
World famous storehouse lands own TV series 
By Les Luchter 

WASHINGTON-The muse-
um that houses such artifacts of 
contemporary American cul-
ture as Archie Bunker's favorite 
chair and M*A"S*H's opera-
tion room is finally getting a 
TV series of its very own-
Smithsonian World, set to 
premiere on PBS in January. 
The Smithsonian Institute 

has teamed up with Washing-
ton's WETA-TV as co-producer 
of the seven-part monthly series, 
with $4 million in production 
money coming from McDon-
nell Douglas' James S. Mc-
Donnell Foundation. But the 
real force. behind Smithsonian 
World-responsible for the 
original concept and now the 
series' executive producer-is 
Martin Carr, who previously 
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was a documentary maker for 
all three broadcast networks. 

"We'll do as well or better 
than National Geographic (the 
TV series, also on PBS), in the 
ratings," Carr told Broadcast 
Week during an interview at 
PBS' New York headquarters. 
"I think the name Smithsonian 
is magical. It's now the fifth 
best selling maga7ine." 

Continued on page 4 

New technologies applied 

• Chicago's WTTW-TV pio-
neers stereo broadcasting. 
• TeleFirst offers video 
recording service.-
al Nebraska's ETN ventures 
into video technology. 

Page 13. 
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WQSR judgment 
NEW YORK-A U.S. District 
Court judge is expected to hand 
down a summary judgment in a 
breach of contract and anti-
trust lawsuit filed against Arbi-
tron Ratings Co. last March by 
Baltimore's WZSR-FM. Page 2. 

FCC receives comments 
WASHINGTON-The Federal 
Communications Commission 
received comments last week 
from the Reagan administration 
and church groups concerning 
elimination of programming 
requirements. Page 5. 

Media watchdog 
WASHINGTON-Bill Kehoe, 
executive director of the Amer-
ican Legal Foundation, a na-
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group . Page B. 

SMN board meeting 
DALLAS-Members of the Sat-
ellite Music Network Affiliates 
Board expressed satisfaction 
with the network's formats and 
service at the board's first meet-
ing, but called for "more mar-
keting support." Page 7. 

DBS-part II 
LOS ANGELES-Whatever the 
ultimate penetration, it appears 
that only a handful of DBS com-
petitors will survive after launch, 
while many others will never 
make it off the drawing board. 
Page 8. 

Time aborts teletext 
NEW YORK-Time Inc., still 
riding high on its video division, 
has backed out of a two-year 
test of a national NABTS-form-
at teletext service by deciding 
not to enter the business. Page 
9. 

Rodeo radio connection 
DENVER-Rodeo and radio 
have about as much in common 
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kov, but the Professional Rodeo 
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together. Page 23. 
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CBS notches 
season upset 
in basketball 
By Bill Dunlap 

NEW YORK- The annual 
NCAA basketball tournament 
has-in recent years-turned 
into one of the premiere sporting 
events of the year and last week 
CBS renewed its contract to 
carry the tournament. doubling 
the price and beating NBC out 
of a chance to even bid. 
CBS, which won the rights to 

televise the tournament from 
1982 to 1984 after 13 years of 
NBC coverage, paid $96 million 
for the new contract that runs 
through 1987. The previous 
contract cost the network S4h 
million. 
The new deal, termed an 

extension by CBS, calls for two 
nights of prime-time coverage 
from the regional semifinal 
round and a total of 19 televised 
games, up from 16 in the present 
agreement. 

As in years past, the national 
championship final will be 
broadcast in prime time. Last 
April the title game between 
North Carolina State and 
Houston produced a 22.3 Niel-
sen rating and 32 share. 
The new contract also in-

cludes the NCAA division I 
women's basketball champion-
ship and selected other NCAA 
championships through 1987. 

Continued on page 4 

Program 

Top 15 programs of all time 
based on rating 

Date 

1. MASH 
2. Dallas 
3. Roots 
4. Super Bowl XVI 
5. Super Bowl XVII 
6. Gone With The Wind (Pt. 1) 
7. Gone With The Wind (Pt. 2) 
8. Super Bowl XII 
9. Super Bowl XIII 

10. Bob Hope Christmas Show 
11. Super Bowl XIV 
12. The Day After 
13. Roots 
14. Fugitive (final episode) 
15. Roots 

Network Rating 

2/28/83 CBS 60.3 
11/21/80 CBS 53.3 
1/30/77 ABC 51.1 

11/24/82 CBS 49.1 
1/30/83 NBC 48.6 
11/7/76 NBC 47.7 
11/8/76 NBC 47.4 
1/15/78 CBS 47.2 
1/21/79 NBC 47.1 
1/15/70 NBC 46.6 
1/20/80 CBS 46.3 

11/20/83 ABC 46.0 
1/28/77 ABC 45.9 
8/29/67 ABC 45.9 
1/27/77 ABC 45.7 

Day After numbers glow 
By Dave Potorti 

NEW YORK -ABC's The 
Day After-together with part 
one of NBC's Kennedy mini-
series- made Nov. 20th, 1983 
one of the biggest television 
nights in history. 
Combined three-network 

rating points were up 20 per-
cent compared with the com-
parable day one year earlier, 
from 54.4 to 65.2. Three-net-
work shares totaled 91.6, up 10 
percent over the same day a 
year ago. from 83.4 to 91.6. 

Households using television 
for the week were up 3 percent 
relative to the same week last 
year, from 63.3 to 65.3. 

Anti-violence slots urged 
By Les Luchter 

WASHINGTON -A TV equiva-
lent of the Surgeon's General's 
health warning on cigarette 
packs was proposed last week 
by the National Coalition on 
Television Violence. The "Re-
sponse Time for Violent Pro-
motions Act" would require 
broadcasters to provide one 
commercial slot to anti-violence 
interests for every three com-
mercials that "promote vio-
lence as good entertainment." 
The amendment to the Com-

munications Act would affect 
promotional spots for TV shows, 
theatrical movies and other 
types of non-TV entertainment 
that "graphically depict and or 
orally describe one or more 
violent acts." NCTV called 
such spots "false and deceptive 
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advertising," citing last year's 
National Institute of Mental 
Health report of "overwhelm-
ing" evidence concerning the 
harmful effects of violent enter-
tainment. 

"We're trying to bring about 
some fundamental changes in 
the structure of things," said 
NCTV Chairman Dr. Thomas 
Radecki M.D., "by putting the 
information (about TV vio-
lence) in front of the viewer." 
He said he hopes that "broad-
casters will see it's in the best 
interest of all of us to change 
our (focus) on entertaining 
ourselves with violence." 

Admitting that the proposal 
faces a "long struggle," Radec-
ki claimed "off-the-record sup-
port forat least hearings from a 
couple of different Congres-
sional committees . . . We hope 
for hearings in early 1984." 

Radecki said the NCTV pro-
posal, unlike ideas advanced by 
other groups, "won't change 
the basic profit model of broad-
casting." He said that perhaps 
one percent of total advertising 
time would be affected by 

Continued on page 4 

The Day After attracted an 
estimated audience of 100 mil-
lion people, earning a 46 rating/ 
62 share nationwide. It de-
livered 38,550,000 homes per 
average minute, making it the 
fifth highest-ranked individual 
program of all time by that 
measure. In terms of houshold 
rating, it ranked number 12. 
ABC's Viewpoint discussion, 

which followed the movie from 
10:24 to 11:46 p.m., earned a 
24.1/45 nationally. Its prime-
time measurement, from 10:24 
to II p.m. only, showed it with 
a 31.1/48. Viewpoint programs 
usually average 4-5 ratings and 
15 shares. 
Network affiliates ran a 

variety of locally produced 
programs before and after The 
Day After. Among the five 
ABC-owned stations, WLS-
TV, Chicago, conducted a 
telephone poll asking viewers 
whether the movie changed 
their opinion on the nuclear 
buildup. A total of 8,372 said 
no; 5,974 said yes. 

Continued on page 2 

ABC holds 
programming 
spending line 
NEW YORK--ABC will hold 
all of its 1984 entertainment 
programming spending at 1983 
levels in an effort to cut costs 
and increase profits. 

In announcing the new policy. 
Anthony Thomopoulos, presi-
dent of the ABC Broadcast 
Group, noted that prices will 
include normal escalators of 
5 percent and "other contrac-
tual commitments agreed to in 
prior negotiations." 
Thomopoulos also stressed 

that additional steps will be 
taken "to ensure that pilots are 
fully representative of the series 
episodes and that the pilots and 
series costs are realistic." He 
referred to the practice of 
"loading" a pilot episode for a 
series with more production 
values than would normally 
exist. 
The cost-cutting policy will 

affect all of ABC's made-for-
television movies, series and 
soap operas. 
"The past few years have 

been particularly challenging 
for the television business, as 
network growth slowed while 
competition increased," 
Thomopoulos said. "Revenue 
growth has continued a steady 
but slower climb, while costs 
during the same period have 
risen more dramatically. 
"The cost growth spiral, 

should it continue, threatens 
the health and growth of our 
business throughout the decade. 
The ability of ABC to provide 
programming as diverse and 
significant as The Winds of 
War or The Day After rests on 
our ability to pay for it. Pro-
gramming like this costs 
money- lots of it. And it re-

Continued on page 4 
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TvB reports 11.6% rise in ad spending 
NEW YORK--The Television Bureau of Advertising reported that 
advertiser spending for network TV time increased 11.6 percent in 
the third quarter to $1.47 billion. The comparable 1982 figure was 
$1.32 billion. For the first nine months network ad spending was up 
10.8 percent to $4.8 billion from $4.3 billion a year earlier. 
The largest percentage gains were chalked up in the daytime 

weekend slots, increasing 41.3 percent in the quarter and 28 percent 
in the nine months. The largest category increase was by investment 
brokers, up 131 percent to $28.9 million. The largest category was 
food and food products, up 6 percent to $775 million, all nine months 
figures. 

Networks announce 'survivors' 
NEW YORK--ABC and NBC announced that production will 
continue for the remainder of the season on several of their current 
series-a tacit show of support for their survival. A spokesman for 
CBS said similar announcements can be expected around January. 

Continued on page 4 
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Antitrust ruling expected soon 
By Adam Buckman 

NEW YORK—A U.S. District 
Court judge is expected to hand 
down a summary judgment "in 
30-60 days" in a lawsuit filed 
last March against Arbitron 
Ratings Co. by Baltimore's 
WQSR-FM, which charged the 
ratings company with antitrust 
violations. 

In the $2.1 million lawsuit, 
WQSR licensee Key Broad-
casting Corp. charged Arbitron 
with "breach of contract and 
negligence in its ascription 
methodology," the computer-
ized method instituted a year 
ago to distinguish stations in 
the same market or "overlap-
ping" markets that bear similar 
or identical slogans. 
Citing "the wide disparity in 

Arbitron's pricing of its ratings' 
books to customers," WQSR 
also charged the company with 
anti-trust violations under the 
Robinson-Patman Antitrust 
Act. 
When listeners fill out Arbi-

tron diaries, confusion often 
centers around the many "Q" 
and "KISS" stations around 
the country. 
WQSR, which carries the 

slogans "FM-I05," "Super-
Radio" and "Q-105," alleges 
that some of its listener 
diaries for the fall 1982 book 

WQSR vs. Arbitron  
were attributed to either Wash-
ington's WAVA-FM, calling 
itself "FM-I05," or WRQX-
FM, which bears the slogan 
"Q-107." 
-We got cheated out of a 

number of diaries," said 
WQSR Executive Vice Presi-
dent Carl Brenner, who cited 
"widespread unrest" among 
radio broadcasters concerning 

Arbitron's ascription technique. 
In alleging that Arbitron's 

disparate pricing policy is "un-
fair" and constitutes a violation 
of anti-trust law, WQSR re-
quested to examine a volumin-
ous amount of Arbitron paper-
work and files including "copies 
of every contract, verbal or 
written, with all of Arbitron's 
radio and TV station clients as 
well as ad agencies," Brenner 
said. 

In a statement issued to the 
press. Brenner claims that 
"Arbitron Corporation... re-
fuses to release to WQSR vital 
information regarding any 
special discounts, rebates, in-
centives, inducements, bonus 
products or any other con-
siderations both written and 
verbal in its contracts with 
radio stations, advertising 
agencies and advertisers." 

But an Arbitron spokes-

Anniversary almost slips by 
NEW YORK—With the thoughts of the broadcast industry 
centered on The Day After and Kennedy last week, an 
interesting television anniversary nea rly went unnoticed. But 
the trusty calendar from Metromedia Producers Corp. 
showed that last Wednesday. Nov. 23, was the 25th 
anniversary of the GETheaterCBS presentation of A Turkey 
for the President starring Ronald Reagan and Nancy Davis 
(now Mrs. Reagan). 
MCA TV holds the rights to the old Reagan-hosted series, 

but despite the recent annoucement that Acama Films will 
reintroduce Death Valley Days to syndication, MCA said it 
has no plans to distribute GE Theater. 

KHJ-TV buys 'Fall Guy' 
for $85,000 per episode 
LOS ANGELES—KHJ-TV 
has purchased a package of 141 
hours of The Fall Guy for 
$85,000 per episode, a station 
source confirmed last week. 
The station outbid KCOP-

TV for The Fall Guy, which 
will be available for syndication 
beginning in fall 1986. Bidding 
was reportedly less heated than 

ABC goes 
NEW YORK—ABC-TV last 
week began using its new Net-
work Alert System, which is 
designed to facilitate faster 
communication with affiliates 
concerning such network oper-
ational matters as upcoming 
Special Reports from ABC 
News. 
The new system, which re-

places the network's current 
Telop System, triggers a warn-
ing bell at affiliated stations to 
signal a possible interruption in 
programming by ABC News. 
The signal, transmitted by 
computer via line 18 of the 
vertical blanking interval, is 
addressable to individual sta-

the previous week's bidding for 
Magnum. P.I., which got picked 
up by KTLA-TV for $120,000 
an episode. 

The initial price per Fall Guy 

episode was $110,000 each. The 
program, starring Lee Majors, 
is seen on Wednesday at 8 p.m. 
on ABC. 

on 'alert' 
tions or groups of stations. 

After signals are transmitted 
over the VBI, a decoder deci-
phers them at affiliate stations 
and they appear in text form on 
network monitors. The new 
Network Alert System allows 
the network to transmit mess-
ages at any time without inter-
rupting programming in pro-
gress: 

Both the Network Alert Sys-
tem and Telop System will be 
operational for several months 
while affiliates receive decoding 
equipment. The decoder and 
optional printer are being 
manufactured by EEG Enter-
prises of Farmingdale, N.Y. 

FCC denies non-renewal bid 
WASHINGTON—The Federal 
Communications Commission 
late last week ruled against a 
petition by a minority media 
coalition in Kansas City, Mo., 
to deny renewal of license to 
KPRS-FM and KPRT-AM, 
two area radio stations. 

In the petition filed by the 
Kansas City Black Media Co-
alition, the stations were charged 
with providing "minimal" public 
affairs programming and in-
adequate news coverage related 

to the area's black community. 

woman asserted last week that 
the ratings company has all 
along cooperated with WQSR, 
inviting the station to riffle 
through several cabinets of files 
located at Arbitron's office in 
nearby Laurel, Md. 
She noted that in cases of this 

type, the plaintiff has the re-
sponsibility to actually go in 
and examine materials belong-
ing to an entity named in a 
lawsuit. "We're not required to 
do the footwork," she said, 
adding that WQSR has yet to 
knock on Arbitron's door in 
Laurel. 
When Arbi.tron was first 

notified of the lawsuit Iasi 
March IS, company attorneys 
who investigated the case deter-
mined that the plaintiff's case 
"isn't very strong," the spokes-
woman said. 

But a U.S. District Court 
judge will decide the relative 
strength of WQSR's case by 
year's end, Brenner said. 

WNYC tribute 
Mayor Edward Koch (right) presented the New York City Seal 
of Recognition to composer Aaron Copland in honor of the 
40th anniversary of WNYC-FM at Gracie Mansion Nov. 16. 

CBS sweeps lead narrows 
By Dave Potorti 

NEW YORK—ABC won the 
ratings week ending Nov. 20, 
largely due to the enormous 
audience for The Day After, 
the week's number-one show. 
But while the movie narrowed 
the gap between Arc and CBS 
in the November sweeps. CBS 
is still the frontrunner. 

Prime-time Nielsen ratings 
for the week ending Nov. 20 
gave ABC a 20.4 to CBS' 19.1 
and NBC's I 3.5.•For the Arbi-
tron sweeps period from Nov. 
2-Nov. 21, CBS had an 18.8 to 
ABC's 18.3 and NBC's 14.8. 
The Nielsen sweeps period 
from Nov. 3-Nov. 21 gave CBS 
a 19.2 to ABC's 18.2 and NBC's 
14.7. 
Although it came in second 

for the week, CBS still had 
eight of the top 10 programs, 
including Dallas, Simon & 
Simon, Falcon Crest, Chiefs 
(parts two and three), 60 Min-
utes, Magnum, and Knots 
Landing. NBC's A Team came 
in fourth place. ABC won 
Monday, Saturday and Sun-
day night's, and CBS won Tues-
day, Wednesday, Thursday 
and Friday. 
NBC's A Team barely edged 

out CBS' presentation of Chiefs, 
part two, earning a 25.1 rating/ 
37 share and 23 rating/36 
share, respectively. In other 
Nov. 15 programs, ABC's 
theatrical movie, 'Smokey and 
the Bandit II, earned a 16/24, 
and Bay City Blues, which goes 

on hiatus Dec. 6, came in last 
for the night and for the week 
with a 7.2/12. 
On Nov. 16, it was CBS' 

Chiefs, part three, that stole the 
thunder from what is usually an 
ABC stronghold. Chiefs earned 
a 23.7/36 against lower than 
average numbers for ABC's 
Dynasty (20.6/30) and Hotel 
(16.9/27). CBS' Whiz Kids, 
with a 15/23, still came in third 
to ABC's Fall Guy and NBC's 
Real People. NBC's St. Else-
where came in last for the night 
with a 10.9/17. 
On Nov. 17, ABC's special 

presentation of The World's 
Funnies: Commercial Goofs, 
earning at 19.5/29, tied CBS' 
Scarecrow & Mrs. King in 14th 
place for the week. CBS' Mag-
num, Simon and Knots con-
tinued to dominate the night. 
NBC's Hill Street Blues beat 
ABC's 20120 with a 17.4/27 
and 15.5/24, respectively. 
ABC's Trauma Center, last for 
the night with a 12.1/18, came 
in number 52 for the week. 
NBC's Nov. 18 Friday night 

movie of the week—Blowout, 
with John Travolta—proved to 
be an enormous disappoint-
ment, earning an 8.1/13 and 
barely beating out First Camera 
in 61st place for the week. 
ABC's Webster, up against the 
last half hour of CBS' Dukes of 
Hazzard, earned a strong 18.1, 
29 to the Dukes'18.3/ 30. CBS' 
Dallas and Falcon Crest domi-
nated the evening, and NBC's 
Mr. Smith and Jennifer Slept 

Here performed anemically, 
with a 9.1/15 and 8.6/ 14, re-
spectively. 
CBS' Nov. 19 Saturday night 

movie, Mommie Dearest, was 
no blockbuster, either, tying 
NBC's Silver Spoons with a 
13.9/23. ABC's Love Boat 
continued to outperform Fan-
tasy Island, with a 19/31 and 
16.2/28 between them. NBC's 
special Candid Camera—Men 
& Women earned a 13.5/ 22. 
And a CBS pilot show, Great 
Day, with Tim Conway, scored 
a 11.5/ 19, beating NBC's Yellow 
Rose, with an 11.3/19. 
Other network programming 

paled against ABC's Day After 
on Nov. 20. The movie earned a 
46/62, and NBC's Kennedy 
miniseries suffered just as much 
fallout as Lawrence, Kan. Ken-
nedy, part one, came up with a 
12/17 for the night, although it 
jumped to more expected levels 
the following two nights. 
CBS' 60 Minutes was second 

for the night, with a 22.8/34, 
but Goodnight. Beantown 
started heading for First Camera 
territory. They had 11.5/15 and 
7.7111, respectively. 
On Nov. 21, ABC's That's 

Incredible earned a 17.9/ 27, 
beating out both Boone and 
Classic Creatures—a Star Wars 
special on CBS. NBC's Kennedy, 
part two, earned a 22.3/34, 
followed by CBS' AfterMASH 
(19.5/27) and ABC's Monday 
Night Football (17.5/29 over-
all). CBS' Newhart,infact,tied 
Football. 

'Day After' records glowing numbers 
Continued from page I 

WXYZ-TV, Detroit, followed 
Viewpoint with a special edi-
tion of Viewpoint Detroit. 
Viewer calls were taken from 
12:15-1:15 a.m. 

WABC-TV, New York, de-
voted two of its live Morning 
Show segments on Monday to 
interviews with Helen Caldi-
cott, president emeritus of 
Physicians for Social Respon-
sibility; Andrew Pierre, a mem-
ber of the Council On Foreign 
Relations: and Dr. Harvey 
Greenburg, a psychologist. 
Movie reviewers Gene Siskel 
and Roger Ebert critiqued the 
film, and calls were taken from 
the audience. 

KABC-TV, Los Angeles, 
invited Dr. Tim Hayes, a con-
sultant and advisor on The Day 
After, as well as on the theatri-
cal release, Testament, to its 
Morning Show. Its afternoon 
LA. Today program featured 

politician Tom Hayden, the 
New Frontier's Dr. Daniel 
Graham and some words from 
the show's regular commen-
tator Bruce Herschensohn. 

KGO-TV in San Francisco 
gave advice on how to discuss 
the issue of nuclear war with 
children, with some help from 
both children and a psycholo-
gist. 

At one point, is seemed 
unlikely that The Day After 
would attract any advertising 
at all. But in the end, the show 
was sold out—and the 25 ad-
vertisements represented the 
biggest bargains in television 
history. 

Average price for a 30-
second spot was $100,000, 
about $35,000 less than the 
asking price. The 25 spots 
earned $2.5 million in gross. 
revenues. The movie cost about 
$8 million for production and 
promotion and even if it earns 

an estimated $5 million in 
overseas revenues, it still will 
mean little profit for ABC. 
'Because of the huge audience, 

advertisers who chose to buy 
the show enjoyed a low cost of 
$1 per thousand viewers. Aver-
age cost is in the neighborhood 
of $6. 
Commodore Business Ma-

chines was the biggest adver-
tiser, with five different com-
mercials. Dollar Rent-A-Car 
and Minolta Camera had two 
commercials each. Hunt-
Wesson was represented in a 
single spot for Orville Reden-
bacher Gourmet Popping Corn, 
and Warner-Lambert bought 
one spot for Certs Breath Mints. 
There were no commercials in 
the last 80 minutes of the two-
hour and I 5-minute movie. 
. The Viewpoint program, 
hosted by Ted Koppel, also was 
commercial-free, costing the 
network an estimated $1.25 
million in revenues. 



• We bring you the music that brings 
in your audience. 

It an American tradition. In every one of the past five 
year§, the majority of the music on the charts was licensed 
by BMI. 

Another tradition: for over forty years, BMI, the world's 
largest performing rights organization, has been making it 
easy for you to use music of every kind. 

That's because BMI, a non-profit-making organization, 
has always been dedicated to meeting the needs of creators, 

publishers and all users of music. 
So when you're looking for that bigger share, 

remember BMI is always helping you, every step of 
the way. 

BMI 

Wherever there's music, there's BMI. 
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'Smithsonian World' set for Jan. 
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Continued from page I 
Carr credited S. Dillon 

Ripley, the institute's current 
boss, with bringing the Smith-
sonian "into the 20th century" 
through such vehicles- as. 
Smithsonian magazine, a suc-
cessful museum shop and, now. 
the TV series. The Smithsonian, 
Carr pointed out, was founded 
in 1846 for the "increase and 
diffusion of knowledge." The 
best way to do that these days, he 
feels, is through television. 
The Smithsonian's mission 

meant that Carr had a wide 
open field of subjects to choose 
from for his series. Back in 
1978, with a $150,000 develop-
ment grant from IBM, Carr 
spent six months on his .pro-
posal—which consisted largely 
of talking to Smithsonian-
funded scholars situated around 
the world studying every subject 
imaginable. 

With the proposal complete, 
Carr shopped it around but 
found no takers. He settled 
back in as producer on ABC's 
20120 and had "given up on it 
(the Smithsonian series)" when 
McDonnell Douglas came 
through in mid-I982. He then 
left ABC and spent six months 
updating the original.proposal. 
The resulting series takes a 

different theme in each pro-
gram and explores it from a 
variety of angles. "I'm bothered 
by the fact that TV has never 
had a program that puts art, 
science, news... together," 
Carr said. "There's a relation-

ship between them all. I think 
this is the first series to treat 
arts, sciences and humanities in 
one hour together." 

Each program includes four 
major stories and a number of 
minor ones. In an episode 
called Time and Light, for 
example, Smithsonian examines 
a bamboo that grows all over 
the world—living for exactly 
120 years, flowering, going to 
seed and dying. In Rockford, 
Ill., the show looks at a collec-
tion of clocks and watches. It 
takes a rare visit to the Vatican's 
Tower of the Winds, where the 
first calendar was developed, 
and it shows how American 
churchbuilders.have used light 
in their designs. 

For Crossing the Distance. 
Carr conducted an exclusive 
interview with Anne Lindbergh, 
who—besides being-Charles 
Lindbergh's wife—was a noted 
pilot, navigator and radio 
operator in her own right. Carr 
remembered that Lindbergh 
first "turned us down cold." 
Then he talked to her in person 
about the nature of the series 
and "she was impressed and 
agreed to be interviewed. She 
didn't want to give another 
interview about (Charles) 
Lindbergh and the Nazis and 
the kidnapping.7 
The Crossing the Distance 

episode also includes footage of 
a human cannonball, which 
Carr said is "not meant to do 
much more than put a smile on 
your face." The show ends with 

host David McCullough at the 
Smithsonian's Air & Space 
Museum, flanked by the Kitty 
Hawk and a space capsule. 
Then, McCullough shows 
Dorothy's slippers from The 
Wizard of Oz and ends up in 
the wheat fields of Kansas. 
Smithsonian has been in 

production since last January. 
with 40 stories filmed around 
the world for seven episodes. 
First-run programs will air 
through April, followed by five 
months of repeats and then the 
last three shows. 

For Carr, Smithsonian is the 
highlight of an already award-
filled career. At CBS. he pro-
duced such cultural documen-
taries as Search for Ulysses and 
news documentaries like Hun-
ger in America. He then joined 
NBC and did the 10-year fol-
lowup to rival CBS' Harvest of 
Shame. Later, he went to the 
ABC CloseUp unit and then 
moved to 20120. 

"It's much harder to do a 
high-quality public broad-
casting show," he explained. 
"At a network, you have a 
support structure." At PBS. on 
the other hand, Can has had a 
self-contained unit of some 21 
employees to handle almost 
everything associated with 
Smithsonian. 

But the major difference 
from his network documen-
taries. Can said, is that, "This 
is my project. 1 dreamed up the 
idea, and now—having given 
up on it-1'm seeing it happen." 

Anti-violence ad slots urged 
Continued from page I 
replacing one out of every lour 
violent promotional spots with 
a "cautionary warning." And, 
as the spots did their job and 
the number or violent pro-
grams decreased, there would 
be fewer ads promoting them 
and thus less counter-advertis-
ing. 

Boycott targets Mattel 
NCTV also called for a con-

sumer boycott of all Mattel 
toys, alleging that the company 
is "the leading promoter of 
violence nationwide." During 
NCTV's third quarter monitor-
ing period, July 3 to Oct. 4, 
Mattel was found to be the 
leading sponsor of both prime-
time and Saturday morning 
violent programming. The com-
pany, NCTV reported, "also 
produces its own violent He-
Man series on afternoon tele-
vision." The He-Man toy line, 
it was pointed out, "is the 
fastest-selling violent toy line 
this fall." 
He-Man and The Masters of 

the Universe, a joint venture of 
Group W Productions and 
Filmation, reported its October 
ratings last week. In Arbitron, 
the show placed first in its time 
period over New York's WNEW-
TV, Los Angeles' KCOP-TV 
and Chicago's WFLD-TV. In 
Nielsen, He-Man was first in 
New York and Los Angeles and 
tied for first in Chicago. 

Pointing out that Mattel has 
hired people to play "He-Man" 
and another character, "Skele-
tor," in 300 department stores 
this month, Radecki complained, 
"He-Man is Mattel's new image 
of Santa Claus. In the toy 
department, He-Man gives 
every kid a free toy gun instead 
of reminding him to be good 
until Christmas. There is no 
doubt that Mattel has its values 
seriously misplaced." 

Radecki, however, doesn't 
see boycotts as "an effective 
long-term approach" to the 
violence problem. He noted the 
unusual nature of the Mattel 

situation and pointed out that 
Mattel, along with Coleco iand 
Atari, "seem to be selectively 
choosing high-violence pro-
grams to promote their (video 
game) products. And the pro-
ducts contain a high level of 
violence themselves." 

Radecki strongly criticized 
politically inspired boycotts 
such as the Jerry Falwell-led 
action against sponsors of 
ABC's The Day After. Saying it 
is "appropriate to have violence 
in entertainment if its purpose 
is to educate," he commended 
The Day After, along with 
other "violent" programs like 
Vietnam: A Television History 
and several episodes of Quincy 
and Little House on the Prairie. 

Saturday morning violence 
NCTV urged a letter-writing 

campaign to other companies it 
said are leading sponsors of 
violent programming such as 
Kellogg, General Mills, Cole-
co, General Motors and Chry-
sler. 

On Saturday mornings, 
NCTV claimed, six companies— 
Mattel, Kellogg, General Mills, 
Quaker Oats, McDonald's and 
Levi-Strauss—sponsor 51 per-
cent of all the violent pro-
gramming. 

Although none of these six 
sponsors improved their per-
formance over the past year, 
NCTV found less violent Satur-
day morning programming 
overall, due largely to the 
premiere of such low-violence 
shows as ABC's The Littles, 
CBS' Charlie Brown &Snoopy 
and Benji and NBC's Alvin & 
The Chipmunks. 

Besides Mattel, NCTV sin-
gled out Hasbro Toys and TSR 
Toys for cartoon shows based 
on their characters—the syn-
dicated miniseries of G.I. Joe 
(Hasbro) and the CBS Satur-
day morning series Dungeons 
& Dragons. 

For the third quarter, NCTV 
said, there were almost 25 
violent acts per hour on Satur-

day morning TV. The most 
violent shows included CBS' 
Bugs Bunny! Roadrunner (462 
violent acts an hour), Saturday 
Supercade (35), Dungeons à 
Dragons (34) and The Bisketts 
(29); NBC's Mr. T (45), In-
credible Hulk 1 Spiderman (40) 
and Smurfs (23); and ABC's 
Little Rascals/ Richie Rich (24) 
and Scooby & Scrappy Doo 
(24). 

Ratings up for violence 
Violence during prime-time 

network programming was 
reported to average about seven 
acts per hour during the third 
quarter, down from a record 
high of more than eight earlier 
in the year. For the second 
straight year, ABC continued 
to be cited as the most violent 
network. 

Radecki said there were a 
smaller proportion of high-
violence series during the third 
quarter, but that they were 
"doing better than usual in the 
Nielsen ratings. There are a 
higher percentage of violent 
programs in the top 10." 

Noting that researchers are 
finding increases in violence in 
almost every area of entertain-
ment, Radecki said he worries 
that "people may be desen-
sitized . . . developing more of 
a taste for violent entertain-
ment." And, since earlier re-
search found that only angry 
people picked out shows be-
cause of their violence, this may 
mean a rising general anger 
among the populace. 

During the third quarter. 
NCTV reported, NBC's The A 
Team led all series with 34 acts 
of violence per hour. Other 
shows with high violence rank-
ings included ABC's The Fall 
Guy (32), T.J. Hooker (26), 
Matt Houston (25) and Hard-
castle and McCormick (20); 
CBS' Scarecrow & Mrs. King 
(21), Dukes of Hazzard (20), 
Simon & Simon (16) and 'Vag-
nwn PI. (15); and NBC's Mani-
mal (28) and Rouster (23). 

Continued from page 1 
NBC's Brandon Tartikoff named Gimme A Break, We Got It 

Made, St. Elsewhere, Mama's Family, Remington Steele and The 
Yellow Rose as "well-made shows that are performing better for us." 
An ABC spokesman gave Matt Houston, Webster, Hardcastle 

McCormick and Hotel the vote of confidence, noting that more 
shows will be added to the list. 

NAB seeks court support on ad ruling 
WASHINGTON—The National Association of Broadcasters wants 
the U.S. Supreme Court to rule on a Texas statute that controls the 
political advertising rates of broadcasters. A lower court in Texas 
already has ruled that such a statute is unenforceable. The Texas law 
requires broadcasters to make available their lowest unit rates to 
candidates and for general "political issue" advertising, regardless of 
whether it is during an election time. 
Supporting a federal law that requires broadcasters only :o 

provide low rates to legally qualified candidates during an election 
period, the NAB has asked the Supreme Court to uphold the Texas 
decision. The NAB argued that the federal law was designed to 
shorten the election campaign: 

Lorimar registers debenture statement 
NEW YORK—Lorimar said it filed a registration statement witbi.' 
Secürities and Exchange Commission for $25 million in converi 
subordinated debentures. The company said proceeds will be tra 
reduce bank debt. Drexel Burnham Lambert ln. is managigi 
offering. 

Outlet reports $2,235 000 in earnings 
PROVIDENCE, R.I.—Outlet Co. reported third-quart earnings 
from continuing operations of $2,235,000 versus $2,20" AO a year 
earlier. Share earnings were 47 cents in both periot . Revenue 
improved to $24.8 million from $22.8 million in the same 1982 
quarter. Operating net for the first nine months sliived to $6.2 
million, or $1.28 a share, from $9.7 million, or $2.17 a share, a year 
before. Revenue improved to $71.4 million from $64.3 million. 

NPR's Zwerdling wins media honor 
WASHINGTON—National Public Radio reporter Dan Zwerdling 
received the 1983 World Hunger Media Award last week for his 
series on the problems besetting U.S. agriculture. Commenting on 
the award, Sen. Pat Leahy (D-Vt.) said, "These problems are not 
only of concern to us here, but to those who either look to continued 
U.S. surpluses for short-term emergencies or look at the U.S. as a 
model for their own agricultural production." 

'Hill Street Blues' star Conrad, 58, dies 
LOS ANGELES— Michael Conrad, Hill Street Blues' Sgt. Phillip 
Esterhaus. died last week of cancer. He was 58 years old. Conrad luid 
been suffering from cancer of the ureter for some time. His work 
recently has been limited, but 10 segments of the show involving 
Conrad have been filmed for the 1983-84 season, with six of them 
having already aired. 

ABC holds spending line 
Continued from page I 
quires a foundation of economic 
stability that provides a cost 
certainty well into the future." 
The new policy could be 

viewed as a backlash to the 
FCC's decision to table, for six 
months, any revision of the 
financial interest §nd syndica-
tion rules that might ultimately 
allow the networks to partici-
pate in syndication profits. At 
the same time, ABC's third 
quarter finances were less than 
pleasing. But ABC is not the 
only network with money 
troubles, as Gene Jankowski, 
president of the CBS Broadcast 
Group, pointed out. 
"We have had a cost man-

agement program in place for 

some time, and our margins in 
the third quarter reflected the 
steps we have taken," he said. 
"We have to applaud the fact 
that ABC is doing it." 
NBC, meanwhile, stressed its 

case-by-case relationship with 
program suppliers in a prepared 
statement. 
"NBC works closely with the 

production community in a 
mutual effort to produce supe-
rior programming at a reason-
able cost. Each program nego-
tiation is an individual matter 
and deals with the special needs 
of each production. NBC fully 
intends to continue what we 
feel is an excellent working 
relationship with the creative 
community." 

CBS scores season upset 
Continued from page 1 

Although CBS has gotten 
good marks for its coverage of 
the tournament, including an 
Emmy in 1982 for the final, 
many were surprised that NBC 
didn't even get a chance to bid 
on the tournament. 

During this year's tourna-
ment, NBC presented a one-
hour special hosted by Al 
McGuire on the Sunday after 
the semifinals, the day before 
the final was played. McGuire 
reviewed the Saturday games 
and previewed the final, which, 
of course, was on another 
network. 

At the time, an NBC spokes-
man said that the network was 
trying to show the NCAA that 

it was serious about getting 
back into the tournament. 

Most standard sports con-
tracts give the network 30 days 
of exclusive negotiating rights 
in the last year of the agreement. 
although generally the league 
or association involved would 
rather open the bidding to all 
interested parties. 

Apparently, the NCAA didn't 
think CBS would clear the two 
prime-time nights and meet 
money requirements, but when 
the network did both, the 
basketball negotiating commit-
tee felt obligated to honor the 
30-day right of first negotiation. 
NBC will remain involved in 

college basketball through reg-
ular season contracts with 
universities and conferences. 
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Deregulation 
FCC filed comments take expected posture 

By Brian Bremner 

WASHINGTON— I he Federal 
Communications Commission 
received comments last week 
from the Reagan Administra-
tion and church groups con-
cerning proposed rulemaking 
to modify or eliminate television 
station programming require-
ments and certain paperwork 
obligations. 

Similar to the deregulatory 
steps taken in commercial radio, 
the commission is considering 
the following steps: . 
11 Programming obligations— 
Although the broadcaster will 
still, be required to address 
"issues of concern to the com-
munity," the commission will 
no longer set forth specific 
programming categories to be 
met. 
• Ascertainment obligations— 
Broadcasters will no longer 
have to ascertain the program-
ming needs of the community, 
for the present video market-
place is competitive enough to 
protect community needs. 
• Commercial regulations— 
The commission will no longer 
consider the broadcasters'com-
mercial load, opening the way 
to new and creative commercial 
techniques. Competition in the 
marketplace, the coffimission 
argues, will be the commercial 
regulator. 
• Program logs—The com-

LWV files suit 
in debate flap 
WASHINGTON—The League 
of Women Voters filed a suit 
last week to reverse a recent 
Federal Communications 
Commission ruling allowing 
broadcasters to sponsor politi-
cal debates. 
The commission move 

broadened the so-called Aspen 
Rule that exempted political 
debates from equal time 
requirements only if the debate 
was arranged by a third party. 
The league's petition concerning 
the ruling was filed with the 
U.S. Court of Appeals for the 
District of Columbia Circuit. 

fraggle Rock' 
grabs honors 
NEW YORK—Fraggle Rock, 
the Canadian Broadcasting 
Corp. production seen in the 
U.S. over Home Box Office, 
captured the International 
Emmy for children's program-
ming in ceremonies here last 
week. 
Swedish Television's The 

Miracle of Life won in the 
documentary category, but the 
remaining three awards all 
went to United Kingdom 
programs: HTV Ltd.'s Dan-
gerous Music for performing 
arts; Granada Television's King 
Llar for drama; and the British 
Broadcasting Corp.'s The Black 
Adder for popular arts. 

Unkle takes helm 
of new LBS post 
NEW YORK —Robert Unkle 
has been named to the newly 
created position of vice presi-
dent of programming for Lex-
ington Broadcast Services as of 
Dec. 5. 
He was formerly an agency 

producer for Grey Advertising, 
handling television production 
projects including network 
series, made-for-syndication 
movies and children's specials. 

mission may modify log require-
ments to allow submission of 
local newspaper program guides 
and rating service tnformation. 
• License renewal—The com-
mission will no longer consider 
programming in license appli-
cation or renewal decisions. 
New stations will not have to 
submit programming proposals, 
nor will programming consider-
a tions be grounds to deny 
license renewal. 

*In its comment, the National 
Telecommunications and Infor-
mation Administration praised 
the deregulation proposals. "In 
a less regulated environment 
stations will find it in their own 
best interest to maintain aware-
ness of community needs, 
avoid overcommercialization 
and serve their communities' 
programming needs." 

Calling for the repeal of 
standards on the amount of 
commercials, the NTIA argued 
that marketplace forces would 

prevent too many commercials 
from being aired. 
The United Church of Christ 

and the U.S. National Council 
of Churches of Christ criticized 
the deregulatory proposals as 
"premature" and "governed 
more by speculation than ha rd 
data." 
The church groups were 

particularly critical of compar-
isons between radio and televi-
sion deregulation. "If the FCC 
pursues the same course in 
TV—with its network domina-
tion. and copycat advertiser-
oriented programming—the 
results to the public interest 
could be disastrous," they 
argued in the comments. 
The proposed rule changes, 

the groups charge, will gut the 
regulatory leverage of the com-
mission, reducing the power of 
license renewal to more of a 
"sham than a statutory obliga-
tion to adhere to the public 
interest." 

Congress hammers out 
$145 million CPB budget 
WASHINGTON — Congress 
hammered out a last-minute 
budget bill last week for the 
Corporation for Public Broad-
casting, authorizing $145 million 
for fiscal year 1984. 
The actual amount appro-

priated to CPB will not be 
determined until after the first 
of the year, when Congress 
starts a new session. The budget 
authorizations for fiscal years 
1985 and 1986 were $153 million 
and $162 million. 
One provision to the bill 

prevents member stations of 
National Public Radio and the 
Public Broadcasting System 
from providing interest-free 
loans. During the debate. Rep-
ublicans were critical of a 
$125,000 30-year interest-free 
loan made available to PBS 
President Lawrence Grossman 
by the broadcasting system's 
board of directors. 

CPB Vice Chairman Sharon 
Rockefeller praised the budget 
authorizations. "We have turned 

the corner and are grateful for 
Congressional recognition of 
our important public radio and 
television programs," she said. 

Republicans also were criti-
cal of NPR's problem with 
unauthorized American Ex-
press cards, one of the reasons 
the radio network ran into 
financial problems last spring. 

In a related development, the 
Senate confirmed CPB board 
nominees Harry O'Connor and 
James Hackett to terms that 
will end in March 1986. 

Correction, 
clarification 

In BW's 11/21 issue, a mis-
placed adjective described 
Hardcastle & McCormick, one 
of ABC's more popular new 
series, as "canceled." The refer-
ence was to CBS' Cutter to' 
Houston, which is due to leave 
the air Dec. 17. 

We're on 
the move. 

At Associated Press Broadcast 
Services, we want to get better as 
we get bigger. We already deliver 
the largest news wire service in the 
world. And we're proud to operate 
the largest single radio network in 
America. 

Until now, we've produced our 
wire service and radio network apart 
from each other, and that gave us 
an idea on how to get better. 

We've created a new home for 
all AP Broadcast Services—our 
radio wire, AP Network News and 
APTV high-speed service. It's the 
new AP Broadcast News Center in 
Washington, D.C. 

Our new address is 
1825 K Street, N.W., 

Washington, D.C. 20006 
Next time you're in Washington, 

come see us. You'll find nearly 
100 of the most talented news 
professionals working in a fully-
computerized, state-of-the-art 
broadcasting complex. 

But what's most important is 
that our broadcast wire staff and 
network reporters are working side 
by side. As a result, we're conveying 
the news with unprecedented speed 
and efficiency. 

And because it's important that 
everyone who works for AP Broad-

cast Services be close to the heart 
of the news, we've alsé moved our 
business office into the same 
facility. 

So, since November 21, the 
new AP Broadcast News Center has 
been home to all of the people who 
make AP Broadcast Services an 
important part of the broadcasting 
industry. 

Make a note of our new 
address and our new phone number. 
(202) 955-7200. 

When you're ready to join the 
biggest and the best, call Glenn 
  Serafin at Associated Press 
AO Broadcast Services. 

Associated Press Broadcast Services.Wthout a doubt. 
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KDOC ensnarled in controversy 
By Eric Taub 

ANAHEIM, Calif.—As every-
one in the television business 
must know, a pictorial record 
of an event is worth its weight 
in gold. In the last several 
weeks, KDOC-TV, the UHF 
station owned by entertainer 
Pat Boone, has found itself in 
the middle of two separate 
controversies. One visual record 
makes the station look good, 
while another picture—if it 
does exist—casts doubt on the 
good judgment of the station's 
general manager. 

First Wally George, its "very 
controversial" host of a televi-
sion talk show, invited a politi-
cal activist onto his program.• 
"George has a Joe Pine-like 
show," said Operations Man-
ager Hoshang Moaddeli. "He 
brings on the KKK, anti-abor-
tionists. He's very conservative 
and very Republican." This 
time, the very conservative 

Gutkowski joins 
Paramount unit 
NEW YORK—In a move re-
flecting an increased commit-
ment to the development of 
advertiser-supported program-
ming, Paramount Television 
has named Robert Gutkowski 
as vice president of advertiser 
sales for the company's Domes-
tic Distribution Division. 

Gutkowski, who will be based 
in Paramount's office here, 
joins the company from ESPN, 
where he had been vice presi-
den of programming since 
1980. 
As the executive responsible 

for selling Paramount's adver-
tiser-supported programming, 
he will be in charge of selling 
the company's new first-run 
weekly series, Taking Advan-
tage, as well as the World 
Television Premieres, Stars 
with David Steinberg and The 
Jesse Owens Story. 

Robert Jacquemin, Para-
mount senior vice president of 
sales, said Gutkowski would 

• act as a "liaison/consultant in 
the development of advertiser/ 
agency initiated programs." 
"As a result of Paramount's 

growing programming com-
mitments, one of (Gutkowski's) 
immediate priorities will be to 
increase his staff," Jacquemin 
added. 

Before joining ESPN, Gut-
kowski worked for NBC—first 
selling for The Today Show 
and The Tonight Show. He 
then moved to the sports de-
partment as director of sales. 
During his time in the sports 
department, Gutkowski was 
responsible for creating the 
Client Relations department. 

NAB calls ban 
on alcohol ads 
unconstitutional 
WASHINGTON—The National 
Association of Broadcasters 
has called a recent appellate 
court decision upholding 
Oklahoma's ban on the adver-
tising of alcohol products 
"plainly unconstitutional." • 
Arguing that the appellate 

decision disregards -well-
established principles of free-
dom of commercial speech, 
NAB called for the U.S. Su-
preme Court to reverse the 
lower court decision. The high 
court has been considering the 
issue since October. 
The American Broadcasting 

Companies Inc., the National 
Broadcasting Company Inc. 
and CBS Inc. have joined the 
NAB in opposition to the ruling. 

George invited the progressive 
Blase Bonpane. 
But Bonpane must have 

known about the political per-
suasions of his host, and decided 
to circumvent the established 
structure of the show. Brought 
on to discuss the invasion of 
Grenada, Bonpane took the 
original step of talking directly 
to the audience about his views, 
rather than responding to 
George's questions. 

• 
"He completely ignored 

Wally George," Moaddeli said. 
At one point. George is said to 
have risen from behind his 
desk, taken Bonpane by the 
shoulders and said, "If you 
don't behave, you'll be thrown 
out." Bonpane then is alleged 
to have turned over George's 
sound stage desk and stormed 
out. 

"We went on with the show," 
said Moaddeli. "But we left the 
desk overturned, just the way it 
was." 

Most of the national news 
shows picked up on the event. 
KDOC is confident about the 
turn of events, because it natural-
ly has the entire show on tape. 

But another visual record 
could turn out to be less than 
beneficial to the station. Ac-
cording to former KDOC on-
air commentator Leslie McRay, 
she was allegedly fired from her 
post at the station after she 
refused to have an affair with 
the station manager, Mike 
Volpe. 

Laurance Ring, McRay's 
attorney, filed a $10 million suit 
in federal district court last 
week, charging that Volpe 
wrote in pencil on a letter of 
intent to hire McRay, that 
McRay would promise to have 
oral sex with Volpe. 

Ring said McRay never no-
ticed the written-in clause and 
he claimed during a charity 
telethon, Volpe asked McRay 
to rent a motel room and wait 
for him there. 

Volpe allegedly asked her if 
she had checked into the room, 
but she said no, and then spent 
the night in'the makeup room, 
according to her attorney. It 
was after thio event that Volpe 
allegedly "vetoed her continued 
employment at the station," 
according to Ring. 

"I want them to own up, to 
apologize to Ms. McRay," 
Ring said. "And we also want 
compensation." Ring estimated 
that the suit would take be-
tween 18 and 24 months to go 
through the courts. Meanwhile, 
McRay has gone back to her 
job as the head of her own 
public relations firm. 

Volpe refused to answer 
questions about the matter and 
referred all inquiries to his 
attorney Thomas Sheridan. 
Sheridan did not respond to 
numerous calls made by BW 
soliciting his client's side of the 
story 'surrounding the allega-
tions. 

ALF: Media in watchdog 
By Brian Bremner 

WASHINGTON—Responding to a per-
ceived public displeasure with media accuracy 
and balance on controversial issues, the 
American Legal Foundation, a national 
media watchdog organization, launched a 
campaign in 1980 to improve the quality of 
media reporting and to protect the public's 
interest. 

Since then, the ALF has scrutinized media 
performance on a variety of issues, often 
appealing to the Federal Communications 
Commission, to the courts and to the 
networks with the hope of checking media 
excesses. 

Broadcast Week recently talked with Bill 
Kehoe, the executive director of ALF, about 
the role of this group and related issues. 

BW—How do you perceive the role of the 
ALF? 
ALF—Our function is representing the vast 
majority of the public, who want the broad-
cast industry to operate in the public's 
interest, who do not want meaningless 
regulation. On the other hand, we represent 
people who truly resent it when a station goes 
on the air and presents as fact twisted and 
distorted information. 
BW—Your organization has been one of the 
loudest opponents to the airing of the ABC 
program The Day After. What do you 
specifically object to? 
ALF—We think that ABC's denials regard-
ing the question of whether the network 
advocates a political position on the issue of 
nuclear weapons policy are unsubstantiated. 
The problem with the program is that it 
promotes a political opinion: that deterrence 
will not work. Worse yet, they have emo-
tionalized an issue that ought to be debated 
rationally. 

BW—The ALF has promised legal action 
against the ABC network. On what grounds 
will this action be based. 
ALF—If ABC knows for a fact that its 
program will inflict emotional distress on 
some percentage of its audience—especially 
children—it should not show the program. If 
it does, it certainly did not consider the public 
interests.• 
BW—How does your organization determine 
the "public interest." 
ALF—People come to us with complaints 
and specific instances of media bias. If after 
investigation, we determine that the public is 
being misled, then we will act. 
BW—The ALF has a reputation for being a 

B111 Kehoe 

rather conservative organization. Is this 
reputation accurate? 
ALF—It has been well-established that the 
most important media outlets in this country 
tend to be extremely liberal. If you are going 
.to use political classifications, we are much 
more conservative than the media. We 
consider ourselves a balance against groups 
.that would encourage the ultra-liberal medra 
to go even further. 
BW—Why do the major media organiza-
tions, in your view, tend to be liberal? 
ALF-1 think it is a combination of political 

, motives and individual motivations for 
success. Many organizations believe that 
good hard hitting journalism and misrepre-
sentation of facts are somehow the same. 
BW—What about the president's treatment 
of the press during the recent Grenada 
invasion. Was his policy appropriate? 
ALF—Perfectly. The essential role of this 
country is to preserve democracy. And I think 
the invasion was good for that reason. The 
president has a duty to protect military 
operations and civilians. During the invasion, 
there are so many variables that the press 
would have been a high risk factor. 
BW—What then is the essential role of the 
press in this country? 
ALF—The press should play two roles. When 
it does reporting it should be the objective 
standbyer, presenting all sides of the issue. 
The press should not confuse its reporting 
role with its editorial role, in which sub-
jectivity replaces objectivity. 

NWT wants 
'star' reach 
NEW YORK—New World 
Television, incorporated re-
cently as a subsidiary of New 
World Pictures, begins opera-
tions with 16,A hours (Alcorn-
mined network programming, 
as well as development deals 
with all three broadcast TV 
networks, H BO and Showtirne. 
"Our long-term strategy at 

New. World is to become the 
home of the stars," said Harry 
Sloan, New World president. 
"Our focus will be on making 
performer deals." 
To that end, production 

companies already working on , 
pilots, series and TV movies for 
New World include Gary 
Coleman's Zephyr Produc-
tions, Linda Evans Produc-
tions, Ron Howard's Major H 
Productions and Erik Estrada's 
Estrada Productions. 
Major H Productions, which 

has a commitment with NBC 
for three Movies of the Week, is 
co-producing several projects 
with Anson Williams' Anson 
Productions. The company 
also is developing the two-hour 
telefilm Just a Missing Kid. 
Zephyr Productions is cur-

rently producing New World's 
The Fantastic World of D. C. 
Collins, starring Gary Cole-
man, for an NBC Movie of the 
Week. Zephyr also will pro-
duce Coleman's next TV series 
for New World. 

Estrada Productions has 
slated two Movies of the Week 
for NBC—one of which will 
star Erik Estrada. New World 
also is developing a series for 
NBC starring Estrada. 
"We believe this represents 

the largest number of com-
mitted network ,hours with 
which any television division of 
a motion picture company has 
ever begun operations," said 
Jonathan Axelrod, New World 
Television president. 

WRKI becomes 
8th ARI hook-up 
BROOKFIELD, Conn. — 
WRKI-FM here has become 
the eighth station to hook up 
with the Blaupunkt ARI system, 
which uses subcarrier signals 
and special radios to override 
low volume or tape cassettes 
with traffic reports. 

All of the ARI stations are 
now in the Philadelphia-New 
York area, with Detroit sche-
duled as the next Blaupunkt 
location. Then, the company 
expects to blanket the Southern 
California freeway system with 
14 regional affiliates in time for 
the Summer Olympics. 

CBN draws on 
ABC Westerns 
VIRGINIA BEACH, Va.— 
Two former ABC-TV series 
have proven strong draws for 
the CBN Cable Network, ac-
cording to October Nielsen 
ratings. 

The Rifleman, airing at 6:30 
p.m. EST, earned •a 2.2 in the 
network's own universe, while 
Alias Smith and Jones, at 7 
p.m., received a 2.4. The latter 
show also received a 3.4 rating 
for showings at 7 p.m. Saturdays 

Culture enhancement via TV meet topic 
By Adam Buckman 

NEW YORK Improving 
mutual perceptions of Japanese 
and American cultures through 
TV news is the subject of a two-
day conference in New York 
this week. 
The conference, "Communi-

eating Across Cultures:Japan/ 
United States Broadcasting 
Leadership Conference," will 
deal with news, documentaries 
and other public affairs program-
ming during the first day, Nov. 
30. 

Discussions on Dec. I will 
focus on changes in program-

ming possibilities wrought by 
many technological advances 
and their implications for 
Japanese and American society. 
The Japan Society will also 

honor Frank Stanton, president 
emeritus of CBS Inc., and 
Kiyoshi Hera, -chairman of 
Asahi Broadcasting Co. 

The two-day conference is 
being co-sponsored by the 
Japan Society, the National 
Association of Broadcasters, 
the National Association of 
Public Television Stations, the 
Japan Broadcasting Corp. 
(NHK) and Japan's National 
Association of Broadcasters.. 
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Ride 'em, cowboy 
After drawing entries from his favorite cowboy hat, KRON-TV's Telecopter 4 reporter Bob 
McCarthy gave 200 fans a free ride at the Grand National Rodeo, which took pl3ce at the Cow 

Palace in San Francisco recently. 

Competitors offer TV views 
Three of the main speakers at 

the recent Television Bureau of 
Advertising 29th annual meeting 
related television viewing to 
countrywide trends in the re-
mainder of the 1980s. Excerpts 
from their comments follow. 

By Bill Dunlap 

LAS VEGAS—The three major 
speakers at the Television Bu-
reau of Advertising conference 
here included two from com-
peting media—Marshall Loeb, 
managing editor of Money 
magazine, and Joel Garreau, 
editor of the Washington Post's 
Sunday "Outlook" section— 
and Allen Janger, executive 
director, management systems 
program group, of the Confer-
ence Board. 

Money's Loeb said the social, 
political and economic changes 
in the country are bound to 
affect television viewing habits 
and that those who keep up 
with these trends and changes 
will do better than those who 
try to ignore them. 
He described the 10 major 

developments that will "sub-
stantially change the American 
nation and our economy" in the 
middle to late 1980s. They are: 

I. The continued rise to 
power of American women, 
which Loeb says will make 
recessions milder and briefer by 
providing more households 
with two incomes and thus 
more stability, and will im-
prove business by providing a 
larger talent pool. 

2. The emergence of a tech-
nology-oriented era. 

3. A shift in foreign affairs 
away from a U.S.-Soviet axis 
toward a U.S.-Third World 
relationship in which the 
"materials-rich developing na-
tions will increasingly be after 
the wealth of the developed 
nations." 

4. The problem of huge in-
ternational debts, primarily by 
developing nations. He cited 
the possibilities of national 
bankruptcies and the failure of 
U.S. private banks. 

5. Slower and spottier econ-

omic growth in the U.S. Loeb 
predicted a 5 percent growth in 
the economy next year and 3 to 
4 percent in 1985. Interest rates, 
he said, wiIl remain high, but 
trend downward. Common 
stocks, particularly through 
good mutual funds, remain a 
good buy. 

6. More efficient use of fuels. 
7. A "European style of 

living," in which smaller can be 
better. Goods that sell in this 
style of living will deliverquality 
and value. 

8. Increasing doubt in the 
free economic system, despite 
which, Loeb said, the systems 
will "survive, grow and expand." 

9. Growing support in both 
parties for policies that will 
stimulate capital formation. 

10. The five ingredients for 
economic, political and social 
success in the period will be a 
rich argicultural base, energy 
resources, raw materials re-
sources, advanced technology 
and industry, and an educated 
and motivated populace. "Only 
three nations hit all five," Loeb 
said, "Canada, Australia and 
the United States. 
"What we lack," he concluded, 

"is the will and resolve to 
exploit our assets and that can 
be surmounted," with television 
and the other media contribut-
ing. 
Garreau said the homog-

enization of the continent that 
took place after World War II 
has turned around, dispersing 
power and money influence. 

North America now, accord-
ing to Garreau. is made up of 
nine "nations." They are the 
declining "Foundry" of the 
North Central and Northeast, 
New England, the emerging 
Dixie, the northern Pacific rim 
of Ecotopia, Mexamerica, the 
Great Plains Breadbasket, The 
Empty Quarter in the North-
west, Quebec and the Caribbean 
islands. 

"People in these nations are 
going after their own problems 
in their own ways and giving 
tremendous headaches to those 
who try to come up with con-
tinent-wide solutions to any 

problem, whether it be market-
ing or energy policies," Garreau 
said. 
"The significance is that this 

revylution has allowed power - 
and money itifluence to be 
dispersed as never before. Peo-
ple are not taking orders from 
the old power bases." 

Janger, an expert on corpor-
ate structure and management, 
described new approaches to 
company organization, groups 
and divisions and the needs for 
new methods of communica-
tion throughout the corporate 
structure. 

SMN affiliates ask 
for 'marketing' aid 
By Adam Buckman 

DALLAS—Members of the 
Satellite Music Network Affili-
ates Board expressed satisfac-
tion with the network's formats 
and customer service, but called 
for "more marketing support" 
at the board's first annual 
meeting, held at Dallas' Lincoln 
Radisson Hotel Nov. 19-21. 
The board also set up a 

"rotation system" under which 
four of the board's 12 seats 
would be up for grabs each 
year. The system would result 
in the elections of 12 new board 
members every three years, said 
Linda Snow, SMN marketing 
director. 

While several board members 
requested greater marketing 
support, Snow said "input 
from affiliates was positive." 
She also noted that the network 
is developing new promotion 
materials to be presented to 
affiliates soon. 

Specifically, affiliate repre-
sentatives asked for more pro-
motion of weekend specials 
and countdown programs, while 
some asked for an additional 
minute of news each hour, 
Snow said. 
"The Affiliate Board repre-

sents an important communi-

cations channel between the 
network and the radio stations, 
and their input and support are 
of immeasurable value to the 
network," said John Tyler, 
SMN chairman and CEO. "We 
wanted our Affiliates Board to 
visit us at home," he added. 
As part of the three-day 

meeting, Affiliates Board mem-
bers visited Texas Stadium to 
see the Dallas Cowboys drub 
the Kansas City Chiefs. They 
also returned home with posters 
autographed by all the Dallas 
Cowboy cheerleaders, thanks 
to cheerleader Melinda May, 
an SMN secretary. 
Members of the SMN Affili-

ates Board include Chairman 
Bob Glassburn of K ROW, 
Renos Nev.; Jan Kantor, W LEQ-
FM, Fort Myers, Fla.; Bill 
Wright, WMOH, Hamilton, 
Ohio; Terry True, WI By, Belle-
ville, Ill.; Jim Bundy, KCMN, 
Colorado Springs, Colo.; Don 
Furr, WMPA/WHAY-FM, 
Aberdeen, Miss.; Eddie Fritts, 
WPAD, Paducah, Ky., NAB 
President; Steve Dewalt, KBOR/ 
KIOU-FM, Corpus Christi, 
Texas; Chuck Larsen, KTXY-
FM, Jefferson City, Mo.; Jahn 
Garabedian, WGTF-FM, Nan-
tucket, Mass.; and Ron Sewell, 
KECO, Elk City, Okla. 

STC offers capital funding 
WASHINGTON—The Satel-
lite Television Corp. announced 
recently that it will incorporate 
a Minority Enterprise Small 
Business Investment Corp. to 
encourage minority involve-
ment in new communication 
technologies. 
The satellite outfit's parent 

company. COMSAT, report-
edly is putting up $1 millicn in 
capital investment for the pro-
ject. 

STC plans to develop a multi-
channel system that can be 
transmitted from satellite to the 
home. 

Turner package attracts 74 
ATLANTA— I urner Network 
Television approaches the mid-
point of its three-event fall 
syndication package Nov. 26 
with at least 74 stations signed 
to carry the Louisville-Kentucky 
college basketball clash. 

Last Thursday's broadcast of 
the Miss World Contest was 
picked up by 63 stations and 
the Dec. 22 Hall of Fame Bowl 

football game already has 77 

stations committed. 

Windy City stop 
Hawaiian entertainer Al Harrington. former star of the hit television series "Hawaii Five-0", stopped 
in Chicago to discuss his new Christmas album and on behalf of the Hawaii Visitors Industry. With 
Harrington are Lon Dyson, WLS newsman, and Paul Gallis, veteran radio promotion man. 
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NBC correspondents 
Bonnie Anderson, Ken 

Bode, Doug Kiker and Don 
Oliver (right) joined KING 5 

anchor Jean Enerson 
(second from right) at a 

Rotary Club luncheon. The 
correspondents were in 

town visiting KING-TV as 
part of the station's 35th 

anniversary celebration. In 
addition to speaking at the 
Rotary luncheon, they gave 

interviews and were the 
special guests at a 

reception honoring KING 5 
news. 

Roberts joins RKO 
as vice president, 
program director 
NEW YORK—Dave Roberts 
will join the RKO Radio Net-
work as vice president and 
director of programming on 
Nov. 28, RKO President 
Thomas Burchill announced 
last week. 

Roberts replaces Dan Griffin, 
former vice president and 
director of programming, who 
moves to Boston to take over as 
general manager of WR KO 
radio. 
R KO's new program director 

comes to the network's New 
York headquarters from San 
Francisco, where he was man-
ager of market research for the 
CBS-FM Owned Station and 
program director of KRQR 
FM, owned by CBS. 
Roberts also has been 

program director of San F 
cisco's KYA-AM/ FM 
K POI, Honolulu. 

DBS entrepreneurs: Who will survive? 
Part two 

This is the second oftwo parts 
exploring the DBS industry. In 
this installment BW looks at the 
problems and possible solutions 
facing this emerging technology. 

By Eric Taub 

LOS ANGELES—Whatever 
the ultimate penetration, it 
appears that only a handful of 
the DBS competitors will survive 
after launch while many others 
will never make it off the 
drawing board. 
USCI and Comsat officials 

see two to.three services at the 
most in the DBS business. "If 
DBS gets as few as three million 
homes total," Flaherty said, 
"that's a small enough number 
to guarantee financial disaster 
for three aggressive competitors, 
but enough for a small profit for 
one." 

"With two to five million sub-
scribers, there's a DBS busi-
ness," Galkin said. "There's 
even a business with one million 
subscribers, if you spend very 
little money on programming 
and marketing. But I think 
we'll have five million sub-
scribers by 1990." 

"My hunch is that there is 
only room for one or two DBS 
services," said Richard Adler, 
research fellow at the Institute 
for the Future, in Menlo Park, 
Calif. "The problem is that 
each company did its demand 
study as if it were the only 
company that would be in the 
marketplace." Adler agrees 
that DBS will be no competition 
for cable's diverse program 
offerings, especially in the 
industry's early stages. "A 
package of five to six coordi-
nated channels of programming 
can be very attractive, especially 
to those households that already 
get network programming, 
assuming that the prise/per-
formance trade-off is a good 
one." 
With the industry's immense 

start-up costs, it is highly 
unlikely that initial monies will 
be spent to do much besides 
present already produced pro-
gramming. But will that pro-
gramming be available? "The 
best programming goes to the 
larger outlets," said Flaherty. 
"The pecking order of HBO, 
Showtime, The Movie Channel 
and Cinemax will remain at 
least for the next three years. 
DBS is really a technology of 
last resort for pay TV." 
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According to one financial 
analyst, the original plans for 
DBS envisioned, at least tacitly, 
a somewhat different configur-
ation in the world."My thesis is 
that, four years ago, the DBS 
industry didn't expect HBO to 
be scrambled." The analyst's 
point was that DBS subscribers 
might have been more prone to 
buy the service if they thought 
that they could also pick up 
HBO. 
DBS subscribers' program 

choices will be further reduced 
thanks to the present inability 
of system suppliers to agree on 
a common DBS technology. 
With the public's awareness 
that cable offers a multitude of 
channels, potential customers 
may be wary of putting out a 
large sum of money for hard-
ware that will not allow them 
even to see programming that 
their next door neighbor might 
be purchasing from a competing 
DBS supplier. 

Tech by tech 
At the present time, sub-

scribers to the USCI service 
will pick up a standard NTSC 
color signal. Depending on a 
customer's placement within 
the low-power satellite's foot-
print, one of four dish antennas, 
ranging in size from .75 to 1.2 
meters, will be used. 

On the other hand, STC 
subscribers may receive another 
type of signal. "While we've 
made no formal decision," said 
STC Vice President of Engineer-
ing, Leo Keane, "I expect that 
we'll use a form of MAC." 
Similar to a DBS transmission 
standard that is currently under 
discussion in Britain for use in 
its own DBS systems, MAC, or 
multiplexed analogue com-
ponents, allows for color and 
brightness information to be 
separated rather than sent 
simultaneously, as is now the 
case with the United States' 
NTSC color system. The 
separating of information pre-
vents the bleeding of colors and 
eliminates the strobe effect that 
is common when certain geo-
metrical shapes are passed over 
by a camera. While at first the 
new standard will result in only 
"relatively subtle improve-
ments," according to Keane, 
"our real orientation is to the 
future. But (MAC) can be 
implemented at nearly zero 
cost at the outset." 

DBS does have that advan-
tage of providing picture quality 
that's superior to both over-
the-air broadcast or even cable 
systems, in some cases, due to 

the latter's deteriorating plant 
or smaller than required earth 
stations. 
CBS has long been an advo-

cate of high definition television 
and has proposed the building 
of a DBS satellite expressly for 
high definition transmissions. 
Its recently revised proposal for 
HDTV would allow for a signal ' 
that would be both compatible 
with existing 525-line TV re-
ceivers, while enabling those 
with HDTV receivers to view 
an enhanced, 1,050-line picture. 
"The CBS proposal is exactly 

in the spirit of what we're 
looking for," STC's Keane 
said, adding that the company 
is investigating the possibility of 
providing a wider aspect-ratio 
picture, as would the currently 
touted HtiTV proposals. "We 
also have other HDTV ideas 
that we're going to try and 
move up within the lifetime of 
our service" 

Catching Hollywood's eye 
While the relatively smaller 

amount of money that DBS has 
to spend on programming cer-
tainly limits its marketplace 
clout, it is also in the interests of 
the major Hollywood studios 
to do business with the new 
players. HBO's dominance in 
the industry is greater than 
many studios like, company 
insiders have said; consequently, 
increased competition is wel-
comed by them. 

While paying on a per-sub-
basis would obviously, at this 
time, amount to virtually no 
money going to the studios, 
"We're looking to pay our fair 
share to program suppliers," 
STC's Galkin said. The com-
pany is currently paying studios 
a license guarantee, until its 
subscriber base becomes sub-
stantial. 

But DBS means more to the 
studios than just an alternative 
source of revenue. It is con-
ceivable that, with the develop-
ment of HDTV, studios will no 
longer have to spend millions 
on print costs for local movie 
theaters; instead, an image 
could be picked up by a theater 
from a roof antenna and trans-
mitted directly to the screen. 
Alternatively, a theater could 
tape a high definition image on 
its own VCR for later projec-
tion. 
DBS also allows studios to 

gain more control over the 
home distribution of their 
product. At some point in time, 
a studio could decide to distri-
bute its own service via DBS, 
bypassing both other DBS 
operators and  pay cable services. 
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The implications of the new 
technology seem to be under-
stood by the studios. Current 
licensing agreements, which in 
the cable business a re cond ucted 
at lower executive levels, have 
now, at least at one studio, 
required the participation of 
top corporate management. 
"These are unusual days," 
commented one DBS executive. 
"Although I don't think it will 
happen, with DBS, the 'son of 
Premiere' becomes a reality. 
Consequently, today's deals are 
getting the attention of the top 
people." 

HBO: An open question 
Looming behind all the flurry 

and publicity of today's DBS 
announcements and sta rt-ups 
is one formidable, but seemingly 
quiescent potential competitor: 
HBO. 
"HBO's participation in 

DBS would change the whole 
picture," said one DBS source, 
pointing out that the company's 
success and name recognition, 
as well as its financial clout and 
marketing expertise, would put 
it in good stead. 

But what would an HBO 
DBS service look like? There 
are continued rumors that 
discussions have been held with 
Turner Broadcasting and others 
over the possibility of jointly 
providing a package of services, 
utilizing their transponders on 
Hughes' recently launched 
Galaxy I satellite. But several 
studios say that HBO does not 
have DBS rights to their enter-
tainment product. 

"We have never granted 
DBS rights to HBO," said an 
executive at Universal. The 
same is believed to be true at 
Warner and Paramount. And it 
is understood that at least some 
smaller distributors who may 
have given DBS rights to HBO 
in the past now are rethinking 
their policy. 
HBO eventually could pro-

vide a mini-HBO service via 
DBS utilizing titles for which it 
already possesses DBS rights— 
such as films licensed prior to 
completion, as well as all of its 
own original programming. 
But such strategy would not 
be in the cards, according to 
HBO President Frank Biondi, 
who stated that company 
lawyers believe existing con-
tracts already provide HBO 
with DBS rights. 

"DBS may be attractive as an 
add-on service," Biondi added. 
"A lot of people would share 
the idea that a stand-alone 

service won't work." The Î - 
on service would supplemé a 
cable operator's service a a, 
delivering programming. to 
those in the unwired areas of 
the franchise. 

"HBO has nothing to gain by 
doing anything quickly," com-
mented Prudential Bache First 
Vice President Barbara Dalton-
Russell. "I don't think that they 
want to be marketed poorly." 

One possible scenario ac-
cording to Dalton Russell is 
that HBO, along with other 
program suppliers, could call 
on .a large MSO, such as TC1 or 
ATC, to market and service a 
DBS venture, selling to cus-
tomers close to local franchises. 
"It makes so much more sense 
to use audiences within the 
reach of cable systems, rather 
than trying to reinvent the 
wheel, as DBS is doing," Dal-
ton-Russell said. 

With the cable industry's 
formidable head start, the future 
success, of the DBS business 
may indeed lie beyond providing 
entertainment programming to 
under- or non-cabled areas. 

For Galkin, part of the inter-
est in DBS will come from 
DBS' other potentials. "Stereo, 
text and software downloading, 
data base availability, games, all 
on a pay-per-view basis; all this 
intrigues me. It's frosting on the 
cake." 

According to Galkin, the 
company has held preliminary 
discussions with publishers and 
data base owners about the 
possibility of providing soft-
ware to specific interest groups 
of professionals. 

"We'll be able to offer80 tiers 
per month of pay-per-view 
programming. Say that you 
were a fan of CBS Cable's 
Signature, you could have 
purchased just that program. 
Will it be profitable for us? All 1 
can say is that it looks interest-
ing." 

For Adler, DBS' strong suit 
will not be in entertainment at 
all. "The telephone was origin-
ally designed just to allow two 
people to communicate. Today, 
it's a major source of data 
transmission. I think that the 
same will happen with DBS." 

The viability of DBS as a 
purveyor of entertainment also 
depends on the cable industry's 
own response. With cable's 
continued growth, improved 
programming, packaging and 
customer service, the industry 
will only ensure its own domi-
nance. 
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Time video profits strong, TV ventures falter 
By Bill Dunlap 

NEW YORK-Time Inc. is 
continuing to ride high on the 
strong profits of its video 
division, but for the third time 
this year the company has had 
to back out of a television or 
cable related venture and eat 
the losses. 

Last week's announcement 
that Time has ended a two-year 
test of a national N ABTS-
format teletext service by de-
ciding not to enter the business 
ame as no real surprise. It had 
en rumored for some time. 
me reportedly had invested 

about $25 million in the project. 

Earlier this year. Time exited 
the subscription television 
business by selling its last STV 
service in Boston. The company 
absorbed losses of more than 
$21 million this year before 
giving it up. Before that, the 
failure of TV-Cable Week, the 
company's weekly magazine of 
cable and broadcast television 
listings, cost some $47 million 
in the current year. 

Time's teletext service was 
intended to be cable delivered 
via a full-screen rather than 
through over-the-air vertical 
blanking interval and was tested 
extensively at Time-owned 
cable systems in San Diego and 
Orlando, Fla. 
The company was trying to 

develop a sophisticated teletext 
service with some computer-
like capabilities that in various 
ways permitted uses resembling 
the two-way systems known as 
videotex. 

About 100 Time employees 
were involved in the teletext 
project. Officials said that the 
decision last week does not 
mean that Time is totallyaban-
doning the electronic publishing 
business. A group of about 20 
people will continue to study 
teletext opportunities, Time 
said. Those being laid off will 

leave their jobs Dec...31. Time 
said it will try to place as many 
of them as possible within the 
company. They will be given 
the same priority in hiring as 
the 250 employees who were 
laid off after the shutdown of 
TV-Cable Week, and the com-
pany will continue its freeze on 
hirings from outside Time. 

Analysts and industry ob-
servers didn't seem to think 
that Time's decision on teletext 
bodes ill for the business as a 
whole. Teletext consultant 
David Simons of New York's 
Digital Video Corp. thought 
Time "got much too far ahead 
of themselves with the technol-
ogy. They sought to base a 
station on technology which 
could not be developed at 
reasonable prices within a 
reasonable period of time," he 
said. 

Teletext service using the 
World System is offered over 
cable television by Keyfax-
owned by Centel, Honeywell 
and Field- using the vertical 
blanking interval of Turner 
Broadcasting's WTBS-TV to 
reach some 300 locations. 

Over-the-air teletext, via the 
World System, is offered by 
Taft Broadcasting in the Cin-
cinnati area. NBC and CBS 
now provide NABTS teletext 
service, but those services are 
not commercially viable yet 
beca use decoders to receive the 
service are not available. 

Albert Crane, vice president 
of the CBS service, Extravision, 
said Time was "attempting to 
build a much bigger mousetrap 
than the cost could handle. 
They were trying to go too far, 
too fast." Crane described the 
CBS service as "a mass, over-
the-air, cheap service. 
"We're not attempting to 

build the Cadillac of teletext 
systems," Crane said. 
The consensus on teletext 

these days is that it is still 
embryonic and may take years 

Metromedia deal stirs concern 
SECAUCUS, N.J. Metro-
media Inc., which occasionally 
has been taken to task by the 
financial community for imagi-
native accounting practices, 
announced a deal last week 
similar to one that raised some 
hackles last summer. 
The company completed an 

agreement under which certain 
real estate assets were sold to a 
limited partnership for approxi-
mately $125 million with Metro-
media retaining the right to 
repurchase the assets in 20 years 
at fair market value. The assets 
consist of 30 parcels of land and 
improvements that have been 

leased back to Metromedia, 
which will continue to conduct 
business on them. 
A similar deal involving the 

sale of Metromedia's outdoor 
billboa rd business wasattacked 
by Barrons in its Aug. 8 issue by 
accounting professor Abraham 
Biloff. He contended the deal 
was a financing arrangement, 
not a sale. The article caused a 
sharp drop in Metromedia 
stock. 

Metromedia said funds from 
the latest transaction will be 
used to reduce debt, for previous-
ly announced acquisitions and 
general corporate purposes. 
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TransCOM buys 
KNNN for $4 million 
PHOENIX, Ani/. Bob Herpe, 
former NRBA chairman, and 
Eric Hauenstein, former vice 
president and general manager 
of Sandusky Newspaper Sta-
tions, have formed TransCOM 
Communications Inc. and 
agreed to buy KNNN-FM in 
Phoenix for $4 million. 
Herpe formerly held radio 

properties in New Haven, 
Conn., and Orlando, Fla. He is 
chairman and chief executive 
of the new company. 

Hauenstein was a co-owner 
of KDKB-FM, Phoenix. He is 
president and chief operating 
officer. 

Rainbow, Playboy sign 
long-term pay-TV pact 
WOODBURY, N.Y.-Rain-
bow Programming Services 
said it has entered into a long-
term distribution agreement 
with Playboy Enterprises Inc. 
for distribution of the Playboy 
Channel on cable and the rights 
to distribute it on all forms of 
pay television, including sub-
scription, direct broadcast satel-
lite and microwave. 
Rainbow now markets and 

distributes the channel on cable. 
Playboy retains overseas 

rights for pay television and all 
rights for home video, com-
mercial television and theatrical 

to mature. CBS and NBC both 
have scaled back their efforts 
and sales of Zenith decoders for 
Taft's Cincinnati system are 
said to number fewer than 300. 
Gary Arlen of Arlen Com-

munications in Bethesda, Md., 
said NBC and CBS will face the 
same problems Time faced. 
"Time tried to accelerate the 
process of getting decoders out 
there. CBS and N BC are waiting 
for teletext decoders to go into 

the market, which is months, 
possibly years, away." 

Arlen is looking for teletext 
to become a real business in 
1986 or 1987. 
Simons believes that the 

advent of digital television will 
bring teletext with it. "It looks 
like some U.S. set manufactur-
ers will begin incorporating 
digital chips into top of the line 
models in 1985," Simons said. 
"With teletext, once you have 

dairomikdoulkaddri 
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these digital circuits in the set, 
you can add teletext very in-
expensively." Zenith already 
has announced its intention to 
use an !TT chip in some sets 
starting in early 1984. 
"My sense is that by '87, at 

least 10 percent of all TV sets 
produced for the U.S. market 
will incorporate teletext, -
Simons said. "That portends 
great things, certainly for over-
the-air broadcast teletext." 
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ABC 
ADAMS-RUSSEL 
AMER. ELECT. LABS 
AFFILIATED PUBS. 
A.H.BELO 
AMERICAN EXPRESS 
AMERICAN FAMILY 
ARVIN INDUSTRIES 
BARRIS IND. 
BBDO INTL. 
JOHN BLAIR 
BURNUP & SIMS 
CABLE TV INDUSTRIES 
CAPITAL CITIES COMMUN. 
CBS 
C-COR ELECTRONICS 
CETEC 
CHARTER CO. 
CHRIS-CRAFT 
CHYRON 
COCA-COLA 
COHU 
COMCAST A 
COMPACT VIDEO 
COUAC 
COX COMMUN. 
WALT DISNEY PROD. 
DOW JONES & CO. 
DOYLE DANE BERNBACH 
DUN & BRADSTREET 
EASTMAN KODAK 
ELECT MISSLES & COMMUN. 
FAIRCHILD IND. 
FOOTE, CONE & BELDING 
GANNETT CO. 
GENERAL ELECTRIC 
,GENERAL INSTRUMENT 
GENERAL TIRE 
GETTY OIL 
GRAPHIC SCANNING • 
GREY ADVERTISING 
GROSS TELECASTING 
GULF UNITED 
GULF & WESTERN 
HARRIS CORP. 
HARTE-HANKS 
HERITAGE COMMUN. 
INSILCO CORP. 
INTERPUBLIC GROUP 
JEFFERSON-PILOT 
JOSEPHSON INTL. 
JVT GROUP 
KNIGHT-RIDDER 
LEE ENTERPRISES 
LIBERTY 
LIN BROADCASTING 
M/A COMM 
MCGRAW HILL 
MCA 
MCI COMMUN. 

MEDIA GENERAL 
MEREDITH 
METROMEDIA 
MGM/UA 
MICRODYNE 
3M 
MOTOROLA 
MOVIELAB 
MULTIMEDIA 
NEW YORK TIMES CO. 
A.C. NIELSON CL A 
NO. AMER. PHILLIPS 
OAK INDUSTRIES 
OGILVY & MATHER 
ORION 
ORROX CORP. 
OUTLET CO. 
POST 
RCA 
REEVES COMMUN. 
ROCKWELL INTL. 
ROLLINS 
RSC INDUSTRIES 
SCHERING-PLOUGH 
SCIENTIFIC-ATLANTA 
SCRIPPS HOWARD 
SIGNAL COS. 
SONY CORP 
STORER comm. 
TAFT BROADCASTING 
TECH OPERATIONS 
TEKTRONIX 
TELEMATION 
TELEMET (GEOTEL INC.) 
TELEPICTURES 
TEXSCAN 
TIME INC. 
TIMES MIRROR 
TOCOM 
TPC COMMUN. 
TURNER BROADCASTING 
UNITED TELEVISION 
UNITEL VIDEO 
VARIAN ASSOCIATES 
VIACOM 
VIDEO CORP. OF AMER. 
NARRER COMMUN. 
WASHINGTON POST CO. 
WESTERN UNION 
WESTINGHOUSE 
WOMETCO 
WRATHER 
ZENITH 

NET 
CHANGE CHANGE 

CLOSING CLOSING IN IN 52 WEEK 
11/16 11/22 PERIOD PERIOD HIGH LOW P/E 

56.13 55.88 -.25 -.45 69.75 35.38 10 
23.63 23.88 .25 1.06 30.88 12.00 21 
32.00 29.00 -3.00 -9.38 44.25 12.50 37 
39.50 40.25 .75 1.90 45.00 26.88 15 

.00 .00 52.00 18.50 11 
34.63 34.63 .00 .00 49.50 17.63 10 
23.13 22.63 -.50 -2.16 24.13 9.50 12 
27.63 28.50 .88 3.17 30.25 11.88 15 
4.50 4.63 .13 2.78 9.50 1.63 24 

40.50 39.75 -.75 -1.85 47.0o 21.88 13 
33.75 34.75 I.00 2.96 46.50 15.00 14 
5.25 6.25 1.00 19.05 14.63 5.00 D 

• 5.50 5.50 .00 .00 9.75 3.00 25 
149.50 146.63 -2.88 -1.92 157.50 67.75 18 
70.00 68.50 -1.50 -2.14 81.75 36.13 12 
10.50 11.00 .50 4.76 35.13 14.50 13 
10.25 10.63 .38 3.66 12.88 3.88 20 
10.25 9.50 -.75 -7.32 15.50 7.00 6.1 
24.88 24.38 -.50 -2.01 61.38 19.25 29 
19.50 22.00 2.50 12.82 29.25 10.75 29 
55.50 55.25 -.25 -.45 57.38 34.50 13 
7.38 8.00 .63 8.47 10.63 3.88 17 
19.75 20.50 .75 3.80 25.25 9.50 19 
5.25 5.00 -.25 -4.76 10.50 2.63 18 
16.75 17.38 .63 3.73 24.00 1.50 13 
43.88 42.00 -1.88 -4.27 55.25 26.75 17 
50.25 49.00 -1.25 -2.49 84.75 49.63 18 
50.00 49.75 -.25 -.5o 56.25 17.88 30 
22.75 20.75 -2.00 -8.79 28.50 14.25 17 
63.00 61.63 -1.38 -2.18 70.00 34.13 21 
72.50 73.25 .75 1.03 98.13 68.13 15 
9.75 9.00 -.75 -7.69 18.50 10.00 D 

21.13 22.00 .88 4.14 24.88 13.63 16 
49.00 49.00 .00 .00 51.50 29.50 11 
60.00 63.13 3.13 5.21 72.00 33.13' 18 
54.88 56.00 1.13 2.05 57.75 31.38 13 
33.88 32.63 -1.25 -3.69 66.88 26.63 14 
32.63 33.75 1.13 3.45 37.50 21.00 13 
73.63 72.25 -1.38 -1.87 77.75 43.00 13 
6.13 5.88 -.25 -4.08 14.44 3.94 D 

110.00 110.00 .00 .00 110.00 57.00 8.8 
55.00 55.50 .50 .91 68.00 23.25 12 
29.88 31.50 1.63 5.44 30.25 19.00 9.6 
26.88 28.00 1.13 4.19 30.13 11.50 8.3 
38.00 38.88 .88 2.30 51.88 23.00 22 
22.00 23.50 1.50 6.82 26.75 10.63 15 
13.88 14.13 .25 1.80 15.00 7.38 28 
19.00 20.63 1.63 8.55 26.75 12.25 10 
51.75 52.75 1.00 1.94 62.00 28.88 11 
39.50 39.50 .00 .00 39.75 22.38 9.4 
12.00 13.50 1.50 12.50 20.00 8.13 9.4 
39.13 40.00 .88 2.24 43.00 14.75 21 
54.63 54.38 -.25 -.46 60.88 28.50 15 
23.00 24.38 1.38 5.98 25.75 11.63 14 
23.88 24.38 .5o 2.09 24.50 10.13 13 
20.00 21.00 1.00 5.00 24.63 8.88 21 
24.88 23.13 -1.75 -7.04 35.13 13.25 32 
46.63 44.25 -2.38 -5.09 53.88 22.63 19 
38.13 39.25 1.13 2.95 42.13 28.50 11 
14.38 15.13 .75 5.22 33.63 12.13 D 

55.00 56.25 1.25 2.27 65.75 34.25 11 
38.00 38.75 .75 1.97 42.63 19.25 9.9 
25.25 22.25 -3.00 -11.88 56.00 19.13 19 
14.25 13.50 -.75 -5.26 22.25 5.13 23 
9.25 9.00 -.25 -2.70 18.00 7.13 .29 

85.25 87.75 2.50 2.93 90.50 51.38 15 
140.88 139.75 -1.13 -.8o 150.00 59.00 26 

5.63 6.00 .38 6.67 7.63 2.00 D 
37.25 37.25 .00 .00 43.75 19.75 18 
89.88 87.38 -2.50 -2.78 91.75 36.00 16 
34.25 34.25 .00 .0o 39.75 22.88 15 
76.88 76.00 -.88 -1.14 79.63 33.50 12 
5.88 5.88 .00 .00 20.25 9.00 D 

48.75 48.75 .00 .00 60.75 31.50 14 
14.00 15.88 1.88 13.39 30.00 6.13 17 
3.50 3.38 -.13 -3.57 15.13 3.63 D 

43.63 43.50 -.13 -.29 43.75 15.00 33 
59.50 59.50 .00 .0o 59.63 26.00 21 
34.00 35.50 1.50 4.41 35.75 16.75 19 
10.75 10.75 .00 .00 28.63 12.00 19 
32.25 32.00 -.25 -.78 35.50 15.50 12 
16.13 16.75 .63 3.88 18.63 9.88 21 
5.13 5.13 .00 .00 7.50 4.00 67 

41.00 39.75 -1.25 -3.o5 48.13 30.00 11 
15.13 16.63 1.50 9.92 22.88 10.13 42 
24.75 25.25 .50 2.02 31.00 17.25 14 
31.25 32.50 1.25 4.00 39.75 13.13 29 
14.38 14.25 -.13 -.87 17.25 11.00 36 
30.88 32.75 1.88 6.07 34.50 19.00 D 
49.25 48.75 -.50 -1.02 57.00 28.25 14 
38.38 38.63 .25 .65 41.50 14.00 8.9 

. 80.50 80.13 -.38 _.47 86.75 34 .00 30 
7.00 7.00 .00 .0o 10.25 2.75 D 
1.88 1.88 .00 .00 4.50 1.50 23 

15.50 17.00 1.50 9.68 24.25 6.63 26 
18.00 18.63 .63 3.47 27.50 9.75 20 
63.50 61.38 -2.13 -3.35 78.38 25.50 24 
82.00 81.75 -.25 .-.30 88.00 35.50 17 
4.88 4.63 -.25 -5.13 14.00 6.50 D 
1.75 1.50 -.25 -14.29 3.00 1.38 D 

26.00 25.50 -.50 -1.92 30.75 10.00 74 
13.25 13.13 -.13 -.94 14.13 7.38 18 
9.13 8.75 -.38 -4.11 13.50 10.00 12 

55.00 55.25 .25 .45 73.00 17.38 25 
31.50 30.50 -1.00 -3.17 40.88 17.50 18 
11.13 11.25 .13 1.12 14.13 7.38 13 
21.25 20.75 -.5o -2.35 59.63 19.88 o 
68.75 68.38 -.38 -.55 72.00 32.50 15 
35.75 35.13 _.63 -1.75 54,25 25.25 11 
49.25 52.63 3.38 6.85 53.38 25.63 11 
41.75 441.50 -.25 -.60 43.88 19.75 25 
39.25 38.00 -1.25 -3.18 45.75 19.25 D 
33-00 33.50 .50 1.52 34.50 9.75 38 

closed for trading pendinz new issue 

Provided by Steven G. Hammer. A.E. Richey, Frankel 8 Co.. Boulder. Colo.. (303) 443-6830. The information and statistics 
contained herein have been obtained from sources we believe reliable but are not guaranteed by us to be all-inclusive or 

complete. This information is not to be construed as an offer or the solicitation of an offer to buy or sell the securities herein 
mentioned. This firm and/or its individual brokers and/or members of their families may have a position in the securities 

mentioned and may make purchases and/or sales of these securities from time to time in the open market or otherwise. 
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Continental Recording's 
Dan Flynn (right) presents 

station ID package lo WILD, 
Boston, President and 

General Manager Kendall 
Nash (second from right) as 
Jim Julian and Elroy Smith 

look on. 

WEZO shares the holiday spirit 
EAST ROCHESTER, N.Y.—WEZO-

FM's new album, The Festival 
of Christmas Music, which fea-
tures such holiday favorites as 
"The Christmas Song" by Bar-
bra Streisand, "0 Come All Ye 
Faithful" by Bing Crosby and 
"Mistletoe and Holly" by Jack 
Jones. is on sale at many Ro-
chester, N.Y., stores. All pro-
ceeds from the sale of albums 
will benefit Camp Good Days 
and Special Times, a recrea-
tional camp for children with 
cancer. 

Music for the album was 
chosen from WEZO's tradi-
tional 30-hour holiday pro-
gramming, and the actual album 
was produced by Sound Ap-
proach Inc., Exton, Pa. 

WSB-TV of Atlanta in a 
two-part series answered the 
question: What if Atlanta was 
hit by a one-megaton nuclear 
bomb? Reporter Marc Pickard 
interviewed experts to deter-
mine whether the city would be 
a primary or secondary target 
and how much damage would 
be inflicted in the event of a 
nuclear attack. The station also 
held special screenings of the 
controversial ABC special The 
Day After. 

WKYS-FM and WRC-AM 
of Washington will sponsor the 
third annual "Food for Christ-
mas" ball on Dec. 2 at the 

Shoreham Hotel. The drive is 
designed to bring food and 
clothing to Washington's elderly 
and poor. Last year's effort 
produced nearly 150,000 cans 
of food. 

WJLA-TV in Washington 
will provide a holiday hotline 
weather information service to 
help travelers. People will be 
able to call the hotline number 
to find out what weather condi-
tions are expected over the 
holidays. The hotline number— 
(202) 432-9777—will run from 
Nov. 22 to 24. 

Twenty-two outstanding 
high school scholar-athletes 
representing public high schools 
in the 18-county metro Atlanta 
area have been chosen for the 
1983 Metro Atlanta High 
School All-Star Football Team. 
Selection of the team was 
announced Nov. 11 by WSB 
Radio and Stone Mountain 
Park, co-sponsors of the annual 
competition. 
The team will be honored at 

an awards breakfast hosted by 
WSB Radio and Stone Moun-
tain Park on Dec. 10. Keynote 
speaker will be Bill Curry, head 
football coach of the Georgia 
Tech Yellow Jackets. 

Continental Recordings, Bos-
ton, has just completed an 
urban contemporary station 
ID package for WILD. The 
Continental creative team, 
headed by music director Rob 
Rose, worked directly with 
WILD Program Director El-
roy R.C. Smith to create a 
package in tune with today's 
urban contemporary sound 
and WI LD's slogan, "Your 
Kind of Music." The 1 5-cut 
package features soloists as 
well as group vocals and is 
currently being syndicated to 
urban stations in other markets. 

WSAZ-TV, Huntington, W. 
Va., aired a five-part series on 
the 1960 Kennedy campaign as 
it impacted the station's viewing 
area. The station contacted 
local area friends and acquaint-
ances of the president for the 
reports, which aired during the 
11:00 p.m. news show. 

The Pennsylvania Depart-
ment of Education has granted 
WPSX-TV, University Park, 
Pa., $16,420 to expand the use 
of television in providing Penn-
sylvania adults with literacy 
programs and high-school 
equivalency preparation pro-
grams. 
The project will be conducted 

by Penn State in association 
with the State College Area 
School District. 

Man's best friend 
WNBC radio morning man Don Imus greets puppies and kids 
after taping a series of radio and TV spots for the North Shore 
Animal League, Long Island, N.Y. 

How seemingly powerless 
victims of crime in Maryland 
are beginning to fight back is 
the subject of a multipart news 
series to air on Baltimore's 
WCBM-AM Dec. 5-9. 

Produced and presented by 
WCBM reporter Sue Kopen, 
Fighting Back examines the 
cases of three Maryland crime 
victims—an arson and robbery 
victim, a shooting victim and 
the mother of a murdered 
robbery victim. The report 
includes interviews with the 
three on the damage caused by 
these crimes and how they 

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 

Tom Howard can help His job is giving straight 
answers to tough questions about cigarettes In person 
or on the phone 

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

CALL TOLL-FREE (800)424-987 
THE TOBACCO INSTITUTE. 

. ........... . ...... . 

learned to cope with the result-
ing injuries while fighting for 
their rights as victims. 
The series will be featured 

each weekday with segments at 
6:21 a.m., 7:21 a.m., 8:21 a.m., 
4:21, 5:21 and 6:21 p.m. 

WCBM radio, Baltimore, 
will commemorate the 20th 
anniversary of the assassination 
of President John F. Kennedy 
with a series of chronological 
special reports beginning Nov. 
14. The series ends Nov. 22, the 
day Kennedy was shot in Dallas 
in 1963. 
The first part of WCBM's 

report features 30 one-minute 
reports by correspondent San-
der Vanocur to be aired five 
times daily from Nov. 14 to 
Nov. 21. 
On Nov. 22, the station will 

air an I8-part report on the 
president's assassination from 
reporter Herb Kaplow, who 
covered the Kennedy adminis-
tration. Each of the Nov. 22 
reports is one-hour long. 

WJLA-TV, Washington D.C., 
sent reporter Jack Conaty to 
Grenada last week with a con-
gressional delegation. Conaty 
prepared a series of reports on 
the aftermath of the recent U.S. 
invasion of the tiny Caribbean 
island. Interviews with Gre-
nadian residents and remaining 
U.S. troops were featured. 

When WLVA, Lynchburg, 
Va., designed its new van, the 
station management named it 
"WLVA Ambassador" and 
painted the dial location. 56, 
prominently on the van. Now, 
live broadcasts are handled 
from "The WLVA Ambassador" 
and the van is used, according 
to Joseph Sabatino, vice presi-
dent and general manager, "to 
spread good will throughout 
the community." 
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All together now 
Toshi Shimada, associate conductor of the Houston Symphony Orchestra, conducts workers 
manning the phones and computer terminals during a recent 62-hour radio marathon staged by 
KLEF-FM. Houston, and Honeywell. The annual event, broadcast Nov. 4-6 from Houston's Galleria 
mall, helped raise approximately $246,000 for the orchestra. 

WKYC heralded by Gabriel Awards 
CLEVELAND — WKYC-TV, 
channel 3, the NBC-owned 
station has been named among 
those receiving honors in the 
1983 Gabriel Awards competi-
tion, sponsored by Linda-LISA. 
The Certificate of Merit 

recognized WKYC for "con-
sistent high quality progràm-
ming, which includes artistic, 
entertaining, educational, infor-
mational and public service pro-
gramming. 

The 1983 Nippon Computer 
Graphics Association Grand 
Prix award has been given to 
Cranston/Csuri Productions, 
Columbus, Ohio. The Grand 
Prix is the highest award for 
excellence in computer graphics 
given by the Japanese associa-
tion. 

Also, The International Film 
& TV Festival of New York has 
awarded Cranston/ Csuri five 
medalist honors for its 1983 
competition. The medals were 
presented for computer anima-
tion for the following: U.S.F.L.I 
L.A. Express 30-second TV 
spot; ABC World News Tonight 
intro; ABC Nightline intro; 
KCNC-TV Denver promo:and 
the company's own demo reel. 

During WCLV, Cleveland, 
Salzburg Festival, broadcast 
Nov. 11 and 12, the station 
raised $16,322 for the Ohio 
Chamber Orchestra. The Salz-
burg Festival is one of two 
major fund-raising events that 
WCLV presents each year on 
behalf of Cleveland area arts 
organizations. 

KTCA, St. Paul, Minn., has 
been awarded a matching grant 
of $250,000 from the National 
Endowment for the Arts to 
collaborate with Walker Art 
Center on the creation of a new 
television series for national 
broadcast. Entitled Alive from 
Off Center, the thirteen-part 
series will include new dance, 
theater, music and video works 

tle à11,l11 

that fuse the performing arts 
and television to create a new 
genre—performance television. 

WMJI-FM, Cleveland, and 
American Airlines are getting 
into the holiday spirit by offer-
ing a Majic listener the oppor-
tunity to bring a family of four 
into the Cleveland area for the 
Christmas and New Year's 
holidays. Listeners 18 years old 
or older can send a postcard to 
the station. Six postcards will 
be read on the air daily, and 
listeners will have 10 minutes 
and 57 seconds after their 
names aie read to call the 
station and qualify for the trip. 
All listeners who call in will 
receive a gift certificate of $20 
for Ohio Bell service so they 
can "reach out and touch some-
one" during the holiday season. 
Majic air personality Chris 
-Elliott will conduct a drawing 
Dec. 8 to choose the grand 
prize winner, who will be able 
to fly his or her family (of four) 
home for the holidays. 

Toys for Tots time is nearing, 
and WZUU-FM, Milwaukee, 
and TV-6 will be the major 
sponsors of the Milwaukee-
area drive. Larry (The Legend) 
Johnson will do his show from 
outside the TV-6 studios on 
Dec. 9 as people drop off toys. 
WZUU and TV-6 also-will 
collect toys that day at South-
gate Mall. 

WMJI-FM recently gave 
away $10.000 to Barry Friedman 
of Akron, Ohio, in a promo-
tional event. Friedman was 
told that he had one minute to 
grab as much money as he 
could from a pile containing $1 
million, and then throw the 
money in the trunk of a car 20 
dards away. WMJI carried a 
live broadcast of the event. 

KSEL:AM and KRBU-FM, 
Pocatello, Idaho, now are rep-
resented by Katz Radio. They 
were formerly represented by 
Jack Masla Inc. 

Cleveland's WGGB-AM and 
WMJI-FM, the Higbee Co. 
and the Cleveland Ballet Coun-
cil presented "Jubilation," a 
Williamsburg holiday fest to 
benefit the Cleveland Ballet, 
Nov. 18. Greeters at the grand 
entrance were dressed in auth-
entic Williamsburg costumes, 
and portions of the entertain-
ment were provided by the 
Williamsburg Fife and Drum 
Corp. and members of the. 
Cleveland Ballet. 

KGON-FM 
listeners plug in to 
'Computer Bulletin Board' 
PORTLAND, Ore.—KGON-
FM continues its role as inno-
vator and trend-setter by offer-
ing the KGON Computer Bul-
letin Board Service, which 
began Nov. 14 at 6 p.m. and can 
be reached with a computer 
and a modem. KGON is the 
first broadcast station to have 
"users" as well as listeners. 
The bulletin board service 

initially will consist of "Rock-
files" (menu options) with 
information on local top-selling 
albums and video games, new 
groups on the charts, concert 
reviews, the KGON top-40 
playlist, top-20 videocassette 
rentals, top 10 software sales, 
daily almanac, news stories and 
rock news. 
There also will be an elec-

tronic mail file for users and 
KGON expects to expand its 
offerings to include additional 
lifestyle information and "In-
stapoll" for research. 

System operator is KGON 
News Director Chris Burns, 
who developed the bulletin 
board service. Operational 
hours are 6 p.m.-6 a.m. Mon-
day through Friday and 24 
hours on weekends and holi-
days. 

San Francisco's KRON-TV 
looked back last week at events 
in San Francisco five years ago 
in Ten Days that Shook San 

Francisco. On Nov. 27, 1978, 
rdy 10 days after Jim ionesi 

Guyana tragedy, in which Bay 
Area Congressman Leo Ryan 
was shot, hundreds. of San 
Francisco police officers re-
sponded to the shootings of 
Mayor George Moscone and 
Supervisor Harvey Milk by 
County Supervisor Dan White. 
Anchor/reporter Evan White 
and producer Tom DeVries 
document the political, social 
and emotional upheavals and 
examine the subsequent 
changes. 

WEST 
The beauty and excitement 

of thoroughbred racing came 
to KDOC-TV, channel 56, 
Anaheim, Calif., on Nov. 15, 
with a nightly program with an 
ambitious schedule—replay-
ing all nine events at the "Holi-
day Meeting of Champions" in 
their entirety on race days. The 
show is hosted by Alan Buch-
dahl, beginning his second year 
as Hollywood Park's track 
announcer. "Today at Holly-
wood Park will air Monday 
through Friday, 9:30-10 p.m. 
and weekends 10:30-1 I p.m. 
through the Hollywood Park 
season, ending Dec. 24. 

The Future in Your Hands, a 
series of reports on personal 
financial planning, aired at 10 
p.m. on the KMGH-TV News 7 
Night scene Nov. 21-25. Busi-
ness reporter Jim Redmond 
laid the groundwork for basic 
rules of personal finance and 
profiled a typical family, de-
monstrating how they can plan 
effectively for major purchases, 
college educations and a com-
fortable retirement. Channel 7 
also offered a free broclure in 
conjunction with the series. 

The Golden Gate chapter of 
American Women in Radio 
and Television will host its 
annual media auction Dec. 6 at 
the San Francisco Tennis Club. - 
Hors d'oeuvres and entertain-
ment with the Gary Mora/ 
KYA Oldies Road Show will 
precede the auction, and KTVU 
air personalities Bob MacKen-
zie and Ruby "Miss Nancy" 
Peterson will serve as auc-
tioneers. 

Proceeds from the auction 
will benefit AWRT's Founda-
tion, which provides educa-
tional videotapes to hospital-
ized children and two broad-
cast scholarships. 

In the battle for ratings, 
you need the latest 

news, weather, and sports! 
Don't sell sports short Its an inte-
gral part of yournewscast And 
unless you have SportsTicker, 
you're not airing the latest results.' 

SportsTicker brings you scores 
and bulletins first—as they hap-
pen, from all major Pro & NCAA 
Division f sporting events, up to 
a full hour ahead of other wire 
services. 
SportsTicker has been the in-

dustry standard tor years. Now 
with our new "Broadcast Sports 
Wire", you get the complete, up-
to-the-minute sports scene at a 
glonce...on a quiet broadpage 
printer 
Our new Sports Wire delivers the 

— 

800-431-2602 
914-725-3477 
in NY and Canada 

latest reports, summarized by 
league every ten minutes—for a 
"snapshot" of the latest updates 
from all events. You also get daily 
schedules with sites & times, team 
standings, league leaders & stcrts, 
"Sports News in Brief", a trivia quiz 
and more. 
Prices for the Broadcast Sports 

Wire start as low as $70 a week. 
(Less if you use your own printer). 
Our Ticker service starts as low as 
$50 a week. 

For further information call 
800-431-2602 (914-725-3477 in 
NY and Canada), or write 
SportsTicker, 2 Over1-10 — 3rd F! 
Scp,sdcoe, NY 10593 

The "Official Score Reporting Service" 
of Nine Pro Leagues& Assns. 
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Nebraska video ventures 
The heartland of America is making 
some interesting ventures into new 
television technologies. AGRI-VIS, an 
agricultural information service, and 
Hl-VIS, a service for hearing-impaired, 
are broadcast on line 21 of the standard 
broadcast signal by the Nebraska 
Educational Television Network. And 
The Nebraska Videodisc Design/ Pro-
duction Group claims to have produced 
more interactive videodiscs than any-
one else. 

Page 14 

By Bill Dunlap 

W hile there is much talk lately 
that over-the-air stereophonic 
television broadcasting is virtually 
upon us, there is only one place now 
where you can tune in a station's 
signal any time and hear it in stereo. 
The station is WTTW-TV, the 

Public Broadcasting Service outlet 
in Chicago and, for the time being, 
the only place to hear the broadcast 
also is WTTW-TV. 
The station has been testing the 

Telesonics stereo broadcasting system 
for several years during off hours, but 
starting Oct. 14, it extended that 
testing to include its complete 
programming schedule. 

Larry Ocker, vice president for 
engineering at the station, said there 
are no stereo television receivers in 
the area, but the station has built 
prototype converters to receive the 
signal at the station. 
"We wanted to test the Telesonics 

system over the normal day-to-day 
television broadcast operation to 
make sure there weren't any 
problems," Ockersaid. All 
programming is broadcast in stereo, 
he said, with those programs not 
produced in stereo broadcast in 
synthesized stereo. 
"We've been working with 

Telesonics for about eight years now," 

i BM 

TELEVISION 

Ocker said. "We feel the 
system has the most advantages 
of the three being tested and, quite 
honestly, we have a very minor interest 
in Telesonics." 
The National Association of 

Broadcasters and Electronics 
Industries Association have been 
studying the Telesonics system as well 
as TV stereo systems proposed by 
Zenith and the Electronics Industries 
Association of Japan. The members 
of the EIA's multichannel television 
sound subcommittee will vote late 
next month and recommend one 
system and one noise reduction 
method to the Federal 
Communications Commission. 

Video service debuts 
In mid-January, many TV viewers in 
Chicago will have the chance to record 
recent theatrical films and other pro-
grams thanks to ABC Video Enterprises' 
new TeleFirst Entertainment Recording 
Service. TeleFirst will broadcast scram-
bled signals of popular films and other 
programming for recording on home 
videocassette recorders during the 
broadcast network's off hours-2 to 
5:30 a.m.—starting in January. 

Page 15 

WTTW breaks barrier 
in stereo 

television 

Standards selection 
I he subcommittee has set up a 

selection method in which 12 votes 
will be cast. One vote will be cast by 
the broadcast equipment 
manufacturers, the integrated circuit 
manufacturers, the NAB, the 
Association of Maximum Service 
Telecasters, the National Cable 
Television Association, ABC, CBS. 
NBC and the Public Broadcasting 
Service. Television receiver 
manufacturers will have three votes. 

Noise reduction systems also are 
being proposed by dbx Inc., Dolby 
Laboratories and CBS. 

In a turnaround from its policy 
with AM radio stereo systems, the 

FCC has indicated it will select one 
television multichannel system as the 
standard for the industry. The FCC 
decided to let the marketplace select 
the AM stereo system with the result 
that four incompatible systems now 
are in competition. 
FCC Mass Media Bureau Chief 

James McKinney is on record as 
saying he will recommend that the 
FCC select one system, providing the 
tests show one of the systems to be 
superior. 
Many in the broadcasting industry 

have been critical of the FCC's recent 
policy of letting the marketplace set 
standards. They believe now that an 
FCC selection of one of the proposed 
systems will give the industry the 
confidence to spend money and build 
equipment without the fear that they 
are betting on the wrong system. 
A 400-page NAB-EIA report still is 

being studied by the industry, and few 
votes can be forecast this early. 

Kevin Dauphinee, equipment 
planning engineer for ABC, says the 
network is leaning toward the 
Telesonics or Zenith system because 
they use an AM subcarrier for the 
second audio channel, as opposed to 
the EIA-Japan system, which uses an 
FM subcarrier. 
"We feel that an AM subcarrier 

system is advantageous in terms of 
fidelity—audible fidelity," Dauphinee 
said. "AM is better in terms of 

distortion. 
In terms of 
noise, it is not 
quite as good, but 
we think the psycho-
acoustic response to noise is 
more favorable than the 
psycho- acoustic response to 
distortion— people cait accustom 
themselves to noise better than to 
distortion," he said. 

Dauphinee said ABC was 
undecided so far on a noise reduction 
system. "We've reviewed the data, but 
you really have to hear the 
performance of the systems and that's 
whim we'll be doing this week in 
Washington," he said. 
ABC said its main thrust with 

multichannel sound is more toward 
second language applications than 
stereo broadcasting. "We feel we can 
reach a number of viewers with a 
second language that will be very 
beneficial to us in increasing our 
viewership," Dauphinee said. 
"We wouldn't require all affiliates 

to have second language receiving 
ability. We could probably broadcast 
to 60 or 70 percent of the Hispanic-
speaking population with ou:- own 
stations in New York and Los 
Angeles. We would probably tie in an 
affiliate in Miami, Houston, El Paso, 

Continued on page 15 
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EXTRA 

The specialties of the Nebraska 
Videodisc Design/Publication Group 
include both instruction design and 

technology and interactive production, 
according to Jack McBride (below), 
general manager of KUON-TV and 

Nebraska ETV Network. Char Osborn 
(right) is unit director of the videodisc 

group. 

ARTEL AT 
CAMERA MART: 
WHERE YOU'LL FIND THE BEST 

NAMES IN VIDEO. 

New Artel EN-1000 Portable Fiber Optic 
Audio Video Transmitter. 

Now, your crews can cover remote events 
where vans cannot go. where coaxial cable and 
microwave are not practical.. returning audio and 
video signals of amazing clarity without interfer-
ence. hum or ground loops. 

Unprecedented ENG EFP mobility! The tiny, 
one-pound Artel EN-1000 mounts on belt or cam-
era and transmits broadcast quality video and 
audio up to two miles on lightweight fiber optic cable. 

The EN-1000 attaches easily to standard 
video, audio and 12 VDC camera battery or power 
supply connectors, without adjustments. align-
ment or equalization. Connect the fiber optic cable 
to the EN-1000 and SL-2000 receiver in the van or 
control center, and you have studio quality trans- • 
mission two miles over land or under the earth, 
around corners, over obstacles. wherever the • 
story is. 

The EN-1000 is available for sale or rental. At 
the Camera Mart, of course. 

The Camera Mart, Inc. 
456 West 55th Street, New York 10019 • (212) 757-6977 Telex 1-2078 

Video Department: 800 Tenth Avenue 

Sales • Service • Rental 

Videodisc ventures pay off 
By Dave Potorti 

The heartland of America is 
making some interesting ventures 
into new television technologies. 
AGRI-VIS, an agrkultural video 

information service, and HI-VIS, a 
similar service for the hearing-
impaired, are being broadcast on 
line 21 of the standard broadcast 
signal of all nine stations in the 
Nebraska Educational Television 
Network. 

The Nebraska Videodisc 
Design/ Production Group, made 
up of about 10 television 
professionals, claims to have 
produced more interactive 
videodiscs on a wider variety of 
subjects than anyone else. 

All three projects are based at 
the Terry M. Carpenter Nebraska 
Educational Telecommunications 
Center at the University of 
Nebraska, Lincoln Campus, 
Lincoln, Neb. Public station 
KUON-TV is licensed to the 
university, and the university and 
Educational Television 
Commission jointly operate the 
Nebraska Educational Television 
Network. 

Six years ago, the network was 
commissioned by the Corporation 
for Public Broadcasting to 
undertake a series of research and 
design activities with the then-new 
videodisc technology, on behalf of 
public and instructional television. 
The CPB provided research and 

development subsidies for five 
years, resulting in the formation of 
The Nebraska Videodisc 
Design/ Publication Group. 

"Since then, we've had the 
opportunity to do a fair amount of 
pioneering and fact-finding in 
terms of the interactive videodisc 
technology." said Jack MeBride; 
genets" manager of ›KUONzTV'ttrie 
Neteritska ETV Network. He's also 
director of 'University of Nebraska 
Television. 
"The specialties of our small 

group include both instructional 
design and technology as well as 
interactive production. We're 

 Vilie2IUMUlLiMaleile/aXâ rt. 

graphics, 'ideography and 
photography facilities that are 
available through our Nebraska 
Educational Telecommunications 
Center," he said. 
McBride said the group has devel-

oped videodisc production and pre-
mastering techniques that have since 
become adopted by the industry. 
The group will hold its 11th 

Videodisc Design! Production 
Workshop in December, offering 
designers and producers a chance 
to get hands-on experience in the 
design, scripting and production of 
segments. Its fifth annual 
symposium on videodisc 
programming is being planned for 
next year accompanied by a state-
of-the-art equipment expo. 

Origination point • 
KUON-TV, the origination point 

for all programs of the Central 
Educational Network and Pacific 
Mountain Network, was one of the 
first five public television stations 
to have satellite uplink capability. 
It's used the uplink to do a 
satellite teleconference instructing 
viewers on the use of videodiscs 
and has shown the technical 
practicality of originating 
broadcast programming from 
videodiscs. 

Started last fall, the AGRI-VIS 
videotext service is carried on the 
nine-station Nebraska ETV 
Network. In addition to KUON-
TV, the stations include KLNE-
TV, Lexington; KYNE-TV, 
Omaha; KTNE-TV, Alliance; 
KPNE-TV, North Platte; KMNE-
TV. Bassett; KXNE-TV, Norfolk; 
KANE-TV, Hastings; and KRNE-
TV, Merriman. 

Featured reports include 
commodity futures quotations from 
the Chicago Board of Trade and 
Chicago Mercamile Exchange, plus 
- ritarket reports from the USDA. • 
.-.411str'serviee provides National 
Weather Service.reports and 
forecasts plus current financial 
news from the Associated Press. 

"In selecting the information, we 
consulted very heavily with an 
advisory board, and have an 
'ongoing advisory committee that 
helps us to make,clecisi.ur%" 

Scott Leigh, videotex 
coordinator/programmer. "Very 
early on, we became aware that we 
needed a service that fit between 
the deluxe services--which people 
are paying between $200-$500 a 
month for—and reading about the 
information the next morning in 
the newspaper." There's only a 10-
minute delay on AGRI-VIS 
reports. 

About 1,000 decoders, priced in 
the neighborhood of $255, are in 
circulation, many of them in 
neighboring states that pick up the 
Nebraska ETV Network signals. 
"We will probably be adding 

local interior Nebraska elevator 
prices on a daily basis, and may 
make extensive use of AgNet 
features for weekend programming 
purposes," Leigh said. 

First year costs for AGRI-VIS 
were provided by a grant from 
Nebraskans For Public Television 
Inc. Alternate financing plans, 
including commercial underwriting 
from a variety of agriculture-
related services, are under 
consideration. 

State appropriation 
The HI-VIS service was 

mandated by the state of Nebraska 
in 1982 and is financed by state 
appropriation. Between 700-1,000 
decoders have been sold specifically 
to hearing-impaired viewers, but 
because the decoder is the same 
model used for the AGRI-VIS 
service, viewership may be even 
greater. 

HI-VIS offers AP cable news, 
sports, national news, regional 
news from the Omaha AP office, 
financial news. AP stocks and news 
briefs, all at I5-minute intervals. 
The Nebraska Commission for 

the Hearing Impaired also supplies 
stories and bits of information of 
interest to the deaf and hearing-
impaired population. These are 
scheduled at specific times for 
viewer convenience. National 
Weather Service reports keep 
viewers advised of fast-changing 
weather conditions—a particular 
problem for hearing-impaired 
iyv,,eN on the move, Leigb..s,*I., 
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EXTRA 
Tele1st ready to fly 
By Adam Buckman 

In mid-January, many TV viewers 
in Chicago will have the chance to 
record recent theatrical films and 
other programming via a new 
subscription TV service. 
The new service, the TeleFirst 

Entertainment Recording Service, is 
owned, operated and developed by 
ABC Video Enterprises. 
Through ABC-owned stations as 

well as participating affiliates, 
TeleFirst will broadcast scrambled 
signals of popular films and other 
programming for recording on home 
videocassette recorders during the 
broadcast network's off-hours— 
approximately 2 a.m. to 5:30 a.m. 
The signals are recorded in 

scrambled mode, but a new Sony 
decoder invented for TeleFirst can 
scramble the recorded programming 
when connected to any home VCR. 
The Sony decoder currently is 

being tested in Japan, but will be 
ready for TeleFirst's January launch 
in Chicago, a TeleFirst spokeswoman 
said. Decoders from other 
manufacturers will also be available 
with announcements about those 
products due by the January startup, 
she said. 

For consumers, the new service 
provides a means of "legally" 
recording programs off their TV sets. 
But programming and customer 
recording will be closely monitored by 
TeleFirst, which is described as 
"primarily a movie service" with some 
cultural, children's, educational, music 
and other programming. 
"For the viewer," said TeleFirst 

President Arthur Cohen, "TeleFirst 
offers total viewing flexibility and 
tremendous program diversity at a 
low unit cost." 
To subscribe to TeleFirst, 

consumers will have to pay $25.95 a 

month and $75 for installation of the 
Sony decoder. The spokeswoman 
noted that consumers' monthly bills 
will often be lower than $25.95 
because they receive credit for 
programs that a-re aired but not 
recorded. 
Chicago was chosen as TeleFirst's 

launch market because of "a high 
concentration of VCR owners" and 
the willing cooperation of WLS-TV, 
the ABC O&O in Chicago. 

TeleFirst has also entered a joint 
agreement with Household Finance 
Corp. to help finance installment 
purchases of VCRs for subscribers 
who choose to buy a VCR through 
TeleFirst. 

Under the agreement with HFC. 
TeleFirst expects installment plans to 
run about 24 months. Present plans 
call for TeleFirst to offer subscribers 
two different models of Sony 
Betamax recorders and a selection of 
VHS players from other major 
manufacturers to be named later. 
VCR prices will start around $400, 
according to TeleFirst. 
The TeleFirst spokeswoman said 

ABC affiliates will have to do very 
little planning and engineering to 
broadcast scrambled TeleFirst signals. 
Since the programming will be 
broadcast during the stations' off-
hours, all an affiliate has to do is 
leave its transmitter on for a few 
extra hours. 

TeleFirst will be responsible for 
marketing, securing subscribers, 
installing and repairing equipment 
and assembling a monthly program 
guide. 

Providing their transmitter power is 
the only way ABC affiliates will 
participate in TeleFirst. ABC Video 
Enterprises has agreed to pay 
affiliates $1 per subscriber in return 
for the use of their broadcast signal 
during off-hours. 

WTTW breaks stereo barrier 
Continued from page /3 
Corpus Christi, and similar cities," he 
said. 
ABC, which has traditionally 

targeted the urban audience more 
than the other networks, recently did 
Spanish simulcasts of The Fall Guy 
and some Saturday morning 
programming on radio stations in 
New York, Los Angeles, Chicago, 
Miami and San Antonio, Texas. 
A technical paper delivered at the 

recent SMPTE convention in Los 
Angeles indicated NBC is looking at 
multichannel sound more for stereo 
broadcasting than second language 
purposes. 

Edward Ancona, director of film 
and tape post-production for NBC at 
Burbank, said the network has been 
working on multichannel sound for 
several years. "Anticipating the day it 
is authorized by the FCC," Ancona 
told a SMPTE audience, "some 
special shows such as Live from 
Studio 8H and NBC Friday Night 
Videos have been simulcast in stereo 
and the Tonight Show has been 
recorded in stereo on a regular basis 
since October I982:" 

Three-channel stereo 
NBC has been discussing the 

benefits of stereo sound with its 
affiliates and talking with set 
manufacturers on their plans. NBC 
favors a three-channel stereo system. 
"In dialog-dominant themes, we have 
found the third center channel to be 
very effective," Ancona said. "Some 
sound effects are mixed into this 
channel, but most effects and music 
are assigned to the left and right 
channel." 
Ancona said stereo wouldn't add 

much to production costs and it 
appeared to him that in-house video 
production and feature movies would 
be introduced first, closely followed 

by packaged sitcoms and series shows 
produced in motion picture format. 

Dauphinee said while it is possible 
to encode three channels using any of 
the three multichannel systems being 
considered. ABC finds the idea 
"totally unacceptable. You are never 
going to get consumers to install such 
systems on a grand scale," he said. 
A problem that still has to be 

worked out is that many cable 
television systems can't handle the 
stereo signal and many techniques 
used to scramble pay television 
signals use the same subcarriers that 
are required for multichannel sound. 
The National Cable Television 

Association said it will ask the FCC 
for partial relief from the 
commission's "must-carry" rules so 
operators will not have to retransmit 
multichannel sound. 
The wider television signal required 

for multichannel sound also could 
cause interference between channels 
on cable television, which puts signals 
on all channels, leaving no unused 
channels between signals to act as 
buffers. 

Industry people, though. seem to 
think this is a problem that can be 
overcome and many expect to see a 
fair number of manufacturers 
exhibiting consumer equipment at the 
summer Consumer Electronics Show. 
A Zenith spokesman said the 

company's new line of "Smart Sets" 
comes with a Redi-Plug, which was 
developed to accept adapters that 
decode teletext and multichannel 
sound broadcasts. 
An indication of things to come 

was offered recently in New York, 
when Metromedia took simulcasting a 
step beyond its usual applications 
with a Saturday night broadcast of 
Stanley Kubrick's 2001: A Space 
Odyssey on WNEW-TV, channel 5, 
and WiNEW-FM. 

In-Place Facilities—Nationally 

• Network origination points 
— Chicago 
— Los Angeles 
— New York 

DECODER 
UNIT 

= Scrambled 

— - Unscrambled 

The only people ages 12-34 
in your market who will not watch 

The Music Magazine Strip 
starting Monday, January 2, 1984 

don't own a television. 

Michael Jackson "Thriller': over 14 million albums sold 

The Music Magazine Strip_ 
* New 1/2 hour programs 
* Straight barter-30 seconds daily 

* Choice of 2 formats: 
1) With our established on camera hosts. 
2) With your own TV or Radio talent doing voice-over 

intros from our scripts. 

You can own the profitable 12-34 demographic in your market. 

Music Magazine Foundation serves seven 0 and O's plus over 125 
other fine stations. 

MUSIC MAGAZINE 
THE MONEY MAKING MACHINE 
Call: Marc Marion, Director of Syndication 

Music Magazine Foundation 
(215) 923-4839 
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President Jerry Crowe (left) and Charles Henderson, executive vice president of Henderson Crowe 
Productions, show off part of their new studio and production facility in downtown Atlanta. The 
new facility uses a digital Equipment Corp. PDP11 computer system and has two 24-track audio 
recording studios. 

Knox Video Products 
recently introduced its 

Knox Color Box, featuring 
two independent video 
colorizers and priced at 

$1950. 

Larry Eskridge, president and general manager of Center City Studios. Chicago, demonstrates the 
difference between film and videotape. For the demonstration, Eskridge recorded the same scene on 
film and videotape and then transferred the film to videotape. The S2.5 million facilities of Center City 
Studios are amona the best eauireped in Chicago. 

Knox introduces 
GAITHERSBURG, Md. 
Knox Video Products has intro-
duced its Knox Color Box, 
which features two indepen-
dent video colorizers each with 
full luminance, hue and satura-
tion controls. 

Additional features allow the 
color box to be used as a 
posterizer for color or black 
and white video signals. The 
color box, priced at $1,950, is a 
general purpose, stand-alone 
colorizer for keying any char-. 
aeter generator over down-
stream video or background 
color. 

Crosspoint Latch Corp., 
Union, N.J., has introduced the 
6112BH switcher featuring 
nine inputs including a built-in 
colorizer, four buses, two inde-
pendent mix-effects systems, 
each with its own positioner 
and pattern generator, double 
re-entry on each mix-effects 
system, downstream keyer with 
matte and a blink key. 
The switcher has two addi-

tional keyers—one in each M-E 
(mix-effects unit)—that allows 
several effects such as wiping. 
A chroma keyer is optional on 
the 6112BH, which costs 
$10,500 for delivery in January. 

WLAE-TV, a new Catholic 
educational channel in New 
Orleans scheduled to hit the air 
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early next year, already has 
used some of its new Betacam 
equipment from Sony. 
A crew recently completed a 

trip to France and Italy with 
Archbishop Phillip Hannan to 
document his pilgrimage to 
several historical sites with 
religious significance. 
The station, which will edit 

with I-inch tape for broadcast-
ing, has :wo BVW-3 Betacam 
camera/ VTRs and a BVW-I0 
studio playback deck. 

In Minneapolis, WTCN-TV 
has been covering a number of 
local and international news 
stories with Betacam equip-
ment delivered last July. The 
station took the equipment to 
Beirut, Costa Rica and to Lon-
don, where WTCN covered 
the first professional football 
exhibition game ever held 
there. 
The station already has 15 

BVW-3 Be tacam camera/ VTRs 
and eight 8V W-10 studio play-
back decks. The station has 
ordered six more BVW-3 sys-
tems and four BVW-40 re-
corder/editors for 1A-inch edit-
ing. 

The Chicago film and video 
production industry got a boost 
recently with the opening of a 
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BURBANK, Calif.—Columbia 
Pictures Television is jumping 
into the development of first-
run syndication programming, 
according to Stephen Girard, 
senior vice president, creative 
affairs. 
"The networks are still our 

biggest customers," Girard 
said, "but first-run syndication 
is an expanding market and 
gives us an alternative for our 
creative resources." 

Girard said Columbia cur-
rently has in development several 
series and movie projects for 
first-run syndication, under the 
aegis of Bill Novodor, vice 
president, creative affairs. 

Projects include a half-hour 
access series, The Good Life, in 
association with Earl Greenburg 
Productions and Kenyon & 
Eckhardt; a four-hour movie 
for Operation Prime Time 
entitled Jenny's War, to be 
produced by Lou Rudolph and 
Bob Chenault; It Came Upon a 
Midnight Clear, a two-hour 
motion picture produced by 
George Schenck and Frank 
Cardea, for an ad hoc network 
of independent stations; The 
Hollywood Hooligans, a chil-
dren's entertainment magaiine, 
produced in association with 
Ear( Greenburg Productions; 
and Jukebox Saturday Night, a 
half-hour weekly musical show 
presenting songs from the '30s, 
'40s and '50s. 

The Search For Alexander 
The Great will be distributed 
internationally by Western 
World Television. The four-
part television series originally 
was produced by Time-Life 
Television in association with 
Video Arts Television. Actor 
James Mason is host and nar-
rator. 

The Eastern Educational 
Network is importing two tele-
vision shows in association 
with CBS Enterprises/ Les 
Enterprises Radio-Canada; 
Seeing Things, a comedy/ 

mystery created, written and 
produced by Louis Del Grande, 
and The Nature of Things, a 
science/fact documentary series 
hosted by Dr. David Suzuki. 

Panorama Hispano, a national 
Spanish-language public radio 
series, will be produced by 
WHA Radio. Madison, Wis. 
Twenty-six weekly half-hour 
programs will be made avail-
able that offer a wide range of 
cultural "magazine" program-
ming to public radio stations 
nationwide. Segments will be 
contributed by independent 
Hispanic radio producers. 
Production on the series begins 
Dec. I. 

New Waves, a two-hour 
children's radio format, will be 
produced by Family Radio 
Programming Inc. and distri-
buted by McGavren Guild 
Radio. Starting Jan. 29. the 
program will combine popular 
music, youth-oriented features, 
contests, comedy and serialized 
drama appealing to children 
aged 9-14 and their families. 

Columbia Pictures Television 
has signed producers Gary 
Bernstein and Larry Hovis to 
an exclusive contract to create 
daytime projects for the studio. 

Their first project for Colum-
bia was Show Me, a new CBS 
game show pilot for Ralph 
Andrews Productions in asso-
ciation with Columbia. 

Bernstein has worked in 
daytime programming for sev-
eral years asa writer! researcher 
for ABC's Rhyme or Reason 
and as director of daytime 
programming development for 
MTM Productions. Hovis 
starred in Hogan's Heroes for 
six years and was an Emmy-
winning writer on the Laugh-In 
series. 
Columbia Pictures Television 

produces Days of Our Lives in 
association with Corday Pro-
ductions fcr NBC and The 
Young and the Restless for 
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color box 
new state-of-the-art post-pro-
duction studio, Center City 
Studios. 
Center City is equipped with 

two Bosch video switchers, 
three Harris TC 85 computer-
controlled cameras, a two-
channel Bosch compositor 
character generator, two chan-
nels of Harris IRIS Still Store, 
a Quantel 5010DVE with digi-
flip, four Sony BVH 2000 
VTRs, audio and video lines 
for teleconferencing and a 
studio with workshops and a 
kitchen. 

Client facilities yet to be 
completed include an exercise 
room and health club and two 
smaller studios. Larry Eskridge 
is president and general man-
ager of Center City. 

Leader Instruments Corp., 
Hauppage, N.Y., has released 
its new test and measurement 
instrument catalog, with 25 
new product introductions 
included. Featured in the 80-
page catalog are two new oscil-
loscopes, a 100 MHz four-
channel dual time base oscillo-
scope and a 50 MHz two-
channel dual time base oscillo-
scope, as well as a new oscillo-
scope calibrator. In the profes-
sional video products line, the 
catalog includes three new 
products. 

CBS in association with Bell/ 

Philip Television and Corday 
Productions. Susan Simons is 
vice presidebt of daytime for 
Columbia. 

Thirteen more hours of pro-
gramming have been close 
captioned by the National 
Captioning Institute. The shows 
include Eddie Bord—Bank 
Robber, The Generic News, 
Healthier Babies: The Genetic 
Era, Joint Custody, The Kid 
Who Couldn't Miss. Making 
The Most of Micro, Promises: 
Profile ofan Alcoholic and The 
Store. They will run prior to 
Dec. 29. Funding was provided 
by the Corporation For Public 
Broadcasting and public TV 
stations. 

Ten of the 23 teams in the 
National Basketball Associa-
tion have contracted with 
Bonneville Satellite Communi-
cations to provide broadcast 
transmission of home and away 
games this season. 
The Los Angeles Lakers, 

Atlanta Hawks, San Diego 
Clippers and Houston Rockets 
are using the satellite service for 
the first time while the Denver 
Nuggets. Utah Jazz, San An-
tonio Spurs, Golden State 
Warriors, Seattle Supersonics 
and Portland Trailblazers are 
returning as Bonneville clients. 
NBA clubs contracting for 

radio broadcasts only include 
the Clippers, Rockets, Spurs 
and Jazz. All of Bonneville's 
other satellite customers in the 
NBA have contracted for satel-
lite delivery for television 
broadcasts. 

Angenieux Corp. of America 
has relocated its U.S. market-
ing and sales headquarters to 
Miami, from where the com-
pany hopes to service South 
American customers also. The 
company will retain fully staffed 
offices in Hudson, N.H., New 
York and Los Angeles. 

• • • • 

••••••••••••• 

• • • • • • • • • • • • 
..e. 0 . 0. 01. 0. 0.%0 • • • 

• • • • • • • • 0. B. O. 0 

M . e . 0. 0 . 0. 0 . 0. 0 . 0. 0 . 0.  
• • • • • • • • • • 

• • • • • • • • • • • 

• ▪ .0 ••••••••••••••• 

•••••••••••••••••••: 0:0> 

• :•:•:•:•: 0:0:0:0 

••••••••••••▪ •••••• 

•••••••••••••• 
e. e. e. e. a. 0. 0. 0 

▪ •••••:•▪ •••• 

:0:111 . 0% a. 0. 0 

••••••••••••••••••• 

• • • • • 

Go prospectin' for 
BPA GOLD! The 
Deadline for BPA Gold 
Medallion Awards 
Competition is 
February 15,1984 

'.".'.. 
. . 

Automated audio 
Tektronix' new SG 5010 
programmable oscillator 
and AA 5001 
programmable distortion 
analyzer, first shown at 
NAB '83, are now available. 
These two new TM 5000 
plug-in products can be 
configured flexibly into an 
automated audio test 
system. Both products 
feature high level English-
like command language for 
all functions and comply 
with Tektronix standard 
codes and formats. 

Contact: 
Dr. Hays Anderson 
Dept. of Telecommunications 
and Film 
San Diego State University 
San Diego, CA 92182 
619-265-6570 

••••::•••:••• 
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KWGN-TV, Denver, has an-
nounced two staff additions. 
Esty Russell joins the KWGN 
creative services department as 
on-air promotion director, and 
Ira Rappaport has been ap-
pointed art director. Russell 
formerly worked for the NBC 
affiliate KCST in San Diego. 
Rappaport comes to KWGN 
from New York, where he served 
as graphic artist for the national 
CBS network. 

Bill Raymond, well-known local 
radio and television personality, 
has been appointed station 
manager of WWCO-AM, Water-
bury, Conn. He returns to the 
management post after eight 
years of executive employment 
with WATR and channel 20 in 
Waterbury. 

Debbie Wright will join KJZ-TV, 
Baltimore, as weekend co-anchor 
and weekly consumer reporter. 
Wright has been with WJZ since 
1981 as a general assignment 
reporter. She has held positions 
with WESH-TV in Orlando, Fla., 
and with WHO-TV in Des Moines, 
Iowa. 

WETA-TV, Washington, has 
appointed Jan DuPlain as man-
ager of local press and commu-
nity relations. Du Plain has over 
15 years in public relations 
experience. 

Gary Reels has joined WJLA-
TV in Washington as a news 
reporter. He will be covering the 
police and crime beat for the 
station. 

Daniel Flamberg has been ap-
pointed senior vice president 
for communications of the Radio 
Advertising Bureau. Flamberg 
will plan all of RAB's communi-
cation and promotional projects. 

The new general manager of 
WLZZ/WZUU-FM, Milwaukee, 
is Al Moll. Moll was general 
sales manager and WLZZ station 
manager. 

John Blair & Co. announced the 
election of Herbert Shayne to 
the company's board of direc-
tors. Shayne is Blair's seventh 
non-employee director and is 
president and chief executive 
officer Werthan Industries Inc., 
Nashville, Tenn. 

Katz Radio has announced 
three appointments: Bob Mc-
Curdy has been appointed 
divisional vice president and 
will continue to manage Katz' 
Minneapolis office; Mike Mar-
shall has been appointed 
divisional vice president and 
will continue to manage the St. 
Louis office; and Susan Brazell 
has been named vice president, 
national sales manager of Katz 
Independent Television's swords 
team in New York. 

J. James Beam has joined KJJY, 
Ankeny-Des Moines, Iowa, as 
part of its airstaff to handle 
midday duties. Beam replaces 
"Big" John King who has left 
the station for a position with 
KWMT, Fort Dodge, Iowa. 

C-Cor has announced the pro-
motion of Joseph Preschutti to 
vice president/engineering. In 
the new position, Preschutti will 
continue to direct the research 
and product development activi-
ties of the company. 

Jacki Schlesinger has been 
promoted to Probe media ana-
lyst for Katz marketing services. 
Schlesinger joined Katz in 1982 
as a sales assistant for Katz 
American Television's white 
team in New York. In her new 
position, Schlesinger will han-
dle data processing and ana-
lysis of Probe requests from 
Katz client stations and sales 
divisions. Laura Rigazio has 
been promoted to marketing 
analyst, special projects, for 
Katz marketing services. Riga-
zio came to Katz Communica-
tions in 1982 as a sales assistant 
on Katz Independent Televi-
sion's sabers team in New York. 

Ira Rappaport 

Robert Galvin, vice president of 
program production operations 
for NBC's Operations and 
Technical Services Division, 
has been promoted to vice 
president of product operations 
planning for the same division. 

Larry Pollock, vice president 
and general manager of Phila-
delphia's WPVI-TV, channel 6, 
has been elected to Arbitron 
Ratings' Television Advisory 
Council. 

Bryon Brammer has been named 
Western regional sales manager 
for C-COR Electronics Inc. 
Brammer, headquartered in 
Los Angeles, will handle sales 
in California, Washington, Ore-
gon, Nevada, Arizona, Alaska 
and Hawaii. 

KRDO News 13, Colorado 
Springs, Colo., has promoted 
Kirk Selby to chief photographer. 
Selby has been with News 13 
for nearly two years. 

KMMM, Austin, Texas, has 
added three members to its 
local sales staff: Peggy Mc-
Cormick, Mark Midkiff and 
Stephen Hester. 

Ana Lopez has joined WVIT's 30 
News team, West Hartford, 
Conn., as weekend anchor and 
reporter. Lopez brings an ex-
tensive TV news anchoring, 
writing and editing background 
from New York, Denver and 
Sacramento, Calif. 

Ernest DeSoto, formerly the 
morning news editor at WOAI 
News/Talk Radio in San An-
tonio, Texas, has joined KTRK-
TV; Channel 13 in Houston as 
an assignment editor. 

John Bailie, acting station 
manager of WAWS-TV, Jack-
sonville, Fla., has been pro-
moted to general manager of 
the station. Bailie joined the 
station in 1980 when it first went 
on the air. 

Brian Peterson moves from 
Green Bay, Wis., where he was 
news director at WBAY-TV, to 
Honolulu to become news di-
rector of KGMB-TV. Bob Sevey, 
anchor of KGMB's 6 and 10 p.m. 
news, has been named managing 
editor of KGMB News. 

Gene Rubin has joined WAGA-
TV, channel 5 in Atlanta, as a 
meteorologist/science reporter 
for Eyewitness News. Rubin 
moves to channel 5 from cable 
TV's Weather Channel. He also 
has worked for KSTP-TV, Min-

Esty Russell 

neapolis, and the Wisconsin 
Department of Natural Resources. 

No successor has been named yet 
for Ronald Kempff, who has 
resigned as vice president and 
general manager of Cox Com-
munications' WHIO-AM/FM, 
Dayton, Ohio. Kempff had been 
with the station since January 
1972. 

Lynn Bryan, a local sales execu-
tive for the last two years at 
WRKS-FM, New York, has been 
elevated to national sales 
manager. Bryan's radio sales 
career includes a stint as an 
account executive at WCBS 
radio, New York. 

Radio personality Kid Cassidy 
last week began holding down 
the evening shift at WHYT, 96 
Hit-FM, in Detroit. Cassidy, 
formerly a program director for 
WPOE, Greenfield, Mass., has 
been an on-air personality at 
WUSN-FM, Chicago, and WZPL-
FM, Indianapolis. 

Carol Senor has been named 
assistant advertising and pro-
motion manager at KFWB radio, 
Los Angeles, after serving as 
advertising, promotion and 
publicity director at KMPC, Los 
Angeles. Also at KFWB, Capri 
Inge has been named an 
account executive. She had 
been an account executive in 
Houston at KPRC. 

Judi Barton, a producer for 
KYW-TV, Philadelphia, has 
joined the station's Eyewitness 
News staff as a daily consumer 
repcirter. As a producer, Barton 
has contributed her talents to 
Evening Magazine and KYW's 
weekly Satisfaction Guranteed. 

KMBZ radio, Kansas City, Mo., 
has created the only full-time 
radio news department in the 
city devoted to covering local 
government activities. Neil 
Poindexter will serve as city/ 
county government reporter 
based at KMBZ's City Hall 
bureau. Radio announcer Rush 
Limbaugh also has joined the 
station to anchor the 12-1 p.m. 
news with host Don Burley and 
the 3-7 p.m. news with host Curt 
"Mother" Murz. 

At the National Association of 
Broadcasters in Washington 
Bernadette McGuire has been 
named vice president of the 
research and planning depart-
ment and Rory Wilcox has been 
appointed vice president of the 
public affairs department. 

Joseph Mayemick 

The Jerrold Division of General 
Instrument has announced the 
appointment of Joseph May-
ernick as controller of its world-
wide operations. As controller 
he will be responsible for all 
accounting, financial planning 
and analysis. 

Monte Lounsbury has moved 
from Lorimar Television to Blair 
Entertainment, where he has 
been named Midwest regional 
sales manager. Joseph Middel-
burg, manager of Viacom's 
Mid-Atlantic Division, has been 
named Blair Entertainment's 
Eastern regional sales mana-
ger. 

Cyndie Reynolds has been 
named promotion manager at 
VVTSP-TV, channel 10, St. Peters-
burg/Tampa, Fla. Reynolds has 
served as assistant promotion 
manager and, most recently, 
acting promotion manager at 
WTSP. 

KISS Broadcasting Inc., San 
Antonio, Texas, has announced 
the appointment of Alan Eck-
lund as general sales manager 
and Dash Riprock as local sales 
manager. Ecklund will assume 
the responsibility for national, 
regional and local sales. Rip-
rock's responsibilities include 
local business development 
and the direct supervision of 
the local sales staff. 

At CBS Radio, Timothy Dorsey, 
station manager of KHTR-FM, 
St. Louis, has been named 
station manager of KMOX in the 
same market. Robert Fulstone, 
general sales manager of KMOX, 
has been named station mana-
ger of KHTR-FM. 

Jim Corboy joined the Chicago 
office of Eisaman, Johns & 
Laws Advertising Inc. as an 
account executive. Corboy 
comes to the post from WMET-
FM radio in Chicago, where he 
served as a sales representative 
since July. 

At CBS Sports, James Harring-
ton has been named vice presi-
dent of program administration 
and operations and Peter Tor-
torici has been appointed vice 
president of program planning 
and development. Also, Jay 
Rosenstein was named director 
of program administration and 
Len DeLuca has become direc-
tor of program planning and 
development. 

Joseph Middelburg 

Monte Lounsbury 

Robert Fulstone 

Timothy Dorsey 

Peter Tortorici James Harrington Len DeLuca 

Jim Corboy 

Jay Rosenstein 
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All in the game 
During the World Mixed Doubles Championship held in 
Houston Nov. 2-6, KRBE radio, the official station for the 
event, held an exhibition match, which teamed pros with 
sponsors of the event. Pictured are Weaver Morrow, morning 
show DJ, and Roscoe Tanner, tennis pro from Lookout 
Mountain, Tenn. 
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Free time petition denied 
The Federal Communica-

tions Commission denied a 
petition by CBS, Gaylord 
Broadcasting Co., Metro-
media Inc. and the National 
Association of Broadcasters 
that would exempt broad-
casters from supplying free 
time to opposing sides of 
political issues outside an 
election campaign. 

Specifically, the broad-
casters wanted to be exempt 
from the so-called "Cullman 
Doctrine," which forbids the 
denial of air time to oppos-
ing sides on the grounds 
that paid sponsorship for the 
time cannot be obtained. 

In place of the Cullman 
Doctrine, the broadcasters 
argued for the application of 
an earlier commission rul-
ing, the Zapple case, that 
applies to political advertis-
ing during election cam-
paigns. Under this ruling, 
while broadcasters must air 
opposing viewpoints, they 
are not required to give away 
or subsidize the campaigns 
of opposing candidates. 
Applying the Zapple case 

to political advertising out-
side of election campaigns 
would, in the broadcaster's 
view, protect them from 
subsidizing the views of 
political action committees 
and other independent po-
litical groups. 

'Broadcasters, in the peti-
tion, also argued that appli-
cation of the doctrine to 
political advertising outside 
campaigns undermines free 
and open debate, for broad-
casters are on the defensive 
to justify coverage. 

The commission denied 
the petition on the grounds 
that the Cullman Doctrine 
does not mean that broad-
casters must provide free 
time for presentation of con-
trasting views. The doctrine, 
the commission argued, 
"affords some discretion to 
the broadcaster by specify-
ing that free time is required 
only when the broadcaster 
has not presented opposing 
views in other programming. 

Minority station granted 
Minority Broadcasters of 

East St. Louis Inc. beat out 
the competing application 
of Spectrum Telecommuni-
cations Corp. for a new tele-
vision station on channel 46 
in East St. Louis, Ill. 

The commission Law 
Judge Edward Kuhlmann 
ruled in favor of the minority 
station because it was with-
out media interests and that 
Spectrum had carelessly 
thrown together its applica-
tion. 

LPTV applications 
accepted, lottery set 
Low-power television and 

television translator applica-
tions have been accepted for 
filing by the commission. A 
public lottery will be held on 
Dec. 12, to award construc-
tion permits. 
The five applicants include 

Orion Broadcasting Group, 
Denver; Forward Broadcast 
Communications, Tuskegee, 
Ala.; Carter Broadcasting 
Corp., Boston; Quentine 
and Deborah Breen, San 
Francisco; and George Bar-
rett, Nashville, Tenn. 

NOVEMBER 
Nov. 29— New York Chapter, 
National Academy of Television 
Arts and Sciences, "mini forum: 
Research for Television." Com-
munity Church of New York, 
New York. 

Nov. 29—International Associ-
ation of Satellite Users monthly 
meeting. Twin Bridges Marriott, 
Arlington, Va. 

Nov. 29—"Research for Tele-
vision" miniforum sponsored 
by New York chapter of National 
Academy of Television Arts and 
Sciences. Community Church 
of New York, New York. 

Nov. 30—"The Ratings War" 
seminar sponsored by National 
Academy of Television Arts and 
Sciences, New England Chapter, 
and Boston University School 
of Public Communication. 

Nov. 30—Deadline at school 
level for 37th annual Voice of 
Democracy competition in na-
tional broadcast scriptwriting 
program, sponsored by Vete-
rans of Foreign Wars of the U.S. 
and its Ladies Auxiliary with 
cooperation of National Asso-
ciation of Broadcasters and 
state associations. Students in 
10th, 11th and 12th grade, who 
are U.S. citizens, are eligible to 
compete during fall term for 
$32,500 in national scholarship 
awards, as well as expense-
paid trips to Washington next 
March and other prizes at state 
and local levels. Theme for 
recorded entries: "My Role 
Upholding the Constitution." 
Information: Community VFW 
post. 

DECEMBER 
Dec. 2—Southern California 
Broadcasters Association new 
business development break-
fast meeting. Holiday Inn, Holly-
wood. 

Dec. 2—Broadcast Pioneers, 
Washir gton area chapter, fourth 
annual awards banquet. Ken-
wood Country Club. Bethesda, 
Md. 

Dec. 2-3—"Creating Program-
ming for the New Television 
Markets," seminar offered by 
New York University, School of 
Continuing Education, New 
York. Information: (212) 598-
7064. 

Dec. 2-4—NBC- TV affiliates 
economic issues conference, 
sponsored by NBC News and 

conducted by Foundation for 
American Communications. 
The Houstonian, Houston. In-
formation: (213)851-7372. 

Dec. 2-4—Third annual Com-
munity Television Festival 
sponsored by Downtown Com-
munity Television Center and 
partially funded by New York 
Council on the Arts, National 
Endowment for the Arts and 
Rockefeller Foundation. DCTV 
headquarters, New York. In-
formation: (212) 966-4510. 

Dec. 5—Deadline for comments 
on Federal Communications 
Commission proposal to award 
women preference in lotteries 
for mass media services. FCC, 
Washington. 

Dec. 5-8—Arbitron Radio Ad-
visory Council meeting. South 
Seas Plantation, Captiva Island, 
Fla. 

Dec. 6-7—National Media Con-
ference, co-sponsored by In-
ternational Association of Bus-
iness Communicators and Lan -
mi Communications Associates. 
New York Statler Hotel. 

Dec. 7—"The Future of New 
England Television" seminar 
sponsored by New England 
chapter, National Association 
of Television Arts and Sciences 
and Boston University School 
of Public Communications. 
Boston University campus, 
Boston. Information: (617) 353-
3447. 

Dec. 7—New York chapter of 
Women In Communications 
meeting, Essex House, New 
York. 

Dec. 7—Ohio Association of 
Broadcasters Sales Seminar 
featuring Pam Lontos. Colum-
bus Marriott North, Columbus, 
Ohio. Information: (614) 228-
4052. 

Dec. 9-11—Audio Independents 
annual radio programming 
conference. Asilomar Con-
ference Center, Pacific Grove, 
Calif. Information: Al, 1232 
Market St., San Francisco 94102. 

Dec. 19—Deadline for comments 
on Federal Communications 
Commission proposal to re-
examine need for rule for sevens. 
FCC, Washington. 

Dec. 20—International Radio and 
Television Society Christmas 
benefit. Waldorf-Astoria, New 
York. 

comments on Federal Communi-
cations Commission proposal 
to award women preference in 
lotteries for mass media services. 
FCC, Washington. 

JANUARY 
Jan. 8-11—Pacific Telecom-
munications Council's sixth 
annual Pacific Telecommuni-
cations Conference. Sheraton-
Waikiki Hotel, Honolulu. Infor-
mation: 1110 University Ave., 
Suite 303, Honolulu, 96826; 
(808) 949-5752. 

Jan. 10—International Associa-
tion of Satellite Users monthly 
meeting. Twin Bridges Marriott, 
Arlington, Va. 

Jan. 11-13—Arbitron Television 
Advisory Council meeting. La 
Costa Hotel and spa, Carlsbad, 
Calif. 

Jan. 12-13—Virginia Associa-
tion of Broadcasters winter 
meeting and legislative recep-
tion. Richmond Hyatt, Rich-
mond, Va. 

Jan. 14-18—Association of In-
dependent Television Stations 
convention. Biltmore Hotel, Los 
Angeles. 

Jan. 15—Deadline for entries in 
American Women in Radio and 
Television's Commendation 
Awards. Information: AWRT, 
(202) 296-0009. 

Jan. 15-20—National Associa-
tion of Broadcasters' winter 
board meeting. Westin Wailea 
Beach Hotel, Maui, Hawaii. 

Jan. 16-18-13th burns Media 
radio studies seminar, "A Mega-
trend Approach to Radio Man-
agement." Miramar Sheraton 
Hotel, Los Angeles. Informa-
tion: Sylvia Clark, 3054 Dona 
Marta Dr., Studio City, Calif. 
91604, (213) 985-8522. 

Jan. 16-20—National Associa-
tion of Broadcasters board 
meeting. Palmas Del Mar Hotel, 
Humacao, Puerto Rico. 

Jan. 17—International Radio 
and Television Society news-
maker luncheon. Waldorf-
Astoria, New York. 

Jan. 18—Deadline for reply 
comments on Federal Com-
munications Commission pro-
posal to re-examine need for 
rule of sevens. FCC, Washing-
ton. 

Looking 
Ahead 
Dec. 5-8—Arbitron Radio 
Advisory Council meeting. 
Captiva Island, Fla. 
Jan. 14-18—Association 
of Independent Television 
Stations convention, Los 
Angeles. 
Jan. 29-Feb. 1—National 
Religious Broadcasters 
41st annual convention. 
Washington, D.C. 
Feb. 9-14—NA TPE Inter-
national 21st annual con-
ference. San Francisco. 
April 29-May 2—National 
Association of Broadcast-
ers annual convention. 
Las Vegas Convention 
Center, Las Vegas. 
May 7-9—ABC- TV annual 
affiliates meeting. Century 
Plaza, Los Angeles. 
May 13-16—CBS- TV an-
nual affiliates meeting. 
Century Plaza, Los 
Angeles. 
May 20-22—NBC- TV an-
nual affiliates meeting. 
Century Plaza, Los 
Angeles. 
May 21-23—Production 
East conference and 
exhibition, sponsored by 
American Expositions Inc. 
New York. 
June 17-19—The annual 
Adult Radio Forum pre-
sented by Burkhart/ 
Abrams/Michaels/Doug-
las. New Orleans. 

casters Association winter meet-
ing. Sheraton Denver Tech 
Center, Denver. 

Jan. 28-31—Radio Advertising 
Bureau's managing sales con-
ference. Amfac Hotel, Dallas-
Fort Worth Airport. 

Jan. 29-Feb.1—National Re-
ligious Broadcasters 41st an-
nual convention. Sheraton 
Washington, Washington. 

Jan. 31—Deadline for entries 
for 1984 American Women in 
Radio and Television Com-
mendation Awards. 

FEBRUARY 
Feb. 1-6—International Radio 
and Television Society annual 
faculty/industry seminar and 
college conference. Harrison 
Conference Center, Glen Cove, 
N.Y. 

and Television Society news-
maker luncheon. Waldorf-
Astoria, New York. 

Feb. 8—Broadcast Pioneers 
Mike Award Dinner. Hotel Pierre, 
New York. 

Feb. 9-14—NA TPE International 
21st annual conference, San 
Francisco Hilton and Moscone 
Center, San Francisco. 

Feb. 21-23—C-COR Electron-
ics regional technical seminar. 
Dallas, Texas. Information: Deb 
Cree, (814) 238-2461. 

Feb. 21-24—INFO '84 Informa-
tion technology and Office 
Automation Exhibition and 
Conference. Barbicon Centre, 
London. Information: B.E.D. 
Exhibitions Ltd., 44 Wallington 
Square, Wallington, Surrey 
SM6 8RG, England. 

MARCH 
March 1-3-15th Annual Coun-
try Radio Seminar. Opryland 
Hotel, Nashville, Tenn. 

APRIL 
April 17-19—C-COR Electronics 
regional technical seminar. 
Columbus, Ohio. Information: 
Deb Cree, (814) 238-2461. 

April 25—Broadcast Pioneers 
George Foster Peabody Award 
Luncheon. Pierre Hotel, New 
York. 

MAY 
May 1—Broadcast Pioneers an-
nual breakfast. Las Vegas Hilton, 
Las Vegas, Nev. 

May 15-17—C-COR Electronics 
regional technical seminar. San 
Francisco, Calif. Information: 
Deb Cree, (814) 238-2461. 

May 21-23—Production East 
conference and exhibition, 
sponsored by American Expo-
sitions Inc. New York Hilton. 
Information: Victor Harwood, 
(212) 475-3356. 

JUNE 
June 17-19—Adult radio forum, 
sponsored by Burkhart/Abrams/ 
Michaels/Douglas. Fairmont 
Hotel, New Orleans. 

JULY 
July 17-19—C-COR Electronics 
regional technical seminar. 
State College, Pa. Information: 
Deb Cree, (814) 238-2461. Dec. 27—Deadline for reply Jan. 20-22—Colorado Broad- Feb. 2—International Radio 
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HELP WANTED 

TELEVISION 
CAREER 

OPPORTUNITIES 
Get in on the ground floor! 
An exciting new T V. Station in Ontario, Ca., will air January 1. 1984. to service the 
Los Angeles area. 
Immediate openings for experienced, qualified professionals in all staff positions. 
including: 

• General Manager 

• Broadcast Engineers 

• Production Manager 

• Operations Manager 
• Program Director 
• Sales Representatives 

• Clerical 
Excellent salaries and comprehensive benefit package. Qualified applicants are 
invited to submit resumes to: 

HBI ACQUISITION CORPORATION 
18103 Skypark South, Suite D 

Irvine, CA. 92714 
Equal Opportunity Employer 

PRODUCER/WRITER 
Needed in the promotions department at 
S/VV major market Independent TV station. 
Two years Independent TV Promotions/ 
Production experience needed, creativity 
a must. Send resume and demo reel of 
recent work to 

Department P 
KTXH-TV 

8950 Kirby Drive 
Houston, TX 77054 

No phone calls please. E/O/E 

FOR CLASSIFIED 

INFORMATION 
CALL 

SUZANNE SPARROW 

295-0900 

RARE PERSONALITY 
MIDDAY OPENING 

Our midday personality is moving to full 
time production director after 6 years. His 
replacement must be a mature stable 
young/middle adult-oriented personality 
with natural enthusiasm and audience 
empathy. Quick wit (m3 comedians) able to 
handle phone with brevity, comfortable 
and motivated in public. Superb working 
environment, glamor market, legendary 
personality station, fabulous new state of 
the art studio building. Highly respected 
"people- company. 
Air check and resume to: Doug Erickson, 
Operations Director KIMN Radio, 5350 
West 20th Avenue, Denver, CO 80214 

Jefferson-Pilot Broadcasting 
an Equal Opportunity Employer. 

FOR LEASE 

WANT CA's 
TO LEASE S 

YOU 
AREN'T USING? 

(OR GETTING PAID FOR?) 
As Oeveiupers ol the tirst SOP. 
Paging system. we re interested in 
your unused subcarrrer trequencies and 
re represent companies 
inctivrduats who want to use yOur 

SGAs lot paging 

°t 

--An opportunity to tap a valuable 
For you. this means 

rce iered by unused 
resou • 

subcar ibcarrier 

rier frequencies 
- potenhatfy greater income than 

possible with alternate ,i  

use INTERESTED? 

We %lave the system • 
equipment the engineering 
know-hOW An we need to put it aff to 

work tor you, 
Jon Canaday 
Reach Inc 
301 South 68th Street Nebraska 68510 
Lincoln ,  

CALL TOLL FREE 800/228-2236 

NEBRASKA RESIDENTS CALL 

402/483-7518 

FOR SALE 

FOR SALE 
Harris BC-1G. 1 KW. AM transmitter Very 
good condition Used nights $3,500 

Contact: Warren Small 
WGIR Radio 
P.O. Box 610 

Manchester NH 03105 
or Call: (603) 625-6915 

AM STEREO RADIOS 
Got the signal? Were importing AM Stereo 
radios. Will consider all deals: Direct buy. 
barter, trade, or retail/station combo. 

Ashton á Company 
16005 Sherman Way 
Van Nuys, CA 91406 

(213) 785-6911 
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LOWEST COST BINGO! 

Contemporary music bingo, ideal for 
small to medium market, absolutely 
the lowest price anywhere. New third 
party sales plan for added revenue. 

Bill Taylor 

(213) 791-4836 

1425 E. Orange Grove 
Pasadena, CA 91104 

COMBO 
AM/FM Class C combo Wester, 
Nebraska Plenty of growth potential 
Excellent equipment 

Call 308-632-7121, 
Wayne McIntosh 

EVERY NUMBER ONE 
SONG FROM '55 TO '83 

With or without 25 Hz tones. Buy 
lease. Also. complete library available 

The Innovation Organization 
Box 3133 

No. Hollywood CA 91609 

(213) 506-6769 

STATIONS FOR SALE 

Combo West Virginia good growth and 
income area. Excellent opportunity for a 
capable owner/operator. Valuable real 
estate $800,000 with terms available after 
$200K down 

John Mitchell. Shreveport, La 

318-868-5409 

& P 0 Bo. 1065 Shreveport LA 71163 

itcheji 
ssociates 

SOUTH-EAST RADIO 
STATIONS FOR SALE: 

Medium Gulf Coast market — Class -A" 
FM — Excellent potential. $850,000.00, 
terms. 

Fulltime — AM — Memphis, TN. market. 
First class facility. $800,000.00. 

TEXAS PROPERTIES 
FOR SALE 

Class "A" FM -- North Central TX. 
$385,000.00, terms. 

AM/FM, Central TX $500.000 00, terms. 

Norman Fischer & Assoc., Inc. 
P.O. Box 5308 

Austin, TX 78763 

(512) 476-9457 

1<epper, 
Tupper & 

company, 
Inc. 

Brokers and Consultants 
for 

Communications 
Properties 

IL: 2508 A West Route 120, McHenry, IL 60050 (815) 344-4220 
CT: 31 Bailey Ave., Suite 6, Ridgefield, CT (203) 431-3366 

11101%111J 
mr— • iinhadwo Ma, %WI 11 DM lam 
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R.L. HOOVER 
Consulting Telecommunications 

Engineer 

11704 Seven Locks Road 

Potomac, Maryland 20854 

301-983-0054 

Mi iii bpr AF I 1 

Ge°71/1GDRE 
AND ASSOCIATES 

MEDIA BROKERS AND APPRAISERS 

6116 N CENTRAL EXPRESSWAY SUITE 712 

DALLAS TEXAS 75206 214/361-8970 

George Jacobs 
& Associates. Inc. 

Consulting Broadcast Engineers 
Domestic & International 

Member AFCCE 

8701 Georgia Ave. Suite 402 
Silver Spring (301) 587-8800 

20910 

HURRY! 
SPECIAL LIMITED OFFER 

YOUR BUSINESS CARD HERE 

FCC DATA BASE 

datawoPld 
AM • FM • TV • LPTV • MDS 

• Tower Location/Height 
• Allocation Studies 

1302 18th St., N.W. Suite 502 
Washington, D.C. 20036 

(202) 296-4790 S00-368-5754 

Lawrence PD. Domeron III 
Pepono, Yeas Monope 

BROADCAST 
WEEK 

2500 cute aeet 
Sues 21:0 

PO Bog 5727 IA 
Demo+. Cobolz. 80217 

(303) zos0000 

BROADCAST WEEK 
CLASSIFIEDS 
WORK FOR YOU 
(303) 295-0900 
CALL SUZANNE 
SPARROW TODAY! 

PH one 216-862-2323 

GRINNAN FIXTURE CO. 
ItArelo as TV eimgont CA .11105,11 & ir.901F.I•t•T 

0.1•PlIrrel1 \JIM N.... STAVI.I• IIVILDINe• 

100411 sr. Nag. Joa. •••• lassamlne 01.8ne.r. 

°Irene» 

Titsch Communications Inc. 
steng.l.no ol leternotenco thorn.. Bowe, Pero ['rodeo, PA 

Suzanne Sparrow 
Closaleed Pa...angina Director 

250:13 Cute Street 
Suite 200 

PO Bor 5727 TA 
Denver, Coraocio 80217 

(303) 295-0S00 

CLASSIFIEDS MADE EASY 
Put in your own spot. Simply fill out this coupon and return tt to Suzanne Sparrow, 
Titsch Communications, Inc., P.O. Box 5727 T.A., Denver, CO 80217-9929. We will call 
you with the details. 

Ad Copy   

Bill to:  
Address   
City  State Zip  

Phone#  

Ordered by  
Insertions   

Classified ad rates are 525 per inch Minimum order 1 inch. 
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"Oh God! It's horrible! The Mr. T balloon just attacked Snoopy!" 

Other 
voices 
Snow watch 
"The weather is very interest-

ing and complex here in the tri-
state area. I can't wait for the 
first snowfall," 

Lloyd Lindsay Young, 
formerly with KFRC radio 
and KGO-TV in San Fran-
cisco, and the new weather-
man for WOR-TV, Secau-
cus, N.J. 

Audience 
diversion 
"The diversion of audience 

away from the networks is 
serving to lessen the network's 
efficiency as a coast-to-coast 
commercial delivery system. 
But no rival medium is gaining 
in efficiency. From a competi-
tive standpoint, therefore, the 
networks are not in as weak a 
position as one might guess by 
merely glancing at audience 
numbers. Indeed, they are not 
in a weak position at all." 

From "Ad Libs," a publica-
tion of L.F. Rothschild, 
Unterberg, Towbin, New 
York 

No promised 
land 
"Pay TV cannot, or will 

not—even in the case of a fat 
cat like HBO—match the pro-
duction costs that networks, 
with their vast resources, can 
underwrite. A weekly show 
rescued by cable is forced to 
continue on a monthly, bi-
weekly or miniseries -basis. 
Outside of netwórks, deficit 
financing or not, there is no 
funding base for an expensive 
weekly production. 
"Cable and syndication a re 

not an electronic Ellis Island, 
outstretching compassionate 
arms to series left wretched and 
homeless by fickle and disdain-
ful networks. The odds against 

life after cancellation continue 
to be virtually insurmountable. 
The recent flurry of stunning 
exceptions quickens the pulse 
and suffuses the industry with 
new hope; but it is, alas, a false 
hope for most canceled shows. 
"For the vast majority, there 

is no second chance—just the 
wise old injunction to get on 
with burying your dead." 

Will Tusher, "Life After 
Cancellation," quoted in 
"Media People" 

Prime (a te) 
time TV 

"If I were an ardent Demo-
crat, I might report that Mr. 
Smith reflects reality, since the 
content of the series seems to 
indicate that this monkey makec 
monkeys out of those in the 
Washington political spectrum. 

"But, as an ardent Republi-
can told me, Mr. Smith reflects 
an attempt to gain a Nielsen 
rating, rather than promoting 
any acceptance of a Reagan 
political philosophy." 

Walter Saunders, comment-
ing on "Mr. Smith" in his 
regular column in the "Rocky 
Mountain News" 

Sex sells 
"In televison land, the reality 

is advertising and the under-
standing is that sex sells (so we 
have 'nothing under our jeans' 
and 'the freshest mouth in 
town'). Sometimes this spills 
over into programming, where 
the plot can be merely a filler 
for the scenic background of 
bikinis, bottoms and breasts; 
this emphasis on sex as bait is 
carried over into 'magazine' 
programs, soaps, family sagas 
and action/adventure series." 

Norman Fleishman, com-
menting in a "Monitor" 
column in "Emmy" maga-
zine 
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Kudos to ABC 
Like a nuclear war which 

would forever change the face 
of mankind, The Day After has 
been permanently engraved in 
this country's collective memory. 
As a theatrical release, the 
movie might have been a for-
gettable failure or, at best, a 
major hit that would have 
taken months to build an 
audience in the millions. As a 
TV movie, however, The Day 
After was transformed into one 
of those rare shared events 
among Americans—with some 
100 million people viewing it at 
precisely the same time. 

Such a situation can occur 
only with broadcast television. 
Even if cable had enough pene-
tration to make a shared 
national experience possible, 
the necessity of repeated pay 
TV showings would mitigate 
against such a large opening 
night audience. 

Yet, while the one-shot 
method of commercial broad-
casting created last week's Day 
After phenomenon, those 
national advertisers who could 
help ensure future TV events of 
this magnitude were conspicu-
ously timid about lending sup-
port to the project. Whether 
due to unwillingness to assbciate 
themselves with the subject 
matter or just plain fear of 
pressure groups, sponsors who 
normally jump at guaranteed 
high ratings held back from 
The Day After. 
ABC, forced to lower its ad 

rates, eventually found a full 
slate of advertisers unafraid to 
"risk" their reputations while 
reaching one of TV's largest 
audiences ever at a bargain 
price. Commodore Computors 
made the largest buy, followed 
by Dollar Rent-A-Car. But the 
network airwaves were also 
filled with the unlikely likes of 
commercials for K-Tel records, 
and a direct marketing spot for 
Solollex, exercising equipment. 

All of The Day After's adver-
tisers should be commended 
for their courage, as should 
ABC itself. The network not 
only bent over backward to get 
sponsors for the film, but 
also—after the first hour and 
into the special Viewpoint 
program that followed—went 
some 21A hours commercial-
free right in the middle of a 
sweeps month. 

For broadcast TV to con-
tinue as the nation's dominant 
medium, the entire industry— 
networks, stations and adver-
tisers—must take a cue from 
The Day After's ratings success 
and increase the fledgling 
commitment to innovative pro-
gramming. 

Broadcast television's power 
to gather—and yes. to per-
suade—the masses should not 
be taken lightly, however; the 
spectre of 1984 and Big Brother 
is only two months away. But 
when the TV medium can be 
used to spur national—and 
rational—debate on major 
issues of our time like the arms 
race, it would be a disservice to 
the public—and a misuse of the 
medium—to shifk the respon-
sibility. 
ABC had more than its fair 

share of problems with The 
Day After. But if such a disaster 
as depicted in the film were to 
actually occur, there would be 
no sponsors for the network's 
war coverage. There would be 
no discussion of the issues on 
Viewpoint. There would, the 
day after, probably be no ABC 
around at all. 
Complaints about ABC's 

fictional attack on our collective 
consciousness pale in compari-
son to the permanent scarring 
which would result from such a 
catastrophe. Let's hope that the 
network's airing of The Day 

After helps to achieve its stated 
purpose of avoiding that hor-
rifying fate. 

In the other corner... 
NBC, on the other hand, 

must have been dealt the wrong 
hand when fate passed out this 
season's shows. Almost every-
thing the network touches, no 
matter how eagerly anticipated 
or well-done, seems to collapse 
like a house of cards. 

By all standard network 
criteria, NBC's $13 million 
Kennedy miniseries—which 
had the unusual distinction of 
airing around the world during 
the same three-day period it 
aired here—should have been a 
blockbuster. It had such stars 
as Martin Sheen, it told the 
still-fascinating story of JFK, 
and—above all—it was sched-
uled right at the peak of the 
activity surrounding the 20th 
anniversary of the President's 
assassination. 
What Kennedy didn't have 

was the publicity apparatus, or 
enough controversy, to counter 
the massive groundswell of 
hype swirling around the 
opening night competition of 
The Day After. Not that ABC 
could be accused of leading the 
hoopla for its film. Much of the 
network's promotion consisted 
merely of defensive postures 
designed as protéction against 
the onslaught of opinions 
hurtling forth from both sides 
of the disarmanent issue. 
The end result, however, was 

that Kennedy got lost in the 
shuffle. For those viewers 
without the benefit of VCRs, a 
nice gesture by NBC would be 
to repeat the miniseries as soon 
as reasonably possible. The 
May sweeps might not be such 
a bad iiea. Before deciding on 
the exact nights. however. NBC 
should look at the opposition 
schedules very carefully. 

E.T. phone KFMH 
Not long ago, on a planet far 

away, ala alien received a strange 
message in an unknown tongue 
on his beeper. If only said alien 
had known English, Samoan. 
French, Italian, Japanese—to 
name just a few languages—he 
could have deciphered a mes-
sage of good will and the 
latitude and longitude of radio 
station KFMH, Muscatine, 
lowa,.of the planet Earth. 
As the holiday spirit per-

meates the country and the 
urge to "reach out and touch" 
friends and family strikes more 
of us, KFMH has felt the urge 
to reach far out and aim cosmic 
messages at intelligent extra-
terrestrial life. And perhaps the 
station will contact intelligent 
life, its message reaching across 
the cosmos to an intergalactic 
bar where Jabba the Hut and 
Chewbacca will be converted 
from jazz to the sounds of 
KFM H's progressive rock. 
Maybe the voices of earthlings 
who believe in extra-terrestrial 
beings, taped and beamed into 
space, will convince an alien 
somewhere to believe in intelli-
gent life on Earth and establish 
a dialogue. 

Possibly the station's weekly 
broadcasts will find their way 
through the light-years and 
become an interesting interfer-
ence problem on some late-
night talk show on an alien 
planet—or maybe even the 
radio of an intergalactic starship 
charting its way across the 
universe, or the answering 
service of some cosmic phil-
anthropist, who with super-
intelligent perception, will figure 
we're in trouble and will head 
straight to Earth to save us 
from a Day After scenario— 
maybe by causing the earth to 
stand st II until we realize the 
folly of our ways. 
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The rodeo radio connection 
By Shelley Epstein 

DENVER—Rodeo and radio 
have about as much in common 
as brahma bulls and Baryshni-
kov, but the Professional 
Rodeo Network has brought 
the two together. 
For the past three years. 

PRN has made rodeo come 
alive for some 500,000 persons 
across the nation with The 
Great American Cowboy, its 
made-for-radio program. 
This year, for the fourth 

time, it will bring rodeo home 
to those willing to lend an ear, 
using the Mutual Broadcasting 
Corp. satellite and GAC host 
Bob Tallman to air The 
%Ilona' Finals Rodeo Report, 
from the national finals rodeo, 
Dec. 3-12, in Oklahoma City. 
According to Stan Garrett, 

director of affiliates at PRN, 
"Rodeo is the biggest sport that 
people know about . . . There's 
a lot of money involved. We sell 
more tickets than the National 
Football League." He said 
there are 640 professional rodeos 
a year-6,000 professional and 
non-professional. It's PRN 
function, he said, to follow the 
professional rodeo circuit on a 
year-round basis. 
PRN's show, The Great 

American Cowboy, airs six 
times a week and provides 
rodeo statistics and standings 
to 140 country and western 
stations from California, Colo-
rado and Texas to New Jersey 
and Georgia. The program is 
taped at PRN's office in Eugene, 
Ore., and then distributed to 
carrier stations, Garrett said. 

Garrett also explained that 
the professional rodeo season 
"kicks-off" with Denver's 
rodeo, in January, continues 
through the spring and summer 
and ends with the national 
finals rodeo, in Oklahoma 
City, in December. He added 
that the addition of Mutual 
satellites will make the Na-
tional Finals Rodeo Report 
available to more radio sta-
tions, including the Armed 
Forces Radio Network heard 
in 22 foreign nations. 
"We just haven't used them 

(satellites) before," Garrett 
said. "We looked at the calen-
dar and decided it was the 
1980s." 

Garrett said stations who do 
not use a Mutual satellite but 
who want to carry the National 
Finals Rodeo Report will be 
able to dial an 800 number and 
lock into PRN's phone feed. A 
recorded message will play the 
day's NFRR to them and they 
can rebroadcast that report to 
their audience. 

"Satellites don't go every-

where," he said, but a Mutual 
satellite was more "selectable" 
because "it goes to the right 
kind of market for us." For 
PRN, the prime market mostly 
lies west of the Mississippi 
River, has country and western 
stations, a 25-54 demographic 
audience and "people who are 
interested in the real America." 
"A hundred years ago, west-

ern ideals prevailed," Garrett 
said. "Now they've gotten lost. 
There was a certain self-reliant 
aspect to life back then. Men 
were self-employed; they worked 
their own schedules and succeeded 
on their own. Now, we look to 
other people. to do things for 
us." 
"That spirit and individualism 

has to change," said Bob•Tall-
man, champion rodeo announ-
cer and co-founder of PRN. 
"You have to believe that 
today's the best day. You can't 
spend your time dwelling on 
the past or today will sweep by 
you." 

Garrett does not think PRN 
is the salvation of that lost 
rugged individualism, but he 
does think that PRN reminds 
people of its existence and is a 
living testament to the past. 

Garrett said he will encour-
age stations across the country 
to carry the NFRR because it 
does not cost them anything to 
air the show. NFRR's produc-
tion costs are bartered, he said. 
"For the past year, year and a 
half, Dodge Trucks have been 
sponsoring the national finals 
rodeo, ever since they dis-
Covered that the 25-54 demo— 
among rodeo people—buy 
trucks as their second cars." He 
added that the Professional 
Rodeo Cowboys Association, 
the governing body of profes-
sional rodeo, found the same 
results in its own marketing 
tests. 

Dodge's donation to the 
national finals rodeo was not 
disclosed. Garrett did say they 
donate as much as $5,000 to 
300 rodeos a year and pay for 
print advertising. In addition, 
Dodge will pay for five of 10 
spots on the NFRR; local 
sponsors will pay for the rest. 
Garrett said he hopes to add 
200 radio stations to the carrier 
list of the NFRR by air-time. 
PRN will not broadcast the 

national finals rodeo via TV. 
Garrett explained that Hesston 
Farm Equipment bought the 
rights to do live coverage of the 
rodeo over cable TV. He also 
said TV will not fit "the short-
shot-a-day format" that NFRR 
will use in its reports. 
The 41/2 -minute NFRR up-

dates will air daily from 5-8 
a.m.—times vary according to 

location—and will be produced 
following each performance. 
Bob Tallman will interview 
rodeo contestants, rodeo spon-
sors and stock contenders and 
help edit the shows for broad-
cast. He also will announce the 
national finals rodeo, Garrett 
said. 

"I'll ride out on my horse 
with my wireless microphone... 
and start messing up their 
minds," Tallman said. "That's 
what I love to do best . . . I tell 
'em sit back, sit on their hands 
and relax. The money's already 
on the way to the bank." 
"Tallman has a real gift of 

expressing himself," Garrett 
said. "He's a real talent. He's a 
natural talker and entertainer. 
He knows about rodeos." He 
has been a rodeo cowboy all his 
life, he said. 

"I like to hear the sound of 
my own voice," Tallman added. 
Tallman regards his "gift for 
announcing" a God-given 
talent. "Although I come from 
a long line of bullshitters. My 
grandfather was a statesman 
and a politician." 

Tallman added that announ-
cing the finals rodeo is an 
honor. Indeed, it will be the 
second time that the PRCA has 
chosen him as announcer—the 
last time was in 1975. This 
year's finals rodeo will also be 
significant because it will be the 
25th anniversary of professional 
rodeo. Tallman said the top 15 
"rodeo athletes" will be com-
peting for $800,000 prize 
money, gold belt buckle and a 
trophy saddle, signifying the 
winner. 
The national finals rodeo 

will be something to look for-
ward to, Tallman said, because 
of the prestige and the energy. 
"The paycheck is certainly 
attractive," he said, "but there's 
a lot of pressure involved:" He 
announces anywhere from 250 
to 300 rodeos a year. 
When Tallman's not galli-

vanting across the country, he's 
usually indulging "in three Rs" 
of his life: "rodeo, ranch and 
radio." Tallman emphasized 
the radio, and the fact that he 
spends much of his time with 
The Great American Cowboy, 
a show he founded with a 
longtime friend, Peter Powell. 

Garrett said they had been 
tossing the idea of a rodeo radio 
program around for years, 
before they decided to go ahead 
with it. "The Great American 
Cowboy exists because people 
believe in it," said Tallman. 
"We knew it was something 
that had the capability of doing 
well. We knew we had a salable 
item . . . It was like we took a 
nickel and made it a dime." 

Bob 
Tallman 



How to step up to 3-tube performance 
without overstepping your budget. 
Introducing the Panasonic WV-555.  

If you've wanted to step 
up to the performance and 
features of a 3-tube ENG 
camera but thought the 
price was too high, think 
again. Introducing the 
Panasonic WV-555. 

Not only is the WV-555 
priced right, it's packed with 
performance and features 
you'll find in cameras 
costing thousands more. 
For brilliant color imagery 
the WV-555 incorporates a 
middle index prism optical 
system with three 2/3" 
Saticon* tubes. The result 
is an outstanding 600 lines 

horizontal resolution and 
54dB S/N ratio. With a mini-
mum of blooming, comet 
tailing and lag. 

What's more, the WV-555 
will maintain its high-quality 
picture even when the lights 
are low. Just flick the + 6/ 
+12dB high-gain switch 
and shoot in light as low as 
8 footcandles at f1.4. In 
addition to the WV-555's 
outstanding picture quality, 
there are equally outstand-
ing automatic circuits. Like 
one-touch auto-centering, 
as well as auto white 
and auto black. Both with 

memory. And when light-
ing conditions change, the 
WV-555's iris automatically 
changes too. 

To keep you tuned in to 
operating conditions, the 
WV-555's 1.5" electronic 
viewfinder provides LEDs 
for automatic settings, low 
battery, high gain and more. 

Of course, the WV-555 
easily doubles as a stulio 
camera with its optional 
remote control unit, 5" h gh-
resolution viewfinder 
as well as 2-line vertical 
aperture correction. 
The Panasonic WV-555. 

The 3-tube camera for pro-
fessionals who thought they 
had to settle for one tube. 

Panasonic. 
AUDIO-VIDEO SYSTEMS DIVISION 

For more information on 
the Panasonic WV-555 mail to: 
Panasonic Industrial Company 
Audio-Video Systems Division 
One Panasonic Way 
Secaucus, N.J. 07094 
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