafter, he launched the su-
permarket tabloid, the Star. In 1976, he
bought the New York Post; shortly there-
after, he added the Viilage Voice, New York
and New West magazines to his publications
portfolio.

Murdoch has been criticized for the char-
acter of some of his publications. And his
acquisition of the Chicago Sun-Times had
one pronounced effect: more than 100 staff-
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ers reportedly quit.

Dan Rosenheim, now a reporter for the
Chicago Tribune, was among those who left.
And he said a primary motivation was his
concern that the Sun-Times’s editorial prod-
uct would be “‘downgraded”™ under Mur-
doch. “I think that’s happened. but not to the
degree some people feared,” Rosenheim
suid. “But overall the quality of the paper is
lower.”

Rosenheim also asserted that the Swun-
T'imes has not been as tinancially successful
as Murdoch had hoped. Rosenheimi said
that, according to a Sun-Times source. the
paper lost $4 million last year. Rosenheim
also said Murdoch. in reflecting his own
conservative views, has changed the Sun-
Times from a “'liberal” paper to an “extreme-
ly conservative™ one.

But there’s no evidence to suggest that
Murdoch will wrn the Metromedia televi-
sion news operations into video clones of his
Star, neither the Village Voice nor New York
magazine fits into the supermarket tabloid
niche. (David Schneiderman. editor-in-chief
of the Village Voice, declined comment on
what influence Murdoch has exerted upon
that publication. Laurie Jones. managing
editor of New York magazine, did not return
a telephone call.)

What impact the acquisition will have on
Metromedia news statters is unclear. Betty
Endicott. news director of Metromedia’s
WTTG(TV) Washington. said it was too early
totell. "1 don't think we know enough to get
nervous,” she said.

Murdoch hasn’t won them all. In the sum-
mer of 1983, he laid plans to launch Sky-
band, a five-channel low-power nationwide
satellite broadcasting service. But he pulled
the plug on that operation betore it got off the
ground and ended up having to pay Satellite
Business System $12.7 nullion to get out of
a long-term satellite contract. And his hos-
tile etfort last year to take over Warner Com-

munications Inc. was not successiul, even
though his News Corp. walked away with a
$40-million “greenmail” settlement
(BROADCASTING. March 26, 1984).

There also is some evidence to suggest
that Murdoch may be a bit thin-skinned.
Last year, for example, Murdoch expressed
his displeasure about I'nside Story coverage
of him and his publishing empire that he
alleged was unbalanced and contained inac-
curacies (BROADCASTING, May |4, [984).
“Will hold you and PBS [Public Broadcast-
ing Service| participating stations responsi-
ble for any defamatory falsehoods,” said
Murdoch’s attorney in a telegram to the
show’s host.

Those close to Murdoch’s partner. Davis,
describe him as charming, gracious and jovi-
al. Denver newspapermen. however, say
Davis is downright reclusive. “He is a very
difficult person to know about,” one news-
paperman said. “He never, ever talks 1o re-
porters.’

Davis's oil company, Davis QOil Co., is
private. as is the Denver-based real estate
acquisition firm of Miller-Klutznick-Davis-
Gray. in which he is a partner. It’s anyone’s
guess what Davis Qil is worth. But it was big
enough to sell $630 million of its oil and gas
properties in 1981, the same year Davis and
Rich bought 20th Century Fox. It sold an-
other $180 nullion of 0il and gas properties
to Apache Petroleum Co. of Minneapolis
last month.

Miller-Klutznick-Davis-Gray is said to be
concentrating on “developing properties on
the West Coast.”

Davis, according to a spokesman, re-
ceived a B.S. inengineering from New York
University in 1947, and got his start in the oil
business working for his father. He moved to
Denver in the early 1950 and took over the
reins of the o1l business.

Davis, who has three daughters and two
sons, owns homes in Denver and Palm
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Springs, Calif. And another one of his recent
acquisitions would seem to indicate that he
intends to make show business his business
for some time: According to a spokesman,
he has added Kenny Rogers’s Beverly Hills
home to his own portfolio. That one went for
an estimated $21 million.

Breakdown shows Murdcch-Davis
paying seller’s price for six TV
stations; Hearst’s purchase of
Boston station sets record

Rupert Murdoch and Marvin Davis appear to
be paying top dollar for Metromedia’s six
TV stations, and so, also, is Hearst for
WCVB-TV Boston, say industry analysts. In
the sale, Murdoch and Davis are paying just
over $2 billion for WNEW-TV New York,
wFLD-TV Chicago, WTTG-TV Washington,
KNBN-Tv Dallas, KRIV-TV Houston and
WCVB-TV Boston. The figure is said to in-
clude assumption of Metromedia’s $1.3 bil-
lion debt, $650 million in cash and an esti-
mated $40 million of accrued interest.
Hearst Broadcasting, in turn. is buying
WCVB-TV Boston from Murdoch and Dawis
for $450 million.

Tom Buono, president of Broadcast In-
vestment Analysts, which publishes Invest-
ing in Television, analyzed the stations sold
and estimated the various values placed on
each station.

Metromedia has owned its stations in the
first, second and eighth markets tor over 20
years. Buono’s figures, which reflect the fair
market value of the station, are based on
estimates of cash flow derived from market
share and other considerations. They repre-
sent the price the stations would sell for in an
open market as stand-alones, or what a seller
could reasonably expect to ask for his sta-
tion. For instance, WTTG Washington (chan-
nel 5, 100 kw, 700 foot tower), rated as the
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Hearst’s rise in the ownership ranks

The Pittsburgh-based Hearst Broadcasting Group, which announced plans last
week to acquire wCvB-Tv Boston for $450 million, is a subsidiary of the New York-
based publishing empire founded a century ago by William Randolph Hearst. The
company’s broadcast activities stem back to the 1930's, when it first entered the
radio business. Today in addition to its four AM and three FM stations, Hearst owns
five top-50-market VHF stations: wTAE-Tv Pittsburgh (12th market); weaL-Tv Baltimore
(21st); kmBC-Tv Kansas City, Mo. (27th); wisn-Tv Milwaukee (29th), and wDTN(TV)
Dayton, Chio (49th). Its radio portfolio includes wBAL(AM)-wIYY(FM) Baltimore; wiSNam)-
wLTQ(FM) Milwaukee; wiAE(amM)-wHTX(FM) Pittsburgh, and wara(am) San Juan, P.R.

Six years ago, the company embarked on a major expansion program in various
media, adding various print publications, two television stations and four cable
systems. The company also forged a partnership with ABC, known as Hearst-ABC
Video Entertainment Services (HAVES), which owns two-thirds of both Lifetime and
the Arts & Entertainment cable programing services. If the Boston deal goes
through, the company said, its acquisitions in that time will have exceeded $1 billion.

The last television station it purchased was also a Metromedia outlet—kMBC-Tv—in
1982 for $79 million, completed just ene year after it bought woTN for almost $50
million. Metromedia sold its Kansas City outlet to make room in its portfolio for
Boston. it's believed that Hearst obtained an informal agreement at thal time from
Metromedia, giving it first crack at buying the company's Boston station if it ever
became available.

In the meantime, analysts say, Hearst has concentrated on paying off its debt from
its last two broadcast acquisitions. “They should have no problem raising the money
to buy the [Boston] station,” said John Intrater, a senior financial analyst with Frazier,
Gross & Kadlec, Washington. “They may decide to sell off a station or two to help
finance it," offered Intrater. Potential spin-off candidates, he said, are wiae-Tv Pitts-
burgh, which would probably fetch $200 million, and wbtn Dayton, which is worth
$50 million or more. “Their newspapers spin off quite a bit of cash as well,” he said.

But be that as it may, most analysts and brokers contacted last week believed that
Hearst was overpaying for the station—the consensus being the station is worth
closer to $300 million or $350 million, and not $450 million. At that price, Metromedia
is getting more than twice the $220 million it paid for the station in 1982.

Frank Bennack Jr., Hearst Corp. president and chief executive officer, refused to
comment last week on deiails of the proposed acguisition, such as how the station
purchase will be financed or whether existing stations will be spun off to support the
financing. More than one broker said Hearst could readily secure loans from banks
and/or investment houses for up to 80% of the purchase price, however.

The current Hearst television group—headed by John Conomikes as general
manager—reaches 20 million potential viewers, WCvB-Tv Boston, the sixth largest
market, has close to two million television homes and more than five million potential
viewers,

Among the company's 15 daily newspaper holdings are the San Francisco Exam-
iner, San Antonio (Tex.) Light, Los Angeles Herald-Examiner, Seattie Post-Intelli-
gencer and Laredo (Tex.) Times. Among its magazine holdings are Cosmopolitan,
Good Housekeeping, Harper's Bazaar, Popular Mechanics, Redbook, Science Di-
gest and Town & Country.
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number-one independent station in the coun-
try. receives a 26 share in the market, giving
it estimated revenues of $52 million. Owing
10 its status, Buono estimated a 40% profit,
giving a cash flow of about $21 million.
Multiplying this by a factor of 11 (a higher
than average amount), he estimated a fair
market value of $230 million.

KTTV-TV Los Angeles was purchased in
1963. It is on channel 11 with 166 kw and a
2,940-foot tower. Using the same methods,
Buono estimated its fair market value at
$430 million.

WNEW-TV New York is on channel 5 with
17.5 kw and a 1,688 foot tower. Buono felt
its value was about $560 million.

Metromedias most recent acquisition is
KNBN-TV Dallas, an independent (as are all
Metromedia stations except WCVB-TV) on
channel 33 with 4,508 kw and a 1.696-toot
tower. It purchased the station in December
1983 for $14.9 million. Buono estimated the
station 10 be worth about $34 million.

In April of that year. it purchased WFLD-TV
Chicago. on channel 32 with 5,000 kw and a
1,415-1oot tower, for $136 million. That sta-
tion is now estimated to be worth about $210
million.

In April 1978. Metromedia purchased
KRIV-TV Houston for $11 million. It in-
creased the power of the station from about
1,600 kw 10 5,000 kw and raised the antenna
from 940 feet to 2,049 feet. In testimony to
the rapid growth of the marker and to Metro-
media’s improvements, the station is now
thought to be worth about $175 million.

The sale of wCVB-Tv (on channel 5 with
100 kw and a 980-foor tower) is causing
some consternation for analysts, since it is
felt the station’s cash flow cannot justify the
$450-million price tag. Metromedia pur-
chased the station in 1982 for what was then
a record price of $220 million. Buono had
originally estimated the price of the station
at $330 million, but when it was announced
that Hearst had purchased the station for
$450 million. he went back and revamped
his figures. However, even with a 50% profit
margin, Buono could not justify a price of
more than $390 million.

When the figures are totaled, Buono's es-
timates comie to $2.029 billion, including his
revamped estimate for wCvB-Tv Boston, in-
dicating that Murdoch and Davis paid the
seller’s price for the stations.

Memphis-based broker Milton Q. Ford
was one of the few brokers who could say he
was not surprised at the recent rise in cash
flow multiples. Contacted at the time of the
ABC/Capcities deal for a magazine article
about the rising price of TV stations, Ford
differed from other analysts, predicting that
both the price and multiples of TV station
sales would rise dramatically. His comments
“wound up on the cutting room floor.” he
said. “I said at the time that the sale would
drive the multiples up. and it’s done it,” said
Ford. “I’m not sure if there is « limit to cash
flow multiples today.”

Speaking of the sale of wcvB-Tv. Ford
said, “Hearst does not overpay. I'll bet it
could prove the station is worth it. 1 would
think the station is probably making more
than everyone says,” Ford continued. “Ev-
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eryane thought Kluge was crazy when he
paid $220 million, at a higher than average
multiple |estimated at about 11], for it a few
years ago. He has done rather well in spite of
the then-current wisdom.™

Joe Sitrick of Blackburn & Co., Washing-
ton, admitted that he was ol the school that
believed “prices. especially multiples, could
not go much higher because it’s so hard to
amortize the debt. But it’s pretty obvious
that these Metromedia sales have much
higher than average multiples.” Sitrick
guessed that Hearst felt the station could
generate more cash flow than it currently is.

either by trimming some fat in the station or
concentrating more on operations and avoid-
ing the expensive programing that Metrome-
dia originates. “This is really the first group
of major market TV’s that have come on the
market recently, and this is our first test of
the new values.” said Sitrick. “The sale is
going to help sellers increase the value of
major market TV stations.” Asked if he saw
a limit to the rising multiples. Sitrick said, 'l
thought I saw a limit before and it’s over my
limit now.™

Metromedia is still left with substantial
assets: Metromedia TeleCommunications, a

paging, cellular telephone and long distance
company: Foster & Kleiser. outdoor adver-
tising firm: Metromedia Producers Corp..
syndication and programming; MetroTape,
videotape production: The lce Capades, lce
Capades Chalets, ice skating facilities, and
The Harlem Globetrotters.

Metromedia also retains its radio group:
WNEW-AM-FM New York: KMET(FM) Los An-
geles:  WIPIAM)X-WMMR(FM)  Philadelphia;
KRLD(AM)  Dallas-Fort  Worth, KHOW(AM)
Denver: WASH(FM) Washington: WCBM(AM)
Baltimore: womciamy  Detroit,  and
wwBA(FM) Tampa. Fla. a

CRT chairman resigns under fire

Marianne Hall tells President her
effectiveness was undermined by
controversy over association with
book termed racist; both Senate
and House vow efforts for reform

The Copyright Royalty Tribunal may never
be the same. The resignation last week of
Chairman Marianne Mele Hall. as a result of
her association with the controversial book-
let, “Foundations of Sand.” has triggered
congressional interest in the tiny agency that
could result in its complete overhaul or even
elimination.

Hall. who was confirmed by the Senate
April 2, came under fire after it was dis-
closed in BROADCASTING's April 29 issue
that she was listed as co-author of a tract that
holds black males “insist on preserving their
jungle freedoms, their women. their avoid-
ance of personal responsibility and their ab-
horrence of the work ethic.” Although Hall
stated in a Senate questionnaire that she was
the book’s “co-author.” she told a House
Copyright Subcommittee two weeks ago
that she was only an editor (BROADCASTING.
May 6). Later that week she issued a state-
ment claiming her role was only “clerical”
and saying the ideas in the booklet were “re-
pugnant and distastetul.”

But Hall could not escape the controversy.
More than 70 House members called for her
resignation. And Senator Charles McC.
Mathias (R-Md.). chairman of the Copy-
right Subcommittee, charged with investi-
gating the Hall matter, concluded she should
resign. In a letter to President Reagan. he
listed three reasons why she should step
down.

“First. Ms. Hall’s name appears on the
book *Foundations of Sand” as its co-author.
notwithstanding her recent statements that
she was merely the editor. In any event.
there is no dispute that her name was listed in
this manner with her consent. The nature of
her association with this project may be
judged from the fact that she dedicated her
contribution 1o it to her parents and daugh-
ter.” Mathias wrote. He also pointed out that
Hall played an active role in the book’s pub-
lication. She agreed. he said. to serve on the
board of a corporation “established to re-
ceive the proceeds from the sale of the
book.™

In her resignation to President Reagan,
Hall wrote that racism is “‘repugnant and un-
acceptable to me,” and that such views and
attitudes “have never been a part of my life.”
And therefore, she wrote, *I will not allow
my past technical work as an editor to taint
my life’s commitment to equal opportunity
for all.” Hall noted that the issue had become
“so overwhelming” that “'it may have totally
undermined my effectiveness as a force for
the change that is so desperately needed
within the Copyright Royalty Tribunal.”
And there is work. she continued, that “criti-
cally needs to be done there.” She also urged
the President to move quickly to “find indi-
viduals who can and will carry out that very
important mission.”

Hall. according to White House Assistant
Press Secretary Dale Petroskey, had been in
touch with administration officials over the
past week 1o “determine what was best for
everybody involved—herself, the White
House and the tribunal.” She decided. he
said. that the best thing to do was to resign
and “the White House concurred with her
wishes.” Petroskey denied reports that the
White House forced her out. "It was her
decision.” he stated.

The White House. Petroskey added.
would be “moving soon” on the other vacan-
cies. Only two weeks ago (April 30) the
administration nominated Rose Marie Monk
to a seven-year term on the CRT (BROAD-

CASTING. May 6). Monk was most recently
executive assistant with Notziger Communi-
cations. the political consulting tirm run by
Lyn Nofziger. former assistant to the Presi-
dent for political affairs. A Senate source
said the administration has not tried to push
Monk’s nomination through. Another name
to surface as a possible CRTcandidate is that
of Ralph Oman. counsel 1o Mathias’s Copy-
right Subcommittee. Oman submitted his
name to the White House almost a year ago
for a seat on the CRT and has been called in
for several interviews. Nonetheless. his
name is still pending at the White House. In
the meantime. he has not involved himself in
CRT matters.

Still, it may be a while before the CRT has
its full complement. Indeed. Mathias wants
to hold off on Monk’s nomination and re-
view all the candidates at once. Mathias. an
aide said. wants to know “what the whole
picture is.”

In any event. the subcommittee’s inquiry
will continue. “The American people de-
serve an explanation as to how this episode
was permitied to occur and a statement of
what will be done to prevent a recurrence,”
Mathias said. The investigation. he contin-
ued. will not focus on Hall but will examine
the nomination and confirmation process
that “served the nation so poorly in this
case.”

Hall's departure raises some serious ques-
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tions concerning the tribunal’s future. With
only two of the CRT’s five seats filled—by
Commissioners Edward W. Ray and Mario
F Aguero—the tribunal may be unable to
operate. Ray will serve as acting chairman
until December when Aguero assumes the
post. “It's obviously not an ideal situation.”
said a Senate Copyright Subcommittee
source, and the subcommittee will be look-
ing at the matter.

However, according to the tribunal’s gen-
eral counsel, Robert Cassler, the tribunal
will still be able to carry out its business. “lt
is the opinion of the tribunal that a quorum
tor tribunal action is based on a majority of
sitting commissioners, not a majority of au-
thorized commissioners. It takes two com-
missioners to constitute a quorum and they
would have to agree for tribunal action,”
Cassler explained. He noted that the com-
missioners will make every effort to reach an
agreement and avoid any deadlocks. “"We're
going full steam ahead,” Ray said.

Currently, there are three issues pending
before the tribunal. One Is the 1983 cable
royalty fund distribution proceeding in
which the CRT will divide $79 million
among the Motion Picture Association of
America, joint sports claimants, the Nation-
al Association of Broadcasters, National
Public Radio, Public Broadcasting Service,
Canadian claimants, American Society of
Composers, Authors and Publishers, Broad-
cast Music Inc., SESAC, and religous pro-
gramers. Also under review is the CRT’s
distribution of the 1983 jukebox royalty
fund. The distribution of 95% of the fund
has been settled, but the remaining 5% is
still being contested. And the tribunal has
been petitioned by Turner Broadcasting to
review its 1982 3.75% rate increase for dis-
tant signals. No action has been taken on that
matter.

To House Copyright Subcommittee Chair-
man Robert Kastenmeier (D-Wis.) Hall’s
resignation raises two larger issue: “the qual-
ity of the nominating process and the future
of the CRT.” Kastenmeier, during a CRT

oversight hearing just two days after Hall’s
association with the book was revealed, stat-
ed that the tribunal is in “dire need of re-
form.” But his concerns are not new; in the
last Congress he offered legislation calling
for minimum reform of the tribunal. It
would have reduced the size of the tribunal
from five to three and would require the CRT
to hire a general counsel and economist. But
now the chairman is considering making ma-
jor revisions.

In any event, Kastenmeier told BROAD-
CASTING that discussions are now in the pre-
liminary stages and are “‘exploratory in terms
of CRT reform or even possibly elimination,
in which case there would have to be a sub-
stitute for it. .. .1 am not sure that's neces-
sary, but that will be seriously considered.”
He expects the subcommittee will be able to
devote more attention to the subject in an-
other two weeks.

Kastenmeier noted that appointments to
the tribunal have not been taken seriously by
both the Carter and Reagan administrations.
“That is not to say that every person is un-
qualified. Indeed, that’s not the case. But
many of them appear to be primarily politi-
cal appointments. And I think that is in part
what has frustrated the work of the tribunal
and probably resulted in it being underfund-
ed and not recognized for the mission that it
has. And we may have to deal with that
realization.

Kastenmeier believes Congress should try
to encourage Presidents to carefully select
highly qualified people as commissioners.
One way to do that, he said, is to include
some kind of qualifying language in the leg-
islation. “I know Ms. Hall is an attorney and
she claims some copyright knowledge prior
to her appointment, but that’s an unusual
case and even Ms. Hall seems to have prob-
lems.” There is nothing in the Copyright Act
that requires the commissioners to have any
copyright experience. Only the bill’s legisla-
tive history suggests they have some “pro-
fessional competence in the field of copy-

o

right policy.”

First sign of fall

The three networks unveil their
prime time lineups; increase in
comedy as networks vie for young

The first draft of the 1985-86 prime time TV
schedule is now posted at all three networks,
and the emphasis is on comedy and young
adult-oriented series. The number of action/
adventure and serial dramas, which domi-
nated the networks’ fall schedule this sea-
son, increased by one while the number of
half-hour situation comedies, a genre that
many had considered moribund only a year
ago, has increased by two.

Next season’s schedule includes 36 hours
of drama and serial programing. Half-hour
situation comedies, however, have increased
from a three-network total of 22 in the fall
1984-85 schedule to 24. In addition, CBS
has scheduled an hour-long comedy, Stir
Crazy, and, Hometown, an hour-long ensem-
ble comedy likened to the theatrical “Big
Chill.” Perhaps making room for the in-
crease in half-hour comedy offerings, there
is one less ‘“‘reality-based” comedy on the
schedule—ABC’s People do the Craziest
Things having been an early casualty.

The lifting of the curtain last week on
ABC’s and CBS’s schedules rounds out the
three-network programing picture for the
1985-86 season. Two weeks ago NBC was
the first to announce its new fall lineup
(BROADCASTING, May 6). CBS originally
was to announce its new schedule last Friday
(May 10), but without warning unveiled it
two days early.

Among the changes ABC has made are a
re-emphasis on young adult-oriented com-
edies and dramas in the 8 p.m. time period
on four nights of the week. ABC has rede-
signed major portions of its Tuesday, Thurs-
day, Friday and Saturday lineups. CBS has
introduced an entirely new Wednesday night
schedule. All three networks kept Monday
intact, NBC did not touch its Tuesday and
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8:30 | & McCormick] (Warner (Clark 8:30 aracey) {Paramount) f‘s;r:gr%n J 8:30 TSe‘ In5|d|ers Tucker/ (Michael
{Steven J. | Bros.) Carson) He's the Sannell (Universal) | Columbia) Landon)
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Thursday schedules and CBS left Thursday,
Saturday and Sunday alone.

ABC added seven-and-a-half hours of
new programs, replacing more than one-
third of its prime time schedule. CBS re-
placed five hours, representing 23% of the
22-hour prime time week. while NBC left
well enough alone, introducing only four
hours of new shows, or 18%.

Brandon Stoddard, president, ABC Mo-
tion Pictures, told affiliates gathered in New
York last week that the network had already
ordered about one-third of the movies that 1t
will air next year, including a mix of 25
made-for-TV movies and nine theatricals. In
addition, he said that four to five mini-series
are planned for next season. And, ABC has

our films will be very sophisticated and in-
telligent scheduling.” He said that CBS’s
Tuesday schedule would be “perfect coun-
terprograming” to A Team on NBC and Dif-
frent Strokes on ABC since, he said. they
have not shown appeal to women. Shephard
also feels that CBS Tuesday Night Movies
will provide a “‘real choice” to Riptide on
NBC.

Shephard termed CBS’s total revamping
of Wednesday night “our biggest gamble,”
and explained that his mandate had been to
“be more aggressive” in filling programing
for the evening. He described NBC’s back-
to-back scheduling of Highway to Heaven
and Hell Town as a “two hour sermon” and

called ABC’s The [nsiders at § p.m. Oppo-
site Stir Crazy on CBS a “rip-ofi” of NBC’s
Miami Vice that wouldn’t perform as well as
the orginal. He added that the two hatf-hour
comedies, Chartie & Co. and George
Burns’s Comedy Week at 9-10. would “do
well,” and that The Equalizer. which fol-
lows it and stars Edward Woodward (star of
Australian theatrical movie, “Breaker Mour-
ant™), tested well with both men and wom-
en.

Shephard said that CBS would be hard
pressed to win most Thursday nights next
season as it has this past. “We are restaffing
the Magnum, P.I. writing staff,” he said,
adding that “The Cosby Show is just too

ordered a 12-hour sequel to the mini-series,

North and Soutk, titled Love and War, Sunda

which he said would run in the second half of Across the boards g

the scason, the first time a sequel to a mini- .
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strong.” Shephard said that he expected
Magnunt to do “respectably.” The 9-10 time
period on Thursday. he predicted, will in-
crease its rating beginning at 9:30 in the mid-
dle of Simon & Simon and after Cheers is
over on NBC. He questioned ABC's choice
of scheduling Dynasty [I: The Colbys at 9
p.m. because “in most cases such serials
start at {0 p.m. and then move to 9 p.m."”

On Friday night. “*we don't think anyone”
will be disappointed in The Twilight Zone,
Shephard said. and he called ABC’s schedul-
ing of Benson and Mr. Sunshine in the 9-10
block “'soft programing.”™ He predicted that
NBC will “really have a problem™ with Mis-
fits of Science at 9-10 p.m., which he de-
scribed as a cross between The A Team and
Manimal, the short-lived science fiction/
fantasy series that ran in that time period on
NBC two seasons ago.

“We expect improvements in Falcon
Crest.” Shephard said. because he doubted
the strength of ABC's Family Honor oppo-
site it.

Shephard added that on CBS’s Saturday
night movie “most |of the features] will be
male-oriented... The one thing we know is
that people have an appetite for movies on
Saturday night. NBC is quite vulnerable on
Saturday at 9:30-11." and he called Hunter
*a marginal show.”

ABC has moved in the right direction with
its 1985-86 prime time schedule, according
to some Madison Avenue media directors
and buyers, although few think that—based
on what they have previewed of ABC’s
prime time programing so far—the third-
place network will immediately achieve its
stated goal next season: to recapture the cru-
cial 18-t0-49-year-old viewers. Most adver-
tising agency executives canvassed believe
that NBC will again retain the title to young
adults. even gaining momentum in house-
holds along the way. although probably not
enough to unseat CBS. which has been the
dominant force in prime time for six con-
secutive seasons.

But as usual, agency executives stressed
that the household ratings race is not as im-
portant as which network attracts the best
demographics. and few if any advertisers
buy only into single shows any longer. “If
you limit yourself to a small number of
shows. you're going to pay a whopping pre-
mium,” said Willard Hadlock, senior vice
president at Chicago-based Leo Burnett.
“We're past the day and age when most ad-
vertisers care only about what are the hits
and misses.”

Nevertheless, agency media directors
trudged back to their Madison Avenue of-
fices last week to begin making their own
estimates on how each network prime time
show would perform in the ratings. Most
expect the upfront buying season to open in
early June.

ABC Entertainment president, Lewis Er-
licht, while noting that on “Tuesday night
ABC was once the dominant force in young
adults with a solid block from 8 to 10 p.m.,”
also conceded that “our primary objective in
setting this schedule was to return to that
successful formula.”

But, harshly judged one network buyer at

a top-20 agency, “ABC is gambling that He’s
The Mayor and Growing Pains will return
them to the heydays of Three's Company,
Laverne and Shirley and Happy Days. But
the strength just isn’t there.”

Observed Phil Burrell, vice president of
network programing at Dancer, Fitzgerald
Sample, “It doesn’t seem Diffrent Strokes
[the canceled NBC series that ABC picked
up and is using to anchor Tuesday at 8 p.m.]
in its eighth year is going to burn any bridges
against A Team. They’ve taken these action
shows and scheduled at 8 p.m. in hopes of
drawing the younger audience.”

Commented Robert E. Igiel, senior vice
president and media director at N W Ayer, *'[
don’t think anybody should count ABC out,
but it can’t all be done overnight. They've
set out to create a schedule to attract back a
younger audience, but it will depend in part
on the execution [of the shows].” He specu-
lated that one development in ABC’s favor is
that the network might use Diff’rent Strokes
star Gary Coleman in specials the same way
NBC did.

Concluded another agency executive: *I
think ABC deserves a iot of credit [for the
new schedule]. It’s just that NBC is on a roll.
I’s tike trying to stop a runaway truck.” O

Opponents slow
Intelsat drive

for Congressional
support of separate
systems issue

They get changes in proposed bill
in House calling for Intelsat

rate changes; they will continue
to press opposition in Senate

Reagan administration forces started late in
the fight on Capitol Hill, but succeeded nev-
ertheless in blunting an effort by Intelsat to
win congressional support for one of its
goals in countering U.S. policy to authorize
establishment of competition for the global
consortium. Legislation sponsored by Rep-
resentative Don Bonker (D-Wash.) calling
on the administration to propose changes in
Intelsat’s pricing structure—changes that In-
telsat says are essential if it is to be forced to
compete—was adopted in the House by a
voice vote, but only after it had been weak-
ened to a point where it was more acceptable
to the administration than earlier versions.

Even so, the administration has not called
a halt to its opposition to the legislation.
David Markey, assistant secretary of com-
merce for communications and information,
said: “The measure still needs some adjust-
ment. We’ll work on it in the Senate.” And
the State Department issued a statement as-
serting that the legislation is unnecessary—
that the Bonker amendment provides Intelsat
with no protection not already contained in
the restrictions the executive branch has im-
posed on separate systems. What’s more, the
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statement reflected concern about the man-
ner in which the legislation, if implemented,
would reflect on the U.S. and its possible
impact on Intelsat itself.

The approved legislation, in the form of
an amendment to the State Department au-
thorization bill, is largely the work of Repre-
sentative James Broyhill (R-N.C.), ranking
minority member of the House Energy and
Commerce Committee. Broyhill opposes
any legislation but proposed language of his
own that would remove most if not all of the
provisions in the Bonker drafts that he and
the administration found offensive. The bill
does not rule out support for a change in the
pricing struture, but calls on the secretary of
state to “consult” with the U.S. signatory to
Intelsat—Comsat—and the secretary of
commerce “regarding the appropriate scope
and character of a modification to Article
V(d) [the pricing provision] of the Intelsat
Agreement which would permit Intelsat to
establish cost-based rates for individual traf-
fic routes, as exceptional circumstances
warrant. . .."”

How much flexibility that language would
give the administration in deciding whether
to support a change in Intelsat’s pricing
structure was a matter of some uncertainty,
particularly since one of Bonker’s changes in
the Broyhill draft was to remove a phrase
requiring the administration to consider the
“need for” the “modification,” as well as
“the appropriate scope and character” of
one. Broyhill, along with Representatives
Timothy Wirth (D-Colo.), chairman of the
House Telecommunications Subcommittee,
and Tom Tauke (R-Iowa) sought to eliminate
the uncertainty in colloquies on the House
floor with Bonker and Representative Dan
Mica (D-Fla.), chairman of the International
Operations Subcommittee. *“We don’t man-
date a U.S. position,” Bonker said.

Still, the outcome of the debate appeared
to be in the eye of the beholder. Markey, who
said he “*would still rather not have any legis-
lation,” added that he thought the discussion
had made it clear the administration would
have "“flexibility” on the pricing issue. And a
Broyhill aide said the congressman thought
he had accomplished much of what he had
set out to do in blunting the amendment
Bonker had intended to propose. “Intelsat
can’t claim victory,” he said. But it virtually
did. Intelsat issued a statement asserting that
the House action means “that the United
States will actively support modification of
Article V(d) ....”

Bonker accepted the Broyhill language,
with some changes, as his own, after opposi-
tion to his stronger version had mounted.
His would have called on the secretary of
state—without any consultation—to pro-
pose a change. It also contained provi-
sions—absent from the version that went to
the floor—that critics said would have de-
layed entry of separate systems into service
for an unreasonable length of time and as-
signed to foreign authorities responsibility
for enforcing provisions of U.S. policy au-
thorizing the establishment of separate sys-
tems. Mica and Wirth made clear their view
that the Bonker amendment tilted too far in
Intelsat’s favor. a
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Storer apparent winner of proxy contest

Audit won’t be final until May 17

but company claims edge over rival,
sale to KKR still in prospect but
other suitors may raise the bidding

The management of Storer Communications
appears still to be in control of that embattled
company after a proxy fight that left it with a
majority of its board of directors—although
the outcome is still subject to review and
possible challenges. Thus the proposed le-
veraged buyout (LBO) of the company by
Kohlberg Kravis Roberts & Co. (“Top of the
Week,” April 29) remains definitely on the
agenda.

But other bidders, including a partnership
of Knight-Ridder, Scripps-Howard and Tele-
Communications Inc., still are expressing an
interest in the Miami-based MSO and group
owner, and their proposals may fare better
now that Coniston Partners—which initiated
the proxy contest in the first place—will
have at least minority representation on the
board.

Results of last week’s shareholder voting
are still unofficial because the outside audi-
tor hired to certify each side’s proxies decid-
ed beforehand it would not attempt to make
an immediate, even il preliminary, count.
The majority of directors now being credited
to Storer management is based on Chairman
Peter Storer’s statement that, “Based on a
review of proxies delivered to the com-
pany . . .1 am confident that a majority of our
incumbent directors have been re-elected.”

The official count for the proxy contest
will be announced on Friday, May 17, when
Storer will reconvene the shareholders meet-
ing at the company’s headquarters in Miami.
After the auditors report, proxies are still
subject to review and challenge; tor instance
they may have been revoked at the last min-
ute and switched to the opposing side.

Even though Storer wus confident that a
majority of incumbent directors were re-
turned to the .board, the final count will re-
portedly show a close vote. When last Tues-
day’s annual shareholder meeting began at
10 a.m., Coniston, which announced in

March its intention to liquidate the company
after taking over the board, still thought it
might gain the greater number of share-
holder proxies. But in what was probably the
swing vote, Alliance Capital Management
Corp., which held more than 1.2 million
shares (more than 7% of the total), decided
to vote its shares in favor of management.

The Alliance vote was of particular inter-
est because it is still the defendant in a Storer
suit accusing it of accumulating the 1.2 mil-
lion shares based on inside information. The
suit, still in U.S. District Court for Southern
Manhattan, alleges that Alliance knew of the
Coniston proposal in advance because an-
other Equitable subsidiary, Donaldson Luf-
kin & Jenrette, had been hired as the invest-
ment banker for Coniston.

Perhaps Chairman Peter Storer knew all
along what the outcome would be. Before
the meeting he was standing with a smile,
which he said was not an indication that the
vote would go his way: “Not necessarily, but
at least the day has finally arrived,” he told
BROADCASTING.

But there may still be some tumultuous
times ahead for the proposed LBO at rough-
ly $87 per share (the stock currently trades at
about $73).

With a majority of the board, management
could, if necessary, vote down Coniston ob-
jections and control the board meetings, ac-
cording to Abiah A. Church, vice president
and general counsel of the company. Saying
that so far the contest between the two par-
ties had been tempered, he noted that the
company on its own initiative provided the
Coniston Partners time 10 make a formal pre-
sentation to the shareholders and that there
were no personal attacks by either side.

However, the Coniston directors would
have access to financial information on the
company, including a recently completed
five-year projection that was apparently
used in formulating the LBO.

Keith Gollust, one of the three partners of
Coniston, also said their presence might en-
courage alternative bids for Storer: “I think
so because that with us having significant
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representation, they will at least have some-
body that will be receptive. As long as we
are on the board, Peter Storer won’t be able
to sweep other proposals under the rug. We
have no jobs to protect and no cheap stock in
the management buyout.”

In response to a shareholder question dur-
ing the hour-long meeting, Peter Storer €x-
plained why the company had accepted the
KKR offer after rejecting it only three days
earlier: “We were also discussing with share-
holders a major recapitalization plan. It be-
came apparent the recapitalization would not
become effective in a proxy fight and in the
next few days we substantially changed our
opinion. This was also after putting some
much stronger language in the preferred
stock as far as being a security of the com-
pany and because of the addition of the war-
rants (that would allow current shareholders
to purchase one-tenth of the company it it
decided to go public again).”

Storer said in his address that the com-
pany had ‘‘conversations with as many as 19
different companies concerning possible
business combinations.” After the meeting,
he disclosed that at least one of those offers
came from a partnership of Knight-Ridder,
Scripps-Howard and Tele-Communications
Inc., but that the group had not made a defi-
nite offer.

Alvah H. Chapman Jr, chairman of
Knight-Ridder, was quoted later in the Chi-
cago Tribune as saying that the joint offer
was more definitive than characterized by
the Storer chairman, and added it was “still
on the table.” An offer was being represent-
ed by the investment banking firm of Gold-
man Sachs on behalf of another party, ac-
cording to Coniston partner Gus Oliver. No
matter what proposal for sale of the com-
pany is adopted by the board, it would still
have to be approved by two-thirds of the
company’s shareholders.

Uncertainty over the fate of the company
has caused concern among the 300 employes
at Storer headquarters in Miami and others at
various television stations and cable sys-
tems. Kenneth L. Danielson, vice president

|

Coniston’s Gollust, Oliver and Tierney
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When the February 1985 results were tallied,
the four Post-Newsweek stations all had something
In common.

They were rated first in their markets, sign-on
to sign-off.

A remarkable achievement; four different
arkets, three dlfferent networks, all Number One from sign-on to sign-off.

And yet this wasn’t just another ratings victory for all of the Post-Newsweek stations.

It showed what a corporate commitment to excellence can achieve.

A commitment that puts to rest the idea that quality local programming and mass
idience appeal can’t coexist.

A commitment that demands innovation in everything we do. (Like helping to create a
gional news network to serve local needs better.)

It also calls for community involvement, at every level.

It expects integrity. And it generates enthusiasm. Loyalty. And greater expectations.

A commitment to excellence. The Post-Newsweek stations stand by it. And stand

‘'umber One because of it.
PO S NESWEEK

[ 5590 54§ Natwonally Represented by Petey Television In¢

tes WDIVINBC) Dernur— Arbitron, WFSBICBS) Harrford - Niclsen, W) XT(CBS) Jackwnuille - Nielsen and Arbicron, WPLG(ABCY Muam —Nielsen,



and assistant treasurer, said he had gotten
cails asking about the future of company re-
tirement pians. Another vice president said
that the company’s recent performance had
been good despite questions of corporate di-
rection: “The troops are still going but it
might be hard to sustain their performance
with all of this going on.” a

BFM’s bottom line
shows in Chicago

Association’s silver anniversary
marks growth from zero to 1,200
members, and locks to increased
participation from cable

The 25th annual convention of the Broadcast
Financial Management Association is under
way in Chicago (May 11-15), the same town
where the founding meetings of the associ-
ation were held in June of 1961. Henry W.
(Hank) Dornseif, at that time a controiler of
WCCO-AM-FM-TV Minneapolis, took the ini-
tiative. According to BFM executive direc-
tor, Robert E. McAuliffe: “He saw there was
a need not being met by the National Associ-
ation of Broadcasters because they had so
many other things to do. That is when there
were all these new stations going up and the
book for issues such as film amortization
was just being written.”

(In a sense the relationship between NAB
and BFM is still being refined. For the first
time in eight years BFM participated in
some meetings at the NAB convention in
Las Vegas and NAB will have a booth in
Chicago.)

After five years BFM’s membership was
about 300, after 10 years, when the associ-
ation hired McAuliffe, it was up to 400, and
today BFM counts 1,200 chief financial offi-
cers, controllers and other management per-
sonnel as members. The Des Plaines, Ill.-
based organization has a growing but still
small membership from the cable industry.

The change of officers to be announced at
this year’s convention will see the associ-
ation’s current president, Hugh E Del
Regno, controller for CBS’s entertainment
division, take over the chairman’s seat from
Willard Hoyt, treasurer and vice president of
Nationwide Communications. James H.
MacDermott, vice president and station
manager of KCNC-Tv Denver, will become
president; Bill H. Hankes, business manager
for KSHB-TV Kansas City, Mo., will become
vice president; Joseph Seaver, vice president
of finance for KCET-TV Los Angeles, will
become secretary, and Harley Park, execu-
tive vice president and chief financial officer
of Mid-America Media, Kankakee, Ill., will
become treasurer.

On Tuesday the association will present its
Third Annual Avatar Award, given to some-
one “who has made outstanding contribu-
tions to broadcasting, most especially in the
financial area...” The first Avatar winner
was retired Cox board chairman, Clifford
Kirtland, and last year’s recipient was Gene
Jankowski, president of the CBS/Broadcast
Group. a

Fifth Estate Quarterly Earnings

Company Quarter Revenue % Earnings % EPS **
{000) change * {000) change *
Adams-Russell Second $31,954 20 $2,165 32 $0.35
Disney Second $451,469 11 $34,965 12 $1.04
Harris Third $574.077 14 $17,235 -13 $0.43
Interpublic Group First $148,149 1 §3,777 22 $0.27
Knight-Ridder First $421,760 8 $28,926 7 $0.44
Malrite First $16,570 13 $2.848 NM $0.34
Park First $24,880 7 $2,625 15 $0.29
Scientific Atlanta Third $103,439 8 $4,106 82 $0.18
Tribune First $449,434 14 $16,580 66  $0.41
Turner First $67,393 23 ($741) NM  ($0.03)
United Cable TV Third $42,605 18 $3,420 54 $0.25
varian Second $246,400 9 $12,600 ~51% $0.57

* Percentage change from same period year before. ** Earnings per share. Parentheses indicate loss. NM
means not meaningful.

® Adams-Russell said revenue was “particularly strong” in Cable Services Division. Operat-
ing profitin second quarter of previous year was reduced by development expenses for now-
discontinued Cableshop channel. ® Disney said Disney Channel achieved profitability for
first time “early in the second quarter.” Operating income for company climbed 31% to $89
mitlion. Television revenue, includjng Disney Channet and pay television licensing, jumped to
$39.7 million from $10.6 miilion in second quarter of previous year. ® Operating income for
Knight-Ridder stayed roughly even at $49.7 million. Broadcasting revenue increased 3% to
$13.8 million. ® Malrite reported net loss of $499,000 in previous first quarter. Income this
year included pre-tax gain of $5.7 million from disposal of assets. Company said revenue
from station operation in both quarters increased by 18%. 8 Park Communications said
operaling cash flow rose $553,000 to $4.4 million. Roy H. Park, president and chief executive
officer, said company intends to acquire additional media properties before year end: “Not
only do we have a strong balance sheet with a current assets to current liabilities ratio of two-
and-a-half, but in addition, we have a $30-million loan commitment. . . ." ® Scientific Atlanta
reported 15% increase in new orders. B8 Operating profit for Tribune Co. was up 39% to $33.5
million. Broadcasting and entertainment group posted loss of $600,000, reduced from $1.2
million in first quarter of previous year: "Strong revenue growth at the company'’s five indepen-
dent television stations was largely offset by higher costs for television programing, promo-
tional expenses and pre-season expenses at the Chicago Cubs.” Television revenue was up
26%, but revenue of waNx-Tv Atlanta was not included until Jan. 31 of previous year. Radio
revenue was up 4% to $2.7 million. Cable group revenue increased 32% to $11.6 million while
operating losses for group declined from $6.6 million in previous first quarter 1o $3.2 million. ®
Net toss for Turner Broadcasting System in first-quarter of previous year was $5.3 million.
Company attributed improved first quarter results “entirely” to CNN and Headline News,
which reported positive cash flow for quarter.

USCI owes creditors more than $47 million

When United Satellite Communications Inc.
filed for Chapter 11 bankruptcy April 22,
three weeks after pulling the plug on its five-
channel satellite broadcasting service
(BROADCASTING, April 8), it left a long line
of creditors wondering whether they would
ever get what’s coming to them.

According to papers filed in a New York
federal bankruptcy court, USCI has $8.2
million in assets, but $47.6 million in liabili-
tes.

Chief among the creditors are two of US-
CI’s principal investors: Prudential Insur-
ance Company of America ($30 million) and
General Instrument Corp. ($7.1 million).
According to a company spokesman, Pru-
dential’s total equity-and-debt investment in
USCI is “around $70 million.”

But, in addition, there are more than a
score of other companies that provided
goods and services to USCI. They are led by
GTE Satellite Corp. ($7.2 million and “po-
tential contingent liability™), which pro-
vided satellite transmission services; Para-
mount Pictures ($1 million), 20th Century
Fox Telecommunications ($740,000), ESPN
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($425,000), Home Box Office ($226,000)
and Columbia Pictures Pay Television
($716,000), which provided much of the
programing; L.I.M.A. Partners ($2.1 mil-
lion), which provided the origination equip-
ment, and RCA Service Co. ($281,000),
which handled earth stations installation.

Another major creditor is TCI Develop-
ment Corp. ($512,000), a unit of Tele-Com-
munications Inc., the nation’s largest MSO.
TCI *“loaned” USCI money during the first
quarter of 1985 to keep it afloat while TCI
tried to restructure USCI as a prelude to ac-
quiring it. Unable to negotiate or renegotiate
suitable arrangements with USCI’s suppli-
ers, TCI decided the same week USCI went
off the air not to acquire the firm.

USCI, which made its debut on Nov. 15,
1983, ran into trouble in early 1984 after
failing to raise $40 million in a private stock
offering. Without the cash, USCI had to call
a halt to marketing at the end of March 1983.
Between then and last April 1, it was in a
holding pattern, providing service to be-
tween 7,000 and 11,000 subscribers whllc
trying to find new capltal



On Saturday, June 1 at 3:00 PM (Eastern),
CBS RADIORADIO will present
CHILDREN OF THE WORLD,
an extraordinary half-hour event,
via satellite.

Hear today’s young superstars
along with boys and girls
of all ethnic groups
speak up for mankind and the
famine victims of the world.

o

HEAR THEM SINGING THE WORLD PREMIERE OF
THE SPECIAL CHILDREN'S RECORDING OF
“WEARE THE WORLD”

Hosted by Kris Erik Stevens. Available to all stations in all markets,
from CBS RADIORADIO. Call Maureen Kelly at (212) 975-7316.

¥ THE PROGRAMMING SERVICE
WATH THE CBS DIFFERENCE

All proceeds from sales of records will go to USA for Africa.
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EEssssssssseEsssssmm—— BROADCASTING SERVICE |
N ABC: . cwpnmrnsata 109 7/8 108 34 118 103 17 3177 | O BBDOIne. ......... 49 314 49 ¥4 153 14 34
N Capital Cities. . ... ... 215 38 210 14 518 244 21 2786 | O Compact Video. . . ... . 4 38 4 34 — 38 - 789 19
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O Gulf Broadcasting . . . . . 14 778 14 78 62 652 | N Interpublic Group . . . .. 39 14 40 14 - 1 - 248 13 424
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A Media General . ... ... 81 3/4 84 34 3 — 354 15 570
N Meredith . ......... 66 18 60 38 5 34 952 16 623
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A Washington Post. . . . .. 18 17 1 085 22 1651
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O American Nat. Ent . . . . . 1916 1 7186 1/8 863 8 4
0O BarrisIndus . ....... 17 118 17 78 - 34 — 420 285 98
N Coca-Cola. . ........ 67 114 67 18 1/8 019 14 8.906
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O FourStar.......... 5 4 12 12 1nn 5 4
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O RobertHalmi........ 2 5186 2 34 - 16 - 1583 46 29
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N Gen. Instrument . . .. .. 18 18 16 34 138 821 19 587
N Heritage Commun.. . . . . 15 112 15 78 - 38 - 236 2 17
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N United Cable TV . . .. .. 39 38 3¢ 38 096 66 433
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O Cabie TVIndus. .. .... 334 3 58 1/8 345 22 11
ACetec............ 6 34 6 58 1/8 189 8 15
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N- Conrac: s wwamwass ma s 13 58 13 58 13 84
N Eastman Kodak . ..... 62 64 18 — 218 — 331 12 10221
Q Elec Mis & Comm.. . ... g 12 9 12 5.56 27
N General Electric . . . ... 59 18 58 14 78 1.5 13 26.765
O Geotel-Telemet. . . . . . . 138 1 12 - 18 - 833 15 4
N Harris Corp. . .. ..... 27 114 25 18 2 118 846 13 1.088
N MACom.Inc. ....... 19 14 17 34 112 845 24 833
O Microdyne. . . .. ..... 6 78 6 18 4 1224 20 31
N sswimpnaans nad 76 75 1 133 13 8.8%
N Motorola . . ........ 31 34 29 78 178 628 1 3.758
N NA.Philips. . ....... 37 /58 38 12 - s - 227 9 1,080
N Oak Industries . . . . .. . 1 12 1718 = 8 - 2000 25
A CMACOP. ac o wiin wra 2 14 2 14 5
N RCAG b 0 awwmsaha 4 40 14 34 186 13 3359
N Rockwell Intl.. . . ... .. 34 34 34 38 38 109 1 5,168
N Sci-Atlanta . ... ..... 1" 18 11 14 - mw - 111 2 258
N SignalCos......... 33 34 33 58 1/8 037 14 3,680
N SonyCorp. . .. ...... 16 14 16 34 172 - 299 16 3752
N Tektronix . ......... 58 1/2 56 34 1 34 308 10 1126
A Texscan. « - e 0k da aw s 338 3 14 1/8 385 5 23
N Varian Assoc.. . . ... .. 28 12 30 142 - 500 W 615
N Westinghouse . . ... .. 31 12 29 38 218 723 N 5514
N Zenith ;2 c oo s dmg @ 19 78 20 = 18 — 063 7 439
Standard & Poor's 400 20008 19832 176 0.89

T-Toronto, A-American, N-N.Y, O-OTC. Bid prices and common A stock used unless
otherwise'noted. "0 in P/E ratio is deficit. P/E ratios are based on earnings per share

for the previous 12 months as published by Standard & Poor’s or as obtained by
BroancasTinGs own research.
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With THE MUSIC OF YOUR LIFE
special, stations showed hot rating
increases over year-ago programming,
such as these:

+300% Houston
+300% Parkersburg
+200% Detroit
+167% St Louis
+167% Boston
+150% Indianapotis
+150% Louisville
+150% Tuscon

THIS SEASON’S
HOTTEST SPECIAL!

, NEXT SEASON'’S
HOTTEST SERIES!

+ 80% Washington

+ 80% San Diego

+ 71% Philadelphia

+ 67% Victoria

+ 67% Minneapotis-St. Paul

+ 63% Pitsburgh ’

+ 57% Clarksburg-Weston

+ 50% Norfolk-Portsmouth

+ 50% New York

+ 50% San Francisco

B amal e :

e o al THE MUSIC OF YOUR LIFE special heated

+ 33% Los Angeles up ttje win_ter around the country. Stations

+ 33% Portland, OR carrying it m_the targeted 4 through 8PM

+ 33% Nashville Saturday period averaged a 9 Rating and 19

+ 25% Spokane Share!

+ 25% Davenport- _
Rock Island THE MUSIC OF YOUR LIFE is set to get

+ 25% Burlington- those “'special” ratings as a series, week
Piattsburgh after week. Year after year—because it's that

+ 22% Rockford rare type of show that grows on audiences and

+ 20% Buffalo becomes a station franchise.

+ 18% Phoenix

+ 17% Wheeling- THE MUSIC OF YOUTR LIFE with Host Toni
Steubenwitle Tennilte and exciting guest stars performing the

+ 14% Denver lasting hits of the 40s, 50s, 60s, and 70s as

+ 9% Albany- studic couptes refate the heart-warming stories
Schenectady-Troy of how those songs touched their lives. The
el S brightest weekly hour of all starting this fall

Produced by

A gg?ﬂ er Available nov‘v from
: associates GROUB W __
PRODUCTIONS

in association with
Al Ham Productions and
Group W Productions

WESTINGHOUSE BROABCASTING AND LABIE INC

Call now: {212) 307-3669
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Cultivating TV's future

Enhanced definition television systems,
which improve the current 525-line signal
format through wider bandwidths, were the
subject of a series of progress reports for-
warded last week by the Advanced Televi-
sion Systems Committee to a U.S. arm of the
International Radio Consultative Committee
(CCIR), which is considering the topic at
meetings in Geneva next fall.

Members of the ATSC Enhanced 525-
Line Technology Group, gathering in Wash-
ington last Wednesday (May 8), agreed to
pass four documents outlining improved
transmission and production methods cur-
rently under its consideration to the U.S
Study Group 10-11 headed by Neal
McNaughten of the FCC and scheduled to
meet Friday (May 10). The work will then be
forwarded to the U.S. State Department-
sponsored National Committee, and from
there to CCIR Working Group 10-11 meet-
ings in Geneva.

In transmission techniques, the ATSC
group is reviewing two separate, but simi-
lar, methods of enhancement: the Scienti-
fic-Atlanta-developed B-MAC system and
CBS's B-TMC system. The two time-multi-
plexed analog component {MAC) formats
have much the same 525-line, 60-field-per-
second interlaced picture with sound, syn-
chronization and data information, but vary
in their time compression characteristics.

Each transmission method, in addition to
being convertible back to NTSC, is poten-
tially extendable to high-definition televi-
sion using two channels (i.e. satellite tran-
sponders). For terrestrial broadcasting,
Scientific-Atlanta is also investigating a
wide-screen (1.77-to-one aspect ratio) ver-
sion of B-MAC using two UHF or cable
channels.

Although the committee is providing in-
formation to CCIR on both B-MAC and B-
TMC, it eventually hopes to narrow its
sights on a single system as its recommend-
ed EDTV transmission standard. To help
that process, the group is currently partici-
pating in the planning of a series of trans-
mission system tests being schediled by
the Direct Broadcast Satellite Assocation
from June through August at NASA-Lewis
Labs in Cleveland.

S/A’'s B-MAC will be one of the three sys-
tems tested by DBSA. The two others are
both NTSC systerns with PCM digital
sound, one developed by M/A-Com Linkabit
and the other by General Instrument. DBSA
hopes to use the results of the largely sub-
jective testing to recommend to the FCC a
U.S. transmission standard for high-power,
direct broadcasting by Ku-band satellite.

Although the goals of the ATSC differ
from DBSA'’s, and the technology group will
conduct its own series of systern compari-
sons foliowing the DBSA tests, group Chair-
man Dan Wells told BROADCASTING it was
participating because “we don't want to du-
plicate their work. We want to take advan-
tage of it for our own ongoing effort.”

Meanwhile, on the production and origi-

nation side, a "system appioach” has al-
ready been outlined by the group. The ap-
proach suggests all sources for in-plant
distribution be converted to a serial version
of CCIR Recommendation 601 (which de-
fines a digital parallel component format for
the studio).

The committee also has a specialist sub-
group on reception and display, which is
developing a study plant to review chroma-
ticity, gamma correction and constant lumi-
nance.

News booster

Oklahoma City's KWTV(TV) expects this
month to become the first. broadcaster in
Oklahoma with a Ku-band transportable
video uplink, and the CBS affiliate, which
plans in the next vear to spend $750,000

{including the uplink) to boost its news-
gathering and production capabilities, will
also put into operation three RCA CCD-1
cameras, two Ampex VPR-6 videotape re-
corders and a Lake automated tape play-
back system.

The uplink system, which will cost the
station $250,000, was built by Cincinnati-
based Midwest Corp. and Harrris Corp.'s
Satellite Communications Division in Mel-
bourne, Fla.

Sisters in stereo

KRON-TV San Francisco and Xake-Tv Wichita,
Kan., co-owned by Chronicle Broadcasting,
have become the nation’s 33d and 34th ste-
reo stations. KRON-Tv, an NBC affiliate, is the
second to begin multichannel sound broad-
casts in the San Francisco market (indepen-
dent KTzO[TV] began Feb. 20) and the 16th in
the top 20 markets. Three cther NBC affili-
ates and an NBC owned-and-operated sta-
tion are also broadcasting in stereo.

According to Joseph Berini, KRON-TV chief
engineer, the station began MTS on May 7
using an Orban stereo synthesizer and ste-
reo generator and three RCA TT15 transmit-
ters modified with the addition of an $8,500
aural exciter from ITS in McMurray, Pa.

KAKXE-TV, which went on the air in stereo
April 8 with the music video of country-
singer Lee Greenwood's “God Bless the
U.S.A." became the first multichannel
sound station in Kansas. The ABC affiliate is
using an Orban stereo generator for the ser-
vice, as well as an Orban synthesizer for its
mono programing.

The station made its own modifications to
the RCA F-Line transmitter broadcast ste-
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reo, explained Dale Morrell, chief engineer.
Its next objective, he added, is to upgrade
the plant to take an MTS satellite feed
through the master contro} and microwave
systems, foliowed by record and playback
capability on one-inch videotape recorders.

"] was initially pretty skeptical of stereo
with my limited experience in FM.,"” com-
mented Morrell. "And [ thought the stereo
synthesizer would be just a gimmick. But I
was surprised at how dramatic the effect is.
Everybody else has fully agreed. The televi-
sion dealers are certainly getting mileage
out of the stereo TV promotions at their
shops.”

" Satellite squeeze

An FCC advisory committee on reduced sat-
ellite spacing meeting May 20-21 will try to
arrive at recommendations for a draft report
to the FCC during July. Chaired by former
Common Carrier Bureau Chief Gary Ep-
stein, the committee is studying implemen-
tation of the commission's 1983 ruling to
reduce orbital spacing of C-band (4/6 ghz)
and Ku-band (12/14 ghz) satellites to two
degrees.

Three working groups formed by the com-
mittee are expected to present draft reports
at the meeting. The earth station group,
headed by James Cook of Scientific-Atlanta,
will discuss its work to develop technical
verification procedures for earth station an-
tennas, such as product qualification, on-
site verification and periodic operational
verification.

The space station working group, chaired
by James Folk of Martin Marietta, will also
be reporting, as will the coordination work-
ing group headed by Walter Braun of RCA
Americom, which includes subcommittees
on interference into SCPC traffic from video
uplinks, and on data bases to resolve inter-
face issues between operators.

The committee expects to submit a sec-
ond report on reduced spacing implementa-
tion by January 1986, focusing on long-term
aspects and standards issues.

Tan tales

Florida's tallest radio tower, in Cocoa Beach,
became operational last week when two of
the three FM stations that joined forces on
the project began transmissions from the
1,609-foot structure. A combined effort of
Guy Gannet Broadcasting Services and
Southiand Broadcasting Co., the 375-ton
structure was completed in mid-April, and
features a single, seven-bay antenna that
can eventually combine up to six 100 kw FM
signals.

The two stations on the air from the tower
are Gannet's Wssp(FM) Cocoa Beach, which
signed on April 28, and wHoo-FM Orlando,
Fla., which took to the air the next day.
Wecks(FM) Cocoa Beach, a former Southland
station sold in mid-April to Capitol Breoad-
casting, expects to add its signal by the end
of May.

According to Kevin Mooney, chief engi-
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neer at wssP, the panel-style antenna was
designed by Shively Laboratories of Bridg-
ton, Me. Shively also built the combiner sys-
tem, which takes the signals from the trans-
mitters used by the stations and combines
them on one antenna. Up to two TV anten-
nas could also be side mounted under the
FM antenna, Mooney added.

The $4-million-plus structure took some
2,000 manhours of assembly time on the
ground and 1,100 manhours to make oper-
ational, according to wsspk, and is accessible
by a 1,600-foot ladder or an elevator, which,
moving at 91 feet per minute, takes 16 min-
utes to reach its full height of 1,485 feet.

The 12-foot-wide face tower is only the
third such structure used by radio broad-
casters in the country, said Mooney (the
first was erected in February in Miami to

serve WSSP's co-owned WINZ-FM Miami
Beach). Wssp had expected the new facility
to provide a 107-mile-wide 70 db contour
signal, he explained, but Mooney reported
that the station was being heard as far away
as 170 miles to the north in Jacksonville, Fla.

Trade traffic

Word of new companies, business expan-
sions and corporate moves is widespread,
with changes at JBL, For-A, Barco, M/A-
Com, Roscor and others.

JBL's professional products division,
which makes a variety of audio gear, has
formed a new company. JBL Professional of
Northridge, Calif., is one of four units re-
cently created by the parent company,
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which also has consumer, international and
manufacturing arms. The company is head-
ed by President Ron Means, while Mark
Gander, former JBL product manager, is
vice president of marketing, and Ken Lopez,
former national sales manager, is vice presi-
dent of sales.
[m]

Also establishing a spin-off was For-A
Corp., a West Newton, Mass.-based maker
of video processing and effects equipment,
which announced formation of a Broadcast
Preduct Group. BPG will be headed by Tedd
Jacoby, National Director of Sales and Mar-
keting for For-A, and will set up national
sales and service operations through an ex-
panded network of broadcast system deal-
ers.
(]

Barco Industries, a British firm specializing
in broadcast picture monitors, has decided
to set up its own U.S. sales organization.
Barco has opened marketing and finance
offices in Charlotte, N.C., under the direc-
tion of Jo Lemout, and a West Coast sales
and service center in Menlo Park, Calif. Ex-
pected to be in operation soon is ancther
main office for East Coast sales in Nashua,
N.H.
0o

New customer service and training centers
have been opened by M/A-Com of Burling-
ton, Mass. The training facilities for the mi-
crowave system manufacturer are located In
Burlington, while the new service center for
Western region customers is in Orange, Ca-
Iif.
[m]

A move is in the works for Roscor Corp., the
Morton Grove, Ill.-based audio-video sys-
tem turnkey supplier. Last Friday (May 10)
the company was scheduled to relocate sev-
eral miles west to the Chicago suburb of
Mount Prospect, tc a new 33,000 square foot
facility, triple the size of present headquar-
ters.
a

Crowrn International is adding 12,000 square
feet to its engineering department. This fol-
lows a 36,000-square-foot addition to the
Elkhart, Ind.-based audio electronics com-
pany last summer.
a

The Hollywoed lighting firm, LTM Corp.,
will open a New York sales and services op-
eration in Manhattan, to be headed by light-
ing consuitants Rob Halle and Bill Frein. The
two also represent LTM's Florida Production
Services and its La Victorine Studios in
Nice, France.

Gearing up

Videotek is making available two new pro-
ducts for stereo audio needs: an audio-fol-
low-video routing switcher and a stereo
audio program monitor. The new RS-183A
18-by-one router, priced at $2,795, can be
used in broadcast or production applica-
tions that require the switching of video sig-
nals with stereo audio plus time code. The
APM-2RS audio program monitor allows the
operator in a sterec production to listen to
either left or right or both channels simulta-
neously via an internal three-inch-by-five-
inch speaker or stereo headphone jack. The
monitor costs $493.



The New ADO™ 2000 : Magic for Live Broadcasts!

A New Live “Look"—
Quickly, Easily, Affordably

The ADQO 2000 special effects
system from Ampex can
enhance your bottom line like
no other equipment in your
station. You'll attract and hold
more viewers and advertisers
with the arresting visual
content of your news, sports
and other live programming.
The technical director will find
it fast, easy and highly efficient
for on-air work. And the low
initial cost——competitive

with imitators of the ADO™
system—gives broadcasters
more top-quality effects for

the money. Since the ADO 2000
system is a full member of the
ADQ family, it performs equally
well in a post-production role.

Fast and Easy to Use.

With special features designed
for the demands of live broad-
casting, the new ADO 2000
system is fast and easy to
operate. You have instant,
single-stroke access to 30
effects stored online, with all
the standard ADO effects
available. You can add options
such as rotation, true three-
dimensional perspective and
the Digi-matte™ key

processing channel. All the
capabilities that have made
ADO systems the benchmark
for all other special effects
systems.

An ADO System that
Grows as Youdo.

An ADO 2000 system easily
grows with your operations
You can add more channels.
more control panels, or even
expand it into a full production
ADO system with any or all of
the ADO family of options and
effects.

Economy With Versatility
There are iImportant econ-

omies built into the system.
You can use it stand-alone or
with your switcher. If your
switcher is an Ampex AVC,
there are even more opeta-
tional possibilities with a new
ADO-AVC interface that gives
you greater creative control.

Your Ampex sales engineer
has full details on these and
the other benefits of the
ADO 2000 system. It's a
winning combination: the best
special effects system on the
market at a competitive price,
easy to use and with the
potential to enhance your
bottom line quickly.

Atlanta 404/491-7112 » Chicago 312/593-6000 » Dallas 214/960-1162 * Los Angeles 818/240-5000 » New York/
New Jersey 201/825-9600 » San Francisco 415/367-2296 - Washington, D.C 301/530-8800

AMPEX

Ampex Corporation - One of The Signal Companies %]



Journalisma

Public gives TV news high rating

Roper surveys conducted for
TIO and ‘U.S. News’ show TV

is public’s main source of
news; entertainment programing
on TV does not rate as high

Television emerges once again as far and
away the most credible news medium, trust-
ed by an overwhelming majority of Ameri-
cans, in two public opinion polls made pub-
lic last week.

Both polls were conducted by the Roper
Organization, a nationally recognized inde-
pendent research firm. One survey was the
14th in a series conducted since 1959 for the
Television Information Office. The other
was commissioned by U.S. News and World
Report and reported in its issue dated May
13.

The survey for TIO showed that television
has increased its lead as the public’s main
source of news and that as a community in-
stitution. it gets higher marks on job perfor-
mance than do churches. police, newspa-
pers, schools or local government (*Closed
Circuit,” May 6).

The survey for U.S. News and World Re-

SEE PAGE 77

port found & bare majority (51%) who said
they were satisfied with TV’s entertainment
programing, and most of those said they
were only “moderately satisfied.” But Roper
suggested the results probably would have
been more positive if viewers had been
asked about specific shows. And more than
seven people out of 10 said they were mod-
erately or highly favorable in their opinions
of ABC, CBS and NBC, and even bigger
majorities rated the networks’ early evening
newscasts as fair and balanced.

The frequent charge of “liberal bias™ in
network news did not find much support
among viewers questioned for U.S. News:
Fifty-eight percent said they considered
TV’s coverage of political and social issues
to be “neutral, objective and middle of the
road.” While 22% thought they detected a
liberal bias, 10% thought they saw a conser-
vative bias (10% had no opinion).

Although 41% in the study for U.S. News
rated the networks as having too much pow-
er, even more thought too much power was
in the hands of big business (53%). govern-
ment (52%) and labor unions (49%). And
the networks scored higher as having “‘about
the right amount” of power, getting 47% to
23% for labor unions and 33% each for big
business and government.

And most, U.S. News reported. thought
CBS should stay under its present owner-
ship, with only 15% favoring its being taken
over by Ted Turner and even fewer (though
no percentages were given) favoring take-
over by supporters of Senator Jesse Helms
(R-N.C.), a long-time critic, or by General
Electric Co., which had been mentioned as a
potential “white knight” in a friendly take-
Qver.

The highest rating for an individual jour-
nalist in Roper’s poll for U.S. News went to
former CBS News anchor Walter Cronkite,
named by 84% as doing an excellent or good
job. Next came Cronkite’s successor as

evening news anchor, Dan Rather (72%),
then Mike Wallace of CBS (59%), Peter Jen-
nings of ABC (58%), Tom Brokaw of NBC
(54%), Roger Mudd of NBC (also 54%),
Barbara Walters of ABC (53%), Ted Koppel
of ABC (46%). Diane Sawyer of CBS
(40%), Bryant Gumbel of NBC (36%), Rob-
ert MacNeil of PBS (24%) and Jim Lehrer of
PBS (18%). The magazine said many of
these, particularly Brokaw, MacNeil, Lehrer
and Koppel and the morning news people,
seemed to suffer from lack of viewer famil-
iarity with their programs. It also said Wal-
ters received the most negative marks but
“tied Rather as the second-most-recognized
news person after Cronkite.”

In the Roper survey for the Television In-
formation Office, whose results were re-
leased by TIO Director Roy Danish, viewers
again voted TV the most believable source
of news, giving it a better than two-to-one
lead over newspapers (53% voted for TV,
24% for newspapers). It was voted the pri-
mary source of news by 64%, giving it the
longest lead yet over newspapers (40%), and
it was the only source of news named by
46%, again increasing its lead over newspa-
pers (22%).

Roper asked several new questions this
time: One dealt with viewer perception of
TV's performance in covering different areas
of local news. The number giving TV “ex-
cellent” or “good” marks ranged from 91%
for coverage of major events in the area and
79% for coverage of local government and
politics, down to 64% for information about
local entertainment events, 60% for con-
sumer information and 51% for information
of special importance to minorities.

On another new question TV was voted
by 61% of the respondents as the place they
would most likely see or hear news about
organizations such as the United Way, scout-
ing, church groups and the like. Newspapers
came in second, named by 34%. and radio

One more time. The Washington Post last week asked the full U.S. Court of Appeals in
Washington to rehear the appeal in the Tavoulareas libel case, contending that if the judg-
ment of a three-judge panel I1s aliowed to stand, "the mere commitment to investigative
journalism will be held against a libel defendant.

The panel, by a 2-1 vote, held that a trial court had erred in throwing out the $2.05-million
judgment a jury in 1982 had awarded William Tavoulareas, a former president of Mobil Oil
Corp., because of a story in The Post. The story asserted that Tavoulareas had “set up” his
son, Peter, as a partner in Atlas Maritime Co. and had used his influence to divert business to
the firm.

Six of the 10 active judges serving the D.C. circuit would have to vote to rehear the case en
banc. If the court grants a rehearing, Senior Circuit Judge George E. MacKinnon, since he
wrote the opinion for the panel in the case, would participate.

In requesting rehearing, The Post said the panel’s opinion, if allowed to stand, would
radically alter the law of libel. It also said the changes made in the law by the majority “do not
lend themselves to correction of modification in future cases; they are fundamenta!.” Refer-
ring to one of the most controverisal passages in the panel's opinion, The Post said: "The
mere commitment to investigative journalism will be held against a libel defendant, and
ordinary editorial judgments of interpretation and emphasis will be subject to sanction at the
largely unchecked discretion of trial judges.’

He was Philadelphia’s crime boss

for more than 20 years. Although

he was known as *’the gentle

don,’’ his end was anything but
entle. He expired from d shotgun
last outside his own home.
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MUSIC STATIONS

Ever want to clear a great talk show
but were afraid it wouldn’t quite fit
because you're not News/Talk?
Let’s talk.

Most of the stations that carry our
unique call-in programming service
are actually music stations. According
to a recent survey, 76 % to be exact.
And that covers just about any music
format from MOR to AC, from
Country and Western to Oldies.

In fact, that same survey showed

only 26 % as being News/Talk stations.

So, if you thought that music and talk
didnt mix, think again. Give us a call
at (212) 664-4456.

Talknet. We hit just the right note.

OF AMERICA,
CANWETALK?

L ] N
FROM NBC RADIO

Source: NBC Survey, completed January, 1985. Format information based on American Radio, Fall, 1984 by James H. Duncan, Jr.



34%, and radio was third, with 11%.
Clear majorities felt that television treated
the major candidates “about right” in the
1984 presidential election campaign, with
70% saying Mondale got that kind of treat-
ment and 64% saying Reagan did. Among
the rest, the tendency was to think that Rea-
gan got the better deal, with 23% saying TV
favored him and 8% saying it was unfair to
him, while 16% thought Mondale got unfair
treatment and 9% felt he was favored.
TV’s depiction of individuals and groups
on news shows received good fairness rat-
ings ranging from 67% in the case of its
presentation of clergymen, 61% for its por-
trayal of doctors and 39% for its depiction of
blue-collar workers, down to 38% for its
portrayal of politicians and 37% for its por-

trayal of major-league sports stars. Many
thought its news broadcasts’ depiction of
sports stars, politicians, business executives
and lawyers was too favorable, and that its
showing of teen-agers, women homemak-
ers, blacks, Hispanics, police, women who
hold jobs and blue-collar workers was too
unfavorable. The elderly were equally
thought to be portrayed fairly and unfavor-
ably.

From 92% to 94% of the respondents rat-
ed TV excellent or good in its coverage of
major national events, major sports events
and national news. Its coverage of local
news got a similar high rating from 84%,
while its news about the economic situation
drew similar approvals from 76%, its cover-
age of general foreign news, 75% and its

ANOTHER NEW PRODUCT FROM BROADCAST ELECTRONICS

series 5400 cartridges

For AA Size

Dependability and Clean Sound available
only from the finest equipment...

Superb electronics. Low wow and flutter from the direct drive
synchronous motor and 52 dB stereo S/N. Plug-in solid one-half
inch aluminum precision machined decks for stable cartridge
positioning. Gold to Gold contacts on all PC board connections.
And, three machines can be rack mounted side by side.

E BROADCAST
ELECTRONICS INC.

4100 N. 24th ST.. P.O. BOX 3606, QUINCY. IL 62305-3606. (217)224-9600. TELEX. 250142
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coverage of business news, 67%.

Television was again the clear leader as
the main source of information about candi-
dates running for Congress, statewide of-
fices and the Presidency, but newspapers
(41%) led TV (39%) by a narrow margin (as
they did in 1982) as the main source of infor-
mation about candidates for local office.

By a ratio of three-and-a-half-to-one,
viewers once again agreed that “having com-
mercials on TV is a fair price to pay for being
able to wartch it.” The question brought
agreement from 74%, disagreement from
22%, with the rest giving no opinion.

And a new question found TV commer-
cials with a better than two-to-one advantage
over newspapers as the place where viewers
“are most likely to leam about products or
brands of products” they “might like to try or
buy.” Television commercials got the vote of
64%, newspaper ads 25%, magazine ads
16% and radio commercials 9%. (Some re-
spondents named more than one source.)

A new series of questions dealt with peo-
ple’s awareness of and attitudes toward what
things are protected by freedom of the press.
The question mentioned 11 items, ranging
from news and information in various media
to nonnews things in those media plus mov-
ies, novels, mysteries and the like. Over half
(56%) of the respondents said all 11 items
are guaranteed freedom-of-the-press protec-
tion. Roper summarized these findings this
way:

“The small minorities who think various
things are not protected are more inclined to
name nonnews aspects of media presenta-
tions (movies, novels, things on television
that are not news) than news elements in the
media (news and information programs on
television, news and news features in news-
papers, etc.). Further, a high percentage of
those who think various things are not pro-
tected by freedom of the press think they
should be.”

The survey for TIO was done in late 1984
in two waves, during October and Decem-
ber, as part of the regular 10-times-a-year
Roper Reports opinion polls. Approximately
2,000 personal interviews were conducted in
each wave, among a nationwide cross-sec-
tion of the U.S. population aged 18 and over.
TIO said a booklet by Burns W. Roper, chair-
man of the Roper Organization, giving all
the survey’s questions and results, will be
available June 1 from TIO, 745 Fifth Ave-
nue, New York 10151, at $1 a copy.

TIOs Danish, in a preface to the booklet,
says that against today’s background of criti-
cism directed against the media and attempts
to limit access to news, the latest TIO/Roper
survey findings “are encouraging. Of par-
ticular importance to television journalists
and their audiences are the data on credibil-
ity and on performance in delivering many
different kinds of information.

“The data should encourage the further
pursuit of excellence and, as the medium
matures, one can expect that occasional
lapses in self-discipline will become rarer
still. On balance, however, our democracy
will be better served by an excess of zeal
than of timidity.”

The survey for U.S. News was conducted
April 30 and May 1 among a nationwide
sample of 1,051 persons. a
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Observers term
‘60 Minutes’ piece
on beer-wine ads fair

CBS news magazine examines
movement to ban advertising
or get counterads on air

The broadcasting industry’s battle to prevent
a ban on beer and wine commercials drew
national attention last week when CBS’s 60
Minutes presented a segment on the subject.
“Beer Today! Gone Tomorrow?” reported by
Morley Safer, examined the controversy sur-
rounding the movement by citizen groups to
obtain a ban on beer and wine commercials
or mandated counteradvertising. The pro-
gram didn’t ignite any fires and was viewed
by the opponents and proponents of a ban as
a “fair” presentation.

“Here today—gone tomorrow could be
the fate of your favorite beer commercial—if
one American pressure group gets its way,”
said Safer as he introduced the segment.
“The last major effort to remove a commer-
cial was successful...back in 1971 when
Congress outlawed cigarette commercials.
Could we be seeing the last of what has
become a part of the American landscape?”
he added.

Featured on the program were National
Association of Broadcasters President Eddie
Fritts; Michael Jacobson, executive director,
Center for Science in the Public Interest,
which is spearheading Project SMART (Stop
Marketing Alcohol on Radio and Televi-
sion); Donald Shea, president, U.S. Brew-
ers Association; Mike Roarty, executive vice
president, Anheuser-Busch, and Mark Al-
bion, Harvard Business School. Before the
program aired, broadcasters were concerned
that the tone of the piece might have a nega-
tive impact on their efforts to block a ban. “It
was a fair piece. The critics had their say and
the industry had their say,” stated Jacobson.
However, CBS “didn’t go after the industry’s
Jugular,” he noted. Additionally, he thought
the broadcast of various examples of beer
commercials made the case *very clear” that
advertisers are going after young people.
And the arguments presented by Albion, Ja-
cobson said, “demolished” the industry’s ar-
gument against a ban.

Albion told 60 Minutes: I think it would
be a bit ludicrous to say that they [advertiser]
are only going after current users. Definitely
what they’re looking for is new users 10
bring into the market.” He also predicted
that the removal of beer and wine ads would
have “very little effect” on television rev-
enues. “In the short run, possibly some, but
over time, they will adjust very quickly.”

Still, NAB didn’t complain about the cov-
erage. Indeed, Fritts praised it, saying it
treated the issue “fairly” and presented all
sides of the issue. Although neither side
claimed the upper hand, Fritts didn’t think
broadcasters “lost.”

The most telling point of the broadcast,
thought John Summers, NAB’s executive
vice president for government relations, was
Safer’s interview with a group of teen-agers.
Safer asked the group why they drink. The

Safer

teen-agers said they drink to have fun with
friends. “I think that’s wrong. I think that
just isn’t how it is,” one teen-ager remarked.
And, said another, whether beer is adver-
tised or not, “kids are going to get beer.”

NAB also felt its casc against a ban was
enhanced when Safer asked Jacobson to ex-
plain the explosion of marijuana and cocaine
use over the last several years. “Here you
have extraordinary abuse of a substance with
absolutely no advertising helping it along the
way,” Safer said. “Drug use among young
people is actually declining over the last five
years or so, except for alcohol use,” ex-
plained Jacobson. “No, no, you didn’t an-
swer my question,” Safer said. “Advertising
is not the be-all and end-all,” Jacobson con-
tinued. “And a ban on advertising would not
be a panacea for alcohol problems also.”

The beer-wine issue will fall under con-
gressional scrutiny next week (May 21)
when the House Telecommunications Sub-
committee convenes a hearing on the sub-
ject. Fritts (who was named last week to the
board of the National Commission Against
Drunk Driving ), Jacobson and Shea are
scheduled to testify. Other witnesses in-
clude: Monya Unger, National PTA; Dr.
Lloyd Johnston, Survey Research Center,
Ann Arbor, Mich.; John Banzhaf, George
Washington University; Dr. Charles Atkin,
Michigan State University; Dr. Donald
Strickland, Washington University, St
Louis; John DeLuca, The Wine Institute;
Herman Land, Association of Independent
Television Stations; Steven Higgins, Bureau
of Alcohol, Tobacco and Firearms, and Dud-
ley Taft, Taft Broadcasting, Cincinnati, on
behalf of the Television Operators Caucus.

Much of the hearing is expected to focus
on counteradvertising messages and whether
the fairness doctrine should apply to adver-
tising and commercial speech. (The debate
over beer and wine ads has shifted away
from a ban to counteradvertising since Re-
presentative John Seiberling [D-Ohio] an-
nounced plans to introduce a bill that would
require broadcasters to provide equal time
for counteradvertising.)

In a letter to the witnesses, Subcommittee
Chairman Tim Wirth (D-Colo.) outlined the
direction the hearing will most likely take.
“Specifically, your testimony should address
the following: 1) whether or not there is a
causal relationship between alcohol con-
sumption and abuse and advertisements for
alcohol beverages on TV, radio and cable; 2)
whether or not beer and wine ads place con-
sumption of alcohol in a positive light, and
whether the presentation of opposing view-
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Fritts

points on that controversial issue should be
mandated; in essence, should the fairness
doctrine be applied to product advertising?”

In addition, the witnesses were asked to

discuss the voluntary efforts of the broad-
casting and alcoho} beverage industries to
deal with the issue. “If you believe the fair-
ness doctrine should be applied to alcohol
beverage advertising, where should the line
be drawn in applying the doctrine to other
product advertising?
- It’s important to note, said Thomas Roger,
senior counsel on the subcommittee, that the
focus on alcohol advertising has shifted
away from a ban to the subject of counter-
ads. And, he continued, at issue is not
whether there should be counteradvertising
but “should it be mandated or not.” He noted
that for many people, counteradvertising is
viewed as a more reasonable approach than a
ban. It is a proposal that Rogers thinks poses
an even greater challenge to the broadcasting
industry.

Moreover, Rogers added, advocates of
counteradvertising can argue their case with-
out having to prove any causal relationship
between the commercials and alcohol abuse
and by maintaining that the ads only show
one side of the issue.

In addition, he said the Constitutional en-
vironment has changed considerably since
the FCC ruled that the faimess doctrine
doesn't apply to product ads that take no
position on a controversial issue of public
importance. Since that time, Rogers said the
Supreme Court has accorded commercial
speech more of the same First Amendment
freedoms that political speech has enjoyed.
And the question could be raised, he went on
to say, that alcohol ads should be subject to
the same fairness doctrine requirements as
political speech. “Everybody agrees coun-
terads are a good thing. The question is,
should they be voluntary or mandated,”
Rogers said. a

Photos counesy of CBS News



THE SMART MONEY IS ON SUPERNET.
WE’RE NO.1IN THE TOP 100 MARKETS.

When it comes to accurate demo
targeting with your advertising budgets, the
smart buyer knows which unwired network
to go with.

Supernet.

The reason is clear. We're number 1 in
the top 100 markets;* and that includes
these crucial demos:

Adults 18-49
Adults 25-54
Adults 18-34
Persons 12-17

Backing Supernet is a strategy that's
made winners of advertisers who have
taken the trouble to cut through the hearsay
and ballyhoo and discover the facts.
They’ve found that Supernet does the job,
with the ease of buying network combined
with the flexibility of spot. And, with over
1000 stations, Supernet is the largest
network oﬂering the greatest selectivity.

If you’re looking for the winning
combination in national
demo targeting, put your
money on Supernet
You simply can’t lose.

Call 212-308-8810.
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Network, last in prime time this

past season, promises affiliates
convention there'll be comeback
next year; pending Capcities merger
said to promise stability; Pierce
warns against ideologues, dismisses
new media as posing no real threat

A third-place finish notwithstanding, ABC
brought its affiliates to their feet and cheer-
ing last week. This year’s annual affiliates
convention, in New York, was arguably one
of the most rousing ever produced. Affiliates
were treated to a number of eye-popping
presentations, including some—like the
Roone Arledge-produced 25th anniversary
celebration of ABC Sports, which blended
heroic moments in sports covered by ABC
with a montage of contemporary events—
that tugged at the emotions as well.

Affiliates were reassured at almost every
opportunity that the number-one goal—bar
nonc—of ABC is to once again become
dominant in the key 18-49 demographic.
And while network executives promised
their affiliates that they would do everything
in their power to make this happen, the af-
filiates also were reminded that the network
needed their support if ABC is to have any
chance at making a comeback next season.

But there appeared to be mixed reviews
on some of the new shows the network pre-
miered to the affiliates. Albeit that station
executives—accustomed to years of laugh
tracks and firework network presentations—
may be an especially fickle bunch to enter-
tain, there was nearly stone silence during
the unveiling of one of the sitcom pilots and
brief snippets of another. However, there
were encouraging claps when ABC Enter-
tainment President Lewis H. Erlicht an-
nounced that the midseason replacement,
Moonlighting, had been renewed for next
season, and that Robert Wagner was return-
ing to star (and share executive producer
credit) in a new Saturday night series.

And network executives at nearly every
turn were constantly comparing the similari-
ties between ABC and its proposed merger
partner, Capital Cities Communications. Al-
though Capital Cities Chairman Tom Mur-
phy and President Dan Burke were not for-
maily on the schedule, they were present for
some of the festivities.

And there was mounds of entertainment.
Even before the gala network celebration at
Radio City Music Hall on Wednesday even-
ing, ABC paraded a host of stars, athletes
and celebrities before the affiliates—every-
body from former boxing champions Joe
Frazier and Sugar Ray Leonard to Olympic
gold medal winners Mark Spitz and Mary
Lou Retton and network stars like John For-
sythe and Linda Evans of Dynasty.

There were the familiar calls looking to

the future, the social responsibilities of the
network and broadcasters, the phenomenal
growth the industry has experienced, and
vows all around to strengthen the network-
affiliate “partnership.” But if there was one
message ABC wanted the affiliates to carry
back home with them it was: “That we're
aggressively going after the key demogra-
phic audience groups with more fervor than
ever,” said one senior executive, who added,
“We didn't say, like one executive did sever-
al years ago, ‘We’ll be number one by
Christmas.” That’s stupid.”

On the affiliates minds—besides pro-
graming—was a local news window in net-
work NFL football coverage. They were
told, said one participant at the closed-door
meeting, that the network would “try for
CFA, but for Monday night, that’s tough.”

The affiliates also wanted to know about
the network’s fall promotional campaign,
the theme of which is *“You’ll Love It.” Last
year, ABC dropped its “We're With You”
theme in the middle of the season, leaving
not a few affiliates disgruntled. This year,
ABC Entertainment President Lewis H. Er-
licht promised the network is “‘committed”
to holding onto the “You’ll Love It” theme
the entire season.

It was the last time Jim Duffy, president of
the ABC Television Network for the past 15
years, would address affiliates in that capac-
ity—he becomes president of the office of
communications for the ABC Broadcast
Group on June 1, and will be succeeded by
George H. Newi, vice president and general
manager of ABC Television Network.

It could also be—depending on-when the
merger with Capital Cities is closed—the
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last time ABC meets with its affiliates in its
present form, and therefore the last time
Leonard H. Goldenson addresses the meet-
ing as chairman of the company.

To be sure, the mood was not all glum.
Quipped ABC President Frederick S. Pierce
in his speech before the affiliates: “This
time, we decided to make a real gesture to
dramatize our interdependence. We feel so
strongly about our affiliates that this year we
decided to merge with one...we figured it
was easier than renegotiating compensa-
tion.”

Pierce acknowledged that the top matters
on the minds of the affiliates were program-
ing and the proposed ABC-Capital Cities
merger. He answered the latter succinctly.

“The immediate value in the merger for all
of us is that we’re in a position now to con-
centrate all our attention and energies on our
business. We can direct all of our resources
to a total commitment to leadership in every
dimension of this medium. We are free to do
this and we intend to do it,” explained
Pierce.

Moreover, he vowed that ABC will “re-
capture the young and urban viewer so vital
to our future, and we will build for the long
term—and develop programs and characters
which build loyalty season after season. Our
new schedule reflects the appeal that makes
this goal achievable.”

Pierce did not hesitate to acknowledge to
the affiliates that “we did not meet these
standards during the past season,” and he
added he wouldn’t “make excuses” about
why the network fell short. “But let me as-
sure you,” he said, “we did not fight for
years to come in from the cold in this bu-
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Pierce

siness...only to return to it. We didn’t like
being behind our competitors then, and we
will not permit it now.”

There are also strong similarities between
ABC and the company, Capital Cities, with
which it proposes to merge, claimed Pierce.
“No one reserved a place for ABC in the
network universe,” he said. “Leonard Goi-
denson had to create that place...” He com-
pared ABC’s corporate history with Capital
Cities’, where “the rules were also written
in-house.” And he noted that Capcities
Chairman Tom Murphy and President Dan
Burke “are extracrdinary executives who set
a course based on three simple ingredients:
decentralization, performance and commu-
nity involvement.”

Pierce also took the occasion to sound an
alarm against unnamed organizations seek-
ing entry into the broadcasting business and
which are ideologically oriented and there-
fore not respensible to the public trust.

“The appeal of broadcasting companies to
the business community is understandable.
Television is not just a profitable business;
it’s an enviroment that encompasses every
aspect of American life,” Pierce stated. Al-
though he admitted such elements of broad-
casting “are attractive,” he alsc added “you

Anedge

and [ know that our performance must be
measured by more than ratings or reven-
ues. . . [n a nation where most people rely on
television as their main source of news and
information, there is no room for ideology of
any stripe. The challenges and opportunities
broadcasters face are too important to risk
participation by amateurs or ideologues.”
Pierce also took the occasion to reassure
affiliates that the dire predictions of a couple
of years ago that the new media would over-
take and bring down the networks have
proved false. “The predictions and promises
of the early 80’s have faded into business
realities,” he said. “We have seen our com-
petitors chip at the edge of overall audience
share. But our total viewership 1s undimin-
ished, and we continue to deliver the great-
est value of any medium to our advertisers.
It is time to recognize that the era of unlimit-
ed potential for all the new media is over.”
As evidence, Pierce cited a variety of ex-
amples, including cable (where “many of-
ferings are falling by the wayside™) and pay
services (which are “coping with the high
cost of programing coupled with constant
subscriber churn”). As for independent sta-
tions, he claimed, “their market share gives
every impression of having approached a

plateau.” And VCR’'s, Pierce pointed out,
have tummed out to be an ally of network
television because “there is abundant evi-
dence that VCR’s are used to tape network
shows that would otherwise be missed.”
But the “primary challenge” for “us as a
business” is to “‘control our future,” he said.
One way to do that, he suggested, is to “‘ex-
pand the range of program sources,” adding
that “we are involving more suppliers in the
process today than ever before.” He empha-
sized that ABC must “continue to develop
our own in-house production capability. This
gives us a firmer grasp on production costs.”

Thomopoulos reviews strategy

for network’s fall lineup

One of ABC’s methods for beefing up its
prime time programing will be to pay atten-
tion to characters “who have more to their
lives on screen than just being a cop or a
doctor,” proclaimed Anthony D. Thomo-
poulos, president of the ABC Broadcast
Group. According to Thomopoulos the
“younger viewers” that ABC seeks are a
“new generation [that] wants to be engaged
by people they’re interested in. . . characters
who aren’t superhuman or perfect or one di-
mensional . . .they want authenticity, warts
and all.”

But Thomopoulos pointed out that at the
same time there remained a “healthy appe-
tite” for fantasy shows like Dynasty, and
ABC was not about to foresake that genre.
“The public enjoys programs that are not
only entertaining, but that play to their curi-
osity—and give them a view of lifestyles
they daydream about, but don’t expect to
experience firsthand. This is escapism. But
when it’s well-written, well-directed and
well-acted, it’s also powerful and compel-
ling entertainment. And we think there’s a
healthy appetite among viewers for more.”
ABC programers “feel that a medium as
powerful as network television has a special
responsibility to be alert to social values in
the images we present. We have been espe-
cially vigilant about the occasions when
characters use alcohol on our programs, and
about the social context in which 1t 1s used.
We will be even more vigilant in the future.”

Thomopoulos was careful to note that he

In the syndication marketplace

Four Star International, Hollywood-based program producer and
distributor, is ancther distributor trying to break new ground with syndi-
cated programing designed specifically for late-night viewing. Since
NATPE, it has cleared 35 markets for weekly half-hour series, Mad
Movies with the L.A. Connection. Show borrows scenes from classic
movies, edits them down to 18 minutes, and then rewrites story and
dubs in new dialogue to create new comic show. “The whole purpose
of this is to try to develop a comedy format slowly so that after two or
three years we'll be totally acceptable to the audience and it can play
as a strip,” explained Richard Cignarelli, president of distribution at
Four Star. Creative group behind series is Los Angeles-based comedy
troupe, L.A. Connection, which has been rewriting and dubbing old
movies In Los Angeles theaters for six years. Group also produced
“Flick of the Night" segments on Thicke of the Night |ast year based on
same format. Staticns to sign up include wrar-Tv Philadelphia; wnev.Tv
Boston; wioc-Tv Tampa, Fla.; weco-1tv Minneapolis; KEns-Tv San Anto-
nio, Tex.; KNCh-Tv Denver, and all Post-Newsweek stations. Cignarelli
said majority of stations are NBC affiliates that have sCcheduled Mad
Movies following Saturday Night Live or independents running it at 11
p.m. or later on weekends. Twenty-six episcdes are being cleared on

straight cash basis with two runs per episode ready for September
premiere. ®m Columbia Pictures Television claims it has a set new
record in syndication with Barney Miller which now appears on 187
stations, or 96.5% of U.S. television households. Soid on a cash basis,
the series "has proved more popular in syndication than when it was
on the network,”™ according to Columbia. Barney Miller went into
syndication in 1980. Among the stations carrying the show are wrix(Tv)
New York, kces-Tv Los Angeles, wGN-Tv Chicago, wrHL-Tv Philadelphia,
kTvu-Tv Oakland and wsek-Tv Boston. m Warner Brothers Television
Distribution has cleared Matt Houston in 21 markets. Among the
stations carrying the show are KTLA(TV) Los Angeles, wenL-tv Philadel-
phia, wxne-Tv Boston, wJLa-Tv Washington, k1viarv) Dallas-Fort Worth
and KHTV(TV) Houston. ® Rewewals and new sales have brought the
total number of stations carrying The All New Let’s Make a Deal, now
in its second season, to 119. The show's 34 weeks of originals and 18
weeks of repeats are sold on a cash basis by Telepictures, which
withholds one minute for ad sales. Deal’s lineup includes wor-Tv New
York, kyw-Tv Philadelphia, ktvu(rv) Oakland, kxas-Tv Dallas and wBAL-TV
Baltimore. The half-hour show runs at 7:30 p.m., and two stations are
carrying it on Saturday.
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didn’t promise “any overnight miracles.”
But he did promise that ABC has “found and
will continue to find programs we can be-
lieve in—and we’re going to keep on stick-
ing with them and giving them a chance to
find their audiences.” O

Mandala introduces himself
to his ABC brethren

A plain spoken, no-nonsense, want-to-get-
to-know-you address was given by the new
president of ABC Television, Mark H. Man-
dala.

Mandala, in the new job only a few
weeks, acknowledged there were probably
many affiliates in the audience who didn’t
know him. Mandala said that: just like them,
for 27 years he operated or worked in ABC’s
owned television stations division, and for
the past two years has run that group. “Ex-
perience has taught me that nobody can
know the complexities and challenges of a
market better than the local operator,” he
said.

According to Mandala, "“The heart of my
job is to see to it that your concerns are
effectively presented—that your voices are
heard in every critical discussion that affects
your interests.”

But, at the same time, he pointed out, “in
order to do so, I'll need your help. I need to
know when something is troubling you and
when you think things have strayed off
course. . . at the same time, I need your sup-
port for our efforts, and your confidence that
they'll pay dividends for all of us. . . the net-

MEET ANSELMI
AND SCALISE

These two were described

as Al Capone’s ““two best enforc-

ers.” They hatched an elaborate

Blun to depose Capone as boss.
nfortunately for them, Al found

out about it.

SEE PAGE 77

work’s commitment is meaningless without
your backing.” a

Goldenson’s speech touches on
network’s growth, Capcities merger

ABC Chairman Leonard H. Goldenson ad-
dressed the proposed merger with Capital
Cities at the network’s affiliates meeting last
week, saying he was optimistic that “today
we are standing on the threshold of what I
am confident will be a new, exciting and
prosperous chapter in the history of ABC.”

Goldenson wanted to make it clear that his
optimism was not simple cheerleading on his
part, but a conviction rooted both in the
company’s history as well as the history of
the company, Capital Cities, with which
ABC proposes to merger.

To understand just how far ABC has
come—and how proud he is of its accom-
plishments—Goldenson recalled the early
days in 1953 when he first acquired control
of ABC. The most crucial accomplishment,
he pointed out, was the one of ABC to gain
admission into nearly every Amercan
home.

“When I became head of ABC in [953,”
Goldenson related, “it was a fledgling net-

work with 14 affiliates that could reach, at
most, one-third of the nation. Today—be-
cause of you—we are in touch with virtually
every American home.”

That kind of reach, said Goldenson,
“‘demonstrates that ABC as a company is
more than just a business. It’s a vital part of
the very fabric of our society.”

Goldenson re-emphasized that ABC and
Capital Cities are two like-minded compan-
ies. The merger, he assured, “will combine
two companies that share the same values,
the same history and the same sense of pur-
pose.” Furthermore, Goldenson pointed out,
“it insures the continuity of ABC and its
freedom from hostile action by outsiders.”
Those shared qualities, he explained, “are
the core of our merger.”

Continued Goldenson: “Our world is
more competitive than ever. But we are bet-
ter prepared than ever to meet the challenges
that lie ahead. If you can put together a com-
pany whose future is in the hands of people
like Fred Pierce and Tom Murphy and Dan
Burke—its promise is boundless.” Golden-
son told the affiliates: “You are a great stake
in that promise. . . You will share our future
successes just as surely as you have shared
those of our past.” O

NBC affiliates concerned over daytime

But overall improvement in prime time
schedule and in news division
puts affiliates in upbeat mood

While NBC has made enough progress in
prime time to leave even the most sober af-
filiate general manager feeling a bit giddy,
there are still problems confronting the net-
work. First among them, and one that will be
a focus at this week's NBC affiliate meeting
at the Century Plaza hotel in Los Angeles, is
daytime, where NBC is still in third place,
despite ratings improvement over the past
twO years.

NBC has climbed from a 22 share in day-
time two years ago to a 28 share today. But
according to Pierson Mapes, president,
NBC Television Network, “we have to think
in terms of a 33 share.” While acknowledg-
ing the affiliates’ concern for daytime,
Mapes said, “It’s more of a concemn for us
[the network] because of the profit picture.”
That daypart is the network’s most lucrative
because the cost of producing soap operas
and game shows, which dominate the day-
part, is much less than that of prime time or
news programs.

And of particular concern is the crucial 3
p.m.-to-4 p.m. time period, which leads into
local programing. “It’s a tough time period,”
said Mapes, noting that NBC’s relatively
new soap opera, Santa Barbara, is running
third against the number-one and number-
two programs in daytime, ABC’s General
Hospital and CBS’s Guiding Light. But he
said that with continued affiliate support
{coverage has grown from 74% when the
program debuted last September to 96%) the
network believes the program’s audience
will grow.

Mapes said that on the network side, there
are “some isolated clearance concerns” that
certainly aren’t helping the daytime situa-
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tion. He said daytime clearance rate 1s now
at 91%, up from 88% in one year. “In order
to get competitive in daytime,” he said,
“we’ve got to get up to the 93%-to-94%
range.” The midday period seems to be
when clearances are lowest in the daypart,
he said.

Affiliates last week agreed that daytime
seemed to be the number one problem at
NBC, but there was also a recognition that
the network is addressing the problem.
“They have not yet fixed the problem, but
they are well aware of it,” said James Lyn-
agh, president of Multimedia Broadcasting,
and current chairman of the NBC affiliate
advisory board. As for Santa Barbara, he
said, affiliates must have patience and “let
the show grow.” He noted the show has been
on less than one year, while its two competi-
tors have been in their time slots for a decade
or more.

In past years, NBC News had been a pe-
rennial whipping boy for the network at af-
filiate gatherings, but that won’t be the case
this year. Affiliates contacted last week said
they were impressed with NBC News Presi-
dent Larry Grossman, appointed a little
more than one year ago, and his accomplish-
ments in the past year—especially the turn-
around of Today. “The affiliates I've talked
to have expressed a great deal of confidence
in Grossman and his accomplishments, ag-
gressiveness and direction,” said Amy
McCombs, president and general manager,
wbDIV(TV) Detroit, who is also an advisory
board member. She did say, however, that
the board sees as a priority the successful
launching of a prime time news magazine by
the network. “It’s part of being a full service
news division,” she said. NBC has said it
will test its new magazine program with an-
chor Roger Mudd on a monthly basis begin-
ning in August, trying different time periods
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with the hope of finding a permanent slot in
the prime time schedule by next January.
But for the most part, said Jim Edwards,
president, WIAC-TV Johnstown, Pa., “‘there
won’t be much criticism” of the network.
“There will be some celebrating and I think

we have the right” after the past season’s
performance. Added James Sefert, presi-
dent, Cosmos Broadcasting, “Even in the
worst of times, it’s hard to control the eupho-
ria” at affiliate gatherings. "I love to go out

a

there and get hyped up.”

ABC replaces one-third of lineup for fall

Network unveils schedule,
vowing it will come back;
nine new shows on the block

At one point during ABC’s presentation of
the new 1985-86 prime time schedule to ad-
vertisers and agency executives in New
York, actor Robert Wagner turned to ABC
Entertainment President Lewis H. Erlicht,
paused and said admiringly: “To be a part of
this schedule is. . .Lew, I mean this really
looks wonderful.”

Wagner received some of the heaviest ap-
plause during the 90-minute presentation—
Erlicht referred to him as a *“bona fide mem-
ber of the ABC family”—especially after
clips of his new Saturday night series, J. G.
Culver, were shown to the assembled Madi-
son Avenue executives and their clients.

Altogether, ABC introduced seven-and-a-
half hours of new prime time programing—
six hour-long series and three half-hour com-
edies—in addition to picking up Diff'rent
Strokes, canceled by NBC after seven sea-
sons. The new series represent an overhaul
of one-third of the third-place network’s
prime time schedule.

“This was an intensely competitive year,”
noted Jake Keever, vice president of sales,
ABC Television Network, in his introduc-
tion. “We are aware we need a new start. We
battled back before, and we’ll battle back
again. We are ready.”

In its new 1985-86 prime time schedule,
ABC is focusing heavily on the 8 p.m. time
period and, as expected, re-emphasing
young adult-oriented programing. “We have
two major objectives for this fall,” Erlicht
said. “The first is to continue to increase our
household delivery and the second is to once
again be dominant in the key 18-49 young

adult demographic.”

In order to recapture that key demogra-
phic, ABC has redesigned the 8 p.m. time
penod on four nights and has carved out two
hour blocks of comedy on Tuesday and Fri-
day between 8 and 10 p.m. (Last season, it
abandoned the two-hour comedy blocks and
scheduled instead one hour blocks on three
nights).

Gone from next season’s prime time
schedule are Three’s a Crowd, Matt Hous-
ton, T.J. Hooker, Finder of Lost Loves, Mac-
Gruder & Loud and midseason replace-
ments, Hail to the Chief, Off the Rack, Eye to
Eye, Me & Mom and Wildside. On the sched-
ule are new series ranging from a Dynasty
spin-off to a Godfather-like generational
saga featuring two New York families—one
dominated with police officers, the other in-
volved with organized crime—pitted against
each other.

Returning series include Hardcastle and
McCormick, Who's the Boss?, Dynasty, Ho-
tel, Webster, Benson, The Love Boat, the
16th season of Monday Night Football and
the ABC Sunday Night Movie. Midseason
replacements, Moonlighting and Mr. Belye-
dere, will also returmn.

The new series include:

® He's the Mayor (8:30-9 p.m., Tuesday)
stars Kevin Hooks as a 25-year-old black
college graduate who can’t get a job when he
returns home to his Pennsylvania town, runs
for mayor and wins after the favored candi-
date is indicted a few days before the elec-
tion. “Lacking political savvy, he makes up
for it with charisma, honesty, resourceful-
ness and a lot of help from his staff, friends
and especially his dad, the city’s chief main-
tenance man.” The executive producers are
Sandy Veith (Love, Sidney) and Terry Hart

- 3

Robert Wagner in J.G. Culver
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(Jennifer Slept Here) in association with
Universal Television.

m Growing Pains (9:30-10 p.m., Tuesday)
stars former syndicated late-night talk show
host, Alan Thicke, as a psychiatrist, Jason,
who moves his practice into his home after
his wife, played by Joanna Kerns, becomes
a newspaper reporter after being a housewife
for 15 years. “Although child psychology is
not Jason’s speciality, he thinks he has it all
figured out—until he begins supervising his
own youngsters,” ages 15, 13 and nine. Ex-
ecutive producer is Michael Sullivan in asso-
ciation with Warner Bros.-TV.

W The Insiders (8-9 p.m., Wednesday)
stars Nicholas Campbell as Nick, and
Stoney Jackson as Mackey—two young, ag-
gressive hip investigative journalists who re-
port for a national news weekly. Both fre-
quently assume false identities in pursuit of
their story. “Nick is considered one of the
best reporters in the business. . . Mackey, an
ex-con gone straight, is the entrepreneurial
type who prefers the good life...” The se-
ries employs contemporary music in the
soundtrack. Executive producer is Leonard
Hill with Universal Television.

® Dynasty II: The Colbys (9-10 p.m.,
Thursday) is the spin-off from the top rated
ABC prime time series. Jeff Colby’s search
for his former wife Fallon will lead him to
southern California, “‘the home and base of
operations for his own alienated family.”
The series’ premiere will be held back until
November, after heavy promotion in the
World Series and ABC’s mini-series, North
and South. The Colby family characters will

be introduced within an early episode of
Dynasty to help set up the story line. Execu-
tive producers are Richard and Esther Sha-
piro in association with Aaron Spelling Pro-
ductions.

a My Sunshine (9:30-10 p.m., Friday) is
an “adult comedy” starring Jeffrey Tambor
as Paul Stark, a blind college professor who
18 trying to patch up his life after an unhappy
marriage. “Although an inspiring English
professor, he has deflated many promising
young writers with his pointed barbs. Even
his 14-year-old son, who idolizes his dad,
has been fair game for verbal assaults.” Ex-
ecutive producers are Henry Winkler and
John Rich in association with Paramount
Television.

m Family Honor (10-11 p.m., Friday) stars
Kenneth McMillan as Patrick McKay and
Eli Wallach as Vincent Danzig, two New
York patriarchs—the former heads a family
spanning three generations of police work,
the latter is the boss of a crime family.
McKay is police commissioner and Danzig
“sees the McKays as an increasing threat to
his crime empire.” McKay’s family includes
two sons who are cops and a 21-year old
granddaughter who recently joined the force
and is trying to make her own way indepen-
dently of her family. On the other side is
Danzig’s violence-prone son, Augie, who is
headstrong and seeks to maintain “the ven-
detta at every opportunity.” Another Danzig
son, in an attempt to escape his family’s un-
derworld dealings, lives under a pseudonym
and has become romantically involved with
McKay’s granddaughter. Lawrence and

DELTA DASH.
SAME DAY DELIVERY OF
SMALL PACKAGES.

When tomorrow’s too

become very important.
And time sensitive.

for same-day delivery.

BIG THINGS COME
IN SMALL PACKAGES. BUT ONLY
[FTHEY’RE ON TIME.

late, little things can suddenly

So you turn to Delta DASH

Any package—under 70 lbs.

A AIR FREIGHT
A2 | AR EXPRESS
SECTA/ DELTA DASH

—that is shipped during nor-
mal business hours will arrive
that same day:.

But what about the time
you waste taking the package

a courier service? Delta’s got
the answer.

DOORTO DOOR
PICK UPAND DELIVERY.
Delta DASH offers you
- door to door pick up
s and delivery. And
_ DASH delivers to
p over 100 cities
and over 10,000
communities—all
over the U.S. So you

(7). know your package
il get there.

to the airport? Or arranging for [*

than 70 lbs., call Delta Air Ex-
press. We'll guarantee your ship-
ment on the flight specified.

you. Just call Delta DASH toll-
free at 800-638-7333; in Balti-
more call 269-6393. With Delta
DASH, time is on your side.

Door To Door. Airport To Airport.

Chuck Gordon are executive producers in
association with Lorimar.

a Hollywood Beat (8-9 p.m., Saturday)
stars Jack Scalia and Jay Acovone as two
undercover detectives who patrol the steamy
underside of Hollywood. The oddly paired
partners are helped in their work by an un-
derground network of street people—the lo-
cal newstand owner, a bag lady and the ma-
tron of a popular local bar—who give them
leads in their cases. Executive producers are
Aaron Spelling and Douglas Cramer for
Aaron Spelling Productions.

w j.G. Culver (9-10 p.m., Saturday). Ori-
ginally titled § Lime Street, the series stars
Robert Wagner as James Greyson Culver, an
investigator for a major London insurance
firm who shuttles between his idyllic Virgin-
ia estate, where he raises two young daugh-
ters, and glamorous international locales.
ABC indicated that the series will contain
strong pro-social and family values, espe-
cially in the scenes that depict Culver’s
home life. On his international missions,
Wagner will be paired with Englishman Ed-
ward Wingate, his upright former Oxford
roomate, played by John Standing. Robert
Wagner, Linda Bloodworth and Harry Tho-
mason are executive producers in associ-
ation with Columbia Pictures Television.

8 MacGyver (8-9 p.m., Sunday) stars
Richard Dean Anderson as Stace MacGyver,
a top secret operative for the U.S. govern-
ment who specializes in dangerous rescue
operations. “His tools: an extraordinary sci-
entific knowledge and a knack for employ-
ing whatever devices are available to com-
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If yor pacage is lager

So let Delta do the work for

DELTA DASH

Best All Around.
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How to set up a live hookup
without the usual hangups

“Film at 11” isn't fast enough

From the Capitol beat to the county seat, GTE
Spacenet’s News Express® service brings on-the-spot
coverage to television news—live.

News Express—for news that can’t wait

Specially-equipped mobile units relay a satellite
signal directly to your station—for live motes from
virtually anywhere. For wider versatility, a “fly away”
antenna can be easity crated and lown to where the
news is breaking.

And best of all, Spacenet’s exclusive News
Express service allows direct telephone contact, via
satellite, between your station and the remote crew—
even when they're nowhere near a phone booth.

Occasional use service for more than the news

Even if you're not in the news biz, Spacenet™
occasional use service offers the widest choice of
satellite communications capability to suit your needs—
at competitive rates.

~

We're fiexible. For instance, our transponder service
enabiles you to order time in increments as short as 15
minutes, or up to 24 hours a day. The latest C-band and
Ku-band technology is avaiiable for 50-state coverage.

And our commitment to high quality service means—
whether you're a burgeoning business o- a booming
broadcaster—you'll find us ready to meet your data,
voice and video needs.

it's all good news

Taking advantage of the latest communications
technology is easier than you think.

Don't delay. Call GTE, the communications company
that's been pioneering quality solutions for almost 60
years. Contact our Marketing Departmert, GTE Spacenet,
1700 Old Meadow Road, MclLean, Virginia 22102.

GTE Spacenet: Getting down toc business

(703) 790-7700
Marketing Dept

Spacenet



Second post-season win for NBC

For the second time in the two weeks following the regular prime time
season, NBC won a ratings victory with an overall 14.6 average rating
and a 25 average share. Based on Nielsen's national television index
(NTI) for the week ending May 5, CBS finished second with a 13.8/24
while ABC came in third with a 12.6/21.

NBC had three of the top five programs and five of the top 10. CBS
had the other half of the 10. The week's highest rated night was Thurs-
day on NBC, featuring The Cosby Show (25.5/43) and a repeat episode
of Family Ties (21.9/36), the week’s first and second rated shows,
respectively, appearing in the 8-9 p.m. block.

Rank O Show O Network O Rating/Share

Rank O Show O Network O Rating/Share

ABC's highest ranked program of the week came on Tuesday, 9-
9:30, with Who's the Boss {15.9/26); it finished 18th.

Inits third week on NBC, at 8 p.m. on Friday, Best Times did a 9.5/18,
finishing 58th.

Totaling nightly wins, CBS took three (Monday, Friday, Sunday), ABC
two (Tuesday, Saturday) and NBC two {(Wednesday, Thursday). The
highest rated special was the NBC Sunday Night Movie with Alfred
Hitcheock Presents{18/28),which finished seventh for the week. ABC's
Sunday Night Movie, Lace I1, part one, did a 15.3/24, finishing 23d on
the schedule. The week included seven specials and 28 repeats.

Rank O Show 0O Network O Rating/Share

1. The Cosby Show NBC 25543 24. Miami Vice NBC 152286 47. TdJ. Hooker ABC 11.6/33
2. Family Ties NBC 21.8/36 25. Simon & Simon CBS 15.2/25 48. Double Trouble NBC 11.5/22
3. Dallas CBS 21.4/36 6. Riptide NBC 15.2/25 49. Magnum, BL CBS 11418
4. Cheers NBC 10.%/32 27. Cagney & Lacey CBS 150/24 80. Diffrent Strokes NBC 10.7/23
6. Newhart CBS 18.4/28 28. Adam NBC 14.9/24 £1. Benson ABC 10.7/20
8. Falcon Crest CBS 183532 29. Crazy Like & Fox CBS 14622 B2. Ray Mancini Story CBS 106/17
7. Hitchecock Presents NBC 180/28 30. MacGruder & Loud ABC 143725 53. Mike Hammer CBS 10518
8. 60 Minutes CBS 17934 31. 20720 ABC 14.3/24 54. Webster ABC 104/21
8. Knot's Landing CBS 178730 32. Life's Embarrassing MomentsABC 14.2/23 66. Under One Rocf NBC 104718
10. A Team NBC 17.6/31 33. Hill Street Blues NBC 14.0/R4 568. Half-Nelson NBC 10.4/18
11. Murder, She Wrote CBS 17.629 34. 8t Elsewhere NBC 139723 57. Double Dare CBS ©.6/18
12. Night Court NBC 17.6/28 35. Three's a Crowd ABC 138/24 58. The Best Times NBC 9.518
13. Highway 10 Heaven NBC 17.0/28 38. Hall 1o the Chief ABC 13722 59. Dr No ABC 85/16
14. Facts of Life NBC 188726 37. Joanna ABC 130724  60. Punky Brewster NBC 80/168
15. Missing: Have You Seen? NBC 18577 38. Atrwolf CBS 1R.7/23 8l. Ripley's Belleve It or Not ABC 85/16
18. Kate & Allle CBS 16326 39. BRemingion Sweele NBC 12622 62. Cover-Up CBS 8317
17. Sara NBC 18.3/26 40. Loving Couples CBS 1R4/21 B83. Eye w Eye ABC 8313
18, Who's The Boga? ABC 169/26 41. Apccalypse Now ABC 124/20 64. Street Hawk ABC 7.9/13
19. Trapper John, M.D. CBS 16726 42. FPolar Bear CBS 12.023 65. Stver Spoons NBC 78/15
20. lLove Boat ABC 15528 43, Glmme a Break NBC 120/1 68. Lucle Arnaz Show CBS 175/14
2l. Scarecrow & Mrs. King CBS 15.4/26 44. Knight Rider NBC 11.8/19 67. Jeffersons CBS 71712
22. Miss Hollywcod 1985 ABC 154/R5 45. Hunter NBC 116/R1
23. lace Il, part 1 ABC 183/24 48. Anyihing for a Laugh ABC 11.6/19  ‘indicates premiere episcde

SATELLITE SPORTS NETWORKS...

When the CALIFORNIA ANGELS developed their own satellite radio network,
they chose MODULATION ASSOCIATES for their satellite equipment.

BB
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415-962-8000

it mokes sense. Modulation Associates has
specialized in building satellite radio networks
since the 1970's.

In fact, since we developed the optimized SCPC
technology for special interest radio networks in
1981, most sports networks on WESTAR have
chosen Modulation Associates for their satellite
transmission.

Most recently IDB Communications specified
Modulation Associates satellite hardware for
their new nationwide Satellite Sports
Interconnect system.

When you switch to satellite — Modulation
Associates would like to assist you in building a
winning network.

MODULATION ASSOCIATES, 897 Independence Ave., Mountain View, CA 94043
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plete his objective.” MacGyver’s accom-
plishmenis will lean heavily to Indiana
Jones-style derring-do, whether it’s cliff
climbing, sky diving or subterranean explo-
ration. Henry Winkler and John Rich are
executive producers in association with
Paramount Televsion.

Before the premiere of Dynasty II: The
Colbys in mid-November, Erlicht said, ABC
will run as a “limited series” Lady .Blue,
starring Jamie Rose. The pilot achieved a 31
share as a Monday Night Movie when it was
broadcast against the second episode of the
CBS mini-series, Space, which aired in late
April.

Erlicht also announced that two other dra-
matic series, Shadow Chasers and Spenser:

©HarclaysAmerican/Business Credit, Inc. 1964

For Hire—the latter starring Robert Urich—
will be kept in development and held in the
wings for possible future deployment.

ABC’s made-for-TV movies will include
a remake of “The Defiant Ones,” starring
Robert Urich and Carl Weathers, and “Liv-
ing Arrows,” starring Farrah Fawcett. ABC
will also dramatize the life of Pete Gray, the
only one-armed major league baseball play-
er, in a made-for-TV movie, “AWinner Nev-
er Quits.”

From “Star Wars” trilogy producer George
Lucas will come “The Further Adventures of
the Ewoks,” a sequel to last season’s “The
Ewok Adventure.”

ABC Theater, which in the past has pre-
sented such controversial programs as The

BusmessCredit
AN AFFILIATE OF FU 1] BARCLAYS

BARCLAYS BANK

Broadcasting May 13 1985
78

Day After and Something About Amelia,
next season will present a live, two-hour
production, The Execution. The tele-play
will chronicle the last two hours in the life of
a prisoner condemned to die.

Theatricals that will have their debut on
over-the-air network television on ABC next
season include “Tootsie,” “Octopussy,”
“The Toy,” “Superman III,” “Best Friends,”
“The Right Stuff,” “Blue Thunder,” “Mr.
Mem” and “The Sting I1.”

Although originally announced last sea-
son, the mini-series, North and South, pro-
duced by David Wolper and Chuck
McClain, is now scheduled for this fall. O

Public broadcasting
looks at road ahead

Stern, Oaks and Christensen slated
to address CPB, PBS and NAPTS
meetings this week in San Francisco

The nation’s public television executives
will take a long and hard look at the future of
the noncommercial medium this week dur-
ing a series of annual meetings, convening
this year at San Francisco’s St. Francis hotel.

The sessions begin Wednesday morning
(May 15) at 9 a.m. with the day-long Corpo-
ration for Public Broadcasting board of di-
rectors meeting. The 35-member body is ex-
pected to discuss future short- and long-term
funding strategies, proposed legislation re-
lated to public broadcasting and enhanced
underwriting proposals. The recipient of the
annual Ralph Lowell Award will also be
honored.

On Thursday and Friday (May 16-17), the
Public Broadcasting Service and National
Association of Public Television Stations
will hold their joint annual conference and
scparate membership meetings. The theme
of this year’s gathering is “Setting the Agen-
da for the Future,” with sessions slated on
future priorities, system financing, national
program funding, the system’s mission, new
technologies, advertising and promotion,
educational services, and changes wrought
by legislation and regulation. These topics
will be taken up in both small and large dis-
cussion groups.

Other highlights include major addresses
by incoming PBS Board Chairman Alfred R.
Stern, outgoing Chairman Dallin Oaks and
PBS President Bruce Christensen. Social
events inclide a reception hosted by non-
commercial KQED-TV San Francisco and an
event honoring retiring PBS Chairman
Oaks.

On Friday evening (May 17), the NAPTS
holds its board of trustees meeting, followed
on Saturday morning by a PBS board of di-
rectors meeting.

Finally, on Sunday (May 19), the Associ-
ation of California Independent Public Tele-
vision Producers and the San Francisco-
based Film Arts Foundation will jointly
convene a day-long conference on the state
of the television and film documentary. Ti-
tled “Reflexions: The Documentary in Cri-
sis,” the series of panel discussions will be
held at the studios of KQED-Tv, 500 Eighth
St., San Francisco. |



“With the help of
these 3 TV Loglines...

vwThe Royal London Gala

For Bob Hope’s Happy

Birthday Homecoming

My All-Star birthday
will be an dll-tfime great!”
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Hope Enterprises
Burbank, CA.

NBC has been celebrating my
birthday on TV since 1978, but
we started using TV Log long
before that. TV Log's always
beenused tc promote my
specials because TV Log, put
simply, is effective.

Join me, my wife Dolores and
our guests: Phyllis Diller,
Charleton Heston, Julio Iglesias,
Sir Laurence Qlivier, Bernadetie
Peters, Debbie Reynolds,
Brooke Shields, Muppet Stars —
Kermit and Miss Piggy. and a
quintet of the UK s top
comedians.

It’s going to be cne heck of a
party, broadcast on NBC on
May 28 ai 9 PM.

I've said it before and I'll say it
again — where there’s Hope,
there’s TV Log.

TV LO

ADVERTISING —

The right time
The right place
The right audience

Formore information
about TVLOG'S

115 markets and over
625 newspapers,
Piease call

{212) 687-0660

& Tribune Media Services, Inc.



Law & Regulationsa

Election practices reaffirmed before House subcommittee

Representatives of networks, TBS and
Group W testify on projection issue
as congressmen seek assurances
problems are a thing of the past

Top executives from the three commercial
television networks, the Turner Broadcast-
ing System and Westinghouse Broadcasting
& Cable, appeared before the House Sub-
committee on Elections last Thursday to
reaffirm their news policies on election day
reporting. The meeting was, said Subcom-
mittee Chairman Al Swift (D-Wash.), “the
first of what will be several hearings on the
general idea of establishing a nationwide
uniform poll closing time on election
day.... to place into the record, in com-
plete detail, the nature of the agreement we
have with the networks.”

George Watson, vice president and Wash-
ington bureau chief of ABC News, present-
ed the prepared statement of ABC News
President Roone Arledge. If a uniform poll
closing hour for national election succeeds,
Watson said, “‘we need never again have in
this country an election where controversy
arises over results from one area possibly

influencing voters who live in another.”

In reaffirming ABC’s policy last week,
Watson said that exit polls had “amply dem-
onstrated their usefulness as the single most

By finding and recruiting outstanding exec-
utives who are exactiy right.

Right for their assignments. Right for their respon-
sibilities. Right for the specific business styles and
environments of their new companies.

A Sulkvan search is based on over twenty years
of experience in communications. It is thorough,
careful, and totally discreet.

From group presidents to general managers,
many of the most successful executives in the
broadcasting and cable television industries
today were found and recruited by Joe Sullivan
& Associates.

For a confidential discussion of your executive
requirements, call Joe Sullivan today.

JOE SULLIVAN & ASSOCIATES, INC.

EXECUTIVE SEARCH AND RECRUITMENT
340 W, 57 S, New York, NY 10018 (212) 765-3330

The person you describe is the person we’li deliver.
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important source of accurate, detailed and
comprehensive information on voting be-
havior. They are enormously useful, not
only to journalists, but also to politicians,
the academic community, and all others who
seek to understand elections.” Hence, ABC
agreed not to use exit poll data “to character-
ize, or suggest in any way, results while a
state election is in progress.” It will, howev-
er, use exit polls “along with other data to
make projections” after the polls are closed.
This policy will “be applied to all elections
and encompass all races,” Watson said. “If
Congress succeeds in establishing a uniform
closing time for national elections, our poli-
cy will at that time be permanently fixed.”

NBC News President Lawrence K. Gross-
man testified that “under a national uniform
poll closing system,” NBC News would also
wait until after polls in all states had closed
before projecting or characterizing the out-
come of an ¢election. He praised Swift for a
“constructive approach” to a “thorny prob-
lem.” He said that the uniform poll closing
approach “has the potential to protect both
the integrity of our voling process and the
guarantees of the First Amendment.”

CBS News President Edward M. Joyce
also endorsed what he called “an extremely
valuable proposal for electoral reform™—
unified poll closing times.

However, Robert J. Wussler, executive
vice president of Turner Broadcasting Sys-
tem, told the subcommittee that “while en-
actment of a uniform poll closing time might

| alleviate one problem: the early projection of

a presidential sweep based on actual elector-
al college results in eastern states, we be-
lieve it entirely unreasonable to require the
federal government [or the 50 states] to con-
form their election laws to the dictates or the
interests of the three New York networks.”

Richard P. Sabreen, vice president, televi-
sion news operations, Westinghouse Broad-
casiing & Cable said Westinghouse is “not
against the conducting of exit poils. We are
simply opposed to the release of exit poll
results while the polls are still open.” Sa-
breen said also that although Group W “has
been urging broadcast journalists to demon-
strate more restraint in the release of exit poll
data, we feel that this is an ethical issue that
the industry itself should address.”

Representative Charles Rose (D-N.C.)
questioned “the fairness” of leaving an elec-
tion open longer on the East Coast and
shorter on the West Coast. “Is there not a
fairness issue there that we should be con-
cerned about?” he asked. Joyce said that it
was his understanding that there were a vari-
ety of approaches under consideration which
“hopefully will achieve some sort of balance
in this area.” Grossman agreed that achiev-
ing voting parity in the different time zones
was “a tough problem.”

Swift said that “I don’t think it is news that



Syndicast Services proudly presents
the only two Elvis Presley specials currently available for syndication.

“Elvis—His 1968 Comeback
Special”

Elvis does some of the best singing of
his career in this show. He jams “in the
round” with the musicians who backed
him when he created his classic first
recordings and plays a concert caval-
cade of his golden hits. Songs in this
90-minute special inciude Heartbreak
Hotel, Hound Dog, All Shook Up, Jail-
house Rock, Don't Be Cruel, Love Me
Tender, Gospel Medley, Guitar Man, If
{ Can Dream, plus a dozen more.

“Elvis—Aloha From Hawaii”

Elvis Presley’'s 1973 concert in Hawaii
was a shattering entertainment experi-
ence. In addition to the superstar's
powerful stage presence at the peak of
his career, the event was a milestone
in music history, being transmitted

around the world via satellite. Included
in this 30-minute special are 25 of Elvis’
greatest hits, including C.C. Rider,
Burnin’ Love, Blue Suede Shoes, I'm So
Lonesome | Could Cry, | Can't Stop
Lovin’ You, Blue Hawaii, Suspicious
Minds and | Can’t Help Falling In Love
With You.

Distributed By
ﬁ

SYNDICAST

SERVICES
N/ (212)921-5091

Call Syndicast Services now for
[further details of this fabulous first-
time offering.

Made available by the Estate of
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Dear Miss Manners:

A carload of teens recently
made obscene gestures
towards me and my family at
a traffic light. 1 was tempted
to confront them, but my wife
convinced me to let it pass,
though it troubled me greatly.

-

Gentle Reader:

Imagining the recreational
possibilities in giving an
etiquette lesson in mid-traffic
to a carload of obscene
teenagers, Miss Manners is in-
climed to agree with your wife.
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Timely, witty advice for
your news or talk show.

Produced by Post-Newsweek
Stations Inc. in association
with United Media Productions

FOR MORE
INFORMATION
CONTACT:

Claster Television
Productions
(301)561 5500
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there are skeptics. . . . with regards to these
network policies.” He recognized that while
the networks had tried in their testimony *“to
indicate in some detail, situations that you
might conceive of.... perhaps, excep-
tions—that this is not an intention on your
part to try and create a little loophole through
which you could subsequently slip poli-
cy”—that their commitment was made with-
out “any corporate reservations.”

Watson assured Swifi that it was. “If these
skeptics to which you refer, think that we
would seek some loophole to undermine the
effect of a uniform poll closing hour, and
rekindle the controversy that has consumed
so much time and effort over the past four
years, I think that just looking at it in terms

of our self-interest and our desire to put the
issue to rest, that would not happen. The
commitment that we have made is without
reservation, it does not have any qualifica-
tions or constitute a loophole, or an effort to
achieve, by some other means what we have
said we will notdo. . . . If all states end their
elections at the same time, then this issue is
moot.”

Joyce said that CBS’s credibility was “on
the line publicly.” Said Grossman: “The sim-
ple and direct answer to the question is yes.
NBC has only one thing at stake here and
that is its credibility and its trustworthiness
and its integrity. There is no way that we
would make such a commitment and then go
and violate [that].” a
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Space WARC primed to make history

International satellite conference is
shaping up to be confrontation
between haves and have-nots; view
from Washington: proceeding may

be “confusing” and “controversial”

Within the next three months, representa-
tives of upwards of 120 countries will begin
assembling in Geneva for the start of the
most important international conference on
telecommunications since the general World
Administrative Radio Conference in 1979,
Indeed, in terms of space services, the Space
WARC, with its potential impact on services
such as telephone, data and video, may be
the most important in the history of its spon-
sor, the Intermational Telecommunication
Union. “What is at stake for the U.S.,” says
Dean Burch, the former FCC chairman who
will head the U.S. delegation to the first of
what will be a two-session conference, “is
its continuing ability 1o maximize the tech-
nology in the geostationary orbit.” Yet, as
the opening of the conference on fixed satel-
lite services approaches, the view from
Washington is that it is “‘horribly confused”
and likely to be “very controversial,” as one
State Department official put it.
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The U.S. has been preparing for five
years, vet differences remain among the ex-
perts and industry representatives drafting
the U.S. position. Most other countries have
yet to make clear their views. Information
on which to analyze the position of countries
in terms of specific issues is lacking. “Ev-
eryone has something different,” said Dean
Olmstead. of the State Department’s Space
WARC office, “not only in details but in
terms of conceptual ideas.” A year ago, par-
ticipants at a preliminary conference ap-
peared to narrow views (o seven specific
planning proposals. But since then. coun-
tries have developed a number of variations.

That confusion, however, involves de-
tails. A broader picture secems to indicate
that, as in a number of past ITU conferences,
the Space WARC is shaping up as a confron-
tation between the haves and have-nots, be-
tween developed countries content with the
the existing system under which their tele-
communications needs are being met, and
developing countries fearful that the re-
source involved would be gobbled up before
their needs were felt, or the ability to satisfy
them had been realized. As a result, devel-
oping couniries’ proposals and comments
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Dear Miss Manners:
What is the proper way to
convey sympathy if a deceas-
ed person is someone you did
not particularly care for?

Gentle Reader:

Press the relative’s hand.
L.ook meaningfully into the
eves-this is dene by raising the
evebrows from the nose
bridge. Arrange the lips in a
weight-of -the-world smile by
raising the central part of the
closed mouth at the same time
as the corners are slightly
raised. No one will ever guess
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Timely, witty advice for
your news or talk show.

Produced by Post-Newsweek
Stations Inc. in association
with United Media Productions

FOR MORE
INFORMATION
CONTACT:

Claster Television
Productions
(301)561-5500
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are being monitored for signs of interest in
so-called a priori plans that would assure all
countries a portion of the resource at issue,
regardless of when—or even whether—they
would need them. And there have been signs
in recent weeks that developed countries’
fears of such a movement are not baseless.

The arguments the developed countries
muster against such plans—that they are
wasteful, inefficient and unnecessary-—may
have the force of logic; the developing coun-
tries have something else going for them, if
it comes to that: they constitute a majority of
the ITU, which operates on the principle of
one nation, one vote. What's more, the con-
ference was called for the purpose of provid-
ing all countries with a “guarantee” of “equi-
table access” to the geostationary orbit.

Perhaps with those factors in mind, the
U.S. is not following a hard-line approach,
insisting on maintaining the present system,
under which countries obtain slots and fre-
quencies as needed, coordinating their re-
quirements with others on an ad hoc basis.
Rather, sensitive to charges of being insensi-
tive, it is attempting to demonstrate an un-
derstanding that some changes in the exist-
ing system are required to meet developing
countnes’ demands for “guaranteed” access.
Still, the U.S. is leaving no doubt it will not
accept an g priori plan.

(]

The use of the fixed satellite services for
telephone and data have attracted the most
attention. But increasingly, distributors of
television programing are becoming impor-
tant customers of the fixed satellite services.
Television transmissions accounted for some
$25 million of Intelsat’s $411 million in rev-
enues last year, and Intelsat is forecasting
growth in revenues from that source in 1985.
Satellites are becoming the favored means of
delivering television and cable television
signals within the U.S. And in Europe, im-
portant changes are under way, as the United
Kingdom and other countries abandon his-
toric—and strict—regulatory procedures to
facilitate the reception of video signals. Eu-
telsat, the European regional satellite sys-
tem, is heavily involved in the transmission
of television signals. Indeed. a report by the
Global Media Commission of the Interna-
tional Advertising Association describes
television as “the undisputed heavyweight
champion of advertising” and the key to
what 1t calls “global marketing.”

“Television via communications satellites
is one of the most revolutionary forces in the
world,” says Donald Jansky, a telecommuni-
cations consultant who is expected to be ap-
pointed to the U.S. delegation. “Their sig-
nals are spilling out all over the place.” He
noted that, for less than 32,000, home-
owners in the U.S. can purchase terminals to
view satellite-delivered signals—and that, at
present, some one million such terminals are
in operation.

Jansky is one of several prospective mem-
bers of the U.S. delegation—which is ex-
pected to be announced later this month—
with a particular interest in television. He is
a consultant to CBS, and Jansky Telecom-
munications, of which he is part owner, is a
12% owner of International Satellite Inc.,
one of five applicants for a separate interna-
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tional communications satellite system that
would compete with Intelsat. Another likely
member of the delegation associated with a
network is Joseph Flaherty, vice president
and general manager, CBS operations and
engineering, CBS/Broadcast Group. Jansky
and Flaherty have been among those partici-
pating in the preparatory work. So has Rob-
ert Mazer, a Washington attorney who repre-
sents HBO, which, like other compan