Studios hedging against potential SAG strike

By Ed Harrison

LOS ANGELES—With the
Screen Actors Guild contract due
to expire June 30, the threat of
another strike looms over the
television and film industry.

Negotiations between the
55.000-member Screen Actors
Guild and television producers
aren’t scheduled to commence
until May (5.

However, many production
houses already are attempting to
avoid a fate similar to that in

1980 when a 12-week strike by
actors paralyzed the industry and
resulted in a delay of the fall
prime-time season. Aware of a
pending work stoppage. studios.
to a certain extent, are mapping
out contingency plans by accel-
erating production of programs
already renewed to get a head
start on production.

Last month. Screen Actors
Guild President Ed Asner re-
assured guild members that it
wasn't “hungry for a strike.™
Asner said he had confidence in
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the collective bargaining system
and would do everything in his
power to avert a strike.

But Nicholas Counter. presi-
dent of the Alliance of Motion
Picture and Television Producers,
recently claimed that member
studios should prepare for a
strike as a precautionary measure.
While encouraged by Asner’s
remarks, Counter told producers
they have to plan for a strikeas a
matter of common sense.

Producers take a calculated
risk if they plan production after
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the June 30 deadline, Counter
said. He advised producers to
reschedule production scheduled
around the June 30 deadline. He
also urged the networks to con-
sider early renewals so that next
fall’s season can get off the

ground in the event of a strike.
Meanwhile. Ken Orsatti. SAG
national executive secretary, who
was in Mexico at press time,
earlier had stated that making
such contingency plansasadvised
by Counter was intimating failure
Continued on page 4

Will Ed Asner and SAG take to
the picket line?
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Les Luchter

Bill Wennington goes high for St. John’s to block a shot against Pittsburgh during recent Big
East Tournament action. St. John’s won the game.

TV sports jockey for numbers

By Les Luchter

NEW YORK-—As the college
basketball championships begin
to dominate the TV sports scene,
activity continues apace in many
other sports, ranging from Major
League Baseball to the United
States Football League.

NCAA basketball is poised for
a ratings fight with the new
football league, justata time that
baseball begins appearing on the
home screen. Meanwhile, ABC
continues to take its time negoti-
ating whether or not it will pick
up the other half of baseball’s
first $1 billion network TV con-
tract. NBC is half owner of those

rights and makes no bones about
its desire to claim 100 percent of
the baseball franchise.

The USFL’s second Sunday of
spring football suffered a sub-
stantial ratings decline from its
maiden voyage, making it that
much tougher for ABC to make
up its mind on baseball.

College basketball, whose rat-
ings have been down a shade this
year—due, of course, to an ever
expanding television networking
system and NFL competition—is
headed for its TV and radio “time
in the sun.”

On TV, 20 CBS college games.
run in a variety of time periods,
averaged a 5.2 rating this year, vs.

Stations take skittish posture
after gossip piece on ‘Merv’

By Les Luchter

LAS VEGAS, Nev.—Some of the
10 new stations with *“firm deals”
to air The Merv Griffin Show
have been acting “skittish™ follow-
ing last week's TV Guide item
alleging that the show soon
would be leaving the air (BW,
3/14/83), charged Paul Rich, vice
president, worldwide sales syn-
dication, Metromedia Producers
Corp.

“l don't blame them.,” Rich
said. “It could be scary for a guy
who just cleared the show. We've

GEORGE

géATIoN
BENEVOLENT

PROVIDENCE

BRANDT

BWIFDO2904BRAGE#

123183/
GEN MGR .

WBRU FM

RI 02906

had to do a lot of talking to
them.”

Rich, who recently had been
boasting of Merv's ratings re-
surgence and expected success at
NATPE, said, “If it (Merv)
builds up negative feelings out
here at NATPE and we could
prove that (7V Guide story)
contributed to it, we might seek
redress.”

Meanwhile, Rich was waiting
for a response to a letter he sent
to TV Guide's editor last week,
asking “for a response about why
they would publish such rumors
without trying to reach an official
at Metromedia.”

Rich said he didn't know
where the “rumors™ had origi-
nated, but it “could very well be a
competitor that senses we're
really crashing the boards on
Merv now and taking away time
slots.”

a 5.5in 1982. At NBC, 25 broad-
castsaveraged a 5.5 rating vs. last
year’s comparable 6.2.

Meanwhile, more than 300
radio stations begin broadcasting
NCAA Basketball Tournament
Games this weekend as affiliates
of the CBS-NCAA Radio Net-
work, a joint venture of the CBS
Radio Network and Jim Host
Communications, Lexington,
Ky., now in the second year of a
two-year deal.

Eleven games will be broadcast
in all over the network, which is
expected to pick up more and
more stations as the tournament
winds down to the “Final Four”
teams on April 2 and the cham-
pionship game on April 4.

Last year, some 500 stations
were on line for the final games.
CBS said the audience was 9.5
million for the semifinals and 19

Continued on page 4

kicks off
20th meet

By Bill Dunlap and
Dave Potorti

LAS VEGAS—NATPE kicked
off here with word of a major buy
from WNBC-TV, doubts that
1983 attendance would match
1982 and a TV Critics Association
press conference in which parti-
cipants were upbeat on broadcast
TV’s future.

WNBCin New York, registered
a coup of sorts, obtaining syndi-
cation rights to Telepictures’
highly successtul The Peopie's
Court. The program had been
running on WABC-TV. The sale
was the first big one to break at a
convention that some think will
be fairly sedate.

NATPE President Chuck Lar-
sen, president of Almi TV Pro-
ductions, indicated that atten-
dance should surpass last year's
5.500. Others, however, ques-
tioned whether NATPE "83 will
top that figure and Larsen did
not have official numbers.

He also said that over 250
companies were on hand to show
their wares, with 14 percent more
contracting for space on the
exhibit floor. Inits third year, the
exhibition floor concept is an
attempt to get away from the
suite style of selling.

At the TV Ciritics Association
press conference, former NBC
boss and now president of Inter-
media Entertainment, Fred Sil-
verman, said network TV would
continue to command the major-
ity of the viewing audience at
least through the end of the
century. He pointed out that
network TV is the only medium
capable of paying the tab for so

Continued on page 16

AT DEADLINE

Bill can stall syndication action for 5 years

WASHINGTON-—A bill providing a five-year moratorium on any
FCC action to change the financial interest and syndication rule will
be introduced in the House Tuesday, according to congressional
sources. The bill is to be sponsored jointly by Rep. Henry Waxman
(D.-Calif ), and Rep. Tim Wirth (D.-Colo.). A spokesman for Wirth
indicated that some 30 co-sponsors have been lined up for the bill.
“Changing the rules at this time is just a bad idea,” said the
spokesman. He added that in five years the market “probably” could
become competitive enough to warrant repeal.

CBS to replace ‘Face the Nation’

NEW YORK--CBS plans to replace a Sunday morning fixture, Face
the Nation, with a newly devised public affairs program next fall.
Host George Herman probably will not be back as host of the show,
apparently modeled more after ABC's This Week with David

Brinkley.

Continued on page 4
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WOR-TV
instituting
news show

NEW YORK--WOR-TV will
institute a half-hour prime-time
news show as part of its license
shift from New York City to
Secaucus, N.J., according to Pat
Servididio, president of RKO
Television. WOR now runs an
hour-long. News at Noon whose
fate has not been determined.

The FCC granted the station a
five-year license on March 11 in
exchange for RKO’s commitment
to move the station to the Garden
State, as mandated by Congress
last year in an addition to the
Communications Act.

WOR’s license had been in
jeopardy because of impropricties
on the part of RKO’s parent,
General Tire and Rubber Co.
Those actions. which led to
RKO’s loss of WNAC-TV, Bos-
ton, still are clouding the future
of the group owner’s other TV
and radio stations.

Although WOR officially will
become a New Jersey station on
April 20. The station has asked
the FCC for permission to use its
current New York studios, along
with auxiliary New Jersey facili-
ties, until permanent studios are
completed in Secaucus. RKO
officials expect site acquisition
and construction to cost more
than $10 million and take approx-
imately 15 months.

The prime-time news is sched-
uled to start in fall 1983. The
station will develop other New
Jersey-oriented news, public
affairs and public service efforts.

Servididio currently is search-
ing for a succesor to Robert
Fennimore, WOR's vice presi-
dent, general manager, who
resigned March 4 to “pursue
other interests.”

Quantiplex
to introduce
new service

NEW YORK-—-Quantiplex will
introduce a new service this week
at NATPE that compiles audience
profiles of all syndicated pro-
grams in the markets it surveys.

Market data is combined and
common denominators are estab-
lished. These include income
levels, particular buying habits of
potential customers and other
audience characteristics useful to
program buyers and syndicated
program sellers. explained Bill
Morris. president, Quantiplex,
division of John Blair & Co.

“If a programmer is looking
for shows that will attract a
certain kind of audience, our
‘thumb print’ will lead him to it,”
he said.

“It can illustrate what enter-
tainment programs are compat-
ible with other local programs,
such as news. in terms of audience
demographics. For example, a
programmer would be able to
pinpoint which programs attract
upscale viewers, heavy consumers
by product and *most likely to
buy’ audiences.” Morris explained.

“In research language, you
could call it syndicated program
product consumption analysis.”
Morris said. *Until now. the
Quantiplex Viewer and Consumer
ratings system has been used
effectively by stations for selling
and by advertisers for buying.
Now we think the programmers
of our subscribing stations will
find an important information
base in this new application of
the VAC data,” he said.

Going into its second vear,
Quantiplex now surveys six of
the top 10 markets.

newsman:

aren’t very interesting.”

Brokaw bares soul
in magazine story

NEW YORK-—You've got to wonder what’s on the minds of
NBC executives now that NBC Nightly News anchorman
Tom Brokaw bared his soul in an interview in the April
1983 Mother Jones magazine.

Among the points made by NBC’s most glamorous

B “The news people have always been thought of in the
networks as a kind of pain in the ass. They want more time:
they produce programs that have colons in the titles and

B “When | agreed to do Nightly News a year ago. it was
with a pretty clear understanding on the part of all the
parties that we would be doing an hour by this date. That
was the big reason | was interested in doing this.”

Meanwhile, the fine line between news and entertainment
is a bit more ragged as NBC scrambled to ensure its Sunday
night movie (March 20) Special Bulletin did not turn out to
be another Orson Welles® War of the Worlds fiasco.

Shot on videotape. the story of terrorists threatening to
wipe Charleston, S.C.. from the map withanatomic bomb is
told in a series of bulletins by an on-air news team. Fearing
that uninformed viewers would tune in and think a real life
drama was unfolding. the network ordered up a series of
audio and visual disclaimers.

‘Monitor’ ratings numbers
repeating same old results

NEW YORK-—The more things
change. the more they stay the
same.

NBCs latest reincarnation of a
prime-time newsmagazine
Monitor premiered last week
with results that must seem all
too familiar to NBC Newsexecu-
tives.

Whatever the format, whoever
the host. NBC consistently has
come up short in recent years
trying to duplicate the ratings
success of ABC’s 20/20, let alone
CBS’ 60 Minutes.

On Saturday, March 12, Moni-
tor posted an 8.8 rating and 15
share. well off the pace of its
competition, ABC’s Fantasy
Island (16.7/29) and the second
hour of a CBS made-for-TV
movie, Jane Doe (14.3/24).

“The ratings weren't high. but
they weren’t disastrous,” said
Executive Producer Sy Pearlman.
“Qur lead-in. Teachers Only. got

FCC rules debate yields few

By Gary Witt

WASHINGTON—Oral arguments
over repeal of financial interest
and domestic syndication rules
droned on here last week.

Save for ABC’s newly espoused
position on warchousing syndi-
cated product, the debate before
the Federal Communications
Commission yielded little essen-
tial change in any of the positions
staked out months earlier by
competing factions.

More than 40 separate wit-
nesses paraded before the FCC
during 11 straight hours of testi-
mony. Among those heard were
the three TV networks, U.S.
Justice Department, independent
station operators, syndicators,
Hollywood producers, economists,
writers and producers.

The networks continued their
drive for repeal of the rules
before the commission. However,
there was at least one new twist:
ABC’s Senior Vice President and
General Counsel Everett Erlick
indicated his company now would
agree in principle to a “narrow
rule” addressing the issue of
warechousing and substituting for
the present rule against network
ownership of or control over
syndication of off-network pro-
gramming.

Representatives of the other
two networks expressed qualified
agreement to the idea but refused
to commit further until concrete

language has been formulated.

“We state flatly and without
equivocation that we will not be
warehousing the programs we
syndicate,” said Erlick. He said
the networks must concern them-
selves with the bottom line—
their efforts will be to maximize
revenue. Erlick argued that broad-
casters will not maximize reve-
nue by withholding product from
sale. In addition, said Erlick, the
nets will not be able to enter the
syndication field on their own-
they’'ll need significant up-front
guarantees to obtain syndication
rights. It simply will not be
possible to warehouse material
when those up-front costs have
not been recouped.

In response, however, Mel
Bloomenthal, executive vice pres-
ident of MTM Enterprises, ex-
pressed quite a different view. “If
the financial interest and syndi-
cation rules had not been in place
when they were,” he said,
“M*A*S*H would never have
made it into syndication while
still on the air.”

Bloomenthal explained, in the
case of one MTM show, WKRP
in Cincinnati, “even while it was
being cancelled, the network
didn’t want it to go into syndica-
tion.” He said the network wanted
to strip the show in during
daytime, keeping it out of certain
time slots.

Erlick replied, “There is a
difference between warehousing

and exclusivity, a very important
difference.”

Aside from the warehousing
question, there also was concern
over the issue of whether the
three networks conceivably could
dominate the syndication market
and whether such dominance
would result in antitrust liability.

The Department of Justice,
arguing that the present rulesare
overbroad, presented several
alternative plans that could pre-
vent warehousing and market
dominance while giving the FCC
adequate time to monitor devel-
opments as they occur. The DOJ
proposed allowing ownership for
a specified time after a network
run or allowing network owner-
ship up to a specified percentage
level. Stanley Gorinson, speak-
ing for the DOJ, said there is
some duplicity between the FCC
rules and antitrust consent de-
crees.

Competition with the new
technologies was cited by all
three networks as the major
reason justifying repeal of the
rules. Robert Mulholland, presi-
dent of NBC, said, “Only three
services are restricted in the way
they can buy programming and
those are the three networks.”

Mulholland’s position was
that cable, MDS and other ser-
vices are putting far too much
competitive pressure on the net-
works by reason of their ability to
exploit rights that they have in

PBS profiting from syndication

By Les Luchter

NEW YORK—Commercial syn-
dication suddenly is becoming a
potential profit center for PBS
stations. First it was Multimedia
distributing Austin City Limits
from KLRN-TV, San Antonio,
Texas. Now, Syndicast Services
has announced its distribution of
Over Easy from KQED-TV, San
Francisco, and a new, weekly
version of The Nightly Business
Report from WPBT-TV, Miami.

These transitions from public
TV to commercial TV have been
made possible due to the Tem-
porary Commission on Alterna-
tive Funding, set up by Congress
to allow PBS stations to experi-
ment with new revenue sources.

In the case of The Nightly
Business Report, produced by
WPBT and distributed to 204
public stations via the Interna-
tional Programming Service,
Synergy Productions approached
WPBTs license holder, the Com-
munity Television Foundation of
South Florida, about doing a

weekly business program for
commercial television.

The foundation turned over
the project to Comtel Inc., its for-
profit, commercial production
house set up in cooperation with
the Temporary Commission.

The result is The Weekly Busi-
ness Journal, set to premiere in
September, with the hosts, facili-
ties and much of the production
staff of the daily program. Both
shows are also a half-hour long.

But there the similarity ends,
according to Mark Estren, execu-
tive producer of both series.

“It’s not going to look at all like
The Nightly Business Report. |
won’t allow the two to overlap,”
Estren said. “We'll use the facili-
ties and personnel in totally
different ways. There will be no
repetition.”

Estren explained that The
Nightly Business Report is an
“information service and news
show” for a public TV audience,
while The Weekly Business Jour-
nal will be a “wrap-up” show
“intended to go head-to-head

with commercial programming.”

“In a technical sense, it will
have some of the flavor_of a
program like Entertainment To-
night.”” Estren said. “We'll use
more of the technical capabilities
of the medium to illustrate mater-
1al.”

Planned as a weekend show,
The Weekly Business Journal
will be satellite-fed to stations
either Friday nights or Saturday
mornings. The program will
feature The Nightly Business
Reporr’s staff of more than a
dozen feature editors, contribu-
ting reports from 12 major U.S.
cities and around the world.

The Nightly Business Report,
entering its third season next fall,
is underwritten by Digital Equip-
ment Corp. A spokesman said
Digital has not been asked about
barter sponsorship of the syndi-
cated series. But a Syndicast
spokeswoman noted, “We're
hoping there will be some kind of
interest on the part of the under-
writers.”

only onc share point more than
Monitor. so we lost very few
viewers.”

Hosted by Lloyd Dobyns, the
program combines entertainment
with information. But some
further changes may be in store.

“We're not here to teach school.
We want to tell some good
stories. Some will bother people.
some will make them laugh. As
long as they don't react in the
opposite fashion, we’ll be fine.
There may be some changes in
the style or the look of things. not
so much in the content of the
pieces themselves,” Pearlman
said.

The April 2 instaliment will
examine the art treasures stolen
by the Nazis during World War
11-—which have shown up in
American muscums. Another
feature. entitled Parties Make
Good Politics. will cover Wash-
ington, D.C., caterers.

changes

programs runs after completion
of the primary showing. “This is
definitely affecting our ability to
continue.as a total broadcast
service, now and in the future,”
he said.

Several people disputed his
notion that competition from the
new technologies had placed
network viability in jeopardy.

“The networks are still pro-
jected to have roughly 70 percent
of the TV audience, even into the
1990s,” said Jack Valenti, presi-
dent of the Motion Picture Asso-
ciation of America. “And as far
as their not beingable to compete
with the new technologies, hell,
they are the new technologies.”

Valenti listed holdings of each
of the networks that included
satellite pay services, teletext
ventures and many other non-
broadcast distributionarrange-
ments.

RSVP to sell
commercials?

BRISTOL, Conn.—STV opera-
tors who pick up the RSVP pay-
per-view boxing card from ABC
and ESPN on May 20 may wind
up running the first commercials
on their services.

Reserved Seat Video Produc-
tions, as the joint venture is
formally known, would say only
that sale of commercial time for
the four-bout, 3%-hour telecast is
“under consideration.”

Also still unknown is the site of
the extravaganza, with several
venues—Las Vegas, Reno, Nev.,
among others—reportedly vying
for the privilege.

RSVP, however, did announce
a 31 million marketing plan for
the event, including print adver-
tising, local cable and spot TV
commercials, bill stuffers, co-op
advertising, trade ads and con-
sumer sweepstakes.

No guarantees will be required
from either STV or cable outlets,
but RSVP requires a $15 mini-
mum (and suggested retail) charge
to consumers.

The evening will feature both
the WBC and WBA world heavy-
weight title bouts--champion
Larry Holmes vs. third-ranked
WBC contender Tim Wither-
spoon, and champion Michael
Dokes vs. former WBA champion
Mike Weaver. Also on the card is
the USBA Heavyweight Cham-
pionship, featuring top-ranked
WBC contender Greg Pag: vs.
second-ranked WBC contender
Renaldo Snipes, and the WBA
World Jr. Heavyweight title
match-—champion Ossie Ocasio
vs. Randy Stephens.
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Warner executi ve endorses network TV

By Dave Potorti

NEW YORK-—Though his com-
pany is battling the TV networks
over syndication issues, Edward
Bleier, executive vice president,
Warner Brothers Television,
delivered a ringing endorsement
of network TV's enduring strength
in a speech here.

Among Bleier’s key points:

B Broadcast TV's availability
in virtually every market gives it
the decisive edge overcable in the
battle for ad dollars.

® Though scare talk overerod-
ing network audiences continues,
advertisers are paying more for
audience now with no place else
to go for comparable delivery.

@ The networks made a major
error in making an issue out of
repeal of financial interest and
domestic syndication rules.

B Despite multiple showings
on pay cable, theatrical releases
on network TV still remain a
powerful ratings draw, generally
outpointing made-for-television
flicks.

Bleier, who previously spent 14
years with the ABC Television

AGC selling
Nashville
properties

By Les Luchter

NASHVILLE —WSM and
WSM-FM here are up for sale
once again as part of American
General Corp.’s plans to divest
itself of WSM Inc.. which also
runs the Opryland entertainment
and hotel complex here.

AGC also operates The Nash-
ville Network—consisting of the
former Opryland Productions and
the new cable network jointly
owned with Group W Satellite
Communications. Reported ask-
ing price for the propertics is
$200-$300 million.

Group W declined comment
on the imminent sale of its
Nashville Network partner. A
spokesman said, “That isan issue
between Amecrican General and
their respective holdings.™

American General acquired
WSM in November 1982 as part
of its $1.5 billion purchase of
NLT Corp.. which is principally
an insurance holding company.
According to Nick Rasmussen,
vice president and treasurer,
American General Corp., WSM
*“would not have been a property
American General would have
gone out and acquired " by itself.
“American General’s strategy in
the future is the strategy of the
past—focusing in insurance and
related services.™ he said.

Rasmussen continued. “We
also have an announced strategy
to realize $400-$700 million from
the sale of properties to reduce
the financial leverage resulting
from the NLT acquisition.™ |
American General already has |
acquired $20 million of that from
the recent sale of NL.T Computer
Services Co. and has sold Great
Southern Life Insurance, in
principal. for $250 million. The
firm also is secking a purchaser
for its mutual fund complex.

NLT Corp. propertics also
included the National Life and
Accident Insurance Co., which
founded WSM in 1925. Former
NLT Chairman Walter Robinson
Jr. has been representing a group
of Nashville investors trying to
get WSM “back in the family.”
but his final effort reportedly was
rejected last week.

Rasmussen said that no deci- |
sion has been reached on whether
WSM Inc. will be sold as a
complete package. “We'll expect
some offers to be for the entire
complex, and some for parts.” |

Edward Bleier (center) chats wit
to the New York chapter of the

Network in areas ranging from
daytime sales to public relations,
made his remarks at a luncheon
sponsored by the New York
chapter of the National Academy
of Television Arts and Sciences
March 16.

. . Dave Potorti
h cronies following his speech

NATAS.

“HBO was thought to be the
biggest threat to the networks in
competition for audience, but it’s
hardly the threat or the problem
it was expected to be,” Bleier
said. He cited the phenomenal
success of Winds of War and

| M*A*S*H's {inal episode as |
examples of network strength.
“All of the new technologies
are wonderful, and provide more
choice. Butit’s the programs that ’

|| are important, not the delivery

system. Cable homes in Manhat- |
tan have 34 viewing choices and ’
most of them still watch the
networks. People still choose the
best program among the alterna-
tives available.

“People started reinventing the |
wheel when cable said there was |
room for more programs. It’s |
regrettable in human terms and
in programming terms that the
wheel was reinvented with The |
Entertainment Channel and with
CBS Cable. They forgot that the
viewer can only watch one pro-
gram at a time, and that the
delivery system is incidental,”
Bleier said.

While sports programming on
cable channels like ESPN and
USA Network is successful—but
still not profitable—the broad-
cast networks still are getting first
pick for the best selections, Bleier
added.

*“Audiences are being frag-

mented now, but it will hdrdly

| put the networks out of business.”

Citing the recent launch of The
Nashville Network, he predicted
audiences still would switch it off
to watch The Dukes of Hazzard
and Dallas.

The biggest competition facing
the networks is the “independent
stations that we've always known,”
Bleier said, which score with
| sports and off-network offerings.

Advertising dollars are coming
|nto the networks at a faster rate,
even though network shares are
eroding, Bleier said.

“There won't be a real alterna-
tive to national network adver-
tising unless someone managesto
galvanize a fourth network. Even
with a decrease in network audi-
ence, new advertising categories
are developing.

“Who would have thought 20
years ago that chicken would be
branded? Not just Frank Perdue
but Kentucky Fried Chicken,”
Bleier said. “Who would have
thought that hamburger would
be branded by McDonald’s and
Burger King?”
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TV sports jockey for numbers

Continued from page |
million for the finale.

This year’s schedule began on
Saturday with the North Caroli-
na/James Madison game, and
continued on Sunday with the
Memphis State game against
either Georgetown or Alcorn
State.

Although the CBS-NCAA
network has exclusive national
radio rights to all gamesit covers,
the regional networks of each
participating team ‘“can broad-
cast the tournament to those
stations that have carried all
home and away games” during
the season, according to a CBS
spokeswoman.

Becky Scott, operations man-
ager of the Tar Heel Sports
Network, which broadcasts North
Carolina basketball games over
42 stations, said the CBS-NCAA
contract would stop “five or six
daytimers” from carrying her
web’s broadcasts. Tar Heel sta-
tions, she noted, *“sign a contract

that they carry all games through
tournament play.”

The national broadcasts created
an unusual situation in Memphis,
Tenn., where Memphis State
fans could listen to their team’s
Sunday game either on WMC,
which carries all Memphis State
games, or on WREC, the local
CBS affiliate.

Jack Eaton, sports director of
WMC, said he wasn’t concerned
about the competition from
CBS. “Nobody will listen to
them,” he boasted. “Everybody
listens to the Memphis State
Network.”

But Alan Tynes, program
director of WREC, said his
station would benefit from an
ongoing controversy about the
Memphis State announcers being
“homers.” “It will be nice to have
CBS announcers,” he said, since
they’re “more fairand impartial.”
The CBS announcing crew for
the NCAA gamesincludes Marty
Glickman, Joe Tait, Curt Gowdy,

Jim Kelly, Phil Schaefer, Cawood
Ledford and Ed Ingles.

Tynes noted, however, that
WREC committed to carry the
CBS games long before it was
known that Mempbhis State would
be a featured team.

WREC is heavily into sports,
he explained, and normally car-
ries all University of Tennessee
games. Tennessee, it turns out,
also made the NCAA tournament,
setting up a “nice coincidence”
for Tynes.

If Tennessee wins its Friday
night game against Marquette,
the team will play Louisville on
Sunday afternoon—at a different
time than the Memphis State
game. So WREC could offer
Memphis listeners a live double-
header featuring two local power-
houses.

The station has been promoting

the NCAA games with 30-second
on-air spots.
Seerelated stories on page 16

Studios prepare for possible strike

Continued from page |

in the barganing process before it
begins. Orsatti had said that
producers should proceed with
their schedules under the assump-
tion that collective bargaining
would result in a settlement.

A sampling of various televi-
sion producers revealed that
many are heeding Counter’s
advice by accelerating production
of next season’s programs. The
networks won't announce their
fall prime-time schedules until
May, so the shows gearing up for

early production definitely are
renewals. Pilots, which also get
the green light in May, will be
hard pressed to gear into produc-
tion before the strike deadline.

Lorimar has given the go-
ahead to begin early production
on Dallas, Falcon Crest and
Knots Landing. according to
Mitch Ackerman, director of
production. “We have it laid out
so that we have six episodes
completed by July 1,” Ackerman
said.

Normally, the three series

AT DEADLINE

Continued from page |

CBS stations to launch ad campaign

NEW YORK—WCBS, New York; KNX, Los Angeles; WEEI,
Boston; and KCBS, San Francisco—all CBS-owned all-news AM
stations—will follow the lead of WBBM, CBS’ O&O in Chicago. Last
month WBBM, Newsradio 78, broke a multimedia advertising
campaign touting its celebrity status: the station that Chicago’s
journalists turn to for their news. That claim was based on results
from a Roper survey conducted in December. It found that 54 percent
of the journalists surveyed preferred WBBM to other Chicago
stations for news. In the next few weeks, each of CBS’ all-news
stations will break similar efforts. The umbrella campaign is the first
joint effort for the CBS group, created by Trout & Ries, a New York
ad agency.

WNET subsidiary signs pact with Adams

NEW YORK - Public Broadcasting Communications, a subsidiary
of WNET here and publisher of the Dial magazine, have entered into
a licensing agreement with John Quincy Adams Productions. Adams
will provide printing, distribution and marketing for the Dial. “This
arrangement gives us the financialability and the investment potential
needed to make the Dail the long-term success it deserves to be,” said
John Jay Iselin, president of WNET/ Thirteen. “The effect will be to
keep the Dial going without further financial risk to Channel
Thirteen.”

3M awards two-year grant to KTCA-TV

ST. PAUL, Minn.—The 3M Foundation has awarded a two-year
grant of $150,000 to Twin Cities Public Television. The grant will
provide KTCA-TV with $75,000 in 1983 and again in 1984, with half
of the total earmarked for programming and the balance for
operating expenses. 3M also announced that it will expand its
matching gifts program and match dollar-for-dollar its empldyees’
and retirees’ contributions to public broadcasting.

Most wanted list penetrates 30 markets

NEW YORK-—Universal’s Most Wanted List, a new group of major
features from MCA TV, already is sold in 30 markets, less than a week
since its release, said Don Menchel, president, MCA-TV. Major
markets, including New York, Los Angeles, Chicago, Philadelphia,
Boston and San Francisco were among the first to commit to the 23
movies. “With so many box office powerhouses on one list, like Jaws
I, The Jerk, Smokey and the Bandit II, The Deer Hunter, The Blues
Brothers and The Electric Horseman, stations know they can count
on big ratings bonanzas,” Menchel said. MCA-TV is the exclusive
distributor of Universal's Most Wanted List.

Kavanau to switch positions at CNN

ATLANTA—Ted Kavanau, executive producer of CNN Headline
News, will leave that position next month to become head of a new
CNN documentary investigative unit in Washington, D.C. Kavanau,
who will remain a CNN vice president, had a background in
investigative reporting with WNEW-TV, New York, and other
broadcast stations. Paul Amos, currently senior producer for CNN
Headline News, replaces Kavanau as executive producer.

would not return to production
until June or July, instead of
May this year. Knots Landing
and Falcon Crest ended this
season’s production in February
after 22 episodes. Dallas finished
at the beginning of this month
after 28 episodes.

Ackerman wasn't sure how
series star Barbara Bel Geddes’
heart surgery last week would
affect production. “We hope she
will be back in time,” he said.

Lorimar has eight pilots in
development, but Ackerman said
there is no way to begin produc-
tion on them before the June 30
deadline.

Columbia Pictures Television
plans shorter hiatuses for Hart to
Hartand T.J. Hooker, which got
early renewals from ABC. Both
series, which completed produc-
tion this month, will return in a
month to begin work on next
season’s programs.

Warner Bros. Television’s
Dukes of Hazzard, which normal-
ly is on hiatus for two or three
months, gears back into produc-
tion April 14 after only a five-
week layoff. No production plans
were revealed for other Warner
series, with the exception of Bare
Essence, a midseason entry that
got a pickup for an additional six
episodes.

Although Paramount’s Cheers
received early renewal from
NBC, the studio couldn’t give an
official start-up date. The repre-
sentative person at MTM, pro-
ducers of the renewed Hill Street
Blues, expressed an awareness to
the possibility, of a strike but
wouldn't divulge any production
plans. A similar response came
from 20th Century-Fox Televi-
sion.

An Embassy representative
said production wouldnt com-
mence until the end of May or
early June. The Jeffersons is
Embassy’s last show to wrap
production for this season. con-
cluding on April 5.

An SAG representative said it
is the Guild’s intention to enter
negotiations hoping to reach a
settlement. 1t was pointed out
that out of 100 contracts negoti-
ated, only three work stoppages
have otcurred.

The last one, in 1980, lasted 12
weeks, from July 21 to Oct. 23.
The chief stumbling block then
was the issue of pay and cable TV
compensation, which is expected
to be a focal point again this year.
Counter had said he intends to
bring a complete analysis of the
pay and cable market to the
negotiations in an attempt to
avert any similar occurrences.

Other issues are expected to
pertain to wages, working condi-
tions (primarily safety) and af-
firmative action.

FOR THE RECORD

B St. Elsewhere, Hill Street Blues, M* A*S* H, Cheers and The Blue
and The Gray were honored as favorite television series at the annual
People’s Choice Awards March 17. St. Elsewhere was ranked the top
favorite new drama series; Cheers, just renewed by NBC, was voted
the favorite new comedy series. Hill Street Bluesand M*A*S* H were
the favorite drama and comedy senes, respectively. The Blue and The
Gray,a CBS miniseries, was voted best of that genre. In other People’s
Choice TV categories, Magnum P.I. star Tom Selleck won for
favorite male performer.

B Sixty positions have been cut by National Public Radioin an effort
to meet the nearly $2.8 million budget cut authorized by its board of
directors last week. NPR laid off 35 employees, will leave 15 open
positions unfilled and hopefully lose an additional 10 through
attrition. It will cancel the Sunday Show May 1 and winnow out other
performance programs—possibly ending Jazz Alive in its 1984
budget. Morning Edition and All Things Considered will remain
essentially the same, although special events, acquisitions, staff and
travel budgets will be reduced.

B ABC has unveiled additional prime-time programming changes.
Two new series, Baby Makes Five and Ryan’s Four, launch limited
runs in April. At the same time, Benson, The Fall Guy and Condo gll
shift to new time periods as Amanda’s takes a well-needed respite
from the ratings wars. Tuesday through Thursday evenings are
affected.

B Week number 24 of the prime-time season went to CBS as all three
networks were hurt somewhat by pre-emptions for religious
programming. For the season to date, CBS maintains a healthy 1.4
ratings point lead over second place ABC, upping its margin over
third place NBC to three full ratings points.

B The latest available weekly evening network news numbers show
CBS and Dan Rather with a whopping 2.6 ratings point advantage
over ABC’s World News Tonight and NBC's Nightly News, the latter
two in a dead heat behind CBS.

B One of broadcasting's giants, Arthur Godfrey, died in New York
last week at the age of 79. His radio career began in 1928 and he
switched to TV in 1948. At the height of his popularity on the CBS-TV
Network, ad sales on Godfrey shows alone were said to have
accounted for upward of 12 percent of CBS’ annual revenue.

B Veteran top 40 and AOR disc jockey B.Mitchell Reed died last
week in Los Angeles at the age of 56. Reed began hiscareerat KFWB
where he became renowned for his fast-talking patter. Reed worked at
WMCA New York during the *60s but later returned to California.
During the late *60s, Reed made the successful transition to FM at
KPPC in Pasadena and later worked at KMET and KLOS in Los
Angeles. He had been in semiretirement for the past 18 monthsdue to
failing health.

B An article in the March 14 issue of BW contained a misspelling of
Don Richman, part of the production team of Chuck Blore and Don
Richman.

B A series of three commercials for Hallmark Cards won sweepstakes
honors as the best TV commercials for 1982 from the 23rd Annual
International Broadcasting Awards sponsored by the Hollywood
Radio and Television Society. Young & Rubicam was the agency for
the Hallmark ads, while the production companies of Lofaro &
Associates, Michael Danieland Brooks/Felford/ Cramer/Seresin
shared honors. The radio sweepstakes winner went to three
commercials for Highland Applicances of Michigan, produced by
W.B. Donner & Co.

B That call for a new inquiry into the death of former Los Angeles
Rams owner Carroll Rosenbloom has met with a thumbs down
response from the U.S. Justice Department. Spurred by a widely
criticized “investigation” by the new PBS series, Frontline, Los
Angeles County Supervisor Kenneth Hahn had asked U.S. Attorney
General William French Smith to consider reopening the case. Buta
Justice Department evaluation of evidence disclosed on Frontlineled
the government to admit, “There are no facts at this time that would
warrant an investigation.”

B The U.S. Department of Education has awarded a contract to the
National Captioning Institute to caption weekly movies on ABC
(Sunday) and NBC (Monday). The initial contract is for nine months,
with two renewal periods of 12 months each.

B The National Association of Broadcasters has asked the Federal
Trade Commission to rescind its rule requiring the inclusion of odds
and exact number of prizes in games of chance advertised by food
retailing and gasoline industries. NAB noted that the rule is not
applied to the print media, there is not enough time in broadcast
advertisements and that broadcast commercials are not the best form
for presenting the information.

B The NAB has voiced disapproval of the proposed Federal
Communications Commission ruling that would require sharing of
the UHF television band from channels 21-26 and 38-69 with fixed
and mobile services. The NAB maintained that the proposed sharing
is neither required to preserve allocations flexibility nor necessary to
meet domestic spectrum needs.

B This is the USFL, a half-hour weekly highlight show, has premiered
on 60 stations, including all five ABC O&Os and stations in each of
the league’s 12 franchise cities. The 21-week series is produced by
Halycon Days Productions, New York, “the official production
company of the USFL.”

® Syndicast Services announced it will offer Olympic Dreams to
stations for an October start. The 39-week series of half-hour
programs focuses on a different Olympic event and two top
contenders in each episode.

B The NAB has indicated that creating a reversionary interest in
licenses to sellers/creditors who sell to minorities may be in
contravention of the Communications Act. In comments filed at the
FCC, the NAB recommends against reversionary interests asa part of
a proposed rulemaking on the advancement of minority ownership in
broadcasting.

®m Edward Ney, chairman and chief executive officer of Young &
Rubicam Inc., told a luncheon gathering of the Academy of
Television Arts & Sciencesin Los Angeles to support a new Eleccronic
Marshall Plan capable of “bringing education and information to a
host of underdeveloped nations.” Ney urged the industry to use its
communications talents on behalf of deprived people. Ney is vice
chairman of the U.S. Council for World Communications Year, 1983.
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We bring you the music that brings
in your audience.

There's a proven way to attract and hold today’s
demanding and discerning audience — give them the
music they want to hear. The music licensed by BMI.

BMI, the world’s largest performing rights organi-
zation, licenses most of the music that audiences prefer,

the majority of the music on last year's charts.
BMI The most talented collection of writers and
composers. Creating the most popular music.

Helping you capture a larger audience. Today
and tomorrow. That's BMI.

/I\_| Wherever there’s music, there’s BMI.
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Gene Mater

Mater
‘coing
home’

“A poor but honest
newspaperman going
home again.” That’s the
way Gene Mater, senior
vice president, communi-
cations and news practi-
ces, CBS News, described
his new assignment at
CBS.

Until last week, Mater
had been senior vice presi-
dent, policy, CBS Broad-
cast Group, and before
that held a succession of
corporate jobs, including
vice president and assis-
tant to CBS Broadcast
Group President Gene
Jankowski.

Operating under what
he called a “broad port-
folio,” Mater will be re-
sponsible for media re-
lations, news practices
and procedures, as well as
special projects and repre-
senting CBS News at na-
tional and international
news and broadcast meet-
ings. He reports to CBS
News President Van Gor-
don Sauter.

Mater said he's “not
sorry” about the corpor-
ate track he’s followed
over the past few years
but admitted that news
always has been his first
love, and he indeed is
glad to be going home.

Meanwhile, succeeding
Mater in the vice presi-
dent, policy and planning
slot is Roger Colloff, who
previously had been vice
president, division ser-
vices, CBS Television
Stations Division. Besides
serving as an adviser to
the CBS Broadcast Group
on operational policy,
Colloff will be the main
liaison with CBS Wash-
ington and the CBS law
department,

Roger Collﬂ

PEOPLE ON THE MOVE ___

James Kozlowski has been
appointed director of corporate
development for the Mutual
Broadcasting System. He will
be responsible for corporate
planning and development.
Kozlowski previously spent
nine years with Amway Corp.,
Mutual's parent company.

Terry Lee has been named be
responsible for developing
and packaging network, cable
and pay TV programming.
She was formerly vice presi-
dent, creative affairs, for The
Susskind Co., MGM/VA,

Jim Pewter has been named
co-producer and writer of the
Creative Factor's weekly music
magazine show 20:20 Music-
world. Pewter has written and
produced radio music specials
for more than 14 years, includ-
ing The Beatles—Their Long
and Winding Road; Gene Vin-
cent—His Life and Music; The
Legend of Buddy Holly, The
Frankie Valli Story, and Willie
Nelson—An American Origi-
nal. The Jim Pewter Show is
heard daily on Armed Forces
Radio.

Kathleen St. Johns has been
appointed to the new position
of vice president, creative
affairs for Columbia Pictures
Television, where she will
head up a new division that
will include development of
new programming for indepen-
dents, fourth-network groups,
first-run syndication and late-
night programming. St. Johns
previously had been director
of current programs for Co-
lumbia.

Charlie Van Hall has been
named assistant program di-
rector at KASH-AM and
KSND-FM, Eugene, Ore. He
previously was with KBDF/KZEL
in Eugene, where he was op-
erations manager. Van Hall's
primary responsibility will be
the programming of KASH.

Shamrock Broadcasting Co.
has restructured company
management and elected three
senior executives to the board
of directors. James Mixon,
vice president, finance, has
been elected executive vice
president and chief operating
officer and a director. Richard
Grimm, president of KITV-TV,
Honolulu, has been elected

president of the television
division and a director. William
Clark, president of KABL-
AM/FM, San Francisco, has
been elected president of the
radio division and a director.
Clark also is chairman of the
National Radio Broadcasters
Association. Pat Shaughnessy
will continue as president of
TM Cos., Dallas.

WRC-AM in Washington has
signed Redskin placekicker
and National Football League
most valuable player Mark
Moseley as a broadcast asso-
ciate. Moseley will appear
regularly in the Monday-Friday
drive time during preseason
and postseason and also will
participate in sales, advertis-
ing, promotion and community
affairs.

The National Association of
Broadcasters has elected 19
broadcasters to serve two-
year terms, beginning June 14
on its board of directors. Elect-
ed to the radio board were:
Dick Rakovan, WSNE-FM, Pro-
vidence, R.l.; Edward Giller,
WFBC-AM/FM, Altoona, Pa,;
Walter May, WPKE-AM and
WDHR-FM, Pikesville, Ky.;
Charles Jones Jr., WSRZ-FM,
Sarasota, Fla.; Clyde Price,
WACT-AM/FM, Tuscaloosa,
Ala.; David Palmer, WATH-
AM and WXTQ-FM, Athens,
Ohio; Kenneth MacDonald
Sr., WSAM-AM and WKCQ-
FM, Saginaw, Mich.; Ted Sni-
der, KARN-AM, Little Rock,
Ark.; William Hansen, WJOL-
AM and WLLI-FM, Joliet, lll;
Bev Brown, KGAS-AM, Carth-
age, Texas; Dean Sorenson,
KCCR-AM and KNEY-FM,

Pierre, S.D.; Thomas Young,

KVON-AM and KVYN-FM,
Napa, Calif.; and Gary Capps,
Capps Broadcasting, Bend,
Ore. Elected to the televison
board were: Leslie Arries Jr.,
WIVB-TV, Buffalo, N.Y.; Will-
iam Dunaway, WTHR-TV,
Indianapolis; Jerry Holley,
Stauffer Communications, To-
peka, Kan.; Wallace Jorgen-
son, WBTV-TV, Charlotte,
N.C.; Peter Kizer, Evening
News Association, Detroit;
and Michael McCormick,
WTMJ-TV, Milwaukee.

Joel Raab has been appointed
program director at WHN-AM,
New York, a Mutual Broad-
casting System owned-and-

operated station. Raab pre-
viously had been with Malrite
Communication’s WHK-AMin
Cleveland.

Dick Stein, formerly senior
vice president of Eastman
CableRep, has formed his
own consulting firm. Stein
claims he will use his 22 years
of media experience to develop
new revenue sources for
clients. Prior to his stint at
Eastman, Stein had been vice
president, marketing services,
Entertainment & Sports Pro-
gramming Network, and vice
president, retail marketing,
Radio Advertising Bureau.

Ellen Shaw Agress, general
attorney for NBC, has been
promoted to the new position
of vice president, business
planning for the network. She
will be responsible for long-
range strategic planning for
NBC and its divisions.

Associated Press promoted
Sue Cunneff from assistant
broadcast editor to general
broadcast editor, where she
will be responsible for all
scripted news services pro-
duced by AP for radio and
television stations and for the
cable TV wire.

NBC News named Art Kent
vice president, affiliate news
services, succeeding Les Crys-
tal, who left to become execu-
tive producer of the MacNeil-
Lehrer Report on PBS. Kent
previously had been managing
director, affiliate news services.

Television news reporter
Bonnie Strauss is leaving
KNXT-TV, Los Angeles, to join
Group W's Hour Magazine.
She will do remote and studio
segments, focusing on issues
of interest to women.

WPLJ-FM, New York, named
Lisa Tonacci music director.
She previously was director of
audience research and had
been music research super-
visor at WNBC.

Katz American Television,
New York, named Rich London
vice president, national sales
manager of its eagles team. He
previously had held a similar
position on Katz's white team,
where Russ White was named
national sales manager.

James Hedlund has become
vice president, government
relations, for the Association
of Independent Television
Stations. He formerly held the
same post at the National
Cable TV Association.

Joan Barron has been named
a vice president for Adam
Young Inc. She previously
was sales manager for the
company's affiliate team.

Charles Glass has joined ABC
News as a Beirut-based cor-
respondent. He formerly was
a London-based correspon-
dent for Newsweek.

Sally Roslow has been named
director of market strategy,
Viacom Enterprises. She for-
merly was senior research
group manager, Petry Televi-
sion Inc.

Walter Mysholowsky has been
appointed director of research
for WPLJ-FM, New York. Prior
to joining the station, he was a
research analyst for the ABC
Radio Network and research
analyst for the ABC owned-
and-operated radio stations
group. Thomas Del Guidice
has been appointed director
of finance and administration,
WPLJ-FM in addition to his
responsibilities as finance
director, WABC-AM. He was
formerly business manager,
advertising, promotion and
public relations, with the ABC
Television Network.

Bill Latz has been named
executive vice president,
WOWO, Fort Wayne, Ind. Latz
will be responsible for daily
direction of programming,
promotion, sales, engineering
and operations. Latz had been
general manager of WOWO,
and prior to joining the station,
he had been general sales
manager, KOAX, Dallas/Fort
Worth.

Ann Berk has been appointed
to the newly created position
of vice president, advertising,
promotion and publicity, NBC
Television Stations. Berk had
been station manager, WRC-
TV, the NBC O&0 in Washing-
ton. Berk will coordinate ad-
vertising, promotion and press
activities for NBC stations in
New York, Chicago, Los An-
|geles, Washington and Cleve-
and.

you.

“The person you describe
is the person we’ll deliver”

It's not a slogan.

It's our track record.

We've successfully recruited for virtually every
kind of executive post in broadcasting, cable
television, and publishing. At every level.

The executives we delivered were right for our
clients, for their companies, and for the specific
responsibilities of each position.

Our clients tell us we're the best in our field.

We know where to look. We dig deep. We sift
meticulously. We investigate thoroughly.

And we do it all very, very quietly.

If you seek a key executive, let's discuss why
our search and recruitment will be your most
effective way to get the person who's right for

Executive Search and Recruitment
In Broadcasting, Cable Television, and Publishing

1270 Ave. of the Americas, New York, N.Y. 10020 (212) 765-3330

Joe Sullivan & Associates, Inc.




ON SEPTEMBER 12, 1983,
A REMARKABLE NEW PROGRAM
WILL BE BROADCAST [/VE VIA
SATELLITE FROM NEW YORK.

IT WILL CHANGE EARLY FRINGE
PROGRAMMING FOR GOOD! ¢

A constantly evolving fast paced format captures women 25 to 54 and leads
working women and men into your Early News.

A $280,000 a week production budget. Other talk shows spend
approximately $125,000. Much of that goes to the hosts!

More than a studio show. Over half of BREAKAWAY will be on location!

The most heavily researched new program for Early Fringe.
Every contributor and segment have been tested and approved
by women 25 to 54 and news viewers,

Co-hosts that people love to watch, Monte Markham and
Martha Lambert.

Local integration. Stations have six local windows including
two news envelopes. A local set has also been designed.

CIry STATION

ROSTON NCVR
WASHINGTON WILA
CLEVELAND WIKW
MIAMI WTVI
SEATTLE KING,
MINNEAPOLIS WCCO
TAMPA W1Vl
DENVER KOIA
INDIANAPCHLIS WTHR
PORTLAND KGW
CINCINNATI WCPO
NASHVILLE WNGE
THE EARLY FRINGE FRANCHISE TO NEWS, MILWAUKER WITI
DEVELOPED BY BROADCASTERS FOR BROADCASTERS. i " ANSAs C1T e
Call Jody now and make an appointment to see ORLANI '{',' , \“',’ : s
BREAKAWAY at the NATPE convention. PROVIDENCE WIAR-
ORiON coveent GREENVILLE  WSPA
(J AREENVIL VWaPA
ENTERTAINMENT CORPORATION EEALLEE\éISION f\-'\.'\‘ ',\ NTT ”\ 10 "-"’,‘"\'
FRESNO KJEC)
SUITE #2961-2962 BOOTH #21 IACKSONVILLE WIXT
(212) 758-5100 (212) 687-4840 WEST PALM BEACH 'WFTV
(213) 551-5135 (213) 277-7751 SPOKANE KREM
(312) 346-9142 ROCHESTER WHEC

(404) 881-0493 BOISE KivB

A joint venture of The Bennett Group and Ohlmeyer Communications
One Dag Hammarskjold Plaza * New York, New York 10017 * (212) 940-8304
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UPDATE
‘Lie Detector

New set, graphics, music spruce up show

NEW YORK —Practically the
only cosmetic change that didn’t
occur last week on Lie Detector,
the controversial syndicated
program from Ralph Andrews
Productions and Ferrine Corp.,
was the polygraph machine getting
a fresh coat of paint.

The Sandy Frank-distributed
series- after almost two months
on air —now has a set, new title
graphics and new music, all long
overdue, according to the show’s
producers. These changes made
the air as the 80-plus stations now
running the series prepared to

Rock USA set
to forgeahead

WASHINGTON-- Since Mutual
Broadcasting and Doubleday
Broadcasting announced plans
to co-produce Rock USA (BW,
314 83), a number of questions
are being raised about its feasi-
bility at a time when AOR pro-
grammers are introspective about
the future of their format.

The dip in AOR ratings in the
last Arbitron book has prompted
some programmers to begin
searching for new solutions.
Even consultant Lee Abrams has
convened a seminar to probe the
problem.

“But as the produccrs and
distributors of a new rock pro-
gram. we believe that this problem
i1s a tempest in a teacup.” said
Daniel Flamberg, Mutual spokes-
man.

“While ratings for individual
AOR stations dipped slightly,
ratings for the AOR format and
its market share remained con-
stant. We believe that the new
music is an illusory pallative to a
non-existant problem,” he added.

Meanwhile, Rock USA’s pro-
ducer John Platt said, “we will
not fall into the trap, however, of
being hipper than thou. By pre-
senting a weekly countdown of
the most played albums nation-
wide, we will be sure of playing
proven success, along with the
up-and-coming groups we will
spotlight.

Rock USA debuts April 2.

Mutual begins
‘Clark’ show

WASHINGTON --Mutual began
satellite transmission of The
Dick Clark National Music Sur-
vey last week, about six months
ahead of the network’s original
plans.

Stereo feeds of each weekend’s
three-hour program for FM
stations are available to stations
on Wednesdays, Fridays and
Saturdays. Mono feeds for AM
stations are transmitted on Thurs-
days and Saturdays.

All 250 mono stations airing
the show, along with 150 of 350
stereo outlets, are getting the
show by satellite. By June, all
stations will be switched from
discs, according to a Mutual
representative.

By reducing lead time, the
satellite transmission will allow
the program to use the current
week’s record charts rather than
the previous week’s.

The top 30 countdown recently
switched to the use of Radio &
Records charts, after its contract
with Cashbox ended.

attend NATPE - possibly to de-
cide whether or not to keep it on
their schedules this fall. Nodollar
cost for the changes were given.

Up until last week, the program
used a pancled set with chairs and
adesk tolay polygraph charts on.
With the help of Anthony Saba-
tino, the designer with Sow! Train
among his credits, the set was
given a futuristic look, with a
couch-in-the-round. a circular
polygraph test room and rear-
screen projection for chart dis-

plays.

Series producer Tom Cole said

the original set was intended for
usc only in the pilot version, but
circumstances warranted use
beyond that phase. Coming in as
a midseason series, Cole sct up
his production staff by the last
week of December and had to get
the first episodes taped and
edited by Jan. 24, the show’s
national premicre date.

“We were rushed into produc-
tion and there wasn’t time to
make a change in the set fromthe
pilot version to airtime,” Cole
explained. “The rush to do pro-
gramming and focus on the

content was the first order of
priority. It stillis, but the need for
a set change was obvious from
the beginning. The desk was not
the best way to display the
polygraph charts. Using the rear-
screen projector enlarges the
charts for detail purposes, which
provides better interpretation of
the material.”

in addition, Score Productions
provided upbeat music, and
independent graphic artist John
Ridgeway created title sequences
employing computer animation.

‘Look’ takes
another step

BOSTON - Look. WNEV-TV’s
live two-hour afternoon program,
took another step toward fulfill-
ing its promise as an “electronic
newspaper” with the announce-
ment that the Stop & Shop
supermarket chain began spon-
soring the show's Meal of the
Day segment on March 7.

Stop & Shop becomes the first,
full five-day-a-week sponsor of
the innovative series. Under the
year-long commitment, 10-second
Stop & Shop commercials run
following Meal of the Day seg-
ments at both 4:15 p.m. and 4:45
p.m. Look airs from 4-6 p.m.

In December, the Marshall’s
retail chain began a year-long
contract to advertise during
look’s “Lifestyle”-themed pro-
gram on Fridays. The series has a
different theme each day of the
week (BW, 3 14/83).

on aboard, we provide you with a complete blueprint for success. Just
build a set to our specifications, hire your on-air talent and assign a
production team. We do the rest.




KABC-AM is yakking it up

Since 1960, the folks at KABC-AM in Los Angeles have
been talking. But since May, they've been talking to more
people than ever before. Now, they are talking to the
entire country. Last May, ABC Radio Enterprises and
ABC Radio Networks launched ABC Talkradio. a
locally anchored national programming nctwork. The
network is based at KABC’s studio, where a new national
studio was constructed to accommodate the burgeoning
talk network. Why KABC? The station has been the most
dominant outlet in Los Angeles and reportedly is the

Larry O’Brien ruminates on TV and basketball

The Commissioner of the National Basketball Associa-
tion, Larry O’Brien, has been aware of the impact of |
television on politics for many years. When he took over
his present position with the NBA in 1975, he learned of
the impact of television on sports in general and
basketball in particular. This week, he authors an article
in which'he expounds on the influence of basketball on
politics, offers advise on how basktball television
coverage might capture more of the excitement
happening in the stands and also tells about a pet peeve

regarding television coverage.

most profitable radio station in the country.
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Slicker soaps awash K%
with emotion

By Dave Potorti

Dack Rambo and Taylor
Miller (above) are performers
in ABC’s “All My Children.”
CBS’ “The Young and the
Restless” features Lilibet
Stern and Terry Lester, and
NBC’s “Search for
Tomorrow™ includes Larry
Haines and Linda Gibboney.
The modern soaps have
adjusted to keep up with
changes in the viewing
audiences.

“Eight or nine years ago. it was fully
realized how profitable daytime was for
the networks, which were paying relatively
little in license fees and getting more
commercial time per hour than at night.”
said Pat Pleven, director of daytime
programs, East Coast, NBC.

“The shows were delivering such large
numbers of people at higher and higher
commercial fees, that competition became
keener and production values were
increased to gain anedge over the others.™

“Are we ratings conscious? You bet.
Daytime makes a lot of money.” said
Brian Frons, vice president. daytime
programming, CBS. “While externally
there has not been the importance placed
on daytime that there is now, internally it
has always been an important time period
to the networks.”

“It’s an important area due to the
revenues being brought in, and we
continue to try to improve it,” Frons said.

“Ratings pressure has always been
substantial. There are more shows on the
air now than when | began,” said Mary
Ellis Bunim, executive producer, As The
World Turns (CBS). “We’'ve always been
highly competitive, but | feel that to
achieve the best resuits, you have to be
competitive with yourself.”

Increased competition and revenues
have shown up quite visibly on the screen.

“As the importance of the serial form to
network profits has become more obvious,
more money has been spent on produc-
tions,” said Henry Slesar, head writer,
The Edge of Night (ABC). “Soaps are
nicher looking now, and despite the high

Continued on page 18
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Continued from page 17

costs, it’s still commonplace that especially
in moments of pcak druma or during a
wrestle to increase ratings, the use of a
foreign locale has become more popular.™

“The sets have become much more
luxurious, more numerous and much
larger,” Frons said. “In the old days of
1967, you'd have four characters on two
sets. The first 15 minutes would be two
characters on one set, and the second 15
minutes would be the other two characters
on the other set.

“Today you can have 10-12 clements in
a half hour, up to 10 sets, a much broader
playing area and location shooting.”

“There was a time when these shows
were done in front of black velour
curtains,” said Bob Gets, producer.
Search For Tomorrow (NBC). “1t seemed
to work, but one show would pale in
comparison to another as production and
technical elements were advanced. Studio
sets now have to be richer, deeper and
fuller.”

Good serials can tell wonderful stories
and have wonderful characters up against
a black curtain,” Frons added. “All the
location does is enhance this and give the
show more publicity.”

Close to home

Early remotes took place in neighbor-
ing states and counties in Connecticutand
New Jersey. As the experience of cast and
crew grew, overscas destinations were
selected. But no matter where the shows
take place, weather is always a factor.

“We did a shoot ona riverboat going up
the Connecticut River, and it turned out
to be pouring rain,” recalled lrwin
Nicholson, producer, The Edge of Night
(ABC). “But we were scheduled to do the
shoot, and there was nothing we could do
but shoot it—with the rain. You make the
best of it, but it’s not always easy.™

“In the mid-"70s we did a very adventur-
ous ski remote. It was particularly adven-
turous because the actors didnt know
how to ski, and it was 20 degrees below
zero,” Bunim said.

Cast and crew of As The World Turns
recently returned from location shooting
in Spain. They were caughtin New York’s
worst blizzard in 30 years when leaving,.
and faced Costa Del Sol’s first blizzard in
12 years after reaching Spain.

“There always seem to be record tem-
peratures in one direction or the other
when you're on remote,” she said.

As The World Turns also has visited
Jamaica: Guiding Light (CBS) has gone
to the Canary Islands; The Young and
The Restless (ABC), produced in New
York, has done location shooting in l.os
Angeles: Capitol (CBS) routinely tapesin
Washington, D.C.

“When a story line warrants going
outdoors and doing a remote, and war-
rants the expense, then we doit,” Nichol-
son said. The show followed a character
to Switzertand when he decided to do in
his wife by pushing her off a mountainina
“skiing accident.”

“We did it in St. Moritz. It was very
exciting, and it paid off,” Nicholson said.
“You get a gut feeling about whether it
will work, and if you get the higher
numbers, then it was worth the trouble
and money.”

Segments shot on location can be cut
into New York tapings for weeks after-
wards.

Tape saps energy

While remotes have added an element
of adventure, many feel that videotape
has taken the excitement out of live
performances. Edge of Night was the last
soap to go to videotape in 1975, after 19
years live. The change came when the
show moved from CBS to ABC. The new
studio did not have live facilities and the
cost of lines to the transmitter was
prohibitive.

“In the live days, if an actor forgot his
lines, we had teleprompters—but a lot of
the actors couldn’t see them. There was
very often some beautiful ad-libbing,
because there was no way that we could
do the show over again,™ recalled Nighi’s
Nicholson.

“Going to videotape really affected the
adrenalin of the actors, the technicians,
the stage crew, directors and production
personnel. Everybody had to deliver when
that sweep second hand indicated that we
were on the air. It’s amazing how little
went wrong in the live days.”

“No matter how difficult the scripts
were, or what happened to the actors or
actresses, everything was in place and on
the air at 12:30 p.m.” said Getz.
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“The Edge of Night” is one of television’s longest running soaps. Overthe years it has changed to meet the demands

of its faithful viewers.

“As soon as we went from live to tape,
keeping the same shooting schedule,
suddenly nobody could be there on time.
Boom mike shadows that we had to live
with on the live shows suddenly increased.
We'd stop and do it over again, because
we knew we could.

“Psychologically there was something
about tape that made people more relaxed
and less concentrated. You can really
tense up when you're live because you
don’t get another chance. The encrgy that
came out of the actors and crew was
tremendously different,” Getz noted.

“There are certain advantages to
videotape, however,” Nicholson added.
“Its remarkable how many times guns
with blanks don't fire. If you're live, you
can't very well go ‘bang, bang, you're
dead.’ Even in the days of live television,
just after tape was introduced, we do
anything complicated, like a shootout ora
chase sequence, on tape because too many
things could go wrong.”

Viewers shift

Increased frankness has marked the
soaps in recent years, reflecting the
changes in society. As more and more
women enter the workforce, more men
and young people follow the stories.

“There's a mixed audience, a lot
younger, with a lot more males, but it’s
still predominantly a housewife audience,”
said Slesar.

“The shows have more stories about
young people than they used to. But the
audience is still so broad that to isolate
any one group would be to automatically
cut down your interestamong allagesand
levels of society.”

“Back in 1974-75, there was a drop of
total daytime television viewing audience
due to the fact that more women were
joining the workforce,” Pieven said.
“Even though households using television
have remained pretty much constant since
then, the network share of that daytime
viewing audience has seemed to drop
every year since then. First the drop was
small, but now it’s about 5 percent per
year. There have not been enough men
joining the audience to make up for the
loss of women leaving the home.™

Males made up approximately 10
percent of the audience last year, Pleven
said.

“Kids are getting hooked on soaps in
college,” said Jacqueline Babbin, producer,
All My Children, (ABC). “They see the
shows en masse, boys and girls together. |
know of many couples today who tape the
shows during the day and watch them at
night over dinner.™

Like the changing audience, the topics
of the soaps reflect the changes of society
today.

“The characters are still what the
audience identifies with,” said Frons.

“Originally, soaps portrayed people
just like you. If you look at shows from a

decade ago, they all centered on middle-
class families. Today you have a broad
sweep of characters—the very rich, the
middle class and the poor.

“The attraction of these serials has

’ broadened. and you now have characters

who show you how to solve vour problems
in these troubled times. who are involved
in situations quite worse than yours. You
also have fantasy characters whose lives
you wish you could pop into.”

“All series, with the exception of
something like a movie of the week, are
soap operas—whether it’s Hill Siree:
Blues, Dallas or Dynasty. They do it once
a week on film, and we do itoncea day on
tape,” Babbin said.

“Soaps have changed as much as the
movies and nighttime programming has
changed. All television drama reflects the
times in which we live.”

“Obviously the sexual revolution has
touched daytime as well as nighttime,”
Slesar said. “There’s less censorship, but
also a great deal of selfcensorship. The
changes in society do hit soaps. We're
always with the trends, not behind them,
because of our flexibility to change our
minds every day.”

Story lines now vary in ages. There are
more younger story lines, and more
contemporary issues discussed in the
story lines,” Frons said. “A current story
on World has a couple battling for
custody of their child. The man has
kidnapped his son and taken him out of
the country. It's very contemporary.™

“These kinds of stories are more
common than someone becoming para-
lyzed and ending up in a wheelchair, or
someone becoming blind or getting

. amnesia. Those stories still show up, but

hopefully in a far lower proportion than
they used to,” Frons added.

“The pace is much faster than it used to
be-—both the pace of the story lines and
the length of the scenes.” Slesarsaid."The
stories don't last for a whole year, and we
use briefer scenes. It's in keeping with
contemporary mood and drama. The
leisure has gone out of soap-telling to
some degree, and therefore there is more
story movement.”™

Emotional displays

Most agreed that human relationships
continue to fuel the soaps.

“Stories are emotionally based, derived
from people's characters and passions,
and thats an ongoing thing,” Bunim said.
“It’s a quality that existed 32 years ago
when Search For Tomorrow was on.”

“It’s anything having to do with
emotions, or people in conflict with other
people. People get pulled asunder, and
come together again,” said Getz.

“The successful shows are about rela-
tionships, especially as they spring from
family connections,” Pleven added.

Edge of Night is a mystery, with ‘cops
and bad guys,”” said Nicholson. “l feel

that this is more intriguing to both men
and women than some of the conventional
soaps, while some of them are superb in
the way they deal with family relationships.
We have relationships, but our primary
interest is plot and entertainment.”
Shows are generally taped two weeks in
advance. Long-term story documents are
written two to four months in advance.
Breakdowns might be edited from that
document four to six weeks ahead of
taping. From those brcakdowns come
scripts about two weeks in advance.

Bi-coastal comments

While New York is home to most soaps.
several are produced in Californa. All
envied the studio space, but producers
and writers differed on the advantages
and disadvantages of each coast.

“New York has a larger pool of actors
and actresses—it’s the commercial capital
of the world.” Nicholson said. *We’ve got
Broadway, Off-Broadway and Off-Off-
Broadway. so there’s more work for
actors here. While there’s a lot of work in
Hollywood. it’s more restricted to night-
time television.”

“We have real actors in New York, not
plastic types who want to get into a
television series becausc they look like
beach boys,” Babbin said. “There’s no real
theater on the West Coast—actorsare not
interested in acting with each other but in
acting to an audience in hopes that
someone will pick them up and put them
into a television series.”

“The talent pool is shared, and actors
are by-and-large bi-coastal,” Bunim said.
“When we cast major characters, we
explore talent from both coasts. Actors
are used to going back and forth, to
wherever the work is.”

“Being in New York doesn’t mean that
we have to use New York actors,” Getz
said. “We find the best actors available for
each part, and if they happen to be in
California, we bring them in. It’s worth
the extra expense.”

“There are good shows and bad shows,
and they can be produced on either
coast,” Pleven said. “Because they don't
have the trucking and scenery storage
problems we have in the smaller studios of
New York. money budgeted for California
shows winds up almost entirely on the
screen rather than going into the logistics.

“When we shot NBC's The Doctors in
Rockefeller Center, just getting scenery in
and out of the building was a major
expense, and very little of that money
showed up on the screen,” Pleven added.

“There 1s a genuine desire by people in
the soap community to make their shows
better,” Frons said. “Writing staffs are
getting larger, so they can pay more time
to details. Casts have gotten larger,
allowing actors to prepare more. In any
television show, time and money are
everything. We're spending time and
money to make the shows better.”™



Isn’t it about time
you let our big boys
body-slam

your competition?

Maybe you think a wrestling program couldn’t even
get in the ring with your competition, much less put
them on the mat. Wrestling will surprise you. After all,
more tickets are sold for wrestling than any other pro-
fessional sport. And the highest rated show on Ted
Turner’s cable network? Wrestling.

But what will really surprise you about wrestling is
“World-Class Championship Wrestling.”” Our pro-
duction includes at least four cameras, slow-motion,
instant replay and expert commentating by veteran
sports announcer Bill Mercer. All the action of Amer-
ica’s favorite wrestlers has never been more vividly
captured!

Our one-hour show is attracting wrestling’s loyal,
responsive audiences from Boston to Salt Lake City.
And it's now available to you on a barter basis.

“World-Class Championship Wrestling” can put a
hammerlock on a time slot. And pin your competition
to the mat.

Featuring These World-Class Wrestlers:

§

CHAMPIDNSHIP

CONTACT:
Rex Jones, General Manager - Continental Syndication
N i 3900 Harry Hines Blvd. - Dallas, Texas 75219
Bugsy McGraw Kabuki Ric Flair 214/521-3900

WXNE-Boston « WANX-Atlanta « KTAL-Shreveport « KXTX-Dallas  KTVV-Austin « KMOL-San Antonio « KXIX-Victoria « KVEQ-Brownsville » KCIK-E! Paso « KGSW-Albuguerque + KSTU-Salt Lake City
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Michael Jackson is on the air nationally from 11 a.m. to 1 p.m.

Station’s success blooms into national talk-radio network

By Ed Harrison

The folks at KABC-AM in Los Angeles
have been talking it up since 1960.

But since May, they’ve been talking to
more people than ever before. Now,
instead of talking only to the people in
Los Angeles, they are talking to the entire
country.

It was back in May that ABC Radio
Enterprises and the ABC Radio Networks
launched ABC Talkradio, a locally
anchored national programming network
that supplies 18 hours of talk program-
ming a day live via satellite to affiliate
stations throughout the continental U.S.
and Hawaii.

While nationwide talk shows are not a
new development, the ABC effort marks
the first time since the early '50s that day
and night network talk programs are
being broadcast live throughout the
country.

The network is anchored at KABC’s
Los Angeles studio, where a new national
studio was constructed to accommodate
the burgeoning talk network. Why KABC?
It was the logical choice based on the fact
that KABC successfully has been pro-
gramming all-talk radio since 1960.
Modeled after WOR-AM in New York,
KABC has not only been the most
dominant station in Los Angeles, but also
reportedly the most profitable radio
station in the country.

KABC’s cast of personalities also is
impressive and has given it the oppor-
tunity to expand its base from local to
national. The network includes KABC
talkers Michael Jackson, Dr. Toni Grant,
Ira Fistell, Ray Briem and Dr. Susan
Forward. Owen Spann broadcasts from
ABC’s KGO Newstalk radio in San
Francisco each morning and is fed
through the Los Angeles studio.

KABC Talkradio currently has 57
affiliates, with the intention of expanding
the format into every “Area of Dominant
Influence” in the country. Nearly 100
affiliates are projected by year’s end.

Informational and entertaining

The talk service is aired by affiliates
Monday through Friday from 10 a.m.-4
p.m. and then again between midnight
and 6 a.m. The hours are structured so
that each affiliate can do its own local
morning and afternoon drive periods.

Talk radio has proven to be a profitable
and ratings alternative for AM stations, in
particular those stations that are finding it
more and more difficult to compete with
FM stations in the programming of
music.

George Green, vice president and
general manager of KABC, said of the
talk format, “You listen, hear, communi-
cate and sell a message. It’s the best
commercial format. Talk radio listeners

aren’t anti-commercial. They don’t punch
them out like music listeners. It gives
clients the opportunity to make money.

“People want to be informed but not
bored. You need a performer who can
both entertain and inform. In order to be
successful, you must be an entertainer and
an informational source. You need both
to make it. The problem with most talk
stations is that they tend to inform, but
also bore,” Green said.

The way the format is structured,
Spann’s two-hour program, originating
from KGO-FM in San Francisco, is fed
through KABC’s national studio to
affiliates from 7-9 a.m. Forward, a noted
psychologist, follows from9a.m.-11 a.m.
(while Jackson is next door in the local
studio broadcasting only to Los Angeles),
Jackson goes national from 11 a.m.-I
p.m.; Grant from | p.m.-4 p.m.; Fistell
from 9 p.m.-midnight, and Ray Briem
from midnight to 5 a.m.

Affiliates receive the talk programming
free of charge. In exchange, they must
give up four minutes of advertising per
hour that is sold by the network. Each
station has 14 minutes per hour to sell
locally.

“We know that what we have works,”
Green said. “Each performer has been
tested in Los Angeles and withstood the
test of pressure, time and everything else.

“It gives each station the opportunity to
have an exciting talk program that works.
The secret to local radio is consistency.
Some local operators questioned whether
it would work in their market. Others
jumped on it right away, while others took
a wait-and-see attitude. This format
eliminates finding personalities and
waiting out ratings, contests, promotion
and your audience,” Green said.

Live via satellite

The ABC Talkradio network inter-
connects by satellite and land lines.
Through a complex satellite cue com-
mand system, what emanates from Los
Angeles is given a totally localized flavor
in each affiliate city. That gives the
impression that each talk host is sitting
right there in that station’s studio.

Each personality has pre-recorded
customized local call letter identifications
for each affiliate along with time checks
for every minute of the show. When
Jackson, for instance, sits in the Los
Angeles studio and says, “I'm Michael
Jackson, this is Talkradio,” an engineer
pushes a cue tone that instantaneously
triggers Jackson’s voice and station call
letters to each city.

Jingles, local commercials and network
spots are automatically fed to each
affiliate from the KABC studio.

In both the national and local studios
are screens that relay caller information.
A demographic and geographic readout is

given on each caller detailing the city and
station the call is coming from, name, age
and what the caller wants to talk about.
The system can accommodate 20 calls.
Each personality then has the option of
choosing the call they want.

“Affiliates didn’t want any call letter
identification,” Green said. “They wanted
listeners to perceive that Jackson was
sitting in a room in their town. We also
received letters from the Los Angeles
audience asking us to give the identifica-
tions and let everyone know that calls

were coming in from everywhere. But we
didn’t, because we didn’t want to create
the perception that Los Angeles had lost
its local people.”

To ensure that the talk format main-
tains its local flavor at the affiliate level,
Andy Vogel, director of station opera-
tions and services and his staff of 10
provide affiliates with the material needed
to sound local.

“Each personality has cut 57 customized
IDs,” explained Vogel. “The cart is timed
exactly right so they run nationally at the
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Ray Briem hosts ABC Talkradio’s midnight to 5 a.m. shift.
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Dr. Toni Grant is on the air nationally for ABC Talkradio from 1 to 4 p.m.

same time. Instead of callers dialing an
800 number, the air talent will give local
numbers in each market. We've custom-
ized local promos for each station for a
total local flavor.

“We work with stations on local
integration and keep a log on commercial
placement. We'll run network spots from
here but stations have the option to
trigger a local break by hitting a cue
command.”

Affiliates use Associated Press down-
links to retrieve the transmission from
Westar 111, Land lines are then run from
there to each station. By June 1984 ABC
affiliates will have switched from an
analog to digital satellite system off

Satcom L

“This will ensure perfect reception,”™
Vogel said. “What we send from the
studio will come back to each station the
same way.”

Vogel said that guest logs are sent to
affiliates on high-speed printers similar to
those used by the wire services so that
stations are kept posted on both guest
schedules and changes. Thereisalsoa 3'4-
second delay, sort of a “fail-safe™ system
that allows KABC to react to any prob-
lems.

Stable of stars
KABC is rich in provocative insightful
and entertaining conversationalists al-

Ira Fistell handles the 9 p.m. to midnight ABC Talkradio slot.

BROADCAST WEEK/March 21, 1983 21

though Jackson can best be described as
the station’s cleanup. hitter, the man
driving home the runs. With KABC since
1966 after earlier stints at Los Angeles
stations KHJ-AM and KNX-AM and an
even earlier jobasa San Francisco rock 'n’
roll disk jockey, Jackson’s style is contro-
versial, entertaining and informative.

His English accent, which he once
thought to be a handicap, has since
become his trademark.

Jackson is on the airfrom9a.m.-| p.m.
PST, with the first two hours broadcast
exclusively to Los Angeles audiences.
Once his initial two hours are up, Jackson
transfers himself from the local studio to
the national one where he speaks to the
entire country.

Interestingly, it is difficult telling the
difference where the first two hours end
and the last two begin. Even Jackson
admitted that “there is no difference in my
approach.”

There is an even balance of nationally
reknown guests during both portions of
Jackson’s show.

“We make sure that we don’t putall the
key people on at 11 a.m.,” Green said,
“and have the 9 a.m. period suffer. We
work hard for balance, even before we
went national.”

A recent network show included Peter
Jennings calling in from London, Pierre
Salinger from New York, George Will
from Newsweek and economist Lester
Thoreau from the Massachusetts Institute
of Technology.

Since Jackson went national, there has
been what Green calls a tremendous
amount of requests to be on his show.
Said Jackson modestly, “I don’t pretend
it's me.”

Jackson is also a professional in every
aspect of his work. He does all his own
research and comes to each interview
knowledgeable of his subject. If a guest
wrote a book, Jackson reads it.

Jackson, who said that he would like to
be *a mix of Edward R. Murrow and
Johnny Carson,” bases each show on the
concept of entertaining, enlightening and
informing.

And no one can underestimate his
clout. Green said, “Michael could always
get big name guests with the possible
exception of the president. But we're not
that far off. He sells more books in Los
Angeles than anyone else. [magine what
he does network-wise. KABC is the place
to hear what’s going on in America. We'd
like to get President Reagan to substitute
for Michael when he goes on vacation.”

If affiliate stations felt they would be
shortchanged when Jackson goes on
vacation, those fears were quickly alle-
viated. During a recent two-week period
when Jackson was off, KABC reached
into its substantial pool of backup talent

for nationally known personalities.
Filling in for Jackson during that stretch
were Richard Reeves, Ed Asner, econo-
mist Art Laffer, Ralph Nader, Bella
Abzug, Cleveland Amory and Bruce |

Herschenson.

“We have a system of bringing in guest
hosts and making them sound like they
have been doing it forever,” Green said.
That system includes as training program
and cue cards.

Jackson said he likes to turn each call
“into a shortstory. | hate saying, ‘'l have to
go.” Part of the art is also to accept
criticism. I'd rather talk with someone
who disagrees with me. | don't have towin
every contest.”

“Someone who wins all the time is a
loser in the long run,” Green said. “You
want to see people clobber him.”

Jackson is so identifiable with KABC
and Los Angeles that Green was ex-
tremely concerned about losing Jackson
for his entire four hours to a national
audience.

“Our major concern was losing our
local flavor and identity,” Green said.
“That was one reason why we feed only
two hours of Jackson instead of four. We
nceded to maintain our local identifica-
tion. It still is a concern. It's a highly
disciplined format.™

Flip side

Forward, on the air from 9 am.-11
a.m., also hosts a regular Sunday after-
noon show. However, during baseball
season (KABC broadcasts the Los An-
geles Dodgers), she isn’t heard in Los
Angeles.

Although she sitsin for Grant, Forward
said that she loses contact with her local
audience during the baseball months. A
former actress with a flair for entertaining,
Forward said that she detects “a big city
vs. a small town thread™ that underlies
many of her national calls.

“What's different about the calls is that
from the rural areas, most of the women
are 23 years old that have been married
cight years and have three children. They
have no option available to get out as
opposed to Los Angeles where the
lifestyle presents other options.”

A noted authority on women who are
victims of incest, Forward has asked that
calls pertaining to that subject be kepttoa
minimum so that other listeners are not
turned off.

As is the case with all national personal-
ities, therc are no rules regarding the
mixing of calls to represent a geographic
balance. “The program is what is impor-
tant,” said Green, “so we'll take two calls
from the same city if those are the best
two.”

“The show de-mystifies therapy and the
rapists,” Forward said. **Psychologists
have the worst public relations. It’s helped
humanize it.”

Of her national show, Grant said, “In
seven years I've developed an intimacy
with the Los Angeles audience that you
don’t immediately have with the new one.
There's a loss of intimacy. There was a
sense of family in L..A. | have a lot of
catching up to do with the network
audience.”

And like her teammates, Grant said
there is no change in her on-air approach.
“1 do pace the program more tightly. In
Los Angeles 1 was able to control the
program’s movement and pacing by fol-
lowing my own instincts on how long to
stay with a caller. But with 57 affiliates, |
have to respect the program more closely.”

“Radio,” Grant said, “is the best form of
media there is. What better forum for
psychologists than theater of the mind.
They (her audience) can’t see me. I can be
anything they want me to be—pretty,
short, tall, young. They get my mind and
my ideas and a little of my soul. I'm given
privacy and anonymity unlike television.

“It’s an enormous resonsibility talking
to a city much less a state or country. | felt
frightened at first. The responsibility
wasn't two or three times as great but
magnified many times over.”

Executives in charge of overseeing the
ABC Talkradio network include Edward
McLaughlin, president of the ABC Radio
Networks; Michael Hauptman, vice
president of the ABC Radio Enterprises;
Rick Sklar, vice president programming,
ABC Radio Enterprises; Wally Sherwin,
executive producer for ABC Talkradio
West Coast and program director of
KABC:; Robert Chambore, vice presi-
dent, market development, ABC Radio
Networks; and Robert Chaisson, man-
aging director, ABC Talkradio.

In addition to KABC Los Angeles and
KGO-FM San Francisco, other ABC-
owned stations programming the format
include WABC-AM New York (which
eventually could participate in expanded
programming hours), WXYZ-AM De-
troit, and WMAL-AM Washington, D.C.
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By Larry O’Brien
Commissioner
National Basketball Association

1 have long been aware of the impact of
television on politics, thanks to my many
years in Washington. After all. wasn't it a
serics of televised dcbates that was
credited with giving a young senator from
Massachusetts by the name of John F.
Kennedy the narrow margin of victory he
needed over Richard Nixon to become
president of the United States?

When | became commissioner of the
National Basketball Association in 1975,
1 became well aware of the impact of
television on sports in general and our
sport in particular. The monies that come
from our network contract with CBS, the
deals individual teams work out with
stations in their local markets and, most
recently, the field of subscription and
cable television. have played and will
continue to play significant roles in the
growth of professional basketball.

But it wasn’t until last spring that 1
learned the two relationships were ac-
tually tied together and that pro basket-
ball could have an impact on politics by
way of television.

1 was in Los Angeles for what wasto be
the final game of the NBA World Cham-
pionship series between the Lakers and
the Philadelphia 76ers on Tuesday night.
June 8-—which also happened to be
primary day in the state of California. The
game, in which the Lakers locked up the
title by beating Philadelphia 114-104, was
televised live in prime time by CBS and
drew a Niclsen rating of 30.0 and an
audience share 0of 49.5 in 1.os Angeles. the
largest ever for an NBA telecast in that
city. The next morning, one of the Los
Angeles newspaper columnists, Howard
Rosenberg. noted that the game may have
plaved a part in the primary elections.
Rosenberg observed that only 52 percent
of eligible voters, a far lowerturnout than
expected. had cast ballots in L.os Angeles
County and suggested that many poten-
tial voters may have stayed home to watch
their Lakers on TV instead.

While | certainly appreciate the large
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Television:
The eyes of basketball

audience, | wouldn’t want anyone to stay
home rather than vote. Actually, I'm
proud that several present and former
NBA players are extremely active in the
political field. including Bill Bradley, the
senator from New Jersey who starred for
the New York Knicks,and Tom McMillen,
a current player with the Atlanta Hawks
who is also a member of the Finance
Committee of the Democratic National
Committee.

Television's importance to pro basket-
ball or any other major sport cannot be
denied. The ability to obtain a network
TV contract helped the old American
Football L.eague tosurvive and eventually
be absorbed into the National Football
l.eague. where cach team is presently
assured of some $14 million annually in
TV revenues alons. And the inability of
the old American Basketball Association
to win and hold a network TV pact
certainly prevented that league from ever
gaining a major place in the American
sports picture and led to its demise.

During my more than seven years as
commissioner of the NBA. among the
things 1 am most proud of is the way we
have moved aggressively into newareas of
television such as cable and subscription
TV. while maintaining a definite presence
on so-called “free television™ on both the
national network and local levels. This
year, we begana new four-yearagreement
with CBS that is the most lucrative in the
league’s history and also allows teams
more frecedom to develop and market
more attractive local television packages.
We have also begun a two-year working
arrangement with ESPN and USA_ under
which each of those national cable
networks will show 40 regular-season and
10 playoff gamescach season. Inaddition.
NBA games are being shown in more than
20 countrics around the world. with more
countries being added just about cvery
month.

I believe we have an excellent TV mix
both in current terms and in what we
contemplate the future to be in the
television ind ustry. Obviously, we've given
a lot of thought to the future and to the

Coming Next Week in Section 2
(Advertising/Promotion/Marketing)

developing technologies. Our affiliation
with CBS and our local TV deals have
given fans terrific access to our games,
and the revenue from these areas is
significant to our teams. But we're also
doing everything we can to stay abreast of
the rapidly changing fields of cable and
subscription television. including hiring a
special cable consultant to give the NBA
and its teams added insight into these
arcas. Scveral of our teams, for example,
have been in the forefront of the develop-
ment of regional sports pay TV networks.
such as PRISM in Philadeiphia and
SportsChannel in New York. Warner
Amex Cable, among others. is working on
setting up similar networks in other NBA
cities. and our Seattle team has leased its
own channels on cable stations in the
Puget Sound area and is marketing its
games on the "Sonics Superchannel.™

As a fan, 1 think pro basketball lends
itselt extremely well to television. It's a
game that is not complex in its rules or its
action and so is totally available to the
family audience. And since it’s played ina
fairly small, confined area. with the fans
at the arena so close to the action,
television can cover the entire game and
also capture the excitement of the crowd.

Television and cable, which | have in
my Manhattan apartment, permit me as
commissioner to View many more games
beyond the games | see in person. This
gives me a much greater knowledge of
what is transpiring in the game itself than
1 could possibly absorb in my travels
around the league. With all the other
business and legal aspects that are
involved in the job of sports commis-
sioner weighing on my time. | make it a
point to watch and absorb as many games
as possible on television. Since we get
videotapes of all the games in the league
office. I'll often come inand take a second
look at a segment of a game that | had
seen the previous night. And. of course,
there are times that I'll look at tapes for
another reason- to see whether some-
body should be fined for misbehaving and
how much the fine should be.

From what I've seen. 1 think the basic

The Business of Barter

BROADCAST WEEK talks with Fred Tarter, president, Deerfield Communica-
tions, about the growing barter business. Tarter, who refers to himself as an
“asset manager,” or sometimes an “unwanted dinner guest” estimates barter
will grow an additional 10 percent this year, as the recession makes barter
more attractive than ever

PLUS: WBBM, Newradio 78, breaks a new ad campaign and touts that the
station is a favorite among Chicago's working journalists. Roper results teli the
. story—54 percent of Chicago's journalists turn to Newradio 78 for their news.

coverage of the gamec i1s very good.
especially on the network level, and that
the cable and local coverage hasimproved
dramatically the last couple of years. This
has to do with the number of cameras that
are used on a telecast, which varies from
one company to the next, as well as the
experience of the crews and the budgets
they work under. But my general impres-
sion is that there has been a definite
improvement in the way the game is
presented. which can only work to our
benefit since the vast majority of our 943
regular scason games and all of our
plavoff games are on some form of
television—and speaking from a fan’s
point of view, | think that’s great. Some
pcople worry about overexposure but to
me. the more casual viewers who tune into
a game and become interested. the more
potential fans we have. and this can only
work to our benefit at the gate. Even
telecasts in areas of the country that do
not have NBA franchises are bencficial,
since the more fan interest is increased
across the board. the more attention we
receive in the print and electronic media,
and it all just snowballs, assuring our
continued growth as a national sport.

When I'm watching a game on TV at
home, 1 like having the benefit of instant
replays and also hearing some of the
better commentators speculate on what to
look for in the next few minutes. Pro
basketball is a sport that has tremendous
ebb and flow. and the anticipation of
trying to spot upcoming shifts in momen-
tum can add much to the enjoyment of a
game. One thing I'd like to see 1s more fan
reaction shots to a great slam dunk or a
perfect pass. I realize that the action is so
fast a dircctor doesn’t want to risk missing
anything. however, much of the enjoy-
ment of being at a game comes from the
excitement and enthusiasm of the fans
around you in the arena. and this is
something to which television should pay
a bit more attention.

One thing TV doesthat | personally like
very much is go into the huddle and
cavesdrop on the coach during time-outs.
Some coaches object to this and won't
permit it, and as commissioner | feel that
1s within their rights, but I've done what |
can to urge their cooperation, and most
have agreed to permit it. | think that by
listening to the coach and watching him
diagram a play. it adds a measure of
intensity to the telecast. 1 find I'm
watching the game at a higher level of
concentration, because 1 know what one
of the teams wants to do,and | can watch
the play asitdevelops. 1t’s unfortunate at
times that these glimpses into the huddles
are all too brief and the instructions may
be hard to pick up.but when programmed
and executed properly, they can add
significantly to my enjoyment of the
game.

If | have a pet peeve regarding televi-
sion coverage, | guessit’sannouncers who
gab too much. When TV goes into a
huddle with a camera and a microphone
and 1I'm tryving to listen in on what the
coach is saying, it drives me wild when an
announcer starts talking over him. The
only thing worse may be when the
announcers give the cue for a commercial
and think they've gone off the air—but
somchow the commercial doesn’t get
shown and the announcers’ mikes remain
live. It’s at times like this that you hear
comments you're not supposed to hear,
and announcers can get into a lot of
trouble if they're not careful. But it may be
a positive reflection on the maturity of the
TV industry that, while that kind of thing
happened often a few yearsago, especially

on local or cable games, | can’t remember
| 1t happening recently.
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NCI pro wdmg readable voice via captions

By Angela Burnett

WASHINGTON —“When silent movies |
went to talkies, the deaf got left behind.”
explained Thomas Watchorn, National
Captioning Institute executive director of
marketing.

Talking pictures marked the end of an
era of equal access and enjoyment by |
hearing impaired audiences. For 25-30 |
years, through 1971, the Department of
Education (then Health, Education and
Welfare) captioned a variety of movies
available on a limited basis. |

In 1971, Dr. Mack Howard, then in
charge of the HEW captioning program,
approached the networks with hopes of
developing a captioning technology that
could be used with television. He u-
nanimously was turned down. Howard
returned to ABC and PBS to discuss the
possibility of using their engineering
brainpower for allowing the deaf to see
captions, which would not be visible to
the hearing audience.

HEW funded a closed captioning
research project from 1971-79 with PBS.
PBS, during that time, was able to
develop the system that is in use today.
Captions only were available for those
who had a decoder, and the picture
quality and clarity were not affected. The
networks had the terms and conditions
they wanted in a captioning system
guaranteed.

NCI was set up in March 1980, to
provide closed captioning to the hearing-
impaired community. But the problems
for distributing captioning were not over.

“You're not going to sell color televi-
sions to the public unless there are color
programs to watch,” Watchorn said. “It’s
the same thing with captioning. We had
the technology. and we had the audience,
but we didn’t have any programs.”

ABC, NBC, and PBS agreed tocaption
a certain number of programs each week,
and shortly thereafter, Sears agreed tosell
the decoder sets. Not surprisingly. the
more programs that have been closed
captioned. the more decoder sets that
have been sold. NCl reported 65,000 units
were sold by the end of 1982, with a 15 |
percent increase over the previous vear.

Watchorn explained the participation |
in closed captioning by the three networks
involved as directly related to their fecling
toward teletext. ABC is indifferent about
teletext, CBS very committed to teletext,
and NBC issomewhatin between, he said.
CBS' hard-line commitment to teletext is
the basis of its rejection of closed caption-
ing.

The closed captioning that NCI1 provides
can go from use on line 21 to full-screen.
Similarly, teletext, on Lines 15/ 16, can be
used on only a single line. Teletext,
however, is designed for volume transmis-
sions.

“Giving closed captioning service is
what matters. Of course, we think ours is
the best one right now. But, if CBS were to
offer 25 hours of programming tomorrow,
we would have to support it. We want to
serve deaf people.” Watchorn stressed.

Serving a hearing-impaired population
of roughly 14 million, two million with
profound hearing loss, is where NC1 gets
its motivation. “There are more hcarlng
impaired people than there are blind,”
Watchorn said. Serving that group has led
NCI to expand its services as well.

Edward Dunn, director of consumer
sales, noted NCI had been busy showing
the compatibility of teletext and closed
captioning. Using the British Videotex
and Teletext system, NCI] has demon-
strated the compatibility of the two
services, using a ‘compatibility device.'

NCl explained that the broadcaster can
serve any audience easily and economically
with the compatibility device. Tele-
Captioning, the NCl service, also does not
require the local broadcaster to make any
financial investment.

The hearing-impaired community can
receive reliable, high-quality closed
captioning through both systems via the
use of the compatibility device. But
Teletext may not have space for program
captions in a teletext service that blankets
an entire community. NCI has expressed
support of closed captioning ‘on Lines
15/16 and Line 21 as a means of assuring
the needs of the hearing-impaired com-
munity.

Dunn also noted that the teletext
service will be considerably more expen-
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sive than that currently available through |
closed captioning. “CBS will be offering
two to three hours per week at a cost of
about $250... At the same basic price,
NCI offers 40 hours of programming a
week,™ he said.

NCI has been selling decoders to deaf
clubs and moving into cable as well with
Colormax. Dunn said cable covers about
35 percent of the country and representsa
sizeable audience that could benefit from
captioning.

Colormax has made about $15 million
of goods and product available to cable
operators, who then lease it to subscribers.
I'he intent being to keep the decoders at

than $10 per month rental. “1t’s not
really a direcct money maker, butitis good
public relations for the cable system
Dunn said.

Dunn added that NCI has become
involved directly at the franchising stage,
with a number of major cable franchise
awards showing NCI| cooperative effort.
“We're helping cable operators through
the entire process, mecting with the city
council and anybody else that's interested,”
Dunn said.

Making closed captioning work
From a videocassette copy, NCI begins
the process that will result in the captions

Marty Block of NCI prepares captions for ABC's “World News Tonlght "’

viewers sec. Sharon Earley, executive
director of operations, explained. “We
used to use scripts provided by the
network, but they simply weren't reliable.
Now we make an audio dub.”

From the audio duplicate, a script 1s
generated and an editor matches the script
to the program, using time coding.
Matching exactly the speaker, activity
and surrounding activity, the editor
decides how to separate the infcrmation
into one to three lines of copy.

The copy then is set up for placement
on the screen-—left, right, top or bottom.
With minimal editing, the editot’s objec-
tive is to achieve a reading time of one-
half second per word. The whole process
takes between two and three hours, for

" | cach hour program.

“Our script is as close to the audio as
possible,” Earley said. “We have peoplein
our audience who may have residual
hearing or may be lip-reading. It can be
very distracting when the words don’t
match the dialogue.™ Another reason NCI
pays detailed attention to the dialogue is it
assures better accuracy for anv editing
that may take place later.

Once the captions have been written
and aligned, they are prepared on a
character generator, sent through a data
base and stored on a floppy cisk. The

66
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floppy disk is the final product NCI
prepares. The actual encoding—transfer-
ring the captionsto Line 21 -maybedone
by the network, NCI or by one of nearly
20 production houscs.

To encode, a discreter and the time
codes are used, and the captions are
hooked into the master. Once on the
master, the closed captions are permanent.
They will pass over all systems. The
captions also can be transcoded for use in
a teletext system.

At least that's how Earley explained
how NC1 prepares prerecorded programs.
Live captioning, like presidential speeches
and other advance scripted programs, is
handled in a slightly different manner. In
these cases, the captions, written from the
script. are delivered over phone lines
directly to the network.

Real-time captioning, which involves
transcribing live on-air programming,
uses stenographers. The stenographers’
copy is fed directly into a computer that
translates the shorthand symbols for
another computer. That computer creates
captions that are sent directly to the
network. NCI has achieved a surprising
90 percent accuracy with this format,
which has been used for the Emmys and
ABC Nightly News.

For captioning sports programs, NCl
does not attempt to match the voices of
the broadcast announcers but instead
gencrates its own information for the
captions. The reason the sportscasters
aren't used i1s they tend to talk too fast: but
NCI has the capability to show plays,
players, background information and
game updates during the game.

Earley added, “As long as there's a
video feed in and a telephone line out, we
can do (caption) it.” She explained they
can turn a program around, from scripting
through floppy disk, in 30 hours—less if
necessary.

Watchorn noted, “The system we use is
designed for durability, consistency and
compatibility. It is completely compatible
with the existing broadcast system—it is

Continued on page 24

WHERE THERE'S SMOKE, THERE’S
A HOT ISSUE.

People feel strongly about smoking. You can spark
a lot of interest by exposing them to both sides of issues

involving cigarettes.

Anne Browder can help. Her job is giving straight
answers to tough questions about cigarettes. In person

oron the phone.

Get the other side too. And you'll get people involved.

CALL TOLL-FIREE (800) 424-98
THE TOBACCO INSTITUTE,

76 iy y




24

Continued from page 23

entirely homogenous.” Closed captioning
can be added, removed or off-air recorded
at the discretion of the viewer. “No system
that is not designed for closed captioning
will work as well as a system that is.” he
stressed.

Earley. handling and overseeing all of
the production and affiliated activities-
coordinating with the networks, imple-
menting and developing new technologies
has her hands full. Also under her
guidance is the standards and training all
the editors, operators and stenographers
go through to ensure consistency in the
product.

“The networks don’t do any of the
captioning.” she explained. “NCI was set
up as a non-profit, private organization
with no affiliations, just to sce that the
captioning got done.™

Earley added that syndicated programs
cost less to caption because they already
have been captioned once. The syndicator
need only get the floppy disk from NClI
and encode. NCI also has been working
on cooperative disk sharing with Canada
and Britian to cut down on costs there as

“_
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well. Editing on the syndicated product is
simple because of the time codes and
global time fix.

Earley also indicated a number of
stations, like KCMO-TV in Kansas City,
Mo.. have been generating their own
captioning. Their teleprompter, developed
by Beston Electronics. shows the copy
that is being read on its local news.

“We can do just about anything.”
Earley quipped. “Subtitlingin French and
Spanish for the U.S. and overseas. .. We
can do teletext. We're not only lLine 21
captioning.”

Footing the bill

NCIl initially received its funding from
DOE as part of a seed-money grant. The
initial award of $2.5 million in 1980
dropped to $900.000 in 1981, then to
$400.000 in 1982 and will not be awarded
at all this year.

The object of the scheme of funding was
to give NC1 enough money to get started
but to encourage it to become independent
over time. NC1 has been doing just that,
replacing its government-received revenue
with revenue from other sources  ABC,
NBC, private grants and fees for captioning
on syndication. Although NCI's total
operating budget had not changed much
in its three year history, the mix of
funding has.

NCl spends $3-$4 million on captioning,
staff and support services. Using a fixed-
rate card, it charges $2.200 for ecach
program hour of captioning. Real-time
captioning, sports events and presidential
speeches costs are based on the number of
people and other expenses. A 30-second
spot costs $150 for captioning.

All private grants NCI receives are
program related, not for staff or support
services. A majority of grants indicate a
specific program preference, although, on
occassion, NC1 will receive monies for use
on an as-needed basis for captioning.

Watchorn explained that advertisers
within a program are usually the most
likely to contribute for captioning that
program, and “they (the advertisers) are
likely to be captioning themselves.™
Because NCl includes a list of captioning
sponsors at the end of cach program,
participating advertisers receive a double
bonus of sorts.

The bottom line

“We're justified by helping two million,
and by helping thousands and tens of
thousands of hearing impaired children
enjoy television just like the rest of usdo.”
Watchorn noted. *l get hundreds of
letters from children that say ‘thank you
for closed captioning Scooby Doo.
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“As idealistically as it may sound, we
would like to caption all programs on all
stations. Admittedly. there will always be
people who will tell us why we can’t
money, time, economics-—and to those
people we will have to turn a deaf ear.
Television is no longer a luxury and deaf
people should have access. To have all
programming captioned is our corporate
goal,” Watchorn said.

1t’s a goal that NCI appears to be
meeting. NCl distributes closed captioned
movies, sells directly the TeleCaption
adaptors of TeleCaption Televisions and
has increased its programming extensively
over the last three years, from 16 hours
per week to more than 35. NCI projects
that nearly 250,000 viewers tune in to the
65.000 TeleCaption capable sets. Some
$20 million has been invested in home
decoding equipment alone.

NCI recently received a renewal of a
DOE grant to caption moviecs on ABC.
and NBC will caption Nancy Reagan's
appearance on Diff'rent Strokes and will
caption all of Thornhirds. 1t also has
joined with KEYCOM Electronics Pub-
lishing to provide news and features for
the KEYFAX National Teletext Magavine,
in addition to continuing its Hearing |
Impaired News Text Service.

The list appears endless, and NCI has
remained a bcacon for the hearing
impaired community. Within this era of
the talkies. there is a voice that can be
read.
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To the staff at BROADCAST WEEK this simple, declarative note tells us we're right on track. _—
Right where we said we would be—delivering the important news each week in a tightly,

Don't miss your chance to reach KNX' Bob Nelson, and BROADCAST WEEK's 26,000 other
readers who turn to us each week

Call Leonard J. Ross, (212) 661-7410, director of sales today and make your reservation. You'll
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NCI staff member preparing to caption a television program.

have a lot of readers.

—Robert L. Nelson
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By Angela Burnett

WASHINGTON - After a series
of ratings failures at noon, WRC-
TV here has placed its bets that
yet another newscast offered at
that time slot will be a winner.

The Channel 4 News Live at
Noon is based on research and a
commitment to reach the audience
available in the time period.
WRC found that when the market
is viewed only interms of its three
network affiliates, more than
one-third of the audience is
unserved.

WRC also discovered that,
while the ratings numbers of rival
stations WJLA-TV (ABC) and
WDVM-TV (CBS) have been
good, they show no growth and
little change in the period from

&

Barbara Harrison

the benefit of drawing from the

Angela B tt .
998 B¢t NBC pool of news stories.

Put it together and here’s the formula that makes
AFTERNOON work for you.

® Daily features from our national production units.
® High quality local production.

B Regularly scheduled news breaks.

® Live co-hosts.

B A set that’s easily installed.

AFTERNOON is produced by Corinthian Broadcasting Corporation, a

company of the Dun & Bradstreet Corporation, and represented for

syndication by ComWorld Domestic Sales. Together, we can show you
how easy it is to make our AFTERNOON part of your afternoon.

.

January 1982-83. WRC, owned |
and operated by NBC, will have |
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“Our rescarch and the ratings
show there’s a considerable de-
mand and interest for noon
news,” explained General Man-
ager John Rohrbeck. “We’ve
tried talk shows, game shows and
syndicated network programming.
With this show, we hope to beat
the three rating points we've
traditionally held in the slot.

“We’re directed to the audience
that’s in the time period. We'll be
going after the women and men
that are there, just so each of our
newscasts 1s targeted,” he said.
WRC offers news at 5:30 p.m., 6
p.m. and Il p.m. and a pre-
Today Show news lead-in each
morning.

Although the new show was
announced last year (BW,
11:22:82), WRC will debut the
program March 14. 1t will feature
Barbara Harrison as anchor and
Thomas Kierein as weatherman.

NEW YORK 212-889-6802
LOS ANGELES 213-854-3591
CHICAGO 312-943-5100
NASHVILLE 615-373-0819

WRC-TV airing news at noon

| WRC hasadded a new producer,
writer and reporter for the show.

“The show represents the final
step in our overall news develop-
ment plan,” Rohrbeck said. He
pointed out that the effort in-
cluded the addition of the 5:30
p.m. news and revamping the old
Newscenter 4 into the Channel 4
News.

*“Our ratings have shown a
dramatic growth,” he said. He
added that WRC has been easing
out typically number one-rated
WDVM’s news as shown in a
one-point ratings lead from a
preliminary February book.

“This gives us a chance to
further build our own momentum
and enhance overall news gather-
ing,” Rohrbeck said. *“Each news
broadcast is a perfect vehicle for
| promotion of the other news
shows and it rounds out our
entire news effort.”

{ Jonathan Schwartz

Radio veteran
entering TV

NEW YORK-— Jonathan Sch-
wartz, long-time radio personality
on WNEW, New York, will host
an hour-long, weekly TV series
premiering April 3 on the regional
Madison Square Garden Cable
Network. The variety show is
aptly titled The Johnathan Sch-
wariz Show. It represents MSG’s
first non-sports series on broad-
cast or cable.

Schwartz appears on WNEW
Fridays 9 p.m.-midnight, Satur-
days 10a.m.-noonand Sundays9
a.m.-2 p.m. The Sunday morning
show is a free-form mix of jazz,
pop and classical music, along
with Schwartz’s personal com-
ments on Frank Sinatra, the
Boston Red Sox and other sub-
jects dear to his heart.

Schwartz’s radio schedule is
expected to remain the same,
according to a WNEW spokes-
man

Soaps arrive
at ABC-FM

NEW YORK-—Soap Talk brings
a behind-the-scenes view of soap
operas to ABC-FM Network
radio affiliates; 60-second features
will air twice daily starting May
2

The shows cover not only
daytime dramas but nighttime
! soapers too, a la Dallas and
Dynasty. Programs on all three
television networks will be ex-
plored Monday through Friday.
Host of the series is Jacklyn
Zeman,who portrays Bobbie
Spencer on ABC’s General Hos-
pital. Topics include how older
actresses feel about the younger
starlets, how the actors and
actresses tend to their personal
lives and what nighttime pro-
grams have learned from daytime.
Interviews with stars, writers and
producers will be featured.
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FINANCE

CBS Inc. first quarter earnings down

By Bill Dunlap

NEW YORK -CBS Inc. met
with the financial community last
week and said although first-
quarter earnings won't match last
year's, they aren’t down as much
as the company originally expect-
ed, nor will the downturn hinder

a major CBS turnaround this
year.

Thomas Wyman, president
and chief executive, said the
company didn’t suffer “any par-
ticular undue hardship™ as a
result of the recession and that
“as 1983 unfolds, we are more
comfortable than we have beenin l
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some time about our competitive
situation in the basic businesses”
and the outlook for new ventures.

“In broadcasting,” Wyman
said, “the picture is brighter than
it has been in a very long time and
it has been mostly bright through
history. We lead or have improved
our network rating in virtually

52-WEEK
HIGH LOW P/E
61.75 26.75 10
34.00 17.13 25
23.75 8.75 D
42.00 23.88 14
40.00 16.50 15
59.88 50.38 13
18.50 7.25 1
21.75 11.75 14
5.63 1.50 60
41.50 19.50 15
56.00 21.75 1
14.63 7.50 D
9.50 3.00 33
146.00 64,38 18
67.00 55.00 15
35.75 16.50 13
8.25 5.38 20
15.50 6.50 12
24.63 19.25 19
28.50 9.50 27
53.63 29.75 12
8.50 3.88 19
21.50 9.50 23
7.25 2.63 D
36.38 21.25 8.8
52.50 27.88 21
78.75 47.00 25
39.63 17.88 28
24.00 14.25% 16
122.00 58.50 22
91.75 65.38 12
20.00 8.50 D
19.63 17.88 10
46.75 2iNeS, 12
65.00 29.50 18
111.25 55.00 12
66.88 60.50 17
36.88 17.88 9
64.8 41.25 6.6
3Y65 7.88 D
95.00 57.00s 8
42.63 23.25 L 10
29.75 15.50 9.1
27.00 17.75 12
51.88 20.38 22
241,88 21.25 14
13.88 7.38 20
25.25 12.25 15
53.00 25.50 12
35.00 22.38 Yot/
17.75 6.75 11
34.00 14.75 647
38 &5 51.50 16
42.50 22.50 14
17.13 10.13 14
39.75 17.63 20
30.00 11.88 36
94.00 44,88 19
42.13 21.88 10
45.75 13.13 27
50.75 33.63 9.3
99.50 52.75 10
408.75 309.00 26
12.00 5.00 20
15.88 6.75 30
81.25 48.75 14
116.75 49.50 22
4,50 2.00 D
35.50 18.13 18
69.50 33.25 15
78.00 41,13 18
58.63 30.00 10
32.25 9.00 52
49.00 28.50 13
20.88 3.63 D
15,13} 6.38 D
54.00 29.50 38
38.25 24,63 16
NA NA D
27.00 15.75 1
43.00 15.50 9.9
53.50 25.13 11
17.50 9.88 10
SIS 4,00 60
47.00 26.50 13
23.00 10.13 D
26.75 16.75 13
34,50 13.13 19
17.25 11.00 17
34,25 10,00 46
45,60 28.25 1M
26.50 12,75 15
9079 34,00 18
.29 2.38 D
3.28 1.00 17
14,88 5.00 21
25.00 9.75 2u
57.0C 4u,50 22
70.50 35.50 17
14,00, 7.2% D
4,50 8.50 D
4,13 6.75 16
6,28 5.75 15
72,00 12,00 24
45,13 17.25 15
10.00 3.75 D
53.25 27.25 7.4
64,75 28.25 16
54,00 25,25 12
50.25 21.88 )
35.00 16.75 22
27.00 10,25 D
1€.13 9.75 D

every daypart. Our television
stations have been improving
their competitive positions and
the new radio network (Radio-
Radio) was successfully launched
in a difficult 1982.

“Network television program
investments in 1982 were expen-
sive, particularly in news and
sports, but they will have a payoff
and potential payoff this year
and beyond.” he told the analysts.

“Although we discontinued
CBS Cable, we do not sce this as
precluding the possibility of
being potentially substantial
suppliers of programming in the
cable area, as we have been
before.”

Last year, CBS carned $16.7
million, or 60 cents a share, inthe
first quarter from continuing
operations. Net was $12.2 million,
or 44 cents a share.

For the year as a whole, earn-
ings from continuing operations
fell 25 percent to $150 million, or
$5.35 a share, and net was down
31 percent to $112.5 million, or
$4.01 a share.

Wyman said the first quarteris
always a problem for CBS because
broadcast costs are high then and
revenues don’t surge until the
second quarter. He said the
Publishing and Columbia groups
also have diminished first-quarter
carnings.

Although results will be down
from a year carlier, Wyman said,
“We expect that the first quarter
will be substantially ahead of our
original budgets. We have revised
the first-quarter budgets upward
twice in the last 45 days and we
ar¢ quite happy about our sense
of momentum, particularly in the
broadcasting ‘and records groups.
Our aspirations for the year as a
whole have not been impaired by
the events of the first couple
months.”

Wyman, who testified before
the Federal Communications
Commission the previous day,
requesting the FCC to eliminate

the tinancial interest and syndi-
cation rules, said he thought the
issue would be resolved over the
next few months.

“We have devoted very sub-
stantial time and energy to secur-
ing a favorable ruling,” he said.
“My view is that so far, so good.”

During the question and answer
period, Gene Jankowski, presi-
dent of the Broadcast group,
looked ahead to 1984 and said it
could equal the revenue gains
posted in 1976, also an election
and Olympics year.

On the cost side, Jankowski
said the group’s major investments
came in 1982, with the new NFL
football contract and with im-
provements in news coverage.
“Looking forward to 1984.” he
said, “we do not anticipate the
kinds of cost increases that some
industry observers are forecast-
ing.”

Asked how CBS would re-
spond to possible FCC shifts
expanding station ownership
rules and permitting cable system
ownership, Wyman said high
prices of stations would limit the
network’s interest in acquiring
more stations,

“It 1s clear that therc are
several cities in the southern half
of the country where we would, if
you looked at the next decade or
two, like to have the same kind of
presence we have in New York,
Chicago. Los Angeles, etc., but
you have to be very nervous

,about the fantastic inflation of
prices in that area.”

Toward the end of a presenta-
tion that Wyman called “self-
effacing in the extreme,” one
analyst asked—in a thinly, if at
all, veiled reference to rumors of
merger between a network and
Ted Turner’s cable empire —if
there was any chance that CBS
would be in 24-hour cable news
by 1984.

Wyman said, “No.”

Then he said, “None that | can
foresee.”

Interest expenses stall
Storer’'s 1982 earnings

MIAMI1-Higher interest ex-
penses related to expansion of
cable television operations held
back Storer Communications’
1982 earnings, despite record
revenues.

Net income for the year fell to
$9.19 million, or 56 cents a share,
from $31.9 million, or $2.07 a
share, the previous year. Revenues
increased 37 percent to $379.3
million from $276.43 million in
1981.

Fourth quarter net was $3.54
million, or 21 cents a share, down
sharply from $16.48 million, or
95 cents a share, in the same 1981

quarter. Revenues rose to $109.52
million from $84.95 million in the
year earlier quarter.

Broadcast division profits
improved in 1982 to $51.12
million on revenues of $156.64
million, from $49.38 million in
1981 on revenues of $143.67
million.

Interest expense was up 165
percent from 1981 as a result of
borrowing for cable expansion.
Cable division profits for the year
were $2.38 million, down from
$5.01 million in 1981. Revenues,
though, grew sharply to $222.65
million from $132.76 million the
previous year.

Shane Media introducing
‘Radio Video’ tape series

HOUSTON —Shane Media Ser-
vices has introduced“The Radio-
Cable Connection,” the second
instructional videocassette in an
ongoing series for radio station
managers.

The tape series, called Radio
Video, began in fall 1982 with
“Focus on Focus,” which looked
at the applications of focus
groups to radio research. Future
topics are scheduled to include
personal income tax preparation
for broadcasters, ncws, promo-
tion, positioning and market
analysis.

The latest one-hour “seminar™

looks at WELI, New Haven,
Cann., which provides local news
during breaks in Cable News
Network; KNOK-FM, Fort
Worth, Texas, which simulcasts
its morning soul music show on
the Dallas QUBE system; and
WLRS-FM, Louisville, Ky.,
which runs a video version of its
radio programming during breaks
in MTV: Music Television.

The cassette also examines
cable audio possibilities, as well
as cable-delivered FM frequencies.

The cassettes sell for $122.50 in
Beta or VHS, and $147.50 in %-
inch U-Matic.



Signed

WABC-TV news
anchor Ernie Anastos
(center) signed a new
contract and rejoined

Rose Ann
Scamardella on the
station’s “5'0’Clock

Eyewitness News” last
week. He’s flanked by
the New York station’s
Vice President and
General Manager Bill
Fyftte (left) and News
Director Cliff
Abromats.

REGULATORY

SCENE

FCC to suspend licenses

The Federal Communica-
tions Commission has been
authorized to suspend licenses
of commercial radio operators
who advise, equip or other-
wise assist illegal communi-
cations.

Effective March 25, the new

law amends Section 202(m) 1

(1) (A) of the Communications
Act, the commission now may
suspend the license of any
radio operator who has
“caused, aided or abetted the
violation of any act, treaty or
convention binding on the
United States, which the com-
mission is authorized to ad-
minister or any regulation
made by the commission un-
der any such act, treaty or
convention.”

FCC releases broadcast
station totals
The FCC has announced a

CALENDAR

total of 4,704 AM, 3,409 FM
and 1,093 FM educational
radio stations licensed as of
Feb. 28.

The FCC also reported
licenses for 306 UHF com-
mercial television stations and
527 VHF, with 174 educational
UHF and 111 VHF educational
stations.

Dates corrected on
corporate ownership

The FCC has corrected the
deadline dates for comments
and reply comments on its
Notice of Proposed Rule
Making on Corporate Owner-
ship Reporting and Disclosure
by Broadcast Licensees (At-
tribution).

The date for filing com-
ments is April 25 and for reply
comments, May 10 in docket
20251, not April 1 and April 21
as previously indicated by the
FCC.

FCC advises on home video
games

In response to a number of
requests on applying therules
in Part 15 to hand controllers
(joysticks, paddles, etc.) that
are marketed for home video
games, the commission has
indicated that some of the
controllers are considered
Class B computing devices.

These controllers, contain-
ing digital electronics or
intentionally generating
digital signals above 10kHz,
are subject to verification of
compliance in conjunction
with the rules. Controllers
with only non-digital circuitry
are viewed as passive add-on
devices and are not subject to
specific authorization. -

The FCC cautioned manu-
facturers that it is their
responsibility to assure that
the controllers did not cause
the device to exceed com-
pliance limits.
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| King explodes on television

1"

with a late, but timely ‘Tip’

By Simon Applebaum

NEW YORK—Larry King,
Mutual Radio’s all-night talk
personality, entered late-night
weekly syndicated TV March 13
with a 103-station lineup, six
national advertisers and House
Speaker Tip O’Neill among the
opening guests.

But a fictional nuclear plant
crisis made a number of outlets
late for the premiere.

ABC’s free TV debut of The
China Syndrome ran 35 minutes
into local program time that
night and five minutes into King’s
live show, fed from Washington,
D.C., via satellite at 11:30 p.m.
EST. As a result, most of the 20
ABC affiliates carrying the Post-
Newsweek/ MCA program joined
in live at midnight, before King
put O'Neill in front of the cameras.
Between Syndrome and King,
the affiliates ran 25-minute local
newscasts.

At midnight, King spent several
moments welcoming those stations
and several others engaged in a
unique playoff of the show;
running the midnight to | a.m.
portion live—including King’s
“Open Phone America” segment
and rebroadcasting the first 30
minutes immediately afterward.
WPIX, New York, KMST,
Minneapolis (both independents),
WCIV, Charleston, S.C. (NBC),
and KSLA, Shreveport, La.
(CBS), went with the technique.

WPIX and KMST decided to
start King late due to success with
programming currently running
in the time period. WPIX reruns
The Honeymooners at 11:30
EST, while KMST plays the last
half of The Rockford Files at
10:30 CST.

“If King should catch on, we'd
be willing to move it up (to
11:30),” WPIX Public Relations
Director Marty Appel said. “We're
very successful with the 11 p.m.-
midnight period as it is, and we
want to test the show at midnight

to see how it goes.” KMST
officials did not say whether their
programming decision would be
reversed in the future.

KYW-TV, Philadelphia, went
one step further,delaying Kingin
its entirety until after its 11:30
Sunday late movie. When the
show aired shortly after 1 a.m.,
messages were flashed advising
viewers not to dial 800 numbers
used for viewer call-ins.

Madelyn Goldberg, Post-
Newsweek Video vice president,
said, “They’re looking to protect
their time slots, until it’s proved
that Larry can take it oversuccess-
fully.” Efforts to persuade stations
to start King on time are under-
way, she added.

Because of the delays, Post-
Newsweek created special open-
ing sequences for WPIX and
KMST, as well as a voice-over
from King advising viewers to
stay tuned for the rebroadcast
portion.

Warner Lambert, S.C. John-
son, Scott Paper, American
Cyanamid, Coca-Cola’s Taylor
Wines division and Norcliff-
Thayer bought the seven minutes
of national advertising time on
the premiere episode. Stations
get 12 local advertising minutes
per cpisode under their barter
arrangement with Post-Newsweek
MCA. National advertising is 80
percent sold out for the show’s
first 16-week cycle, according to
MCA Marketing Senior Vice
President Shelly Schwab.

For the O’Neill segment, pro-
ducer Jane McClary enlisted
several stations for a roundup of
man-on-the-street interviews.
Footage from WDIV-TV, Detroit,
WLWT-TV, Cincinnati, WBNG-
TV, Binghamton, N.Y. and
KSPR-TV, Springfield, Mo. was
edited into a spot on major prob-
lems facing the U.S. at this time.
Most of the people used in the
spot put unemployment at the
top of the list.

MARCH

March 17-22—NATPE Inter-
national 20th annual confer-
ence. Las Vegas Hilton. Fu-
ture conferences: Feb. 12-16,
1984, San Francisco Hilton
and Moscone Center, San
Francisco.

March 21—National Academy
of Television Arts and Sciences,
Syracuse University chapter,
“speakers” series. Speaker:
Sy Amlen, vice president,
ABC Entertainment. S.I. New-
house School of Public Com-
munications, Syracuse, N.Y.

March 21-23—"How to video-
teleconference successfully,”
sponsored by Public Service
Satellite Consortium. PSSC
Technical Center, Denver.
Information: (202) 331-1154.

March 23—Ohio Association
of Broadcasters radio program-
mers’ “minifest.” Hyatt Regency,
Columbus, Ohio.

March 23-26—Alpha Epsilon
Rho, National Broadcasting
Society, 41st annual conven-
tion. Sheraton Hotel, Atlanta.

March 24-25—Fifth Interna-
tional Conference on Culture
and Communications, spon-
sored by Temple University.
Bellevue Stratford, Philadel-
phia.

March 24-25—National Asso-
ciation of Broadcasters broad-
cast management seminar.

Mansion Inn, Sacramento,
Calif.

March 24-26—Radio-Television
News Directors Association
regional meeting with Alabama
UPI Broadcasters Association.
Holiday Inn, Gulf Shores, Ala.

March 24-26—New Mexico
Broadcasters Association 32nd
annual convention. Sally Port
Inn, Roswell, N.M.

March 25—Deadline for entries
in second annual International
Radio Festival of New York,
worldwide awards competition
in programming, promotion
and advertising. Information:
International Radio Festival of
New York, 251 West 57th Street,
New York, 10019, (212) 246-
5133.

March 25—UP! of New England
Tom Phillips Awards. Sheraton
Lincoln Inn, Worcester, Mass.

March 25—Deadline for entries
in Folio Awards for Excellence
in Broadcast Journalism, spon-
sored by Long Island Coalition
for Fair Broadcasting. Infor-
mation: Dr. Peter Costello,
director of media studies,
Adelphi University, Garden
City, N.Y., 11530.

APRIL

April 1-2—Black College Radio's
fitth annual convention. Pas-
chal's Hotel in Atlanta’s Uni-
versity Center, Atlanta. Infor-
mation: (404) 523-6136.

April 8—Brogdcasters' Promo-
tion Association board meeting.
Fairmont Hotel, New Orleans.

April 9—Radio-Television News
Directors Association regional
meeting. Curry College, Milton,
Mass.

April 9—Radio-Television News
Directors Association regional
meeting. Davenport Hotel,
Spokane, Wash.

April 10-13—National Associ-
ation of Broadcasters 61st
annual convention. Conven-
tion Center, Las Vegas. Future
conventions: Las Vegas, April
29-May 2, 1984; Las Vegas,
April 14-17, 1985; Dallas, April
13-16, 1986, and Dallas April
12-15, 1987.

April 17-21—National Public
Radio’'s annual conference.
Hyatt Regency, Minneapolis.

April 22-28—MIP-TV interna-
tional TV program market.
Palais des Festivals, Cannes,
France.

MAY

May 3-7—American Women
in Radio and Television 32nd
annual convention. Royal
York, Toronto. Future conven-
tions: 1984 convention, to be
announced; May 7-11, 1985
New York Hilton, New York,
and May 27-31, 1986, Loew's
Anatole, Dallas.

May 9-11—ABC-TV affiliates'

| May 22-25—CBS-TV affiliates’ |

annual meeting. Century Plaza
Hotel, Los Angeles.

May 15-18—NBC-TV affiliates’
annual meeting. Century Plaza
Hotel, Los Angeles.

May 18-20—The International
Radio Festival of New York, a
worldwide awards competi-
tion for radio advertising,
programming and promotion,
will hold its second annual
program. Michael Hauptman,
vice president of ABC Radio
Enterprises, will chair the
panel of judges and advisors.
Entries in all categories are
due March 25 at the festival
offices: 251 West 57th St., New
York, N.Y. 10019.

May 18-21—American Asso-
ciation of Advertising Agen-
cies’ annual meeting. Green-
brier, White Sulphur Springs,
W. Va. Future meetings: March
11-14, 1984, Canyon, Palm
Springs, Calif., and May 15-
18, 1985, Greenbrier, White
Sulphur Springs, W. Va.

annual meeting. Century Plaza
Hotel, Los Angeles.

May 28-June 2—13th Mon-
treux International Television
Symposium and Technical
Exhibition. Montreux, Switz-
erland.

JUNE

June 23-27—Broadcasters
Promotion Association/Broad-

cast Designers' Association
annual seminar. Fairmont
Hotel, New Orleans. Future
seminars: June 10-15, 1984,
Caesar's Palace, Las Vegas;
June 5-9, 1985, Hyatt Regen-
cy, Chicago, and June 10-15,
1986, Loew's Anatole, Dallas.

AUGUST

Aug. 28-31—National Asso-
ciation of Broadcasters' Radio
Programming Conference.
Westin St. Francis, San Fran-
cisco.

SEPTEMBER

Sept. 22-24—Radio/Television
News Directors Association
international conference.
Caesar's Palace, Las Vegas,
Nev. Future conference: Dec.
3-5, 1984, San Antonio, Texas.

Sept. 25-28—Broadcast Fin-
ancial Management Associa-
tion's 23rd annual conference.
Hyatt Hotel, Orlando, Fla. Fu-
ture meetings: May 20-23,
1984, New York; May 12-15,

{ 1985, Chicago; May 18-21,

1986, Los Angeles.

OCTOBER

Oct. 2-5—Association of Nat-
ional Advertisers’ annual meet-
ing, Homestead, Hot Springs,
Va. Future meetings: Nov. t1-
14, 1984, Camelback Inn,
Scottsdale, Ariz.

Oct. 2-5—National Radio
Broadcasters Association an-
nual convention. Hilton Hotel,
New Orleans.
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PRODUCT UPDATE
‘Hallmark Hall of Fame’ re-released

1.LOS ANGELES —Ten classic
Hallmark Hall of Fame programs,
produced between 1961 and
1969, have been updated techni-
cally and re-released for a one-
year pay TV run, followed by
broadcast syndication.

Dubbed Showcase Theatre
and distributed by Enter-Tel
Inc., the programs will be limited
to three runs per episode on pay
TV. The broadcast syndication-
during the spring and summer of
1984—is designed as counter-
programming to the 1984 Sum-
mer Olympics.

“By transferring from low- to
high-band vidcotape, balancing
and stabilizing the color, re-
editing and remixing the sound,
we have rescued performances
from the ‘great old days’ of
television and given them the
look and sound of 1983." said
George Schaefer, who directed
nine of the programs and has put
together the current package.

The dramas, all in color, in-
clude: The Tempest, Give Us
Barabbas, Elizabeth the Queen,
Soldier in Love, Lamp at Mid-
night, The Holy Terror, Barefoot
in Athens, Victoria Regina and
The Invincible Mr. Disraeli, all
directed by Schaefer, and Tom

Donovan’s A Puni, A Passand A
Prayer.

Many of the shows have aired
only once previously, according
to Jan Steinmann, president of
Enter-Tel.

Telepictures’new first run strip
Love Connection, received pre-
NATPE confirmations for fall
1983. Based on real life video
dating experiences, Love Con-
nection has been bought by the
CBS 0&O% Gannett, Group W,
Taft, Outlet, Lin, the Journal
Co., Morgan-Murphy, Post-
Newsweek, Cowles, United, Gulf
and others.

Telepictures also announced
that The People’s Court has been
renewed early by more than 35
stations for a third season. Many
of the stations renewing the
program are moving it fromearly
fringe and daytime to prime-time
access periods. Among the sta-
tions that have signed on are
ABC’s KABC-TV, Los Angeles;
WXYZ-TV, Detroit, and KGO-
TV, San Francisco; NBC’s
WMAQ-TV, Chicago; WRC-TV,
Washington, D.C.; and WKYC-
TV, Cleveland.

Also, Group W’'s KYW-TV,
Philadelphia; KDKA-TV, Pitts-

RadioRadio offers 100 hours
of special music programming

NEW YORK--RadioRadio, the
CBS young-adult network radio
service, is offering 100 hours of
special music programming this
year, highlighted by a series of
holiday and summer specials.
The 1983 lineup includes:

8 The Honor Roll of Rock 'n’

Roll, Memorial Day weckend—a
six-hour countdown to the num-
ber-one hitmaker of all time.

B The Great American Sum-
mer, July 4 weekend - -a six-hour
recounting of top hits and people
of the last |7 summers.

B RadioRadio Countdown
Premiere, weekend of July 8
the debut of a weekly three-hour
adult contemporary countdown
show.

B Memory Makers, Aug. 13
a three-hour music trivia special.

8 Super Concert, Labor Day
weekend-—a three-hour presen-

Supertramp

a solo career.

Members of the rock group Supertramp were at KLOS-
FM, Los Angeles, March 8 to announce their first
concert tour in more than three years. Steve Downes
(left) of KLOS anchored the news conference, which
was broadcast live on the ABC Rock Radio Network.
Group members (from left) Roger Hodgson, Rick
Davies and John Helliwell fielded telephone questions
about the international tour and announced that
Hodgson would leave the group after the tour topursue

tation of one of the year's top
rock acts.

B The Great I's of ‘83, New
Year’s weekend—a countdown
and review of the year in music
history.

Spring Training, RKO Radio
Network’s second sports special
in 1983, will be broadcast March
28-April 1.

Setting the stage for opening
day April 4, the special takes a
look at American and National
League baseball’s winter trades,
free-agent drafts, minor-league
prospects and pre-season records.
Interviews with managers, coaches,
trainers and players are featured.

Charley Steiner, manager of
RKO Sports, will anchor the
show for RKO One affiliates.
Tony Bruno, weckend sports-
caster for RKO Two, anchors
the show for that network.

! tional Captioning Institute, RCA

SoFTWARE

burgh; WBZ-TV, Boston: and
WPCQ-TV, Charlotte, N.C..
Taft’s WGR-TV, Buffalo N.Y.;
WDAF-TV, Kansas City, Mo.,
and WBRC-TV, Birmingham,
Ala.; Outlet’s KOVR-TV, Sacra-
mento, Calif.; and WCMH-TV,
Columbus, Ohio.

“The Catlins,” a daytime drama
centering on the exploits of arich
Southern family, will air twice
daily on Atlanta’s independent
station WTRBS, starting April 4.
It will be broadcast Monday
through Friday from 11:05-11:35
a.m. EST and 11:35 p.m.-12:05
a.m. EST.

The show is produced by Em-
pire Media Television and is
sponsored in part by Procter &
Gamble.

Meanwhile, WTBS will ride
the video music craze with a new
overnight program starting June
4. Airing from 12:05-6:05 a.m.
EST, Saturday and Sunday
mornings, the show combines
rock, adult contemporary, rhythm

and blues and top-40 hits, with
video clips and computer graphics. |

Computer-generated animation
will take the place of a live host.
A music consultant will program
the show, and production facili-
ties have yet to be selected.

The Nederlander Brothers,
following their split from RKO,
have formed Nederlander Brothers
Television and Film Production.

The company’s first productions
will be 4 Case of Libel, a 90-
minute teleplay starring Ed Asner
and Daniel Travanti; and a
made-for-TV movie based on Sid
Caesar’s autobiography, Where
Have | Been?

Robert Nederlander, president,
said his new company is involved
actively in packaging specials,
series and made-for-television
movies for network and cable
television.

Lou Reda, executive producer
of CBS' miniseries, The Blue and
the Gray, is moving into the TV
syndication market. Last week,
Reda announced that he will
team up with Aurora-General
Entertainment to produce a 26-
half-hour TV series, War Chron-
icles.

War Chronicles will deal with
the battle cvents of World War

11. The first episode, Battle of the
Bulge, was screened at NATPE.
The series is available on a cash
basis.

An Evening At The Improv
has been picked up by WBZ,
Boston; WISC, Madison, Wis.;
WWRT, Richmond, Va. Seven
stations also have picked up
Lorne Greene's New Wilderness:
KSFN, Fresno, Calif.; WDSU,
New Orleans; WBLN, Peoria,
1Il.; KCRL, Reno, Nev.; KUSI,
San Diego: KIMA, Yakima,
Wash.; KOKI, Tulsa, Okla.

Eighty-eight markets now air
Improv. Wilderness is seenin 101
markets. Both shows are handled
by American Television Syndi-
cation.

Leslie Nielsen will host a one-
hour comedy pilot/special for
NBC called Prime Times to be
produced by Solt/Leo Produc-
tions in association with Colum-
bia Pictures Television. The
show will air April 4. Guest stars
will include William Shatner,
Laraine Newman, Martin Milner
and Dr. Dimento. The program
spoofs the last 30 years of tele-
vision and its effect on contem-
porary society.

-
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Hanging tight

NBC-TV’s daytime series ‘Fantasy’ used Sony’s 2-inch Betacam camera/recordersystemto
tape awoman'’s first hang-gliding flight for a recentepisode. Two Betacams were suspended
from the glider for the segment.

RCA decoders going to hospitals

CHERRY HILL,N.J.-— Hearing
impaired patients in hospitals
and nursing homes can now view
closed-captioned programming
in their rooms, without the insti-
tution going to the cxpense of
individual decoders at each set.
Under agreement with the Na- |

Service Co. announced a new
product line that will consist of a
decoder installed at the institu-
tion’s master antenna feed.

L. Dean Chitwood, division
vice president, commercial pro-
ducts marketing, RCA Service
Co., said the firm next wants to

HARDWARE

expand its decoder business into
the lodging industry. “*When
traveling, hearing-impaired
people would certainly appreciate
the opportunity to keep up with
their favorite captioned pro-
grams,” he remarked.

EMCEE Broadcast products,
White Haven, Pa., has introduced
the Model TTS-10S all solid-
state MDS transmitter. Features

include separate visual and aural
amplification, a liquid-cooled
final amplifier and compatibility
with all currently used scrambling
techniques.

The American Ski Classic, on
NBC-TV at 2:30 p.m. EST March
26, was videotaped by Trans
World International at Colorado
ski sites. Trans World used the
services of Unitel Videos Star
Truck mobile production unit to
provide l0-camera coverage of
men’s and women’s giant slalom
and “President Ford's Celebrity
Race.”
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STATIONS FOR SALE eeeeeeeeeed
. Southeast Mountain combo in small v
AM/FM single market, New Mexico, ELE L R T Rty U, LIKE TO VISIT CHINA? CA L L B
$250,000 terms. Contact: Norman Fischer Very clean in every way. If you ]
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— - - All the good guys are married and all day tour. For details and cost
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BROADSAS? UL A _ work for you. Call Suzanne Sparrow today at (303) 295-
WEEK 1110 BRICKELL AVE. SUITE 430 FOR SALE 0900 and find the right person in days instead of weeks.
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\::%S:::‘L:'eg?:z:;n‘;?&r (305) 371-9335 FOR SPANISH We'll even help you write it! Use our basic format.
BROADCASTER! Titl f Job
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s’ ionce | [ 7 ; alifications with inquiries to Joe Geographic location of the position.
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broadcast or selling print, plus have ‘@m %&a«édJ aﬂzz%?'s?éc_);ggg;’g;(' Bl R Name and address of where to respond.
hands-on knowledge working with . ’ R H
e e Phone number optional. Salary range optional.
cast hardware manufacturers. Excel-
lent compensation with potential to - ! :EOSTPOONr;IéYVEAH'TngihA FAtS'T AIND$2§FFI C | EhNT
earn $50K, starting right now. if ’ e cost Is onty per inch.
you're an aggressive self-starter and Please send Blind Box ’
work well indeplendemly. send your responses to: Blind box service is available for
resume with salary requirements in et
i . an additional $5.00 per ad.
confidence to: Box number at bottom of ad $ P
Leonard Ross Broadcast Week
EMOABCAST WEEK P.O. Box 5727 T.A. GET RESULTS, CALL IT IN NOW!
Denver, CO 80217
Sult
01 Robartson BN, CLASSIFIEDS WORK FOR YOU!
Beverly Hills, CA 80211

CLASSIFIEDS MADE EASY
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Poor replacement

I read with interest Dave
Potorti's article, “They're Play-
ing Your Song” (BW, Feb. 21).

It brought to mind recent
articlesin othertrade magazines
which said big time program
directors to wonder out loud,
“Where are the up and coming
Imuses, Lujacks and Real Don
Steeles?” | say they have been
statistically neutralized by the
likes of Moyes, Casey and
Balon. | call them and their
program director and general
manager cohorts the “Paraly-
sis Thru Analysis” bunch.

Can you just picture the
creative personality of Don
Imus trying to emerge through
“split hazard liability co-
efficient,” or a budding Gary
Owens, running smack into a
P.D. mesmerized by “anti-
central tendency elements.” It
makes my ‘‘galvanic skin”
crawl.

In my view, the PTA people
have ripped the heart out of
creative radio and replaced it
with flip-cards!

I chuckled when WCOZ
P.D. Paul Lemieux said,
“Research is being looked
down upon now, because a lot
of stations that have used it
have had bad books.” Sure
they’'ve had bad books, they
lack a “"human” quality, and
contrary to the PTA mentality,
radio audiences are “human.”

If any three radio stations in
a given market subscribe to
this philosophy what hap-
pens? They all end up sound-
ing the same and die from
either a fractured demographic
or from poor sounding radio.

Sure research is a useful
tool. But multiply this three-
station scenario into the
national scene and what you

end up with is hordes of “Time
and Temp Monkeys!” That's
the major reason for the lack
of a multitude of creative radio
personalities on the horizon.
There are all too few peoplein
radio management that un-
derstand the “theater of the
mind,” the boundless enter-
tainment possibilities of the
creative imagination.
Bob Murphy
WARD, Talkradio
Pittston, Pa.

Refreshing change
Broadcast Week is such a
refreshing change from the
political and technical over-
abundance of most broad-
cast-oriented publications.
You have succeeded in pro-
viding the right mix of views
from Washington, D.C., and
happenings throughout the
industry across the country.
Yoursistruly a“newspaper”
for broadcasting delivering an
enlightening cross section of
every aspect of this complex
business we are in. | look
forward to every issue because
of its timely nature and
entertaining and informative
articles.
Keep it up!
Brock Abernathy
Local Sales Manager
WBFF-TV
Baltimore

No changes

Thank you for your well
written article covering United
States News Agency in the
Feb. 28th issue of Broadcast
Week. It is the first interview | .
have given in which | didn't

want to “correct” at least one
of the quotes.

Marilyn Barksdale

Vice President

USNA

Washington, D.C.

Misperception

We'd like to congratulate
you on your fine piece in the
Feb. 7th Broadcast Week
dealing with the Dallas RAB
Conference's focus upon the
new desirability of radio’s
upper demographics. How-
ever, the closing paragraph of
the piece deals directly with a
major new project that was
recently announced by Al
Ham Productions, and much
of the necessary specifics
were left out. This was dis-
concerting enough to some of
our clients that we have
already begun receiving
phone calls about it here at
our offices and we'd like to
know if you could help us turn
around what is apparently a
misperception.

At the conference, Jim
West, who is national sales
manager for Al Ham Produc-
tions' “Music Of Your Life"”
format, shared some prelimi-
nary highlights from a special
Arbitron study commissioned
by Al Ham Productions,
officially titled “Arbitron
Ratings Qualitative Profile of
the ‘Music Of Your Life'
Audience.” The purpose of
this study was to identify the
particular nature of people
who listen to “Music Of Your
Life” stations, who happen to
be predominantly 35-plus.
The intention was to set this
group apart from the general
population.

Jim's remarks as summar-

ized in the article seemed to
refer to some generalinforma-
tion Arbitron had on hand
regarding the general 35-64
population, when, in fact, he
was sharing information from
a private study of a very
specific audience group—the
“Music Of Your Life" listening
audience.

We are concerned that the
content of the paragraph will
be misconstrued as being
representative by some readers
of the general 35-64 popula-
tion.

We would appreciate it if
this could be clarified in a
future issue, as maintaining
the integrity of the survey is
important to our company.

. Joe Capobianco
Vice President

Al Ham Productions
Huntington, Conn.

$ale$cope

Broadcast Week has grown
to become an important
addition to our company
staff's reading list. We appre-
ciate your insight and your
very comprehensive coverage
of the weekly events of the
broadcast industry. '

The economic news con-
tained in Broadcast Week is
vital to the effective operation
of a radio station or television
station. Slightly more than 18
months ago, International
Syndications created a free
monthly newsletter service for
stations requesting it. Inter-
national's $ale§cope news-
letter, which is mailed around
the world, contains sales
ideas, sales promotional
suggestions and program-
ming trends for more than
1,000 broadcasters each
month.

RANDOM THOUGHTS

Save ‘St. Elsewhere’

On the heels of a BW plea to
save S1. Elsewhere (BW,3/14,83),
we see that NBC Entertainment
President Brandon Tartikoff
says the MTM drama has only a
“marginal™ chance of returning
next year.

Brandon, you're making a big
mistake. So big, in fact, that BW
herewith officially launches its
“*Save St. Elsewhere™ crusade.
Give it another season with
perhaps Hill Sireei Blues as a
lead-in. If it then flops, then we’ll
live with it. But meanwhile, we
urge all BW readers who care
about the future of the best
written black comedy-drama on
television to drop a note to:

Brandon Tartikoff
30 Rockefeller Plaza
New York, N.Y. 10020

Remember, save St. Elsewhere,
otherwise you'll have to wait a
couple of years to see it on pay
cable, ala Paper Chase.

Wary travelers
We're just a little bit concerned

Nnothin

over a few recent phone conver-
sations with some of Madison
Avenue’s top media buyers.

This year, some of them
instead of being all excited about
NATPE--a number have indi-
cated that they’ll be staying
home. And it’s not a question of
economics.

More importantly, it’s a
perception by some of the folks
that control some whopping big
ad budgets that the National
Association of Television Program
Executives conference has little
to offer in the way of any new or
intriguing programs.

One buyer, who has been
especially active in syndication,
said there was little reason to go
simply because. “All | have to do
1s sit in my office and wait for the
reps and producers to show up. |
can learn everything | need
without having to traipse out to
NATPE.”

Still another professed to be
tired of crowded elevators and
suites, while a third suggested
that in this day and age of instant

communication, NATPE is tak-
ing on dinosaur-like proportions.

Any or all of these opinions
may be true, but we'd like to
suggest NATPE’s biggest prob-
lem is a lack of programming
excitement. The goods, the soft-
ware that sparklesisa rarity these
days, and that’s the bottom line
for the malaise.

Coming clean

*Oh, John!™

“Oh, Mary!™

“Oh, John!™

Those are not the best words
ever written for a television
script, but they are historically
famous in the land of television
soap operas. Today, the scripts
are fancier, filmed in more exotic
places, and the performers carry
some heavy-duty price tags. The
thing that hasn’t changed in the
past 30 years is that soap fansare
loyal to the end.

It is really hard to tell how far-
reaching soaps are in today’s
society. Demographic measure-

personal

ments are of little help when it
comes to finding closet soap
watchers, like two veteran jour-
nalists who skip out every day at
lunch to watch their favorite soap
at a pub in Colorado.

Likewise, it is difficult to
number the fraternity men who
skip classes to spend the after-
noon digesting Big Macs and
soaps in the chapter room. After
all, these categories of TV faith-
ful won’t even admit to watching
the Smurfs on Saturday morn-
ings.

Soaps are an institution. The
short punchy dialogue high-
lighted by long “look-into-my-
eyes” pauses creates a sense of
drama and passion. In short,
soaps offer viewers an escape
from their day-to-day problems
and remind them that their
problems are not unique or
unsolveable.

What would we do without
soaps? At least in one family, the
answer would be—*“there wouldn't
be any Christmas afghans from
grandma.”

Controlled flush

Just when you thought
every last bit of ratings
information about M*A*S*H's
record-shattering finale had
been extracted, culled, di-
gested and analyzed, along
comes the New York City
Water Department with one
last key piece of news.

During the 10 minutes
immediately following the
M*A*S*H sign-off, 11 p.m.,

EST, Feb. 28, more New
Yorkers flushed their toilets
than at any time in the history
of the city.

Hundreds of millions of
gallons of water whooshed
away as an estimated 1 million
New Yorkers went to the
bathroom.

This fact, of course, is |

another testimonial to televi-
sion’s power over the lives and
will of the citizenry. After all,

TV now seems able to make us
defy the very laws of nature.

Famous reunion

The fictionalized accounts
of the lives of the students at
New York's High School for
the Performing Arts are on
view every Thursday courtesy
of NBC's highly praised Fame.

And we suspect that a
recent press release that

some point, serve as a plot line
of an upcoming episode.

It seems that New York's
High School of Music and Art
as well as the High School of
Performing Arts (scheduled,
incidentally, to merge into the
Fiorello H. LaGuardia High
School by November 1984)
are holding the first joint
reunion of graduates.

Time Inc. has donated use

crossed our desk might, at | of its facilities for the reunion.

As | have indicated, the
$ale$cope service is unique
because it comes from a major
syndication firm. Each month
the stations on our mailing list
are asked to share their
successes and failures with
us. Many do. We pass those
ideas along in the newsletter
to the stations on our mailing
list. And, if additional infor-
mation is required by a station
interested in exploring the
possibilities of a particular
sales idea or sales promotion,
International sends the addi-
tional information on a free
basis.

Because syndication firms
such as International earn
their living by assisting radio
stations to make money, we
felt a responsibility to create a
viable sales tool for the
betterment of small and
medium market stations. We
think we've hit upon a good
idea. Of course, every now
and again, we make a few
dollars by suggesting a special
holiday feature which is
available from our company.

Ron Grattan
President
International Syndications
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NYMRAD'’s big winners

L

NEW YORK--Stiller & Meara of Blue Nun fame are back on the
awards circuit.

The sany husband and wife team— Stiller & Meara Enterprises
captured NYMRAD's Big Apple Radio Awards first place honors
this year in the National Advertiser and Local Humor categories.

This year's competition also marked the first time that two
producers have won first place honors in two categories cach. The
other double hitter was Tony Schwartz' New Sounds. which won first
place honors in both the' l.ocal New Advertising and the L.ocal Public
Service Categories.

In all, 11 awards were presented to first place winners in cach
categories. And the winners are: '

B Local Open: John Paul Itta Inc.. for Aer Lingus Airline.

@ National Open: Marsteller, for American Lamb Council.

@ Local Music: Homer & Durham Advertising, for Newark
International Airport.

B National Music: Backer & Spiclvogel. for Miller Beer.

@ Local New Advertisers: New Sounds, for Policemen’s Benevolent
Association,

B National New Advertisers: Stiller & Mecara Enterprises for
Harrah’s Hotel.

B Local Public Service: New Sounds, for New York City Fire
Department.

B National Public Service: Bonneville Productions, for The Church
of Jesus Christ of Latter Day Saints.

B Local Station Produced: Inner City Broadcasting/ WBL.S Radio,
for Fire Jeans/ Tale-l.ord.

B Local Humor: Jim Johnston Advertising, Stiller & Mecara
Enterprises for Amalgamated Bank of New York.

B National Humor: Levine, Huntley, Schmidt, Plapler & Beaver. for
People Express Airline.

Ralph Guild, president of McGavren Guild. chaired the event,
which his company hosted this year.

\

A
y |

NYMRAD winners for this year include (top left) Jack
Crutchfield, Bonneville Productions; Tom Griffith, Backer &
Spielvogel; Marc Engelsman and Carolyn Paris, John Paul Itta
Inc.; (center left) Jack Thayer, NYMRAD chairman; Jerry
Stiller, Stiller & Meara Enterprises; Patrick O’Neal, master of
ceremonies; Ralph Guild, awards host; Nancy Brown, Levine,
Huntley, Schmidt, Plapler & Beaver; John Paul Itta, John Paul
Itta Inc.; Ann Meara, Stiller & Meara Enterprises; Guy Durham,
Homer & Durham Advertising; Tony Schwartz, New Sounds;
(above) Nick Arzonetti, Levine, Huntley, Schmidt, Plapler &
Beaver; John Reggio, New York Airlines; Denise Colon and
Charlie Ambrosia, Inner City Broadcasting/WBLS Radio.
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Thomas Burchill, president,
RKO Radio Networks, assists
first lady Nancy Reagan as she
cuts the ribbon officially open-

ing the network’s new Wash-
ington News Bureau facilities.

Nancy Reagan
helps christen
RKO facilities

WASHINGTON-- In a ceremony
highlighted by the appearance of
first lady Nancy Reagan. RKO
Radio Networks opened its newly
constructed burecau facilities
here.

Reagan’s appearance was tied
to RKO’s public service program
The Drugging of America. which
highlights the need for drug
education among young adult
parents. Reagan, accepting
RKO’ $10,000 donation to the
National Federation of Parents
for Drug Free Youth, predicted
RKO would receive letters of
thanks from parents, youth and
families as a result of the show. “1
can't thank you enough for what
vou're doing.” Reagan said.

NATPE
kicks off
20th meet

Continued from page |
much original programming.

Silverman, however, felt net-
work still will be threatened by
the rise of ad hoc networks-—sure
to be one of the most hotly
debated topics at NATPE ’83
as well as the eventual success of
pay TV

HBO Entertainment President
Michael Fuchs agreed that net-
work TV would continue to
thrive, but he wamed that net-
work executives cannot sit still.
Independents and cable TV don’t
take the summer off so network
TV can’t either was the jist of
Fuchs’ warning.

Trying to boost the ratings
fortunes of the medium he rep-
resents, Fuchs suggested viewer
awareness of TV adsis down and
that network advertisers soon
will be asking for qualitative
ratings in addition to quantitative
results.

Lawrence Grossman, president
of Public Broadcasting System,
was a bit harsher in his assessment
of TV, particularly network TV.
“Winds of War, M*A*S*H and
the Thorn Birds are the last gasp
of an old system,” Grossman
said, predicting network TV is
turning to cheaper programming
as cable, independents and PBS
all threaten the old guard.

One theme that continued to
crop up at the TV critics’ gathering
was the prospect of more co-
financing and joint venture deals.

Word that a ruling on repeal of
financial interest and domestic
syndication rules might be delayed
five years only was starting to
make the rounds here. But again,
all the interested parties were
poised for inevitable verbal
skirmishes.
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Katz scores big with ‘Kickoff Classic’

Metrosports, Mizlou and Turner. | .arrangements with the NCAA_ | over $1 million.

By Les Luchter

NEW YORK-- ABC. CBS and
l'urner Broadcasting won the
rights to the 1983 college football
season a while ago. So what'’s all
this talk about Katz Sports
syndicating the first game of the
season— a blockbuster matching
up last year's top two tecams,
Penn State and Nebraska?

The talk is true. The “Kickoff
Classic,” to be played at night in
New Jersev's Meadowlands cither
Aug. 27 or 29 was added recently
to the NCAA schedule as a
special benefit for the football
Hall of Fame. like the post-
season bowl games, it is not part
of the regular season TV contracts.

You could. in fact, call this
match-up a “pre-scason™ bowl
game. But the game will count in
the schools’ records, with the
winner probably assured of the
number one ranking in the wire
service polls.

The New Jersey Sports and
Exposition Authority, promoter
of the game. solicited bids from
nine organizations. including the
three networks, HBO. ESPN,

A

NOW YOUR STATION
N DELIVER.

WNBC New York
WNEV Boston
WJBK Detroit

Bids were received from NBC
Turner, Kats and a combined
ESPN Mislou venture

Les Unger. director of public
relations for the Meadowlands
complex. said. "CBS and ABC
declined to bid largely on the
basis of the pending decision in
the courts.” That case, which will
decide whether the NCAA can
control exclusive rights to the
games of individual colleges,
would “dismantle™ their current

Unger noted

As for the other bidders. he
said. *HBO said if this had been
available earlier in their budget
vear. they would have been
interested.”

Kats won rights to the event,
which will attempt to match up
the top two teams annually-- for
three firm years, with an option
for two more. Definitive rights
fees have not been forthcoming,
but it’s thought Katz paid well

Unger declined to name a
dollar amount. but noted. “The
Katz bid surpasses what an ABC
or CBS game will pay the schools.”

Unger said Metrosports had
been too busy with college basket-
ball to bid on the Kickoff Classic.
The acquisition of the game by
Katz, in fact, was announced
only days after the company lost
the lucrative Big East college
basketball contract to Metrosports
(BW. 3 14 83).

NIT rebounds on market share

NEW YORK - It doesn't get the
publicity or the top tcams- of
the NCAA college basketball
tournament, but the National
Invitation Tournament is still
well-received by TV stations.
Before NATPE began, the
Madison Square Garden Network
already had cleared 68 stations,
representing 65 percent of the
country, for'two NIT games.
MSG will show a semifinal
game on March 28 and the
championship on March 30. with

games starting at 9 p.m. EST.

A spokesman said the station
lineup- which now includes 17
of the top 18 and 30 of the top 40
markets — should keep growing.
“but a lot of it depends on who
makes it to the Final Four” in
Madison Square Garden. Last
vear, when MSG showed three
NIT games rather than two. the
final lineup represented only 65
percent of the country.

*It's been way casier for us to
get clearance this year than last

year.” said the spokesman. He
attributed this both to the in-
creasing popularity of college
basketball in general and to the
NIT appearance of “teams that
might be more well-known around
the country.” This year's 32-tcam
NIT field had included Notre
Dame, DePaul and lona.

MSG also controls the rights
to all the other NIl games.
“l.ocal stations have to buy the
rights from us to televise them to
their home markets.” MSG said.

THESE STATIONS HAVE.

KHJ Los Angeles WLS
WXIA Atlanta
KHOU Houston

WPHL Philadelphia KDKA Pittsburgh

For further information about EBONY/JET CELEBRITY SHOWCASE contact Tom
Joyner at N.ATPE. Suile 5-124 or Syndicast Booth =2.

Chicago
KSDK St Louis
WDVM Washington, D.C.




