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To the Reader: This collection of readings is an experiment in publishing. 
The editors plan to revise and update the material yearly - 
in the spring - to be available for fall classes. This third 
edition contains material which we think is valuable for our 

teaching. You may feel that we have emphasized some areas 
at the expense of more important material, and we want you 
to tell us. The future of this concept is contingent on 
your continued use of the reading; consequently, your sug-
gestions and your contributions--either in the form of your 
own writings or reprints from other publications--are 
needed. For our part, we will continue to revise as long 
as there is interest, and we will pass on suggestions of 
others conce-ning creative and efficient techniques for 
using tne material. 

Charles Cliff 111 and ARchie Greer 
School of Radio-Television 
Ohio University 
Athens, Ohio 45701 
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RATINGS 

Readers are most familiar with the Nielsen ratings, since these 
are reported in the press as the major tool of the network programmer. 

Programs survive if ratings are high because advertisers buy television 
time to reach viewers; the more viewers the higher the cost for a 
thirty second commercial. Low rated programs are replaced by programs 
which the network programmers feel have more appeal to a mass audience. 

The Nielsen ratings most often published are the Nielsen Nationals 
which are taken weekly for primetime programming and reported to both 
the network program chiefs and the general public. ( Examples of these 
ratings appear in the Network Programming-Primetime section of this book) 
In addition, Nielsen has overnight ratings in three markets--New York, 
Chicago, and Los Angeles. Each morning, overnight ratings are delivered 
to network officers who ponder over the numbers and find those time 
slots in that market in which their network is " killing" the other two. 
This constant in- put of data is slowly changing the system. In this 
volume primetime programming schedules are included for the Fall and 
"Second" seasons for several years. Many feel that the audience 
research has reached a high enough level of sophistication that pro-
grammers can tell in a matter of a few weeks whether or not a program 
will make it, and schedules will become ever changing throughout the 
year, leaving only one premier week ( or weeks as networks seek greater 
sampling of new programs by introducing them prior to the beginning of 
the season). Lee Rich, president of Lorimar Productions which produces 
The Waltons and The Blue Knight, is discouraged by the prospect of such 
quick decisions; he notes that The Waltons took months before it 
gained a sizeable audience. 

Nielsen is one of the two major television audience research firms; 
the other is ARBITRON. The Nielsen Nationals and Overnights are based 

on sets in use and measure whether sets are on and to what channels they 
are tuned; there is no information as to who is watching. Nielsen also 
uses diaries to determine not only what is being watched but who is 
watching. ARBITRON uses the diary technique ( a meter service has 
recently been added) and publishes easy to understand information on its 
services. Terminology used by ARBITRON in the television and radio 
reports precedes the Yourtown Reports. 

The ratings section is primarily a workbook for the student. Pro-
gramming data within both the television and radio " books" are consistent 
and can be compared within and across time periods. 

To make the ratings material more realistic and useable, the authors 
have created two ratings reports, or " books" for Yourtown. The tele-
vision book describes Yourtown as a six station market with three net-
work affiliates, two indys--one "V" and one "U"--and a public station. 
In addition, one other NBC affiliate has significant viewing in the 
market to be included. The data is presented as it would be in a 
ratings book: market description, network program averages, day part 
audience summary, weekly programming, program title index and program 
audiences. The latter section covers the time period 6:30 pm to 9:30 pm 
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to allow for comparisons of the numbers within all demographics generated 
by programming strategies among network affiliates during the news and 
access ( 7-9 pm) periods and between affiliates and independents during 
all of primetime. "Ratings: An Aid to Programming" provides a practical 
application of the data. 

The radio book for Yourtown exemplifies a multi-station radio market: 
twelve stations within the metro and four stations outside the metro with 
strong metro listening. Radio ratings are much more subject to time-of-day, 
demographic, and monthly fluctuations than those of television. The 
editors have taken into account the two former fluctuations by providing 
the following market ratings: four different day parts for men, morning 
drive for women, and all dayparts for teens. A section on the kinds of 
estimates found in ARBITRON Radio Reports assists the reader in using the 
market data. 

The concentration on ratings by the networks generates criticism. 
One of the most prolific critics is Paul Klein who was vice president in 
charge of audience measurement at NBC in the early seventies, and has 
returned to NBC in 1975 to attempt to pull the network out of its unaccus-

tomed third position. "Why You Watch, What You Watch, When You Watch," 
presents Klein's Theory of Least Objectionable Programs in addition to 
criticism of the way ratings are used. 
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Glossary of Terms Used in Arbitron Television Reports 

Area of Dominant Influence (ADI)—The Area of 

Dominant Influence is a geographic market- design 

which defines each market exclusive of another 

based on Measurable Viewing Patterns. As the 

name implies, the ADI is an area that consists of 

all counties in which the home market stations 

receive a preponderance of viewing. Each county 

in the U.S. (excluding Alaska and Hawaii) is allo-
cated exclusively to only one ADI'. There is no 

overlap. 

The original ADI allocations were based on a 1965 

county-by-county study of television circulation 

using the viewing data obtained by ciary from 

approximately 250,000 television hoLseholds. From 

these viewing data, Arbitron prepared estimates 
of the total viewing hours in each county for an 

average week, and the percentage of the esti-
mated total viewing hours of each station for 

which viewing was reported. The original ADI 

allocations were based on these figures. 

Arbitron has updated these estimates a number of 

times, the most recent update having been com-

puted from data from approximately 282,000 tele-

vision households from the May and November 

1973, and the February/March 1974 nationwide 

surveys. Based on these estimates, Arbitron has 

made its ADI allocations for the 1974-1975 Broad-

cast Year, all of which are listed in the publication 

"1974-75 Exclusive Television Areas of Dominant 

Influence in the United States." 

The ground rules for ADI allocations are relatively 

simple. Once the estimated total viewing hours for 

a county, and the percentage of such estimated 

total for each station, are known, Arbitron sums 

the station percentages by market of origin. The 

market of origin having the largest total percentage 

is deemed to be the " dominant influence" in the 

county under consideration, and that county is 

allocated for ADI purposes to that market of origin. 

In those cases where one market dces not obtain 

a 1.5 share point advantage over all others, an 

additional analysis is performed. The viewing 

hours in both Early and Late Fringe day-parts are 

summed for each market and then civided by the 

total county viewing hours ( for all markets) in the 

Early and Late Fringe day- parts to di2terrnine a 
new share of Early anci Laty ri iiiju it.vvinq hours 
The market obtuining the highest share in this 

•Where a county is divided by Arbitron into more than 
one sampling unit, each unit is analyzed as if it were 
a county for ADI purposes, and is assigned to an ADI 
on the basis of the rules described above. 

Ratings Material, pages 3-21 and 

27-35, reproduced with permission 

from ARBITRON 

additional analysis is then deemed to be the 

dominant influence. 

There are exceptions to the general rule: 
(A) Arbitron reserves the right to exercise its 

judgment in the case of counties with unusual 

physical features or peculiar marketing 

considerations. 

(B) If its home station achieves at least a 20 
share, a Metro county, or the Home County of a 

station having no Metro Rating Area, or the 

Home County of an S-2 satellite station, is not 

assigned to the ADI of another market unless 

the average of the percentages of viewing hours 

of the stations in the other market is at least 

10% greater than the sum of the percentages 
of the viewing hours of the stations in the Metro 

or Home County under consideration. 

(C) To re-assign a county from one ADI market 

to another, a minimum of 15 in- tab households 

is required. 

(D) In considering the creation of a new ADI 
market, the criteria for the assignment of 

counties to an ADI would prevail; in addition, a 

market must win its Home County, and that 

Home County must have at least 10,000 tele-

vision households. 

The above stated rules for ADI allocations are 

dynamic and receive extensive re-examination 

periodically. As a result, Arbitron reserves the right 

to change this and other policies whenever these 

procedures would result in a county addition or 
deletion, which would appear totally unreasonable 

or illogical in light of known topographic, geo-

graphic or other exceptional conditions. 

Adjacent Areas of Dominant Influence (Adjacent 

ADI's)—Viewing is reported in a maximum of three 

adjacent ADI's served by Home Market stations. 

These adjacent ADI's lie within the Home Market's 

TSA, but outside of the Home Market's ADI. Where 
more than three adjacent ADI's lie within a mar-

ket's TSA, selection of the three to be reported is 

based on an analysis of the TV household contri-
bution to each adjacent ADI and other pertinent 

viewing characteristics. 

The ADI's to which counties in the TSA have been 

assigned are identified by codes which appear 
above the county listing on Page 5 of the report. 

Counties with the code "0" lie within the ADI of a 
market other than the three adjacent ADI's 

reported. The TV households totals of adjacent 
ADI markets are also reported. 
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Average Quarter-Hour Audience 
(See "Quarter-Hour Audience") 

Color Set Penetration—Arbitron reports estimates 

of color TV households penetration for the TSA, 
the ADI and Metro of all Metro markets; thetTSA 

and ADI of all non-Metro markets; and the TSA of 
all non-ADI markets. These estimates are based 

on information obtained during the diary place-
ment interview. 

Controls—Arbitron weighting techniques are used 
in all sampling units to establish proportionate 

representation of viewing by Age of Head-of-
Household and by week. The weighting techniques 
are also used in certain sampling units containing 

CATV households, and in certain sampling units 
where special interviewing techniques are used. 
(See Paragraphs 42-45.) 

Cume Households—An estimate of the number of 
different television households that viewed each 
reported station at least once during the average 
week during the reported time period. This is also 
called the cumulative or unduplicated audience, 

or circulation. Estimates are based on viewing in 
the Total Survey Area only. 

Cume Persons—An estimate of the number of 

different persons who viewed each reported sta-
tion at least once during the average week for a 
period of five continuous minutes or more during 

the reported time period. Estimates are based on 
viewing in the Total Survey Area only, and are 
reported for Men 18 I- , Women 18 , and Women 
18-49 (See also "Cume Households".) 

Demographic Rating—Viewing estimates of per-
sons in a particular sex-age group divided by the 
total number of persons in television households 
in that category. The result is rounded and 
expressed as a whole percentage or rating. The 

Audience Category Chart (Paragraph 1) shows 
which demographic categories are reported in 

each report section. (See Paragraphs 10, 12, 19.) 

Effective Sample Base (ESB)—The sample size to 
be used in determining Standard Error Weighting 
Factors for use in the Standard Error and Relative 
Percentage of Error Calculations. The ESB's 

reported on Page 7 of the report are for Television 
Households. The ESB for any reported demo-

graphic can be determined by multiplying the 
actual in-tab sample size by the appropriate Statis-
tical Efficiency for the market. (See Page 24.) 

HPDV 

Households- per-Diary Value. ( See Paragraph 43.) 

HPRP 

Households per ADI Rating Point. (See Paragraphs 
1, 25.) 

Housewife 

The female head-of-household age 16 

Home County 

See " Metro Rating". 

Household Using Television (HUT)—An estimate 
of the number of unduplicated households (with 

one or more sets tuned in) which viewed all tele-
vision stations during the average quarter hour of 
the time period. HUT is expressed as a percentage 

of the total number of television households in the 
Metro, ADI or Horne County. (See Paragraph 16.) 

In-Tab Sample—The number of television house-
holds which returned diaries tabulated in the 

production of the report. ( See Paragraphs 11, 42.) 

Metro (or Home County) Rating Area—Metro 

Rating Areas, where applicable, generally corres-
pond to Standard Metropolitan Statistical Areas as 
defined by the U.S. government's Office of Man-
agement and Budget, subject to exceptions dic-
tated by historical industry usage and other 
marketing considerations such as channel allo-
cations. (Home Market MRA counties are indicated 
in the listing on Page b of the report by an "M" 
preceding the county name.) 

Where there is no defined ADI, ratings may be 
shown for the Home County of the station's city of 

license. The Home County is indicated in the 
listing by an "H" preceding the county name on 
Page 5 of the report. 

Multi- Set Penetration—Arbitron reports penetra-

tion estimates of households with more than one 

television set in the TSA, the ADI and Metro of all 
Metro markets; the TSA and ADI of all non-Metro 
markets; and the TSA of all non-ADI markets. 
These estimates are based on information 
obtained during the diary placement interview. 

Net Weekly Circulation—The estimate of the 
number of unduplicated households or adult per-
sons which viewed a station at least once during 

the average week for a period of five continuous 
minute., or more. These estimates are reported for 
the Sunday-Saturday Sign-on to Sign-off day-part 
in the following columns; Cume Households, 

Column 26; Cume Women 18-49, Column 27; Cume 
Women 18 , Column 28; Cume Men 18 ' , 
Column 29. 

Original Sample Size—The number of television 
households originally drawn for the survey. 

PVT (Persons Viewing Television)—In the ADI, the 
total number of persons viewing all television is 
reported as an ADI rating on the HUT/PVT/TOT 
line for each time period. This estimate includes 

viewing to both reported and non-reported stations 
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(those stations whose audiences were too small 
to meet minimum reporting standards) 

(See Paragraph 17.) 

Projection—The expansion of sample statistics to 
population or households information in the 

respective universe. (See Paragraphs 20, 21.) 

Quarter-Hour Audience—A projected estimate of 

the unduplicated audience having viewed a station 
for a minimum of five continuous minutes within a 
specific quarter hour. These quarter-hour total 
audiences, when combined in time, become Aver-
age Quarter-Hour Audiences. 

Rating—The estimated number of television 
households (or persons in a particular sex-age 
category) viewing a station for at least five con-
tinuous minutes during an average quarter hour of 

the reported time period, expressed as a percent-

age of all television households (or persons in the 
sex-age category) in the reported area. When the 
rating is estimated to be less than 0.5% for a time 

period the space is left blank; this blank is not 
intended to imply that no viewing occurred. 

Sampling Unit—A sampling unit no-mally is one 

county, although some counties have been divided 
into two or more sampling units because of popu-
lation distribution, terrain or special interviewing 

technique areas. (See Paragraphs 37, 44.) 

Satellite Station—A station that duplicates some 
or all of the programming of a parent station in 

order to serve an area not normally reached by the 
parent, and which is assigned separate call letters 

and channel number by the FCC. 

(See Paragraph 49.) 

Share—The percentage of the total Households 
Using Television ( HUT) reached by a station dur-
ing the specified time period. (See Paragraph 18.) 

TOT—Total TSA viewing. (See Paragraph 17.) 

Total Survey Area (TSA)—A geographic area com-
prising those counties in which an estimated 98% 
of the net weekly circulation of commercial home 
market stations occurs. Estimates of viewing in the 
Total Survey Area are reported in thousands. 

Universe—All television households located in the 

specified area. 

3. Total Households—County-by-County house-
hold estimates have been furnished by Market 
Statistics, Inc. ( MSI). These estimates, based on 

1970 Census data and updated to January 1, 
1975, include households on military reservations. 

4. Television Households—A Television House-
hold is an Occupied Dwelling Unit having one or 

mcre TV sets. Updated estimates of the number of 
Television Households in each county in the 
United States (except Alaska and Hawaii) are 
prepared annually by Arbitran for use in projecting 

estimates of audience size in Arbitrons Television 

products. 

ADDITIONAL TERMS FOR RADIO REPORTS  

AM-FM Totals--A figure shown for AM-FM affili-
ates in time periods when they are predomin-

antly simulcast. 
Average Quarter-Hour Rating--The Average Quar-
ter-Hour Persons estimate expressed as a 
percentage of the universe. This estimate 

is shown in the Metro Survey Area (MSA) and 

the ADI. 
Away-From-Home Listening--Estimates of listen-
ing from which the diary keeper indicated 

listening was done away from home. 
Cume Rating--The estimated number of Cume 
persons expressed as a percentage of the 

universe. This estimate is shown for the 

MSA only. 
Day-Part--A given part of a day ( e.g., 6-10 AM, 

7 PM-Midnight) 
Exclusive Cume Listening--The estimated number 

of Cume Persons who listened to one and only 
one station within a given day-part. 

Metro Survey Area (MSA)--Metro Survey Areas 
generally correspond to Standard Metropoli-
tan Statistical Areas ( SMSA's) as defined 

by the U.S. government's Office of Management 
and Budget (OMB) subject to exceptions dic-
tated by historical industry usage and other 

marketing considerations. 
Simulcast--The broadcasting of the same pro-

gram at the same time by AM-FM affiliated 
stations. 

Universe--The estimated number of persons in 

trie sex-age group and geographic area being 
reported. 
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Ratings Material, pages reproduced with permission from ARBITRON 

ARBITRON 
TELEVISION 

lsoR 

Audience Estimates in the 

Arbitron Market of 41111.1 

Your town 

Survey Period: April 21-May 18, 1976 

Survey Months 
NOV FEB MAY 

This report is furnished for the exclusive use of network, 
advertiser, advertising agency, and Cirri company clients, 
plus these subscribing stations— 

Schedule of Survey Dates 1975-76 

October Sept. 24-Oct. 21, 1975 
November Oct. 29-Nov. 25, 1975 
December Nov. 26-Dec. 23, 1975 
January Jan. 7-Feb. 3, 1976 
February Feb. 4-March 2, 1976 
March March 3-March 3O. 1976 
May April 21-May 18, 1976 
July' July 7-Aug. 3, 1976 

•In addition to the full reports for 10 markets. all ADI's will be measured 

for the Summer Measurement Report. 

Estimates of Households in Market 
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The "Total Survey Area" of this market is shown in white on the accompanying map. Where 
appropriate, the "Area of Dominant Influence" is indicated by coarse cross- hatching and 
the Arbitron "Metro (or Home County) Rating Area" by fine cross-hatching. Refer to the 
Glossary of Terms for complete description of these areas. 

Pct Pct Metro Pct 
TSA TV HI- ADI Tv HH Rating Area TV HH 

TOTAL HOUSEHOLDS 
TV HOUSEHOLDS 
COLOR TV HH 
MULTI- SET TVHH 
CATV SUBSCRIBERS 
UHF TV HM 

Television Stations 

2,659,480 1,400,300 1,067,700 
2,603,700 / 00 1,373,200 100 1,050,200 100 
19962,600 75 1,059,000 77 823,100 78 
1,415,700 54 712,400 5 580/600 55 

306,500 12 102,300 7 13,800 1 
2,441,000 94 1,290,100 93 1,000,300 95 

Call Channel Identification TV Net Weekly Circulation 
Letters Number Affiliation Authorized by FCC 

w AAA NBC y ouP--ro ,-,r4 
I.+ D DD IND yoU a-Tb.IN 
wCC.0 ABC you fT...rewW 
w BM CPS y Du p..-nomel 
NEE IND yoult.TowN 
kl F FF NBC OTH( (170‘,/r4 
h a.c,e ETV Youivrowni 
wrzt ETV 01'SL it T oi.Aint 
shtliii ETV ANOTHER-M.4 AI 

The estimated number of unduplicated Television Households in 
the ADI which viewed a station for at least five continuous minutes, 
at least once during a survey week, is reported for each home 
commercial station. To be reported, a station must have had a 
Net Weekly Circulation of at least 500 Television Households. Circulation 
of stations with satellites is the combined circulation of the Parent and its 
Satellites. Such stations are indicated by a plus (+) sign next to the 
PARENT station call letters. Based on Arbitron nationwide surveys of May 
and November 1975 and February 1976, these estimates have been 
compiled according to 1976-77 ADI definitions and projected to January 1, 
1977 Television Households. Arbitron is unable to report estimates for 
stations operational since February 1976. 

Station Circulation Pct Station Circulation Pct 

WEE. 647,000 47 w FF 9 4 , 0 00 7 
WC,C,t 1,201,000 87 SA,AA 1,133,000 83 

WB6b 1,232,000 90 Wept) 11074,000 78 

NOV EMBE R 1076 C 1976 ARB (American Research Bureau), Inc. 



Demographic Characteristics 

Under Arbitron's Stabilized Demographic Characteristics Procedure, 
each market's demographic characteristics remain constant throughout 
the entire broadcast year, except in cases of market definition changes or 
reports including counties with no in- tab households. 

Population estimates are shown for each market's TSA and ADI, and 
include all sex-age categories for which audience estimates are reported 
in the Television Market Report. These Arbitron estimates include only 
persons tiving in Television Households, and are based on total 
households projections and population estimates provided by Market 
Statistics, Inc. For a complete description of the Stabilized Demographic 

Total Survey Area 
MSI 
Est • 
Pct of Pct of Pct of 
Total Projections Total Group 

Distribution in TV HH 

Characteristics Procedure, please see Description of Methodology. 
The user should be aware that there are no existing Census data which are 

directly comparable to the projections shown on this page. The Bureau of 
the Census issues reports within all households, including those without 
television sets. Census estimates have been updated and projected to 
January 1, 1977 by Market Statistics,Inc. 
The In- Tab Sample Sizes for all reported audience categories may be 

used with the Standard Error and Percentage of Error formulas (on the last 
page of this report) for a determination of sampling error. 

In-Tab 
Sample 
Sizes 

PERSONS 2+ 100.0 7,519,300 100.0 100.0 8,537 

ADULTS 18+ 71.7 5,387,300 71.6 100.0 6,311 

PERSONS 15..24 20.2 1,521,800 20.2 100.0 1,404 

PERSONS 12•34 40.9 3,073,300 40.9 100.0 3,245 

WOMEN TOTAL 37.8 21839,900 37.8 100.0 3,382 

18.".9 24.2 1,822,600 24.2 64.2 2,059 

15...24 10.0 755,000 10.0 26.6 719 
18..34 14.8 1,112,900 14.8 39.2 1,139 
25..49 17.2 1,290,600 17.2 45.4 1,629 
2554 20.1 1,507,800 20.1 53.1 1,340 
25...64 25.3 1,899,400 25.3 66.9 2.474 
WRKNG NA 1,031,300 13.7 100.0 1,155 

MEN TOTAL 33.9 2,547,400 33.9 100.0 2,929 
1849 22.9 1,724,600 22.9 67.7 1,848 

18-34 14.1 11059,800 14.1 41.6 1,049 
2549 15.8 1,188,600 15.8 46.7 1,437 
2554 18.5 1,388,400 18.5 54.5 1,737 

TEENS 

CHILDREN 

HOUSEHOLDS BY 

TOTAL 
GIRLS 

12.0 900,600 12.0 100.0 1,057 

5.3 442,900 5.9 49.2 537 

TOTAL 16.4 1,231,400 16.4 100.0 1,229 
611 10.3 773 1 200 10.3 62.8 821 

AGE OF HEAD 

TOTAL 
UNDER 35 
35..54 
55+ 

OF HOUSEHOLD 
100.0 2,603,700 
33.8 880,200 

36.1 940,000 
30.1 783,500 

•Census estimates updated to January 1, 1977 by Market Statistics, Inc 
mates from Sales Management's 1976 " Survey of Buying Power " 

Sample Placement, In-Tab and Effective Sample Bases 
The columns below show: the estimated number of television households 
in the original computer-drawn sample; the number of those households 
accepting diaries; the number of households returning usable ( in-tab) 

MSI 
Est • 
Pct of 
Total 

ADI 
Distribution in TV HH 

Pct of 
Projections Total 

In-Tab 
Sample 
Sizes 

100.0 3,923,600 100.0 3,351 

71.1 2,789,500 71.1 2,479 

20.5 804,700 20.5 525 

41.5 1,628,000 41.5 1,272 

37.4 1,467,500 37.4 1,326 
24.9 977,000 24.9 850 
10.3 403,900 10.3 264 

15.1 594,300 15.1 472 
17.6 689,300 17.6 685 
20.4 799,800 20.4 803 
25.3 994,600 25.3 934 

NA 570,100 14.5 496 

33.7 1,322,000 33.7 1,153 

23.6 924,300 23.6 763 
14.3 560,600 14.3 428 

16.4 644,000 16.4 600 
19.1 746,800 19.0 718 

12..1 473,100 12.1 372 
5.9 232,400 5.9 185 

16.8 661,000 16.8 500 
10.6 414,800 10.6 339 

100.0 100.0 1,373,200 100.0 

33.8 37.1 509,500 37.1 
36.1 36.5 501,000 36.5 
30.1 26.4 3621700 26.4 

based on esti- NA Updated Census data not available. 

Est TV HH 
in Original 
Sample 

TV HH 
Accepting TV HH 
Diaries In-Tab 

diaries; the television households Effective Sample Base (ESB); the 
Standard Error Weighting Factor; the number of ADI in-tab diaries for 
each week of the survey; and the ADI weekly rating ESB. 

Est 
TV HH Standard Error 
ESB Weighting Factor 

Weekly ADI TV HH Ratings 

In-Tab ESB 

METRO RATING AREA 

ADI ( INCLUDING METRO) 

BALANCE OF SURVEY AREA 
TOTAL SURVEY AREA 

1,418 1,266 831 

2,045 
3,173 

5,218 

1,804 
2,735 

4,533 

1,206 
1,799 
3,005 

820 

1, 071 

9 ,390 

1.00 

1.05 

Average Quarter- Hours Viewed Per Week in the TSA and in the ADI 
Estimates of the average number of quarter-hours viewed in the average 
week within sample households in the Total Survey Area and in the ADI are 
shown: by Household, the average number of quarter-hours per household 
in which there was viewing of one or more sets; by Women, the average 

WEEK 1 
WEEK 2 

WEEK 3 
WEEK 4 

321 
290 

291 
304 

285 
2E0 

257 
272 

number of quarter-hours viewed by all women age 18 + within the 
household; by Men, the average number of quarter-hours viewed by 
all men age 18 + within the household. 

VIEWED PER WEEK IN TSA BY HOUSEHOLDS 166.4 

VIEWED °ER WEEK IN ADI 8Y HOUSEHOLDS 163.1 

BY WOMFN 92.3 BY MEN 78.8 

BY WOMEN 90.4 BY MEN 79.9 

NOVEMBER 1976 
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Network Program Averages 

28. Network Averages—These averages include 
only network program quarter-hour audiences 

carried on home stations with all local or syndi-
cated programming eliminated. They are reported 

for the following day-parts (Eastern Time Zone): 

Days Times 

Monday—Friday 

Monday—Friday 

Monday—Friday 

Monday—Friday 

Saturday 

Saturday & Sunday 

Monday—Saturday 

Sunday 

Sunday—Saturday 

Combined with 

LEFT HAND PAGE 

9.00 AM-12 Noon 

12 Noon— 4:30 PM 

4:30 PM— 7:30 PM 

11:00 PM— 2:00 AM 

8:30 AM— 1:DO PM 

1:00 PM— 5:DO PM 

7:30 PM-11:00 PM 

600 PM-11:00 PM 

6:00 PM-11:D0 PM 

NETWORK PROGRAM AVERAGES 

This section provides you with the 

picture of network programming 

audience delivery by eight day-parts. 

Network Program Averages 

DAY-PART 
AND 

NETWORK 

He OF 
s MRS 
my« 
FRO- 
GRAMS 
TCAST 

ADI 
TV NH 

METRO 
TV NM 

TOTAL SURVEY AREA, IN THOUSANDS (000) 

TV 
MN 

PERSONS WOMEN WKO 
WMN 

u " 
-- 

MEN TEENS 'ten 

RTIG sH ou3 so 
2+ I Ige 

15- 
24 

12- 
34 

TOT 
UH 

18- 
49 

15- 
24 

18- 
34 

25- 
40 

25- 
54 

25- 
84 

TOT 
18+ 

111 
49 

18- 
34 

25- 
49 

25- 
54 

TOT IS OPR 

1 2 3 4 5 6 7 8 9 10 11 12 13 14 15 56 18 17 18 19 20 21 22 23 

MONDAY- FRIDAY 
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v.I .01 

I
 

C
O
I
*
,
 

I
 
.
.
)
 
w
t
 
e
 

t
 

I
 

t
 
.
.
 

II 
I
 

I
 

I
 

I
 

t
 

9.000 
-12 NOON 

ABC 100 3 24 3 25 43 60 39 12 23 29 20 7 10 16 17 20 4 10 7 5 3 I. 8 

CBS 140 3 26 3 28 47 59 50 5 14 41. 24 5 1.1 20 22 27 6 9 2 1 2 3 2 

NBC 160 3 21 2 21 43 62 51 7 15 38 16 5 9 11 14 18 4 13 4 3 3 3 3 

-- -,- -- —..4 --- -------- -------... -..---------- -------------------

12 NOON 
-4.30P 

ABC 242 6 26 6 29 81 182 85 2? 47 68 49 23 3/ 32 37 42 8 17 9 6 6 7 10 

CBS 282 7 31 7 33 105 144 122 25 48 90 5/ /6 22 4/ 47 60 12 32 /7 12 11 13 14 

NBC 350 5 22 4 21 72 97 . 85 13 33 65 35 9 21 28 31 40 7 20 10 7 7 8 5 

------------- ----.....- .....-..- ---

4.30P 
-7.30R 

ABC 48 7 14 7 14 102 154 132 15 46 64 36 7 19 30 35 48 22 60 39 20 32 37 7 

CBS 49 20 36 22 43 281 430 436 62 180 197 97 24 57 79 96 140 77 239 140 89 109 130 34 

NBC 113 5 10 5 10 67 104 95 14 28 54 23 6 10 19 24 35 13 41 19 10 13 16 8 

-, ---- ,- .. ---- .- .- . 
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Network Program Averages 

DAY-PART 
AND 

NETWORK 

TSA (000) AIM RATINGS PER CENT DISTRIBUTION TV 7114 
RTG IN 

ADJACENT 

ADrS 

NO. OF 

% HR: 

pRo- 
GRAM 
TCAST 

CHILDREN TvAll PERSONS WOMEN WKG 
WINN 

18+ 

MEN TNS 
TOT 
12- 
17 

CHKD 
METRO 

HOMS 
Api 

ADJACENT 
ADrS 

1  
11 

e  
11 

RTG SH 15- 
24 

12- 
34 

TOT 
18+ 

18- 
49 

15- 
24 

18- 
34 

26 
49 

26 
64 

25- 
64 

TOT 
18+ 

18. 
49 

16 
34 

26 
49 

26 
54 

2- 
11 

8- 
11 

#1 02 #3 01 #2 #3 

24 25 ' 1 2 31 32 33 34 35 38 37 38 67 39 40 41 42 43 44 45 48 47 48 49 50 51 52 53 54 55 

MONDAY-FRIDAY 
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9.004 
... 12 NOON 

ABC 100 13 6 3 24 1 1 2 2 2 2 2 2 1 111 11 121 73 95 5 

CBS 140 7 I. 3 26 1 1 3 2 1 2 3 2 1 1 I. / 1 70 91 7 1 

NBC 160 8 4 3 21 1 1 2 2 1 1 1 2 1. 1 1 1 1 1 1 57 87 10 2 1 

 -------------------- ----+------------------- ------------------------+------------------- 

12 NOON 1 

- 4.30P 
BIC 242 7 5 6 26 3 3 4 5 6 5 4 I. 1 111 11211 76 97 2 

CBS 282 8 5 7 31 3 3 5 4 3 3 5 5 2 2 2 2 2 2 3 1 1 66 89 9 1 1 

NBC 350 7 4 5 22 2 2 4 3 2 3 4 4 1. 11111.111 63 93 5 1 1 

 .- - 

4.30P 
- 7.30P 

ABC 48 15 9 7 14 2 3 4 4 2 3 4 5 4 5 4 4 5 5 1 2 2 76 96 3 

CBS 49 20 16 20 36 7 11 13 10 6 9 1/ 1.3 13 17 14 15 16 16 7 3 3 83 95 3 1 1 1 

NBC 119 6 5 5 10 2, 2 4 2 1 2 3 3 2 3 2 2 2 2 2 1 1 73 95 4 1 

 .- .... . ....-, ------ .-.............-.-.--. ,-..---..--.-..--.-......,---....•---,, -------------------------
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Data Reported by Section 

The Day-Part Audience Summary 

22. Day-Parts Reported—Average quarter-hour 

data are summarized for each station by standard 
day-part segments. The day-part groupings in 
Central and Mountain time zone markets differ 

slightly from those in the Eastern and Pacific time 
zones to better represent those times that are 
normally devoted to network and local 
programming. 

Eastern & Pacific 
Days Time Zones 

Mon.—Fri. 7:00 AM— 9:00 AM 

Mon.—Fri. 9:00 AM-12 Noon 

Mon.—Fri. 12 Noon— 4:30 PM' 

Mon.—Fri. 430 PM— 6:00 PM 

Mon.—Fri. 5:00 PM— 7:30 PM 

Mon.—Fri. 6:00 PM— 7:30 PM 

Mon.—Fri. 7:00 PM— 7:30 PM 

Mon.—Fri. 7:30 PM— 8:00 PM 

Mon.—Fri. 7:30 PM-11:00 PM 

Mon.—Fri. 10:30 PM-11:00 PM 

Mon.—Fri. 11:00 PM-11:30 PM 

Mon.—Fri. 11:30 PM— 1:00 AM 

Sat. 8:30 AM— 1:00 PM 

Sat. & Sun. 1:00 PM— 500 PM 

Sun.—Sat. 7:30 PM-11:00 PM 

Sun.—Sat. 8:00 PM-11:00 PM 

Sun.—Sat. 9:00 AM—Midnight 

Sun.—Sat. Sign-on/Sign-off 

Includes Mountain Time Zone 

• • Central Time Zone only 

Central & Mountain 
Time Zones 

7:00 AM— 9:00 AM 

9:00 AM-12 Noon 

12 Noon— 3:30 PM*• 

3:30 PM— 5:00 PM 

4:00 PM— 6:30 PM 

5:00 PM— 6:30 PM 

6:00 PM— 6:30 PM 

6:30 PM— 7:00 PM 

6:30 PM-10:00 PM 

9:30 PM-10:00 PM 

10:00 PM-10:30 PM 

10:30 PM--Midnight 

8:30 AM— 1:00 PM 

1:00 PM— 4:00 PM 

6:30 PM-10:00 PM 

7:00 PM-10:00 PM 

9:00 AM—Midnight 

Sign-on/Sign-off 

In addition to the above day-parts the client tapes 
also include the following: 

(Eastern Time Zone) Monday - Friday, 9:00 AM - 
4:30 PM 

23. Average HUT—Households Using Television 
(HUT) is the average of each of the quarter-hour 
totals included in the day-part segment. All other 
estimates in the summary are based on the 
quarter-hour periods that each station was on the 

air during the specified day- part. For this reason, 

stations with identical ratings in the same day-part 
may have different shares. 

Estimates for stations which were on the air for 
less time than the station telecasting the most 

quarter hours during the period are designated by 
a double asterisk (*"). 

Because Arbitron viewing estimates are tabulated 
only for those time periods between 6:00 AM and 
2:00 AM, the Sign-on/Sign-off day-part does not 
include telecasts prior to or after these hours. 

Demographic Categories for which Day-Part Audi-
ence Summaries are calculated may be found in 

the Audience Category Chart. (See Paragraph 1.) 

24. Cume Households and Cume Persons—These 
are estimates of the number of different house-

holds and the number of different Men 18 , 
Women 181- and Women 18-49 within the TSA that 

viewed each reported home station at least once 

during the average week for five or more continu-
ous minutes during the reported day-part. These 

are unduplicated or cumulative estimates, and 
they do not relate to average quarter-hour viewing. 
Cume estimates are based on the TSA only. 

25. TSA HH per ADI Rating Point—An estimate of 
the number of Total Survey Area households view-
ing each station per ADI rating point. It is found by 

dividing the average number of TSA households 
viewing by the ADI rating, and rounding to the 
nearest hundred. 

26. Percent Distribution of Audience—The number 
of viewing households which lie within the home 
market's Metro and ADI (or Home County if a non-

ADI market) is reported for all home market 
stations as a percent of all viewing households in 

the TSA viewing that station during an average 
quarter hour. The percentage of households view-

ing that station during the average quarter hour in 
a maximum of three adjacent ADI's is also 

reported. The highest Percent Distribution 
reported for Adjacent ADI's is " 99". 

27. Adjacent ADI Rating—Each home station's 
estimated audience in up to three adjacent ADI's 
is reported as an "Adjacent ADI Rating" based on 

the number of television households in the adja-

cent ADI. The rating in calculated by dividing the 
number of households which viewed the station in 
the ADI by the total number of television house-
holds in that adjacent ADI. (Total Television 

Households for each adjacent ADI are reported 
on Page 5 of the report.) 
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DAY-PART AUDIENCE SUMMARY 

The Day-Part Summary Section provides you with the broad picture of 
what's happening in the market, including station delivery in up to three 
adjacent ADI's. 

LEFT HAND PAGE 

Day-Part Audience Summary 

DAY- PART 
AND 

STATION 

MON- f41 
7.101 

14 en 0144 
DPO 

1.iC. C 

w ba 3 
wEEE 
101f F F 
beCPCP 
161111 

HUT/PVT/TOT 

8•00P 

WA AA 
II DOD 
w ce.C. 

w ede 
Ead 

KPIP5 
w 464 
w>414%.1 

HUT/PVT/TOT 

TOTAL SURVEY AREA, IN THOUSANDS MOM 
ADI METRO 

PERSONS WOMEN 
WKG MEN TEENS 12-17 CHILDREN TV HH TV HH 

TV WMN 

R R HH 15- 12 TOT 18. 1E. le 25- 25- TOT 18- 18- 25- 25- 2- & 
7 
G 

SH T 
G 

SH 2+ 18+ 24 34 18+ 49 24 34 49 54 
18+ 

18+ 49 34 49 54 
TOT GIRLS 

11 11 

1 2 3 4 5 6 7 8 9 10 11 12 13 14 15 16 17 18 19 21 22 23 24 25 

9 17 10 /9 132 215 190 20 50 111 51 11 22 42 53 37 79 33 16 27 35 12 5 13 6 

/5 30 15 30 272 542 218 88 209 131 97 56 68 62 70 46 87 63 42 45 51 99 59 225 150 

5 10 6 11 74 114 94 15 35 43 24 7 12 18 23 17 51 30 16 23 2E 7 I. 13 /0 

/2 24 /4 27 185 314 263 41 101 137 72 19 37 58 70 53 126 67 37 52 65 27 10 24 17 

5 10 5 9 63 178 89 36 63 43 32 /7 24 21 23 12 46 39 26 28 3/ 33 14 56 37 

1 1 9 20 12 5 7 4 2 4 4 2 5 3 1 3 I. 2 2 6 3 

1 2 1 3 15 20 20 2 11 3 1 3 4 4 9 4 1 4 5 

52 51 770 1403 886 200 485 483 283 110 166 208 247 171 403 239 1 134 182 217 180 94 337 225 

.  . .  .  
T 

• • .  

14 24 16 26 208 371 303 65 149 168 107 35 60 83 99 60 135 82 49 61 75 40 21 28 21 

6 9 6 9 99 159 146 10 21 83 27 6 9 23 29 21 63 19 6 16 21 6 4 7 5 

21 35 23 37 301 567 410 135 260 204 154 73 101 101 116 77 206 149 95 108 124 84 40 73 54 

15 24 16 26 210 364 283 69 152 /60 102 36 62 76 88 61 123 81 48 60 70 42 21 39 29 

2 3 2 3 27 45 39 8 18 19 11 4 8 8 10 7 20 12 6 9 11 4 2 2 2 

1 1 11 25 19 3 8 12 7 1 3 6 7 3 7 4 2 3 4 3 1 3 3 

1 1 1 2 12 19 17 2 4 10 5 1 2 I. 5 3 7 4 1 3 3 1 1 1 1 

61 61 86 19 1550 1217 242 032 656 413 156 245 301 354 232 561 351 207 260 308 180 90 153 115 

RIGHT HAND PAGE 

DAY PART 
AND 

STATION 

NONFRI 
7.30P 

'8066P 
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wee 
wCC c 
wee 
wee 
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w#114 

HUT/PVT/TO 

8.00P 

wAt 

IMP 
wee 

wed 
wEe 
Wçp 

wErGr 
Idlest 

HLIT/PVT/TO 

Day-Part Audience Summary 

TSACUMES1000 
'TSAHH 

MEN 

18, 

PER 
ADI 

RIG Pr 

Me° 

ADIRATINGS PERCENTOISTRIBUTION TVHH 
RTOSIN 
ADJACENT 

ADVS 
TV 

HOUSE 
HOLDS 

WOMEN 
ADI 
D/HH 

PERSONS WOMEN WKG 

mw 

MEN S msWNW, 
TOT 
12- 
17 

CHILD 
METRO ., le ADJACENT ADrS 

18- 
49 

le, 
R7G SH 

15- 
24 

12- 
34 

TOT 
18+ 

18 
49 

15- 
24 

18- 
34 

215 
49 

25- 
64 

TOT 
18+ 

18- 
49 

18- 
34 

25- 
49 

25- 
54 

2- 
11 

5-
11 

81 #2 03 01 02 83 

26 27 26 29 30 1 2 31 32 33 34 35 36 37 38 39 40 41 42 43 44 45 46 47 48 49 50 51 52 53 64 55 

454 207 392 298 158 917 2 3 7 5 3 

i 
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5 6 6 5 3 3 4 4 2 2 2 76 92 7 1 

630 304 407 285 177 15 30 9 10 7 8 11 7 7 7 5 5 6 5 5 16 26 29 60 78 15 2 2 6 1 1 

243 99 162 175 142 510 2 2 3 2 2 3 3 3 I. 3 3 3 3 1 2 2 79 97 2 1 

530 262 481 443 149 12 24 5 6 9 7 5 8 8 9 9 7 6 7 8 5 3 4 78 92 6 1. 1 

/97 96 120 123 166 5 10 4 4 2 3 4 2 2 2 3 I. 4 I. 4 6 7 7 61 83 11 1. 1 1 

21 10 18 17 172 1 1 1 1 1 1 1 1 92 

41 14 31 23 150 1 2 1 1 1 1 1 1 1 97 98 2 

r 52 23 27 34 28 25 30 31 30 31 25 24 28 29 33 44 47 
..  •   « « 

966 616 944 802 145 14 24 8 9 11 10 8 11 12 10 10 9 8 9 10 8 4 5 79 95 4 1 

622 254 554 451 176 6 9 1 1 5 2 1 3 3 3 4 2 1 2 2 1 1 1 61 78 15 2 2 2 

1088 746 1024 1007 142 21 35 16 17 13 15 /7 14 14 /3 15 16 17 16 16 17 11 13 79 97 2 1 

1110 694 1054 873 145 15 24 8 9 10 10 9 11 11 10 9 à 8 9 9 9 6 7 78 95 3 1 1 

196 93 146 150 1E9 2 3 11111 1 1. 1 1 1 1 1 1 1 1 72 84 12 2 

68 44 72 57 142 1 1 1 1 1 1 1 1 1 1 98 

105 51 87 75 148 1 1 1 1 1 1 1 94 95 5 

I 14 6 11 13 80 100 

r 61 37 41 46 44 39 46 46 42 44 40 39 43 44 39 25 29 

 •  . .   • • «   . e 
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WEEKLY  PROGRAMMING/TIME PERIOD AVERAGES 

Starting this fall you will find more information in this section—for each pro-
gram carried—than you have ever had before. An example is on the opposite 
page. 

You will now have demographic and household information for each program 
title within a time period, whether the program was on for only one week or all 
four weeks of the survey. Two-, three- and four-week programs will have all 
demographic and household information. In those markets which have week-
by-week ratings, demographic and household information will be provided for 
one-week programs. We call this new approach the Integrated Format because 
it merges "pure program" information for each program with the " time period" 
format. 

To make it easier for you to find the time period you're looking for, a blank line 
has been inserted between time periods. 

Weekly Programming 

and Time Period Averages 

29. Time Periods Reported 
By the Ilan Hour (Eastern Time Zone): 

(a) Daily Monday - Friday, 4:00 PM - 11:00 PM; 
and all day Saturday and Sunday from 6:00 AM - 
11:00 PM. 

(b) Monday - Friday averages, 6:00 AM - 5:00 PM. 
By the Quarter Hour (Eastern Time Zone): 
(a) Daily Monday - Sunday, 11:00 PM - 2:00 AM. 
(b) Monday - Friday averages, 5:00 PM - 7:30 PM 
and 11:00 PM - 2:00 AM. 

30. Format—The Weekly Programming and Time 

Period Averages section is arranged as follows: 
the time period is followed by station call letters 
and the first week's program title. If this title is the 
same for any other week in the survey period it will 
not be repeated. The weekly ADI rating(s) for that 

title will appear in the week-by-week rating 
columns. 

Multi-week averages for the entire survey are 
reported in three subsections: average ADI and 
Metro ratings and shares; average Total Survey 

Area projections reported in thousands; and aver-
age ADI demographic ratings. 

31. Reporting Standards—For individual week-by-

week reporting of ADI Ratings, a design sample 
minimum of 100 per week is required. If the design 
sample size is below the stated minimum, indi-

vidual week-by-week reporting will occur if 100 
in-tab is achieved in at least two of the survey 

weeks. If the in-tab falls below the minimum for 

week-by-week reporting, an asterisk (•) will appear 
in each of the week-by-week columns. All data 
obtained in the week-by-week samples are 
included in the multi-week averages. 
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1 EFT HAND PAGE 

Weekly Programming 

DAY AND TIME 

STATION PROGRAM 

WEEK-8YWEEK 
ADI TV HH 
RATINGS 

WM I 
11/3 

VIN2 

11110 "ra 

50 69 00 61 

'RELATIVE STD-ERR 

(1S.E.) THRESHOLDS 

25 - 49% 

50+% 

5 5 5 5 

SATURDAY 
8.30P- choop 
44MA. EMERGENCY 

NEC SAT NOV 
--4 WE AVG--
mVS REMEMBER 

MCNIHR WOMAN 
MHTS HAPNING 
--4 WK AvG--

vsaae. 00e NEwHART 
UESC SHOW OF SI-Ibis 

CAN TELETHON 
--4 WE AVG--

LieFF EMERGENCY 
NAG SAT mOV 

--4 WE AvG--
HUT/PVT/T0T 

9.00P- 9.30P 

WRE4t1 NBC SAT mOv 
14,00> MSS REMEMBER 
WetzSTRSKY-HuTCH 

BIL NET SIRS 
WE ASO'. -

E»83 ALL IN FAmLv 
woe. SNOW OF SHWS 

CEN TELETHON 
--4 WE AVG--

LeFF Nec s87 MOV 
HUT/PAT/TOT 

12 

15 

22 

2 

58 

15 

5 
11 

58 

16 

8 

10 

2 

55 

14 

8 

15 

18 

ir 

9 

14 

19 

9 

12 

19 

61 58 

17 13 

8 
8 12 

24 22 
1 

1 1 1 
53 63 60 

12IGHT HAND PAGE 

Time Period Averages 

ADI 
TV NH 

ADI 
TV 
SHARE 
TRENDS 

NH METRO 
Tv HH 

TOTAL SURVEY AREA, IN THOUSANDS (000) 

TV 
THH 

WOMEN 
WKG 
WMN 

MEN TEI36 
TOT 

12. 
17 

CHWD 
TOT 

2- 
11 

OCT MAY FEB NOV 

n 

R 

G 
sii TOT 

18+ 
1E- 
4E 

15- 
24 

Is- 
34 49 

26 
64 18+ 

TOT 
18+ 

1e 
49 

18- 
34 

28- 
49 

26- 
54 

1 2 52 63 64 86 3 4 5 10 11 12 13 14 15 16 17 18 19 20 21 22 24 

1 1 13 17 18 24 21 15 15 19 18 13 21 17 15 23 41 

3 3 4 6 4 4 3 4 3 3 5 4 3 5 10 

14 24 15 28 202 161 102 44 59 76 92 58 146 86 51 65 77 63 73 

14 24 14 24 196 131 154 

14 24 25 25 27 25 15 27 201 154 100 43 58 74 88 55 148 94 55 72 84 63 65 

7 12 11 9 5 10 8 14 131 109 60 16 32 50 61 40 85 42 16 36 46 22 10 

15 26 15 28 215 123 126 

12 21 12 21 179 104 80 30 45 59 69 47 96 64 36 47 56 85 124 

13 22 20 25 23 13 13 23 188 109 44 35 52 58 67 48 103 74 42 52 60 85 132 

19 33 35 27 32 33 19 34 281 231 128 33 78 107 131 80 152 87 51 75 87 41 74 

1 2 1 2 8 5 3 3 3 3 6 I. 3 4 4 1 

2 5 4 2 1 2 6 4 2 2 2 2 5 3 2 3 3 1 

1 2 19 17 5 1 4 5 7 1 8 4 1 4 6 6 16 

1 2 18 25 17 

1 2 4 5 2 4 19 19 8 1 4 8 10 2 10 6 1 6 8 7 16 

58 55 44 56 52 56 826 626 382 128 226 299 359 225 503 306 167 244 288 218 238 

.   • , » -   

15 25 24 23 25 25 16 28 208 144 101 36 57 78 96 58 139 107 58 86 99 61 37 

7 12 4 6 2 2 8 14 12; 109 53 20 34 46 59 38 78 37 13 34 46 23 12 

10 17 10 17 154 114 87 33 60 59 64 41 85 63 34 51 54 85 64 

15 25 17 21 220 123 130 

11 18 2, 23 25 25 12 21 171 117 30 39 60 65 68 42 96 74 46 56 59 90 71 

22 37 33 36 38 40 22 38 315 264 140 38 77 115 144 92 180 91 53 78 37 49 64 

5 8 4 2 4 2 2 4 2 2 2 2 

2 4 3 2 4 6 3 2 3 2 2 3 2 2 2 2 

1 2 2 2 2 4 13 3 8 4 I. 6 7 11 6 3 4 9 11 8 

60 60 47 60 57 58 840 649 401 139 235 312 376 230 507 317 175 260 312 234 192 

Time Period Averages 
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12- 
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II 
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8 
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10 11 10 10 10 11 11 10 10 9 8 10 10 12 11 

8 11 

I. MK 46 302 75 175 10 10 10 10 9 1.0 10 9 11 10 9 11 ii 12 9 

WOOD 8 194 24 69 3 6 5 3 4 5 6 5 5 4 2 5 5 3 1 

WOC.t. 8 3 

)6 200 69 166 10 7 8 ' 7 8 8 8 7 6 6 7 7 17 17 

4 wK 102 212 79 178 10 7 8 9 8 8 8 8 7 8 7 8 8 18 18 

0880 51 382 49 170 10 15 12 3 12 15 15 13 11 8 8 10 11 8 11 

II EE 1 11 6 1 1 1 1 

4 WK 1 8 5 

wFler-* 0 25 1 11 1 1 1 1 1 1 1 1 1 1 2 

2 1 

4 MK 10 23 1 12 1 1 1 1 1- 1 1 1 1 1 1 2 

H/P/T 218 1127 228 609 37 42 39 31 37 43 45 40 39 34 30 40 41 46 46 

9.00R •   
..., . ..   

wAhAA 31 283 74 176 11 9 10 9 3 11 11 10 10 11 10 13 13 13 5 

04098 10 186 26 70 3 6 5 4 5 5 6 6 5 3 2 4 5 3 2 

wCCC 49 139 69 179 10 7 8 3 9 8 8 7 6 6 5 7 717 9 

e 8 

4 WE 53 212 80 196 11 7 9 3 9 9 9 7 6 7 7 8 7 18 9 

weaa 50 444 55 179 11 17 14 3 12 16 18 15 11 9 9 11 12 10 9 

viEgE 12 2 6 1 

4 WK 9 2 5 

wFFF 8 20 7 18 1 1 1 1 1 1 1 1 1 1 1 2 1 

H/P/T 152 1154 244 644 40 45 42 33 41 47 48 42 40 36 32 43 45 40 31 

Station Break Averages 

TIME TOTAL SURVEYAREA,INTHOUSANDS4000) 

ADI 
Tv 
HH 
RIG 

MET 
TV 
NH 
RTO 

TV 
WOMEN MEN CHILD 

TOT 
2-
11 

HH 
TOT 
18+ 

le 
48 

18 
34 

26- 
49 

TOT 
18+ 

18- 
49 

le 
34 

20- 
49 

1 3 5 10 11 13 14 17 18 19 20 24 

1 1 13 17 18 21 15 18 19 21 17 41 

- - 3 3 4 4 4 3 3 5 4 10 

8.30P 

14 15 195 149 96 55 72 144 90 51 70 63 

8 8 130 108 60 31 49 86 43 18 35 10 

13 13 187 103 80 51 55 102 76 45 52 139 

20 20 286 238 128 79 106 152 86 49 73 76 

1 8 I. 1 1 1 3 5 3 5 1 

1 20 19 9 I. 9 11 7 3 6 16 

56 55 826 621 374 221 292 504 307 169 241 305 

15 16 205 149 101 58 76 143 100 56 78 52 

7 8 129 107 58 32 47 80 38 14 35 11 

12 13 180 114 88 56 61 101 74 45 53 102 

21 21 297 247 134 78 111 166 89 53 76 67 

1 5 5 2 2 2 4 2 2 2 1 

1 16 14 8 4 7 11 6 3 5 12 

59 57 832 636 391 230 304 505 309 173 249 245 
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PROGRAM TITLE INDEX 

You will continue to have this alphabetical program list which follows the 
Program Audiences Section. The Program Title Index allows you to 
quickly identify what programs are carried in each market by day, time of 
telecast and station. 

-This index is designed 
to allow the user easy access to individual pro-
gram estimates. The Index lists all programs 
qualifying for Program Audiences alphabetically 
with the following reference information: Program 
title, time period(s) reported in Program Audi-
ences, day of telecast and the call letters of the 
station telecasting the program. Programs with 
varying start times and days will be easier to 
locate in Program Audiences as well as the 
Weekly Programming and Time Period Averages 
section of the reports. 

Program Title Index 

PROGRAM TIME DAY STATION PROGRAM TIME DAY somoN PROGRAM TIME DAY STATION PROGRAM TIME DAY GOMM 

A GRIFFITH 7.00P moNWITDD BUGS PREsNTs 7.30e el-F WEEK EYWTN NW LTE 11.00P TUE WU HOUSE pRARIE 89:3004 
A GRIFFI TH 7.00P TUE W000 BUGS-RD RuNR 9.000 SAT :62 EYWTN NN: LIE 11.00P WED WOAD HR OF POWER MON wAAA wEEE 
A GRIFFITH 7.0018 wED ‘4/ 090 BULLwINKLE 7.00A SAT D 11.00p THU MIS HR PUFNSTUF 8.30A SAT wpoo 
A GRIFFITH 7.00p THU yip be BURNS- ALLEN 11.30P HON WeEE ( TWIN NW LIE 11.00P FRI wibet) I LOVE LUCY 2.00P m-F W900 
A GRIFFITH 7.00P FRI wimp BURNS-ALLEN 11.30P TUE wEgE EYWTN NW LIE 11.00P SAT W6613 IN SEARCH OF 5.00P SAT wAAA 
A GRIFFITH 7.00P SAT vi•00 BURNS-ALLEN 11.30P WED wcEE EYWTN Née LIE 11.00P SUN wibla INSIGHT 4.30P SUN Rff 1-- ww,e1 IRRoes100EE 
ABC EVE NEWS 7.00p HON weee BURNS-ALLEN 11.30P THU MEAL EVRTNS NW 1P 8.00p MON W fit 

8.00p TUE we.Et ABC EVE NEWS 7.00P TUE bicec BURNS- ALLEN 11.30P FRI wen, FACE NATION 11... 0300PA ws-uFN 

wE EE ABC EVE NEWS 7.00P WED wccc CAMERA 3 8. 00A SUN bifs)(1 FAITH TODAY 7.300 SUN wccc TRONSIDE 8.00p WED 
ABC EVE NEWS 7.00P THU « CC CANDID CAmRA 7.30P Poi weEI8 FAITH-LFE/Nw 6.454 SAT wq AA IRoNSIOE 8.00P THU id t gE 

ABC EVE NEWS 7.00P FRI wc(a. cApT-TENNTLE 8.00p HON lace_ FAITH-LFE/Nw 6.650 SUN NAAA IRONSIOE 8.00p FRI Wait ABC FR NT mV 9.00p FRI wC.CC CAROL BURNET 10.00P SAT bdeaa FAITH- LIFE 6.15A M-F w/tAA ISSUE ANSNRS 1.30P SUN WCCC. 

ABC SN NT NV 9.00P SUN NICE. CASPER 7. 00A M-F WOOD FALL EAGLES 9.00P FRI I4EliE ITS ACADEMIC 5.30p SAT wAAA 
AGwic USA 6.00A SAT wcce. CAspER SAT 9.300 SAT licipP FAMILY 10.00P TUE WCCC J CLAIBORNE 12.30P SUN WC(C. 
AGRONSKY-CO 10.300 SUN W68 CATHEDRL THW 7.30A SUN NEU FAMILY FEUD 1.30P m-F wtc.c. J FALNELL 9.300 SUN wFFF 
AGRONSKY-CO 7.00P SAT wiled, CBS EVE NEWS 7.00p MON wedee FAMILY FLICK 2.30P SUN wIlEE J GLEASON 7.00P SUN w0t) t) 
ALICE 9.30p SAT Woes CBS EVE NEWS 7.00P TUE wee.* FAMILY THTR 3.30p SUN wCcc J REED SPC 5.30P SAT wFFF 
ALL FAwILy-D 3.00P pl-F Waia CBS EVE NEWS 7.00P WED Wane FAMLy AFFAIR 6.30P MON w pop JABBERJAN 9.004 SAT « CC 
ALL IN FAMLY 9.00P SAT 14/13.3 CBS EVE NEWS 7.00P THU On FAHLY AFFAIR 6.30p TUE w 909 JACKSON 5 7.30A SAT wapp 
ALL MY CHILD 1.2.30P ii-F wt.C.0 CBS EVE NEWS 7.00P FRI W$ Ó FAmLy AFFAIR 6.30P WED 6090 JACOBS BRos 8 7.004 Sun wfPF 
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Program Audiences 

34. Reporting Standards—Average quarter-hour 
audience estimates are reported for programs tele-
cast by home market stations and Outside Class I 

stations for at least one quarter hour on the same 
calendar day during each of two survey weeks. 
Programs are reported in the Program Audiences 
section even if carried at different times ( e.g., first 

Wednesday at 5:00 PM and third Wednesday at 
8:00 PM). Only full program quarter hours are 
included. 

Accumulation of quarter-hour data is based on 
program titles. Programs of one quarter-hour dur-
ation which are shown two or more times during 
the same calendar day and/or on different weeks 
are averaged together and reported in the section. 
The number of quarter hours on which the average 
is based is shown for each program. 

A program that would normally qualify ( i.e., it was 
on for one quarter hour in each of two weeks) 
might subsequently be disqualified if the station 
should notify Arbitron of an " off air" technical 
difficulty affecting one of the quarter hours of the 
program. 

35. Time Periods and Programs Reported—Since 
Arbitron does not have individual day titles for 
programs telecast prior to 3:30 PM Monday 
through Friday, programs must qualify within the 

Arbitron time frames. Thus, a movie telecast each 
day, Monday - Friday, 2:30 PM - 4:30 PM will be 
reported as two programs with a weighted average 
of the 2:30-3:30 portion of the Movie. The second 

average will be an average of the individual days 
(Monday through Friday) from 3:30 to 4:30 com-
bined with the Monday - Friday 2:30 to 3:30 portion 
of the program. The resulting final program aver-
age (see example) will include all quarter hours 
the program was telecast, even though it began 
prior to the 3:30 PM break for individual day 
reporting and averaging. The Monday - Friday 
average includes pre-emptions and must be con-
tiguous to the 3:30 PM time period to be included 
in the weighted average. 

No. of Weeks No. of %Hours 
2:30 PM WAAA 
M - F MOVIE 4 80 

3:30 PM WAAA 
' M - F MOVIE 4 80 

' MON. MOVIE 4 16 

• TUE. MOVIE 4 16 

' WED. MOVIE 4 16 

THU. MOVIE 4 16 
• FRI. MOVIE 4 16 

AVG. MOVIE 160 

Programs scheduled more than onLe weekly alter 
3:30 PM are reported as daily estimates and as a 
weekly average. If a program is telecast seven 
days a week during the survey, two averages will 
be provided. The fist is a five-day average of the 
Monday through Friday telecasts and the second 
is a seven-day average including the Monday 
through Friday telecasts, as well as the Saturday 
and Sunday telecasts. A 6:00 PM newscast would 
be reported for each individual day Monday 
'through Friday with a five day average (5 AV) 
followed by the Saturday and Sunday individual 
days and a seven day average (7 AV) which 
includes all telecasts of the program. 

6:00 PM WAAA 

• MON. NEWS 

• TUE NEWS 
• WED. NEWS 

• THU. NEWS 

• FRI. NEWS 

5AV. NEWS 

' SAT. NEWS 

• SUN. NEWS 

7AV. NEWS 

The weekly average of programs telecast more 
than once weekly, but with varying start times will 
appear each time the program title appears. The 

average represents all time periods in which the 
program was telecast. An asterisk (') preceding a 
program title indicates that the estimates for the 
program are included in an average. 

Because viewing estimates are tabulated only for 
those time periods between 6:00 AM and 2:00 AM, 

the Program Audience estimates do not include 
viewing to programs prior to 6:00 AM or after 
2:00 AM (e.g., a program that begins at 12:30 AM 

and continues to 3:00 AM would be reported only 
for the 12:30 AM - 2:00 AM period). No program 
averages will be reported for programs usually 
scheduled to begin after 1:30 AM (local time) 
during the survey period. 
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Program Audiences 
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HON .,,TAP 1133<<3311<< 4 15 4 7 7 53 ?3 11 12 16 10 13 5 31 14 22 20 21 25 9 
TUE * STAR TREK 16 4 3 ' 3 72 30 24 12 17 15 Id 12 52 47 30 23 31 30 10 beS. *STAR TPEK 15 5 d 4 72 26 22 12 18 13 16 14 35 32 15 27 29 37 10 
THU .STAR TIFO 15 I. 3 4 9 55 25 11 1. 15 12 16 7 39 37 25 22 Pi 35 11 FRI . STAR TRI_K 15 I. i 4 5 58 25 21 12 18 13 16 7 42 id 28 20 21 28 10 
SAT STA ,, T, ..< SI 1,-, I. 3. 9 57 24 19 i li 12 15 10 33 23 20 '1 16  I. 

t  .   - 
6.33P LSC ‘ AA 1 

SAT NEC SAT MERS 9 3 6 3 7 48 40 16 1 5 16 28 11 31 17 6 13 18 2 2 
SUN NEC SUN NEWS 1. 4 6 3 5 64 59 20 9 20 42 14 41 15 4 13 16 4 1 

DPP   

MON 1 FAMLY AFFAIR 8 71 22 11 21 200 97 71 43 52 39 54 42 52 38 27 20 27 74 43 
TUE • FAHLY AFFAIR 8 11 21 10 20 119 97 75 58 56 37 53 47 57 44 28 25 31 74 50 
WED * FAmLY AFFA/R d 13 22 11 20 230 121 89 61 57 48 67 37 56 33 23 25 32 106 63 
Tmu . FAmLY AFFAIR 8 10 20 10 20 181 95 71 58 57 38 47 13 53 40 33 22 27 78 47 
FRI * FAmLY AFFAIR 8 11 23 11 22 194 111 86 56 66 44 57 38 41 32 21 21 25 62 40 
SAT *FAHLy AFFAIR 8 a 19 3 20 150 84 67 46 48 36 46 42 36 28 15 22 23 51 36 
£8G FAME! AFFAIR 48 11 21 10 20 192 102 78 53 56 41 55 40 43 3? 24 23 26 74 47 

%.J C. CC-

SUM .NENS 7 EARLY 8 4 6 6 60 45 26 10 15 18 27 11 37 23 11 20 24 5 2 
AvG NEwS 7 EARLY 88 7 14 8 15 10 4 73 45 313 23 35 50 21 65 36 19 26 34 a 4 

SAT CBS NEwS-SAT 8 12 28 13 30 190 176 61 16 27 48 103 51 132 53 23 45 54 6 3 
SUN CES NEWS- SUN I. 15 28 17 31 219 177 85 22 51 68 110 65 142 67 36 51 70 19 16 

‘34 FreF 
MON . NEC NG.T NwS 5 1 1 10 9 it 2 4 6 1 7 4 2 4 I. 2 2 
TUE * NEC T.HT NAT O 1 1 11 11 3 1 3 6 1 a 4 1 4 I. 2 I 
wED * NEC NGHT IRS 0 1 1 11 9 3 1 3 6 1 9 4 2 4 I. 
13-33 .NBC NGHT NAG 0 1 1 3 7 3 2 3 5 1 5 3 1 3 3 
FRI .NEC NGHT NwS 8 6 5 3 1 3 3 6 3 1 3 3 
SAT NEC SAT NEWS 8 1 1 8 6 3 2 3 4 1 6 3 2 3 3 3 2 
SUN NPC SUN NEWS 4 6 7 6 z 2 2 2 
BOG NEC NGHT NwS 40 1 1 3 7 2 1 2 4 1 7 3 1 3 3 

7.00P 1,4 0EAR 
MON * NEC NE,H1 MAS 8 9 16 10 17 130 111 49 .4 24 37 71 34 83 35 18 26 36 6 3 
TuE * NEC %GMT MRS 8 8 14 9 16 110 91 33 3 11 30 67 24 68 25 a 22 30 
WED * NEC NGHT HAS 8 9 15 10 16 133 112 52 7 18 46 76 31 88 33 17 21 36 2 1 
THU NEC9  NGHT NAT 8 8 14 3 17 110 36 44 7 12 38 70 30 80 41 18 30 36 14 S 
FRI * NEC TIGHT NwS 5 9 17 10 19 125 110 47 13 28 37 67 35 81 311 20 26 3. a 3 
so PRICE RIGHT 8 7 15 7 16 13 35 37 7 9 34 62 26 62 27 6 25 31 14 r 
SUN YicRLD DISNEy 16 20 30 21 32 285 201 157 65 91 113 138 60 166 120 68 37 105 106 56 
SEIN RIG EVENT 38 11 45 35 51 441 400 2/8 118 173 138 277 163 277 192 111 154 176 103 64 
LAG NEC N5F.T TINS 40 9 15 9 17 12? 103 45 9 17 38 70 31 79 34 16 26 34 7 4 

W PO P 
MDN * A GRIFFITH 8 16 29 16 29 293 170 124 61 85 78 105 58 122 88 60 57 66 103 53 
TuE .8 GRI:FITE1 8 iE 23 15 29 281 158 117 65 82 72 95 57 126 95 67 59 67 104 58 
WED * A GRIFFITH 6 15 24 14 23 272 147 108 63 74 58 80 43 110 78 49 55 67 109 51 
¡Hu *A GRIFFITH 8 14 26 13 26 239 139 108 66 73 61 74 44 103 75 55 51 59 81 33 
FRI * A GRIFFITH 8 14 27 14 27 244 150 110 62 78 66 86 50 89 63 41 51 59 71 40 
SAT * A GRIFFITH 8 10 21 1 21 181 112 SO 31 54 53 77 49 84 53 32 37 43 63 34 
SUN J GLEASON 16 4 6 3 5 71 64 23 1 10 17 31 la 58 21 15 8 14 3 6 
AvG A GRIFFITH 46 14 26 14 26 251 145 108 51 76 66 86 50 106 76 51 52 60 87 45 

`...40... 

MOW *AEC EvE NEWS 8 / 11 7 12 94 72 41 10 18 31 48 28 65 33 18 24 27 2 2 
TUE * AEC EvE NEWS 8 6 11 6 12 86 59 34 11 18 26 41 23 57 33 18 28 23 4 3 
WED * AEC ERE NFwS 8 10 15 10 17 135 83 45 9 25 38 62 33 95 55 25 44 53 7 1 
THU .AEC EVE NEAS 8 7 11 7 14 99 55 32 7 18 26 43 17 65 38 19 32 31 4 3 
FRI * ABC EvE NEWS 8 7 13 7 13 94 67 34 2 14 33 53 18 57 31 16 26 30 10 6 
SAT mUPPETS 8 11 25 12 27 180 106 89 32 58 65 78 27 98 80 51 13 7/ 44 17 
By & Bec EVE NEWS 

i..4 6.2a 

40 7 13 8 14 102 68 37 8 11 30 49 23 68 38 19 31 36 6 3 

MON . CES ERE NEWS 8 16 29 19 33 231 173 80 8 41 75 133 68 160 84 41 72 85 14 7 
TUE •ces ERE NEWS 8 15 27 17 32 217 158 66 8 35 59 117 56 142 67 42 54 66 9 I. 
NED * CBS EVE NEWS 8 18 29 21 34 263 201 91 20 53 75 141 77 192 108 62 85 99 14 8 
imu ' OIS EVE NEWS 8 16 30 1.8 35 221 173 69 20 33 51 115 73 179 84 47 61 la 18 4 
FRI * CBS EVE NEWS 8 13 25 16 30 187 152 64 3 12 56 107 63 125 56 31 45 55 8 2 
SAT . AGRONSKY-00 8 13 29 14 33 110 165 52 5 19 47 113 56 121 48 20 42 54 .3 
SUN 60 MINUTES 13 24 37 27 42 354 280 152 36 91 125 206 102 268 160 89 127 156 38 17 
AVG CBS EVE NEWS 40 16 28 18 33 226 172 74 13 40 63 123 68 160 80 45 63 76 12 5 
AvG AGRCNSKY-c0 

o e.7.....1 
16 7 24 8 29 106 10 21 3 11 26 62 31 72 27 11 23 35 2 

MCN 1PPERGETIC9 1 16 5 9 5 4 75 47 33 16 25 22 30 il 44 37 25 27 29 22 12 
TUE . EMERGENCY 1 16 5 10 5 10 88 51 33 20 30 25 33 18 56 48 16 32 35 35 13 
wEE1 * EMERGENCY 1 16 5 9 5 9 85 31 30 15 13 20 24 12 46 36 23 21 31 3/ 16 
THU *EMERGENCY 1 16 5 3 4 9 73 41 30 20 24 20 28 13 42 36 24 2? 30 34 lb 
FRI 9PMERGENCT 1 16 5 IT 5 10 87 41 32 17 23 21 27 16 46 39 24 29 32 32 IC 
SAT CNILCRENS SP 16 2 2 1. 31 7 5 3 4 5 7 2 14 14 7 11 11 16 10 
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Program Audiences 
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6.00p watc 
MON *STAR TREK 
TUE * STAR TREK 
WED * STAR TREK 
THU ' STAR TREK 
FRI * STAR TREK 
SAT STAR TREK SA 

6.30P 1.104 01/4A 
SAT NBC SAT NEWS 
SUN NBC SUN NEWS 

(.1 000 
MON * FAHEY AFFAIR 
TUE "FAHEY AFFAIR 
WED * FAHEY AFFAIR 
THU "FAMLy AFFAIR 
FRI YFAmLY AFFAIR 
SAT • FAmL1 AFFAIR 
AVG FAHEY AFFAIR 

L.K.C.C. 
SUN ' NEWS 7 EARLY 
AVG NEWS 7 EARLY 

wbaf3 
sà7 CAS NEWS- SAT 
SUN CBS HEWS- SUN 

tm f ç F. 
MON ' NEC NGHT NWS 

TUE " NEC NGHT NWS 
WED * NBC NGHT NwS 
THU 'NBC NGHT NwS 
FRI ' NBC NGHT NWS 
SAT NBC SAT NEWS 
SUN NBC SUN NEWS 
AVG NBC NGHT NWS 

7.00p WAAA 
NON 'NBC NGHT NWS 
TUE 'NEC NGHT NWS 
WED ' NEC NGHT NWS 
THU ' NBC NGHT NWS 
FRI ' NBC NGHT NWS 
;AT PRICE RIGHT 
SUN WORLD DISNEY 
SUN BIG EVENT 
AVG NBC NGHT MAWS 

tabOo 
MON • A GRIFFITH 
TUE ' A GRIFFITH 
4E0 *4 GRIFFITH 
THU • A GRIFFITH 
FRI "A GRIFFITH 
SAT • A GRIFFITH 

SUN J GLEASON 
AVG A GRIFFITH 

Wt.(' C.. 

406 ' ABC EVE NEWS 
TUE •aec EVE NEWS 
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NEO NA SHvL MU SIC I I 10 10 5 2 5 5 3 8 5 2 5 6 3 3 
THu PO P uu CHYRY I 2 12 11 5 3 5 5 3 7 5 3 5 6 3 3 
FRI mW,C mA LL AR 8 6 5 2 5 5 5 5 t 5 s 3 2 
SAT HU HAN 1 2 12 11 4 4 5 4 8 5 5 5 1 
SUN wCRLU DIS NEY 1 2 18 16 11 2 3 9 9 5 17 12 5 8 10 9 5 
SUN BIG EVENT 2 3 29 25 15 6 10 9 12 5 19 9 5 9 12 10 7 
AVG JACOGS BROS 1 4 4 2 2 2 1 1 1 1 1 

7.30 P WAAA 
mCN TRI PL ACE 8 5 1 59 40 1/ 2 6 17 18 15 28 11 4 11 13 4 2 
Tut oHLYw0 SQUARE 12 22 13 25 175 154 70 17 33 56 75 60 91 40 23 29 39 14 7 
wf0 NILO KINGDOM 11 13 II 21 163 118 64 16 27 50 54 32 114 57 28 47 58 23 8 
THU CELES SWPSTK 5 10 6 12 76 73 30 7 13 23 32 24 42 11 3 11 16 9 5 
FRI *HLYwO SQUA RE 12 25 13 27 183 168 69 15 34 55 75 52 113 44 22 36 48 9 2 
SAT ANDY 7 17 7 18 108 104 39 il 21 30 48 36 55 18 8 17 23 5 3 
An HLYWO SQ UARE 

tei.,OD 

12 23 13 26 173 161 70 16 33 56 76 56 105 42 23 22 43 13 5 

MON * BRA DY BUNCH 18 34 18 33 304 153 101 56 69 66 77 50 11 56 35 41 41 104 67 
Tuf oBrA DY BUNCH 17 31 17 32 213 134 105 65 72 66 78 44 96 73 50 45 52 109 65 
NEO •BRADY BUNCH 15 27 16 23 276 123 92 59 El. 57 65 42 76 54 31 42 50 130 70 
THU •BRAC y BUNCH 15 23 15 31 253 119 88 52 60 57 64 47 92 65 45 45 52 92 58 
FRI *BRA DY BUNCH 14 28 13 27 249 118 91 54 69 55 59 39 78 59 39 49 54 75 41 
SAT 128000 OuST N 11 25 10 24 193 125 8/ 31 48 67 73 41 107 68 36 54 58 56 33 
AVG BRACT BUNCH 16 30 16 31 275 129 95 57 66 60 68 45 87 62 41 44 50 101 60 

‘AL C. C. C.  

MON • L 0D elt- ^ A(r 5 3 6 10 69 48 25 10 11 17 24 19 .50 28 21 15 15 4 3 
TUE • L.CL e•'". 5 3 5 10 71 41 22 8 12 15 20 19 56 35 24 22 24 6 1 
NEO • L—C..1... M R& 5 10 6 10 78 43 24 6 12 18 20 16 50 29 12 28 32 6 2 
THE) • u. c_L r. A CT 5 11 5 12 76 33 il 5 8 15 22 11 51 26 13 21 23 13 10 
FRI • L.L.L. f1-9G. 4 9 5 9 60 33 19 I 5 19 22 9 40 22 1 18 22 13 6 
SAT WR LD ANI MA LS 12 23 13 32 113 122 85 23 47 68 75 33 131 83 41 72 88 43 14 
AvG 5 9 5 10 71 41 22 6 10 17 22 15 49 28 16 21 24 8 4 

\43di 

MON LC1.. Sle OKT.3 15 28 17 32 217 136 83 17 43 72 84 64 171 109 59 84 100 43 4 
TUE LAST OF WILD 10 18 11 20 150 104 49 1 23 44 51 3/ 105 50 22 42 52 20 10 
WED 25000 PYRAm0 13 24 15 28 195 157 81 32 46 59 77 53 99 52 33 43 53 24 16 
THU CA NDID CARRA 15 31 15 33 213 178 89 25 43 67 87 62 149 72 40 56 79 36 6 
FRI Al- OPAL WORL D 10 20 11 23 156 118 59 10 31 50 58 48 105 45 24 39 48 15 5 
SAT •PRIS mJ 5 11 6 15 71 53 13 9 13 23 13 35 1 1 1 1 
AvG Pr IS RJ 1 6 1 5 0 13 3 2 3 5 3 3 

MON WILD KINGDOM 3 3 1 1 2 1 1 1 2 2 
TUE GS PL JU BI LEE 7 8 3 3 3 1 4 3 3 3 
WED NAS HVILLE RD 1 1 13 11 6 3 6 7 3 11 8 3 8 10 4 3 
THU DOLLY A 1 11 9 5 2 5 5 3 11 5 2 5 7 5 4 

.: 

8.00P vi-',NA 
MON HOUSE PRARIE 13 20 12 20 190 164 85 28 47 62 73 45 116 59 34 49 56 25 20 
TUE BA PLK SHEE P 12 18 13 20 181 106 53 II 24 47 61 39 146 88 46 69 82 37 11 
NEO NBC HU WEEK 15 23 15 24 215 163 116 45 64 85 104 46 141 85 52 58 75 60 29 
THU VAN DYKE-00 10 16 11 19 146 124 66 36 44 41 57 38 100 48 35 35 50 48 25 
FRI SA NKPO-SON 19 33 22 40 273 211 110 35 55 83 104 76 175 85 61 61 85 39 17 
SAT FRERGE NcY 14 24 14 26 198 160 102 45 53 75 90 58 142 84 50 64 76 59 33 

1,./DDD 

MON • FPI 6 8 6 9 99 75 39 6 14 35 40 21 54 21 8 20 28 6 3 
TUE *Eel 6 3 6 10 18 86 36 9 11 30 37 25 78 32 20 17 25 11 6 
WED .F6I 5 8 5 8 87 63 26 6 10 20 22 13 57 19 9 15 20 io 4 
THU •FEI 7 11 7 12 115 86 41 13 19 33 40 28 84 36 17 27 35 16 12 
FRI •FE1 4 7 4 7 72 60 24 4 13 21 24 15 51 20 11 14 17 5 3 
SAT mvS REMEMBER 7 12 7 13 125 10 E 58 19 33 45 57 38 79 31 15 Jr 44 21 12 
SUN LA wRNCE WELK 8 10 7 9 135 141 30 6 9 26 34 24 86 12 1 12 18 6 3 
AVG FPI 5 8 6 35 74 33 7 13 28 33 22 65 26 13 19 25 10 6 

WC CC.. 

MON CAPT -T ENN ILE 19 21 20 32 267 172 130 67 85 88 103 76 159 113 67 87 99 87 49 
TUE HAPPY DAY S 31 47 32 49 438 303 2E0 143 186 161 173 123 234 196 141 135 146 171 86 
wf0 BIONIC WOMAN 22 34 22 35 308 195 146 71 101 91 99 72 184 141 92 107 127 107 51 
THU KCTTFR 26 40 30 48 371 251 202 101 140 125 14? 128 220 161 117 103 120 124 53 
FRI OCNNY-MARIE 19 33 19 34 273 134 134 45 82 109 122 59 141 102 54 83 97 94 51 
SAT H0LMEG YOYO 11 20 11 21 178 92 63 26 45 52 61 29 92 71 45 49 56 76 26 
SUN 6 MILN 1 MA N 19 27 20 17 277 181 150 76 101 93 104 76 163 136 75 112 125 114 45 

E.rbal311 
MON RHODA 17 24 20 28 254 185 110 31 74 88 102 71 133 86 64 63 7? 40 20 
TUE OR tANDO-DAWN 11 17 11 18 167 167 49 15 22 43 56 45 80 29 7 27 35 15 10 
WED GC00 TI RES 20 32 22 35 286 220 126 48 63 101 123 89 160 96 61 65 82 78 42 
THU wA LT ONS 20 33 13 33 296 263 146 5) 92 107 127 76 160 91 52 74 81 79 43 
5A T mARy T mOORF 20 35 21 38 231 242 128 32 80 105 130 88 152 85 47 72 83 39 23 
SUN SO NNY -CHER 13 17 14 20 181 144 97 4) 65 66 76 70 120 90 53 62 68 51 31 

VAEEE 

MON eIRONSIUE 1 2 1 2 19 13 5 6 4 10 4 3 3 1 
TUE •IRoNSIOF 1 1 1 2 18 14 4 2 3 5 6 8 2 2 3 4 1 
wE0 • IRONGIDE 1 1 1 1 15 13 6 3 1, 6 5 13 6 4 3 
THU • IRO NSIDE 1 2 1 2 22 17 5 I 5 3 5 7 14 9 7 8 2 1 
FRI • IRONSI OE 1 2 1 2 21 16 10 5 6 6 7 7 12 6 2 6 8 2 
SAT SGT DI LKo 1 1 1 I il 7 1 1 1 1 2 15 3 I 7 9 1 1 

1 2 3 4 6 10 11 1 13 14 16 58 16 17 18 19 20 21 22 23 
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DAVANDTIME 

TELE- 
CASTS 

TOTALSURVEVAREAI0001 
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CHILDREN PERSONS rdHH 

STATION PROGRAM NO NO. 2- & 15. 12. 
OF OF% 11 11 le no' 24 34 RTG SH 

WK HRS 24 25 5 7 8 9 1 2 

ARELAT1VESTD.ERRI25-49% 
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WED NA9HyL MUSIC e 3 29 18 r 1 1 
THU POP GO CNTRt 8 3 29 18 9 1 2 
FRI MUSC HALL Am 5 3 19 11 i 6 
SAT NEE maw 2 2 22 19 i 1 1 2 
SUN WORLD DISNEY 9 8 51 33 9 17 1 2 
SUN BIG EVENT 11 8 65 44 7 25 2 3 
AVG JACOBs BRos t 5 5 

7. 10p 3,301^19 
MON !HI PLAGi 2 74 48 2 14 4 8 
Tuf . HLYwD SUuARE ? 5 212 251 31 70 12 22 
WED WILD KINGDOM 35 23 230 232 33 78 11 19 
THU CELEB SNPSTK 13 8 137 115 11 25 5 10 
FRI .TTLYWO SQUARE 11 5 201 281 27 65 12 25 
SAT ANDY 14 9 178 159 13 34 7 17 
AVG HLyND SQUARE 

to-b7)00 

9 5 288 266 30 63 12 23 

MON ' BRAD, BUNCH 261 170 609 244 82 208 la 34 
TUE ' BRADY BUNCH 258 171 597 230 108 231 17 31 
WED ' BRADY BUNCH 231 163 56? 199 93 222 15 27 
THU ' BRADY BUNCH 180 128 483 211 83 197 15 29 
FRI ' BRADY 6uNCH 222 141 493 196 81 183 14 28 
SAT 128000 OUSTN 49 34 337 732 53 140 11 25 
AVG BRADY BUNCH 231 154 548 216 90 208 16 30 

T4C.O.C... 

MON . L.C.I. e4 P.e 10 5 112 98 24 36 5 9 
TUE • i_c¡_ twg1Ce 20 15 123 97 22 42 5 9 

NEO • L-ct- 4%4Ce 5 3 104 93 9 30 5 10 
THU • t_c_f_ mAel- 28 26 125 84 10 34 5 11 
FRI • LC.L_ IN1 -$TG 8 7 94 73 7 27 I. 3 
SAT wRLD 841PALS 125 75 421 253 44 131 12 29 
AVG 13 10 111 90 14 34 5 9 

Lean 

rtoni LC t.. 91rOpt-s 32 20 382 307 54 145 15 28 
TUE LAST OF WILD 20 14 249 209 20 65 10 18 
WED 25000 PYRAMO 31 25 311 256 45 103 13 24 
THU CANDID GANSA 26 15 389 327 51 lig 15 31 
FRI ANIMAL woRLD 19 16 257 223 23 70 10 20 
SAT . PRISMA 88 85 10 5 11 
AVG PRISMA 

w erp 
22 22 2 1 6 

MON WILD KINGDOM 6 4 2 
TUE GSPL JUBILEE 12 12 
WED NASHVILLE RD 11 6 37 22 10 1 1 
THU DCLLY 11 4 35 19 3 1 1 

 .. ...  .. ... -. .   . - 

8.00P WAwe%41% 
MON HOUSE PRARIE 83 52 188 280 40 106 13 20 
TUE 84 BLK SHEEP 35 26 324 252 39 107 12 18 
WED NeC NOV WEEK 49 38 413 304 8: 176 le 23 
THU VAN DTKE-CO 37 23 309 224 59 127 10 16 
FRI SANFoRD-SON 41 36 474 386 73 155 13 33 
SAT EMERGENCY 70 48 431 302 72 168 14 24 

Seit-Per, 
MON ' FOI 19 12 154 129 9 28 6 8 
TuE 'FBI 10 7 185 164 26 42 6 9 
WED ' FBI 14 8 144 120 15 29 5 d 
THU *Fe' il 8 197 170 22 52 7 il 
FRI ' FBI 10 7 126 ill 10 29 I. 7 
SAT mVS REMEMBER 10 8 216 185 27 63 7 12 
SUN LAHRNCE WILE 9 I. 242 221 7 16 8 10 
AVG FRI 12 d 161 139 16 36 5 8 

moN CAPT-TLNNILE 99 70 517 331 113 239 19 29 
TUE Happy OATS 257 190 365 517 24/ 498 31 47 
WED BIONIC WOMAN 165 121 655 374 111 300 22 34 
THU KOTTEP 131 9E, 726 471 194 381 26 40 
FRI OCNNY-MARIF 217 153 F..46 314 83 230 19 31 
SAT HOLHEs yOyo 136 93 196 184 69 166 11 20 
SUN .,, MILN 1 MAN 162 112 620 344 130 290 iv 21 

MON RFOU, 48 22 406 318 64 178 17 24 
TUE ORLANDO- DAWN 17 10 27) 247 19 44 11 17 
WED GC00 TIMES 91 75 543 383 35 202 20 32 
ThU MALTONS 101 78 603 423 95 223 20 31 
SAT MARY 1 mCORE 73 58 506 394 52 166 20 35 
SUN SONNY-CmCP 61 41 176 2E4 89 169 13 17 

%AEU' 
MON * 19014510F 29 23 2 13 1 2 
TUE 6 1PONSIDE i 27 22 4 6 1 I 
WED AIAONSIOE 1 1 22 21 3 r 1 I 
THU . IFONSIOF 5 5 Id 31 6 11 1 2 
FRI KIKONSIUE 1 1 31 79 5 10 1 2 
SAT SGT BILKO 2 2 25 22 3 I 1 1 

24 25 8 7 8 9 1 2 

ADI RATINGS 

PERSONS WOMEN 

15-
24 

12- TOT 
34 18+ 

18- 15- 18- 25-
.0 24 34 49 

25. 25-
54 54 

VdKG 
WMN 

18+ 

MEN • 
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49 34 49 

25-
54 

TEENS 
TOT 
12. 
17 

CHILD 
TOT 

2-
11 

40 41 42 43 44 45 48 

I 2 

2 2 

2 

2 

4 

3 
2 
3 

A 
11 

3 

2 

6 

2 
6 
6 
2 

2 
4 

10 
11 
10 

9 
e 

10 

2 
3 

2 
2 
2 
7 
2 

9 

6 
7 

3 

5 
5 

in 

A 

3 
2 
3 

1 
7 

14 
23 
15 
24 
10 

15 

6 
2 

12 
11 
6 

6 
6 

10 

9 
10 

2 
2 
3 

3 

14 
30 
18 
23 
14 

17 

10 
3 

12 
13 
10 
JO 

10 

4 
10 

10 

9 
7 
7 

6 

7 

3 
3 
3 
2 
2 
7 

3 

9 

10 
12 

3 
1 

1 

11 
7 

10 

14 
10 

4 
5 
3 
5 

3 

4 

2 

6 
2 
6 

O 

7 
7 
7 
7 
e 

3 
2 
2 
2 
2 

O 

4 
e 
9 
5 
1 

9 
5 

It 
P. 

11 
10 

3 
3 
2 
I. 

5 
3 
3 

11 13 
20 26 
13 14 
17 20 
13 14 
5 6 

12 15 

12 10 
/0 5 
14 12 
17 14 
16 12 
9 10 

1 
4 

I. 

3 
3 
4 

11 
13 
12 
to 
10 

11 

2 
2 
1 

5 

4 
2 

6 
2 

7 
2 

10 
7 

11 

2 
2 
2 
3 

3 
2 
2 

16 
35 
18 
24 
11 
5 

18 

6 
3 

12 
14 
7 

12 

4 

2 

I. 

1 
5 
3 
5 

9 
3 
7 

e 
6 
8 

2 
2 
2 
1 

7 
2 

7 
3 
7 
7 
4 
2 

e 
3 

10 
6 
9 

10 

2 
2 
2 
3 
2 

I. 

2 

14 
31 
17 
23 
14 
6 

16 

11 
3 

10 
15 

12 
11 

2 

1 

6 
3 
7 
4 
7 

6 
7 
6 
7 
7 

2 
2 
3 
2 
3 
9 
2 

10 

E. 

9 
6 
2 

t 
t 

9 
6 

11 
5 

12 
10 

4 

I. 

4 
3 
5 
4 
4 

12 
23 
13 
18 
16 

13 

12 
6 

14 
15 
14 
9 

2 

1 
1 
2 

3 
6 

I. 

6 
9 

7 
6 
6 
5 

,7 

3 
3 

3 
3 
8 
3 

10 
6 
9 

10 
6 
3 

1 4 

2 

2 4 

10 

4 
10 
6 
10 

et 
7 
6 
6 
5 
7 
6 

3 
3 

3 
3 
3 

3 

11 
7 

10 
13 

2 
1 

3 
10 
5 
4 
9 
6 
9 

e 

6 

5 
6 
7 

3 
3 
3 
2 
2 

3 

10 
6 

10 
10 
8 
2 

12 
7 

13 
11 

I. 

4 
2 
4 
3 
6 
4 
I. 

12 
2/ 
12 
17 
IS 

12 

12 
7 

15 
15 
15 
3 

lo 

/1 
7 

th 
10 

4 
5 
2 
5 
3 
6 
6 
4 

11 
19 
12 
16 
14 

12 

13 
9 

15 
17 
16 
9 

8 
6 
8 
6 

13 
10 

3 
4 
3 
4 
2 
6 
4 
3 

13 
21 
12 
22 
10 
4 

13 

11 
7 

15 
12 
14 
12 

2 

7 

6 

5 
6 
4 
7 
5 

I. 

4 

I. 
I. 

4 

2 
7 
7 

10 

2 

4 
5 

4 
2 

5 
6 
5 
5 
4 
5 
5 

3 
4 
3 
3 

2 
8 
3 

11 
5 
5 
7 
j. 

4 

3 

4 

5 

4 
6 
5 
j. 

6 

4 
4 

2 
6 
3 

10 

5 
6 
3 

3 

2 
4 
6 
2 

5 
6 
5 

5 
6 
5 

2 
3 

4 
3 

3 
10 
3 

12 
6 
6 
e 
5 

8 
10 
10 
7 

13 
10 

3 
5 
3 
5 
3 
5 
5 
4 

12 
ir 
13 
16 
10 

12 

9 

12 
11 
11 
9 

9 
5 
9 
3 

2 
3 
2 
3 
2 

3 

2 

12 
21 
15 
17 
11 

14 

e 
3 

10 
9 

9 

6 

O 

10 
8 

3 

3 
2 

2 

2 

12 
25 
16 
21 
9 

12 

10 
1 

10 

9 

7 
10 
a 
5 
9 

10 

3 
2 
2 
4 
2 
I. 

2 
2 

13 
20 
16 
16 
12 

17 

9 
11 
10 
9 

2 

2 

2 
5 

2 
5 

3 
5 

5 
5 
5 
5 
5 

5 

2 
3 

3 
3 

10 
3 

13 
6 
7 

10 

6 
2 

2 
2 2 

1 
2 
4 
2 
2 
1 
2 

16 
18 
21 
15 
11 
10 
16 

1 
1 
2 
2 
e 
2 

9 
4 
5 

3 

5 
2 
2 
2 

32 
31 
26 
21 
25 
6 

27 

1 
3 

16 
2 

5 

J. 

2 

2 
2 

7 
10 
9 

11 
10 

3 
3 
2 
4 
2 
5 
2 
3 

13 

19 
16 
1 E 
13 

1 

9 
4 

10 
11 
10 

2 
2 
3 

2 
1 

18 
35 
21 
26 
20 
15 
23 

3 
16 
15 
e 

10 

12 
5 

10 

3 

14 
38 
25 
20 
32 
18 
24 

3 
13 
15 
11 
9 

31 32 33 34 35 38 37 38 67 39 40 41 42 43 44 46 

19 NOVEM5Th 1976 PROGRAM AUDIENCES 



Program Audiences 

DAYANDTIME 

STATION PROGRAM 

_ 

TELE- 
CASTS 

__ 

ADI 
TVHH 

METRO 
TVHH 

TOTALSURVEYAREA.1NTHOUSANDS(000) 

TV 
HOUSE 

WOMEN WKG 
WMN 

.8. 
' 

MEN TEENS 12-17 

NO 
OF 
WK 

NO. 
OF% 
MRS 

RTG SH RTG SH 
HOLDS TOT 

18+ 
le 
49 

15- 
24 

16- 
34 

25-2e 
49 64 

25- 
64 

TOT 
18+ 

le 
49 

le 
34 

2e 
49 

2e 
54 TOT GIRLS 

1 2 3 4 5 10 11 12 13 14 16 66 16 17 18 19 20 21 22 23 

ARELATIVESTD-ERR25-401 
(15E.) THRESHOLDS 50+% 

1 1 13 
_ 
17 18 24 21 15 15 15 19 18 19 21 17 15 23 20 

3 3 4 6 4 4 3 4 4 3 3 5 4 3 5 5 
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SUN PuBL AFFAIRS 3 8 3 3 1 1 1 
AVG IRONSIDE 80 2 2 19 14 6 2 4 4 5 9 6 9 5 3 4 5 2 

14%eF 
MON HCUsÉPRARIE 3 12 1 13 16 7 3 7 9 12 5 10 5 2 5 6 6 5 
TUE BA ELK SHEEP 4 16 1 il 12 8 3 4 5 6 a 4 8 6 1 4 5 1 
NEO NBC NOV WEEK 3 22 1 10 8 3 3 3 3 7 3 7 4 2 4 5 1 
THU VAN DYKE-CO 3 12 1 8 10 6 3 2 4 4 4 3 10 6 2 5 5 5 3 
FRI SANFORD-SON 4 8 1 12 12 6 1 6 8 10 2 6 3 3 5 1 
SAT EMERGENCY 3 12 2 20 18 6 1 4 6 8 13 1 8 4 1 4 6 6 6 

8.30p %Alma 
FR/ CHICO-HAN 4 8 23 34 235 162 101 31 51 76 94 121 76 134 65 42 50 68 34 16 

("Mt?... 
TUE LAVRNE-SHRLY 4 8 45 47 414 300 255 139 184 157 173 185 125 220 184 132 131 142 161 84 
THU NCAA FOOTBLL 1 11 22 23 167 88 60 16 33 44 48 63 14 158 108 68 101 107 18 6 
THU BARAY MILLER 3 6 39 46 362 224 173 79 115 116 132 158 105 236 161 115 110 132 94 39 
SAT wHTS HApNING 3 6 21 22 179 105 80 30 45 59 69 77 47 95 64 36 47 56 84 31 
AVG NCAA FOOTBLL 122 43 47 209 65 40 7 21 34 41 52 20 195 124 78 94 601 29 4 

%).13a 
MON PHYLLIS 3 6 23 27 231 161 88 25 59 70 85 113 60 116 70 51 53 61 36 20 
WED JEFFERSONS 2 4 33 36 314 263 153 63 74 121 150 195 112 192 114 73 73 96 94 47 
SAT BOB NEWHART 4 8 33 35 281 231 128 33 78 107 131 168 79 153 87 51 75 88 40 25 

4J6 EZ 
SAT SHOW OF SHwS 3 18 1 1 7 7 3 1 3 2 2 4 7 3 2 3 3 
SUN * 700 CLUB 4 24 1 7 5 2 1 2 3 5 6 1 1 1 2 1 
AVG 700 CLUB 42 6 2 1 1 1 1 2 1 4 1 1 1 1 i 

Lefl= 

FRI CHICO-NAN 4 8 1 9 9 4 1 4 6 8 1 5 2 2 3 i 
 --   --   . ---------.  1   --------------    --------------   ----
9.00P VAAA 

NON NBC MON NOV o 32 36 41 363 329 234 109 150 162 187 226 138 207 150 93 107 124 95 63 
TUE POLICE WOMAN 4 16 21 22 195 162 9? 33 52 74 90 118 52 135 74 39 59 67 38 20 
THU BEST SELLERS I. 24 24 28 209 170 117 34 73 95 113 131 48 148 109 74 78 91 31 13 
FRI RECKFRO FILE 4 16 28 31 230 180 110 14 55 97 111 137 71 141 73 37 64 83 36 10 
SAT NBC SAT NOV 4 33 26 30 208 146 102 36 55 81 98 116 56 138 103 56 82 97 63 29 

WOOP 
NON * MERV GRIFFIN 4 16 6 5 76 72 18 3 7 16 23 37 17 42 8 1 e 10 2 2 
TUE * MERV GRIFFIN 4 16 8 9 102 106 23 5 6 21 29 52 24 62 16 6 13 17 5 4 
WED * MERE/ GRIFFIN 4 16 3 9 105 95 32 5 8 28 34 58 24 70 22 4 19 24 2 1 
THU * MERv GRIFFIN 4 16 a a 89 80 26 6 6 20 26 42 16 61 18 2 16 20 8 6 
FRI * MERV GRIFFIN 4 16 8 a 84 78 17 I. 4 15 24 43 14 45 13 3 11 14 5 2 
SUN HEE HAW 4 16 8 6 107 91 25 3 9 20 27 54 21 84 24 9 20 31 13 6 
AVG mERV GRIFFIN 80 8 8 91 85 23 4 6 20 27 46 19 55 15 3 13 16 5 3 

14C.C.C. 
MON NFL MON FTBL 4 50 44 48 335 136 94 27 52 71 80 103 50 319 219 132 159 181 57 5 
TUE RCH-POOR HAN 4 16 28 32 266 227 174 89 117 105 123 141 91 166 124 88 78 93 59 31 
WED BARETTA 3 12 38 42 348 250 189 86 132 120 132 157 95 225 170 114 118 137 105 44 
THU TONY RANDALL 3 6 27 31 245 171 127 56 85 85 103 122 85 152 108 76 72 88 61 13 
FRI AEC FR NT My 3 24 31 33 250 213 170 98 104 103 124 135 76 164 126 75 88 107 87 59 
SAT * STRSKY-HUTCH 3 12 18 19 158 117 87 43 61 56 62 75 42 92 68 38 53 56 86 36 
SUN ABC SN NT MV 3 31 20 22 196 114 81 25 47 61 75 89 54 166 129 85 87 102 38 9 
AVG SIRSKY-HUTCH 

wild3 

16 22 24 191 135 106 52 71 71 79 91 45 114 90 49 74 79 91 41 

MON mAUOE 4 8 20 21 20? 161 114 45 75 76 88 106 68 95 68 45 49 56 28 20 
TUE MASH 4 8 38 40 369 260 184 76 124 130 151 185 110 231 169 117 118 137 98 40 
WED CBS WD NT MV 2 20 2? 33 224 161 121 53 84 78 90 105 69 146 106 60 81 95 37 16 
THU HAWAII 5-0 3 12 2? 27 228 180 113 31 67 84 92 121 72 153 93 47 74 89 51 19 
FRI CES FR NT mV 4 30 26 29 206 155 115 32 67 94 108 124 63 140 98 61 69 82 46 22 
SAT ALL IN FAmLy 4 8 37 38 314 265 141 38 77 116 145 188 92 180 91 53 78 97 49 30 
SUN KCJAK 

todia£ 

4 20 25 27 240 183 111 30 56 92 114 143 76 166 110 52 85 101 34 17 

MON * MOVIE 20 3 24 2 2 26 19 9 4 7 7 9 15 3 20 11 3 11 11 6 4 
TUE * MOVIE 20 4 32 3 3 29 il 7 1 4 6 6 6 1 26 16 4 16 18 2 
WED * MCVIE 20 4 32 2 3 27 17 9 5 7 5 8 12 6 16 11 10 5 6 1 3 
THU * 01CVIE 20 4 32 7 7 58 41 30 16 25 19 22 29 19 48 33 19 23 27 11 6 
FRI FALL EAGLES 4 16 3 4 27 24 17 2 11 15 16 20 12 17 8 2 8 11 2 
AVG MOVIE 20 

vorFF 

120 3 4 36 22 14 7 il 9 11 15 7 27 1? 9 13 15 6 3 

MON NBC MON NOV 4 32 1 14 14 10 3 6 7 9 10 2 9 5 3 3 5 7 4 
TUE POLICE WOMAN 4 16 2 13 17 12 4 7 9 11 13 4 11 9 5 8 9 5 2 
THU BEST SELLERS 4 24 1 10 10 7 3 4 5 5 6 1 6 4 3 1 2 3 1 
FRI RECKER° FILE 4 16 2 16 17 6 1 6 3 12 4 12 4 2 4 7 3 1 
SAT NEC SAT NOV 
 ----  

I. 
 ----  

33 2 
..._ ____  

13 10 8 I. 4 

 ---------------   
6 

 ---------------   
7 7 1 11 6 3 4 

 -----  
9 

 -----  
11 7 

----
9.30P \AECCC› 

THU NANCy WALKED 3 6 26 29 225 177 138 64 96 85 101 115 86 134 100 74 61 72 50 27 

3.y>t».1S 
MON ALLS FAIR 4 8 15 16 153 111 e2 37 56 54 64 72 51 69 53 37 37 41 25 21 
TUE ONE DAY TIME 3 6 3? 33 298 216 163 71 115 115 130 152 100 173 135 99 95 107 73 39 
SAT ALICE 4 5 32 33 258 211 110 33 56 90 117 148 65 138 63 37 el 76 46 29 

í 1 2 3 4 5 10 11 12 13 14 15 56 16 17 18 19 20 21 22 23 
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Program Audier ces 

DAY ANDTIME 

TELE-
CASTS 

TOTALSURVEYAREM 0001 
ADI 
TVHH 

ADI RATINGS 

CHILDREN PERSONS PERSONS WOMEN WKG 
WMN 

MEN TEENS 
TOT 

12 
17 

CHILD 
TOT 

2-
11 

STATION PROGRAM NO. 
OF 
WK 

NO. 
OF% 

2- 
11 

8- 
11 e le 

15- 
24 

12. 
34 RTG SH 

15- 
24 

12- 
34 

TOT 
18+ 

18 
49 

15- 
24 

18- 
34 

28 
49 

25- 
64 

25- 
64 18+ 

TOT 
18+ 

18- 
49 

18-25. 
34 49 

25 
54 

HRS 24 25 6 7 8 9 1 2 31 32 33 34 35 36 37 38 57 39 40 41 42 43 44 45 46 

ARELATTVESTD-ERR 25-49% 41 32 38 22 27 25 1 4 1 1 2 7 4 2 2 1 4 1 2 4 3 2 6 7 
11 S.E.ITHRESHOLDS 50+% 10 8 8 5 6 6 1 2 1 1 1 
8.00P 1...4 10 SC 

SUN PlEll AFFAIRS 3 8 3 3 

AVG I & ONSIDE 80 2 2 27 23 1 1 1 1 1 1 1 1 1 I. 1 1 1 1 

Latzete-

MON HOUSE PRARIE 3 12 8 8 40 26 11 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 
TUE BA (ILK SHEEP 4 16 6 4 27 20 5 8 i 1 1 1 1 1 1 1 1 1 1 I 1 1 1 1 1 

NEO NEC mOV WEEK 3 22 3 3 13 15 1 6 1 1 1 1 1 

THU VAN DYKE-CO 3 12 25 20 5 9 1 1 1 1 1 1 1 1 1 1 1 1 1 1 

FRI SANFORD-SON k e 4 2 23 18 2 1 1 1 1 1 1 1 1 1 

SAT EMERGENCY 3 12 16 8 48 26 1 11 1 2 1 1 1 1 1 1 1 1 1 i 1 2 
.-

8.30P WARR 

FRI CPICC-MAN k 6 45 35 335 316 57 127 16 29 7 7 12 10 7 8 11 11 12 13 10 7 7 8 9 6 7 

L.AC.C 6-

TUE LAVRNF-sHRLy k 8 194 150 875 520 225 477 30 45 27 29 20 26 34 30 22 21 18 22 16 19 23 20 19 33 29 

THU .NCAA FOOTBLL 1 11 20 17 284 246 30 119 12 22 3 7 5 5 2 4 6 6 6 2 12 11 12 15 14 4 2 

THU BARNY miLLE , 3 6 100 71 654 460 161 324 26 39 20 20 15 17 13 19 16 16 15 18 17 17 20 17 17 19 15 

SAT wPTS HARNIN, 3 6 125 96 409 200 63 165 12 21 8 10 7 e 7 7 8 8 7 8 7 6 6 7 7 17 17 

AVG NCAA FOOTBLL 

laaad 

122 27 24 316 2E0 50 128 14 43 6 8 4 4 2 3 5 5 5 k 14 13 13 14 14 6 4 

MON PFYLLIS 3 6 40 21 353 277 51 146 16 23 6 3 11 g 5 9 10 10 11 10 9 7 1 8 8 7 6 

WED JEFFERsONs 2 k 79 70 628 455 126 241 22 33 15 14 18 15 16 12 17 15 19 19 14 12 12 11 13 20 12 

SAT BOB KENHART 4 a 73 50 437 384 43 169 13 33 6 10 15 12 8 12 15 16 16 13 11 8 8 10 11 8 11 

\,--/E i E. 
SAT SHOW OF SHwS 3 18 14 14 1 5 1 

SUN * 700 CLUB k 24 13 11 1 3 

AVG 700 CLUB 42 7 6 1 3 

4.)Ft'F 
FRI CHICO-MAN 4 8 3 1 18 14 1 2 1 1 1 1 1 1 

.   . « . . . . . • .   

9.001.  
MON NBC MON MOV 4 32 35 27 666 536 165 336 25 36 20 20 22 23 26 24 23 23 22 23 15 16 16 16 16 13 5 

TUE POLICE WOMAN 4 16 19 16 354 297 55 129 14 21 7 7 10 9 8 8 10 10 11 9 10 8 7 9 9 8 2 

THU BEST SELLERS 4 24 7 5 356 318 74 178 14 24 3 10 11 11 8 11 13 13 12 8 il 11 13 12 12 6 1 

FRI RCCKFRD FILE 4 16 32 29 389 321 37 128 16 28 k 7 12 11 3 9 14 14 13 12 10 8 6 10 11 7 4 

SAT NBC SAT MOR 

tui)D0 

4 33 27 24 374 284 74 174 15 26 3 10 9 10 9 9 11 12 11 9 10 il 10 12 13 13 4 

MON . MERV GRIFFIN 4 16 2 2 118 114 3 10 4 6 1 4 2 1 2 2 3 3 3 1 1 i 

TUE + NERV GRIFFIN 4 16 2 2 175 168 9 17 6 8 1 1 5 2 1 1 2 3 4 k 4 1 1 2 2 1 

WED . HERV GRIFFIN I. 16 6 3 173 165 9 14 6 9 1 1 5 3 1 1 4 4 5 4 4 2 1 2 3 1 

THU . HERV GRIFFIN L. 16 L. 4 153 141 9 16 5 d 1 1 4 2 1 1 2 3 3 2 4 2 2 2 1 
FRI • MERy GRIFFIN 4 16 z 2 130 123 6 12 5 8 1 1 4 2 1 1 2 3 4 2 3 1 1 1 2 1 

SUN HEE HAN 4 16 5 3 193 175 17 31 6 8 2 2 5 2 2 1 2 3 4 3 5 2 2 2 3 2 1 
AVG mERy GRIFFIN 80 4 3 143 140 7 14 5 8 1 1 4 2 1 1 2 3 4 3 3 1 1 2 2 1 

‘...; c.c. c 
mCN NFL MOP. FOAL 4 50 11 10 523 455 116 241 24 44 14 15 9 9 6 8 10 10 10 8 24 23 23 24 23 12 2 

TUE RCH-POOR MAN 4 16 24 13 476 353 150 264 19 28 18 16 15 17 21 19 15 15 14 15 12 13 15 12 12 12 3 

WED BIRETTA 3 12 61 52 641 475 162 351 25 38 20 21 17 19 21 22 17 16 15 17 17 18 20 18 18 22 9 

THU TONY RANCALL 3 6 52 39 436 323 103 222 id 27 13 13 11 13 14 14 12 13 12 15 11 11 13 11 11 13 8 

FRI A6C FR NT MV 3 24 34 27 438 377 152 266 17 31 19 16 14 17 24 17 14 15 13 13 12 13 12 13 14 18 5 

SAT eSIRSKy-HUTCH 3 12 57 45 352 209 76 185 11 18 01 10 7 3 10 9 8 7 7 7 6 7 6 8 7 17 8 

SUN ABC SN NT mV 3 31 8 8 326 280 90 170 14 20 11 10 7 8 6 8 9 9 8 9 12 14 15 13 13 8 1 

AVG STRSKy-HuTCH 

leheaa 

16 58 46 338 249 88 211 13 22 10 12 9 10 12 11 10 9 9 8 8 9 7 11 10 18 8 

MON mAuDE L. 8 29 21 313 256 66 148 15 20 8 9 11 ii 11 13 11 11 10 11 7 7 8 7 7 6 4 

TU, HASH É. 8 51 37 640 491 148 339 2E 38 18 20 17 18 19 20 18 18 18 19 17 18 20 18 18 20 7 

WED CBS 140 NT mV 2 20 3 7 353 307 96 181 16 27 12 11 11 12 13 14 Ii 11 10 12 10 11 11 12 12 8 1 

THU HAWAII 5-0 3 12 li 8 335 333 73 165 16 27 9 10 12 11 7 11 11 11 12 12 11 9 8 11 11 10 1 

FRI CES FR NT mV r 30 23 21 370 295 76 174 14 26 9 10 10 11 7 11 13 13 12 11 10 10 10 10 10 10 r 
SAT ALL IN FAHLy 4. 8 63 50 557 445 55 179 22 37 7 11 17 14 3 13 16 18 18 15 13 3 9 12 12 10 9 

SUN KOJAK 

va Ef.E. 

4 20 10 9 393 349 68 142 17 25 NI 9 12 11 7 9 13 14 14 13 12 11 9 13 13 7 1 

MON . mCV1E. 20 3 24 2 2 47 39 k 16 2 2 1 1 1 1 1 1 1 1 1 1 1 1 1 
TUE * MOVIE 20 4 32 33 37 3 10 2 3 1 1 1 1 1 1 i 1 2 2 

WED ',MOVIE 20 4 32 2 2 42 33 13 24 1 2 1 1 1 1 1 1 1 1 1 1 1 1 1 1 i 
THU . MOVIE 20 4 32 6 6 106 83 30 55 4 7 3 3 3 3 4 4 2 2 3 3 3 3 3 3 3 2 1 

FRI FALL EAGLES 4 16 I. 4 47 41 3 15 2 3 1 2 2 1 2 2 2 2 2 1 1 1 1 1 1 

AVG mOvIE 20 120 3 3 58 43 13 26 2 3 I 1 111 211 I 1 2 2 1 2 2 1 

WFFP 
MON NBC MON mOV r 32 7 6 37 23 5 16 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 

TUE POLICE WOMAN 4 16 2 2 35 28 6 17 1 2 1 1 1 1 1 1 1 1 1 I 1 1 1 1 1 1 

THU BEST SELLERS 4 24 13 16 7 10 1 1 1 1 1111111 1 
FRI REEKFRO FILE 4 16 5 5 37 23 1 6 1 2 1 i 1 1 1 1 1 1 1 i 1 

SAT NBC SAT MOV I. 33 8 8 40 21 7 18 1 2 t 1 1 i i 1 1 i i 1 1 1 1 2 1 

9.30P \pJCc-c. 
THU NANCY WALKER 3 6 39 29 400 311 112 220 1E 2E 14 14 12 14 16 16 12 13 11 15 10 11 13 9 9 li 6 

MON AILS FAIR I. 8 22 12 227 180 53 118 11 1', 7 7 8 9 9 8 8 7 3 5 6 6 6 5 5 3 

TUE ONE CAy TIME 3 6 26 19 488 389 123 287 20 32 15 17 14 16 18 18 15 15 14 17 12 ir 17 14 13 15 3 

SAT ALICE 4 a 46 39 442 349 44 139 1.8 32 ' 8 14 11 8 9 13 14 14 it 10 7 7 9 10 3 7 

1 2 31 32 33 34 35 34 37 38 57 39 40 41 42 43 44 45 46 
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RATINGS: AN AID TO PROGRAMMING 

AND PURCHASE OF TV PROPERTIES 
by Philip F. von Ladau 

V.P/Gen. Mgr. Marketron, Inc. 

Despite protestations so often 
being made to the contrary, station 
management actually makes far 
more use of the ratings than they 
realize. After all, none of us were 
born knowing that early evening 
news skews older and late night 
news, younger, or that situation 
comedies' major audiences are 
young while game shows tend old. 
Years of even casual exposure to 

the ratings, if only conversationally 
and in summary fashion, have 
established such demographic cha-
racteristics along with a knowledge 
of the volume and types of audience 
available at any particular time of 
day. 

Therefore, in considerations of 
how to program a station this "feel" 
is automatically taken into account 
by the management team. 
However, a little deeper pene-

tration of the ratings to see how 
different program types perform 
under various conditions will permit 
a more knowledgeable discipline to 
programming and thus narrow the 
area in which the final decision must 
be made on individual judgment. 

Here are some basic guidelines 
developed from studying such 
historical rating data on television, 
many of which can also be applied to 
radio as well. 

Reproduced, with permission from the author, 
from Broadcast Financial Journal, March, 1976 

In programming a TV station it is 
generally necessary to take into ac-
count, individually and in combina-
tion; 

A. Five Basic Considerations 
1. Program selection; which 

shows to use 
2. Time period placement; 

where to put them 
3. Sequencing; which goes 

next to which 
4. Competition; determine, 

insofar as possible, what 
is most likely to oppose 
each program. 

5. Cost of each property; for 
existing ones, at the 
current point of amortiza-
tion; for new ones, at the 
amortization rate to be 
used. 

B. The Four Demands Made on 
a Program 
1. Easiest; sustain the audi-

ence inherited from the 
preceeding show. 

2. Next; hold audience tun-
ing in from "off' 

3. Hardest; take from com-
petition 

4. All cases; hold whatever 
audience is achieved 

THE AUTHOR 

Philip von Ladau joined the A.C. Nielsen Company as a fieldsman after 
serving 4 years as a pilot in WWII working through all production depart-
ments into client service. He was serving as Vice President and Western 
Division Manager for Nielsen Media Services at the time he left to join 
Carson/Roberts, Inc. as an officer and Director of Research. From there 
he joined Metromedia, Inc. as Director of Research for the TV division, 
and ultimately to Marketron, Inc., which he helped to found several 
years ago, and has now joined as Vice President and General Manager. 
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through the duration of 
the program itself. 

A program which will not hold its 
audience, no matter how achieved, 
generally forces the hardest situa-
tion in the following slot, namely, 
rebuilding by taking from the com-
petition. 

C. Ten Basic Programming 
Principles 
1. Attack where shares of 

audience are equally di-
vided. It's a lot easier to 
take a little audience from 
each of several stations 
than a lot of audience 
from a dominant pro-
gram. 

2. Build both ways from a 
strong program. Take ad-
vantage of early tune-in 
to a strong program cre-
ating "free" sampling of a 
good preceding show; late 
tune-outs to accomplish 
the same for the follow-
ing. This falls under the 
principle that it's easier to 
sustain an audience than 
to build one. 

3. Sequence programs dem-
ographically. Don't force 
unnecessary audience 
turnover. 

4. When a change in appeal 
is called for, accomplish it 
in easy stages. When the 
available audience or com-
petition dictates a change, 
do so with a program type 
that will hold as large a 
share of the preceding au-
dience as possible rather 
than attempting to com-
pletely change the demo-
graphic appeal. 

5. Place "new" programs at 
time periods of greatest 
tune-in. This amounts to 
free advertising through 
happenstance sampling. 
People turning on their 
sets generally leave them 
at the station last used 
and thus at times of build-
ing ( increasing) set-
usage, a significant num-
ber of people may inad-
vertently be exposed to 
your new show. 

6. Keep a "winning" pro-
gram in it's current posi-
tion. Changing competi-
tion must, of course, be 
taken into consideration. 

But when people are in 
the habit of finding a 
popular program in a par-
ticular time period, an 
audience loss is risked in 
moving it. 

7. Counter-program to pre-
sent viewers with a rea-
sonable alternative to the 
other fare. It's generally 
better to offer something 
different than just anoth-
er version of the types of 
programs already being 
aired by the competition. 

8. Program to those people 
who are available. A lot of 
errors are made here by 
considering the age/sex 
make-up of all the audi-
ences using TV. What is 
really available to most 
programs, particularly In-
dependent and/or indivi-
dual station placed pro-
grams, is just that 
audience that remains 
after the dominant show 
has commanded its share. 

9. In buying, always consid-
er how it would be to have 
the offered program oppo-
site you. It may be worth 
a small going-in monetary 
loss as opposed to the big 
one that might be created 
with the subject program 
opposite your existing 
properties. 

10. Don't place an expensive 
program in a time period 
where there is insufficient 
audience or revenue po-
tential, enough to at least 
break even in combination 
with its preceding and 
following properties. 

D. Buy or Not Buy; How Much 
to Pay 

The usual approach is all too often 
pure speculation by the manage-
ment team. After viewing some 
excerpts from an existing property 
going into syndication, or the pilot 
of a new show, they end up guessing 
a rating range that often differs by 
as much as 100%, with little or any 
idea as to where they would place 
the show or pulling any rating 
history of available audience or the 
performance of this or similar pro-
grams under various conditions. 
This usually ends up with one group 
guessing the show will get a 5% 

rating, another opting for a 7% or 
8% and somebody who's particulary 
high on the show guessing a 9% or 
10%; a needlessly tough way to 
make a decision; particularily when 
there's a far better, more definitive 
and easier way to proceed. 

Actually, the area of speculation 
can be narrowed down to merely 
deciding whether a certain program 
can achieve one particular rating or 
not, to which decision that station's 
financial manager's input is all 
important. Similarly, what bid is 
affordable under different condi-
tions can also be closely determined. 
The discipline is as follows: 

1. Determine the possible 
amortization methods 
that might be applied to a 
new property. 

2. Determine how the prop-
erty is being offered; x 
years; y runs or unlimited 
runs, etc. 

3. Determine the first 
round's cost per episode. 

4. Since the inventory must 
support the station, de-
termine a burdening 
factor that represents all 
operating expenses in-
cluding "loss" features; 
i.e. programs that are 
carried in the public in-
terest or the station's in-
terest. News, for example 
is often less than success-
ful monetarily. (On these, 
subtract the revenue; 
then add the loss remain-
der to the burden). 

5. Multiply the probable cost 
per episode for the prop-
erty being considered by 
this burden factor to 
arrive at the real cost per 
episode. 

6. Determine the going rev-
enue per rating point per 
commercial minute that is 
being paid by the industry 
for the time (or times) for 
which the program is 
most likely to be placed. 
(For $ per rating point, 
use your usual mix of 
commercial durations; all 
60's or any mix of 20's, 
30's, 60's, ID's, etc. to ar-
rive at an estimated rev-
enue per commercial min-
ute). 

7. Determine the number of 
commercial minutes that 
will be available. 
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Then create an appropriate table 
such as that shown in Example A. 

• Rating levels from 1% to 
20% are shown in the left 
hand column. 

• l'ercent sell-out from 20% 
to 100% is shown across 
the top. 

• In this example, it has 
been determined that the 
probable revenue per rat-
ing point per minute is 
$100. So, opposite the 1% 
rating $100 is shown, op-
posite the 2% rating $200 
is shown; 3% is $300, etc. 

• The station will generally 
"net" only 85% of that; 
15% going for agency 
commissions. So the $100 
becomes $85, the $200 be-
comes $ 170, etc. 

• The program will carry 
six commercial minutes, 
so the "net" in each case is 
multiplied by 6, for the 
one rating this becomes 
$510. 

• Then each of the 6 minute 
revenues are multiplied 
by all the percent sell-
outs across the top. A 
20% sell-out at the 1% 
rating level would be $ 102 
(6 minute revenue of $510 
times 20% sell-out). 

A book of tables can easily be pre-
pared in advance, a one time job, for 
every conceivable situation. 

• for ratings from 1% to as 
high as logical. 

• at $10 per rating point up 
to as high as your station 
ever gets. 

• for sell-out positions of 
from 20% up to 100%. 

• for 1/2 hour programs (6 
commercials minutes) one 
hour ( 12 cm) 90 minute 
minute programs ( 18 cm) 
2 hour and/or sports. And 
a separate single minute 
section can be created for 
a typical situation. 

In Example A, the property being 

considered consisted of 200 episodes 
priced at $3500 each with 6 runs. 
The proposed amortization was 

50% against the first run, or $1750. 
(20% second run or $700, 10% third 
and fourth runs and 5% fifth and 
sixth runs). 
The burdening factor was deter-

mined to be 120% i.e., the $1750 
first run episode cost was increased 
by 120% or multiplied by 2.2 for a 
break-even cost of $3850. 

All that is necessary now is to 
draw a line to the left of each dollar 
figure in the body of the table that 
equals or exceeds the $3850 cost. 

It is immediately apparent that 
the minimum rating this program 
would have to achieve in its first run 
is an 8°/o AND a 95% sell-out at that 
rating level. 
The only question, then, that has 

to be answered is, "Is that logical?" 
To answer that question, general 

management then must be aware of 
two things. 

1. The average rating for 
the time of day being con-

EXAMPLE "A" TELEVISION PROGRAM POTENTIAL REVENUE GUIDE 

1/7 HR. PROG.; COST $3500; 1st RUN, 50% — $ 1750 + BURDEN of 120 y0 Ix 2.2) — $3850 

RTNG 
LEV 

1 

2 

3 

4 

5 

6 

8 
9 

10 

11 

12 

13 

14 

15 

16 

17 

18 

19 

20 

GROSS NET 
EST. REV. LESS AG 
PER MIN. COMMIS. 

100 

200 

300 

400 

500 

600 

700 

800 

900 

1000 

1100 

1200 

1300 

1400 

1500 

1600 

1700 

1800 

1900 

2000 

85.00 

170.00 

255.00 

340.00 

425.00 

510.00 

595.00 

680.00 

765.00 

850.00 

935.00 

1020.00 

1105.00 

1190.00 

1275.00 

1360.00 

1445.00 

1530.01) 

1615.00 

1700.00 

MINS 20% 25 
X 6 x % SELL OUT 
MIN 

510 102 128 

1020 204 255 

1530 306 383 

2040 408 510 

2550 510 638 

3060 612 765 

3570 714 893 

4080 816 1020 

4590 918 1148 

5100 1020 1275 

5610 1122 1403 

6120 1224 1530 

6630 1326 1658 

7140 1428 1/85 

7650 1530 1913 

8160 1632 2040 

8670 1734 2168 

9180 1836 2295 

9690 1938 2423 

10200 2040 2550 

30 35 40 45 50 55 60 65 70 75 80 85 

153 

306 

459 

612 

765 

918 

1071 

1224 

1377 

1530 

1683 

1836 

1989 

2142 

2295 

2448 

2601 

2754 

2907 

3060 

179 

357 

536 

714 

893 

1071 

1250 

1428 

1607 

1785 

1964 

2142 

2321 

2499 

2678 

2856 

3035 

3213 

3392 

3570 

204 

408 

612 

816 

1020 

1224 

1428 

1632 

1836 

2040 

2244 

2448 

2652 

2856 

3060 

3264 

3468 

3672 

230 

459 

689 

918 

1148 

1317 

1607 

1836 

2066 

2295 

2525 

2754 

2984 

3213 

3443 

3672 

255 

510 

765 

1020 

1275 

1530 

1785 

2040 

2295 

2550 

2805 

3060 

3315 

3570 

3825 

281 

561 

842 

1122 

1403 

1683 

1964 

2244 

2525 

2805 

3086 

3366 

3647 

306 

612 

918 

1224 

1530 

1836 

2142 

2448 

2754 

3060 

3366 

3672 

332 

663 

995 

1326 

1658 

1989 

2321 

2652 

2984 

3315 

3647 

357 

714 

1071 

1428 

1785 

2142 

2499 

2856 

3213 

3570 

383 

765 

1148 

1530 

1913 

2295 

2678 

3060 

3443 

3825 

408 

816 

1224 

1632 

2040 

2448 

2856 

3264 

3672 

434 

867 

1301 

1734 

2168 

2601 

3035 

3468 

90 95 100 

459 

918 

1377 

1836 

2295 

2754 

3213 

3672 

485 

969 

1454 

1938 

2423 

2907 

3392 

510 

1020 

1530 

2040 

2550 

3060 

3570 

3876 

4080 

3902 

4131 

4361 

4590 

4080 

4335 

4590 

4845 

5100 

3927 

4208 

4488 

4769 

5049 

5330 

5610 

3978 

4284 

4590 

4896 

5202 

5508 

5814 

6120 

3978 

4310 

4641 

4973 

5304 

5636 

5967 

6299 

6630 

3927 

4284 

4641 

4998 

5355 

5712 

6069 

6426 

6783 

7140 

4208 

4590 

4973 

5355 

5738 

6120 

6503 

6885 

7268 

7650 

4080 

4488 

4896 

5304 

5712 

6120 

6528 

6936 

7344 

7752 

8160 

3902 

4335 

4769 

5202 

5636 

6069 

6503 

6936 

7370 

7803 

8237 

8670 

4131 

4590 

5049 

5508 

5967 

6426 

6885 

7344 

7803 

8262 

8721 

9180 

3876 

4361 

4845 

5330 

5814 

6299 

6783 

7268 

7752 

8237 

8721 

9206 

9690 

4080 

4590 

5100 

5610 

6120 

6630 

7140 

7650 

8160 

8670 

9180 

9690 

10200 
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sidered; yours and the 
competitions. 

2. The percent sell-out 
normally achieved on 
your station in a compara-
ble rating range. 

But that's far from the whole 
story. There are five more potential 
runs of the program being contract-
ed for. 
On Example B each of these in 

turn has been entered showing that 
the $ break-even point for the 
second run could 1.)P 4% rating 
with 80% sell-out or a 5% with a 
65% sell-out, etc. The 3rd through 
5th runs could survive with ratings 
of from 3% down to 1%. 
Now a further decision is possi-

ble. Is a loss affordable on the first 
run if it can be made up on the other 
runs? This is particularly important 
if it means keeping the competition 
from throwing a strong property 
against you. 

If, rather than having a predeter-
mined price, this is a bidding 

situation a similar little bit of math 
and entry for several levels, would 
of course, help to determine what 
amount could reasonably be bid. 
One additional factor should be 

brought into play. If on a station 
usually hitting peak rating in the 
potential time period of, say, 5% 
should come up with an 8% rated 
property it is most reasonable to 
assume that the levels of the pre-
ceding and following shows would 
be advanced one or two points. The 
property being examined then 
should be credited with these one or 
two points and thus considered at 
the 9% or 10% level rather than 
8%. 

If, conversely, the competition 
should gain a strong property, the 
same tables will work to see how 
much of a decrease in rating on your 
existing properties can be support-
ed. (Obviously, the same procedure 
can be followed for all of a station's 
current stable of shows to 
determine which are in the -I- or — 

column). 
Finally, the fortunes of a station 

can be balanced from year-to-year if 
several amortization methods are 
available. 
Example C shows, with the amor-

tization schedule just used, the loss 
on the first run being more than 
made up for in subsequent runs at 
the estimated rating levels shown. 

Or, depending on the existing 
profit picture, it may be advisable to 
opt for, as an example, a purchase 
and amortization plan such as that 
shown in the second example which 
would be profitable in the first two 
runs, fall below in the 3rd and 4th 
and these, having been fully writ-
ten off in 3 years, represent pure 
profit in additional runs. 

So, the basis for making better 
judgments is there in the ratings. 
Combined with good information, in 
usable form, from the Financial 
Managers any station is bound to 
make better buying and programm-
ing decisions. 

EXAMPLE " B" TELEVISION PROGRAM POTENTIAL REVENUE GUIDE 

200 EPS $3500 EP X 6 RUNS 
RTNG: 
LEV NET MINS 20% 25 30 

1 

2 

3 

4 

5 

6 

7 

9 
10 

11 

12 

13 

14 

15 

16 

17 

18 

19 

20 

100 

200 

300 

400 

500 

600 

700 

800 

900 

1000 

1100 

85.00 

170.00 

255.00 

340.00 

425.00 

510.00 

595.00 

680.00 

765.00 

850.00 

935.00 

12001020.00 

1300 1105.00 

1400 1190 00 

1500 1275.00 

1600 1360.00 

1700 1445.00 

1800 1530.00 

1900 1615.00 

2000 1700.00 

510 

1020 

1530 

2040 

2550 

3060 

3570 

4080 

4590 

5100 

5610 

6120 

6630 

7140 

7650 

8160 

8670 

9180 

9690 

10200 

102 

204 

306 

128 

255 

383 

! 408 510 

510 

.612 

714 

I 816 

918 

1020 

1122 

1224 

1376 

1428 

1530 

35 40 45 50 55 60 65 

153 179 204 230 255 281 306 332 

Amortize + 120% Burden 
1st Run 50% x $3500 = $1750 = 83850 
2nd Run 20% x 3000 = 700 = 1540 
3rd & 4th Run 10% x 3500 = 350 = 770 
5th & 6th Run 5% x 3500 = 175 = 385 

70 75 80 85 90 95 100 

357 383 408 434 459 485 510 

306 357 408 459 510 561 612 663 
& 6th RUNS  

459 536 612 689 765 842 918 995 

612 714 1224 1326 

638 765 

765 

816 918 1020 1122 
3rd & 4th RUNS 

893 

1020 

1148 

1275 

1403 

1530 

918 

1071 

1224 

1377 

1530 

893 1020 1148 1275 1403 1530 

1071 

1250 

1428 

1632 

1734 

1836 

1938 

2040 

1658 

1785 

1913 

2040 

2168 

2295 

2423 

2550 

1683 

1836 

1989 

2142 

2295 

2448 

2601 

2754 

2907 

3060 

1607 

1785 

1964 

2142 

2321 

2499 

2678 

2856 

3035 

3213 

3392 

3570 

1836 

2040 

2244 

2448 

2652 

2856 

3060 

3264 

3468 

3672 

1224 1377 1530 

1428 

714 765 816 867 918 969 1020 

1071 1148 1224 1301 1377 1454 1530 

1428 1530 

1607 1876 1964 
2nd RUN 

2040 2244 

2525 

2805 

3086 

3366 

2647 

1632 1836 

2066 

2295 

2525 

2754 

2984 

3213 

3443 

3672 

2295 

2550 

2805 

3060 

3315 

3570 

3825 

1683 1836 

2142 

2448 

2754 

3060 

3366 

3672 

3876 

4080 

3902 

4131 

4361 

4590 

4080 

4335 

4590 

4845 

5100 

3927 

4208 

4488 

4769 

5049 

5330 

5610 

3978 

4284 

4590 

4896 

5202 

5508 

5814 

6120 

1658 

1989 

2321 

2652 

2984 

3315 

3647 

1785 1913 

2142 

2499 

2856 

3213 

3570 

2295 

2678 

3060 

3443 

3825 

1632 1734 1936 1938 2040 

2040 2168 2295 2423 2550 

2448 2601 2754 2907 3060 

2856 3035 3213 3392 3570 

3264 3468 3672 3876 4080 

3672 3902 4131 4361 4590 

3978 

4310 

4641 

4973 

5304 

5636 

5967 

6299 

6630 

4080 4335 4590 4845 5100 

3927 4208 4488 4769 5049 5330 5610 
let RUN 

4284 4590 4896 5202 5508 5814 6120 

4641 4973 5304 5636 5967 6299 6630 

4998 5355 5712 6069 6426 6783 7140 

5355 5738 6120 6503 6885 7268 7650 

5712 6120 6528 6936 7344 7752 8160 

6069 6503 6936 7370 7803 8237 8670 

6426 6885 7344 7803 8262 8721 9180 

6783 7268 7752 8237 8721 9206 9690 

140 7650 8160 8670 9180 9690 10200 

/ Broadcast Financial Journal/March '76 
25 



RATINGS. . . 

1st RUN 
2nd RUN 
3rd RUN 
4th RUN 
5th RUN 
6th RUN 

EST AVG 
RATING 

EXAMPLE "C" 

Estimated Cost vs Revenue Summary 
for 

Hypothetical 1/2 Hour Program 
6 Commercial Minutes 

TOTAL COST: 

200 Episodes 
X $3,500 Per Episode 

= $700,000 4- 120% Burden 
= Total Cost of $1,540,000 

1. 6 Run Basis:  

7% 
6% 
5% 
4% 
3% 

3% 

200 Episodes 
X 6 Runs 

= 1,200 Episode Runs 
Stripped 5 Per Week 

= 240 Weeks or 4.6 Years 

1st Run, 50% X $3,500 = $1,750 4- 120% = $3,850. 
2nd Run, 20% X $3,500 = $ 700 4- 120% = $1,540. 
3-4 Run, 10% X $3,500 = $ 350 ÷ 120% = $ 770. 
5-6 Run, 5% X $3,500 = $ 175 -F 120% = $ 385. 

EST $ 
SELL-OUT 

80% 
70% 
60% 
55°/o 
50% 
50% 

X 200 EPS= 
S/EP RUN* COST/EP RUN NET INCOME 
REVENUE ÷ 120% PER RUN 

$2,856 
2,142 
1,530 
1,122 
765 
765 

*From Revenue Guide ( Example A) 1/2 hour show, $ 100 per rating point 

Stripped 5/Wk = EST AVG 
260 Per Year RATING 

200 1st Run 
200 2nd Run 
200 3rd Run 
180 4th Run 

3 Years = 780 EP-RUNS 

20 4th Run 
200 5th Run 
200 6th Run 

6th Run 200 EP-RUNS 

100 7th Run 

7% 
6°/o 
5% 
40/1) 

4% 
3% 
3% 

3% 

5 Years = 1,300 EP,-RUNS 

2. Unlimited Runs - 5 Years 

3 Year Weekly Write Off 

EST $ S/EP-RUN 
SELL-OUT REVENUE % 

80% 
70% 
60% 
55% 

55% 
50% 
50% 

50% 

$2,856 
2,142 
1,530 
1,122 

$1,122 
765 
765 

765 

$3,850 
1,540 
770 
770 
385 
385 

TOTAL: 

COST/EP-RUN 
($1,540,000 

780 EP-RUNS 

$1,974.35 
1,974.35 
1,974.35 
1,974.35 

$ 571,400 
428,400 
306,000 
224,400 
153,000 
153,000 

$1,836,000 

NET 
INCOME 

$ 571,200 
428,400 
306,000 
201,960 

$1,507,560 

22,440 
153,000 
153,000 

$1,836,000 

76,500 

$1,912,500 

X 200 EPS= 
NET COST 
PER RUN 

$ 770,000 
308,000 
154,000 
154,000 
77,000 
77,000 

$1,540,000 

NET 
COST 

$ 394,870 
394,870 
394,870 
355,390 

$1,540,000 

$1,540,000 

NB: In either (A) or (B) above, runs do not have to be sequential. Estimates of rating and sell-out can readily be adjusted on an annual 

rather than per run base. 
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ARBITRON RADIO 
Audience Estimates in the 

Arbitran Market of 

YOURTOWN 

THIS REPORT ALSO CONTAINS 
RADIO AUDIENCE ESTIMATES 

FOR THE YoURTowN AI 

October/November 1976 
Oct. 28 - Nov. 17 



ARBITRON 
RADIO 

Audience Estimates in the 
Arbitron Market 
Power 

(Watts) 

Station Day Night 
WAAA 

WAAA—FM 

WBBB 

WCCC 
WDDD 

WEEE 
WEEE—FM 
WGGG 

WHHH 

WJJJ 
WKKK 
WLLL 

250 

3,000 

3,000 

1,000 
1,000 

500 

3,000 
1,000 

5,000 
48,000 

50,000 
44,000 

3,000 

3,000 

1, 000 

3,000 

250 

5,000 

48,000 
50,000 

44,000 

Frequency 

(AM in kHz) 
(FM in mHz) 

1540 

92.7 

101.7 
1090 

1250 

1570 
105.5 

1450 
1360 

97.3 
1190 

95.1 

Outside ABRITRON Radio Metro Area 

CAAA 50,000 50,000 

WMMM 250 

WMMM— FM 37,000 37,000 

WNNN 50,000 50,000 

SURVEY PERIOD: OCT. 23-NOV. 12, 1975 

NUMBER OF TIMES PER YEAR 

THIS MARKET IS SURVEYED: 2 

0 1975 ARB (Amerman Research Bureau). Inc 

800 
1140 

93.3 
760 

Network 

Affiliation 

MBS 

MBS 

ABC I 

ABC I 
CBS 

IND 

IND 

ABC E 

IND 

IND 

IND 

IND 

IND 
IND 

IND 

CBS 

Format 

MOR 
MOR 

C&W/Religious 

C&W/Religious 
MOR 

C&W 

Top- 40 
C&W 

Contemporary 

13eautiful Musi 
MOR 

Contenperary 

Top- 40 

MOR 

MOR 

VARIETY 

REPORT CONTENTS 

Survey Information   

Station Information   

Metro Market Data   

Audience Trends   

Target Audience Estimates   

Uncombined Audience Estimates   

Hour-By-Hour Estimates   

Away-From-Home Estimates   

Cume Day-Part Combinations   

Exclusive Cumes   

Glossary   

Description of Methodology   

Nomograph   

1976 SCHEDULE OF 

ARBITRON RADIO SURVEYS 

OCTOBER/NOVEMBER 

JANUARY/FEBRUARY 

APRIL/MAY 

JULY/AUGUST 

Oct. 23 - Nov. 12, 1975 

Jan. 8 - Feb. 4, 1976 

April 8 - May 5, 1976 

July 15 - Aug. 4, 1976 



The Kinds of Estimates 
Found in Arbitron Radio Reports 

You do not have to be a statistician or a researcher to 
know and understand what audience estimates mean. It 
is really easy. There are only three basic kinds of audience 
estimates shown in the Arbitron Radio Report: Average 
Quarter-Hour, Cume, and Exclusive Cume. 

These three kinds of estimates may be expressed in terms 
of the number of persons listening, the percent of the 
metro population listening, or the percent of the total 
listening audience that is listening to a given station as 
indicated below. 

Average Quarter-Hour 
Estimates 

Average Persons (00) 
Average Ratings (%) 
Metro Share (/e) 
Metro Totals 

Cume 
Estimates 

Cume Persons (00) 
Cume Ratings ( cY0) Persons 
Metro Totals 

Exclusive Cume 
Estimates 

Exclusive Cume 

The discussion below tells you what these three kinds of 
estimates mean to report users and gives you some 
examples of how they are used. 

Average Quarter-Hour Estimates 

Average quarter-hour estimates are expressed in terms of 
Average Persons, Average Ratings and Metro Shares. 
Each of these is discussed below. 

Average Persons tell you the estimated number of persons 
listening to a station during any quarter hour in a time 
period. For example, if the Average Persons estimate for 
station WWTM for Monday-Friday, 6AM-10AM is 9,000 
persons, this means the estimated average number of 
persons listening to WWTM in any quarter-hour beginning 
with 6AM-6:15AM and ending with 9:45AM-10AM is 9,000 
persons. 

If an advertiser placed only one spot on WWTM in a 
random quarter-hour during the 6AM-10AM time period, 
the average audience to that one spot would be 9,000 
persons. 

The value of an Average Persons estimate is that it pro-
vides a figure to work with in determining the estimated 
audience and cost of a spot schedule rotating within a 
time period. For example, if the Average Persons estimate, 
Monday-Friday, 6AM-10AM, is 9,000 then a spot plan with 
12 commercials rotating between 6AM and 10AM will 
generate 108,000 "gross impressions" (Average Persons 
x Number of Spots = Gross Impressions). 

When you divide the cost of a spot schedule by the number 
of gross impressions, you get cost-per-thousand. 

The formula for determining cost-per-thousand (CPM) is 
shown below: 

Cost (+000) 
CPM =  

Gross Impressions 

Using the example above, if each spot cost $18.00, then the 
total cost of the schedule would be 12 spots x $18 or $216. 
The CPM for the schedule would be $2.00 ($216,000 
-÷ 108,000). 

Average Ratings express the number of listeners (Average 
Persons) as a percentage of the metro population. The 
Average Rating is found by dividing the number of Average 
Persons by the metro population for the same sex-age 
group. For example, if the Average Persons estimate for 
WWTM is 9,000 for Men 18-49, and the metro population 
for Men 18-49 is 175,600, then the Average Rating for 
WWTM is 5.1% (9,000 175,600). Average Ratings always 
are expressed in terms of percentages. 

One of the values of an Average Rating is that it provides 



a figure to work with to determine Gross Rating Points 
(GRP's). To determine GRP's, multiply the Average Rating 
by the number of spot announcements. For example, if 
the Average Rating is 5.1% and the spot schedule on 
WWTM contains 12 spots, the schedule will produce 61.2 
rating points (61.2 GRP's). 

Metro Share is the percent of the total metro listening 
audience that listened to each station. In business, " market 
share" is used as a benchmark to express what percent of 
the total industry sales dollars a company has for itself. 
Station Metro Shares are used in a similar fashion. They 
tell you for each station what percent it nas of the total 
listening audience in the metro. 

For example, if we find the total number of Men 18-49 
listening to radio in the metro was 40,300 during the period 
Monday-Friday, 6 AM-10 AM, then the share of WWTM, 
which had an Average Persons audience of 9,000, would 
be 22.3% (9,000 40,300). 

Many people confuse a " rating" with a " share" estimate 
since both are shown as percentages. Remember, a rating 
always relates to total population ( e.g., Census data) 
whereas audience share always is expressed in terms of 
the total listening activity taking place during a particular 
time period. 

The value in Metro Shares is that they are unaffected by 
the total amount of listening being done in the metro and, 
thus, can be evaluated without regard to the total listening 
levels ( i.e. Metro Total Average Persons). 

For example, if a station has a 15% share in the morning 
and a 20% share at night it means the station is doing a 
better job in relationship to other stations at night than in 

the morning, even though there may be more total people 
listening to radio in the morning than at night. Metro Share 
depends upon how much of the total listening activity a 
station has for itself. 

Metro Shares do not tell you anything about the absolute 
size of the station's audience. A 15% share in the morning 
may actually represent a greater number of listeners than 
a 20% share at night. This is illustrated in the example 
below: 

1. Metro population = 100,000 

Metro Total Total Listeners 
Avg. Rtg. x Population = to All Stations 

2. Morning 
Night 

25% 100,000 25,000 
15% 100,000 

3. 15% Share x 25,000 = 3,750 persons (morning) 
20% Share x 15,000 = 3,000 persons (night) 

15,000 

The example shows that while the station is doing better 
in relationship to other stations at night (20% share vs. 
15% share), the total number of listeners to the station 
is greater in the morning (3,750 vs. 3,000 at night). 

Do's and Don'ts With Average Quarter-Hour Estimates 

You CAN add Average Persons estimates down (vertically) 
for various stations and you CAN add Average Persons 
estimates across (horizontally) sex-age groups in a given 
time period. For example, you can add the Average Per-
sons estimates of station WWTM to station WREF to arrive 
at the total Average Persons audience to both stations. 
You also can add the 18-24 Average Persons audience to 
the 25-34 audience for station WWTM to obtain 18-34 
persons. You CANNOT add Average Persons estimates 
across two or more time periods. 



You CAN add Average Ratings down for stations the same 
as you can for Average Persons but you CANNOT add 
Average Ratings across sex-age groups. The reason you 
cannot is that the population base for each sex-age group 
is different. Adding the rating of Men 18-24 to a rating for 
Men 25-34 would produce a meaningless figure, because 
the estimates are calculated using two different popula-
tion bases. However, you can add the Average Persons 
estimates for Men 18-24 and Men 25-34 and then divide 
by the population for Men 18-34 to calculate an average 
rating. You CANNOT add Average Ratings across time 
periods. 

You CAN add Metro Share estimates down for various 
stations the same as you can for Average Persons but you 
CANNOT add Metro Share estimates across sex-age 
groups. The reason you cannot is that the Average Persons 
bases used to calculate Metro Shares are different for 
each sex-age group. Any estimate arrived at by adding 
Metro Share figures across sex-age groups would be 
meaningless. You CANNOT add Metro Shares across 
time periods. 

NOTE: When adding Average Persons, Average Ratings 
or Metro Shares, use the AM-FM TOTAL line, whenever 
it is present, instead of the individual estimates for the two 
affiliates. If you added the audiences of the individual 
affiliates and the AM-FM TOTAL line, you would be 
"double-counting" the audiences to the two stations. 

Cume Estimates 

Cume estimates are expressed in terms of Cume Persons 
and Cume Ratings. Each of these is discussed below. 

Cume Persons tell you the number of different persons 
who listened at least once during the time period of inter-
est. It does not matter how long this listening occurred. 

A person who listened for only five minutes during the time 
period Monday- Friday, 6 AM-10 AM, and a person who 
listened all four hours on each day are counted the same 
in a cume estimate. Each person is counted only once. 

The Cume Persons estimate is somewhat analagous to 
newspaper circulation. Newspaper circulation is ex-
pressed in terms of the number of different households 
that receive the newspaper without regard to how much 
time people actually spend reading the paper or how 
many different times the same issue is read. A Cume Per-
sons estimate reflects the number of different persons who 
listened five or more minutes at least once without regard 
to how long they listened or how many times they listened 
during a given time period 

Other words for " cume" sometimes used in broadcasting 
research include the following: " unduplicated audience," 
"reach," " circulation." 

Cume Ratings express the number of Cume Persons as a 
percentage of the metro population. The Cume Rating is 
found by dividing the number of Cume Persons by the 
metro population for the sex-age group. For example, if 
the Cume Persons estimate for WWTM among Men 18-49 
is 75,000 and the Metro population for Men 18-49 is 175,600, 
then the Cume Rating is 42.7% (75,000 175,600). This 
means more than 4 out of 10 persons listened to WVVTM 
at least once during the time period. 

Cume ratings are often used to show audience " pene-
tration" because they give an indication of the extent 
to which a station " penetrates" or reaches the total poten-
tial metro population at least once during a time period. 



Exclusive Cume Estimates 

Exclusive Cume Persons tell you the number of different 
persons that listened at least once to a given station and to 
no other station during the time period. " Exclusive Cume 
Persons" is an indication of station loyalty because it 
refers to an " exclusive" audience that can be reached on 
one station and on only that station during the time period. 

Do's and Don'ts With Cume 
and Exclusive Cume Estimates 

You CAN add Cume Persons across (horizontally) sex-age 
groups but you CANNOT add Cume Persons down (vertic-
ally) for stations. If you were to add Cume Persons down 
for various stations, you would be counting some of the 
audience more than once because some people listen to 
more than one station in a time period. You would not 
know which persons you were counting only once and 
which persons you were counting more than once. You 
CANNOT add Cume Persons across time periods. 

You CANNOT add Cume Ratings down for stations for the 
same reason you cannot add Cume Persons down: you 
would be counting some listeners more than once. You 
CANNOT add Cume Ratings across sex-age groups be-
cause the population base for each sex-age group is 
different. You CANNOT add Cume Ratings across time 
periods. 

You CAN add Exclusive Cume Persons down because the 
audience reported for each station is exclusive and adding 
exclusive audiences will not result in audience duplication. 
You CAN add Exclusive Cume Persons across sex-age 
groups. Use the AM-FM Total line if present when adding 
Exclusive Cumes. You CANNOT add Exclusive Cume 
Persons across time periods. 

If you now understand the differences among the three 
kinds of estimates (Averages, Cumes, and Exclusive 
Cumes) you know all you need to know about what the esti-
mates mean and what you can and cannot do with them. 



AVERAGE QUARTER-HOUR and CUME Listening Estimates 
00/904 1975 

• 1$-4 

mONDAr-FRIOAT 
6.00A.-10.08Am 

MEN 25-41 MEN 2544 MEN 35-64 

sum. 

cau 

" US 

11111 AKA 

-- •-

KIN Kiln MA Mu AKA NMI SPIVEY MA TWA AMA Will Aar LW 
MU 
gat 

innIS 

mi ele 
um sew Aiss TIM YU Kral MI/ ANA TKO AKA TIM MKT MA 

AN. 

511 

PM 

PO 

An 

1115 

CONE 

MUNN 

1011 All. 

naALUN 

An 

il* 

CIK 

$111 

OK 

III 

COOL 

611 

AK 

Pi 

AK 

ALAN'en 

AM 

PO 

PM 

Oil 

AN. 

III 

OM 
. 

1111 

AN. 
NM 
PAM 

OIL 

OLIN'In 

Alt 

IS 

OM 

1111 

AV8. 

ON 

CM 

III 

All 

Knot 

AN. 

ne 

IN. 

MI 

CM 

OM 

AK 

OP 

CM 

1111 . NM  

MI 

UM 

AN. 

"OLINRI 

OK 

SI 

PM 

00 

All. 

MI 

UM 

1111 

AK 

RAMS 

OK 

MI OLIN 

•934.AA *NAM 

11A75.5/11 11/41.11111 

TOTAL TOTAL 

I843 11 11 5 5 11 11 3 (.3(510 11 11 11 11 4 6 

*lee C. 10 71 11 3? .7 3.3 • 17 2 13 .4 2.2 4 53 2 19 .2 1.2 Pt CALL. 11 IL 6 29 6 29 .4 3.1 6 24 4 24 1.1 4.4 

us DDD 21 153 21 153 1.5 IA 4 35 4 35 .4 4.3 10 71 10 71 1.2 5.8 11)00 8 63 8 63 1.5 5.4 le 129 14 129 2.3 9.2 16 102 16 102 2.9 11.8 

'ref 13 86 8 49 .7 3.3 7 44 4 14 .8 4.3 8 55 5 29 .6 2.9 id e e£ 5 29 5 29 .9 3.6 7 33 7 33 .9 3.6 3 15 3 15 .6 2.2 

07bE 70 5 S s s s s litee Pa 5 5 5 5 

sGe-C- 13 93 13 93 1.1 5.3 5 35 5 34 1.0 5.1 10 71 15 7/ 1.2 5.5 1474/2 9 63 9 63 1.6 6.5 ti 85 12 69 1.5 6.2 e 55 8 55 

11141/4, 13 42/ zr z..r 2.3 11.8 31 331 28 178 5.5 21.1 46 11; 2? 2315 3.4 13.6 II nett 18 118 16 129 2.9 11.5 18 179 16 134 2.4 1.2 3 1110 r 77 1.3 5.1 

11:Jj 45 196 32 103 2.7 lia 1 12 47 12 47 2.6 12.9 33 11.6 23 ISO 2.9 13.3 II jr5 33 131 21 85 3.11 15.1 41 175 29 132 3.7 11.9 31 143 19 itIll 3.5 14.4 

LIKKK 251 1196 96 572 11.1 39.2 61 545 35 215 6.5 32.3 141 941 63 371 7.5 36.4 1114.13. 116 720 57 316 15.6 41.5 147 1059 77 442 9.7 39.5 151 770 53 205 4.7 31.1 

Ni-Là. 29 169 19 124 1.6 7.5 28 114 11 Al. 2.2 11.8 26 1•5 17 111 2.1 9.6 11U-1-- 11 67 11 67 2.8 7.9 14 91 13 Al 1.6 6.7 9 50 a 48 1.5 5.9 

-----  •   ----    ----   •  - ---•    - ---•   .........----   - - --•    - - --•   --- ---.• 

cAe./1 35 275 1 16 .1 .1 32 291 I 16 .2 1.1 35 270 1 16 .1 .6 3 AAA 17 149 e 17 149 8 3 19 

vu inenol 6 13 Awel(1151 6 13 6 13 

111691911111 5 39 2 15 .2 .5 2 It 2 11 .2 1.2 1,•111121711 2 01 z 11 .4 1.4 5 39 2 15 .3 1.0 5 39 2 15 .4 1.5 

707111. 11 S2 2 15 .2 .8 2 11 2 IL .2 1.2 2 II 2 11 .4 1.4 11 52 2 15 .3 1.0 11 52 2 15 .4 1.9 

Agee ti 156 6 11 .3 1.6 h 50 4 11 .5 2.3 1171e 1 6 40 • 11 .7 2.9 17 59 1 11 .5 2.1 17 69 I. It .7 2.9 

Memel 2175 962 20.7 KT" Me/ 93 392 18.6 Wee Teria 173 665 21.5  Ken Tea 139 490 25.3 /en MAO 195 705 24.7 n4 136 50325.0 

90608Y-r R CAY 10. 0 in- • 130011 

11 .1144 
um( Fe 
TOM. 

eD3i3 

IIMA 
IIMA in 

TOTAL 

u,,15.1 

0 CAI Co 16 79 12 55 1.0 6.4 5 42 1 8 .2 1... 5 53 1 19 .1 .8 A L..X...t. 11 11 a 211 il 29 1.8 5.6 5 29 5 29 1.5 8.2 

ION 22 /17 22 117 1.9 11.7 4 26 6 26 .8 5.6 7 41 7 41 .9 5.9 1Q33 5 33 5 33 .9 5.5 15 77 15 77 1.9 10.6 13 59 13 59 2.4 13.4 

«sae lb 153 6 31 .5 3.2 13 69 5 9 1.5 6.9 13 75 5 15 .4 4.2 llége 5 15 5 15 .9 5.5 5 15 5 15 .6 3. 5 6 6 

idea Fil l 17 1 17 .1 .5 4 8 a 4 warn 1 9 1 9 .1 .7 1 9 1 9 .2 1.8 

849e 16 131 15 111 1.3 8.0 5 74 4 54 .8 5.6 9 94 8 76 1.0 6.8 Is...4"7 8 45 7 64 1.3 7.7 15 95 14 75 1.8 9.9 11 49 11 49 2.8 11.3 

1 11311 24 264 ill 165 1.5 9.6 17 256 13 117 2.6 18.1 zz 2.7 16 143 2.0 13.6 111.10 12 92 18 56 1.5 11.8 13 III II 65 1.4 7.7 6 52 9 35 .7 4.1 

...)17 49 171 46 144 3.9 21.5 13 48 13 40 2.6 18.1 31 77 31 77 3.9 26.3 9 DI 31 69 31 69 5.6 34.1 41 117 41 106 5.2 20.9 28 85 28 72 5.1 28.9 

1 0..,..K III 825 33 206 2.8 17.6 35 368 11 98 2.2 15.3 78 527 24 131 3.0 20.3 11,4.7..K 53 278 20 85 3.6 22.0 90 471 27 131 3.4 19.0 80 352 20 76 3.7 20.6 

ul..1-47 45 204 16 129 1.5 4.5 13 179 14 114 z.e 19.5 43 190 14 125 1.7 11.9 i. L,L 6 51 6 51 1.1 6.6 8 67 8 55 1.0 5.6 2 27 2 15 .• 2.1 

... ------ .    '    --..-«    --..-«   ”--. ----.   ----'   .....   --•".  ----.   •-••-•   `'....----.    ' ..--.. - 

C,'.01/1 31 253 1 28 .1 .5 29 225 1 28 .2 1.4 31 246 1 28 .1 .8 1,14/1 23 155 5 23 151 5 2 25 

11,1 1911 6 le 2 Zb .2 1.1 1 4 1 4 .2 1.4 1 9 I 9 .1 .8 vi 1M (15 1 9 1 9 .2 1.1 5 38 I 18 .1 .7 4 26 15 

1131.e.ipi 1 36 t 23 .1 .S 1 11 1 11 .1 .5 ./ ii ,nn15 1 II 1 11 .2 1.1 1 28 1 15 .1 .7 1 ze 1 15 .z 1.0  

7 65 3 65 .3 1.6 1 4 1 4 .2 1.1 2 15 2 15 .2 1.6 TOTAL 2 15 2 IS .4 2.2 6 49 2 24 .3 1.4 5 45 1 211 .2 1.8 

.14 ,11'W Ifs 64 2 6 .2 1.1 z zz z 6 .2 1.7 8.17171 2 22 2 6 .1 2.2 15 17 2 6 .3 1.4 15 47 2 6 .4 2.1 

INTRO TOTALS 1.0 47935.9 1101110 TOTALS 77 3.1 14.5 MEMO TOTALS ; 15 434 15.7 Ain" nnn, 91 229 16.6 1E100 TOTALS 162 4,5 0.5 

PAGE 12 00013011 STINK& Wm abbence estunat adpusled tor Actutiliebk.811schedflel•1bebb AP 13 C9999911.93 319 not 19991011,19, complete ,939 PililA 

ARB1TRON 

InIISIOTMS 97 zsz 17.1 



AVERAGE QUARTER-HOUR and CUME Listening Estimates 
OCT/NOV 1975 

MEN 11+ MEN 18-34 MEN 1$-4 

MONDAY- FRIDAY 
3.00PM-7.80PM 

STATION 10111 AM IMO WWI ANA TOM 811/11 RIM WRY AKA TM/ AEA erne UMW ANA STATION 10. 11161 WTI SUM AFL% TOM AM 

- -- - • 

WIRIII WWI AID TOTAL AKA 

---. .. A-• 

Win Surer Allt3 
CALL An CUR 

*AS PEAL 
AN, 

ISIL 
CUM AR 

PUS. 
AN 
PIC 

All, 
16311 

CUR Alt CUR All All. AN OK An CUR All A* CALL 0* CURE AN. PM All. AN All. *MR AK CORI All A* An CAN ATV CM AN AN 
UTTERS . *IL RIM PI* PE* nu MT PM PM MI ANTM 

LETTERS 
 * 10 MS PEAL PM. 71111. PUT FEW PIA PIN POI 11111. PM. PUS Mt PM FM PUS FM 1* MI 11111 110 11111111 UM MI 11181 me so UM SWAIM 1111 1111 MI WW1 01,0111  00 OM 1181 1111 MUM SWAIM III RI 1181 PARRS UM IN III NI OM 1,1711111 AM 

°MARA •,,, ,,,0q 
Noon FM 161.6A FR 

TOTAL 

wee.) 

TOTAL 

1135066/ 

•11,41,-. II , 55 11 SS .9 6.2 1 It 1 17 .2 1.3 1. 34 1. 34 .5 3.1 5tc.z...1.. 4 26 * 26 .7 5.3 7 39 7 39 .9 5.5 6 30 6 30 1.1 6.9 

WOW 12' 136 12 136 1.5 6.8 13 13 3 50 3 50 .4 2.3 II 000 3 4/ 3 42 .5 3.2 18 104 10 104 1.3 7.8 10 99 10 99 1.8 11.5 

"régg 18 119 S 32 .4 2.4 13 93 3 18 .6 3.6 13 99 3 24 .4 2.3 PlIge. a 6 39 3 24 .5 3.2 6 39 3 24 .4 2.3 6 6 

ii Eee rn 1 23 14 5 5 5 5 u¡Cien 5 S 1 23 14 1 18 9 

110,./* 16 121 16 181 1.4 9.0 • 65 8 45 1.6 10.3 13 183 13 133 1.6 10.0 Mt.,, 11 88 11 68 2.8 11.8 14 106 14 86 1.8 10.9 11 56 8 56 1.5 9.2 

II,4 ,111 017 316 21 211 1.6 11.9 31 222 16 140 3.2 20.5 46 291 20 166 2.1 15.4 1111101 27 148 18 107 1.8 10.6 28 165 It 124 1.4 11.6 IN 86 5 63 .9 5.7 

Ref 41 231 35 181 3.8 19.8 9 71 9 71 1.8 11.5 29 145 26 122 3.2 20.11 1153.5 28 115 25 92 4.6 26.9 35 160 31 127 3.9 24.2 27 119 23 06 4.2 26.4 

11}(0.* 115 1834 38 296 3.2 21.5 1.11 489 15 156 3.0 19.2 78 758 28 226 3.5 21.5 11,44,9_ 44 459 22 1611 6.0 23.7 78 686 31 212 3.9 24.2 66 496 22 122 4.11 25.3 

110-4 4 37 247 20 141 1.7 11.3 31 211 15 116 3.0 19.2 15 228 19 133 2.4 14.6 11.L../- 10 57 10 57 1.8 11.8 12 76 11 65 1.4 6.6 6 36 5 25 .9 5.7 
. ..... -....   •  .................---   , __-,   ----• ----• ----   -•--   --••• •---- . ---•   ----«   --.-«   --.-«   ----«   ----«  ----• ---• 

CARA 36 263 1 42 .1 .6 36 256 1 42 .2 1.3 36 256 1 42 .1 .8 CAA ,/ 31 112 12 11 121 12 9 

•11/1**TA 
NMAPPW 

4 /7 1 4 .1 .6 1 4 1 6 .2 1.3 1 4 1 4 .1 .le •iirebssrn 1 4 1 * .2 1.1 4 17 1 4 .1 .8 3 13 

TOTAL 
4 
8 

34 
38 

10 6 6 11/1111/17 el 6 6 4 31. 10 4 34 10 1 14 .1 .6 1 4 1 4 .2 1.3 1 10 1 II .1 .8 TOTAL 1 10 1 10 .2 1.1 6 38 1 14 .1 .8 7 36 10 
wweld 14 136 9 5 59 lineol 5 59 1.6 117 9 14 117 9 

me* 11.1.1 e •••••• ....... .-_ ___.. _ 
077 095 14.9 78 396 15.6 130 616 16.2 

Minn TOTMS 93 418 16.9 « Me MKS 1211 615 16.2 ISMS TOTALS 47 419 16.0  

MONDAY- FRIDAY 7. DOP11-11I01114MT 

011•00 FR 2 12 2 12 .2 2.6 1 13 1 8 .2 2.7 2 12 2 12 .2 3.6 •WAAPir“ 1 4 t 4 .2 2.7 1 4 1 4 .1 1.8 3 4 1 4 .2 2.7 

«deb 2 27 11 11 11 11 0.313 II 11 11 11 11 11 

&DUD 7 110 7 110 .6 9.2 1 30 1 30 .2 2.7 2 46 2 46 .2 3.6 MP» T 38 2 38 .4 5.4 6 86 6 66 .4 10.7 5 64 5 64 .9 13.5 

Reif Fri 1 25 9 liEft Fit 9 9 9 9 

11C-Ge 4 56 4 56 .3 5.3 1 14 1 14 .2 2.7 3 47 3 47 .4 5.5 NC,4-6. 3 4, 3 47 .5 6,1 4 56 4 56 .5 7.1 3 42 3 42 .6 6.1 

11141416. 12 165 10 124 .6 13.2 8 111 8 93 1.6 21.6 11 156 9 115 1.1 16.4 11111116 5 95 3 54 .5 6.1 6 104 4 63 .5 7.1 4 54 2 31 .4 5.6 

21 129 14 95 1.2 16.4 4 40 4 40 .8 10.8 12 85 10 73 1.2 18.2 IfIre.r 11 63 9 51 1.6 24.3 20 107 13 73 1.6 23.2 17 139 10 55 1.6 27.0 

IltedR 39 698 11 195 .1 16.5 25 373 5 96 1.0 13.5 35 562 6 160 1.0 14.5 Idea* 21 389 7 129 1.3 16.9 27 476 9 156 1.1 16.1 12 276 S 91 .9 13.5 

104,Là- 27 237 12 107 1.0 15.8 25 200 10 76 2.0 27.0 26 225 11 95 1.4 20.8 0611.././- 6 44 1. 64 1.3 16.2 7 56 7 56 .9 12.5 2 29 2 29 .4 5.4 

 •   .   .  -- -......-.  , --..  --•-• ----• ---•   ---- --.-•   ----•---.   ----•---.   --•-•   --•-•   ----.   ----.  ----« ----• 

CANA*/ T 100 13 7 100 13 7 100 13 CAA* 3 IS 3 15 

111•11161F el 0 29 5 5 5 IIPPITTF11 5 5 1 29 5 1 29 5 

Nisirla 3 48 2 21 .2 2.6 1 17 1 17 .1 1.8 11141414 1 17 1 17 .2 2.7 3 48 2 21 .3 3.6 3 48 2 21 .6 5.4 

....on 'to.... .... ... . 
3V 296 7.4 31300101113 SS 455 6.11 RIM TOTALS 37 305 6.7 NET» TOTALS 56 445 7.1 KUM TOTALS 3y 30* 6,6 

F00011011 SIRIUS I• dleafel nth.. estmal s adiusted for actual ens dcast schedule I• ) means AM FM Comh,naloon was nor tonultastlor corn lee time period 

ARBITRON 

PAGE 13 



OCT/c ,..v 1975 

WOMEN 111+ WOMEN 18-34 WOMEN 18-49 

moNo4T-FRIOAT 
6.00Am-10.00AM 

WOMEN 25-41 WOMEN 25-64 WOMEN 35-64 
sume 
ma. 

tents 

14111 WA MEIN 1111721 MLA NUM OJEA 0000 SUM MA NIEAl Ain METRO SOW MIA mu 

tml 
»A YU MU SUM MIA 71111 AMA METRO SUIVET AMA N1TM YEA mUn MIT MA 

An. 
Nit 
to 

On! 
PIN 
no 

Mt 
flit 
m 

CM 
PIN 
MIMI 

Mt 
3131 

An 

el 

Mg 
Nit 

 m 

EMIL 
PIN 
am 

Mt 
OW 
IN 

OM 
PIN 
mum 

Mt 
OW 

AFC 

Neu 

Mt 
 Nit 

OW 

Woe 

Mg 
PIN 

OW 
OW 
loam 

An. 
PUN 

An. 

me 

Mt 

 am 

CUE 

um 

Mt 

me 

Ciln 

mums 

MM. AVG. 

en 

An 21181 

natn  '111: 

ME, 

IN 

CM Mn. 

mu 

An. 
ne 

04. 

e% 

GME 

No 

MI. 

ern 

PIE 

•• 

An 

milli 

mt 

nie 

"MA 2 14 2 18 .2 .6 3 3 1 13 1 13 .1 .4.11 A,1 A 1 13 1 13 .2 .6 1 13 1 13 .1 .4 i 10 1 10 .2 .6 

Wirim FR 5 S 14511.0973 
TOTAL 2 22 2 22 .2 .6 3 3 1 13 1 13 .1 .4 TOTAL 1 13 1 13 .2 .6 1 13 1 13 .1 .4 1 10 1 10 .2 .6 

b13131.5 7 27 7 27 .3 2.0 1 4 1 4 .2 .9 4 16 4 16 .5 1.8 werecr 4 16 4 16 .7 2.3 5 20 5 20 .6 2.1 4 It 4 16 .7 2.2 

411..e.u, 

11000 

7 

17 

28 

122 

7 

17 

24 

108 

.9 

1.3 

2.0 

4.8 

4 

9 

4 

9 

1 

8 

20 

45 

1 

8 

20 

45 

.1 

1.0 

.4 

3.5 

•11CLC. 

I.o r,0 

1 

8 

20 

45 

1 

8 

20 

45 

.2 

1.4 

.6 

4.6 

7 

14 

28 

81 

7 

14 

28 

81 

.8 

1.6 

2.9 

5.8 

2 

14 

24 

22 

7 

14 

24 

72 

1.2 

2.4 

3.9 

7.8 

EFFIE 7 34 7 It .5 2.0 1 5 1 5 .2 .9 5 26 5 9 .6 2.2 Ille.¡X 4 21 4 4 .7 2.3 6 29 6 12 .7 2.5 6 29 6 12 1.0 3.4 

IML. F13 6 61 3 29 .2 .te 2 13 z 13 .4 1.7 2 17 z 1r .2 .9 Aileen 2 17 2 17 .3 1.1 3 29 3 29 .3 1.2 1 16 1 16 .2 .6 

Albino. 21 136 28 102 1.5 5.6 6 39 6 39 1.1 5.2 18 96 17 78 2.0 7.5 la 4.4, 18 96 17 78 2.9 9.8 21 136 20 102 2.3 8.3 15 97 14 63 2.4 7.8 

IIHWA 31 298 34 243 2.6 9.6 25 289 21 162 4.0 18.1 37 274 33 zir 3.9 14.5 u 1010 to 143 17 130 2.9 9.4 19 159 18 146 2.1 7.5 13 81 13 81 2.2 7.3 

Per 76 446 43 239 3.3 12.1 21 145 15 80 2.9 12.9 44 295 28 151 3.3 12.3 IMSJJ 42 288 21 111 3.6 12.1 60 308 33 172 3.8 13.7 51 258 25 132 4.3 14.0 

II ›..1.1. 443 1745 158 672 12.8 44.4 129 579 41 228 7.9 35.3 254 1049 84 401 10.0 36.8 111‘411. 227 494 72 326 12.3 41.4 318 1283 102 471 11.9 42.3 216 899 73 318 12.5 40.8 

OL1.1- 

cAPtn 

ti 

26 

313 

261 

24 

6 

176 

48 

2.1 

.5 

7.9 

1.7 

31 

19 

245 

225 

21 

3 

Lin 

40 

4.0 

.6 

10.1 

2.6 

40 

24 

303 

248 

24 

4 

176 

44 

3.3 

.5 

12.3 

1.8 

UILL, 

CAA, 

19 

1 

122 

60 

15 

1 

79 

4 

2.6 

.2 

8.6 

.6 

20 

18 

138 

73 

15 

3 

79 

8 

1.7 

.3 

6.2 

1.2 

10 

7 

68 

36 

7 

3 

35 

8 

1.2 

.5 

3.9 

1.7 

•“,.' 87M 14 48 1 14 .1 .3 4 4 5 25 .44 ,,, olt. 5 25 e 5 25 4 5 21 
46.870 Fm 2* 89 t 4 .1 .3 4 21 1 4 .1 .4 wFmmmini 4 21 1 4 .2 .6 17 54 1 4 .1 .4 17 54 1 4 .2 .4 

TOTAL 38 108 2 14 .2 .6 4 4 9 25 1 8 .1 .4 142111. 9 25 1 8 .2 .6 22 54 1 8 .1 .4 22 54 1 • .2 .6 

44147W 26 155 6 28 .5 1.7 6 61 1 4 .2 .9 9 69 4 12 .5 1.8 819,1W 8 48 4 12 .7 2.3 24 106 6 20 .7 2.5 19 74 5 16 .9 2.8 

ELMI UM 356 1148 27.1 Enema 116 480 22.2 MIMES 2211 774 27.3 

OCT/NOV .175 

KM Min 174 459 29.6 

AVERAGE QUARTER-HOUR and CUME Listening Estimates -TEENS 

METRO TOTALS 241 768 28.2 EICTEOTITILS 179 507 30.5 

.IINIIiY 6-lO.NIflNI(IlT I UONNIY-FRIII6Y 6-00 AM.l080 AM I MONDAY FRIDAY 10:00 6M-3:00PM I MONDAY-FRIDAY 100 PM- 7:0111 PM I MONDAY-FRIDAY 7:00 PM MIDNIGHT 

STATI011 
NUM AMA mu non imi TOM AMA MTN SURVEY MIA NUM AMA WM SOME MEA TOTM YEA Nail SURVEY AEA NITM AMA KUM SUM .74. 

SIM 

III. I CUIE AR CAN An. An. III. CUM An. CAME An Mt Mt OM An. CM An An. Mt COME MM. CM IN. An. IN CMAI An. 0111 Mt AM colt gu. 

LET1M 781 1 
PIN 

re 7411 unnite  neOlIN new,. "sae - l'ir: 7:1111 ueill:li NMOlIN 7/1" z. re Neu, menu% Pei.WIN ial me.. z. -... .7111-1 na ININIF 'MOO . POMMI '17111 MANZI ile 01111 Lein 

WON, 

• 9 
• 9 

• 9 
• 9 

6 6 • 3 
3 

• 3  
3 • 3 • 3 Ue r 

/akr TOTAL 12 12 6 6 3 3 

e e432; 
• 4 

• la 

• A. 1 

• 2 

4 

• 18 

1 4 .2 1.6 4 4 16.36 

11Qa0 • 1 • 35 • 1 • 35 • . 2. 2.0 , 4 4 9 9 4 4 1 14 1 té .2 2.0 8,00 

''FFE • 9 • 9 i 9 1 9 .2 1.4 9 9 IEE.i. 

NeeeN 4 4 toiEerol 

to 6(4. 

1111411 

1 

35 

39 

517 

1 

24 

39 

*04 

.2 

6.1 

2.8 

56.0 

2 

36 

13 

355 

2 

32 

13 

381 

.4 

7.0 

2.8 

44.4 

2 

16 

9 

208 

2 

16 

9 

208 

.4 

3.5 

6.9 

55.2 

1 

49 

13 

393 

1 

34 

13 

218 

.2 

8.3 

1.6 

62.3 39 

9 

383 34 

9 

248 7.4 68.0 

1166,1, 

«diet 

ei.53-1 4 93 1 51 .2 2.8 1 ir 1 17 .2 1.4 1 49 7 6 44 3 26 .7 4.9 1 17 1 17 .2 2.0 vet 

ei-Kil 32 1025 6 2311 1.3 12.8 91 690 18 162 3.9 25.8 9 220 2 43 .4 6.9 32 376 8 68 .9 6.6 17 372 1 60 .2 2.0 u it er. Jr 

I t. L.L. 16 392 11 225 2.2 28.1 19 213 12 101 2.6 16.7 10 139 7 42 1.5 24.1 19 227 10 91 2.2 16.4 17 206 11 118 2.4 22.0 604-

 .   .  .--------    •   •  .   >   >  .  ,  ----   . 

C71 71F1 

simme 

27 426 1 1.1 .2 2.0 27 263 4 24 .9 5.6 18 196 1 IF .2 3.4 46 294 3 21 .7 4.9 4 115 e c4its 

to irtoriM 

11,14,MMIFIE • 4 • 4 .. 4 
045,6860 

, TOTAL 8 4 4 • 
TOTAL 

. ,a/thif 64 17 4 4 4 4 1 40 13 4 4 11787.7,/ 

Inn nun 51 454 10.9 Mlle 181Ed 72 820 15.7 mourreas 29 279 6.3 3(111731133 81 379 13.3 50 378 10.9  



WHY YOU WATCH, WHAT YOU WATCH, WHEN YOU WATCH 

The answer is to be found in 

'The Theory of the Least Objectionable Program' 

by 

Paul Klein 

Reprinted with permission from TV GuideR Magazine 
Copyright 1971 by Triangle Publications, Inc. Radnor, PA. 

It is about time that you all stop lying to each other and face up to 
your problems: you love television and you view too much. 

I used to be the guy in charge of the ratings at NBC and my waking hours 
were filled with people either complaining about how inaccurate the ratings were 
or, without my asking them, volunteering that they "never watch TV, because the 
programs stink, particularly this season." 

Let's look at the facts, because only by examining the nature of the 
disease, can we cure it, or at least make peace with it. 

The Census Bureau tells us that 96 per cent of U.S. homes have a television 

set (and over a third of those have two or more sets, with the number of homes 
and sets growing each day). The Census Bureau also shows that TV penetration is 
highest among the more affluent and better-educated segment of the population. 
In fact, 99 per cent of the homes with over $ 15,000 annual income have at least 
one TV set-- the majority of them have more than one--and most of them have a 
color set. And also we all know how they complain about the programs and how 
they say they never watch the stuff. 

The truth is that you buy extra sets, color sets, and even pay a monthly 
charge for CATV to view television. Yet when you view an evening's worth of TV 
you are full of complaints about what you have viewed. But the next night you're 
right back there, hoping against hope for satisfying content, never really 
learning from experience, and another night is shot. Instead of turning the set 
off and doing something else, you persist in exercising the medium. 

With more TV sets and clearer, more colorful pictures on those sets, you 
are tuned to TV more this year than last and last year more than the previous 
year, etc. 

The fact is that you view TV regardless of its content. Because of the 
nature of the limited spectrum (only a few channels in each city) and the 

economic need of the networks to attract an audience large enough to attain 
advertising dollars which will cover the cost of production of the TV program, 

pay the station carrying the program, and also make a profit, you are viewing 

programs which by necessity must appeal to the rich and poor, smart and stupid, 
tall and short, wild and tame, together. Therefore, you are in a vast majority 

of cases viewing something that is not to your taste. From the time you bought 
a set to now, you have viewed thousands of programs which were not to your taste. 
The result is the hiding of, and lying about, all that viewing. Because of the 
hiding and lying, you are the guilty. The guilt is expressed in the feeling 
that " I should have been reading instead of viewing." 

It is of course much more difficult to read than to view, even for people 
making over $15,000 a year--and certainly for Uncle Fud, whom I'll get to later. 
Reading requires a process called decoding, which causes a slowdown in the 
information taken in by the user. TV viewing is very simple to do--kids do it 
better than adults because they are unemcumbered by guilt--and the amount of 
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information derived from an hour's viewing is infinitely more than is derived 

from an hour's reading. 

But print has been around for a long time and it has attracted people who 
have learned to express themselves in this medium, so the printed content, on 
the whole, is superior to the TV content. Still, most of us prefer television. 

Despite the lack of quality content, the visual medium is so compelling 
that it attracts the vast majority of adults each day to a progression of shows 

that most of these people would ignore in printed form. 

The process of viewirg works like this: 

A family has just finished dinner and one member says, "Let's see what's 
on TV tonight." The set gets turned on or TV GUIDE gets pulled out. If it's 
TV GUIDE, then the list of programs (most of which are repeats) is so unappeal-
ing that each member of the family says to himself that he remembers when TV 

GUIDE made an awful error in its program listing back in 1967 and maybe it has 

happened again. 

The set is turned on whether a good program is listed or not at that 
time. Chances are over 100 to 1 that there is nothing on that meets this or 
any family's taste at that moment. But the medium meets their taste. 

The viewer(s) then slowly turns the channel selector, grumbling at each 
image he sees on the channel. Perhaps he'll go around the dial two or three 
times before settling on one channel whose program is least objectionable. 

"Well, let's watch this," someone in the family says. "There's nothing 

better on." So they watch. No one thinks of jogging a couple of laps around 
the block or getting out the old Parcheesi board. They watch whatever is least 

objectionable. 

The programmers for the networks have argued that this is a "most sat-

isfying" choice--not LOP ( least objectionable program). But if it were, then 

why would everybody be complaining and lying about TV viewing? I don't deny 
that in some rare time periods, " least objectionables" is actually most satis-
fying, but the bulk of the time people are viewing programs they don't parti-
cularly consider good and that is why the medium is so powerful and rich. 

Readers of this magazine will complain to me, even after admitting they 
practice LOP more than they should that their LOP is usually not represented 

among the "Top 10" or, another way of looking at it, that the Top 10 Nielsen 
programs contain so many shows they never view. 

The ratings are not inaccurate. Nielsen ratings measure whether the 
homes in the United States have TV sets that are on or off, and if on, what 

channel (program) is on the screen. It happens to be a very accurate measure 

of TV set and program usage. Inaccuracy is not its problem. Rather, the 
problem is irrelevancy. It's as if we lined up a bunch of schoolboys and 
measured their height to determine their weight. While we have a very accurate 
measure of height, it has only a partial relationship to the attribute we want 
measured. The ratings that you are familiar with are what I call "homes 
ratings" which give all homes an equal vote, regardless of how many people are 
in the home and who is actually viewing. Therefore, they have only a Partial 
relationship to the attribute we want measqred. 
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All "homes ratings" techniques equate a home with one old man who lives 
in one room with an outhouse (Uncle Fud) viewing Gunsmoke, with a family of 
four in a Great Neck, N.Y., Tudor, viewing Laugh-In. One home, one vote. If 
more Uncle Fuds are viewing Gunsmoke than Tudors are viewing Laugh-In, Gunsmoke 
is said to be "beating" Laugh-In in the ratings. Nonsense! 

"Top 10" is a measure of set tuning. Uncle Fud's set (and he can't read, 

so he gets no satisfaction out of seeing his program in the Top 10) is worth 
the same as your set. It seems fair, but it isn't. Uncle Fud and his cohorts 
have nothing else to do (no other media competition) and therefore their weight 
in the home population and their consistency of viewing can yield an illusion of 
popularity that is irrelevant and bad for the medium. 

Before advertisers became sophisticated, they purchased advertising, and 
paid the most money for advertising time, on the programs with the highest ratings. 
Almost always these programs were loaded with Uncle Fuds, people who could not buy 
enough of the advertised product to pay for the advertising time. Yet these high-
rated programs made the program opposite them low-rated--because high-rated and 

low-rated are relative in the kind of TV system we have. Uncle Fud's choice 
then stayed on and was imitated by other producers looking for "hits" or Top 10 
programs and the low-rated shows were dropped. 

As the irrelevancy of these measures began to be understood, particularly 
in the past year, we saw for the first time high-rated programs being dropped 
and low-rated programs being kept on. 

For instance, Mayberry R.F.D., a Top 10 program, will be dropped after this 
season because its audience contained too many people who could not afford to 

buy the advertised products; same goes for Green Acres, The Beverly Hillbillies, 
The Jim Nabors Show, Family Affair, The Men from Shiloh, etc. The concept of 
hits has changed. A hit is a program that reaches a mass of young adults, 
preferably those who live in the big cities. 

The operation of LOP dictates that small-town families who used to love 
Family Affair will now be forced to view a Least Objectionable Program from 

three urban-appeal offerings, just as in the past the urban audience was forced 
to pick between three rural-appeal programs in many time periods. 

When two networks played rural-appeal offerings in a time period, the third 
network would find it advisable to play an urban-appeal program to "counter-

program" the time period. If the rural-appeal program had its traditional slant 
it would, particularly in the early evening, cream off the kids and old ladies 

(I call this bimodal) in the urban centers as well, and this unbeatable cartel 
(kids and old ladies, who have remarkably similar tastes) would beat the urban-
appeal program in audience size. 

Marcus Welby, M.D. was the season's big hit and it is not rural-appeal, 
but urban-appeal. And it is not bimodal, just the opposite--strong young adult. 

Why does the show succeed in the face of my previously stated theories behind 

high ratings? The reason is that Marcus Welby always plays against at least 
one public-affairs program and on some weeks it plays against two (CBS News Hour 
every week and First Tuesday once a month) 

The lying and the guilt are all wrapped up in this time period. We view 
too much TV, we view content we dislike, content that is frivolous, unsatisfying, 
unrewarding. We state that what we want from TV is more important content--like 
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public affairs. Well, when public affairs is on, we really want to see it, we 
really should see it, but it's too objectionable compared to the entertainment 

programs opposite it. 

Welby is constructed public affairs. Someone gets sick, near death in 

fact, on Welby and it all comes out well. On CBS News Hour, they die. 

It is very rare that viewing in any time period is lower than normal. It 

is very difficult to either raise or lower the "sets- in-use" in a time period, 
indicating once and for all that viewing has little to do with content. When 
"Bridge on the River Kwai" was on ( first time), sets- in-use rose five points--and 
when Laugh-In was a national phenomenon sets-in-use were up somewhat. But recently 
Welby was pre-empted for a public-affairs-type program (but starring Robert Young) 

on a week when both CBS News Hour and First Tuesday were on. 

A few things happened. First off, more people saw public affairs that night 

than had seen that kind of beloved program since this happened many years ago in 
the same time period. (I remember the letters we got back in 1967 or ' 68, when 
this first happened, comp:Lalning that the networks never took the viewer into 
account by their vicious scheduling of three quality programs opposite each 
other.) Actually all three enjoyed greater viewing in the forced viewing situa-
tion--you either watched public affairs or you did not watch anything--than they 

would have had each program been opposite entertainment. 

In addition, all three of the programs were repeated later and they got very 

small audiences. Apparently no one felt so bad about missing the two he didn't 

see that he searched them out when they were repeated. 

Secondly, with Marcus Welby out of the time period, the sets- in-use viewing 

network TV in New York dropped 14 per cent from the average of the week before 
and week after (when a repeat Welby was on)-- indicating that quality may be one 

way to drive set usage down. Or, that public-affairs programming, as now con-
structed, is not the quality we like to think it is. 

Things are going to change in TV. The medium itself will change. People 

love TV. They love the ease of viewing and the ease of distribution; video 
pictures delivered right to the home. Somebody's going to figure out how to 

give this medium more satisfying content--not remove the guilt completely, but 

reduce the guilt as we head toward a completely visual culture. 
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NETWORK PRIMETIME PROGRAMMING 

1973-1978 

Les Brown has written a wonderful book on network programming, 
Televi$ion: The Business Betind the Box. Brown describes the program 

selection process for the 1970-71 Fall season: 

In January 1970, eight programs that had premiered 

with the rest of the field the previous September were 
either already off the air ( having been replaced at 
mid- season) or had received notice of cancellation. 
Thirty-one others were in danger of being terminated, 
most of them on the borderline of the survival stan-
dard, their prospects for renewal depending in most 
cases on a marked uptrend or downtrend in the few re-
maining rating reports until deadline. New shows which 
premiered in Janua -y, as replacements, had only three 
or four weeks to prove themselves. 

It calls for no special expertise to sort out the 
winners and losers at the extreme ends of the rating 
scale, but it is the programs in the gray area between 
which pose the difficulty and require analysis. A 
series that has beer high on the popularity scale for 
many years may be showing clear signs of attrition, 
indicating it may flop if renewed one more season. 
Conversely, careful study of rating histories may re-
veal that certain program series which performed in-
differently during The season had the potential of 
becoming hits if played on a different evening, or 
at a different hour. 

The business of programming is deciding on those programs in the 
gray area, and the track record of the practitioners is not outstanding. 
An examination of the success and failures of primetime schedules over 
the past four years reveals that programmers do not know why viewers 
watch what they watch when they watch. 

An understanding of the Primetime Access Rule is necessary to read 
the schedules. Primetime Access Rule I ( PTAR I) was instituted in the 
Fall season 1971-72. The rule required local stations in the top- 50 
markets to receive no more than three hours of programming from a net-
work between seven and eleven PM ( or six and ten PM in the Central and 
Mountain Time zones), and restrict the networks from syndicating programs 
which they had not produced themselves. The purpose of the rule was to 
increase the number of program sources in primetime and to encourage local 
programming by TV stations. Despite the fact that neither of these goals 
was realized, the primetime access rule has remained, although revised. 
In 1974, the FCC initiated PTAR II which allowed four hours of network 
programming on Sunday night plus gave the networks a wild card night 

I. Les Brown, Televi$ion: The Business Behind the Box, New York: 
Harcourt Brace Jovanovich, Inc., 1971, p. 51. 
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when they could also program four hours. A court decision prohibited 
the FCC from instituting this rule, and network programmers had to 
change their Fall schedules to fit PTAR 1. ( This is why two schedules 
appear in the readings for the single season.) In 1975, PTAR 111 took 
over and remains with us. This most recent version allows the networks 
to program four hours Sunday nights and offers an option of certain types 
of programs from the nets during the access period. 

The section concludes with an explanation of public television 
programming and the efforts of Public Broadcasting Service ( PBS) Presi-
dent, Larry Grossman, to counter program the commercial networks. 
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Reproduced with permissio-1, BROADCASTING Magazine 

The strategy behind those new schedules 
ABC, CBS, NBC programers explain 
why some old shows were dumped 
or moved, and new ones selected 

There's method in the madness of tele-
vision's network programers: As told to 
BROADCASTING last week, this is it for 
the 1973-74 season: 
The key to ABC's scheduling for next 

season, not unlike CBS's, was Saturday 
night. But there the similarity ended. 
CBS this season has been strong on Satur-
day, ABC has found the night a problem. 

As Martin Starger, president, ABC' En-
tertainment, explained the strategy: ABC 
for seasons past had "no traction" on 
Saturday night, hut decided that in the 
1973-74 season it would utilize a proved 
show, ne Partridge Family, by taking 
it out of its Friday 8:30 slot and having 
it open Saturday against CBS's power-
house All in the Family and NBC's 
Emergency! 
From there on in, ABC will keep up 

the pressure. At 8:30, a 90-minute Sus-
pense Movie (with Cyborg inserted every 
fourth week) will he launched to build 
audience and as a lead-in for the new 
Lorne Greene drama, Grill, at 10-11. 

Said Mr. Starger: " the over-all schedule 
represents relatively few changes or shifts. 
We sought a solidity. But we concen-
trated on reprograming Saturday with im-
portant, expensive programing. \Ve intend 
to compete at a high level." ABC, he 
said, is also "bolstering other nights that 
are already working for us." 
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Housecleaning 
in prime time 
as networks 
issue line-ups 
Heavy casualties among old shows, 
major rescheduling of holdovers 
as $ 15 million a week is committed 

"It's almost a brand-new ball game—all 
three networks have made radical changes 
in their schedules." 

That assessment was put forward last 
Wednesday ( April 24) by Lawrence R. 
White, vice president for programs at 
NBC, the same day his rival, ABC, at 
last released its prime-time schedule for 
the 1974-75 season. 
CBS and NBC had announced their 

fall line-ups the previous week ( BROAD-
CASTING, April 22). The schedules of all 
three, with program producers and costs 
that total $ 15.8 million a week, appear 
in accompanying charts. 

Thursday 

8:00 

8:30 

9:00 

9:30 

10:00 

1030 

11:00 

ABC CBS NBC 

Everything 
Money Can't 
Buy 
(ScreenGems) The 
$105,000 Wallons The Rangers 

(Lorimar (Universal) 
Productions) $225,000 

Paper Moon $205.000 

(Paramount) 
$105,000 

Streets 
of Ironed* 
San (Universal) 
Francisco $260,000 
(Warner Bros. 
$225.000 

CBS 
Thursday 
Night 
Movies 
(various) 
$750,000 

Harry 0 Pettocelll 
(Warner Bros (Paramount) 
$200 000 8215,000 

Monday 

8:00 

8:30 

9:00 

9:30 

10:00 

10:30 

11:00 

1974-75 
Primetime Acess Rule II 

guesday 

ABC CBS NBC 

The Rookies 
(Snelling-
Goldberg) 
$210,000 

Gunsmoke 
(CBS) 
$230,000 

Born Free 
(Screen 
Gems) 
$215.000 

NFL 
Monday 
Night 
Football 
$675,000 

Maude 
(Tandem) 
$105.000 

NBC 
Monday 
Night 
at 
the 
Movies (es) s ,t)„ 

Rhoda 
(MTM) 
$110,000 

Medical 
Crinter 
(MGM-TV) 
$205,000 

Friday 

3:00 

8:30 

9:00 

9:30 

10:00 

10:30 

11.00 

ABC CB -1 

The Love Nest 
(Cm: Ilse« 
Chambers) 
$95,000 

NBC 

Sanford 
and Son 
(Tandem) 
$105.000 

Kodiak 
(ABC) 
$95.000 

Chico and the 
We'll Get By Man 
(CBS: Helix) (Wolper The Six $95.000 Productions) Million 

Dollar $90,000 

Man 
(Universal) Sunshine 
$225,000 (Universal) 

$105.000 

The Texas Second Start Wheelers CBS (MTM) (MTM) Friday $100.000 $105,000 Night 
Movies 
(Various) 
$750.000 

Police 
Kolchak: The Woman 
Night Stalker 
(Universal) 

ecreen 
ems) 

$190,000 $210,000 

8.00 

8 30 

9:00 

9:30 

10:00 

10 30 

11:30 

ABC CBS NBC 

Happy Days 
(Paramount) 
E105.000 

Tuesday 
Movie 
of 
the 
Week 
(Various) 
$435.000 
For two runs 

Planet of 
the Apes 
(20th Century 
Fox) 
$225.000 

Adam- 12 
(Universal) 
$125,000 

Hawaii 
Five-0 
(CBS. leonard 
Freeman) 
$215,000 

NBC 
World 
Premiere 
Movio 
(Various) 
$425.000 

ere wale w ielp 
'Quinn (Unmersdi) 

$205,000 
$205,000 $225. 

9e,Y 

Saturday 

8.00 

8:30 

900 

9:30 

10:00 

10:30 

11.00 

ABC CBS NBC 

AB in 
the Family 
(Tandem) 

The New Land $118.013° Emergencyl 
(Warner Bros.) (Universal) 

The Paul $200.000 $240,000 

Sand Show 
(MTM) 
$105.000 

Mary Tyler 
Moore Show 
(MTM) 
$110,000 

Kung Fu 
(Warner Bros.) 

Bob $215.000 NBC 
Newhart Saturday 
Show Night 
(MTM) at 
$108,000 the 

Movies 
(Various) 
$775.000 

The 
NMI& Carol 
(Screen Burnett 
Gems) Show 
$180.000 (CBS) 

$245,000 

Broadcasting Apr 29 19/4 



Programing 

Trouble enough 
to go around 
as networks 
assess results 
of first two 
rating weeks 
Second season may come early this 
year as all three program chiefs 
look to the bench; NBC elated by 
advance from last year; CBS still 
confident if abashed by initial 
setbacks; ABC already moving to 
shore up Friday night disaster 
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Primetime Access Rule I 

First reading. These tables indicate 
audience performance for the first 
two full weeks of the 1974-75 prime-
time season. Top figure listed is 
rating, bottom figure is share of aud-
ience. All are averaged for both 
weeks unless special programs ap-
peared in one of those weeks; in 
those cases ( indicated by asterisks) 
the normal week's ratings and shares 
are shown. Nightly averages (bold 
face) include regular and special pro-
grams. 
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TV networks 
change horses 
in midseason 
Second half line-up is set; 
touts see CBS still first, 
NBC placing close behind 
and ABC third but trying 

CBS-TV, with the second-season addition 
of a new Norman Lear comedy, a new 
variety hour starring Cher without a Son-
ny and the return of last summer's musi-
cal-variety hit, Tony Orlando and Dawn, 
has shored up its schedule enough to 
assure its coming out on top in the final 
Nielsens for the 1974-75 season, accord-
ing to a census of experts last week. 
NBC-TV, leaning heavily on second-

season boosts from The Mac Davis 
Show (which didn't do all that well last 
summer) and The Smothers Brothers 
Show, figures to drop off a bit but to still 
end up a strong second, some experts say. 
NBC officials, however, are confident of 
at least a strong second-place showing. 
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1974-75 The Second Season 

ABC-TV, which is making more sec-
ond-season changes than the other two 
networks combined, should up its weekly 
averages if only because after a near-
disastrous first three months of the season, 
it has nowhere to go but up. 
The consensus became apparent among 

industry insiders as the networks last week 
finally put a lock on their second-season 
schedules. CBS and NBC, both operating 
(rom positions of strength, have canceled 
only seven slums between them ( four by 
('HS, three by NBC), whereas ABC end-
ed up canceling six shows and changing 
time slots on tour of its holdovers. 
Of the 13 new shows that will be in-

troduced by the networks between now 
and February, five fall into the broad 
category of action-adventure, four are 
situation comedies and four come under 
the heading of musical-variety hours. 
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Night 
Movies 
(Various) 

Police 
Beretta Woman 
(Universal) (Screen 

Gems) 

Sunday 

7:30 

800 

8 30 

9-00 

9 30 

10 00 

10-30 

11:00 

ABC CBS NBC 

The Six Wonderful 
Million Cher World 
Dollar Man (Schlatter) of Disney 
(Universal) (Walt Disney) 

Koji* 
NBC (Universal) 
Sunday 

ABC Mystery 
Sunday Movie: 
Night Columbo 
Movie McCloud 
(Various) for-Milian 

Maned, 
(Paramount) 

arid Wile 
Amy Brnntic, 

Local Local Local 

Wednesday 

7 30 

8 00 

8 30 

9 00 

9 30 

10 00 

10 30 

11.00 

ABC CBS NBC 

Local Local Local 

That's My 
Mama 
(Scr'n Gems) 

Tony Orlando 
and Dawn 
(CBS: lisos- 
Chambers) 

Little House 

on the Prairie 
(NBC) 

Wednesday 
Movie 
of 
the 
Week 

(Various) 

Cannon 
(CBS: Quinn 
Martin) 

Lucas Tanner 
fUnivorsall 

Get 
Christie Love 

(Wolper 
Productions) 

Manhunter 
(CBS: Quinn 

Marlin) 

Pout:icon' 
(Paramount) 

Saturday 

730 

8 00 

8 30 

9 00 

9 30 

10 00 

10 30 

11 00 

ABC CBS NBC 

Local Local Local 

All in 
the Family 

Kung Fu (Tandem) 
Emergency. 

(Warner Bros.) The (Universal) 

Jellersons 
(Norman Lear) 

Mary Tyler 
Moore Show 
(MTM) 

Bob Newhart NBC 
ABC Show Saturday 
Saturday (MTM) Night 
Night at 
Movie the 
(Various) The Movies 

Carol (Various) 
Burnett 
Show 
(CBS) 
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Sunday 

rmwanlin(J 

CBS expected 
to keep lead 
despite strong 
challenges 
from NBC, ABC 
Fall line-ups to cost $ 18.1 million 
a week, with Universal TV, 
MTM, Tandem as biggest suppliers 

Monday 

rABC 
8:00   

8 30 

9:00 

9 30 

10,00 

1030 

11:00 

CBS NBC 

Ca•-,h and 
Cable 
'Paramount) 
$250.000 

Rhoda 
(MTM) 
$118.000 

Phyllis 
(MTN) 
5108.000 

The 
Invisible 
Man 
(Urirversal) 
$270.000 

NFL 
Monday 
Night 
Football 
5700.000 

All in 
the Family 
(Tandem) 
S130.000 

Maude 
(Tandem) 
S120,000 

Medical 
Center 
(MGM) 
$265.000 

NBC 
Monday 
Night 
at the 
Movies 
(Var.ous) 
$775.000 

Thursday 

800 

8:30 

900 

930 

10:00 

10 30 

11 . 

1975-76 
Primetime Access Rule III 
Situation comedies and nonviolent melo-
dramas dominate the formats of the 27 
new shows the three networks will intro-
duce into their 1975-76 prime-time sched-
ules beginning next September 

In addition, spiraling costs and pro-
ducers' demands for more realistic pay-
ments swelled total production costs of 
the three networks' schedules to a record 
$18.1 million a week plus one rerun 
each. ( Last year, the networks shelled out 
$15.8 million for the shows on their 
1974-75 schedules.) Half-hour sitcoms 
will cost as much as $ 140,000 for a first 
run and a repeat (the average is in the 
$110,000 range), and 60-minute series 
will soar as high as $280,000 for two 
runs ( with the average price at about 
$250.000). 

ABC CBS NBC 

Barney Miller Sunday Dinner 
(Danny Arnold (MGM-TV; 
Productions) Pesky-Dena) 
$135.000 The Wa(tons $100,000 

(Lorimar) 
On the Rocks Fay ( Decry $240,000 
(John Rich Thomas 
Productions) Productions) 
$100.000 $100.000 

Streets of 
San Francisco Ellery Queen 
(Warner Bros.: (Universe') 
Quinn Martin) $250.000 
$280.000 

CBS Thursday 
Night Movies 
(Various) 
$775.000 

Medical Story 
Harry 0 (Columbia 
(Warner Bros.) P.ctures 
$260.000 Television( 

$250.000 

Tuesday 

8 00 

fl 30 

9:00 

9:30 

10:00 

10 30 

11 00 

ABC CBS NBC 

Happy Days 
(Paramount) 
$140.000 

Good Times 
(Tandem) 
5110.000 

Mo ri Orr 
(D'Antoni-
Weitz 
Productions) 
$235.000 

Welcome Back 
(Komack/Wo)- 
per) 
$95,000 

Joe and Sons 
(Douglas S. 
Cramer) 
$100.000 

The Rookies 
(Spelling. 
Goldberg) 
$260.000 

Switch! 
(Universal) 
5250.000 

Police Story 
(Columbia 
Pictures 
(elevision) 
$260.000 

Marcus 
We M D. 
(Universal) 
5305.000 

Beacon Hill  
(Robertlby. 
o çi,,,,,enri 

' -- - 
Organization) 
52.40.000 

The Metro 
Man 
(Columbia 
Pictures 
Television) 

$250.000 

Friday 

800 

8 30 

9:00 

9.30 

1000 

10 30 

1100 

ABC CBS NBC 

Big Eddie Sanford 
(Deezdemz- and Son 
anddoze) (Tandem) 

Mobile Two $100.000 $130.000 
(Universal) 

MASH Chico/Man $270,000 
(20th Century- (Komack/Wol-
Fox) per) 
$130.000 $105,000 

Hawaii Five-0 The Rockford 
(CBS; Leonard Files 
Freeman) (Universal) 
$270.000 f., 165 000 

ABC Friday 
Night Movies 
(Various) 
$675.000 

Police 
Barnaby Jones Woman 
(CBS: Quinn (Columbia 
Martin) Picturbs 
$240.000 Television) 

5250,000 

7:00 

7:30 

800 

830 

9 00 

9 30 

10 00 

10:30 

11 00 

ABC CBS NBC 

The Swiss 
Family 
Ilithinson. 
(20111 Century- 
Fria Irwin 
Allen 
Productions) 
S255.000 

I tire,' tor 
the Road 
(MIMI 
S230.000 

If, Wundorhi 
mold el 
Itotrory 
1W .ill 1),,,,r1 
5275 000 

The. 
S iii. Milhon 

Dnnar Man 
(u niversal/ 
$280,000 

crier 
(CBS. De01 0e 
Schlattcr) 
$250 000 

liolvak 
(universal) 
$265.000 

AriC 
Sunday 
Movies 
(Various) 
$715.000 

Kroak 
(Univer,a0 
5270.000 

M,. lily 
Moroe 
,r ,•ir,otbo. 
m, ciri•i1 
McMritart and 
Wile. McCoy) 
(u,,,ersall 
$525.000 

Il ,/,,k 
imGm TV; 
Camas 
Produclions) 
$240.000 

41 

Wednesday 

8 00 

8 30 

9 00 

9 30 

101)0 

10 30 

11 00 

ABC CBS NBC 

When Things 
Were Rotten 
(rwamount) 

$140.000 

_ 
Tor,,,, Orland° 
ard Down 

The Little 
ilm r, on the 
Prairie 

That's My (CBS) (NBC) 
Marna $230.000 5260.000 
(Columbia 
$102.000 

Cannnn Doctors. narella tpr,ron Martin; Hosortal , 
(Univo'sal) CBS) (universal) 
$260.000 $240,000 $250.000 

Slushy and 
i filch  Kale McShane Petiocelli 
i';polling- (Paramount) (Paramount) 
(oldberg) $235 000 ¶240.000 
$245,000 

Saturday 

800 

8 30 

9:00 

9 30 

10 00 

10 30 

1100 

ABC CBS NBC 

The Jellersons 
(Tandem) 

The Howard $210.000 
Cosell Show 

Emergency 
(Universal) 

Doc 
(ABC) 
$250,000 

$270,000 

(MTM) 
$'00.000 

The Mary 
Tyler Moore 

SWAT. 
(Spelling-

Snow (MTM) 
$125.000 

Goldberg) 
The Bob 

$260.000 Newhart Show NBC 
(MTM) Saturday 
$120.000 Night 

at the 
Movies 
(Various) 

Matt Helm The Carol $775.000 
(Columbia Burnett Show 
Pictures (CBS) 
Television)  
$260.000 

5260,000 
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Sunday 

1975-76 
The Second Season 

Reproduced, with permission, from 
BROADCASTING Magazine 

The ratings which accompany the programs 
are average weekly ratings through April 
22, 1976. The reader can equate ratings 
to viewing households by the formula: 
1 rating point = 700,000 households 

Monday 

800 

8 30 

9 00 

9 30 

10 00 

10 30 

Ii 00 

ABC CBS NBC 

On the Rocks 
John Rich Prods 

i'-T. 

Rhoda 
M TM 

24.4 Rich Little 
Show 
NBC 

ii.r Special 
Events/ 
Movies 
va,", 

.2- • e 

Phyllis 
mrm 

e- g• 4, 
All in the 
Family 

N4,,,._;.e..,,, 
Joe 

Forrester 
Columbia 
Pictures 

TV 

1'18 

Maude 
Norman Lear 

Pse•Ct 

Rich Man, 
Poor Man 
Universal 

2.4.1 

Medical 
Center 
MGM 

19,3 

Jigsaw 
John 
MGM 

I4.k 

Thursday 

8 00 

8 30 

9 00 

9 30 

1000 

10 30 

it 00 

ABC CBS NBC 

Welcome Back, 
Kotter 

Komereier 
The Walton. 

L,,,,,,,a, 
Z2.,..7 

Grady 
Norman Lear 

/2 , 5, 

Barney tallier 

Dann y.0 Arnold 
11 

The Cop 

' and the Kid 
Playboy. 

•.; paramount - 

Streets of 
San Francisco 
Warner Bros • 
Quinn Merlin 

¡Lei.4 

Hawaii 
Flre-0 

CBS•Freeman 

if...7 
NBC 

Thursday 
Night 
at the 
Movies 
Various 

i 1  " r  
Harry 0 

Warner Bros 

rr - 4 

Barnaby 
Joni,* 

Quinn Martin 

1'73 

Tuesday 

8 00 

9 30 

9 00 

9 30 

10 00 

tO 30 

11 00 

ABC CBS NBC 

Happy Days 
Paramount 

211 

Good Time. 
Norman Lear 

.2.1.0 Morin' On 
DAntone, 

Weitz 

M. 3 

.3,. Laverne 

....: and 
......7" Smiley 
sxpa,a.oun, 

Joe and 
Sons 

icel 

The 
Rookies 
Spelling 

Go ,Merg 

I 5^ • 1.- 

MASH 
201e Cen.„.,  

e.1 • i Police 
Woman 
Columbia 
Pictures TV 

.2. CD . 2-

One Day at 
• Time 

Nell n. bar 

romity 
Mere» 

el ef*ITTO/fe 
Ufflevgal 

/9•Y 

Switch 
Universal 

/I-. i 

ity of C 
Angels 
Universal 
(Tentative) 

rve. 

Friday 

8 00 

8 30 

900 

9 30 

10 00 

10 30 

II 00 

ABC CBS NBC 

Sanford 
and Son 

Donny Sarah 
NU "4 , and Universal e 

Marie (Tentative) 
Osbro•Krollt Th. Practica 
20.7 /3.3 Thornas-XGM 

I '7. 7 

Rockford 
Flies 

un,versa 

ABC 
Friday 

CBS 
Friday 19. f 

Night Night 
Movies Movies 
Various Various 

Police 

(F» 2-- IC.î' Story 
COlumbe 
Pictures TV 

7 00 

7 30 

8 00 

8 30 

9 00 

•Ct 

10 00 

10 30 

11 00 

ABC CBS NBC 

Swiss 
Family 

Robinson 
20th Aiien 

i r• 3 

60 
Minutes 
CBS Neu, 

/Z t 

Wonderful 
World of 
Disney 
Disney 

i I.? 

Six Million 
Dollar Man 
Universal 

29,e 

scamY 
le 

Cher 
CBS•Schlatter 

2.1.3 

Ellery Queen 
Universal 

/ r.y 

ABC 
Sunday 
Movies 

Kojek 
Un.,,,,,,1 

a- I ..i 

NBC 
Sunday 
Mystery 
Moyle 

(Columbo 
McCloud. 
McMillan 
and Wde, 
McCoy) 

Universal 

11.' 
nronk 

MGM-Cardan 

Wednesday 

8 00 

8 30 

9 00 

9 30 

10 00 

10 30 

II 00 

ABC CBS NBC 

Thu Bionic 
Woman 
Universal 

e 

Tony Orlando 
and Dawn 

CBS 

ri.'? 

Little House 
on the Prairie 

NBC 

19.P 

Beretta 
Universal 

1- ¿ - 3 

Cannon 
Quinn Martin 

¡F.'7 

Chico and 
the Man 

fire: 

The 
Dumplings 

.., Norma ,' 
en Lear 

Starsky and 
Hutch 

SPeMW 
Goldberg 

21.y 

The Blue 
Knight 

Lor.mar 

I44" 

Petroceill 
Paramount 

14.c. 

Saturday 

8 00 

8 30 

9 00 

9 30 

10 00 

10 30 

II 00 

ABC CBS NBC 

The Jeffersons 

Almost Norman Lear 

Anything :2- l. e" Emergency 
Goes Un,ersW 

BannerSIgwood Doc 
mTM 
1 5-.? 
Mary Tyler 
Moore 

Ill.W.11.T. 
Spelling 21:1 

Goldberg NBC 

Ail 

Bob Newhart 
Saturday 

.2 ri. 
Night 
at the 
Movies 
Various 

Carol 
Superstar 
Quinn Martin 

Burnett 
Show 0.7 
CBS 

i i. G. 2.o.4 
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ABC'S 
QUARTER 
MILLION 
DOLLAR 
MAN 
How programming whiz 
Fred Silverman 
helped his network 
become a big winner in 
the ratings race 

By Dick Hobson 

"He's a speeding bullet! A flywheel in 
a motor! He's 220 volts through a 110 
wire! A master antenna! A one-man 

band! He could catch lightning in a 
bottle!'' 

Gosh, a new ABC-TV superhero? 

In a sense. These are the words 
used by one dazzled admirer to de-
scribe ABC's Two- Hundred- Fifty-Thou-
sand- Dollar Man, programming whiz, 
ratings wizard, and prime promulgator 
of superheroics both on and behind 
the tube—Fred Silverman 

Remember when ABC. was an object 
of scorn and contumely? ("Wanna end 
the Vietnam War? Put it on ABC and 
it'll be canceled in 13 weeks.") Today. 
those pitiable also-rans are sporting 
butions proclaiming: -We're No. 1!' 
A.C. Nielsen reported that 130,000,000 
Americans watched at least part of 
ABC's Roots—the last episode was the 
most-watched TV show of all time. 
One day two years ago, the young 

(then 37), hypertensive, flash- tempered. 
unpredictable and fiercely competitive 

Fred Silverman (" Freddie" in the busi-
ness) moved over from CBS (where he 
was vice president in charge of pro-
gramming) to ABC Entertainment (as 
president in charge of same)—and 
ABC's stock instantly shot up two 
points. It continued climbing—doubling 
in one year. And another doubling is 
considered likely. 

Building on solid groundwork already 
laid by network president Fred Pierce. 
who hired him, Silverman and his col-
leagues boosted ABC from third place to 
first, winning the Nielsen Sweepstakes • 
for 1975-76 by halt a rating point and 
raising ABC's ratings average by two 
points (for estimated additional corpo-
rate profits of $40,000,000). Then ABC 
took the calendar year 1976 by one-
and- a- half points ( increasing corporate 
net earnings by almost 320 per cent). 
The network i.`; leading in the 1976-77 
season by more than three points, and 
the money hasn't stopped rolling in. 
With prime- time minutes going for as 
much as $130,000, total ABC broad-
casting revenues last year exceeded 
one billion dollars for the first time. 
ABC- TV's profit- spread over nearest 
rival CBS could reach $ 100,000,000 
this season. 

-Does anyone question whether Sil-
verman is worth $250,000 a year?" 
asks Variety rhetorically. 

As of early April, Silverman had zapped 
both rival networks 23 out of 29 weeks 
in the ratings. The Roots episodes were 
the top seven programs of "Roots 
Week," making it the highest- rated 
week any network has ever had. 

He has driven the other two networks 
frantic by, among other stratagems, 
raiding their star rosters—Harvey Kor-
man from CBS, Redd Foxx from NBC, 
both for next season. He set off the 
worst spate of series cancellations in 
recent memory, triggering a chain of 
executive- suite upheavals along New 

York's Broadcast Row. Said Norman 
Lear, the man with the most (9) shows 
on the air . "Freddie's in quite a 

unique position of leadership. They're 
all watching now." 
And imitating. Snapped one rattled 

network rival: "What Freddie is doing 
is exactly what we will be doing, so 
let's cut through all the horse [bleep] 

and get down to business" 
What is Freddie doing exactly? To 

find out, t caught the Speeding Bullet 
in his digs at ABC's West Coast head-
quarters, dominated by a 30- foot rust 
suede sofa with enough seating space 
for an Osmond family reunion 

Contrary to impressions fostered by 
trendy reportage, Freddie was nattily 
accoutred (not " rumpled and out of 
fashion," as The New York Times 
Magazine would have it), his voice 
emanating from nature's chosen orifice 
(not via his nose, as New Times would 
have one believe), his manner civilized 
(not " innocent of the finer social 
graces," as Time trumpeted), his deco-
rum decorous (no hint of the " kicker-
over of wastebaskets" described by 
People). In short, just your average 
upper- echelon six- figure corporate ex-
ecutive whose only deficiency, it seems, 
is a good press agent. 

On this January morning he was ex-
postulating on the failure of a visiting 
contingent of 52 TV editors and col-
umnists to comprehend the audience 
appeal of Laverne & Shirley—pro-
viding our first ingredient in what might 
be called " Freddie's Formula": 
Maxim 1: "Make people laugh. 

There's enough tragedy in the world." 
Or, as he was saying: "The primary 
purpose of putting a comedy show on 
the air is to entertain people. And any-
body who approaches half-hour comedy 
or television entertainment of any kind 
in any other manner is stupid! You must 
first get the people into the store." 
Maxim 2: "People tune in to see 

a star." Silverman is always telling the 
creators of new shows: " Stop inventing 
these wonderful characters that are im-
possible to cast. Television is a person-
ality medium. Start out with a piece --) 

conl,nued 

of talent." If writers' intentions get bent 
out of shape by Freddie's Formula, 
they're expendable. Take Kojak, initially 
based on Abby Mann's Emmy-winning 
TV- movie, "The Marcus- Nelson Mur-
ders," in which the writer said he 
"wanted people to understand that 
cops are human beings like everybody 
else." But Silverman's "people over 

premises" maxim required that Kojak 
be tailored to fit its stolid star, Telly 
Savalas. The result, according to Mann: 
"Kojak is imperturbable; he's always 
right. He has become exactly the re-
verse of what t intended." 
Maxim 3: "Stress the positive, not 

the negative." Like MGM's Louis B. 
Mayer, Silverman cloaks himself in the 
good old apple-pie values. "God knows, 
somebody's got to do it! Pick up any 
newspaper these days and it's just 
terrible! The news programs on televi-
sion dwell on crime. I think we should 
provide positive models for the audi-
ences that we serve. I feel strongly that 
there should be many different places 
in the schedule where the family unit 
is presented in a positive way." 
Maxim 4: "The common man is 

more appealing." Silverman has a pre-
dilection for shows with an earthy 
ambience, possibly reflecting his " blue-
collar" childhood ( his father was a 
TV repairman). "I think Freddie al-
ways felt that characters in the blue-
collar or lower-class TV series were 
more appealing to America in a lot of 
ways," Happy Days producer Garry 
Marshall says. "That's the whole Fonzie 
character. He's uneducated; he's got 
nothing; but he's not giving up. It's the 
whole thing of Laverne & Shirley— 
two lower-class bimbos who work in 
a brewery and struggle and try to get 
in love and get hurt and who neverthe-
less are happy and full of dreams. 
These are real people to Freddie." 

Maxim 5: "It's up to me to find 
new stars." TV stars aie a rare and spe-
cial breed, Silverman contends, and he 
is constantly prowling around unlikely 
places looking for new ones. There —› 
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oontinued 

was the famous night he called an old 
friend, producer Fred Baum, from Las 
Vegas: "I just saw an act I'm going to 
make a star—Sonny and Cher." Baum 
reacted: "Are you nuts? They're on 
the downslide!" And the rainy night 
Freddie drove out to the end of Long 
Island for a look at a record act in a 
leaky tent and signed Tony Orlando & 
Dawn to a CBS contract. -Nobody in 
his right mind would do that!" was the 
consensus—even after he pulled it off. 
Over at ABC he persevered, and when 
Donny & Marie clicked, there were still 
the nervous jokes: "At least they won't 
get a divorce." 
Maxim 6: "Familiarity breeds ac-

ceptability." Producer Marshall airily 
gives away the secret of Silverman's 
success: " Fred's theory, which I agree 
with, is that if you go to a cocktail 
party and you don't know anybody, 
which is an uncomfortable situation, your 
tendency always will be to gravitate to 
somebody you know rather than to this 

O terribly exciting, wonderful person over 
here whom you don't know and you're 
a little afraid to go up to and try to 
start a conversation with." 

Ergo: give the viewers somebody 
they know. Which explains Freddie's 
"spinoffs." "crossovers" and "cross-
promotions." It's all part of Freddie's 
Formula to make "The ABC Family" 
seem just like kissin' cousins. 
Maxim 7: "Take chances and run 

scared." For all his hot rolls of 7s 
and 11s, Silverman regards hit- picking 
as the biggest throw of the dice ever. 
"The shows that are the riskiest are also 
the shows that have got the potential to 
be the biggest hits." There are those 
who say that he's not really that good 
a gambler when it comes to picking 
programs; that he left the CBS schedule 
a shambles; that he inherited a brilliant 
development slate at ABC. 

His megagamble—Roots—was not in 
program- picking ( its inception is cred-
ited to his predecessor. Martin Starger, 
and programming executive Brandon 
Stoddard), but in serializing it on an 

unprecedented eight successive nights. 
Insiders say that Silverman and other 
ABC executives were so skeptical of 
the genealogical epic's pulling power 
that they ordered it "aired and over 
with" one week prior to the crucial 
"sweep week" —when viewer ratings 
determine ad rates for local stations. 

Maxim 8: "It's not only the show 
but how the audience is told about the 
show." Silverman's canny concept of 
"audience expectation" helped him 
decipher the inner workings of The 
Viewer Mind, which he now manipulates 
shamelessly. His victory in some "very 
bitter fights" at CBS unleashed a bliz-
zard of promotional blurbs, leading to 
the usual jokes: "Tony Orlando is on 
two hours a week, one hour for the 
show and one hour for the promos." 
At ABC, where he calls all the shots, 
Freddie's promos are pandemic. 

"Grabbers" are a Silverman trademark. 
As MTM Enterprises' Grant Tinker re-
calls: "When Fred heard about Rhoda's 
wedding, he said, ' Let's clear an hour 
and make it like Lucy's baby!' And it 
got a hell of an audience." 
Maxim 9: "Work the viewer mind." 

Freddie became the Dr. Strangelove of 
program tactics last fall when he un-
leashed a form of Orwellian warfare— 
with unexpected results. NBC started 
it by suddenly announcing a block-
buster movie, "Airport 1975," starring 
Charlton Heston, to kick off the new sea-
son on a Monday night, threatening to 
eclipse ABC's The Captain & Tennille 
debut. What could he do to take the 
sock out of "Airport"? 
He could schedule a couple of air-

disaster movies—"Murder on Flight 
502" and "Sky Terror"—over the pre-
ceding Weekend, specifically to mislead 
viewers into thinking they'd already 
seen "Airport 1975." "Now that really is 
a form of genius, you know," marveled 
one of Hollywood's Freddie-watchers. 
"for him to think that he could work the 
viewer mind that way." His ploy wasn't 
entirely successful—"Airport's" draw —) 
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continued 

proved too powerful—but his dis-
aster flicks over the final weekend bf 
the old season pulled enough viewers 
to help give ABC the overall ratings 
title for 1975-76. 

Maxim 10: "Keep a hard-action line." 
As bad money drives out good, 
according to Freddie's Formula, "hard" 
shows drive out "soft." At one point 
last year, The Bionic Woman had in 
work an episode, "Claws," about a 
mountain lion jeopardizing schoolchil-
dren. "You can't do this episode!" he 
told the puzzled producer. "You're com-
peting with Little House on the Prairie 
and you've got to keep a hard-action 
line or the viewers will switch over." 

It was too late to change the story-
line, and when "Claws" aired, true to 
Freddie's warning, the series dipped 
from fourth to nineteenth in the ratings. 
Executive producer Harve Bennett got 
Silverman on the phone: "I salute your 
instinct! We won't do that kind of show 
again." How did Freddie know that 
"Claws" would be perceived by the 
viewers as too soft? Because the "audi-
ence expectation," as implanted by 
program announcements, would per-
force invoke the innocuous images of 
"kids and cuddly animals." 
Maxim 11: "Cartoons aren't only 

for kids." For Freddie, the much-
bruited- about "family hour" came as a 
lucky break. As Filmways TV chief 
Perry Lafferty tells it: " Most comedy has 
gotten too sophisticated now for 8 
P.M., so you're limited to things like 
Happy Days and Laverne & Shirley, 
which are Freddie's. And you can't do 
shows with violence, so there you have 
Freddie's Six Million Dollar Man and 
Bionic Woman—a lot of flying around 
and derring-do but no shooting. See 
how clever it was to think of that solu-
tion? He has lined up shows that have 
almost cartoon overtones." 

But it's not only kids who are watch-
ing these programs, according to Silver-
man: "I have to say that the shows 
with 'cartoon overtones' are among the 
most popular television programming 

for adults in the whole country." 
Maxim 12: -Grab 'em while they're 

young." There have been jibes about 
Silverman's "Saturday morning men-
tality," but that infamous "daypart" is 
where he learned how to attract audi-
ences. Shazzan! The Herculoids! The 
New Adventures of Superman! For 
seven years he fired off such a bar-
rage of " hard-action" shows for kids 
that alarmed parents finally got together 
to protest. 

Silverman feels he's gotten a bum 
rap: "Well, it's just better copy to say, 
'He brought the monsters to Saturday 
morning,' because that's provocative. 
But I was also the first to move into live 
action. I put Children's Film Festival on 
the air, which won a Peabody Award. I 
was the one who put the CBS Chil-
dren's Hour on. I was the one who 
brought Dr. Seuss to CBS." 

There are perhaps other ingredients 
to "Freddie's Formula," but by the time 
they're articulated, the prodigious pro-
grammer will be someplace else, chor-
tling yet another maxim: "Don't copy 
yourself." 

Yet, isn't Silverman's game, when 
you get to the bottom line, simply a 
prescription for maximizing viewers, 
maximizing ratings, maximizing rev-
enues? Is it all that hard to picture 
Silverman delivering Faye Dunaway's 
bravura speech in the movie "Network"? 
"I'm talking about a $6 cost- per-thou-
sand show! I'm talking about a $130,000 
minute! Figure out the revenues of a 
strip show that sells for 130,000 bucks 
a minute!" 
Bob Wood, the former CBS president 

who made Fred Silverman his program-
ming chief, who fought the rating battles 
alongside him for five years, and whose 
extravagant encomiums opened this 
article, said it all: " If you Consider the 
system as a given, then Freddie is 
merely one helluva practitioner." 

Next week: Is Silverman obsessed with 
ratings? 
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1976-77 
The 1976-77 television year may represent a pivotal point in net-

work programming. The " floating" or " living" schedule has been estab-
lished: program premieres tnroughout the year, front loading to test new 
programming in short runs with good sampling ( large audiences), and mini-
series occupying a larger portion of the schedule. The season also re-
established the importance of strong series programming. While Roots  
and How the West Was Won ballooned ABC's ratings lead, it was the solid 
situation comedies and action adventure series which enabled ABC to 
retain its top position week after week after week. 

The season was dominated by ABC even before the fall premieres. 
The fall schedule ( see page 52) had been set in April, but in August 
Fred Silverman moved five ABC programs to different time periods. NBC 
countered by moving five programs, cancelling two, and adding a night 
at the movies. CBS waited. Changes for all the networks began in Novem-
ber and continued throughout the year. ( See schedule page 53 and ratings 
on page 54) 

1976-77 was the year of the family viewing period, an NAB Code 
designation for the hour preceding primetime and the first hour of prime-
time. The Family Viewing Rule prohibited "entertainment programming in-
appropriate for viewing by a general family audience" during the two 
hour period. The schedules reflect the rule with comedy, fantasy and 
variety dominating the first hour of primetime. The Family Viewing con-
cept was found in violation of the First Amendment by a United States 
District judge in Los Angeles in early November, but the eight to nine 
hour, in all its metamorphoses, retained the family formula. 

The personage of the year was Fred Silverman ( see pages 49 and 50) 
and the event was Roots. Inspired by the programming genius of Silver-
man, Roots gave ABC eight Df the top thirteen largest-audience TV shows 
of all time, the highest rated week in television history, and the 
cushion to outdistance its competitors by 2.8 rating points for the 
year. 

EARLY STRATEGIES: 

• Front- loading, hypoing, cross-pollinat-
ing, counterprograming: These kinds of 
gimmicks will dominate the prime- time 
schedules for the first few weeks of the 
season. But all three programing heads— 
Mr. Silverman at ABC, Mr. Segelstein at 
NBC and Bud Grant, CBS's vice president 
for programing— say the network that will 
end up in first place when the dust settles 
will be the one that has the most popular 
regularly scheduled series, the programs 
that win their time periods week in and 
week out. 

For example, Mr. Grant says CBS's best 
new series is Delvecchio (Sunday, 10-11 
p.m.), starring a young character actor, 
Judd Hirsch, who plays a big- city detective 

with a law degree. But the show is up 
against the last hour of the ABC Sunday 
Movie and against the last hour of NBC's 
Big Event. So Mr. Grant's strategy is to 
"whet people's appetites" by previewing 
Delvecchio on Thursday, Sept. 9 (9-10 
p.m.), against weak competition and then 
riding out the expected low Sunday ratings 
for a few weeks until ABC's movies begin 
to thin out and NBC's events start 
diminishing in bigness: 

Conversely, Mr. Grant says he won't 
feel at all squeamish about giving a quick 
hook to a series that is neither an artistic 
success nor a winner in the Nielsens. 
Waiting in the wings at CBS and ready for 
full-time duty as early as October are 
Lorimar Productions' hard-action hour, 
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Hunter (title still tentative), starring 
James Franciscus and Linda Evans as un-
dercover agents involved in Mission: Im-
possible- type assignments; CBS's in-
house production The Andros Targets 
(Bob Sweeney is executive producer), 
which follows the fortunes of an investiga-
tive reporter for a newspaper like the New 
York Times (it's based on the career of 
Timesman Nicholas Gage); Mad's House, 
a half-hour sitcom from Paramount Pic-
tures Television starring Maureen 
Stapleton as the proprietress of a boarding 
house filled with crackbrained tenants, 
and a half-hour variety show featuring the 
Jackson Five (which had a disappointing 
summer tryout; the new version will focus 
on the three most talented Jacksons, 
Michael, Randy and Janet, Mr. Grant 
says). 
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Prime price tag 
There's more to prime-time production 
bill than that $500 million- plus that's 
expected to be spent on regular network 
series next season (story page 28). Figures 
on specials are harder to project—at this 
point impossibly so, since they're still far 
from fully scheduled—but experts 
estimate that if they approximate normal 
season's level, they'll add another $ 100 
million to $ 120 million to production 
outlays. That breaks down to estimated 
$75 million to $80 million for 
entertainment specials, $25 million to $40 
million for news and sports specials. 
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1976-77 LIVING SCHEDULE 
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'Roots' biggest event in TV entertainment history 

ABC-TV's eight-day telecast of Roots 
erupted into a cultural event of the first 
magnitude and, over the course of its 12 
hours, the most-watched program in the 
history of television. 

ABC's 35.5 national Nielsen rating 
for all of its prime-time programing during 
that week was just about 10 rating points 
higher than any other network had ever 
chalked up in any given week. 
ABC not only finished first on all seven 

nights but each of its 21 prime-time shows 
for that week finished with a 31 share or 
better. ABC wound up with 16 out of the 
top- 16 shows, with each of the seven sepa-
rate episodes of Roots making up the top 
seven programs. 
The Sunday (Jan. 30, 9-11 p.m., NYT) 

episode of Roots scored a 51.1 rating and 
71 share, giving it a total of 36,380,000 
homes, a figure that beat "Gone With the 
Wind," Part l's previous record of 
33,960,000 homes. All eight nights of 

Reproduced, with permission, 

from BROADCASTING Magazine, 

1-31-77 

Roots finished among the top- 13 largest-
audience TV shows of all time, with Friday 
two hours coming in fourth (32.68 million 
homes), Thursday's hour fifth (32.25 mil-
lion homes), lbesday's hour sixth (31.9 
million homes), Super Bowl XI seventh 
(316. million), Monday's hour of Roots 
eighthe (31.33 million), Wednesday's 
hour ninth (31.19 million), Saturday's 
hour tenth (30.12 million), with two 
Super Bowls intervening before the Jan. 23 
two hours of Roots wound it up with a 
28.84 million homes total. 

Even more significant to some network 
researchers was the fact that Roots was at-
tracting people who don't normally watch 
television- the over-all homes- using-
television ( HUT) levels were up that first 
Sunday by 6% over the comparable Sun-
day a year ago, according to ABC statisti-
cians. On Monday, the jump was 11% over 
a year ago, and on Tuesday 9%. 

"I figured Roots would get a 32 or 33 
share-a respectable number," said Jack 
Otter, the vice president and director of 
network programing at SSC&B, who 
lucked out with a couple of Cover Girl 
spots in the telecast. Another agency ex-
ecutive said, "ABC really didn't know 
which way the rating would go- that why's 
it didn't put Roots in the February sweep 
period." 
That lack of foresight on ABC's part 

may be the one consolation to CBS and 
NBC, on the theory of what-can- ABC-do-
for-an-encore in the February sweeps, 
when all three networks will be slugging it 
out with hit movies, big specials and as 
much series episode stunting as their bud-
gets will permit. Nevertheless, the past 
eight nights will have helped push ABC 
into a season-to-date lead over CBS and 
NBC that industry insiders say will make it 
impregnable for the rest of the 1976-77 
prime-time season. 

SUPPLEMENTARY RATINGS AVERAGES (Premiere to April 17) 

During the recently completed regular season, an uncommon amount of 
slot shifting took place for regular series. Comparative averages of 

these changes, plus an element breakdown of rotating skeins follow: 

Series Web Mg. 
Rhoda ( Mon.)  CBS 19.5 Alice (Wee)  CBS 23.0 
Rhoda (Sun.)   200 Alice (Sat.)   19.3 

Phyllis ¡ Mon  CBS 19 1 Barney Miller (Thurs. at 8:30)  ABC 20.1 
Phy 11:s 186 Barney Miller (Thurs. at 9)   237 

Executive Suite ( Mon.)  CBS 14.9 Tony Randall (Thurs. at 9)  ABC 19.4 
Executive Suite ( Fri.)   9.1 Tony Randall (Thurs. at 9:30)   21.0 

Switch (Tues.) CBS 16.9 Van Dyke & Co. (Thurs. at 10)  NBC 148 
Switch (Sun.)   17.9 Van Dyke & Co. (Thurs. at 8)   II 9 

The Practice (Wed. at 8)  NBC 12.9 Sirota's Court (Wed. at 9)  NBC 125 
The Practice (Wed. a19:30)   12.3 Sirota's Court (Wed. at 9:30)   119 

The.lelfersons (Sat.)  CBS 19.5 Quincy. M.E. (90 Mins.) NBC 199 
The Jeffersons (Wed.)   21.2 Quincy. 81.E. (1 hour)   184 
The Jeffersons ( Mon.)   211 

Mary Tyler Moore (Sat. at 9)  CBS 18.9 
Mary Tyler Moore (Sat at 8) 19.3 

Bob Newham (Sat. at 9:30)  CBS 18.0 
Bob Nenhart (Sat. at8:30)   19.3 

! Most Wanted (Sat.)  ABC 
Most Wanted (Mom)   193 

HARDY BOYS & NANCY DREW MYSTERIES (ABC) 
1Sonny & Cher (Sun.)  CBS 17.1 
, Sonny & Cher ( Fri.)   11.9 Hardy Boys 17.7 

Nancy Drew 16.7 

BEST SELLERS (NBC) 

Once An Eagle 18.8 
What's Ilappening (Sat.)  ABC 148 Seventh Avenue 15.7 
What's Happening (Thurs.)   

Captains & The Kings 14.7 

CPO Sharkey (Wed. at 8) NBC 15.1 The Rhinemann Exchange 14.4 

CPO Sharkey (Wed. a19)   17.2 THE BIG EVENT (NBC) 

14.7 Sports 29.2 
149 Movies 25.5 

Variety 18.1 

Drama 18.0 

Other  9.9 

Kojak (Sun.)  CBS 17.9 
Kojak.(Tues.)   16.4 

McLean Stevenson (Wed. at 8:30)  NBC 
McLean Stevenson (Wed. at 9:90)   

AM the Family (Wed.)  CBS 
All In the Family (Sat)   

SUNDAY MYSTERY MOVIE (NBC) 

Colurabo 22.6 

Quincy 19.7 

McMillan 17.4 

McCloud 15.5 
16.9 Lanigan's Rabbi 12.5 

232 

25.6 
21.9 
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Top of the Week 

Fall line-ups 
now complete; 
emphasis is 
on comedy 
and specials 
CBS cancels 10 series, NBC 6; 
no new hard- action shows anywhere; 
three ABC cast-offs find homes 

CBS-TV and NBC-TV leaned heavily on 
their pilot development last week to in-
troduce a total of 16 1/2 hours of program-
ing, encompassing 18 shows, as they an-
nounced their prime-time schedules for 
the 1977-78 season. ABC's schedule, re-
leased the previous week ( BRoAncAsrING, 
May 2), included fewer changes, as befits 
the network that won the 1976-77 season 
in a Nielsen runaway. 
NBC's schedule was unusual in that it 

not only laid out, title by title, a number of 
specials that will pre-empt the regular line-
up next fall, but assigned specific nights to 
them. ( One NBC source said Paul Klein, 
NBC's programing vice president, even 
wanted to assign actual dates to about 50 
of the specials— everything from mini-
series through Bob Hope variety hours to 
the major league baseball playoff games— 
but was deterred by the complications that 
would have resulted.) Irwin Segelstein, ex-
ecutive vice president, programs. NBC, 
calls the network's line-up of specials " an 
overlay" placed onto "a strong series 
schedule." 

Highlights of the specials scheduled on 
NBC will be multipart adaptations of 
novels like James Michener's "Centen-
nial," Arthur Hailey's " Wheels," Harold 
Robbins's " 79 Park Avenue," William 
Goldman's " Boys and Girls Together" 
and Aldous Huxley's " Brave New 
World." Other NBC specials include a 
five-hour movie based on Martin Luther 
King's life, a nine-hour telecast encom-
passing both l'art 1 and l'art 11 of "The 
Godfather" plus scenes that were cut from 
the original for time, a cartoon adaptation 
of J.R.R. Tolkien's "The Hobbit," the 
Miss Tean-Age America pageant and at 
least four separate hours of a new version 
of the old hit, Laugh -ln. 
To accommodate the raft of new-series 

product, NBC canceled six series and CBS 

1977- 78 

bumped 10. The dead ducks at CBS in-
clude the two-year-old Phyllis (starring 
Cloris Leachman), Sonny and Cher and 
Who's Who, the CBS News department's 
spin-off of 60 Minutes, which never really 
got an audience sampling against ABC's 
Happy Days and Laverne and Shirley, the 
two highest rated series on the air. The 
seven other CBS departures were all first-
year shows: Loves Me, Loves Me Not, 
Nashville 99, All's Fair. Delvecchio, 7'he 
Andros Targets. Code R and Hunter ( The 
Mary Moore Show falls into the 
category of voluntary retiree.) 
The only long-running show to die at 

NBC was the six- year-old Sunday Mystery 
Movie ( McCloud, McMillan, Lanigan s' 
Rabbi), although one element of that 
series, Columbo, with Peter Falk, will 
probably turn up as four two-hour 
specials, according to NBC sources. The 
other five losers at NBC were all rookies: 
Boa Baa Black Sheep, Best Sellers, 
Sirota 's Court Kingston: Confidential and 
Fantastic Journey. ( Best Sellers, however, 
was a catch-all for multipart novels for 
te.evision, and NBC is committed to doing 
another batch of them for next fall, 
although they will be slotted in various 
movie and Big Event time periods.) 
Emergency and Police Story will not be on 
the weekly schedule next year, but NBC 
plans to slot them periodically as special 
shows. 

As with ABC's schedule, neither CBS 

nor NBC has put any new hard-action 
police show on its 1977-78 line-up. CBS 
has only two hew shows that fit into the ac-
tion-adventure -category: Dan 7 Roan e, an 
8 o'clock Western aimed at youngsters, 
ard Logan s' Run, a science-fiction thriller. 
NBC's one new police show, CHiPs, about. 
highway patrolmen, will deal more with 
comic incidents than melodramatic ones, 
and The Oregon 7)-ail will be a family-
saga- type Western, like the old Wagon 
rain. 
CBS has scheduled eight new shows for 

next fall: 
Dan'! Boone. This 20th Century- Fox 

Television hour will be modeled somewhat 
on NBC's second-season success, Grizzly 
Adams, focusing on Daniel Boone as a 
Kentucky wilderness explorer. ! fell have a 
I 2- year-old British immigrant boy as his 
companion, along with an escaped slave 
who has become a trapper. 

Reprinted, with permission, 

Magazine 5-2-77 and 5-9-77 

Logan's Run. This MOM TV sci-li 
series is based on the hit theatrical movie 
of the same name. Bud Grant, CBS's pro-
graming vice president, calls it a 23d cen-
tury Fugitive, with the three lead charac-
ters on the run from their government, 
which has decreed that "death is mandato-
ry at age 30." Futuristic sets will be much 
in evidence. CBS says. 

The Ed Asner Show. MTM Enterprises 
will keep alive the Lou Grant character 
from The Mary Ner Moore Show. He'll 
be geographically uprooted ( from Min-
neapolis to Los Angeles), and CBS says 
the three most important subsidiary 
characters will he "a nervous managing 
editor; a young. . ibrasive, iconoclastic in-
vestigative reporter, and the tough, in-
telligent, intense woman who owns the 
paper." It will he a 60-minute drama hut, 
as CBS puts it, " the overtones are com-
edic." 

The Fitzpatricks. " It's a contemporary 
Wattons," says Bud Grant. It features a 
Flint, Mich., steelworker, an Irish 
Catholic; his wife, who works as a 
waitress, and their live children. The pro-
duction house is Warner Bros. Television, 
with Philip Mandelker listed as executive 
producer. 

Raertv. This will be the only regularly 
scheduled medical show on the three net-
works next fall. It's also from Warner 
Bros. ( executive producer: Jerry Thorpe) 
and stars the British actor, Patrick 
McGoohan, as "a former Army doctor 
now practicing in a large general hospital 
... a dedicated maverick." 

The Betty White Show. This MTM En-
terprises sitcom stars Miss White as "a 
veteran movie actress who finds a new 
career in television, starring in a series 
called Undercover Woman." Her ex-hus-
band is the director of the series, and she 
has a scatterbrained best friend, played by 
Georgia Engel. 
On Our Own. A New York ad agency is 

the setting for this Talent Associates/ 
David Susskind sitcom. It follows the 
careers of two young women, played by 
Bess Armstrong and Lynnie Greene. 

We've Got Each Other Sexual role rever-
sal is the theme of this MTM Enterprises 
sitcom. The husband "works at home as 
the copywriter for a mail-order catalogue" 
and the wife is the " manager of the studio 
of an eccentric but talented photogra-
pher." 

In addition, CBS picked up two series 

from BROADCASTING 
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ABC schedule 

dropped by ABC: The Tony Randall Show 
(from MTM Enterprises) and Wonder 
Woman (from Warner Bros.). 

Eight new series have made it to NBC's 
fall schedule: 

CHiPs. Two young motorcycle police-
men assigned to the California Highway 
Patrol are the focus of this 60-minute 
series from MGM Television. 

The Oregon Pyzil. The wagon trains will 
travel 2,000 miles from Missouri to 
Oregon's Willamette Valley in this "dra-
matic Western adventure series about a 
family in search of free land and a better 
way of life." The star is Rod Taylor, and 
the producer is Universal Pictures Televi-
sion. 

The Man from Atlantis. The pilot of this 
Herbert F Solow production landed a 27.3 
ratine and 46 share on March 4, guaran-
teeing a fall berth for a fantasy adventure 
whose protagonist is "the last survivor of 
the lost undersea city of Atlantis." 

Big Hawaii. Filmways TV (with Perry 
Lafferty as executive producer) is respon-
sible for this drama about "a close-knit 
family" and its "struggle to maintain its 
empire-like ranch against the encroach-
ment of civilization." 

Rosetti and Ryan. Tony Roberts and 
Squire Fridell star as "a pair of irreverent 
but highly successful criminal lawyers" in 
this courtroom series laced with humor. 
Leonard Stern is the executive producer 
for Universal Pictures Television. 

The Richard Pryor Show. The black 
comedian will he host of a 60-minute 
variety series, and the emphasis will be on 
satire. Mr. Pryor and Burt Sugarman arc 
the producers. 

What Really Happened to the Class of 
'65 ? Based on the nonfiction best seller by 
Michael Medved and David Wallechinsky, 
this Universal Television hour "chronicles 
the lives of 30 classmates and the often 
surprising change in their life styles and 
occupations in the dozen years following 
their graduation." 

Off the Wall. NBC describes this half 
hour as "a madcap comedy set in a co-ed 
college dormitory:' It'll be done at Univer-
sal Television, with Franklin Barton as ex-
ecutive producer. 

In addition, NBC has picked up one 
series dropped by ABC, The Bionic 
Woman (produced by Universal). 

ABC-TV let loose a few surprises when it 
jumped the gun on its competitors and re-
leased its 1977-78 prime-time schedule 
last week. Among the surprises: 
• It canceled Dog and Cat and The 

Bionic Woman, two mid-30's-share series, 
and scrapped The Tony Randall Show 
with its solid 31-share average and the ac-
claim of the critics, who tended to single it 
out as the best of all the networks' new 
programs of last year. Industry sources 
said Dog and Cat, a cop show, had to go 
because it was too violent and The Tony 
Randall Show was jettisoned because a 
low- 30's share wasn't good enough on a 
network whose average prime-time share 
hovers in the mid-30's. And "The Bionic 
Woman's batteries began running out" in 
second season, said Fred Silverman, the 
president of ABC Entertainment, when he 
unveiled the ichedule to an audience of 
ad-agency executives and advertiser repre-
sentatives at the New York Hilton's Grand 
Ballroom last Monday (April 25). 
• In a major concession to antiviolence 

crusaders, ABC canceled not only Dog 
and Cat but also Streets of San Francisco, 
Most Wanted and Future Cop. All of the 
six series ABC will introduce next fall 
focus on comedy. Thus only two series on 
the 1977-78 ABC schedule— Baretta and 
Starsky and Hutch— fall into the hard-ac-
tion cop-show category, and Mr. Silverman 
said next year's Starsky and Hutch 
episodes will soft-pedal violence in favor 
of the "humorous interpersonal relation-
ship" between the two men. 
• Theatrical movies are in drastically 

short supply, goes the standard industry 
complaint, yet ABC has still managed to 
come up with first-run titles for next 
season such as " Nashville," "The 
Longest Yard" (Burt Reynolds), " Harry 
and Tonto" (Art Carney), "Bite the 
Bullet" (Gene Hackman, Candice 
Bergen), "Romeand Juliet" (the Franco 
Zeffirelli version), "The Black Windmill" 
(Michael Caine), " Murder on the Orient 
Express" (Albert Finney, Sean Connery), 
"Lady Sings the Blues" (Diana Ross), 
"The Odessa File" (Jon Voight) and 
"The Return of the Pink Panther" (Peter 
Sellers). Plus rerun showings of "Butch 
Cassidy and the Sundance Kid," "The 
Poseidon Adventure," "The Way We 
Were," " Funny Girl" and "Cabaret." 
ABC has scheduled four-and-a- half 

hours' worth of new programs for next 
fall, a total of six new series: 
The San Pedro Bums, a 60-minute gang 

comedy from Aaron Spelling Productions 
(with Mr. Spelling and Douglas S. Cramer 
as executive producers), which Mr. Silver-
man said will feature five "exuberant 
young men" who get into "adventurous 
scrapes," with " the emphasis on 
laughter." The series will bring back 
memories of "the Bowery Boys and the 
Dead End Kids." he added. 

Soap, a half-hour "adult" sitcom from 
Witt/Thomas/Harris Productions, which 
ABC calls "an outrageous, character-com-
edy soap opera" that will deal with two 
contemporary suburban families. Mr. 
Silverman said if Soap is a big hit, it could 
end up running twice a week in prime time 
because it has the flexibility of a continu-
ing serial. 

Carter Country (tentative title), another 
half-hour sitcom, from the production 
company headed by the writers Saul 
Turtletaub, Bernie Orenstein and Bud 
Yorkin, about the comic interplay between 
a middle-aged white sheriff in a small 
Georgia town and his assistant, a young 
black police sergeant from New York. " It's 
Barney Miller down South," said Richard 
McHugh, a senior vice president at 
Needham, Harper & Steers, "intermixed 
with elements of the old Andy Griffith 
Show." 

The Redd Foxx Show, a 60-minute com-
edy- variety series produced by Mr. Foxx's 
company, with Allan Blye and Bob Eins-
tein as executive producers. It will be 
heavy on comedy sketches, with "major 
guest stars" fleshing out the proceedings, 
which will be adult, fast- paced and 
stylish," in Mr. Silverman's words. 

Operation Petticoat, a half-hour sitcom 
based on the 1959 Cary Grant-Tony Curtis 
movie about the misfit crew of a Navy sub-
marine in World War II and the situations 
that result when the crew rescues a group 
of Army nurses and brings them on board. 
Leonard Stern is the executive producer 
for Universal Pictures Television. 

Love Boat, a 60-minute comedy from 
Aaron Spelling Productions that takes 
place aboard a luxury cruise ship presided 
over by Captain Merrill Stubing, played by 
Gavin MacLeod (Murray Slaughter on 
The Mary Tyler Moore Show). Each 
week's multiple vignettes feature guest 
stars entangled in romantic complications, 
in the vein of Love American Style. 

In addition to the series already men-
tioned, ABC canceled Rich Man Poor 
Man: Book II, The Feather and Father 
Gang, Westside Medical and Blansky's 
Beauties. The Captain and Tennille and 
The Brady Bunch Hour were excised from 
the weekly schedule but they will turn up 
as occasional specials, probably in various 
time periods, according to ABC. 

Mr. Silverman also said that two mini-
series will make the new schedule: MGM 
TV's How the West Was Won, which will 
run as 10 separate two-hour episodes ev-
ery Monday (9-11 p.m., NYT) between 
the end of the football season and the 
beginning of the baseball season, and 
Paramount's Washington, D.C. (tentative 
title), a 12-hour made-for-TV movie 
based on John Ehrlichman's novel, "The 
Company." 
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Sunday 

ABC CBS NBC 

Hardy Boys/ 
Nancy Drew 
Mysteries 
(Universal) 
S385.000 

60 Minutes 
(CBS News) 
$270.000 

Wonderful 
World of 
Disney 
(Walt Disney) 
$400,000 

The Six Million 
Dollar Man 
(Universal) 
$405.000 

Rhoda 
(MTM 
Enterprises) 
$180.000 

on the Wall 
(Universal) 
$155.000 

On Own Own 
Talent, 
Associates) 
S155,000 

 CPO Sharkey 
(Aaron Rube" , 
S160.000 

ABC Sunday 
Movie 
(Various) 
5940.000 

All in the Family 
(Norman Lear) 
$270,000 

The Big 
Event 
(various! 
5900.000 

Alice 
(Warner Bros) 
$165.000 

Koiak 
(Universal) 
$380.000 

Monday 

ABC CBS NBC 

The San Pedro Dan'l Little House 
Bums Boone on the 
(Aaron Spelling (20th Century- Prairie 
Productions) Fox Television) (NBC) 
S360.000 $370,000 $370,000 

The Betty White 
Show (MTM 
Enterprises) 
S165.000 

Maude 
(Norman Lear) Monday 

NFL Monday $190.000 Night 
Night at the 
Football Movies 
S700.000 (various) 

$940.000 
Rafferty 
(Warner Bros 
Television) 
$360,000 

Thursday 

ABC CBS NBC 

Welcome Back 
Kotler 
(Komack/Warner 
Bros.) S165,000 

The 
Wallons 
(Lorimar) 

$375.000 

CHIPs 
(MGM 
Television) 
S360,000 

What's Happen. 
mg (Yorkin/Turtle- 
taub/Orenstein) 
S165,000 

Barney Miller 
(Danny Arnold) 
$185,000 Hawaii Five-0 

(CBS, Leonard 
Freeman) 
S390.000 

The Richard 
Pryor Show 
(Burt Sugarman) 
$270,000 

Carter Country 
(Yorkin/ Turtle- 
taut)/ Orenstéin) 
SI65.000 

The Redd 
Foss Show 
(FoxIBlye/ 

Einstein)' 
$275.000 

Barnaby 
Jones 
(Quinn Martin) 
S365.000 

What Really 
Happned to the 
Class of '65 
(Universal) 
$380,000 

Programing 

Fall prime-time 
production tab 
for networks to 
top $601 million 
Rise of 15% over past season 
attributed to union hikes, 
added demand for better quality 
and the bidding competiton; 
theater films to average $ 1 million 
made- for- TV's about $850,000 

The prime-time schedules of all three net-
works will cost 15"/o more than they did 
last year. 

In dollars, that percentage means an in-
crease of just under $80 million. For the 
72 shows that started oit the season on 
their 1976-77 line-ups, the networks paid 
their suppliers $ 521,400,000 (BROAD-
CASTING, April 26, 1976). The 1977-78 
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Tuesday 

ABC CBS NBC 

Happy Days 
(Paramount) 
S200.000 

The 

Fitzpatricks 
(Warner Bros 
Television) 
$360,000 

The Man 
From 

A0-1tlearnbtisSolow 
Productions) 

S375,000 

Laverne and 
Shirley 
(Paramount) 
S190.000 

Three's Company 
INicholl/Floss/ 
West) 
S160.000 

M"A'S*F1 
(20th Century 
Fox) 
S210.000 . 

Big 
Hawaii 
(Filmways TV) 

S365.000 Soap 
(Witt/Thomas/ 
Harris) 
$160.000 

One Day 
at a Time 
(Norman Lear) 
$175,000 

Family 
(Spelling- 
Goldberg) 
S365.000 

The Ed 
Asner Show 
(MTM 
Enterprises) 
5370,000 

Police Woman 
(Columbia 
Pictures 
Television 
S380.000 

Friday 

ABC CBS NBC 

Sanford Arms 

Wonder (Bud Yorkin) 
Donny and Woman S180.000 
Mane (Warner Bros 
(ABC) Television) Chico and the 
$300,000 $375,000 Man 

(Komack/Warner 
Bros) $ 165,000 

Logan's Run The Rockford 

(MGM TV) Files 

S360.000 (Universal) 

ABC $380.000 

Friday 
Night 
Movie 
(Various) 
S940,000 

Switch Quincy 
(Universal) (Universal) 
$370,000 S385.000 

schedules (a total of 73 shows) weigh in at 
$601,215,000. 

As in previous years, the costliest shows 
are the two-hour movie time slots, with 
theatrical films averaging more than a mil-
lion dollars for two showings and made-
for-TV movies fetching about $850,000. 
The most expensive series- tend to be the 
ones that have hung on for a number of 
years, with built-in escalator clauses hik-
ing the fees of, particularly, the actors and 
producers. 

The Six Million Dollar Man and Baretta 
(both on ABC), at $405,000 for two 
episodes each, are the first hour-long 

series to break the $400,000 barrier, and a 
key factor in both budgets is the high sal-
ary demands of Lee Majors (of Six Mil-
lion) and Robert Blake (Baretta). 
Four half-hour sitcoms will break the 

$200,000 barrier for the first time begin-
ning next fall: All in the Family (CBS), at 
$210,000; M*A*S*H (CBS), also at 
$210,000; Operation Petticoat (ABC), at 
$205,000, and Happy Days ( ABC), at 
$200,000. 
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Wednesday 

ABC CBS NBC 

Good Times 
(Norman Lear) 

Eight Is S175,000 Grizzly 
Enough Adams 
(Lorimar) (Sunn Classics) 
$360,000 Busting Loose S350.000 

(Paramount) 
$160,000 

Charlie's The Oregon 
Angels 
(Spelling-
Goldberg) 
$390,000 

Trail 
(Universal) 
$380,000 

Wednesday 
Night 
Movies 
(Various) 
S940,000 

Rosetti 
Baretta and 
(Universal) Ryan 
S405.000 (Universal) 

5370.000 

Saturday 

ABC CBS NBC 

Fish 
The Bob Newhart 

(Danny Arnold) 
Show (MTM 

S180,000 
Enterprises) 
S200.000 The Bionic 

Woman 

Operation We've Got Each (Universal) 

Petticoat Other (MTM S390,000 

(Universal) Entervises) 
$205.000 S160.000 

The 

Starsky 
Jeffersons 

and Hutch 
(Norman Lear) 

(Spelling- S175.000 

Goldberg) The Tony Randall 
S395.000 Show (MTM 

Enterprises) Saturday 

S165,000 Night 
at the 
Movies 

Love 
Boat The Carol 

(various) 
S940,000 

(Aaron Burnett Show 

Spelling (CBSIJoe 

Productions) Hamilton) 

S380,000 $310.000 
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BySteveKnon 

In the world of television, some of the 
more interesting dramas are enacted 
off the screen. This is certainly true of 
the tangled love- hate relationship that 
exists between the networks, which 
supply programs, and the affiliated 
local stations that carry them. 

"The Affiliates" would make an en-
grossing action-adventure TV series, 
but it's one you're not likely to see. 
That's not only because the subject 

matter is deemed too "sensitive" 
for public airing. It's also because 
the nature of the network- affiliate 

leiationship is so inherently implausible 
that viewers would find it difficult to 
swallow, even as fiction. 

If you own a TV station in one of the 
top 50 cities and are linked up with a 
network, the element of risk that attends 
just about any other business venture 
is removed; your success is virtually 
assured. Even if you hire a program 
director, it's the network that will do 
most of your programming—and in the 
process absorb the heavy costs in-
volved. Just by pushing the button 
marked "network" and carrying the 
"feed" from New York, you will be on 
the road to riches, a road paved with 
local and national advertising gold. 

If that's the case—and it is—then it 
must cost an awful lot to obtain the 

prized network affiliation, right? Wrong 
—and this is the implausible part. Not 
only does a station pay nothing for the 
privilege of carrying. network shows— 
the network pays the station. 

Reprinted with permission fro 

The rationale—or irrationale--goes 
like this: a network consists of nothing 

more than its stations. If CBS supplied 
programs but no one carried them, 
there would be no CBS network. So 
when CBS sells time to sponsors, it's 
actually selling time that belongs to 
its 214 affiliates. Hence a portion of 
CBS's advertising revenue is parceled 
out to each station as "compensation" 
for carrying the network spots. 

Even though compensation amounts 
to less than a third of what local ad-
vertisers could be charged for those —› 

spots, the affiliate still comes out way 
ahead. He can draw top dollar for local 
commercials during station breaks, and 
he needn't worry about the spiraling 
program costs that eat up the revenues 
of nonaffiliates. A network tie-in chops 

down station overhead and simultane-
ously builds up local audiences with 
sure-fire entertainment. The bottom line 
is that in 1974 ( the last year for which 
data are available) 81 per cent of the 
Nation's affiliates showed a profit, while 
56 per cent of the independent stations 
suffered a loss. 

Those ground rules help explain the 
•love" part of the network- affiliate re-
lationship. But why is there also " hate"? 

it's natural that stations would tend 
to resent a forced dependence on net-
works as their financial benefactors, 
even as they reap its rewards. But the 
causes of discord lie deeper America 
is a heterogeneous nation where life 
styles, religious feeling, moral standards 
and political outlook differ from region 
to region Network television unavoid-

m TV GuideR Magazine 
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ably imposes a particular set of values 
and views—originating in New York and 
Hollywood—on the rest of the country. 
The elements of sex and violence in 
network entertainment—and what has 
been labeled " adversary journalism - in 
network news—have put a severe strain 

on the traditionally cozy network- af-
filiate relationship. 

In the process, a new power center 
in the world of broadcasting has begun 
to develop, a power center closer to 
Peoria and Dubuque than New York 
and Hollywood. To be sure, the networks 
are still firmly in the saddle, but they 
are listening more attentively than ever 
to what the stations have to say. and 
the affiliates are only beginning to 
marshal their strength 

The local- station consciousness-
raising came in response to the net-
works recent practice of programming 
for target segments of the population 
rather ;han for everybody, and to the 
Nixon Administration's efforts to build 

up affiliate power as an antidote to wnal 
it perceived as " biased - network news 
In the face of increased governmental 
concern over program content ana :ne 
proliferation of pressure groups Inreat-
ening license renewal. the affiliates are 
looking more carefully at the neti.vcrk 

service 
The ¡Tend to more adult themes and 

explicr treatments in TV entertainment 
is a direct result of the networks' drve 
to woo the sophisticated young ur-
banite product buyers whom advertise -s 
most eant to reach—the group that ,s 
filling the movie houses these days. In 
the fall of 1974. NBCS telecast of -Bo-n 
Innocent-- a drama that inc:uded a 
scene showing the violation of a young 
girl with a broom handle—represented 
a high-water mark • for this type of 
programming. In the Bible belt and 
elsewhere the reaction can ue 
While many critics found the explicit-
ness in " Born Innocent" justified in its 
dramatic context, the manager of the 
NBC station in Nashville, Tenn . for one 
castigated it as " filthy, disgusting and 
degrading." In response, an NBC exe:-
utive reaffirmed his network's com -r.I-
ment to adult fare, predicting that " fro— 
time to time. I'm sure we're going to be 
bothering those people in Nasei.i.i'e 
again ' And thus are the seeds of con-
frontation sown 

The clash of values is reflected in ea - 
sodes that, on their surface, may see ,-

trivial. While strong language has 
found its way into prime time, use of 
the profanity . "goddamn" seems tt: 
strike an especially sensitive nerve A 
few years ago. when the expression 
cropped up several times on one eve-
ning's Walter Cronkite news. CBS was 
inundated witn an unprecedented ta --
rage of affiliate complaints. And WBTV 
in Charlotte N.C.. once refused to carri 
an episode of All in the Family in which 
Archie Bun.ier said "goddamn " 
When re Cher show first appeared. 

the genera .ranager of the CBS affil-
iate in Cincinnati moved the Prograt7 

to a late- night slot, explaining: "t ob-
ject to the total emphasis the lady 
seems to have on her way of dressing." 
(This season, Cher is doing her thing 
somewhat more demurely during the 
early-evening time the industry has 
designated for "family viewing.") 

Today, programs on morally sensitive 
themes (accompanied by warning ad-
visories) are accepted ingredients of 
post- family time. CBS's Medical Center 
opened the season with a two-parter 
on a sex-change operation and an early 
episode of NBC's Medical Story dwelled 
on abortion. That such programming 
has become almost routine underscores 
ttihmeedistance TV has traveled over a short 

In seeking to assert themselves, at. 
employ two formidable weapons. 

First is the law, which places upon the 
individual station ultimate responsibility 
for everything it broadcasts. Second is 
something that directly flows from that 
responsibility: the power to turn down 

what the network provides. 
The affiliates cannot create a hit; 

only high ratings can do that. But they 
can virtually guarantee failure by re-
fusing to "clear" a show in sufficient 
numbers. A program that is not car-
ried in major cities enters the com-
petitive fray with a fatal handicap: it 
cannot reach enough viewers to stand 
a chance of building a strong rating. 

Last year, ABC's affiliates saw to it 
that producer Norman Lear's record of 
success after success (All in the Family, 
Maude, Sanford and Son, etc.) was 
finally broken. Hot I Baltimore, the 



"adult" situation comedy that fea-
tured a prostitute as one of its main 
characters, triggered a surge of pro-
test from ABC affiliates in Baltimore 
and beyond. Some pulled the switch 
or shifted the show to a late hour. 

Last fall, CBS stations sealed the 
doom of Three for the Road by derail-
ing it at Clearance Gap. In this case, 
however, the objection to the innoc- —> 

uous, family-oriented series was baséd 
on time period rather than taste: many 
stations felt that 7 o'clock on Sunday 
night could be put to more lucrative use 
(such as local news). 
As situation comedy grew out of its 

saccharine mold and video dramas be-
gan to tackle contemporary themes. 
stations called for advance screenings 
of any potentially troublesome shows 
so they could have ample time to decide 
what to do. The networks obliged. 

In March of 1973, more than 80 CBS 
stations responded to a closed-circuit 
preview of the play "Sticks and Bones" 
by informing the network they would not 
carry it. The controversial antiwar drama 
about the return of a blinded and em-
bittered Vietnam veteran was scheduled 
to run at a time when the POWs were 
returning home, but the groundswell of 
affiliate protest led CBS to postpone 
"Sticks and Bones" at the last minute. 
(It was eventually shown several months 
later.) While there may have been other 
factors in the network's decision be-
sides the station reaction, the incident 
dramatized the power of the affiliates. 
It was recently dramatized again when 
Charles Brakefield of WREG-TV in 
Memphis, head of CBS's TV affiliates, 
criticized correspondent Daniel Schorr 
for his handling of the House Intelli-
gence Committee report. Schorr's sub-
sequent suspension by CBS was in part, 
no doubt, a result of the affiliates' clear-
ly expressed concern. 

Station owners and their families gather 
annually with network brass at elab-
orate affiliates conventions. At these 
affairs, network executives enthusias-
tically introduce the upcoming fall 
schedules and predict that they will 
trounce the competition. It's all pre-
dictable; and beneath the glitter, very 
little hard business is transacted. 

Much more important are the periodic 
meetings of affiliate boards—select 
groups representing the entire station 
body—in such beguiling places as 
Hawaii. Acapulco and the Caribbean 

islands. As one participant tells it, the 
affiliates board meeting used to serve 
as a handy excuse "for the golfers and 
the swimmers to have a good time and 
get smashed." Nowadays, however, 
station and network executives face 
each other eyeball to eyeball, and the 
latter often blink. 

Until recent years, it has not been 
the habit of affiliate boards to involve 
themselves in matters of program 
strategy, on the theory that this is an 
area where the network knows best. 
But that situation is slowly changing— 
most conspicuously in respect to what 
are known in the trade as "sweep" 
periods. These are the fall and spring 
weeks chosen by the rating services to 
survey viewership for individual stations 
all across the land. The "sweep" ratings 
are enormously important to affiliates, 
because of their direct bearing on 
profits. According to one knowledge-
able network source, the specials 
broadcast in "sweep" weeks are "prac-
tically ordered by the stations." At these 
times "the network programs entirely 
for the affiliates," carefully choosing 
motion-picture titles and series episodes 
for maximum audience appeal, and gen-
erally avoiding news documentaries. 
For the viewer at home, this means that 
some of the season's major specials 
and "blockbuster" movies will be 
placed directly opposite each other. 
When it comes to network planning 

for the next season's schedules, sta-
tions are no longer content to be left 
in the dark. The day may not be too 
far away when an affil ate representative 
will be present at the crucial spring ses-
sions where the next season's schedule 
is pieced together. One network official 
is convinced that major affiliates already 
have "secret agents" operating in Hol-
lywood to sniff out what's going on "so 
that nothing comes at them like ice-
cold water any more." 

The stations are playing an 
increasingly important role in 
determining what you see— 
and don't see—on network 
television 
Second of Two Parts 

By Steve Knoll 
Ever since "polarization" replaced 
"consensus" as n motif of American 
life, every flash point of controversy— 
from the ghetto and student violence 
of the '60s to Vietnam and Watergate 
—has been accompanied by an equal-
ly intense controversy over network 
coverage of that issue. The affiliate 
stations have been caught in the cross 
fire, and, in some cases, have actively 
led the sniping. 

Unlike the weekly newsmagazines, 
the network news divisions do not have 
direct access to a national audience. 
In the delivery of the network product 
to the video consumer, the local station 
is the middleman. This arrangement is 
without parallel in journalism. Speak-
ing before his network's affiliates two 
years ago, CBS News president Richard 
Salant conceded, "We are completely 
dependent on .you. . It is only 
through your courtesy, kindness and 
permission that what we have to show 
and tell gets to your public at all." Yet 
news judgments must remain inde-
pendent of "committee vote." That 
situation. Salant admitted, makes for a 
"fragile, delicate and . . . sometimes 
uneasy relationship." 

The media strategists of the Nixon 
Administration, for example, demon-
strated that pressure can be used to 
influence network-affiliate give-and-
take. When the Nixon men realized that 
many conservative-minded station man-
agements were as unhappy with net-

work news as they were, they encour-
aged such broadcasters to form an 
ideological counterforce to challenge 
network news judgments. 

One of the leading activists in the 
CBS station ranks is Charles Crutch-
field, president of Jefferson Pilot Broad-
casting, which owns WBTV in Char-
lotte, NC., and other stations. He 
deals on a first-name basis with the 
topmost executives of CBS as well as 
with his fellow affiliates. During the 
Agnew era, the rhetoric of Crutchfield 
the polemicist resembled that of the 
then Vice President. (A sample: " It's 
high time that, when these militant 
creeps paw past a certain plateau, we 
stand up as one man and say, 'Damn it, 
NO!' ") 

Crutchfield's disagreements with CBS 
News span more than two decades, 
tracing back to civil-rights coverage 
following the Supreme Court's integra-
tion decision of 1954. The Charlotte 
broadcaster says he has "great respect 
for Dick Salant personally," but feels 
that the CBS News chief has "a closed 
mind. . . . I still see advocacy journal-
ism on his network." He laments, "I 
suppose we'll never see eye to eye." 
Advocacy journalism—by which he 

means opinion masquerading as 
straight news—is Crutchfield's principal 
peeve. He considered the controversial 
documentary "The Selling of the Pen-
tagon" as "advocacy journalism at its 
very worst" and made time available 
on his station for a rebuttal. The De-
partment of Defense did not take him 
up on the offer. Crutchfield says the 
people in Charlotte "are mad as hell at 
us" for carrying "The Guns of Autumn," 
the recent documentary that depicted 
hunters unfavorably. 

Despite his criticisms, Crutchfield 
feels CBS News has changed its policy 
in the past year and is now "sincerely 
trying to put on both sides." Today, 
he says, 90 per cent of the output is 
fair and balanced. Crutchfield is con-

fident Dan Rather "was taken out of 
the White House because of affiliate 
complaints—I won't call it pressure— 
about him," even though "CBS will 
never admit it." Rather is now a co-
editor for 60 Minutes and anchorman 
of the CBS Saturday news and occa-
sional documentaries. 



A counterpoint to the Crutchfield 

stance is provided by Michael McCor-
mick, president of the WTMJ stations in 

Milwaukee, who scolds many (though 
not all) affiliates for "tunnel vision" 
in their dealings with the networks. 
He feels station owners and managers 
too often express themselves "in a very 
narrow fashion" and convey their own 
views and tastes to the network when 

"criticism should be reflective of more 
than a single guy's opinion." In the 
realm of news and public affairs, 
McCormick thinks "the networks go 
out of their way to be fair and objec-
tive." Here, affiliates can be a "nega-
tive influence" when they misread 
organized protest campaigns as ac-

curate barometers of opinion. 

McCormick says he doesn't think 
local stations "give the networks the 
proper support for the significant things 
that they're doing." As an example 
of the needed input, the Milwaukee 
broadcaster recalls that when NBC's 
newsmagazine Weekend had its pre-

miere, he called the network to tell 
how "extremely pleased and proud" 
he was to be carrying it. 

Clearly, the affiliates reflect the 

pluralism of the society they serve: 
they are no monolith. Yet, there's wide-

spread wariness toward "advocacy 
journalism" that prompts station de-

mands for more explicit separation of 
fact and opinion. For a long time the 
CBS affiliates board lobbied to have 
Eric Sevareid's essays labeled "com-
mentary" instead of "analysis." Ulti-
mately, this was done. Years earlier, 
ABC affixed the "commentary" label to 

expressions of correspondent opin- —> 

ion after its affiliates broached the 
idea. 

Al the height of the controversy in 
recent times over purported "bias," 
WWJ-TV, the NBC outlet in Detroit. 
established a feature on its local news 
intended as a direct challenge to the 
network. • Last featuring Wayne State 
University professor Fred E. Dohrs, 
WWJS Newswatch was devoted to point-
ing out alleged errors of omission and 
commission on the John Chancellor 
news—and "correcting" them. 

Disquieting as such moves are to 
the networks, they are not nearly as 
disturbing as use of the "ultimate 

weapon" would be: pulling the switch 

on Walter Cronkite or John Chancellor. 
And except for isolated one- time- only 

instances, no one has done that As a 
practical matter, there is no commer-
cially acceptable alternative to carry-

ing the network news. 

But documentaries and kindred **pub-

lic affairs" shows are something 
else again Because their ratings are 
low, affiliates have been historically 
reluctant to take them. Yet such pro-
grams have always enioyed the implicit 

blessing of the Federal Communica-
tions Commission. President Kennedy's 

FCC chairman threatened stations 
refusing to clear network documen-

taries with trouble in getting their 
licenses renewed At the same time, 
he prodded the networks to intensify 
irrigation of the prime-time "waste-
land" with " reality" series Today, 

such Federal "jawboning" is conspic-
uously absent. 

As a result, the networks now devote 
only about two per cent of the peak 
viewing hours to documentaries, which 
is close to an all-time low. Public-

affairs programming. which once was 
viewed as i.ntrinsically worthy, has lost 
its pristine character It's now a highly 

controversial commodity Stations that 
rejected documentaries in the past were 

considered derelict, but today can in-

sist they have a "better" use for the 

time period—or that they're actually 
striking a blow against "biased news." 

When CBS and NBC decided to dou-
ble their evening news from 15 to 30 
minutes 13 years ago, they succeeded 

only because affiliates felt obliged to 
go along lest they imperil their licenses. 

But recently, when CBS considered ex-

panding Walter Cronkite to 45 minutes. 
many stations said no and the idea was 
"tabled." It was another example of 
"affiliate power" in action. 

"Affiliate power" plays an increas-

ingly important role in determining 

what you will see—and won't see--
on the home screen. It is, among other 
things, an instrument of censorship, a 

tool to "keep the networks in line." 
While the passions that ignited the 
"bias" issue have cooled considerably. 

they can always be rekindled. The 
strong public reaction generated by a 
controversial documentary is mirrored 
by the divisions among the affiliates 

themselves. The network is willing to 
take the " flak" but stations, fearful of 

antagonizing powerful community 

groups, may feel differently. At stake 
is the vitality of broadcast iournalism. 

In the long run, advances in tech-
nology, may yield a proliferation of 

networks and news services, with each 
station opting for those it finds most 
congenial. In the meantime—and it 
could be a long meantime—the " love-
hate relationship" between affiliate and 
network will remain unpredictable. 

And " unpredictable" it is. Last month, 
CBS suddenly " fired" KXLY-TV in 
Spokane, Wash., ending a 23-year af-
filiation. The network's action was the 
result of a dispute over KXLY's shifting 
of some CBS shows to different time 
slots and replacing the CBS Friday 
Night Movies with other films. Such 
changes usually hurt a network's rat-
ings, and although CBS denies it, 
industry observers say the purpose 

of the move was to warn other affili-
ates that "affiliate power" has its 
limits e 



Programing 

Public TV 
goes pro 
There'll be a new competitor in 
the prime-time television arena 
this fall; Larry Grossman has 
positioned PBS for a run for the 
audience, if not for the money; 
no-holds-barred it may not be, 
but head-to-head you can count on 

LarryGrossman thinks he's riding a rocket. 
"Public television is the fastest growing 
medium in the history of communica-
tions," he says. "Our audiences are up 
34% at night and 50% over two years ... 
This year we crossed the big divide where 
more than 50% of television homes are 
watching public television in the course of 
a single, rating period. That's a helluva 
jump." 

Last week the Public Broadcasting Ser-
vice Mr. Grossman heads put more muscle 
where his mouth is. It released PBS's first-
ever competitive network schedule— that 
is, a seven- nights- a-week, coordinated, 
promoted, counterprogramed, head- to-
head-with-the-commercial- networks pro-
gram schedule that he's counting on to 
carry public broadcasting into an even 
higher— and wider— orbit. 
The master plan centers on "theme" 

nights. " For the first time in public televi-
sion," he explains, we took the pro-
gram schedule ... into consideration." 
Left behind was the "hodge podge" 
scheduling of the past. 

Beginning in September, Sunday night is 
devoted to "The Performing Arts," with 
Evening at Symphony at 8, Masterpiece 
Theatre at 9 and Great Performances at 10. 
Monday is classified " Variety" with The 
Adams Chronicles at 8, In Performance at 
Wolf D•ap at 9 and Soundstage at 10. Tues-
day is for " Specials," Wednesday is for 
"Arts and Sciences," Thursday for 
"Drama," Friday for " Public Affairs" and 
Saturday, " Something for Everyone." 
The greatest attention has revolved 

around Friday nights, which grew out of 
Larry Grossman's push for increased em-
phasis on public affairs (BROADCASTING, 
May 10). Prime time begins with Wash-
ington Week in Review at 8, Wall Street 
Week at 8:30, USA: People and Politics 
(until Nov. 5 when Documentaries will 
begin) at 9. The 10 o'clock show has yet to 
be announced. 

Larry Grossman doesn't expect to con-
quer the ratings world with his new sched-
ule. Indeed, public broadcasting has a long 
way to go and he'll be the first to admit it. 
"Most of the programs that are broadcast 
on public television have historically 
achieved below-minimum standards"; 
many have scored high enough to be 
measured by rating services. But he 
believes noncommercial television is on 
its way. He notes that for the second 
quarter this year, 126 public stations were 

Reproduced with permission from 
reportable in the rating services. 
While he claims that " there's no ra-

tional basis" for setting goals, Mr. Gross-
man would like to see public television 
eventually capture 10% of the total view-
ing audience. "I don't mean we should get 
10% all the time," he explains, "but cer-
tainly on [the] average." He says WNET(TV) 
New York, one of the system's VHF sta-
tions, is reaching that goal now. 
As for demographics, Mr. Grossman 

acknowledges that they remain elitist. 
"We do very badly with blacks and 
minorities. We do well with the well-edu-
cated. We do well with kids, with Sesame 
Street And it's a legitimate complaint 
about public television that it's an elitist 
medium. 

But admitting to the charge's legitimacy 
doesn't mean he takes it lying down. "I re-
sent it," he says, " being attacked on that 
basis. That is to say, if we're going to pres-
ent the best in culture and art and music 
and literature and dance, then of course 
we're going to tend to be attracting an 
elitist audience. The trick for us is to make 
it available and to bring in a wider au-
dience— which we're beginning to do— 
that wouldn't normally be exposed to this 
kind of thing. "At the same time there 
must be programs for minorities and blue-

Grossman 

collar types." "And that's very hard" says 
Mr. Grossman. 

"There's a lot of conventional wisdom 
that has to be overcome, political wisdom 
like if [ we] schedule some of our minority 
programs off prime time, we get attacked 
for it. The fact is it's a disservice to their 
programing to put it on opposite The 
Jeffersons or All in the Family. It does bet-
ter at 6 or at 11 than it does at 8 [ in] prime 
time because it is not prime time for those 
programs. Because the very audiences that 
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are being attracted to them are being taken 
by the most attractive commercial pro'- 51 
grams." 

Financial considerations have caused 
much of the new season to be reruns. 
Among them are The Adams Chronicles, 
which itself had been subject to financial 
controversy. Although the first episodes 
went well over budget, Mr. Grossman calls 
it "the cheapest program we ever ran" on 
a cost efficiency basis. The 13-hour series 
cost $ 5.2 million and reached an average 
four million viewers, four times the 
average prime- time audience for noncom-
mercial programs. That figures to $ 1.33 
per viewer so far. More typically, Mr. 
Grossman says, public television pro-
grams don't bring in those results. 

Yet The Adams Chronicles also demon-
strates a classic problem that PTV faces: 
"The great tragedy of this is that once we 
have an Adams Chronicles, and these peo-
ple get good at it ..., they've all been dis-
banded. They have nothing to keep 
going." As a successor to that series, Mr. 
Grossman is looking toward The Best of 
Families, a $ 4.2 million effort by 
Children's Television Workshop. " It's 
taken them three or maybe four years to 
get the money" for that series, Mr. Gross-
man notes. 

There's a lack of big- ticket programing 
that Mr. Grossman is quick to admit. 
"There's very little in the pipeline there 
and it's a cause of great concern. We've 
started the major production centers work-
ing on that." 
The new season also will include only 

one series— Masterpiece Theatre— which 
is " pure import," although other series 
may have imported episodes. Currently 
the balance of trade within noncommercial 
television is favorable. This year public 
broadcasting sold 113 1/2 programing hours 
to 29 countries, as opposed to buying 891/2 
from seven countries. Last year, the 
difference was less pronounced. The sta-
tions sold 115 hours to 13 countries but 
bought 103 1/2 from five foreign countries. 

Larry Grossman has no hesitancy about 
talking about a fourth network, although 
the word has admittedly been "an 
anathema" to many in public television. 
"The fact is we are a network. In broad-

casting terms, a network is a national dis-
tribution system." But, he continues, 
"we're very different from the 
[commercial networks] ... because we 
have no hold over our stations.... There's 
no way of requiring them to run things at a 
particular time or to run it altogether. 
We've got to earn our way. 

"Originally public television, or educa-
tional television, was looked upon as an 
extension of the classroom— the same way 
an automobile was looked upon as a 
horseless carriage and electricity was 
looked upon as candle power.... Where 
we are now is in a wholly different era.... 
The only thing that counts is what ... 
comes on the screen [and] into the 
home.... We're not in the business of get-
ting audience for the sake of getting au-
dience. But we are in the broadcasting 
business." 
And being in that business, he ex-
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plains, there is a certain amount of 
cross-pollination between segments of the 
industry. " I'm here. Right?" he notes, 
then adding the names of others who have 
made the transition to or from public 
broadcasting. Yet, over-all, he says, " on 
executive talent we're not at all competi-
tive. The salaries don't compare." ( Mr. 
Grossman, who earns $63,350 a year, took 
a substantial pay cut when he left his New 
York advertising agency to loin 

But as a market for creativity, he 

believes public television to have its lure. 
"We're very competitive in the sense of 
giving people the freedom ... to do things 
they've always wanted to do." Apparently 
the freedom has limits, however. Mr. 
Grossman continues, " Norman Lear is 
dying to do something. So far ... we 
ha‘,en't been too happy with the proposal 
so we're asking him to go back and do 
something else." Mr. Lear, who re-
ceived a $ 20,000 research and develop-
ment grant last year, was told to revamp 

his proposed series on the works of Amer-
ican writers. Mr. Grossman says, " I've 
gotten calls from a lot of the agents for the 
major actors and writers." Still he admits 
that those interested can afford to earn less 
than they would for a commercial project. 

But even if public television had the 
sanie resources, it apparently would not 
become a direct competitor. Take hard 
news. "I don't think there's very much we 
can or should do about hard news. If you 
look upon public television as an alterna-
tive resource, the one thing that the com-
mercial ... [networks] are terrific about is 
hard news." Take Walter Cronkite. 

7 

10 

SUNDAY MONDAY TUESDAY 

"There's no point in hiring somebody 
away from commercial television to do the 
same thing he's doing there. That's not 
our role." However, if Mr. Cronkite had a 
different vehicle to explore, he says, that 
would be a different matter. 
No matter what the programing goals 

may be, the bottom line is fundinft. With-
ottt the ability to accrue advertising 
revenue, public television must depend on 
the support of government, underwriters 
and the viewing public. And while " put-
ting together pots of money from all 
different kinds of sources' has its 
drawbacks, Mr. Grossman believes that 
"in a funny way we have a very healthy 
situation." (On that score, he says he's 
"probably alone in the whole public televi-
sion area" and "maybe it's because I come 
out of [a] commercial background.") 
At present, public television reteives I 

dollar in federal matching funds for every 
$2.50 il can come up with. In fiscal 1975 
26.4% of public television's revenues 
came from federal sources and 34.2% from 
state governments and state educational 
organizations. 
"You notice that the stations that are the 

most vital and the most vigorous are the 
ones that have gone out to their com-
munities to raise money. They start 
becoming more in tune with their com-
munities. And that's a new development 
in public television. It used to be that we 
were the most arrogant sort of medium 
there was.... Now even the institutional 
station licensees are going out because the 
money is drying up," he says. 
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On the subject of corporate underwrit-
ing, Mr. Grossman doesn't believe that it 
is commercializing the medium. He also 
isn't concerned that it might be channeling 
money from the commercial networks. 
"First of all," he explains, "PBS has very 
severe guidelines so that the credits are 
restricted enormously. When you tune in 
our air, all you see is a credit ... that says 
made possible by a grant from...." And as 
for the print advertisements that corporate 
underwriters take out to promote their 
contribution, "that has nothing to do with 
what goes up on our screen." 
The " real issue," he contends, "is the 

question of control. Do they dictate or can 
they in some way influence ... program 
judgments?" 

His answer: "Of course they do.... 
They have a very important influence 
because they will pay for certain kinds of 
programs.... We know they're going to 
pay for cultural programs; they're not 
going to pay for highly controversial pro-
grams that are going to get people angry. 
But knowing that, we have a responsibility 
... to redress that imbalance— to put our 
money first and foremost into public 
affairs and into controversy. And to make 
sure that they stay out of our control 
rooms. And if we don't do it, it's a failure, 
not of the system, but a failure in leader-
ship." 

Corporate funds may, however, even-
tually be funnelled into public affairs pro-
graming. PBS has set up a public affairs 
fund which would serve as a buffer be-
tween underwriter and producer. Such a 
fund would be mutually advantageous, 
Mr. Grossman explains. Corporations 
would have no direct connection and by 
not having to roll an individual credit, PBS 
would not look "like we're bought." 

Yet it isn't the corporations that Mr. 
Grossman believes would attempt to con-
trol content. He says that they are wise 
enough to know the trouble that would 
result. 

It is influence from the federal govern-
ment he perceives as "a much more 
serious danger," claiming that public 
television's major funder tends "to be 
much less sophisticated about the con-
trol." 

Pressure has also come from Congress, 
Mr. Grossman adds. He says he has re-
ceived letters from congressmen suggest-
ing that works of their constituents be 
aired. " We've got to stand by the gate and 
tell [them] absolutely not." 

There also appear to be major sources 
of funding that have yet to be tapped. Mr. 
Grossman says that money has been allo-
cated in certain federal agency budgets for 
public television but never seen. "We 
ought to know about it and secondly that 
money should be brought in under the 
right constraints." PBS is working to un-
cover these potential funders. 

Despite the problems, he claims that the 
variety of contributors "gives us a lot 
more freedom than almost any other 
medium in this country.... There isn't a 
single dominant force that can open or 
close our doors." 
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NETWORK PROGRAM TYPES 

Programming is the stuff of which radio and television is made. 
Without the program, broadcasting is nothing. When network television 
started to compete with radio for the audience in the late 40's, the 
program format seemed to take the comedy/variety emphasis with a sizable 
number of programs being game shows, audience participation shows, and 
soap operas which were carryovers from radio days. "Ed Sullivan," 
"Toast of the Town," "What's My Line," "The Colgate Comedy Hour," and 
"The Jack Benny Show" were just a few which survived the transition 
and continued on for many years. Do you remember "Break the Bank"? 
(1949), "Chance of a Lifetime" ( 1951), or "Beat the Clock" ( 1950) 
"Search for Tomorrow"(1951), " Love Of Life" ( 1951), and " Secret Storm" 
(1954), are soap operas which weathered the storm for many years. 

Private Detective ( or action drama, as they were referred to) and 
children's programs have probably seen the greatest number of title 
changes on the screen over the past 25 years, and they're still around 
in just as great numbers as they always were. "Martin Kane, Private 
Eye" ( 1949) may now be titled "Cannon", and "Rocky King, Detective" 
(1950) may now be labeled "Police Story" but the plots are basically the 
same. " Ellery Queen" ( 1950) returned again after a long layoff. "Mr. I. 
Magination" ( 1950) has been replaced by "Make A Wish" in the children's 
program category. Bob Keeshan as "Captain Kangaroo" ( 1955) is 21 years 
older and still at the same stand. 

In spite of the fact that not much is new, some things are differ-
ent than they were. Feature films made especially for television is one 
direction in which program producers have found it worthwhile to expand. 
The use of recent feature ilms scheduled for showing during late night 
periods is a newer use of -he film, and programming films all night 
(after 11:30) helps to keep the audience up and involved (?) even when 
most intelligent people are in bed. 

Variety shows containing large elements of "talk," like the 
"Tonight Show," "Mery Grif'in," and " Sammy Davis, Jr.," as well as 
others containing more talk than variety, such as " Phil Donahue" and 
Tom Snyders "Tomorrow" show have proven to be good audience pulls. The 
longer soap opera format of 60 minutes, rather than 30 minutes, seems to 
be catching on, and one mav see a proliferation of this in coming years. 
A couple of game shows in 1976 experimented with hour-long formats, and 
"The Price is Right" remains sixty minutes of "Come On Down's!" 

In spite of the success of these new directions, programmers are 
faced with problems. Costs continue to soar and the half hour prime 
time program which a few years ago c -+ 90,000 dollars to produce, now 
costs about 165,000 dollars to bring in. Costs have caused an increase 
in the number of re- runs a network is forced to use ( at least that's one 
of the excuses), and has resulted in high unemployment in that segment 
of the industry which produces the programs. Violence in television, 
especially in children's viewing time, is haunting the broadcaster, with 
the FCC setting stronger guidelines which speak specifically to that 
question. Advertising associated with shows designed primarily for 
children is another area of concern. 
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Now is the era of the "cop" show, they say, ( and there is a large 
number of them on the air), but that's not new, as we've pointed out--
the old is still with us. Repeats of old sitcoms and spin-offs of 
originals give a look of sameness. Block programming rings out a note 
of familiarity. One game show follows another. "Martin Kane" under 
any other name may not smell as sweet. 

But the pendulum will swing. Already we are seeing a re-trenching 
--a slanting away from the explicit violence of many of the police 
stories and a return to the belief that comedy is the route to go. How 
long it will take for the pendulum to make it's full arc is an unknown 
which will keep network programmers guessing for a long time. 
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WEEKLY VIEWING ACTIVITY FOR MEN, WOMEN TEENS MIIÇHILDREN  

DISTRIBUTION OF 
HOURS IN WEEK 

TOTAL PERSONS 

WOMEN 18-24 

WOMEN 25-54 

WOMEN 55+ 

MEN 18-24 

MEN 25-54 

MEN 55+ 

FEMALE TEENS 

MALE TEENS 

CHILDREN 6-11 

CHILDREN 2-5 

ESTIMATED 
TOTAL PERSONS 
(MILLIONS) 

CHILDREN ( 2-11) 

TEENS ( 12-17) 

MEN 18+ 

WOMEN 18+ 

88.37 

11.41 

9.11 

30.88 

36.97 

Mi. -SUN. MON. -SUN. 
7:30-11PM 4:30-7:30PM 

MON.-FR1. 

7AM-4:30PM 

SAT.-SUN. 

7AM-4:30PM 
MON. -SUN. 

11PM-7AM 

28% 11% 33% 

38% I 23% 1 18% 28:41 10% 11% 1 

34% 20% 24% 8% ; 14% 

39% 19% 22% 

30:05 

13% 32:14 

36% I 23% 25% 10% j 35:23 

40% 21% 18% 132 I 18% I 21:21 

43% 21% 18% 11% I 17%  26:38 

38% I 25% I 16% I 10% I 11% 

40% 26% I 15% 12% 7%1 21:05 

40% 25% 11% 14% 10%1 22:35 

32:40 

NTI/NAC AUDIENCE DEMO-
GRAPHICS REPORT - NOV. 1976 

35% 29% 14% 18% [4%1 26:40 

24% I 28% 29% 17% 1-21 29:05 

90.85 

10.44 

9.54 

32.52 

38.35 

PERSONS VIEWING BY NIGHT OF WEEK 

89.51 

11.24 

9.77 

30.97 

37.53 

88.17 

11.19 

9.38 

30.29 

37.31 

84.68 

10.01 

8.61 

29.42 

36.64 

82.65 

12.71 

7.69 

27.68 

34.57 

85.02 

13.27 

8.59 

28.93 

34.23 

97.37 

11.10 

10.04 

36.13 

40.10 

4., 

MON - HON. TUES. WED. THUR. FRI. SAT. SUN. 
SUN. 
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AUDIENCE COMPOSITION OF SELECTED PRIME TIME PROGRAM TYPES 

NTI/NAC AUDIENCE DEMOGRAPHICS REPORT 

October - December 1975 

ESTIMATED 
MILLIONS  

CHILDREN 

(2-11) 

TEENS 

(12-17) 

MEN 18+ 

WOMEN 18+ 

26.11 

3.64 

2,50 

8.09 

11.88 

GENERAL 

DRAMA 

6 HOURS, 19 MINUTES 

AVERAGE HOURS PER 
TV HOUSEHOLD 

PER DAY 

JANUARY - DECEMBER 
1976 

25.36 

2.38 

2.71 

9.3(1 

10.97 

SUSPENSE 

MYSTERY 

DRAMA 

411.1««111•1 

28.57 

4.53 

1•M•i•  

3.33 

8.83 

11.88 

SITUATION 

COMEDY 

MON - SUN. 

11PM - LAM 

MON. - SUN. 

7:30 - 11PM 

SAT. - SUN. 

7AM - 7:30PM 

MON. - FRI. 

4:30 - 7:30PM 

MON. - FRI. 

10AM - 4:30PM 

MON. - FRI. 

7AM - 10AM 

SHARE BASED ON FEB., MAY, JULY, NOV. 

AVERAGES - NTI/NAC AUDIENCE DEMO-

GRAPHICS REPORT. 

23.46 

4.16 

2.72 

7.06 

9.52 

VARIETY 

27.75 

3.10 

3.02 

9.86 

11.67 

FEATURE 

FILM 

10% 

35% 

15% 

15% 

20% 

5% 

SHARE OF VIEWING HOURS 

27.27 

3.57 

2.95 

9.50 

11.25 

ALL REGULAR 

PROGRAMS 

7-11 PM 
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Programing. 

Producers 
gripped 
in new crunch 
between costs 
and prices 
They say rise in TV network fees 
Is their only hope of survival, 
and escalation o; program expense 
is now seen as all but certain; 
8-10% hike seen for 1975-76 season 

For the commercial television networks 
and their program suppliers, the time to 
haggle has arrived. With the new fall 
season off and running and the January 
replacements virtually in the can, atten-
tions in New York and Hollywood . are 
turning to what is in store for both sides 
next year. From all accounts, some un-
precedented concessions may be in the 
offing. 
The locking ot horns between produc-

ers and network negotiators over the bar-
gaining table has become a seasonal tra-
dition, with the former predictably 
espousing a dire need for increased li-
cense fees—lest their hard•won enter-
prises fall by the wayside—and the latter 
attempting to calculate the delicate bal-
ance between need and greed. Custom-
arily, the result has been a stand-off, of 
sorts, with the networks reluctantly upping 
the ante by three to five per cent—less 
than the producers say they need to sur-
vive, and more than the folks in New 
York would prefer to offer. Both man-
age to endure. 

Perhaps it could have gone on forever. 
But a new element has poked its trouble-
some head into the negotiation process. 
Its name is inflation, and it's forcing re-
assessments on both coasts. 

Producers are declaring in earnest that 
if the networks fail to open their purses 
to a previously unthinkable width this 
year producers might not be around to 
ask again next year. With production 
costs skyrocketing—particularly the be-
low-the-line expenditures involving tech-
nical and material, rather than creative, 
resources—Hollywood is complaining o t 
inequity. In verification, producers point 
to the networks' economic achievements 
of the past year--in which ABC, CBS 

and NBC collectively enjoyed a 66% in-
crease in profits. 

In addition, the escalating price of 
money is having an appreciable effect on 
producers' fortunes. Most banks, it is re-
ported, are demanding that some 20% of 
the amounts producers borrow to finance 
their production costs be kept on de-
posit. Thus, if a producer is borrowing at 
prime interest rates (12% ), he is in 
effect paying roughly 15% for the money 
he sees. 
The producers' no-kidding attitude, 

however, is apparently being taken to 
heart. Indeed, officials at two networks 
(CBS declined to comment on the issue) 
predicted last week that, on the average, 
they will be increasing their program pay-
ments by eight to ten percent. 
One network official assessed the situ-

ation as follows: "The cry has always 
been that we're not paying them enough. 
But now, because of the escalating costs, 
they're saying that they really mean it. 
There's no question that in the past few 
years there has been a greater increase of 
costs than had previously been the case. 
We're trying to the best of our limits to 
be responsive to those problems." 

Said another: "There's a demand for 
an unprecedented increase. There's no 
question in my mind that the networks 
are going to be paying more." 

Neither networks nor producers are 
anxious to divulge specific costs, particu-
larly at a time of year when negotiations 
for the next season's offerings are at their 
most delicate stages. This same network 
official, however, postulated that in gen-
eral the price the networks have been 
paying for an hour show averages out at 

between $230,000 and $240,000. For a 
half hour, he said, the average is between 
$120,000 and $ 125,000. There arc nu-
merous variables. For instance, series 
that are shot on location, such as NBC's 
Born Free (filmed entirely in Africa) or 
CBS's Hawaii-Five-0 would obviously 
entail higher expenses than the likes of 
ABC's Marcus We/by. M.D. (which is 
shot primarily in the studio with a three-
camera set up). Hit series obviously com-
mand higher payments as their tenancy 
on the networks increases in longevity. 
Such an increase has undoubtedly been 
realized by CBS's The Walions, although 
the precise network payment for that par-
ticular series was not disclosed. But at the 
same time, The Wallons producer, Lee 
Rich, advises, the cost of a single install-
ment of that series has gone up from 
$250,000 to $300,000. 
The most severe ramification of Holly-

wood's inflationary woes is a general re-
structuring of the marketplace, several 
producers contend. Said Grant Tinker, 
whose MTM Productions has placed five 
programs in prime time this season: 
"Costs have increased at a far more rapid 
rate than what we're being paid. A few 
years ago, you could frequently make a 
show ;or what it paid you [on its initial 
network run]." 

The first profit came in residuals for 
the second showing. Now, Mr. Tinker 
lamented, " it comes to a point where the 
show doesn't recover our costs." Thus, he 
concluded, the only way to make any 
money in television production is to 
"hope for a success" on the network run, 
thus making the product attractive in the 
eventual syndication marketplace. 

But, Mr. Tinker noted, the longer a 
show stays on the networks, the longer 
the red ink mounts up. Thus, the ulti-
mate result is nonproductivity. "Some 
would call this a nonbusiness," Mr. Tin-
ker mused. "And some of us are just too 
stupid to get out of it." 

Everyone concedes that TV produc-
tion is a risky business—a gamble at best 
with no hope l'or a short-term return. 
While series like The Wairons have much 
less to worry about, Mr. Rich has been 
on the short end ot that gamble before. 
He points to Doc Elliott. one of last 
year's many seasonal catastrophes ( it died 
after 15 episodes), for which the pros-
pects for syndication are nonexistent. 

Mr. Rich said he understands CBS is 
charging $ 100.000 for one minute of ad-
vertising on The Walions—averaging a 
$600,000 intake l'or each one-hour pro-
gram, "Why, I don't get even hall that 
sum to produce the show," Mr. Rich 
complained, "and I'm bound tu deliver 
two 35 mm prints, plus two or three 

16 mm prints. If they would only let me 
do it on 16 mm. . . ." 

Mr. Rich maintains that times have 
never been better for the networks. A 
former executive at Benton & Bowles, he 
recalls that "we used to fight the net-
works on $2 or $3 cost-per-thousand 
figures and threaten to go to Life. Look 
or the Saturday Evening Post. Now ad-
vertisers are paying $4 or $5 and there's 
no objection; there's nowhere else to go." 

If the grumbling of an ostensibly hard-
pressed producer can be somewhat dis-
counted for its prejudicial nature, consid-
er this assessment from one who has 
worked on both sides: " It's a disgrace," 
said he of the networks' alleged tight-
fistcdness. "They're sucking in dollars 
like there's no tomorrow. I find it un-
believable. . . . Something is wrong with 
the balance of the industry when the net-
works can be piling in money and the 
program suppliers are taking a bath. 
Right now, 1 guess the word is greed. It's 
not only continuing; it's getting worse all 
the time. In the next couple of years, 
they'll destroy everybody." 
How long could producers get by ab-

sent an increased network paycheck? " It 
depends on how astute the networks are," 
said Grant Tinker, who doesn't think any 
independent could last any more than 
three years ( he gives his own MTM 
Productions a lesser life expectancy). 
"Ultimately, we could get squeezed out. 
The industry could be reduced to two or 
three majors who can look to other arcas 
to recover the loss." 

Frank Price, president 

of primetime leader Uni-
versal, said, " I be-

68 



lieve there has been a spreading gap be-
tween license fees and production costs, 
but that's being going on for the last few 
years." The thing that now threatens to 
push Hollywood over the brink, Mr. 
Price said, is the increasing demand for 
on-location shooting. In productions such 
as Harry-0 (which. Warner Bros. offi-
cials lament, is required by ABC to be 
filmed in San Diego despite the produc-
ers' claim that a Hollywood location 
would suffice), Born Free, Kodiak. 
Sierra and Petricelli—all new this season 
—the inconvenience of working entirely 
apart from the studio adds at least 25% 
to the bottom line costs, Mr. Price noted. 

"If you look at the studios in town," 
Mr. Price said, "there aren't many that 
are still all that healthy; we happen, of 
course, to be the glowing exception." 
(MCA Corp., parent of Universal, re-
ported revenues from TV exhibitions last 
year at $ 116.6 million, co pared with 
$31.7 million in 1972. At th tame time, 
Columbia reported TV revenues of $33.1 
million; Twentieth Century Fox claimed 
$27.4 million.) 
"Take a look at the hits," Mr. Price 

suggested. " If you look at the series that 
went on the air last year. there were only 
three that could he qualified as hits that 
came over into this new season. They 
were Kojak 1CBS1, $6 Million Man 
(ABC] and Police Story (NBC). That's 
how you figure how you are going to 
come out. Do you have a show that's 
long running, that you can syndicate?" 

Apparently, several production firms 
didn't; hence their demise. Several years 
ago, Mr. Price noted, there were 27 prin-
cipal TV program suppliers. Now there 
arc 19. 

Most producers agree that while the ex-
penditure mill has been accelerated pri-
marily by below-the-line costs in recent 
years, talent is providing some additional 
grist. The newly revised (upward) 
scales announced last week by the Writers 
Guild ( see page 15) help attest to 
that. And, according to a spokesman for 
the American Federation of Television 
and Radio Artists, most AFTRA per-
formance scales enjoyed a 5% increase 
last fall and are due for another 5% rise 
in November 1975. Basic fees for the 
services of major performers (with five 
lines or more), the spokesman noted, now 
stand at $254.50 for a one-hour show 
and $200.50 for a 30-minute offering. To 
AFTRA, it's a drop in the bucket. "The 
networks have been making so much 
money," the spokesman contended, "that 
the performers' salaries don't even 
count." 

Network officials, however, take issue 
with such assessments, particularly as 
they apply the eminently more lucrative 
salaries commanded for performers in 
prime-time drama series. It is the net-
works, one official noted, who foot the 
bill for any union increase that comes to 
pass after the initial license contract has 
been signed. Ratings successes, he said, 
can be troublesome in that regard. "The 
older the show, the more increases you 
have to dole out," he maintained. "For a 
show that's been on for, say, eight years, 
the union costs are phenomenal." 

While the networks apparently are dis-
playing some sympathy for the produc-
ers' misfortunes. several officials were 
quick to add that—in their opinion— 
those misfortunes arc often blown out of 
proportion. " Producers." noted one, "arc 
just like anvhodv else. The guy comes in 
weeping about his terrible costs. . . . He 
weedles the highest price he can get." 
And sometimes, another network ex-

ecutive maintained, these costs can be 
reflective of waste as well as necessity. "A 

lot of costs are due to excess," he assert-
ed. He noted one admittedly trivial ex-
ample of a producer of his acquaintance 
who discovered—much to his chagrin— 
that somebody on his staff was running 
off 150 copies of working scripts, when 
only 30 or so were needed for produc-
tion. The cost of Xerox paper, the pro-
ducer quickly informed the culprit, had 
increased 70%. " It's the little things like 
that which mount up," said the network 
man. "Is it the networks' responsibility 
to finance inefficiency?" 

This same source contended that there 
have been cares where some of the odious 
representations made by program sup-
pliers in search of a higher network tab 
have later proved groundless. This offi-
cial recalls a relationship of long stand-
ing with one producer who had made 
the red-ink pitch a yearly pursuit for 
some time This year, the official com-
plained, "he fully admitted that up until 
two years ago his business was highly 
profitable. . . . There's been a problem 
of salesmanship. What's happened here 
is that there's been a credulity gap. . . 
The complex problem we face is trying 
to discern what is real and what is put 
on." 

Contributed a third network executive: 
"A lot of the studios, as far as we're con-
cerned, are being poorly managed. From 
a business standpoint, they're run the 
same as they were years ago." 

Nevertheless, while the networks have 
been—and will continue to—demand a 
higher degree of corporate efficiency 
from their suppliers, they maintain that 
they can recognize that something has 
gene wrong with the economies of scale. 
A network man accustomed to sitting 

at his company's end of the negotiating 
table related this contemporary scenario: 
"rte guy comes in weeping about his ter-
rible costs, how he can't stay in business 
unless we start paying more. We say 
'well, you've still got the foreign market.' 
We say 'go sell it to the people in Great 
Britain and Australia—even though we've 
financed the whole thing. It's yours and 
God bless.' He says 'well, the foreign 
market isn't doing too well.' We say ' if 
you've got a hit, if it's been on 3-5 years, 
you must have about 150 negatives. Go 
put it in syndication. You'll make mil-
lions.' He says 'What about the access 
rule? We can't put reruns in prime time 
anymore.'" 

Thus, this official says. the networks 
are being more accommodating than ever 
before. Beside the anticipated 8-10% in-
crease in license payments, he—and sev-
eral other officials—related a number of 
concessions in the works. 

Most intriguing of these is the network 
assertion that more allowances are going 
to he made for program failures, as well 
as successes. In the former category, they 
talk of the "short rate." This involves an 
additional network payment to producers 
of programs that don't make it past the 
initial 13 weeks. It is given at the outset 
of the network-producer relationship as 
an incentive, to compensate for the pro-
ducers' possible lack of return on his 
initial investment. Hypothetically, if a 
30-minute program is slated to sell at 
$100,000, and it flops in the initial weeks, 
the producer will actually receive around 
$110,000 per program. 

At least one network, a reliable author-
ity reported, has elected to increase 
"short rate" it pays out by 25-30% for 
the 1975-76 season. 
On the other side is the success factor. 

This is also injected into the contract at 
the outset, and assures the producer that 
the per-program license tee will increase 
by pre-set increments each year the show 

remains on the network. A network 
spokesman estimated his company will be 
upping this incentive by 5-7% this year. 
Many observers point to the obvious 

economic advantage the networks enjoy 
over their suppliers. With 19 sellers and 
only three purchasers, they point out, it's 
clearly a buyer's market. Nevertheless, 
the networks appear to be headed for a 
season of negotiations in which the pro-
ducers will emerge the short-term victor. 
Why will they relent? Because, say ob-

servers on both sides of the table, nobody 
wants to see the independents go out of 
business. Economically; that would be un-
wise for the folks in New York because 
it would invite a nose-to-nose confronta-
tion with the Goliaths of Hollywood. But, 
say the networks, there's an esthetic con-
sideration as well. A larger sampling of 
suppliers gives the networks a more di-
versified program image—and avoids the 
gloss and schmaltz that many network 
officials fear would become preponderant 
were television production in its entirety 
left to the designs of the majors. 

"I don't think we would be meeting 
our responsibilities," moralized one net-
work man, " if we engaged in a program 
that constricted the source of supply. 
Television is a monster in the way it 
chews up creative material." To avoid 
stagnation, he stressed. "we have to 
somehow encourage all the young peo-
ple of the world to take an interest in this 
business." 

Thus, if the indications become reality, 
if the networks up their antes, if Holly-
wood becomes less wasteful, and if in-
flation is finally caged, the annual Holly-
wood vs. New York skirmish could re-
sult in a happy ending this year. As one 
network executive put it: " I'm a great 
believer that reality will prevail in the 
long run." 
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Programing 

Heating up: 
network fight 
for leadership 
in daytime TV 
Game shows on the ascendancy 
as ABC, CBS, NBC try to break 
from what is now bunched field 

The competition among the television 
networks for revenue and ratings in day-
time schedules is getting keener with 
every squeal of a giveaway winner and 
every sob of a neglected soap-opera wife. 
The enormous lead that CBS-TV once 
commanded ($ 162 million in daytime 
sales to NBC's $ 100 million and ABC's 
$85 million in 1970, the last of the one-
sided years) has been sharply narrowed. 
Sales from January through mid-May of 
1974 stand at $62 million for CBS, $57 
million for NBC and $48 million for 
ABC, which programs fewer periods than 
the others. 
The prices for commercial minutes 

have risen on just about all of the net-
works' daytime shows, with the tradi-
tional pace setter, CBS's As the World 
Turns, selling at a new record of $20,000 
a minute. ABC's highest priced show is 
All My Children, at $ 18,000 a minute; 
NBC's is Another World at $ 18,000. 
Game shows, too, are more prosperous 

than ever, with CBS's highly rated Match 
Game '74 commanding $ 18,000 a min-
ute, ABC's Let's Make a Deal $10,400 
a minute, and NBC's Jackpot $9,200 a 
minute. Jackpot is cheaper than the other 
two game shows because it is slotted at 
noon when audience levels are lower than 
they are in the afternoon when Match 
Game and Let's Make a Deal are on. 

In the nine time periods during which 
all three networks are going head-to-
head, NBC is the leader in five, and CBS 
takes the other four. The frustration 
ABC may feel at being shut out of num-
ber-one status in all the competitive time 
periods is mitigated by its fairly solid 
number-two ranking in six of the nine 
half-hours. (These figures, and all those 
subsequently quoted, are based on sea-
son-to-date National Nielsens through the 
pocketpiece ended May 12.) 

It's only a two-network race between 
10 and 11:30 a.m., with ABC taking a 
bow because of the relatively low sets-
in-use figure during that hour-and-a-half 

and also because, as Michael Brockman, 
ABC's national director of daytime pro-
graming, explains it, the network is fo-
cussing its development sights, at least for 
the time being, on its new early-morning 
show, A.M. America, to begin next Jan-
uary (BROADCASTING, May 13). In each 
of the half-hours between 10 and 11:30, 
CBS now leads NBC; the latter is bring-
ing in three new game shows next month. 
A new version of Name That Tune, 

with Dennis James as host and Ralph 
Edwards as producer and featuring "big 
cash and merchandise prizes," will be 
NBC's entry versus CBS's 10 a.m. game 
show, The Joker's Wild, which has a 
season-to-date rating of 5.2 and a 28 
share. NBC is canceling Dinah's Place, 
with a rating of 4.8 and share of 26. 

At 10:30, NBC is introducing a new 
"high-risk word game" called Winning 
Streak, which, according to Lin Bolen, 
vice president for daytime programs at 
the network, is modeled somewhat on 
the old $64,000 Qiiestion, with the built-
in suspense of whether a contestant will 
decide to keep his winnings or go on to 
the next plateau. It's produced by Bob 
Stewart, stars Bill Cullen, and will com-
pete with CBS's Gambit game, which has 
scored a 5.9 rating and 30 share since 
moving up a half-hour last April. High 
Rollers, a new Heatter-Quigley Produc-
tion, which will ring a few changes on 
the game of dice as it doles out cash and 
merchandise, will try to put a dent in 
CBS's two-month-old Now You See It 
game at 11 ( with its 5.9 rating and 30 
share). 

Lin Bolen says NBC will succeed in 
these three half-hours if it attracts "the 
young woman who really can't give all 
her attention to the TV set in the morn-
ing because she's got the kids to hustle 
off to school, the laundry to do and the 
beds to make." This young woman may 

have the set on, Miss Bolen continues, 
but she's probably doing more listening 
than watching, "which is why a show 
like Name That Tune might do well, con-
sidering that the music is such an im-
portant element." Miss Bolen also says 
that, with all three of the new shows 
laying stress on cash and merchandise, 
the industry's jitters over the lingering 
effects of the quiz-show scandals of the 
late 1950's have just about evaporated. 
ABC jumps into the meat grinder at 

11:30, and NBC's Hollywood Squares is 
the show that does the grinding. With 
its still imposing 8.8 rating and 37 share, 
Hollywood Squares is the network's pre-
miere game show, and it leaves its two 
competitors in the dust in that time peri-
od. ABC, with reruns of the situation 
comedy, Brady Bunch, gets a 6.7 rating 
and 28 share, and CBS's long-running 
soap opera, Love of Life, notching only 
a 6.0 rating and 26 share, may be on its 
last legs, although CBS is trying to medi-
cate it back to life by injecting a new 
story line, said CBS's daytime VP, Bud 
Grant. 

At noon, NBC has established itself 
with a relatively new game show called 
Jackpot, which is getting an 8.1 rating 
and 31 share. ABC's long-running Pass-
word game continues fairly steadily with 
a 6.7 rating and 25 share, and although 
CBS is running third in the time period 
with its contemporary drama, The Young 
and the Restless (a 6.2 rating and 24 
share), Mr. Grant says it does better 
than its competitors in that most desir-
able of demographic categories, women 
18 to 49. The reason for the show's low 
total-audience rating, he continues, is 
that only about 186 or so affiliates carry 
it (compared to the 200 or so that pick 
up most of CBS's daytime schedule), for 
a humble clearance rate of 90%. 
CBS bounces back at 12:30, however, 

with its indefatigable Search for Tomor-
row serial (celebrating its 24th year on 
the air next September), which is pulling 
a 7.7 rating and 29 share and also hold-
ing a high demographic lead over its 
game-show competitors, ABC's Split Sec-
ond 7.7 rating, 28 share) and NBC's new 
Celebrity Sweepstakes (6.7 rating and 27 
share, but showing recent slippage, due, in 
part, according to Miss Bolen, to a station 
clearance figure of only about 94%, rela-
tively low for NBC). 

At 1, CBS and NBC elect to let ABC 
go it alone because their affiliates in the 
Midwest traditionally program a half-
hour of news in that slot ( noon, central 
time). Unopposed by network competi-
tion, ABC's All My Children serial is "our 
most successful show," according to 
Michael Brockman, with a 9.1 rating and 
32 share, despite a clearance rate of only 
93%. However, Miss Bolen doesn't rule 
out NBC's dipping its programing toe into 
that time slot, maybe even in the near 
future. 
CBS's most lucrative drama, As The 

World Turns, is the easy winner at 1:30, 
with a 9.7 rating and 33 share, compared 
to Let's Make a Deal on ABC, which has 
an 8.6 rating and 29 share. NBC is 
throwing in the towel on its floundering 
game show, Three on a Match, as of July 
1 and will move its long-running ( but 
moribund) game show, Jeopardy, from 
10:30 ( where it's getting a 5.5 rating and 
27 share) to 1:30. 
NBC has established something of a 

hammerlock on the half-hours between 2 
and 3:30 with its three strongest dramas: 
Days of Our Lives (9.7 rating and 32 
share) at 2, The Doctors (9.4 rating, 33 
share) at 2:30, and Another World (9.6 
rating, 31 share) at 3. Miss Bolen says 
that she and her staff review the story 
lines on these shows at least every six 
months to keep them "fresh and contem-
porary." 

Between 2 and 3, CBS is working close-
ly with Procter & Gamble to get more 
identifiable characters into P&G's Guid-
ing Light (6.1 rating and 27 share at 2, 
with some fairly impressive audience 
gains in the last few weeks) and Edge of 
Night (7.4 rating and 26 share at 2:30). 
ABC's problem during this hour is that 
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Broadcast Journalism., 

How well 
the games play 
on television 
Low in cost, quick in getting or 
not getting an audience, these shows 
crowd daytime and prime access slots 

Television programing tends to move in 
cycles, and right now syndication time 
slots and network daytime schedules are 
bloated—some may say to the bursting 
point—with game shows. But the incid-
ence of games • may increase before it 
declines. 

Merrill Heatter, the co-executive pro-
ducer ( with Robert Quigley) of Holly-
wood Squares and Gambit, envisions a 
scenario returning the game show to net-
work prime time. " If the economy con-
tinues in this recession," he said, " if un-
employment keeps on rising and stock 
prices keep on going down, then I could 
see where the networks would be forced 
to lower their rates to advertisers. That 
would make game shows very desirable 
nighttime properties because the produc-
tion cost of a game show is only about 
half of what it costs to do an average 
episode of, say, The Mary Tyler Moore 
Show." 
Low cost is, in fact, a prime factor in 

the recent resurgence of the game show. 
For one thing, a whole week's worth of 
game shows is usually shot in one day. 
"It was in the midsixties when we started 
taping five game shows a day," said 
Giraud Chester, executive vice president 
of Goodson-Todman Productions (Match 
Game, The Price is Right). "Before that, 
we did the shows one-a-day because the 
quality control on color tape wasn't all 
that good and, besides, you wanted the 

immediacy and spontaneity of a live 
broadcast." 

But now, he said, studio facilities in 
New York and particularly in Hollywood 
are so overcrowded that it would be al-
most impossible to go back to the old 
daily schedule. "And, of course, there is 
a huge saving in not having to strike the 
set after every show," he added. "Plus 
the fact that it's easier to get bigger-
game celebrities when you're only taking 
one day out of their schedules, rather 
than five." 
The result of these economies is that. 

compared to the $75,000 price of five 
episodes of a typical soap opera, a week's 
supply of game shows costs as little as 
$35.000 and seldom more than $60,000. 
The $60,000 category includes game 
shows that use many celebrities (Holly-
wood Squares, Match Game) or that go 
in for fairly elaborate staging (Let's 
Make a Deal, The Price Is Right). Even 
more expensive is the once-a-week game 
show geared for prime-access time slots. 
Masquerade Party, which the distributor 
and owner, 20th Century-Fox Television, 
farms out to Hatos-Hall Productions 
(Let's Make a Deal) to put on tape, costs 
about $25,000 for each show, according 
to Monty Hall, because of the batch of 
celebrities required and the budget for 
the costuming and make-up essential to 
the masquerade. Hatos-Hall has com-
pleted the taping of all of the first sea-
son's 32 episodes. They were taped 
three-a-day on weekends (when celebri-
ties were more likely to be available) 
and each guest panelist pocketed from 
$750 to $ 1,000 for that day's work. 
The current three-network daytime 

schedule registers 19 game shows (seven 
on NBC and six each on ABC and CBS) 
compared to 14 serial dramas and one 
off-network situation comedy, The Brady 
Bunch, the last a form of programing 
that has just about expired on network 
daytime, mainly because of a consistent 
demographic skew in the unwanted di-

Hosts with the mosts. Game-show emcees are a durable, if rare, breed and an 
integral part of the success of a show. Clockwise from top left: Dennis James of 
Viacom's syndicated The Price Is Right, Monte Hall of ABC's Let's Make a Deal, 
Jack Barry of CBS's The Joker Is Wild and Bill Cullen of NBC's Winning Streak. 
Messrs. Cullen, Barry and James began their game-show careers in the fifties; 
Monte Hall is a relative newcomer with 11 years behind him with Let's Make a Deal. 

Reproduced, with permission, from BROADCASTING Magazine 
Broadcasting Sep 9 1974 

rection of children and old people. Que 
industry estimate puts gross sales revr-
nues from these daytime network games 
at upwards of $300 million a year, and 
conventional wisdom, still to be refuted, 
is that, in terms of the ratio of profit to 
investment, the game show is the most 
lucrative format in television, although 
Mr. Heatter said, tongue-in-cheek, that 
before adding his own certification to the 
conventional wisdom, "I'd like to get a 
look at Norman Lear's books." (Mr. 
Lear's Tandem Productions, of course, 
is responsible for All in the Family, San-
ford and Son, Good Times and Maude, 
all of which are taped before a live audi-
ence using the method of three cameras 
running simultaneously so that the action 
doesn't have to be stopped for each new 
setup—a method cheaper than film.) 

But the huge return on investment is 
not the only reason that game shows 
are eclipsing soap operas on the networks' 
daytime schedules. "You have to stick 
with a soap for a year or even two years 
before you know whether the show is 
going to be a success or not," said Jack 
Barry, the producer-host of The Joker's 
Wild on CBS. "A game show can get you 
big numbers in a hurry. Or, if it's a 
flop, you can get out fast or go on to 
something else." 

Giraud Chester agreed. "You get a 
much earlier reading on audience appeal 
with a game show," he said. "But a serial 
is the reverse. CBS poured a fortune into 
Love Is a Many-Splendored Thing trying 
to make it go. Changing casts. Changing 
writers. Changing story lines. The audi-
ence just didn't respond, and CBS finally 
gave up." He mentioned ABC's The Best 
of Everything and NBC's Return to Pey-
ton Place as further examples of enor-
mous soap-opera investments over an 
extended period of time that were wiped 
out when the shows' ratings started at the 
bottom and pretty much stayed there. 

Another reason for the ascendancy of 
game shows is that their principal 
ingredient—the prizes—come at little ex-
pense. Most prizes are paid for in free 
air time. The game shows that dole out 
merchandise or merchandise-and-cash as 
prizes for their contestants commonly 
work within two basic categories. The 
first gategory is the straight trade-out, 
or, in legal jargon, the nonfee-connected 
prize. Under this category, the manu-
facturer supplies its product free to the 
show in exchange for an eight-second 
minicomercial. This category usually cov-
ers items in the $200-to-$500 range, such 
as refrigerators and washing machines, 
and these trade-outs are not considered 
as commercials by the National Associa-
tion of Broadcasters television code. 
The second category—fee-connected 

prizes—covers small consolation-prize 
items ( pen-and-pencil set, wrist watch, 
blender), which the manufacturer is eager 
to pay the game-show producer to use 
because the rate for an eight-second plug 
comes to only a fraction of that for a 
conventional 30-second spot. Because the 
network and the producer are paid by the 
prize supplier, all plugs in the second 
category are counted as part of the 
show's commercial time. 

There's a third category of prizes 
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(yachts, mobile homes, all-expenses-paid 
trips) that have to be purchased by the 
networks (through intermediaries, or 
prize procurers, who have a number of 
advertisers as clients and work on a com-
mission basis). These prizes come with a 
big discount because they're being given 
away to contestants' within the matrix of 
an eight-second plug, but they're not 
counted as commercials. Like the non-
fee-connected plugs, these under the NAB 
code's general exemption of "reasonable 
and limited identification of prizes and 
donor's names where the presentation of 
contest awards or prizes is a necessary 
part of program content." 

So, only a portion of the seeming de-
luge of plugs on most game shows is 
counted as commercial time—i.e., the so-
called fee-connected prizes. This system 
allows the networks to officially stay 
within the NAB guidelines of no more 
than eight minutes of commercials in a 
daytime half-hour--six minutes of regu-
lar network commercials, one minute for 
station breaks, and the last minute given 
over to the minicommercials for fee-
connected prizes. 

If at least some of the game shows are 
stretching the code's plugola criterion, 
they're being watched closely by the net-
works to avoid even a hint of rigging or 
fraud. The quiz-show scandals of the late 
1950's led Congress to enact Section 509 
of Title 47 of the U.S. Code, which 
makes any tampering with a game show 
a federal crime. In line with this govern-
mental stricture, all of the networks now 
make it a practice to assign at least one 
member of their standards-and-compli-
ances departments to monitor the taping 
of every episode of every game show. 

Although, in general, the packagers 
think the networks overreact in some of 
their rulings, "it's better to have that 
kind of close, rigorous scrutiny than face 
the danger of one unscrupulous produc-
er's giving us all a black eye," said Bob 
Stewart, the producer of Jackpot and The 
$10,000 Pyramid. He gets agreement 
from Monty Hall and Jack Barry, who are 
hosts as well as producers of game shows 
for the networks. Mr. Barry has some ex-
perience to draw on. He was host on 
Twenty-One, the NBC-TV prime-time 
game on which Charles Van Doren won 
$129,000 with answers suplied by the 
producers. 
As game-show hosts, they're also in 

agreement that a personality who starts 
his career in show business as host of a 
game show and demonstrates any apti-
tude for the job is almost guaranteed a 
lifetime of all the steady work he wants. 
Ralph Edwards Productions tapped the 
56-year-old veteran, Dennis James, for 
Name That Tune on NBC. Bill Cullen 
is back on another new NBC show ( from 
Bob Stewart Productions) called Winning 
Streak, and Gene Rayburn, who was the 
host of Match Game during its run on 
NBC in the 1960's, was summoned again 
by Goodson-Todman when it resuscitated 
the show last year on CBS. Monty Hall, 
now in his I 1 th year as host of Let's 
Make a Deal, calls the game-show host 
"the most difficult person to cast in all of 
show business, which is why the old 

timers continue to turn up year after 
year." 

As Mr. Hall sees it, the successful host 
"must be glib and be able to establish 
that warm, sympatico, person-to-person 
contact with the contestant so that there's 
a giving feeling between the two of you. 
But he must also be a good traffic cop 
because the right pacing is crucial to a 
game show." 
To Jack Barry, the best master of cere-

monies is one who's "quick, aggressive, 
can grasp the essence of the game and 
then execute it, make it work." 
And Merrill Heatter is convinced that 

the host "doesn't have to be pretty—if 
George C. Scott told me he'd like to MC 
a game show. I'd put him on the air 
tomorrow." Mr. Heatter added that the 
host must have strong appeal to women, 
and Jack Barry said that may be the key 
reason why there's never been a woman 
MC: "The network executives say wom-
en don't want to watch other women." 

"The theory at the networks is that the 
managerial qualities needed in a host 
would tend to make women come off as 
shrill," said Giraud Chester. 

Despite these stated drawbacks, most 
of the game-show packagers say that 
within a few years there will be a hostess 
on a network game show. Bob Stewart 
even has three candidates: Betty White, 
Betsy Palmer and Sheila MacRae, "These 
women could project the take-charge 
quality that's needed to keep a game show 
running smoothly," he said, 
Mr. Stewart is less sanguine about the 

chances of a black host's making it in 
the near future because "the MC has to 
be a pretty stern organizer to keep the 
show moving along, but he can't let 
that sternness show. He has to be both 
affirmative and inoffensive." Under this 
theory, a black man might be perceived 
as stern by enough people to give a po-
tential sponsor the willies. But Mr. Hall 
disagreed. "Blacks and other ethoic 
groups are turning up regularly in com-
mercials these days, and the sponsors 
seem to be selling more boxes of soap 
than ever," he said. 

Mr. Heatter said he's also optimistic 
about blacks as hosts because the current 
game-show cycle is likely to continue for 
a while, and more new games mean 
more potential employment opportu-
nities. 
"The soap operas are continuing to 

suffer erosion in the ratings," he said, 
"because they're having a tougher time 
trying to shock people these days." With 
X-rated movies and best-selling books 
like Alex Comfort's -The Joy of Sex" 
easily within reach of the average person, 
he continued, the daytime serials arc 
bound to seem tame. 
As a matter of fact, game shows are 

being caught up in the permissive atmos-
phere, so much so that, according to 
industry sources, CBS's editors had to 
tone down some of the more suggestive 
in i ssing-hl a ri k statements on Altai 
Galin'. ( Thal show's host, ( iene Ray-
burn, reads a sentence with a key word 
missing—"The dentist was so eager with 
his first woman patient he filled the 
wrong  "—and the contestants try 
to match their answers with those of a 
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group of celebrities.) Some of the ques-
tions and answers on Hollywood Squarer 
are definitely designed to titillate. (Sam-
ple from a recent show: "What did 
young men traditionally put around their 
girl friends' necks in the 1950'37" An-
swered Lily Tomlin: "A ring of 
hickeys.") 
"Chuck Barris started this whole trend 

with Newlywed Game," said Monty Hall. 
"When you ask two newlyweds: 'What's 
the first thing you do when you climb 
into bed, or what's the first part of your 
body that you wash when you step into 
the shower, then you know the questions 
arc being deliberately framed to embar-
rass the couple." 

Mr. Barris's recent cheerful assumption 
of the title "king of slob culture" also 
doesn't sit well with Monty Hall. "He's 
fouling his own nest whe., he makes 
statements like that," Mr. Hall said. "I 
resented it because I regard a show like 
Let's Make a Deal as perfectly valid light 
entertainment, no better or worse than a 
prime-time action show like Kojak. And 
I know judges and doctors and profes-
sors who get some laughs out of my 
show. Would they be considered mem-
bers of the slob culture?" 

These professional people probably 
look at the twice-a-week nighttime ver-
sion of Let's Make a Deal. ABC lured the 
show away from NBC in the late 1960's, 
and as part of the deal gave Mr. Hall the 
right to do a nighttime version of it. But 
Mr. Hall does not have that right with his 
other ABC game show, Split Second, 
now in its third year, and he's tearing 
his hair. "Split Second would be perfect 
as a prime-time access show in syndica-
tion, and the stations are clamoring for 
it," he said. "But ABC claims a nighttime 
version would overexpose it and hurt the 
daytime ratings. They claim Hollywood 
Squares has lost some daytime points 
since it went twice-a-week at nights. To 
that argument I say, 'Au contraire.' But 
a contract's a contract." 

Mr. Heatter said he has the same 
problem with his show, Gambit. "CBS 
just won't release it for nighttime syndi-
cation," he said. CBS also refuses to let 
Goodson-Todman put Match Game si-
multaneously into access time, according 
to Mr. Chester, who said that the refusal is 
"torturing" his company. "Match Game 
is the highest rated game show on all 
three networks right now," he moaned. 
"And with its celebrity format, we think 
it could be a smash at night. But CBS 
argues overexposure, and that's where 
we're at." 

But Monty Hall is worried. "There are 
far too many game shows on the air 
right now," he said. "We've reached a 
saturation point that could end up hurt-
ing all of us in the ratings." 

Mr. Hall thinks the solution to this 
problem is for the networks to get busy 
working up new formats. "Maybe a 
magazine-type show," he suggested. "Or 
a regular s4:ries of drama specials. Or 
let's get some personalities hack into day-
time, along the lines of an Arthur God-
frey or a Garry Moore, who were very 
successful when they had their own daily 
shows." 
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Good evening: 
inside the 
networks' 
nightly news 
operations 
ABC's Richter, NBC's Crystal 
and CBS's Greenberg take a look 
at themselves and their functions 
as journalists and as competitors; 
'Broadcasting takes a look at how 
their shows are put together 

ABC's Evening News team works in New 
York out of the second floor of the ABC 
News complex, a converted stable on 
Central Park West near the Lincoln Cen-
ter. Theirs has the old-fashioned news-
room flavor, since it sports neither TV 
cameras nor carpets. Cubicles for writers 
and associate producers are flanked by 
editing and screening rooms, the paper-
laden news slot, and by the comfortable 
offices of executive producer Richard 
Richter, assistant producer Walter Porges, 
and co-anchorman Harry Reasoner. Mr. 
Reasoner and production personnel dash 
across the street just before air time to 
the ballroom of the Des Artistes hotel, 
converted into a TV studio and elevated 
control room for the ABC Evening News. 
The CBS Evening News is produced 

from its own TV-studio newsroom on the 
ground floor of the CBS News building, 
a former dairy warehouse on Man-
hattan's West Side. Walter Cronkite's 
U-shaped slot separates wire-service ma-
chines from the paneled office of execu-
tive producer Paul Greenberg and the 
glass-enclosed, book-lined office of Mr. 
Cronkite, managing editor of the pro-
gram as well as its anchorman. The di-
rector's control room is aroung the cor-
ner, behind the two offices. 
The NBC Nightly News is prepared 

from its carpeted newsroom on the fifth 
floor of the RCA building. Unlike the 
CBS newsroom, NBC's has windows, a 
lounge area complete with couch, and 
large color photographs of NBC News 
talent. Les Crystal, executive producer, 
occupies a modest, comfortable office 
overlooking the Rockefeller Center skat-
ing rink. Anchorman John Chancellor 
has a book-lined office next door, but 
spends his days within reach of the cen-
tral news desk at a small corner desk, 
where, often wearing a sweater and 
smoking a pipe, he works diligently at 
his adjunct role as chief writer of Nightly 
News. Just before air time, he and two 
or three of the production staff take the 
elevator down two flights to a roomy 
studio, which also serves the Today show. 
The control room is next door. 
The three nightly news operations are 

closely connected with their Washington 
bureaus, (ABC's especially, since Howard 
K. Smith is the program's co-anchor) 
and with scattered foreign and domestic 
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bureaus, and occasionally with affiliates 
and O&O's for late-breaking material. 
However, it is from these three news-
rooms. and from the three executive pro-
ducers in particular, that the decisions 
are made as to what stories—how long, 
in what order and, in some instances, in 
what form—appear on each broadcast. 

At 44, Dick Richter is the oldest of the 
three evening news executive producers. 
His longish blond hair, down-to-earth 
manner, and more casual dress make him 
appear the youngest. A New York City 
native and Queens College graduate, Mr. 
Richter wrote for Newsday and the 
World Telegram, and was a producer for 
CBS News and NET's Public Broadcast-
ing Laboratory before joining ABC News 
in 1969 as major domo to Av Westin, 
then executive producer. He succeeded 
Mr. Westin in March 1973, when the lat-
ter became head of documentary efforts. 

Mr. Richter arrives at the newsroom 
around 9:45 a.m., and, like his two 
counterparts, spends most of the next 
two hours reading the newswires, news-
papers, and what ABC calls the assign-
ment desk's "overnight situationer," which 
includes logs of ABC, CBS and NBC 
previous night broadcasts. He confers 
by phone with correspondents, associate 
producers and bureau chiefs, particularly 
Washington producer Bill Lord. 

At noon, the newsroom comes alive, as 
associate producers and reporters come 
out of the woodwork for assignments. 
Mr. Richter settles into the chair he will 
occupy for the rest of the day, at the 
head of the U-shaped slot. With his three 
associate producers he plots the prelimi-
nary line-up for the evening broadcast. 
At ABC, the first line-up is printed on 
white paper, the second on pink paper 
shortly after lunch, the third, some two 
hours later, on green paper, the fourth 
on yellow paper, and the final, used 
during the broadcast, back to white 
paper. The system is lost on Mr. Richter, 
however, who is color blind. 
"When it comes down to the line-up 

I make all the decisions," he said. "I ask 
advice from everyone, but you have to 
make final judgments yourself. If you feel 
in your bones that a story is good, you 
just have to go with ' it; you act the way 
you yourself think. I remember when 
the Supreme Court overturned the Mi-
randa decision and we were the only net-
work that led with the story. There was 
a lot of foot-dragging—not outright mu-
tiny, but reluctance of everyone here to 
go along with my decision. But I just 
knew it was important, not just for that 
day, but for every single teen-ager ever 
picked up on marijuana. In effect I told 
everyone, Godammit, this is what's im-
portant today.'" 
Among the people Mr. Richter con-

sults during line-up slating are his as-
sistant producer, Vienna-born Walter 
Porges, who also worked for CBS News, 
and produced most of ABC's political 
and election coverage from 1958 to 1965. 
Mr. Porges, 42, is the control room pro-
ducer during the broadcast. (Like his 
counterparts, Mr. Richter watches his 
program from an office monitor.) 
And Mr. Porges works closely with 

Ben Blank, ABC News's director of 
graptics, to coordinate the light box (on-
air news titles) and visual backdrops for 
the program. ABC News is fairly burst-
ing with pride about its graphics, which 
are more a.listic and catchy than the 
stafIdard photos and maps usually shown 
on the other networks. The graphic de-
partment occupies most of the ABC 

News building's fifth floor. ( It's a small 
office at NBC and CBS). Mr. Blank, who 
looks like a respectable Marlon Brando, 
and chief artist Jerry Andrea churn out 
about six completely new logos per day, 
as fast and as last-minute as the pro-
ducers can take them. 

"I'm particularly interested in graph-
ics," said Dick Richter, who, when he 

had Mr. Porges's place under Av Westin, 
worked daily with Mr. Blank. On a deli-
cate graphic problem, such as a decision 
to feature a magnifying glass over the 
White House with the words "FBI 
Probe," Mr. Richter still works closely 
with Mr. Blank. 

"I'm artistically oriented," Mr. Richter 
explained. "If I retired right now I'd open 
up an art gallery." He feels graphics serve 
to, keep evening audiences, easily dis-
tracted by dinner dishes and kids, in-
terested in the program. "Our obligation 
is not to entertain, exactly, but we should 
see to it that the audience has a pleasant 
experience esthetically, as well as an 
informing experience." 

Stuart Schwartz, who holds a masters 
degree in journalism from Northwestern, 
is the producer in charge of copy screen-
ing and story timing for Evening News. 
His days are spent on the inside of the 
news slot, facing Mr. Richter. The 29-
year-old Chicago native is also producer 
for the 15-minute ABC Weekend News, 
which is experimenting with an assort-
ment of ABC-affiliate anchormen to lead 
the show. 

Producer Jeff Gralnik is liaison be-
tween the executive and technical ele-
ments of the broadcast. He is often seen 
sporting a bright red sweater in lieu of 
shirt and tie. Another CBS News gradu-
ate and former press secretary to Sen. 
George McGovern until he joined ABC 
two years ago, Mr. Gralnik, 34, pre-
screens all film and tape that come to 
New York. Mr. Richter only prescreens 
it if Mr. Gralnik thinks there is a prob-
lem. 

Ordinarily Mr. Richter reviews all 
scripts, but doesn't see footage or tape 
until after final cutting. "If we're taking 
a piece from a station we're not too 
familiar with, I psyche out the guy on 
the phone, to see if I can trust him, to 
see what kind of person he is," Mr. 
Richter said. "I'll prolong a phone con-
versation purposely to get his mental out-
look. Unless he is an outright incom-
petent, there will be a good chance to 
get at least an acceptable product." 

Reproduced, with permission, 
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Dick Richter is always talking about 
time. If we slip five seconds on each 
story, we're in trouble. If it's a crushing 
day, I'll tell a correspondent exactly how 
many minutes I want, and that's usually 
inflexible. I tell the producers in the field, 
'I have to be the determining guy.' If I 
say make a story one minute, and the 
guy thinks he can make it a minute-
thirty, and doesn't tell me, that guy 
should be fired. That's terrible." 
Compared to ABC's free-style, proper-

ly disheveled atmosphere, the NBC Night-
ly News operation is businesslike and 
formal. Les Crystal runs a tight ship. His 
staff structures its day as carefully as 
a First Lady's appointment calendar. 
When the preliminary line-up is being set 
at about 2:30 p.m., most of the Nightly 
News team is in Mr. Crystal's office. 
When the line-up is finished, they leave 
ensemble to return at about 3:30 to 
hammer down the timing for a final run-
down. Mr. Crystal solicits and depends 
on input from his closely knit outfit, and 
John Chancellor assumes a prominent 
role in the first line-up meeting. The 11 
a.m. bureau conference call finds Mr. 
Crystal on the phone in his office, the 
others in the newsroom, listening on the 
public address system. As close to 5:30 
as possible, Mr. Crystal deserts his office 
for a chair reserved all day for him at 
the news desk. Here he screens carefully 
each piece of tape as it is first switched 
to New York for the night's broadcast, 
often commanding an editing job. 

Mr. Crystal's manner is cool and pro-
ficient. He may crack a joke, but seldom 
a smile. Nonetheless, an air of relaxation 
emanates from the newsroom. After one 
bureau conference call, he told the bu-
reaus, "I felt all week that our spots were 
very well put together, editorially and 
otherwise. Please keep up the good 
work." 
He was 39 when he took over as exec-

utive producer of the Nightly News al-
most a year ago. He had been the broad-
cast's London field producer for three 
years, after spending two years produc-
ing the Huntley-Brinkley Report (which 
the Nightly News was then called). 

Since his graduation from Northwest-
ern University in 1957, Lester Crystal 
has been a constant and progressive 
broadcast journalist, starting out with 
CBS News in Chicago. He was an NBC 
Chicago producer, most notably, of 
Dateline: Chicago, the Emmy-award win-
ning documentary series. 

Paul Friedman, a Nightly News pro-
ducer, attributes much of the calmness in 
newsroom procedure to Les Crystal's 
professionalism. "In here, he's boss. He 
has final authority. If Chancellor and I 
don't like something, he has the last 
word. But I've never seen it come to 
that; it's very largely a team effort." 
The Nightly News executive doesn't 

play with news. "Sometimes a story is 
so hard to shoot you have to delay it," 
he explained. "But usually that story will 
still be a valid story tomorrow, and if 
you can't get it, there's no sense in play-
ing games." 

Richard Fischer, 42, is second in com-
mand to Les Crystal. The two joined 
NBC in Chicago the same year, and 
worked on the same broadcasts. Mr. 
Fischer holds a masters degree in jour-
nalism from Northwestern, which he at-
tended at the same time as Mr. Crystal. 
Before moving to New York, Mr. Fischer 
was the West Coast Nightly News pro-
ducer. 
"We leave a lot of news judgment to 

our correspondents." he said. "We work 
out the timing of a story through the day, 
and if the correspondent says he can't 
do a story in, let's say. two minutes, and 
we know him to have good news sense, 
we follow his suggestion. We leave the 
form of the story to them, also. Before 
the pre-feed, we've seen the outline, 
heard the script and discussed how to 
cut the story. We're like rewrite men on 
a newspaper taking a story from the re-
porter in the field, and touching it up." 

Calling the shots for the CBS Evening 
News is 40-year-old Paul Greenberg, 
who looks out over the bustling news-
room from a somewhat dimly lit office 
decorated with vibrant Navajo rugs, 
knick-knacks, Indian jewelry and a large, 
gaping ceremonial mask. "These things 
are my trip," he explained. His beard 
contributes to the academic appearance, 
yet Paul Greenberg's "rap" is the liveliest 
of the three executive producers of net-
work evening news. 
"Some days it's hard to do a show. 

The news just doesn't make sense, it 
doesn't shake down. So you stand on it 
and go boom! boom! boom! and you 
hammer it down. And then you go 
around convincing everyone that it 
works." 

Mr. Greenberg had an exhaustive CBS 
News career before taking over the Eve-
ning News a year and a half ago. He 
wrote for Morning News, and produced 
for the weekend news; he produced cov-
erage of presidential trips, space flights 
and political conventions, including the 
1972 Miami conventions, and the riots 
at the Chicago convention in 1968. He 
took a BA in history at the University 
of Michigan, and an MA in journalism at 
Columbia, where he has been a guest 
lecturer. 

Mr. Greenberg does the Evening News 
line-up himself, finishing at 3 or 4 in 
the afternoon. "It's not a dictatorship; 
it's just my style," he said. "I wander 
around here all day. I have the line-up in 
my mind, like ideas filtering through a 
funnel; in my mind it's structured, but 
there are all these people around me say-
ing, ' no! no!" 

But his intuitive style is backed up by 
a good deal of technical experience. 
"I've done everything—cameraman, edit-
ing, behind camera, in front of camera, 
wire-service writer—it's an advantage be-
cause it helps me explain things to 
people." 

"I don't have an opinion of the evening 
viewer. I try not to pay attention to 
stereotypes. The Evening News is a jour-
nalistic product. We try to make it easy 
to understand, we don't talk down to 
the people and we don't overwhelm them. 
It's a cliche, but our job is to cover the 
news." 

Mr. Greenberg notes technical excel-
lence along with journalistic excellence 
in judging the quality of a broadcast. "I 
want to see every story done right, be-
cause I'm a perfectionist. But you can't 
really do every one right, because you're 
relying on a whole bunch of people, air-
planes, electronics. On Tuesday at 6:22, 
for example, Dan Rather called about 
the CIA destroying its tapes. It hap-
pened to be a terrific story, and the show 
went smoothly. but I had to be in here, 
watching the show develop, and take his 
story. You still have to fly the plane; it's 
taking off at 6:30." 

His failing, Mr. Greenberg acknowl-
edges, is not praising his associates 
enough. "If a piece is good, nine times 
out of ten, I won't say anything, because 
I expect the person to be good. It's his 
job. I don't think anyone here should 
do second rate work. But if it's bad, I 
always say something." 

Three producers work under Mr. 
Greenberg—Edward Fouhy, in Wash-

ington; Ronald Bonn, who coordinates 
graphics, visuals and electrographics, and 
John Armstrong handling the day-to-day 
coordination between bureaus and asso-
ciate producers. Mr. Bonn, who is 44, 
scripted and produced The Warren Re-
port, four-part series on the 1963 Kennedy 
assassination and investigation. He holds 
a journalism degree from Pc nn%> Ivan id 
State University. Mr. Armstrong, 36, has 
been the program's senior producer 
since December 1971. He produced all 
Watergate coverage for the Evening 
News and headed an 11-person unit 
covering George McGovern's presiden-
tial campaign from Labor Day until the 
November election. He was producer for 
the 1972 and 1968 presidential conven-
tions. He joined CBS 10 years ago. 
The staff at CBS is relatively inac-

cessible, because it is CBS's strict policy 
to bar visitors from the day's organiza-
tional meetings. "We have a rule for 
everything and a rule against every-
thing," Gordon Manning said. "We've 
had a few bad experiences, and no suc-
cessful business was ever conducted 
openly. You can be too frank and too 
available." 

At NBC and ABC openness was the 
password. Les Crystal not only encour-
aged BROADCASTING to look over his 
shoulder, but to listen in on urgent con-
ference calls to the Middle East. 
Some of CBS's attitude seems to come 

from its keener aura of competitiveness. 
CBS declares its news a better broadcast, 
because it has " better people." Walter 
Cronkite glues himself to the monitors in 
his office immediately after the first feed 
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to scrutinize the NBC and ABC evening 
offerings. " I always watch the opposi-
tion," he says. Neither of the other two 
anchormen nor the NBC and ABC execu-
tive producers follows Mr. Cronkite's 
example. 

There arc variations in the evening 
news operation., and one reposes in 
the iatings. Recent national Nielsens eave 
CliS a 15.2 rating and a 29% share; NBC 
had a 13.1 rating and a 25% share, and 
ABC followed with 10.7 rating and a 
22% share. These refer to the Jan. 28-
Feb. 1 rating period, which saw CBS 
pull ahead from a one to a two rating 
point lead over NBC from the previous 
rating period, Jan. 21-25, when CBS had 
a 14.7 rating/27% share; NBC a 13.7 
rating/26% share, and ABC an 11.4 
rating/22% share. 

Just two weeks earlier, however, CBS 
and NBC were 0.2 rating points apart, 
and on Oct. 29, NBC had been a rating 
point ahead of CBS with 16.1/28 over 
CBS's 15.1/26. 

Paul Greenberg says he doesn't under-
stand ratings. Richard Fischer says he 
wishes someone would figure them out. 
Walter Cronkite attributed CBS's brief 
one-point drop below NBC to "my long 
vacation," apd a lull in White House 
scandals. Dick Richter is quick to point 
out that because ABC has fewer affiliated 
stations, the ABC Evening News has to 
have lower ratings. "We shouldn't be 
compared against them, in effect, since 
we have fewer stations. But we are ahead 
of the other networks in terms of clear-
ance percentage." 

All 190 ABC affiliates carry the Eve-

ning News. About 210 of NBC's 218 
affiliates clear the Nightly News. Of 
CBS's 201 affiliates, 194 clear the Cron-
kite show. 
NBC's Nightly News is a strong num-

ber one in Chicago, Atlanta, St, Louis, 
Milwaukee, Houston and Columbus, 
Ohio, among other markets. Consistent 
number-one markets for the A BC Eve-
ning News are Buffalo, N.Y., Hartford, 
Conn., Philadelphia, Wichita, Kan., Ama-
rillo, Tex., and Rockford, Ill. among 
others. The CBS Evening News finds a 
number-one welcome in New York, Los 
Angeles, and San Francisco, among 
others. 

Network evening newscasts share many 
of the same sponsors. Exxon, American 
Homes, J. B. Williams, Sterling Drug, aid 
General Foods are listed as continuing 
"major" sponsors for CBS Evening News 
and NBC Nightly News. The CBS pro-
gram is also heavily supported by Scott's 
Liquid Gold, and NBC names the Ford 
Motor Co. as a chief advertiser. Exxon 
currently is fully sponsoring the NBC 
Weékend News, and has fully sponsored 
individual weeknight broadcasts. ABC 
declines to list by name its recurring 
sponsors for the Evening News but states 
they are primarily drug and food prod-
ucts. ABC's Evening News has six min-
utes of commercials, NBC and CBS have 
five. 
More commercials do not result in 

ABC's reporting a smaller number of 
news items than NBC or CBS, although 
it reports 60 fewer seconds of news. Ont 
night in January ABC Evening News 
reported 13 news items, NBC reported 17 

and CBS reported 20. The following 
night ABC reported 16, NBC reported 
19, and CBS reported 13. The following 
night the order changed again. An aver-
age turns out to be about 15 stories per 
weeknight broadcast. 

However, all three network-news ex-
ecutive producers say they are prepared 
with much more material, in fact, they are 
usually prepared for at least a 40-minute, 
not a 30-minute, broadcast each weekday 
evening. 

Both ABC and CBS use the "clicker" 
form of program introduction; CBS leads 
with a list of correspondents and their 
locations, voiced-over on Mr. Cronkite 
in the newsroom. 
ABC leads with the correspondents and 

the stories they will report on, read by 
Mr. Smith and Mr. Reasoner, and chalked 
up on the light box. NBC opens with its 
lead story, introduced by John Chancel-
lor, following an electronic Nightly News 
logo. Dick Richter feels the "clicker," 
admittedly borrowed from CBS, does get 
the broadcast into the first story slightly 
later, but "the audience likes it, and be-
cause of it, the show is exceptionally well 
organized." 
Gordon Manning, CBS News vice 

president, feels the "clicker" "gives 
stature to the broadcast and its corre-
snondents," and "gives stations time to 
join us so they never miss the first news 
item." The "clicker" was the inspiration 
of Walter Cronkite and CBS News pro-
ducer Don Hewitt. 
The three newscasts usually cover 

identical stories, and often in identical 
order. On Jan. 17, the day President Nix-
on announced the Mideast disengage-
ment on television at 3 p.m., ABC and 
NBC led with his public statement. CBS 
led with footage from Suez narrated by 
correspondent Marvin Kalb, and took a 
commercial break before going into the 
Nixon speech. "We lead with Watergate 
more than the other networks," a CBS 
News executive said. 
ABC has commentary from its anchor-

men ( Mr. Smith, Monday-Wednesday-
Friday: Mr. Reasoner, Tuesday-Thurs-
day) each night. "We're the only broad-
cast that actually says, 'these are our 
commentaries,'" Mr. Richter pointed out. 
NBC has occasional commentary from 
David Brinkley in Washington, CBS an 
occasional commentary from Eric Sevareid. 
ABC has three Evening News feeds, 

beginning at 6 p.m., a broadcast Mr. 
Reasoner laughingly refers to as a "re-
hearsal." CBS and NBC feed twice, live 
at 6:30, and taped or updated at 7. 
Mr. Greenberg calculates that the 6:30 
broadcast is modified three out of five 
times, usually for technical reasons, and 
corrected once in three months for 
journalistic reasons. 

At ABC, the early feed may go slightly 
haywire, as it did Jan. 18 when the 
"clicker" order did not turn out to be the 
order of the stories presented. "It's a typi-
cal Friday," said Dick Richter, who was 
substituting for Mr. Porges in the con-
trol room. "Harry on the phone" [mean-
ing to get Mr. Reasoner on the phone] was 
heard throughout the broadcast from Mr. 
Richter, who chewed gum rapidly from 

6, when the show went live, until 7, 
when it had been rebroadcast almost 
completely live again. 

Anchormen on the New York evening 
newscasts are vastly separate in their in-
volvement with the shows they represent. 
Harry Reasoner is occupied in the morn-
ings with taping the Saturday Reasoner 
Report, which he writes himself, and 
with his daily radio column, which he 
doesn't. He generally appears in the 
newsroom around noon, and confers 
casually with Mr. Richter and Mr. Blank, 
and writes his Evening News commen-
tary from his office. Material read by 
Mr. Reasoner on the broadcast is written 
and edited from wire cony by one of 
the Evening News's greatest assets, Sid 
Kline, former wire service reporter—the 
only network newswriter who wears an 
eyeshade. 

"I have a substantial influence on how 
the news works," Mr. Reasoner main-
tains, "but I don't pretend to come in at 
9 and put stories together and start 
raising hell." Formerly with CBS News, 
he feels that network " remains the best 
commercial news because of its longer 
tradition. But we're creeping up on 
them." ABC's advantage, he believes, is 
that "we're a little looser here." 

"I suppose I'm competitive and juve-
nile," he smiles. "I like the game of eve-
ning news as well as the great principles. 
Since I arrived here we've come from a 
weak third to a strong third in the ratings. 
I'd like to be a good second before I 
leave." 
NBC's John Chancellor doesn't want 

to see any newscast go far ahead or far 
behind because it creates "a distortion. 
If you're far ahead, there's a chance of 
complacence, and if you're far behind, 
there's a tendency to use tricks," he said. 
"I would like to be just a little ahead so 
we can say we're first. But Walter and I 
are old friends. He was over at my house 
last night." 
Of the three New York anchormen, 

Walter Cronkite plays the strongest role 
in an evening news broadcast. He lives 
for it. "The basic inspiration of every-
thing that happens on this show," said 
Paul Greenberg, "is Walter Cronkite. 
He's the best journalist I've ever worked 
with. No major decisions are made with-
out consulting him, and if it a big 
problem, it's constant consultation." 

To broadcast five weeknights and two 
reduced weekend evening news shows, 
each network spends around $200,000 
per week. That includes salaries of the 
approximately 50 people per network 
who work exclusively on the evening 
news program. The weekly budget figure 
usually includes the additional services 
and reportage committed to the nightly 
newscasts by the entire netwo-k news 
division. 

"This whole organization," says Gor-
don Manning, CBS News vice presi-
dent, " points to 6:30 p.m. EST." 
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ARE VIEWERS GETTING 
THE OLD 

RERUN-AROUND? 

Despite protests, the networks, 
unions and FCC can't seem 
to stem the tide of repeat 
programs 

By Peter Funt 
When TV viewers write to the Federal 
Communications Commission, what is 
their most common complaint'? 

It isn't sex or violence It isn't the 

length of Walter Cronkite's vacation or 
the style of Howard Cosell's toupee. 
What viewers gripe about most is re-
vealed in letters like these: 

"It is irritating enough seeing reruns 
all spring and summer but to have them 

in December is too much!"—K.M. 
Evansville, Ill. 

"My mother and I have a small in-
come and we depend on TV for enter-
tainment. We wish you could find some 
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way to have TV without repeats."— 
G.T. Jr., Jacksonville, Texas. 

"As an actor knocked out of work 

. I am completely opposed to the 
present network practice of runaway re-
runs."—J.8 F., New York, N.Y. 

Complaints like these, plus pressure 

from 22 congressmen and leaders of 
the TV trade unions, have finally forced 
the FCC to acknowledge officially the 
rerun glut. In October, the Commission 
voted to issue a " Notice of Inquiry," the 
first step in a tedious investigatory pro-
cedure, to determine if something 
should be done to limit the number of 
reruns on network television. 

At issue are reruns carried by net-
work affiliates during prime time. In this 
investigation the FCC is not dealing 

with off- network reruns—the I Love 
Lucy type—which dominate the sched-
ules of most independent stations. 

The rerun matter has been before 
the FCC since May 1972, when Holly-
wood film editor Bernard Balmuth, ag-
gravated by the proliferation of reruns, 
wrote a letter to the FCC in the form 

of a single- citizen petition. Balmuth 
suggested a rule to limit the netwr7ks 
to 25 per cent reruns, meaning a return 

to the early '50s' formula of 39 new 
shows and 13 .repeats for each series, 
each year. Balmuth's petition stirred up 

a lot of talk, but for more than two 
years the FCC did little more with the 
case beyond assigning it a number 
(RM-1977). 

"There was no reason for such a de-
lay," says Congressman Alphonzo Bell 
(R- Cal.), who led a group of 22 law-

makers in keeping the protest alive. 
What the FCC finally decided to do— 

by issuing the Notice of Inquiry—is have 
a semipublic debate. Networks, unions, 

producers and other interested parties 
have been asked to file written opinions. 
The Commission also made a rare re-
quest for public participation by noting 
that letters from viewers will be placed 
in the docket and considered. 
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But the antirerun forces fear that 
after years of debate, the Government 
will fail to put the necessary rules on 
the books to curb reruns. 

Why won't the FCC crack down? 
(1) It is not clear whether the agency 

is empowered to limit reruns. 

(2) Combating reruns means fighting 
the networks, and the FCC has always 
respected their power. 

And (3) there has been so much 
hassling over the " Prime-Time Access 
Rule." the FCC is reluctant to open a 
similar can of worms. (The Access Rule 
was an attempt by the FCC to promote 
diversity of programming during peak 

viewing hours by taking some of the 
networks' time and giving it to the local 
stations. It was an unusual government 
intrusion into program content and, in 
addition to being controversial, the 
rule has failed to bring viewers the 
type of programs the FCC had in 
mind.) 

But the rerun arguments before the 
FCC are more clear-cut than those in 
the Access battle. The networks insist 
that reruns are an economic necessity 
that coincidentally benefits the viewer. 
The Hollywood trade unions demand 

fewer reruns so there will be increased 
production. TV producers and viewers 
are caught in the middle. 

No one disputes the fact that there 
are more reruns on the air than ever 
before. Each year an "average" series 
now makes between 22 and 24 new 
episodes and every episode is repeated 

at least once. To fill the rest of the 52 
weeks, entertainment specials or news 

and sports programs are scheduled in 
each time period two or three times 
annually. 

"Rerun-itis is all blown out of pro-
portion," maintains NBC-TV president 
Robert T. Howard. "The whole debate 
comes down to just one thing—cost." 

Howard and his counterparts at CBS 
and ABC share almost identical views 

on reruns, as evidenced by written ar-
guments already filed with the FCC. --> 



continued 

But while the network chieftains are Ed Callaghan, chairman of the Con-
usually eager to discuss their busi- ference of Motion Picture and Television 
ness, both Robert D. Wood of CBS and Unions, which has 18 unions represen-
Walter Schwartz of ABC (now head of ling people on both sides of the camera, 
the firm's Leisure Group II) refused to says the same is true throughout the 
be interviewed about reruns. Instead, industry. "Makeup men, electricians. 
they issued terse statements through you name it," says Callaghan, " they're 

network spokesmen indicating that re- being put out of work by reruns. Unless 
runs are not something the FCC should something is done about the ( Prime-
get involved with. Time) Access Rule and the number of 

reruns, we'll all go hungry!" 

Robert Howard explains NBC's posi- The networks contend that a rule 
lion this way: "The problem is the Ire- limiting reruns would not necessarily 
mendous rising cost of anything that's make more work for actors or members 
being done on film for TV. We don't of Hollywood craft unions According to 
contemplate ever doing fewer than 22 NBC's Robert Howard, budgets are al-
shows per year; on the other hand, pro- ready stretched as far as possible. In-
ducing more episodes seems to be an stead of producing more episodes of 
economic impossibility." existing series, Howard says he would 

Economies also concerns actors, use foreign imports and cheaper do-

actresses and technicians who make mestic products—such as game shows 

TV shows. Jessica Walter (NBC's Amy — in prime time. 

Prentiss), who is on the board of direc-

tors of the Screen Actors Guild (SAG), 
told me what she thinks about reruns: 
"Professional actors have the unique 
experience of watching themselves (on 
the tube) put themselves out of busi-
ness. That's where it's at. We're fighting 

for our very existence." 
SAG has been fighting reruns for 

years, arguing that fewer reruns would 
mean increased production and thus 
more ¡obs for actors. Clearly. SAG has 
not succeeded in reducing the number 
of reruns, simply because actors—and 

producers who hire actors—do not con-
trol reruns—the networks do. So the 
union's tactic has been to demand 
higher rerun pay, making reruns more 
costly. Last June. SAG negotiated a 
new contract with the producers. call-
ing for much higher rerun residuals. 
"We made some progress," says 

Jessica Walter. " but it's minuscule when 
you consider the number of actors put 
out of work because so few episodes 
are made each year. An actor can't 
profit from higher rerun pay if he 
doesn't work in the first place, and most 
of our 30,000 members aren't work-

ing." 

Some TV producers also fear the con-

sequences of a rerun rule. " If I were 
to lose reruns:' states Hollywood pro-
ducer Quinn Martin, "then either the 
networks would have to pay me a lot 
more money or I'd be out of business." 
All of Martin's series (Cannon. Barnabv 
Jones, Streets of San Francisco, The 

Manhunter and Caribe) are now bud-
geted at more than 5200 000 per epi-
sode—examples of how TV production 

costs have more than doubled in the 

past 15 years. 
Martin explains . "The budget no 

longer covers the cost of nroducing a 
show. I 'depend on extra money from 
reruns and foreign d'stribution to make 
a profit. If the producer doesn't have 

reruns, he's finished." 
But not all producers depend on re-

runs the way Quinn Martin does with 
his ultrahigh- budget action- adventure 

series. The people who make situation 
comedies, for instance, which are shot 
in a studio on tape rather than on film, 
can make a profit the first time the pro-
gram is shown because the production 

costs are lower. The most successful 
producer in this field is Norman Lear 

(PC in the Family, Maude, uood Times, 
Sanford and Son and now The Jeffet-
sons and Hot I Baltimore). Lear's eco-
nomic position allows him to have a 
different view on reruns: " I'm doing 24 
shows with each of my series that have 
been on since September, and actually 
I'd be just as happy doing 22. But the 
public interest would be better served 
if there were fewer reruns." 
I asked Lear about the networks' 

claim that limiting the number of reruns 
would wipe out profits. " I've got an 
article from Variety [the trade paper] 
hanging on my wall," Lear explained. 
"It uays, ' Profits for each network were 
up sharply last year.' NBC,was up 114 
per cent, ABC up 62 per cent and CBS 
up 47 per cent." 

While the networks and some pro-
ducers defend the current rerun system 
on the basis of cost, they are also 
obliged to argue in terms the FCC must 
deal with: public interest. Statistics 
gathered by NBC and CBS show that 

only 13 or 14 per cent of the Nation's 
TV viewers watch the average program 
when it is first shown. Thus, it is sug-
gested, reruns give viewers a chance to 
catch what they have missed. The net-
works also argue that series reruns gen-
erally get higher ratings than summer 
replacements. 

"It's a gross rationalization on their 
part," counters Dennis Weaver (Mc-
Cloud on NBC), who is president of 
SAG. "We're not against rerunning the 
best material—that's why we say limit 
reruns to 25 per cent. That way the 
public would get the cream of TV re-
peated. As it is now, they get it all." 
Congressman Alphonzo Bell believes 

current rerun scheduling is "an inef-
ficient use of the public airwaves." He 
points out that during the ' 70- 71 sea-
son over 43 per cent of the networks' 
prime-time schedules consisted of re-
runs. (The FCC made a staff study 
using TV GUIDEs for the ' 73- 74 season 

and found " roughly the same situa-
tion.") "And that," says Congressman 

TV GUIDE FEBRUARY 1, 1975 

Bell, " is a helluva lot of reruns." 
This season there have already been 

numerous network reruns. During the 
week following Christmas, more than 
half of the prime-time network shows 
—with the exception of a few live sports 
programs—were repeats. The first epi-
sode of Rhoda, which premiered on 
Sept. 9, was repeated' by CBS on Dec. 
30. An episode of Police Woman, first 
aired on Oct. 25, was repeated by 

NBC just 63 days later, on Dec. 27. 

But despite the rerun rampage, it 
seems unlikely that the Government will 
ever force a limit. The feeling in Wash-
ington is that the FCC issued its No-
tice of inquiry only because of public 

pressure. Now, observers believe, the 
case will close after all sides have been 
heard and the Commission makes a 
formal plea to the networks for volun-
tary curbs on reruns. The FCC would 
also like the networks to find ways of 
making repeat programs less of a nui-

sance to viewers who don't like them. 
One such step—suggested in the 

original petition—would be for the net-
works to identify all reruns with a written 
or verbal notice at the beginning of re-

peat shows. Another idea—pronosed by 
a viewer—is to have each episode of a 
series numbered (such as: The Odd 
Couple-37) so that the public could 

"chart" its viewing. 
All three networks are opposed to 

these ideas. According to NBC's Robert 
Howard, "People might get confused 
and turn off a show they had actually 
not seen. It would hurt more than it 

would help." 
So, after years of -iebate. where does 

the rerun issue stand? 
FCC: Still hearing complaints but 

not likely to take any definiUve action. 
Networks: Programming reruns as 

usual and refusing to cut back repeat 
material voluntarily. 

Unions: Hollering for fewer reruns 
and increased production, 

Viewers: Well, still getting the old re-

run- around. 



Special Report 

By anybody's 
definition it's 
every night 
at the movies 
In ratings and numbers, made-
for-TV films and theatrical features 
are king of the format mountain 

Rumpled, trench-coated and cigar-plugged 
Lieutenant Columbo of the San Fran-
cisco police department has one thing 
in common with Agent 007, James Bond: 
Both characters are featured in what is 
loosely defined as "movies on television" 
—the dominant programing format of 
this season. 

Movies on television—those that were 
initially produced for theatrical exhibi-
tion as well as the 90-minute and two-
hour television originals the networks 
designate as movies—have so far domi-
nated the national television ratings, help-
ing to destroy CBS on Sunday nights, 
NBC on Tuesday nights and ABC on 
Saturday nights and being the variable 
yet determining difference in the week-
to-week prime-time competition. 
There's no arguing, of course, the 

validity of theatrical productions as 
"movies." But are the made-for-television 
movies really movies? Or stated another 
way, what makes a movie a movie? The 
answer apparently is at the discretion of 
the presenter and, perhaps, in the eye of 
the beholder. 
"A feature film is a function of how 

it's made and where it's made," says 

Philip Barry, executive producer of New 
CBS Tuesday Night Movies. "A feature 
film is one of a kind." 
Adds ABC-TV's vice president for fea-

ture films, Barry Diller: "The only thing 
that makes a movie a movie is that it's a 
different production every week." 

Both agree—as do many others in the 
industry—that the made-for-television 
movie is a separate breed from the the-
atrical production and should be evalu-
ated differently. "It really is two different 
situations," says Phil Barry. "The dif-
ference in the TV movies is the way the 
story is told, the cost involved and the 
way the commercial break is planned." 

Yet in at least one important area Mr. 
Barry won't concede a difference. "The 
technical quality is every bit as good as 
in theatrical films," he contends. 
Even more debatable is whether or not 

NBC-TV's so-called Mystery Movie pro-
grams on Sundays and Wednesdays really 
qualify as movies. Almost everyone out-
side the network who has an opinion 
charges that NBC has merely used the 
magic of the movies in a generic sense to 
boost its police anthology series. Stanley 
Robertson, NBC-TV's West Coast vice 
president of feature films, explains the 
network's position: "Our Mystery Movies 
are both series and feature films," he 

Reproduced, with permission, 
says. "They have the same production 
values as motion pictures. It's just that 
we can tell a story faster with recurring 
characters." 
An executive at a competing network 

hotly contests this logic. "The NBC mys-
tery nights have nothing to do with 
movies," he argues. "They are 90 minutes 
in length with a continuing character, a 
continuing format and a serial nature. 
And one is not a sequel to another as the 
'Andy Hardy' or 'Blondie' or 'Francis, 
the Talking Mule' pictures were sequels. 
No one would refer to the second episode 

of Columbo as the sequel to the first." 
Yet there's no denying that the mystery 

presentations are doing excellently and 
seem to be accepted by the audience as 
movies. NBC-TV's slight early-season 
leadership in over-all average prime-time 
ratings has been aided considerably by 
the strong performances of Columbo in 
the Sunday mystery time slot. Three 
Columbo episodes are among the top-
five-rated made-for-TV movies present-
ed this season. 

What's the price that's paid for this 
movie dominance? Is it too steep for the 
returns achieved? 
A 90-minute movie made for televi-

sion averages about $450,000 in costs. A 
two-hour TV movie costs maybe $ 1 mil-
lion. Most of these television originals 
have to be deficit-financed. There's always 
the dependence on a second run and then 
syndication to amortize the costs. Also 
TV movies have become a commonly 
used and more economical vehicle for 
program development with production 
companies selling such current series as 
The Rookies, Assignment Vienna. Del-
phi Bureau, Ghost Story and Th- Wal-
tons off pilot feature-film productions. 
When ABC-TV's Movie of the Week 

started it was strictly experimental. Still 
it had an initial one-year investment of 
$7.5 million for 24 productions—more 
than ABC-TV had ever committed to a 
single series. Now, more than four years 
rater, its investment reportedly is what 
is felt to be a reasonable 33% higher. 

"You've got to stick to budget," says 
Barry Diller, who supervises the movie 
series for ABC-TV. "You set a level and 
say, 'This is the way it's going to be.'" 
Supposedly Mr. Diller works by calling 

for a budget that is 10% less than what 
film producers propose, basing this strat-
egy on the conviction that certain cush-
ions are built into production budgets. 
After the inevitable give-and-take com-
promises, ABC-TV reportedly has been 
averaging 71/2 % less for its TV movies 
than the budgets initially requested by 
producers. 
And there's no question that the TV 

movies have paid off—certainly for ABC-

TV. In its first season, Movie of the 
Week finished with an average 33% share 
of audience, followed with a 35% share 
the second season and a 38% share last 
season. If any one development has 
spurred ABC-TV into the midst of the 
prime-time competition it's the 90-minute 
weekly movie concept. 
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CBS-TV's Phil Barry makes it plain 

that the TV movie is here to stay, if for 
no other reason than there is maybe only 

a two- or three-year supply of theatrical 
movies left. "The number of films made 
for TV is approaching the number of 
theatrical films produced," he points out. 
"The time is creeping up on us to get 
good product." 
He also thinks that the average audi-

ence response indicates that movies made 
for television will generate more viewing 
than the ordinary theatrical film shown 
on television. "The television audience 
likes the idea of seeing a movie the first 
time it's being presented," he contends. 
The costs of theatrical films are more 

extravagant and more complex in their 
relationship to television. It is not simply 
a matter of taking the cost of producing 
a theatrical movie and the gross it gen-
erated at the box office and translating 
these figures into the kind of rating the 
film can expect on television. Often a 
low grossing film will achieve extraordi-
nary ratings and high grossing films will 
wind up with low ratings. 
There seem to be certain keys to 

whether or not a theatrical film will be 
successful on television. The stronger the 
merchandising potential of a film and 
the sooner the film can play television 
after its theatrical showing, the more 
promising it is as a TV entity and the 
higher its TV circulation. The broad-
ness of the film's intrinsic appeal may be 
another key to its television success. 
Some film buyers use a point system to 

evaluate a theatrical film for television. 
The film's star, for example, is awarded 
so many points, the budget of the film 
rates so many more points and its box-

office gross accounts for still more. All 
the points are added and the total is sup-
posed to indicate how valuable a movie 
will be for television. 

"If I began to do this I think that I'd 
turn it into chaos," says Barry Diller. "I 
think I would probably make all the 
wrong buys. For me there's no system. 
The system is simply a general knowledge 
of the business. I can't tell you there's 
any science involved." 

This season's theatrical-movie buys 
came about as a result of a combination 
of deals. It used to be that the networks 
bought packages of features from the 
movie producers with mixed first-rate, 
second-rate and even third-rate titles. The 
total package price, in recent times, aver-
aged out to some $800,000 per feature 
film. 
There were exceptions. ABC-TV, as 

far back as 1966, reportedly paid $5 mil-
lion for two showings of "Cleopatra." 
This was supposed to have been the most 
ever paid for a single theatrical feature 
to be shown on television. Indeed, it was 
said to have been enough to push the 
super-extravaganza, which 20th Century-
Fox Pictures produced for more than $30 
million, into the black. 
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Now, though some theatrical films are 
still bought in a group with other films, 
others are bought individually or in a 
special group of films of similar quality 
or theme. Thus, among this season's 
more publicized films, "Patton" was an 
individual single-picture, single-showing 
purchase ( for nearly $2 million, it's esti-
mated), while "Love Story" was part of 
an over-all agreemei.. zal a number of 
films with Paramount Pictures ( for about 
$3 million and more than one showing). 

Again as evidence of the diversity of 
today's theatrical-movie buys, NBC-TV 
spent a reported $3 million for "My Fair 
Lady"; while ABC-TV spent possibly 
as much as $5 million on "Lawrence of 
Arabia" and $ 18 million on seven James 
Bond movies. 

"Individual deals have existed for a 
number of years," says Mr. Diller, "but 
they usually existed in special circum-
stances. I think the future will make this, 
more and more, the way to buy films." 
The trick in making these cream-of-the-

crop buys at top-dollar prices pay off is 
the number of plays that go along with 
the deal. Mr. Diller, who has made more 
of these deals than anyone, explains: 
"A lot of figures have been printed and 

a lot of things have been said, but the 
fact of the matter is that when you break 
all of them down into two-hour units-
which is the way we buy films-these 
films' average price per unit is the same 
as the average price we pay for any 
film." Mr. Diller cites as an example 
"Lawrence of Arabia," a 300-minute 
movie to which ABC-TV reportedly has 
the rights to five plays over a number of 
years. "If you take the gross number of 
units of 'Lawrence of Arabia,'" suggests 
Mr. Diller, "and you straight line that 

average against a standard, normal, aver-
age film, the price is the same for the 
comparable unit." 

According to this unit-price basis, the 
only movie that will not pay off for 
ABC-TV is "Patton," which was a single 
film buy for a single play for a lot of 
money. Yet using the same unit standard, 
the seven James Bond movies from 
United Artists cost ABC-TV $2.5 million 
each for a single buy, but only about 
$800,000 each for the three plays they 
are expected to receive. 

Movies on television have become big 
business not only in terms of product 
buys and production costs but, most im-
portant, in time sales. Advertising indus-
try sources estimate that the aggregate 
of theatrical and made-for-TV movie 
programs will account for more than $30 
million in advertising revenues for the 
three networks from mid-September 
through December. 
The cost of advertising in movies on 

television, on average, ranges from $50,-
000 to $65,000 per commercial minute, 
with $ 150,000 per commercial minute 
charged for ABC-TV's "Goldfinger" said 
to be the highest price ever charged. 
Chrysler Corp., through Young & Rubi-
cam Inc., and Chevrolet, through Camp-
bell-Ewald Co., are thought to be the ad-
vertisers spending the most money for 
movie programing time. 

It's most evident that movies on tele-
vision are at a peak this season. Is there 
a higher peak after this one? NBC-TV's 
Stanley Robertson doesn't see how 
"there's ever going to be more movies 
than now." He thinks the opposite pos-
sibility is much more likely-that there 
will be fewer movie programs on the air. 
And despite the fluctuations in the 
use of movies, he's confident that there 
will always be some sort of coexistence 
between series and movies on television. 

ABC-TV's Barry Diller has definite 
thoughts that coincide with Mr. Robert-
son's. "I think we have enough movies 
now," he says. "Should we increase the 
number, I think that there will be some 
attrition. I think that this would be a 
healthier business with fewer movies. It 
will certainly not be healthier, in my 
opinion, with more movies." As movies 
become less special in the way of pro-
graming, he points out, "I think they'll 
also become less of an alternative to se-
ries programing." 
The impact of movies on television 

may be the result of what CBS-TV's 
Phil Barry calls the "seesaw effect." Ac-
cording to this theory, lots of movie-
goers, in the early days of television, be-
came dissatisfied with theatrical features. 
Routine movie fare took a whipping from 
television. To offset this, theatrical pro-
duction in the 1960's and early 1970's 
became better and better, really excep-
tional in some instances. Meanwhile TV 
audiences became dissatisfied with routine 
TV series and turned to movie presenta-
tions for diversion. 

"Both the TV and motion-picture in-
dustries serve each other," says Mr. 
Barry. "Both work to each other's benefit." 

The top-10 movies on network TV this season 

Title 

1. Love Story 
2. True Grit 
3. Patton 
4. Goldfinger 
5. Brian's Song (repeafl• 
6. Columbo ( 11/26)* 
7. The Green Berets 
8. Valley of the Dolls 
9. Cactus Flower 
10. Columbo (10/15)* 
*Made for TV. 

Network 

ABC 
ABC 
ABC 
ABC 
ABC 
NBC 
NBC 
CBS 
NBC 
NBC 

Television's 10 most-watched movies, 1961-72 

Rating Title 

42.3 1. Love Story 
38.9 2. True Grit 
38.5 3. Patton 
31.1 4. Ben-Hur 
30.4 5. The Birds 
29.0 6. Bridge on the River Kwai 
28.9 7. The Night Stalker* 
28.7 8. Brian's Song (original showing)* 
28.1 9. Goldfinger 
28.0 10. Womeii in Chains* 

*Made for TV. 
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Network 

ABC 
ABC 
ABC 
CBS 
NBC 
ABC 
ABC 
ABC 
ABC 
ABC 

,iouseholds 
reached 
(Ox) 

27,410 
25,210 
24,950 
22,300 
21,780 
21,030 
20,629 
20,430 
20,150 
20,060 
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Between the scenes: Ludington, Massey and Marden 
Made-for-television movies do not pose 
one problem to the networks that the 
theatrical feature does: From the be-
ginning, the made-for-TV product is 
tailored to television standards. Not co 
for the feature film, which keeps execu-
tives at each of the networks busy with 
the editors. 

Alan Ludington, the director of net-
work film program production at ABC-
TV, smiles when he talks about how he 
handled a delicate scene from the movie 
"Some Like It Hot." "It was the party-
in-the-train episode and Marilyn Monroe 
was wearing a rather revealing black 
nightgown," he says. "At one point, she 
leans out of one of the upper berths and 
there they are, staring you right in the 
face. We had to cut the cleavage, of 
course, but we couldn't do away with the 
scene because she has some lines of dia-
logue that had to stay in. 

"So we ended up cropping the frame 
at the point of her neck and blowing up 
the full-face shot so that it now took up 
the entire frame. 

"Here we maintained the integrity of 
the scene while getting rid of the 
gratuitous cleavage," he says. " If we can't 
maintain the integrity of the original ma-
terial, then I don't think we should buy 
the film for TV showing at all." He men-
tioned the movie "M•A`S*H" as one 
that would be ruined by what the TV 
censors would have to do to it. "We 

didn't buy it when it was making the 
tounds because we'd have had to cut 
most of the fun out of it," he says. 
" 'M'ASH' would have become mush 
when we took out the sex and the hilari-
ously funny black humor—the censors 
even wanted to cut the blood and gore, 
which were essential to the movie's 
theme." 

Mr. Ludington has been involved in 
various film-editing and production 
chores for ABC since 1951. As he puts 
it, " I try to match the training I've re-
ceived in the creative areas of the dra-
matic arts with my knowledge of film 
cutting and film-editing techniques." 
ABC, as do the other networks, 

divides its two-hour movie slots into six 
acts ( with each act lasting until it's 
interrupted by a brace of commercials; 
the seventh brace of commercials is in-
serted before the movie starts). "The 
typical act lasts about 12 minutes," Mr. 
Ludington says, "but the first acts are 
usually much longer than that because 
we want to hook the audience early and 
get them involved in the plot and the 
characters. 

"I try to make sure that each act is a 
self-contained whole, and, if possible, to 
end the act at the ending of a natural 
scene, to get the theatrical effect of the 
curtain ringing down. One thing I'll never 
do is to end an act on a cliffhanger—all 
you do is make your audience angry 

when you build up their expectations in 
a dramatic situation and then leave them 
in the lurch with a bunch of commer-
cials. They're likely to end up hating the 
sponsor." 

Over at CBS-TV the whole corner of 
Michael Marden's modest office is lined 
with thick can, 1,1 Idin, and he goes to 
the movies as often as he can to keep up 
with current trends. "We'll never buy a 
theatrical film for showing on television 
unless it has been approved by program 
practices," says Mr. Marden, who is the 
director of the feature-film department 
at CBS, "but if it's the kind of title that 
could get us a big audience, we'll take 
some time before we turn it down." 

He mentioned "The Dirty Dozen" as a 
good example of a movie that at first 
glance seemed too violent for television. 
"But I figured that with the right editing 
we could make it work on CBS," he said. 
His optimism was rewarded by the solid 
ratings and shares the movie chalked up 
on the two separate movie-format nights 
CBS needed to accommodate its long 
running time. 

With another controversial movie, "In 
Cold Blood," CBS had originally planned 
as many as 52 cuts, according to an in-
dustry source, but then discovered that 
director Richard Brooks's contract speci-
fied that he had final say even over the 
TV version of his movie. "We worked 
very closely with Brooks on 'In Cold 
Blood'," Mr. Marden says. 

But because Mr. Brooks permitted very 

little cutting, CBS decided to flash a care-
fully written notice on the screen at the 
beginning of the movie and at the mid-
way point, warning people that the pic-
ture contained scenes and dialogue that 
some might find offensive. The movie 
finished in the Nielsen top 20 for the 
week and, as one CBS executive put it, 
"the complaints were negligible." 

Prior to taking on the job of director 
of feature films, Mr. Marden spent five 
years at Benton & Bowles as programing 
supervisor on the Proctor & Gamble ac-
count and then four years at CBS as 
"general program executive" responsible 
for corporate liaison with series like The 
Ed Sullivan Show and The Garry Moore 
Show. "Movies on television can't be 
separated from the kinds of things that 
are being done on some of the regular 
series," he says. "Shows like All in the 
Family and Laugh-ln have broadened 
things considerably." And, when it comes 
to censoring scenes or dialogue in a 
movie, he tries to look at the over-all 
context of the picture, at things like plot 
structure, character development, domi-
nant theme. " If any of these elements are 
likely to be hurt by a proposed cut, I'll 
argue against the cut," he says. "I want 
to be as faithful to the original film as 
I can be." 
Two feature films recently bought by 

CBS may cause some editing headaches 
for Mr. Marden: "Woodstock," with its 
sprawling wide-screen composition and 
doses of nudity, and "Who's Afraid of 
Virginia Woolf," which is full of gamey 
dialogue. 

When a major studio is offering a new 
package of theatrical movies to NBC, 
the people who are on deck at the first 
screening of each title are Perry Massey, 
the director of film-program administra-
tion, someone from broadcast standards, 
and someone from the research de-
partment, where predictions are made, 
based on a wide variety of factors, about 
how big a potential audience there is for 
the movie under consideration. 

"If the movie looks as though it might 
give us some trouble, we may look at it 
again, we'll each write separate reports 
on it, and there may be a lot of bull ses-

sions about it," says Mr. Massey, a re-
laxed, good-humored redhead. " But if the 
supplier thinks it's fixable, we'll give him 
a chance to prove it—prove that he can 
tidy it up and still keep the basic qualities 
of the movie intact." 

Mr. Massey offered Columbia Pictures' 
"The Anderson Tapes" as an example. 
"The robbery of the apartment building 
was the key element in 'The Anderson 
Tapes' but it was threaded through with 
sex, violence and bad language," he says. 
So NBC made up a detailed list of all the 
stuff that would have to be cut out of 
the movie and left it up to Columbia to 
keep the patient alive while performing 
the needed editorial surgery. The patient 
not only recovered but went on to win 
its Monday night 9-11 p.m. time slot and 
finish in the top 10 Nielsens for the week. 

"Until fairly recently, we'd been doing 
difficult editing like that ourselves," Mr. 
Massey says. "But we've come to the 
conclusion that the major studios are bet-
ter equipped than we are to do this sort 
of cutting." All of NBC's latest contracts 
for film packages specify that the sup-
plier must undertake any extensive edit-
ing of a given movie. 

Film editing is one of the many jobs 
Mr. Massey has held since he joined 
NBC in 1950. He has also been a film 
librarian, stage manager, director, and a 
commercial producer. Six weeks ago, 
NBC added the title "director of special 
programs" to his nameplate but he's con-
tinuing to function in the film-program 
department as well. 

Mr. Massey sees NBC as "consistently 
tight" in refusing to bend in the wake 
of the anything-goes permissiveness of 
many of the theatrical movies made over 
the last decade. " It's one thing to plunk 
down three dollars to see a movie in a 
theater," he says. "There it's a conscious 
decision on your part—you're doing the 
selecting, you're the one responsible for 
how -you're spending your time. But it's 
quite another thing to be sitting in your 
home watching the same movie free on 
television. In that case, we're the ones 
who are responsible—we have to exercise 
the control, we have to do the selecting, 
because there's such a huge mass audi-
ence out there." 
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it's getting wiped out in the demographics, 
if not in absolute numbers, with Newly-
wed Game at 2 and the audience-partici-
pation show, Girl in My Life, at 2:30. 
ABC recovers in ¡he demographics at 

3. Its General Hospital drama ( 9.2 rating, 
29 share) finishes second behind NBC's 
Another World, and CBS's The Price Is 
Right (6.4 rating, 28 share) comes in 
third, showing, in addition, the demo-
graphic weaknesses that plague just about 
all game shows ( which, particularly when 
school is out, skew disproportionately to-
ward children and teen-agers). 

This skew toward youngsters takes 
some ( but not much) of the bloom off 
the staggeringly high numbers CBS has 
been getting with its Match Game '74 at 
3:30 ( 10.1 rating and 32 share). ABC's 
drama One Life to Live (7.9 rating and 
25 share) is second and NBC's new con-
temporary soap opera, How to Survive a 
Marriage (6.3 rating and 20 share), has 
been having "writer problems, cast 
changes and general growing pains," ac-
cording to Miss Bolen, who adds, " It's 
still on its first legs." The total audience 
drops off precipitously at 4, with CBS's 
Tattletales benefitting from the Match 
Game lead-in to the extent of a 7.0 rating 
and 22 share. NBC's competing drama, 
Somerset, has a 6.0 rating and 19 share 
and ABC's new $10,000 Pyramid, just 
inserted in the line-up, got a 5.2 rating 
and 18 share in its first week. 

In general, the networks have been 
fiddling around wth some day-time exper-
iments to vary the monotony of games 
and serials. But the problem, as CBS's 
Bud Grant, for one, sees it, is that one-
shot tests, like a 90-minute drama or a 
daytime variation of the news-magazine 
show, 60 Minutes (both of which CBS 
has tried), are enormously expensive to 
produce and just don't get the ratings to 
justify their cost. According to this for-
mulation, the daytime viewer is a creature 
of habit, who resents any interruption in 
the networks' remorseless daily routine. 

But ABC has decided to go ahead with 
five more 90-minute dramas for next sea-
son ( which are irregularly slotted in the 
daytime schedule under the generic title, 
ABC Afternoon Playbreak). "Bristol-
Myers is giving us substantial backing on 
this project," says Mike Brockman. "And 
these playbreaks give us some diversity on 
the schedule—they at least let the TV 
watcher have an occasional alternative to 
the serial and game-show mold." 

Reprinted, with permission, 

The networks' 
new frontier 
in programing 
What used to be late night' 
is now the lead-in to early morning, 
and some think the schedules 
will eventually run to 24 hours 

The three IV networks are locked in a 
late-night battle that is as fiercely com-
petitive as the prime-time sweepstakes, 
despite its smaller scale of investments 
and returns. 
NBC, a solidly entrenched number one 

in the 11:30 p.m. to 1 a.m. NYT time slot 
due to the durability of Johnny Carson, is 
knee-deep in an experiment to program 
the 90-minute period after Carson. There 
have been nine telecasts so far of the 
youth-targeted Midnight Special (Fridays 
—or, to be technical about it, Saturdays 
—from 1 to 2:30 a.m.), and NBC is 
calling the show a hit on the basis of the 
Nielsen averages, which give it a 4.1 
rating and 29 share (with the most recent 
pocketpiece showing a 4.9 rating and 35 
share). In addition, NBC is taking a 
tentative first step in putting together a 
new entertainment package for the week-
end with a once-a-month 11:30 p.m.-1 
a.m. comedy-variety show beginning in 
October, to be hosted by actor Burt 
Reynolds. 
CBS, having failed in its attempt, with 

The Mery Griffin Show, to out-Carson 
Mr. Carson, decided in February 1972 to 
counterprogram with a broad mix of 
movies, ranging all the way from Alfred 
Hitchcock's 1935 classic, "The 39 Steps," 
to the 1971 remake of "Wuthering 
Heights." Within a couple of months, the 
network had doubled the shares it had 
been getting. Since then, despite occas-
ional wide fluctuations in ratings, depend-
ing on the title, The Late-Night CBS 
Movie, week in and week out, has de-
livered a steady, low-30's share. 

In recent months, ABC has been laying 
on a heavy publicity barrage over its 
catch-all Wide World of Entertainment, 
an umbrella title that encompasses, in any 
given month, five nights of Jack Paar and 
five nights of Dick Cavett, with the other 
two weeks given over to a melange of 
rock music ( the In Concert segment 
every other Friday), comedy, variety, 
drama and documentaries. 
The cost-per-minute figures for the 

various Wide World elements provide 
something of a barometer of how each 
is faring in the eyes of the network. "In 
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Concert," which is geared to an audience 
of older teen-agers and young adults and 
which, in six shows to date, has a 6.7 
average Nielsen rating, with a 21 share, 
goes for $ 15,000 a minute. ( In all of the 
Wide World elements, ABC reserves eight 
network minutes for itself, leaving nine 
minutes of commercial breaks for its 
affiliates.) The current sponsors of the 
show—Gillette, Pepsi, Dodge and War-
ner Lambert—are all aiming their mes-
sages at the 18-to-24-year-olds, who are 
said to be less inhibited in spending habits 
than those of any other age group. 
Jack Paar's show started out at $ 15,000 
a minute, but, after a satisfactory pre-
miere week in the Nielsen nationals ( 5.2 
rating and 19 share), he slipped to a 4.1 
rating and 15 share in February and a 
3.9 rating and 14 share in March. As a 
result of this decline, ABC lowered the 
minute price to $ 10.500. (The most re-
cent pocketpiece, however, shows Mr. 
Paar recouping a bit, with a 4.1 rating 
and a 16 share.) The alternate-week 
mix of comedy-variety-drama-documen-
tary was priced low to begin with, at 
$8,000 a minute. But when some reruns 
of 90-minute made-for-TV movies and 
an "Alan King Inside Las Vegas" show 
outpointed the Late-Night CBS Movies, 
ABC began charging $ 10,000. "The Dick 
Cavett Show" is tabbed at $7,000. 

At these prices, according to George 
Newi, a sales vice president at ABC, the 
entire Wide World slate is siteld out 
through June. CBS is also experiencing a 
seller's market with its late-night movies, 
so much so that as of tomorrow ( May 1) 
it is raising its minute cost from $ 15,000 
to $ 16,000. Since the CBS movies always 
run past 1 a.m., a total of 21 minute 
positions are provided. The network takes 
11 minutes each night and gives the af-
filiates 10 minutes to sell to local or spot 
advertisers. 
The CBS stations are doing some grum-

bling, according to Ed Pfeiffer, vice pres-
ident and general manager of WPRI-TV 
Providence, R.I., the affiliates' chairman, 
about the network's taking all of its 11 
minutes before 1 a.m. "The affiliates 
would like to get more station-announce-
ment positions prior to I a.m.," he says. 
"The audience is not terribly big after I. 
and some stations end up with a lot of 
unsalable inventory on their hands." Mr. 
Pfeiffer hastens to add that there's no 
affiliate revolt in the offing. The matter is 
destined for discussion, however, at the 
upcoming affiliates' meeting May 15-16. 
NBC's success with Johnny Carson 

allows it to set aside nine minutes for 
network commercials at $21,000 a min-
ute ( although volume buys have been 
known to knock the price down to as low 
as $ 17,000), with eight minutes for af-
filiates to sell. Sitting in at a meeting on 
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NBC's expanding late-night schedule with 
Herb Schlosser, executive vice president 
of the network; Mort Werner, senior vice 
president, program planning; and Mike 
Weinblatt, vice president, sales, is like 
listening to three men who have cornered 
a lucrative market. "After 10 years of 
doing the show, Johnny Carson seems to 
be still ;- his prime," says Mr. Werner. 
"If anythi..6, the move to California, the 
new locale, has made him funnier, more 
brilliant than ever." 

"Carson's really the only regular 
comedy star on the air who's constantly 
making topical comments and sticking 
pins into our foibles," adds Mr. Schlosser. 
"And don't forget," chimes in Mr. 

Werner, "that NBC's success in the late-
night arena predates Carson by quite 
a number of years." He mentioned 
Broadway Open House, which ran in the 
early fifties, Steven Allen, who hosted a 
show from July 1953 to January 1957, 
and Jack Paar, July 1957 to March 1962. 
The NBC executives acknowledge that 

they have their work cut out for them in 
lining up affiliates for the upcoming once-
a-month Saturday/Sunday Burt Reynolds 
shows. Only 104 NBC affiliates currently 
plug in to the Saturday/Sunday Tonight 
Show reruns (compared with the 214 
stations that take Carson on week nights). 
Ancil Payne, the executive vice president 
of KING-TV Seattle and a member of the 
board of NBC affiliates, says that many 
stations prefer to show movies on the 
weekends but " if Burt Reynolds becomes 
a red-hot property, the affiliates will be 
glad to accept it." 

Mr. Weinblatt regards Midnight Special 
as a success, particularly by its demo-
graphic standards. According to Nielsen, 
62% of its audience on a given Friday is 
made up of 18-to-49-year-olds (compared 
to the prime-time average of 44%). NBC 
also likes to boast about the affiliate 
coverage of the show; despite the late 
hour, 194 stations are carrying it. The 
network is still proceeding cautiously on 
its plans to program Monday through 
Thursday from 1 to 2:30 a.m., however, 
and will not talk about formats it may 
have in mind. 

Mr. Payne sees clearance problems for 
this time period among stations that go 
off the air after Carson. The cost of ex-
tending weekday operations into early-
morning hours, he says, could prove bur-
densome to the smaller affiliates, particu-
larly when it comes to renegotiating union 
contracts for overtime and for altered 
work shifts. 

Over at CBS, Irwin Segelstein, vice 
president for program administration—a 
fussy, deliberate man who sports one of 
the few beards to be seen in the execu-
tive suites—says, " Before Mery Griffin, 
there was no CBS network show at 11:30, 

ar.1 the affiliates did very well program-
ing movies or syndicated reruns of former 
network shows." But when CBS joined 
NBC and ABC in the late-night crap-
shoot, according to Mr. Segelstein, "the 
network viewers ended up with very little 
choice of program type between Carson, 
Cavett and Griffin. So the independent 
stations in the larger urban markets— 
which were counterprograming with mov-
ies and other dramatic forms—began to 
pick up ratings and share points at our 
expense." 
When CBS turned to network movies, 

however, it doubled the Griffin show's 
shares without having any effect at all on 
Carson's or Cavett's shares. CBS's big 
gain, says Mr. Segelstein, came largely 
from people who deserted the independ-
ent stations' movies in favor of the movies 
on the network. 
CBS hasn't yet come up with any 

magic formula enabling it to predict how 
well a particular type of movie will do 
on a given night, although, in Mr. Segel-
stein's words, "we've knocked out the 
shibboleth that the exploitation-horror 
picture is the safest bet for showing on 
Friday. We've discovered that westerns, 
in general, play much better on Fridays 
than the exploitation movies." 

Mr. Segelstein also has a rule that the 
longer a movie runs, the better; those 21 
minutes of commercials have to be shoe-
horned in every night, and when a picture 
is only 75 minutes long, that makes for 
a lot of shoehorning. 

At ABC, the man to see about the 
Wide World ot Entertainment is feisty, 
volatile Michael Eisner, the vice president 
for programing development and chil-
dren's programs. "We're at the point 
now," he says, right off the bat, "where 
on any given night we can beat both 
Carson and the CBS movies in the rat-
ings." 

But Mr. Eisner readily admits that 
some elements of Wide World aren't 
working. "Jack Paar hasn't found his 
groove yet," he says. "But we're working 
on the show, and I can assure you that 
Jack Paar will survive us all." 
As for other Wide World soft spots, 

"the 'comedy news' format hasn't been 
successful," he says, "and I don't think 
we'll do any more two-part taped dramas, 
like 'Frankenstein' and 'Dorian Gray.' 
People don't want to commit themselves 
to watching the first part because they're 
afraid something will come up the next 
night, or they'll be too tired to watch it." 
One of the most encouraging signs of 

Wide World impact, as Mr. Eisner sees 
it, is the improved station clearance for 
the new format. The figures supplied by 
ABC show that at its peak last year The 
Dick Caveu Show was clearing 142 sta-
tions, 119 of which were live feeds, 23 
delays. At its peak so far this year, Wide 
World cleared 166 stations ( 144 live, 22 
on delay)—a jump in national coverage 
of from 86.8% to 93.4%, according to 
ABC. 

Mr. Eisner's final thought should 
quicken the adrenaline flow of any net-
work salesman. "Considering the habits 
of many Americans, I can foresee a time 
when the networks will be successfully 
programing 24 hours a day." 
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LOCAL TELEVISION PROGRAMMING 

By virtue of the fact that broadcasters, both radio and television 
hold public licences, each broadcaster has a responsibility to see that 
the media are used for the dissemination of information and opinion on 
matters of public importance. To give the public only that type of 
program which is most currently in vogue would seem to be ignoring the 
responsibility of developing new program forms, raising the level of 
popular tastes, encouraging new talents, eliminating ignorance, and 
advancing public understanding of the world around the audience. Most 
discriminating television broadcasters treat this area of endeavor with 
some degree of accountability--but there are some for whom local 
considerations hold very little interest. 

One area most common to all broadcasters is that of news. Most 
stations ( with some few exceptions) will program local news--some 
produced in a professional manner, others produced with very little 
attention paid to good production technique. Program consultants gener-
ally agree that the station with a strong local news emphasis will 
generate an audience which will carry over somewhat to their other 
programs. Many stations are beefing up their news operations and 
improving the production of their news shows in order to take advantage 
of this fact. 

Another area in which all stations are involved is that of pro-
gramming purchased through syndication, or distributed by the barter 

method. Barter is the method by which a sponsor can be assured of 
having a vehicle which will carry his message ( by paying the production 
costs), provide the local station with a respectably produced program, 

and yet allow room for the local station to maximize its profit by 
selling a portion of the program locally. Some programs like " Lawrence 
Welk". "Hee Haw", and "Wild Kingdom" are programmed by barter on as 
many stations as a sponsor might generate over a commercial network. 
Since there is no local money invested in the program, the station is 
not financially bound to aDsorb the loss if the program should not 
prove to be viable in thei - market. 

Syndicators are plagued with the problem of not enough quality 
product to satisfy the demand. A program almost has to run for three 
years on the network to guarantee an adequate supply of titles since 
most stations are " stripping" their purchases and use up five episodes 
per week. Some popular syndicated titles are "Hollywood Squares," 
"Let's Make A Deal," "To Tell The Truth," and "The Price Is Right." 
Since program cost is dictated by the size of the market, per episode 
costs will run from 20 thousand dollars in a major American market to 
under $ 100 per title in a small TV market. 

These costs would be further influenced by the re- run provision of 
their contract. Anywhere from 6 re- runs of all the episodes down to 
perhaps only 1/3 of the episodes being allowed to be repeated once 
reduces the per run cost to a much lower figure. Feature film packages 
generally follow the same contract format, but because of the much 
higher package cost, re- run provisions are in the five and six re- run 

o 
o 
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range. Film packages costing up to $ 500,000 are not unusual in a 

medium sized market--depending on the number of titles in the package. 

Beyond these two program directions, you will find little being 
done, relatively speaking, in the way of local programming that is 

very challenging or exciting. Some groups with wider distribution 
possibilities among their owned stations have attempted innovative 

programming. AVCO invested many dollars in the production of a series 
of programs for children. Group W ( Westinghouse) has produced a number 
of documentaries, among them one on the foster parent. The Storer 

Stations get involved heavily in the problems of their local communities. 
This is not to say that other stations do not. These groups are only 
examples. But much of the local program involvement takes the form of 
talk and/or interview--probably the least exciting program format in 
terms of audience appeal. One bright spot is the recent success of maga-
zine-format local shows during the access hour. Such programs have 
attracted good audiences in Boston, Washington and San Francisco, and 
in television success breeds imitation. 
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ARBITRON TELEVISION Top 10 Programs--Four Selected Markets 
in February, 1976 

Market: New York, ADI Rank 1 

Rank Program 

1. All In The Family 

2. Rhoda 
3. Welcome Back Kotter 
4. ABC Sunday Night Movie 

Barney Miller 
Laverne and Shirley 

5. Maude 
6. Happy Days 

Market: Miami, ADI Rank 14 

Rank Program 

1. All In The Family 
2. ABC Sunday Night Movie 

Six Million Dollar Man 
3. Laverne and Shirley 

Maude 
4. Rhoda 

Tony Orlando and Dawn 
5. Baretta 

Good Times 
Kojak 
Rich Man-Poor Man 
Welcome Back Kotter 
Winter Olympics (Wed.) 

6. Barney Miller 
Cannon 
Jeffersons 
Sanford and Son 

7. Phyllis 

Metro 
Rating Rank  

39 7. 
34 
32 
31 8. 
31 
31 9. 
30 
29 10. 

Metro 
Rating  

32 
29 

(Sun. ) 29 
27 
27 
26 
26 
25 
25 
25 
25 

25 
25 
24 
24 
24 
24 
23 

Rank 

Program 

Jeffersons 
Mary Tyler Moore 
Sanford and Son 
Phyllis 
Rich Man-Poor Man 
Streets of San Francisco 
Winter Olympics (Thurs.) 

Bob Newhart 
Sonny and Cher 

Program 

S. Bionic Woman 
CBS Evening News (Wed.) 
CBS Evening News (Mon.) 
Mary Tyler Moore 
M*A*S*H 
Ralph Renick Report (Mon.-

6PM) 
Ralph Renick Report (Wed.-

6PM) 
Sonny and Cher 
Streets of San Francisco 
Winter Olympics (Thurs.) 

9. ABC Monday Movie 
Bob Newhart 
Carol Burnett 
Donny and Marie 

Happy Days 
Police Woman 
Rockford Files 
Starsky and Hutch 

10. Doc 
NBC Thursday Movie 
Waltons 

Metro 
Rating  

28 
28 
28 
27 
27 
26 
26 
25 
25 

Metro 
Rating  

22 
22 
22 
22 
22 

22 

22 
22 
22 
22 

21 
21 
21 
21 
21 
21 
21 
21 
20 
20 

20 
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Market: Charleston-Huntington, ADI Rank 42 

Rank Program 

Metro 
Rating_ Rank  

1. Police Woman 
WSAZ News (Wed.-6PM) 

2. Hollywood Squares (Thurs.-
7:30PM) 

Truth or Consequences (Wed.-
7PM) 

Truth or Consequences 

(Thurs.-7PM) 
3. Emergency 

Little House 
Waltons 

4. NBC Nightly News 
5 Hee Haw 

Sunday Mystery 
Truth or Consequences 

7PM) 
World of Disney 

6. Last of the Wild 
Movin' On 
WSAZ News (Thurs.-6PM 

40 
40 

38 

38 

38 
37 

on the Prairie 37 
37 

(Wed.) 35 
34 

Movie 34 
(Tues. -

Metro 
Program Rating  

7. WSAZ News (Fri.-6PM) 32 
8. Hollywood Squares (Tues.-

7:30PM) 
Nashville Music 
NBC Nightly News (Thurs.) 

Petrocelli 
Truth or Consequences (Mon.-

7PM) 
WSAZ News (Tues.-6PM) 
WSAZ News (Mon.-6PM) 

9. Ellery Queen 
Gunsmoke 
Sanford and Son 

10. NBC Nightly News (Mon.) 
NBC Nightly News (Tues.) 

34 NBC Saturday Movie 
34 NBC Nightly News (Fri.) 
33 Rockford Files 
33 Truth or Consequences 
33 7PM) 

Market: Portland, Oregon, ADI Rank 25 

Metro 
Rank Program Rating 

1. ABC Sunday Night Movie 
Winter Olympics (Wed.) 

2. Happy Days 
3. Winter Olympics (Thurs.) 
4. All In The Family 
5. Laverne and Shirley 
6. Winter Olympics (Fri.) 
7. Lawrence Welk 
8. Hollywood Squares (Mon.-

7:30PM) 
Streets of San Francisco 
Welcome Back Kotter 

Rank Program 

33 9 M*A*S*H 
33 Rhoda 
32 Waltons 
31 Winter Olympics 
29 10. Baretta 
28 Bionic Woman 
27 Maude 
26 Six Million Dollar 

World of Disney 
24 
24 
24 

(Fri. -

31 
31 
31 

31 

31 
31 
31 
30 
30 
30 
29 
29 
29 
29 
29 

29 

Metro 

Rating  

23 

23 
23 
23 
22 
22 
22 

Man ( Sun.) 22 
22 
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Broadcasfinn Oct 14 1974 Reproduced, with °emission, from BROADCASTING Magazine 

CHICAGO DETROIT 

RLAZK TOTAL METRO 

5IHR: 4C ,uNs 

42.11 RS 5011S 

WASHINGTON DC 

EL ACK TOTAL METRO BLACK 

54HRs I 'MINE 

47iiti s 53 . 
45 117+52214ms 

"OTAL METR ; 

39NR541u ris 

PHILADELPHIA CLEVELAND 

BLACK -OTAL METRO 

50HRs24MINa 

43 1413528ml 

BL ACK TOTAL' METRO 

59HRS I3PeN5 

45HR522t.OttS 

New measure of black viewing. Black households watch :elevision 
"s;gnificantly" more than households generally, the A C. Nielsen 
Co. found in special studies in the metro areas of five major 
markets. Just how much more is shown in the city- by-city charts 
above (which describe black-vs.-total-metro-TV-household viewing 
in terms of average hours per week for the 7 a m. - 1 a.m, broad 
cast day). 

In three markets for which day-part detail was available—Chi-
cago, Detroit and VVashington—Nielsen said higher levels of black 
usage were evident in almost all day-parts but most pronounced 
in Monday-Friday daytime and early fringe. Prime time accounted 
fo • the largest blocks of viewing among both black households 
and total households but represented a lower percentage of total 

viewing among blacks than among iouseholds generally. 
Not surprisingly, the study also found that programs featuring 

blacks tend to get higher ratings in black households than in 
to:al households. On a total-households basis Sanford and Son. 
for instance, ranked first in Detroit, second in Washington and 
third in Chicago, although in none of those markets with more 
than a 41 rating, while on a black-households basis it ranked first 
in all three markets with 69 ratings in Chicago and Washington 
and a 74 in Detroit. Soul Train didn t make the top 10 in any o' 
the three cities but ranked second e black households in Detroit 
and Washington and, though eighth in Chicago, was credited with 
helping to lift black-'iousehold set usage there to a Satuday 

daytime peak at its 2 p.m. airtime. 

87 



News doctors: 
taking over 
TV journalism? 
Among station news directors, 
nobody's neutral about consultants 
whose role is to be laid bare 
at RTNDA convention this week 

"A small band of terrorists bran-
dishing statistics and calling them-
selves 'news consultants' today 
seized control of station WXXX-
TV, overthrowing the news direc-
tor, firing the news staff and hold-
ing hostage several on-air per-
sonalities who are being forced at 
gunpoint to utter jokes and ban-
alities as part of the group's an-
nounced intention to turn the sta-
tion into an exact replica of other 
broadcast operations it has al-
ready Infiltrated." 

That outlandish fiction is an exaggerated 
way of summing up the immense con-
cern with which some broadcast journal-
ists view the work of about 10 firms 
acting as full-time consultants to local 
TV and radio news departments. News 
consultants have distinguished themselves 
of late by simultaneously receiving the 
highest praise and the harshest criticism 
for their involvement in the state of the 
art of broadcast journalism—particularly 
television journalism. 

Consultants—chiefly McHugh & Hoff-
man Inc., of McLean, Va., and Frank N. 
Magid Associates, of Marion, Iowa—. 
have been credited with increasing visual 
sophistication and bettering reporting 
techniques on local newscasts. On the 
other hand, they have been blamed for 
carrying to extremes the so-called "hap-
py talk" and "tabloid" news formats. 

It is a controversy that has polarized 
broadcasters, although it only began to 
fulminate about a decade after the first 
broadcast news consultancy officially be-
gan. 
When Phil McHugh and Pete Hoff-

man left the Campbell-Ewald ad agency 
in Detroit in 1962 to apply the tech-
niques of audience research to local pro-
graming, it was considered a novelty of 
minor interest. Eight years later, when 
Mr. Magid, a. former sociology profes-
sor at the University of Iowa, took his 
12-year-old opinion research firm into 
the realm of broadcast news, many TV 

journalists were still shrugging their 
shoulders at the idea. 

Then, when both companies helped to 
take,several TV news programs to huge 
and rapid ratings successes, the news-
consultant fever struck. It is no coinci-
dence that in the last four years at least 
nine more companies across the country 
have hung out a news consultant shingle. 
The newer ones: MAGI-C (Melvin A. 
Goldberg Inc. Communications), New 
York; Telcom Associates Inc., New York 
(a program-buying service which also 
turned to news consulting three years 
ago); The Mitchell Group, Los Angeles; 
Reymer Research Inc., Southfield, Mich.; 
Rierson Broadcast Consultants Inc., New 
York; M.A.R.C. ( Marketing and Re-
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search Counselors). Dallas; Katz News 
Service (part of The Katz Agency), New 
York; Arbitron Newscasts Analysis (a 
division of the American Research Bu-
reau), with offices in six major cities, 
and News Aid, a radio news consultancy 
in Marina del Rey, Calif. 

"It's like the plague of the locusts," 
says one veteran news director who has 
worked with both Magid and McHugh 
& Hoffman. 

But the obvious reason for the beget-
ting of news consultants is the success 
records touted both by the consultants 
and their stations. Frank Magid says he 
has brought..."better than 50%" of all 
TV-news clients he has served to the first 
rating position in their markets. Further, 
he says that of till clients he has served, 
98% remain with him. Phil McHugh 
says that half the 75 TV clients he has 
worked with since 1962 have made it to 
first place in their markets and that 
another 40% of the longer-term clients 
have significantly increased their ratings 
position. Only one of his clients has been 
with him less than a year and 16 have 
been with him for more than four years. 
And other news consultants boast com-
parable successes—that is, if a 50-50 
record for elevating stations to first place 
can be called definitive success. 

At stations that have achieved high 
ratings while working with a consultant 
there is disagreement over who is re-
sponsible. " If a consultant is a giant, and 
really knows what he is doing, then the 
station news director and management 
take the credit," says Pat Maio, news 
director at WAGA-TV Atlanta, "but if the 
news director and management are 
giants, then the consultants take the 
credit." 

Most consultants insist, as one put it, 
that the " hest station people want all the 
input they can get." 'I hat translates into: 
"You can't lose with a consultant." 

That apparently, is in dispute; yet 
fewer and fewer stations wish to he left 

in the cold without the kind of consul-
tant input that has become fashionable. 
"A consultant catches lightning in a bot-
tle in market X, and the news goes out 
overnight," says a large-mapket. general 
manager. " Suddenly, a station is ..being 
told, Here's what we did in Exedelphia,' 
and the consultant sells 20 stations on 
that one format." 

Frank Magid now claims to serve 100 
.11/ stations ( as well as 60 radio stations) 
which is almost half the TV markets in 
the country; he hopes one day to have a 
client in every market. It has been Phil 
Mcilugh's announced wish to maintain 
a ceiling of 30 station clients; he has 28 
now. The newer consulting companies, 
two of which were formed in the last 
year, have among them some 40 more 
TV clients. Add these to the broad-
casters who have terminated consulting 
contracts and there is the possibility that 
three of every four TV markets in'the 
country have felt the impact of a con-
sultant. 

"Right now," says Mr. Polillo, " it's 
the only way to fly." But the question 
still in many a newscaster's mind is like 
the one movie earthlings ask one another 
when the suspect Martian space ship ar-
rives: "Are they friendly?" 

from BROADCASTING 

Ralph Renick, for one, thinks not. At 
wrv.r(rv) Miami, Mr. Renick reigns as 
vice president for news, news director 
and anchorman of the city's number-
one-rated early evening newscast. He is 
also a member of the National News 
Council and a former president of the 
Radio Television News Directors Asso-
ciation. He thinks consultants are "an 
insidious influence, the greatest threat to 
news directors and to news broadcasting 
in America." WTVJ had hired Magid 
Associates three years ago. Then, early 
this year, the station commissioned three 
Florida attitudinal/opinion research pro-
fessors to investigate some of the tech-
niques used by Magid in preparing 
wi-vi's research projects. Wiv.1 will al-
low its third yearly contract with the 
Iowa firm to expire this month. "Con-
sultants," declares Mr. Renick, "are a 
little bit like the Soviet army in World 
War II. They come in to liberate and 
end up like an army of occupation, and 
often, to remove the consultant's grip, 
a news director must wage a counter-
attack, with the results all too likely to 
be similar to the Hungarian revoit of 
1956." 
On the other hand, Ray Miller of 

Houston's KPRC-TV, thinks "Frank Magid 
is the 'greatest thing that ever happened 
to broadcasting." Mr. Miller is vice pres-
ident for news and public affairs at top-
rated KPRC-TV. He is also chairman of 
the new RTNDA committee on con-
sultants, which will recommend this week 
at the association's Montreal convention 
that news directors become more in-
volved in a consultant's relationship with 
a station. Mr. Miller's station has used 
Magid research services only—with no 
consultancy contract—for live years. The 
station was also one of the first to use 
audience surveys when it worked with 
McHugh & Holtman over 10 years ago. 

Mr. Miller strongly admires both Mr. 
Magid and Mr. McHugh. "This thing 

can be turned to the advantage of news 
directors if they are willing to see it that 
way," he says. "The consultants' bugi-
ness is adjunct to our business. They 
know many useful things and can do 
things for, you—things you can't do for 
yourself." 

Several consultants bill themselves as 
"full service" advisers to TV (and some-
times radio) stations, which means they 
involve themselves in a station's sign-on 
to sign-olf concerns: access programing, 
promotional campaigns, Iiim buying, 
Fr(' regulations and scoring brownie 
points for license renewal time. Since a 
station's community image and rate card 
are generally conceded to be heavily in-
fluenced by the popularity of its news-
casts, consultants seek to improve a sta-
tion's news rating in every manner pos-
sible. 

Says James Coppersmith, vice presi-
dent and general manager of wtsac-Tv 
Boston, which short-circuited its Magid 
contract: "News is the window of a sta-
tion. It's the thing most station ownership 
is concerned with. It's what people call 
up and complain about. It's the major 
commitment that a network affiliate has 
and it's the closest thing to a sacred trust 
you can have in the communications 
business. 
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Some of Mr. Magid's suggestions do 
find their way into several stations. For 
example, an estimated one-third of all 
his "IV clients use or have used the 
"newsreel," a regular feature that - began 
at one of Mr. Magid's earliest clients, 
WKIIW-TV Buffalo. The newsreel is a 
regular feature containing short film 
pieces strung together and set usually, to 

various kinds of music. Mr. Magid coun-
ters arguments that this represents a cast-
in-bronze formula recommendation by 
pointing out that the newsreel " is treated 
differently in every market." At scsi.-Tv 
Salt Lake City, the newsreel " reflects the 
lighter side of the news." he says, while 
the Buffalo version is "quite serious." 
Newsreel musical accompaniment varies 
and is sometimes phased out, he adds. 

Another popular trait of newscasts re-
ceiving the Magid touch is the " friends 
and neighbors" sequence, in which a 
picturesque or remarkable member of 
the station community is profiled. Mr. 
Magid's radio clients receive a regular 
newsletter containing suggested jokes to 
be delivered on air—if the announcer 
cares to use them. Another Magid As-
sociates pet feature, says Mr. Polillo, 
who worked with Mr. Magid for two 
years at wrvi-Tv, is radar weather. 
"Frank Magid thinks radar weather is 
the greatest thing since canned beer." 

Features such as these are compared 
to syndicated newspaper features by a 
Magid client of four years, Jerry Dan-
ziger of KOB-TV Albuquerque, N.M. 
"There is no question that Magid made 
us number one in the market; I attribute 
the success directly to him," Mr. Dan-
ziger says. After four years of working 
with the Iowa company, KOB-TV has 
changed all but one of its on-air per-
sonalities, accepted Mr. Magid's recom-
mendations on "types of stories" to 
cover, installed the newsreel, temporarily 
tried the friends and neighbors feature. 
altered the news "style of writing and 
filming," added the chroma-key visuals, 
("a Magid-type thing''), shortened the 
stories, became "more informal" on the 

set, and "changed the basic method of 
putting our news together." And, in-
stead of occupying third place among the 
market's stations. is hrst or tied 
for lirst with KOAT-TV—Which employs 
the consulting services of 'the Mitchell 
Group. 
"My opinion," says Mr. Danzigcr, " is 

if you hire someone to recommend some-
thing to you, you should take their ad-
vice or you'd better not hire them. le% 

like going to a doctor who says. 'Take 
pills.' and if you don't take pills, why. 
bother to go to the doctor?" Mr. Magid 
takes the stand that "the stations that 
profited the most from using our services 
are the ones that worked most closely 
with us and took our recommendations." 
One of the most gratifying associations 

between Frank Magid and a station was 
with wrvi-Tv, a "lightning in a bottle" 
that bolted Mr. Magid into the consul-
taney foreground. ;Two years after hir-
ing Mr. Magid in 1969, the station ran 
away with news ratings in Philadelphia. 

"Much of what Magid recommends 
today came out of this station," said its 
news director, Mel Kampmann. "We 
show them what's happening, rather than 
telling them." W PVI-TV was an originator 
of the shorter-length stories now popu-
lar at Magid and non-Magid stations. 
W PVI on its own transports tapes of its 
"news product" to other --TV stations 
several times a week. " It's nothing we can 
copyright, and we're proud that people 
have adopted our style," said Mr. Kamp-
mann. "To some extent, there is a for-
mula" to certain of Magid-linked sta-
tion successes, he said, "but it's done to 
fit each market. They're just guidelines, 
not laws." 

Mr. Magid's explicit recommendations 
to wrvi-Tv included an 18-second mu-
sical and film opening, whose theme 
song, " Move Closer to Your World," 
has been marketed by wi.vvry to some 
SO other ' IN stations. " Magid does not 
get involved with journalistic content; he 
gets involved with the presentation of 
journalistic content," said the wi»vi-Tv 
news director. "1 he most important thing 
Magid taught the management here was 
that you promote or advertise your prod-
uct consistently and year round." Mr. 
Kampmann attributes half his station's 
succe,s to Magid input—one quarter to 
Mr. Magid. and one quarter to the mar-
ket research. 

The high polarization of broadcasters' 
views on consultancy diminishes dras-
tically when one leaves the subject of 
Frank Magid Associates. Each consul-
tant, however, sooner or later finds itself 
embroiled in controversy, and for the 
McHugh & Hoffman firm, seldom a tar-
get for the kind of bitterness characteriz-
ing a Magid critic, the battlefield is 
-happy talk." .Where Mr. Magid is ac-
cused of "mass producing" news be-
cause of his reliance on statistics, Mr. 
McHugh, occasionally, is known for his 
social-class theory. 

Since McHugh & Hoffman always sub-
contract a station's research survey to an 
independent research firm ( frequently 
Social Research Institute of Chicago) 
its strong selling point is tested theory. 
Mr. McHugh encourages his clients to 
look at news programing in terms of 
their market's social and economic class 
structure, and to appeal to the lower 
middle class and upper lower class, for 
whom television is the "primary source 

of information and entertainment." Since 
this class of people—the 7OU bulge of 
the middle class -relies on television. 
they must he communicated to in a " very 
human way," says Mr. McHugh. 

It would appear that many of Mr. 
Metiugh's ideas have been taken up by 
other consulting concerns, in that the 
intimacy of the medium is stressed, and 
an on-air personality is continually he-
ing described in a McHugh-like phrase. 
as being " invited into the viewer's home." 
To be invited in, the newscaster must be 
warns and friendly. 

Walter Cronkite is Mr. McHugh's 
sterling example of a good mass com-
municator because of the relaxed way in 
which the CBS Evening News anchorman 
may interview an astronaut, or because 
of the " million dollar tears" he may shed 
during a moving news story. Applying 
the phrase "happy talk" to an informal 
newscast is "unfortunate," Mr. McHugh 
thinks, but it's part of the "tendency to 
exaggerate the consúltant's role and to 
blame the consultants for everything." 

KGO-TV San Francisco was the Mc-
Hugh & Hoffman lightning rod. During 
its first two years with the consultants. 
KGO-TV stopped counting its rating points 
on the fingers of one hand, and took over 
San Francisco's number-one position 

among 11 p.m. newscasts. eventually be-
coming what is claimed as the nation's 
highest-rated news program, Kuo-sv at 
11 p.m. wallows in a 55c,; share of the 
audience, hut Mr. McHugh is adamant 
that " what makes a station successful 
is hard work." 
"McHugh & Hoffman have a certain 

expertise.- reflected KGO-TV's news di-
rector. Steve Skinner. "They can tell ti 
their impression of what you're doing, 
but you don't have to agree with it. I 
listen to them. but I have never taken 
the position that I have to run right out 
and do what Phil McHugh says." Pat 
Polillo. who preceded Mr. Skinner as 
KGO-TV news director before repairing 
to another McHugh & Hoffman client 
station, %VAGA-TV Atlanta, says that " if 
you think consultants do it all, then 
you're very naive." 
When ABC-TV network news be-

came a McHugh & Hoffman client in 
1968, the consultant firm's reputation 
was considerably elevated. But Harvey 
Gersin. director of research for ABC 
News, deplores the "devil theory- that "a 
consultant comes in and tells you what 
to do." ABC News has used a number 
of independent research houses between 
McHugh & Hoffman projects. 
"We think they are very useful instru-

ments in helping us to see our audience." 

said Mr. Gersin. The consultants' input 
began to filter in around the period of 
transition for Ilse ABC Evening News. 
Market surveys told ABC news execu-
tives that they would have to replace 
''rank Reynolds, then network anchor-
man. " McHugh & Hoffman didn't hire 
Harry Reasoner," says Mr. Gcrsin, and 
the idea of an anchor team preceded the 
consultant involvement. But when Mr. 
Reasoner left CBS and contacted ABC 
through his agent, " Phil McHugh called 
us on the phone and said: 'Congratula-
tions!' " 

Frank Magid Associates has a piece 
of ABC business too. ABC News, while 
continuing its probe of its "image" with 
McHugh & Hoffman. just this year ar-
ranged for a Magid research job deal-
ing with the future shape and scope of 
network newscasts. 
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"Consultants arc not in there to im-
prove journalistic ethics. They're there 
to get your audience up. And anybody 
who says he hires a consultant to help 
with First Amendment responsibilities 
or for any other reason is pulling your 
garter." 
What consultants do for a TV or radio 

news department can be broken down 
roughly into six categories: ( 1) They 
provide the station with detailed statisti-
cal research of viewing traits in its mar-
ket after formulating a market question-
naire with direct input from the station. 
This is primary at Magid and at Mc-
Hugh & Hoffman, secondary at some of 
the newer firms. ( 2) They analyze and 
summarize the research survey and may 
at this point make general recommenda-
tions. ( 3) They make specific recom-
mendations regarding news format, 
packaging, presentation of stories and 
personnel changes. Some consultants also 
help a station find new on-air talent, im-
prove existing talent or relocate a suc-
cessful competitor's talent. (4) They 
spend time in the station newsroom 
checking for problems in personnel, 
training, equipment usage or manage-
ment, and suggest changes. ( 5) They 
regolarly monitor video tapes of the sta-
tion's news program and deliver cri-
tiques. ( 6) Some firms make available 
to their stations tapes of what are con-
sidered exemplary newscasts throughout 
the country. 

Categories ( I), ( 2) and ( 6) are serv-
ices most station personnel would find 
difficult to obtain on their own. Ray 
Miller says he and executives at other 
large station do occasionally make pil-
grimages to view other stations' news 
product. But most broadcasters find it 
difficult to put in the travel time or to 
traffic in video tape, even though they 
are eager to keep up with the state of 
the art. 

Market research is something a sta-
tion can contract for itself, and some 
stations do. Magid and M.A.R.C. in 
Dallas specialize in conducting and com-
piling clients' research. MAGI-C and 
The Mitchell Group have partial re-
search services hut ordinarily deal, like 
the remaining consultants, in statistical 

research from independent firms. In con-
tract research services, a consultant is 
expected to pass it on at cost to the 
client. Stations that obtain research stud-
ies through a consultant are afforded the 
auxiliary attraction, prized by the con-
sultant, of sitting down with the con-
sultant and mapping out the audience 
questionnaire based upon the station's 
particular needs. Although the sum-
mary and analysis that arc returned with 
the survey results may be cursory, they 
can be useful in washing down the dry 
hunks of coded computer statistics. 
The services crucial to the consul-

tant's reputation and to a news director's 
peace of mind arc categories ( 3), (4) 
and ( 5) outlined above. These services 
may hover precariously over matters of 
news judgment, news director jurisdic-
tion and the sensitive subject of dismiss-
ing personnel. 

All consultants insist they do not in-
terfere with "journalistic content" of 
newscasts—meaning, ostensibly, what 
goes into the stories on the air.. And they 
all maintain they do not spy on the news 
staff or badger the news director to take 
their advice—or, as Mr. Renick puts it, 
"promise salvation if you will convert to 
their new-time religion." Practically all 
consultants do admit, however, to offer-
ing unequivocal advice regarding the fir-
ing of personnel. Most consultants esti-
mate this happens in about half the cases 
they encounter. " It's the worst feeling in 
the world," sighs MAGI-C's Mel Gold-
berg, "when you go in to make recom-
mendations and you know somebody's 
going to have problems." Phil McHugh 
explains: "Yes, we do recommend some-
times dropping anchorpeople. If you 
'hire a plumber and he can't plumb, 
you're going to get rid of him." 

Consulting, Mr. McHugh says, " is the 
only business I know of where you get 
paid for telling the absolute truth. If you 
don't, you've lost all your value. An out-
sider is totally objective. A newscast can 
sometimes be to its management like a 
child growing a little every day until one 
day they are surprised to discover the 
child needs a new suit of clothes. There 
are gradual changes you don't always 
see, and the station tends to be more 
forgiving, more accepting of faults such 
as a bad anchor or dull film." Consul-
tants claim their clothes are tailor-made 
for each station. 
The nature of consultant recommenda-

tions was the subject of a recent master's 
thesis by an Iowa State University jour-
nalism student, Candace Harr, who, un-
der the supervision of Professor Jack 
Shelly, queried 22 stations that had 
worked with Mr. Magid, 10 stations that 
had worked with McHugh & Hoffman 
and II stations that had dealt with a 
variety of other consultants. Ms. Harr's 
findings include the following statistics: 
• 65.1% of consultants gave advice on 

the number of films to he used in a news 
program, with half advising as much 
film as possible and half advocating 10 
film pieces per half-hour program. 
• 79% made recommendations on the 

length of film pieces in a news program. 
• 72.1% gave advice on how to han-

dle filin interviews, with 38.7% recom-

mending that the interview's "news 
value" determine the method of presen-
tation. 
• 88.8% made recommendations 

about the program's visuals, with 76% 
stressing this as "very important." 
• 76.7% made recommendations on 

the length of nonfilm stories. 
• 60.6% gave advice on the kinds of 

news to emphasize. 
• 58.1% gave advice on the kinds of 

news to de-emphasize, with 40% advis-
ing cutting down on city hall and politi-
cal news. 
• 83.7% gave advice on feature stor-

ies, with 44.4% stressing their impor-
tance. 
• 79% gave advice on investigative 

reports, with 55.8% stressing their im-
portance. 

• 100% gave advice on informal on-
air conversation, with 71.4% stressing its 
importance. 
• 62.8% made recommendations on 

the language to be used in writing news 
scripts, with some recommending sixth-
grade level language. some rccommeuding 
high-school level language, and others 
recommending "understandable" lan-
guage. 
• 72.1% gave advice on using report-

ers in film stories, with 61.3% stressing 
this. 
• 70% made recommendations on us-

ing reporters live in the news studio. 
• 83.7%. gave advice on news sets 

Nith 41% stressing this. 
• 51.2% gave advice on the use—hir-

ing, firing switching or keeping—of news 
personnel. 

That kind of advice can precipitate an 
allergic reaction, which is what happened 
at Boston's WNAC-TV. which terminated in 
midstream its contract with Magid in 
May 1973. " Frank Magid told us• we 
spent too much time on politics," 
exclaims Mr. Coppersmith. " Hell, in 
Boston, politics is a spectator sport." Mr. 
Coppersmith feels this particular Magid 
survey was conducted during a very 
topsy-turvy political situation in Boston, 
and could not capture in froten statis-
tics the exact audience attitudes toward 

what the station was doing. "Consultants 
are in the market once; we're here 365 
days a year," says Mr. Coppersmith. 
"Magid had no real sense of the streets 
in Boston, a sense of the vagaries of the 
market that make it unique." In Mr. 
Coppersmith's opinion a strong news di-
rector and a news-oriented station man-
ager can turn the ratings trick for their 
TV newscast. 
W IYAC-TV was number three in its mar-

ket, the nation's fifth largest, when it 
dropped Magid's services. Nine months 
later, on its own, the station was first 
with its early newscast and second at 
11 p.m. " In the news area, I just don't 
think you can abdicate news judgment to 
some guy in Iowa you send a show to 
once a month and get a grade on, like 
Journalism 101." 

Just as plastic surgeons are suspected 
of giving every patient the same nose, 
consultants, particularly Mr. Magid be-
cause he handles so many clients, are 
suspected of giving everyone a similar 
newscast. Not everyone, however, thinks 
that is all bad. 
One station manager, who had applied 

several of the more popular of Mr. 
Magid's so-called standard suggestions, 
with altogether pleasing ratings results, 
sees the "formula" accusation two ways: 
"Magid's great effect on the TV indus-
try has involved a similarity in newscasts 
market to market, hut what he's done in 
each one is instill a more professional 
look into local ne-vs that was missing 
before." 

Ray Miller says the "one thing that 
upsets news directors is that consultants 
have tended to make newscasts very simi-
lar. So what? The same thing would have 
happened anyway. Whatever succeeds is 
going to he copied." 
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In addition to Mr. Magid's engage-
ment with ABC News, the network is 
about to culminate a three-part national 
survey on viewer preferences for its new 
morning news/entertainment show, A.M. 
America. premiering in January 1975. 
Sy Amlin, director of research for the 
network, is "constantly in contact with 
Magid" about this "never ending" re-
search. "I don't think of Mr. Magid as 
an alchemist," says Mr. Amlin. "He is 
a very good piofessional researcher who 

doesn't do anything any other profes-
sional researchers don't do." Begun last 
February, the survey encompasses a 
"comprehensive" tabulation of the avail-
ability of vieweis for a new mbrning 
show, a rundown on the national audi-
ence's preferences for hosts on such a 
show, and the pre-testing this fall of on-
air pilots for A.M. America. 

Although sanctioned by ABC research 
rnavins, Mr. Magid's research methods 
have been sharply criticized by the opin-
ion research specialists commissioned by 
Mr. Renick's Miami station to investi-
gate the entire Magid operation. It all 
began, says Mr. Magid, when one of his' 
surveys suggested Mr. Renick accept, for 
the first time in 25 years, a co-anchor 
for The Ralph Renick Report at 6 p.m. 
Thus, insists Mr. Magid, " Ralph Renick 
has a substantial chip on his shoul&r." 
But the opinion researchers turned in an 
extremely unfavorable report on their 
visit to Mr. Magid's Iowa "plant," as he 
calls it. David LeRoy, who is an associate 
professor of attitudinal research in the 
field of mass communications at Florida 
State University, Tallahassee, and direc-
tor of its Communications Research Cen-
ter, insists the Magid research techniques 
are "primitive," potentially misleading, 
"ambiguously worded," "biased" and "in-
adequately supervised." 

"They collect a horrendous amount of 
data and present it very simple-minded-
ly," said Dr. LeRoy, "and it creates a 
great deal of redundancy. There are few 
internal methods for assessing the real 
viability of this kind of thing," he argues, 
"and one reason it is so effective is that 
there are practically no methodologically 
competent people allowed to see the re-
ports." Dr. LeRoy freely asserts that the 
effect of a Magid Associates consultancy 
is to "bludgeon the poor news director 
with this data he's ill-equipped to un-
derstand, challenge or even interpret." 

Mr. Magid dismisses this criticism as 
"amusing. Their research is so full of 
holes . . .. it's like a plumber trying to 
critique the work of a neurosurgeon. 
How is it that we have been able to 
keep our clients and grow to be the 
largest firm in the industry if our re-
search and advice arc incorrect?" 

Dr. LeRoy defines this kind of con-
flict as a shifting of the public trust in-
vested in news ' programers. " In many 
ways the fights between the Magids and 
Renicks of this world may be perceived 
as a fight over professional ethics. Pro-
fessionals control the intellectual core 
of their discipline. TV journalism and 
journalism in particular arc having prob-
lems because some of those key ele-
ments of control—collecting, organizing, 
judging—are being taken over by man-
agement. A news consultant comes in 

and is aligned with the business end 
of journalism. And that means ;1 great 
public trust that is the journalist's respon-
sibility may he given over to management 
and to news consultants." 

Mr. Magid "is very riled" by the ac-
cusation his operation is antagonistic to 
broadcast journalism. " Prior to busi-
nesses like (Mrs coming on the scene, tele-
vision journalism was just another de-

partment. Many managers did not even 
recognize the journalists' contribution 
and didn't realiz.e news was so impor-
tant. We began to show why news was 
so important in people's minds and how 
it permeated the entire broadcast day." 
Frank Magid lintk it "very, very strange 
that broadcast journalists are in reality 
almost biting the hands that feed them" 
in attacking consultants. "Some of them 
have turned on us and not recognized 
that we have created this prominence 
they now enjoy. Have we created a mon-
ster?" 
"One effect the consultants have had." 

offered Mr. McHugh, " is new input from 
totally outside, not based upon what the 
boss says. It's like waking up in the 
morning with a hangover, a beard and 
every defect in your fiice showing up in 
the mirror—that's what a consultant can 
show you, and unless you want to know 
that, you shouldn't start investigating: 
you shouldn't look in the mirror." 

The RTNDA committee on consul-
tants will make several recommendations 
this week at the convention, one of which 
will be to establish the committee as a per-
manent committee of the association. The 
committee members are: Pat Polillo, 
news director, WAGA-TV Atlanta; Ed 
Godfrey, news director, NOW-TV Port-
land, Ore., and Dick Yoakum, profes-
sor of radio and TV service at Indiana 
University, Bloomington. Mr. Miller, 
committee chairman, authored the fol-
lowing recommendations based upon a 
consensus by the committee: 

• "That news directors make their em-
ployers and managers aware that news 
directors should be brought into any dis-
cussion with news consultants before any 
contracts are signed. 
-• "That news directors make it their 

business to check on the qualifications of 
consultants being considered for em-
ployment and. keep in close touch with 
them after they are employed, and that 
news directors work with consultants in 
setting up questions for any surveys 
that arc to be made as part of the service. 

• "That news directors report any par-
ticularly good or particularly bad ex-
periences they may have with any con-
sultant to (his committee. 

• "That this committee be made a 
permanent committee with the respon-
sibility for keeping whatever records it 
can acquire on the news consulting busi-
ness to the end that it may be able to 
advise a member news director whether 
and how many complaints may have 
been reported against a consultant his 
station may be considering." 
One day, consulting services may be 

as common as broadcast sales representa-
tives. Perhaps research surveys will 
emerge from under lock and key in sta-
tion vaults and be made available to all 
broadcast outlets in a market. Perhaps 
inure network-based services such as 

ABC's counseling program will be insti-
tuted, establishing journalistic trade routes 
between large and small stations. 

"Nobody ever dreamed the consulting 
thing would come as far its it has al-
featly," said Mr. Palillo. "What hap-
pens on the day that all three "IV sta-

tions in a market have switched consul-
tants, and everybody's got their rating 
hook in front of them, and they each 
know eserything about talent, attitudes, 
news, films, content, format, pacing? 
.1 hen everybody will start thinking for 
themselves." 

7he preceding report on neWs con-
martinis wax researched and written by 
I.e‘lie Fuller, stuff writer, New York. 
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News: the 'new 
messiah' for 
local TV as 
content gains 
ground over form 
Spiffy anchormen are still important 
but no longer the key to success 
for a station's journalistic efforts; 
reporters and on-scene accounts 
backed by basic professional tenets 
are assuming greater up-front roles 

For the past year a Washington-basal re-
search firm has been asking television 
news viewers why they watch the news. 
The answer given most often may come as 
a surprise to broadcasters whose budgets 
lean heavily toward opulent sets and 
anchormen's tailoring. The most- repeated 
reason for watching local news is: to see 
the news. 
More than the anchorman, more than 

sports, more even than weather, more 
than on-camera banter or those earnest 
advisories on health, food or auto repairs, 
viewers want to see local reporting, 
especially on-the-scene coverage of news 
events. 

That finding, turned up by surveys in 
nine major markets by William R. 
Hamilton & Staff, may give encourage-
ment to the likes of Charles KuraIt, the 
CBS News on-the-road correspondent, 
who last fall attracted national attention for 
a blistering criticism of local news pro-
grams which he said were more concerned 
with cosmetics than with content (BROAD-
CASTING. Sept. 29, 1975). Mr. KuraIt 
counseled broadcasters to quit putting 
their money into " glib, highly paid 
poseurs who wouldn't last two weeks as 
$125-a-week cub reporters on the local 
newspaper" and instead hire competent 
journalists who cared more about news 
than about hairstyles. The audience, he 
said, would follow. 

Mr. KuraIt may have been on the right 
track, if the readings of the Hamilton firm 
are accurate. Some stations, having per-
fected the look of their news, are concen-
trating more on its substance, and the au-
dience is following. 

That confirms what Pat Polillo has been 
saying for months. Mr. Polillo, a former 
news director at stations in San Francisco 
and Atlanta, now vice president, televi-
sion news operations, for the Group W TV 
stations, sees the dawn of the millenium in 
local TV journalism. 

"It's really not the kind of thing where 
everybody changes at the same time," he 
cautions, but he is certain "there really 
has been a change. The maturation pro-
cess in local TV news—which has been 
slower than we would have liked— is begin-
ning to catch up with the potential that it 
always had. As each year passes now, that 
is getting more and more evident." 

Reproduced with permission 

from BROADCASTING Magazine 8_23_76 

What he is talking about is journalism. 
Stations do not have to put 60-second or 
90-second limits on stories or cram 18 into 
a half hour, do not have to change their 
sets every six months or make jokes on 
the air. "We can cover the news now," Mr. 
Polillo says. There are "more people with 
more competence," in local TV news he 
says, with the result that there are more 
"good news stories done better than 
they've ever been done before, and more 
consistently." 

Mr. Polillo draws a dissent, however, 
from Peter Herford, who as director of 
affiliate liaison at CBS News, is that net-
work's resident expert on local TV news 
operations around the country. "I think 
the situation still exists that for every $1 
spent on cosmetics, you see only 50 cents 
spent on the news product," he says. "I 
would like to see it the other way around." 
An indication of how far local TV has 

moved away from good journalism, Mr. 
Herford says, is the ever-shortening 
tenure of the news director. "The life ex-
pectancy of the news director now is two or 
three years," he says, adding that the local 
station is " like a sports team. The first 
thing they do when the team slips is fire 
the manager." The news director's " is an 
itinerant job now." 

In pursuit of quick ratings, managers are 
demanding quick results from their news 
directors, have consequently built into the 
news director's job an instability that was 
not so pronounced 10 years ago. Mr. Her-
ford thinks that regrettable. " You can't 
build a news department in six months or 
a year," he says, "but that seems to be 
what you have to do these days." 
As Mr. Herford sees it, the common 

denominator at local TV stations is the 
proliferation of consultants and beautiful 
anchormen. He cannot be sure whether 
the discovery of the marketability of the 
beautiful anchor created the market for 
consultants, or the consultant caused the 
spread of the carefully coiffed anchor. 

Whichever, both developments are to be 
deplored, Mr. Herford says. 

Another appraisal of local TV news 
comes from Al Primo, veteran of several 
local TV stations and ABC TV news, who 
joined the ranks of news consultants six 
months ago with the founding of Al Primo 
TV News Service. Mr. Primo stresses the 
ascendancy of local TV news, as does Mr. 
Polillo, and even goes so far as to suggest 
that local TV is beginning to outstrip local 
newspapers journalistically. "We're going 
from ' rip ' n' read' over the last 20 years to 
meaningful journalism organizations," he 
says, " whereas newspapers are going from 
meaningful journalism organizations to 
'rip 'n' read' operations." 

Mr. Primo says the realization that well 
practiced journalism can make the 
difference in a station's ratings is nothing 
new. " It has always been a truism that the 
only difference is journalism." What's 
different, he says, is that "more TV sta-
tions are recognizing that now than ever 
before." 

Mr. Primo claims credit for pioneering 
one form of TV journalism that the inter-

viewees in the Hamilton study prefer, the 
eyewitness report. In this form reporter, 
go to the studio to report their stories live, 
mixing in a generous helping of on-scene 
stand- ups. The point is to demonstrate 
that the reporter was an eye witness to the 
news happening and thereby establish the 
credibility of his report. 

Eyewitness news got its start at KYW-TV 
Philadelphia, when Mr. Primo was news 
director there from 1965 to 1968, he says. 
When he took over, there were 15 writers 
and reporters all doing stories for the 
anchor to read. Mr. Primo says he put 
these 15 to work either in front of or 
behind cameras and made an overnight 
success of the station's news. He repeated 
the formula, on a larger scale and with a 
larger budget, at wAgc-Tv New York, 
where he was news director from 1968 to 
1972. 
The eyewitness concept is only one de-

velopment in an evolution that has been 
accelerated by the management discovery 
that stations can make money with news. 
"The fact of the matter is that when it 
became obvious that news was a real profit 
center, the breakthrough came," Mr. 
Primo says. By his reckoning that day was 
roughly 10 years ago. 
That was about the time consultants 

began to sprout around broadcast journal-
ism. "What they were able to do," Mr. 
Primo says, "was to come in and treat cos-
metically these ragtag operations." Their 
advice on sets, graphics and personalities 
led to a " packaged news product that was 
very attractive to the audience and won rat-
ings games." 

It was the swiftness of some of those 
ratings turnarounds that dazzled the in-
dustry and elevated the news consultants 
to reigning lords of local news. And 
although their reign continues still in 
some markets, their role is changing, both 
Messrs. Primo and Polillo agree. Indeed 
Mr. Polillo often quotes himself as saying: 
"Consultants are the old messiah. News is 
the new messiah." 
There is, however, evidence that old 

messiahs, in perhaps somewhat changing 
form, are alive and well. They are still 
there and their business is fine, report ex-
ecutives at McHugh & Hoffman and Frank 
Magid Associates, the two league leaders. 
Some of the others have dropped out of 
the picture or merged, while others such 
as Mr. Primo have just recently opened 
shop. Last count two years ago showed 
about 170 TV stations under contract with 
consultants and research services. Mitch 
Farris, director of TV consultancy for the 
Magid firm, which alone accounts for 75 
TV stations, estimates that if that number 
were to be updated today, it would show an 
increase of about one-third in stations 
using consultants and research. 
Their business is still growing, yet their 

visibility is not what it was two years ago 
when they were the center of a crisis in TV 
journalism. (BROADCASTING. Sept. 9, 
1974). Consultants are beginning to blend 
into the landscape of local TV news. 
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Consultants and journalists appear for 
the most part at peace, but turn over 
enough newsmen in TV, and one or two 
will appear still smoldering with resent-
ment at the intrusion of outsiders. 

Mr. Herford is one who denies "the fun-
damental instability that the consultancy 
system has built into the news." He argues 
also that the excessive reliance on consul-
tants tends to make many news shows look 
alike. Mr. Herford claims he can go into a 
new town, flip the dial on the TV set for a 
few minutes during the evening news, and 
tell instantly which stations have consul-
tants, even name the consultant, so 
familiar are their trademarks. "I won't buy 
the argument that consultants are tailoring 
to local markets," he says. 
The consultants such as McHugh & 

Hoffman and Magid, in their own 
defense, point out that the foundation for 
their recommendations is audience re-
search. They only interpret the audience's 
feelings, and thereby help the stations find 
the broadest viewership. Some, such as 
Mr. Magid, say they improve the product 
journalistically. Plainly they would all deny 
they hurt it. 

In the end, they point out, it is not the 
consultants who call the shots in the 
newsrooms at local TV's. It is the man-
agers who hired them. 

Perhaps there will always be some ten-
sion between research consultants and 
some journalists. The reason may be that 
consultants have tried to wed science and 
journalism, and that rankles some practi-
tioners. " News is not a science," said one 
former newsman. " It is an art." 

Pat Polillo believes that fears about con-
sultants come from misunderstandings. 
"All they really do," he says, " is go out 
and research and come back with audience 
attitudes. They tell us what we couldn't 
know by ourselves." 

In his opinion they are here to stay: "1 
think they're a necessary part of doing 
business. They give you information on a 
regular basis that used to be bulletin 
flashes in the past." 
Two years ago, Mr. Polillo raised a ques-

tion— made a prediction, really— designed 
to calm anticonsultant hysteria among 
some news directors then. "What hap-
pens," he asked, "on the day that all three 
TV stations in a market have switched con-
sultants, and everybody's got their rating 
book in front of them, and they each know 
everything about talent, attitudes, news 
films, content, format, pacing?" 
The answer was apparent then, but it is 

even more apparent now, he says. It is that 
"everybody has to start thinking for him-
self." The competitive edge will not be 
provided by news consultants, he says. 
Rather it will come from good reporting, 
from "expertise and hard, hard work." 
Another development profoundly 

affecting content in local news is electronic 
news gathering. ENG is a part of the on-
scene reporting respondents to the 
Hamilton studies prefer. But says William 
R. Hamilton, president of Hamilton & 
Staff, few of the subjects that said they 
watch local news for eyewitness reports, 
specified live stories— except in the top- 10 
markets where stations "promote the hell 
out of ENG." In those areas, the viewers 
know what minicameras are. 

Even those viewers, however, can be 
discerning in their tastes for spontaneity 
and swiftness, Mr. Hamilton says. They 
want to see immediately the effects of 
weather disasters and other stories that 
lend themselves easily to visuals. But for 
the local zoning board meeting, they will 
settle for a summary from reporter or 
anchorman. 

That observation is consistent with Mr. 
Polillo's contention that although ,live 
capability makes for a good sales pitch 
now, it will not come to dominate a new art 
form. 

"Live is just something that TV can do 
better than any other medium," he says. 
"But live news is surface news." The 
hallmark of the new TV journalism will be 
investigative reporting— and not just the 
kind where the reporter exposes a corrupt 
official, he says. His definition of in-
vestigative reporting includes trying to find 
out why anything does not work, or why 
prices are high. 
"Those stations not involved in in-

vestigative reporting are going to be left 
behind," Mr. Polillo says. 
He sees ENG as an invaluable tool 

nevertheless. Mr. Polillo sees it as an edit-
ing device now lacking in film reporting. 
"You are sitting with your lives and for-
tunes in the hands of a few reporters and 
film editors," Mr. Polillo says. "Tape can 
change that." 

It can change that with the addition of 
microwave, which can transmit a story 
back to the station while the reporter is 
doing it. The editor who assigned the story 
will be able to watch and, in essence, edit. 
"He can tell the reporter he blew it and to 
do it again," Mr. Polillo says. 
The Hamilton surveys of the reasons 

people watch news made an interesting 
discovery about people's view of the 
anchorman, whose star status on the local 
journalism scene has been unshakable for 
years. Conventional wisdon would assume 
that if viewers vote tor eyewitness news as 
their first reason for viewing, their second 
vote would go to the anchorman. Not so. 
A list of reasons people in the Hamilton 
surveys watch news looks something like 
this: 

1. Eyewitness, on-scene reports. 
2. Straightforward and direct news 

presentation, i.e., news delivered with 
sincerity and precision. "That sort of puts 
happy talk out in left field," says Dennis 
Luther, project director and senior analyst 
at Hamilton & Staff. 

3. Weather report. 
4. News that is helpful in day-to-day liv-

ing. 
5. Relaxed and informal atmosphere 

and news presentation. 
6. Anchorman. 
7. Weatherman. 
"My feeling is," says Mr. Luther, "that 

three years ago, the anchorman would 
have ranked higher on the list. But the au-
dience is realizing that it is really kind of a 
trade-off now. As the anchormen are get-
ting better, the audience is looking for 
other things." 

that is not to say, however, that the 
anchorman is on a downward trend. " He's 
not the only thing in town now, but he's 
still the captain of the ship," Mr. Hamilton 
says. "I don't think we're going to go 

much farther down in terms of his impor-
tance." 
There certainly has been no perceptible 

decline in the average anchor's salary. If 
he works at a station in the top- 10 mar-
kets, including at an independent, an 
anchor is probably making between 
$100,000 and $200,000 annually, accord-
ing to Sherlee Barish, president of the 
New York-based Broadcast Personnel 
Agency. Those figures contrast with the 
$50,000 average salary of the news direc-
tor at a top- 10 station. 
An anchor makes up to $55,000 in mar-

kets 10 to 20, Miss Barish estimates, and 
from $ 18,000 to $40,000 in markets 30 
and a little below. 

Mr. Polillo blames consultants for the 
prices of sought-after anchors, which he 
finds inflated. " But I buy it because I know 
it's a fact of life." 
The day will come, however, Mr. Polillo 

adds, returning to a familiar theme, 
"when the news content and expertise is 
so formidable that it doesn't matter who's 
anchoring." The anchor will not be lost in 
the future Mr. Polillo sees. Rather he will 
grow to more closely approximate his 
counterpart in sports, the runner who 
runs the last leg of a relay. He will be the 
best and he will not be confined to a desk. 

That the weather report shows up in 
third position, ahead of the anchor and 
ahead of sports, on Hamilton's reasons 
people watch local news confirms what 
news directors have always known about 
that segment of the news show: It may not 
involve much journalism, but a lot of peo-
ple want it. "We all learned in Journalism 
One in school that that little weather box 
on top of the New York Times is not there 
for nothing," Mr. Primo says. 
Weather—and sports— are usually the 

personality spots in a local newscast. Mr. 
Primo calls them the "playgrounds" of 
the news, particularly sports, which at bot-
tom, he says, is nothing more than cover-
ing games grown people play. 
But of the weatherman and the 

sportscaster, the former is usually the 
more memorable to the local TV audience. 
On the Hamilton list, sports does not show 
up until number 11, 15 or 16 out of the 17 
reasons, depending on the market, Mr. 
Luther says. It would indicate, he says, 
that " you just don't have as high a level of 
interest in sports as you do in weather." He 
says viewer recognition of sports and 
weathermen can vary by as much as 20%; 
maybe 60% of respondents have a favorite 
weathercaster, but only 40% have a 
favorite sportscaster. 

Mr. Luther believes that the statistics 
might also be taken to mean that stations 
have not done as much with sports as they 
could. "There is an interest in sports that 
has not been tapped yet." 
He thinks, and Messrs. Polillo and 

Primo agree, that viewers' preference for 
the highly visual eyewitness form makes 
them impatient with lists of scores. What 
they would like more of is action. 
The viewers want personality in their 

sports heroes, and they want it too in their 
sportscasters. Occasionally, one per-
sonality emerges to capture a market from 
the sports desk. Such seemed to be the 
case with Warner Wolf, formerly of WTOP-
Tv Washington, now with the ABC net-
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work. but that happens more often With 
the weather segment, Mr. Hamilton says, 
where the weathercaster is usually a "zany 
or different type of personality." 
The prevailing fashion in sportscasters 

in recent years has been the former 
athlete, preferably male and handsome. "I 
don't think being a jock is essential," says 
Mr. Polillo, "but it helps!' Mr. Herford 
singles out Tom Brookshire at WCAU-TV 
Philadelphia as a good example of an ex-
athlete who has succeeded in sportscast-
ing. 
The fashion in weathermen, Mr. Polillo 

sees, is the meteorologist. The late Louis 
Allen of w-rop-Tv Washington was a good 
example. Mr. Allen, who had his own 
weather consulting service, died last May 
after about 20 years as top weatherman in 
the city. For his replacement, wroP-Tv 
went to another meteorologist, Gordon 
Barnes, formerly of the CBS Radio Net-
work. 
Up to now, weathermen have often 

come from the ranks of staff announcers 
or other local broadcast personalities. The 
trend toward meteorologists, however, Mr. 
Polillo sees as healthy. It is another ele-
ment in the movement toward more ex-
pertise. 

But Mr. Primo is not as sure. "I don't 
think people are going to want to know 
how the weather is reported at the weather 
bureau, and what the latest satellites are 
doing," he says. " People aren't interested 
in that sort of thing." 

Mr. Herford, too, is dubious about the 
meteorologists' TV role. " Yoü can always 
tell one," he says. "He doesn't speak 
English." In his view, meteorologists tend 
to load their presentations with too much 
scientific detail. 
When all other things are equal between 

news operations in a market, a weather-
man or a sportscaster can tip the scale for a 
station. Competition for specific per-
sonalities can be "cutthroat," Mr. Herford 
says, "as bad as it is for anchormen." 
The salaries for sportscasters and 

weathermen are similar, according to Miss 
Barish. She says they make from $35,000 
to $75,000 in the top- 10 markets, from 
$25,000 to $75,000 in markets 10 to 20. 
Below that salaries vary; Miss Barish has a 
job order on her desk now from a station in 
a market in the 50's that is willing to pay 
$30,000 for a weatherman. 
There are other trends that ought to be 

mentioned here. 
One over which there is considerable 

controversy is minority employment in 
local news. In the Senate, Communica-
tions Subcommittee Chairman John 
Pastore ( D-R.I.) complains on every occa-
sion the FCC is before him that broadcast-
ing is a white male-dominated business. 
That is no less true in local TV 
newsrooms. 

But it's not for lack of trying, Miss 
Barish contends. 
The demand for minorities both in front 

of and behind the camera far outstrips the 
supply at the moment, she says. "We just 
don't get that many that are qualified." 
Miss Barish says it is a myth that blacks 
and minorities have to be better than 
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whites to lana the same jobs; all they haw 
to be is equal. And their salaries are identi-
cal to whites'. " If a market pays $ 18,000 
for a reporter, it doesn't matter what color 
they are—or what sex," says Miss Barish. 
There are few minorities and women 

now in the top news spots, such as news 
director. Two women that are, are Pauli 
Crooke, news director at Kaci-Tv Boise, 
Idaho, and Pat Stevens, KGUN-TV Tlicson, 
Ariz. "I wish we could find more, because 
there are jobs for them," Miss Barish says. 

Although it does not qualify yet as a 
trend, at least a social note should be given 
two recent moves from the network back 
to the local scene. David Schoumacher, 
formerly a correspondent with ABC News, 
is now anchor at WMAL-TV Washington, 
where he is so far winning high marks for 
his journalism performance. To Mr. 
Polillo, Mr. Schoumacher is a symbol: 
"You don't say he's a sweet man, or that 
he's a good looker. You say he's" im-
pressive. That's the wave of the future!' 
The second network-to-local move was 

by CBS correspondent Connie Chung to 
the top anchor spot at KNXT(TV) Los 
Angeles. She began there the last week in 
July. 

For a network correspondent, the move 
to a local station is usually a step down in 
the broadcast journalism pecking order. 
But it can be a step up in salary, as it was 
for both Mr. Schoumacher and Miss 
Chung. 
Another trend is toward longer 

newscasts at the local level. Here, market 
size has not been a significant constraint. 
Small-market stations are moving to an 
hour program in the early evening; large 
ones have gone to as much as two hours. 
Two-hour news just began last month in 
Washington at WRC-TV, the NBC station 
there. WRC-TV hopes the longer format 
will give it a competitive edge over the two 
network affiliates in town, both of them 
consistently beating WRC-TV in the ratings. 
Yet at the same time, and on the other 
coast, another major station, KNXT, has 
cut its two hours news back to one hour, 
also for competitive reasons. 

It is not known whether two hours are 
the limit for local evening news. Messrs. 
Hamilton and Luther think it probably is. 
Their research shows, they say, that people 
will not watch news beyond a certain point 
in early evening, particularly in warm 
weather. And if the networks follow the 
local stations' lead with moves to full-hour 
news themselves, Mr. Luther expects 
there to be "a point of diminishing 
returns" at the local level. 
The over-all impression is of progress in 

local TV journalism. "There's an awful lot 
of bad out there in the local markets," says 
Mr. Primo. "But the desire to get good is 
there too" Even Mr. Herford, the most 
openly critical among those quoted here, 
believes the TV news product is improv-
ing. His only question, he says, is, "Why 
can't it improve faster?" 

However fast, local TV journalism's day 
in the sun is approaching, Mr. Polillo is 
sure. And people will recognize it because 
"the morning newspaper will be pre-
empted by the II o'clock newscast." • 

Reproduced, with permission, 

from BROADCASTING Magazine, 

4-11-77 
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University researcher 
says TV news watchers 
aren't discriminating 
Viewing choices are often made 
on entertainment basis, he says 

Television emerges in a new study as a 
news medium that most people watch 
because it is "entertaining" and " reassur-
ing." Furthermore, the study asserts 
that few people choose a news program on 
the basis of its "news quality." 
These were the principal conclusions 

reached by Dr. Mark R. Levy, a lecturer in 
sociology at the State University of New 
York at Albany, after a two-year study of 
the audience for local and network televi-
sion news programs. He said his findings 
were based on interviews with a scientific 
sample of 240 adults, conducted during 
October and November 1975 in Albany 
county. The study was supported by a re-
search grant from the National Associa-
tion of Broadcasters. 

Dr. Levy, who said he had been a writer, 
editor and associate producer with NBC 
News in New York, commented that 
"being informed is only a secondary mo-
tive for most viewers; most people watch 
TV news to be amused and diverted, or to 
make sure that their homes and families 

are safe and secure." 
Among some of the findings he cited: 

Two-thirds of the respondents said that 
newscasters' jokes "make the news easier 
to take"; three-fourths of the public said 
they liked TV news because it is often 
"very funny"; more than half said that 
watching TV makes them relax and 40% 
reported the late evening news helps them 
fall asleep. 
"Even better-educated viewers look to 

TV news for entertainment and 
reassurance:' Dr. Levy said. " People who 
have gone to college say they dislike "silly 
anchormen," but they still like "sophisti-
cated" new stories and "clever" commen-
tators. 
The study showed that many people 

found TV news "comforting" despite its 
emphasis on "bad" news. It revealed that 
60% of the respondents said TV news 
makes them realize their own lives are not 
so bad, and one-third said watching the 
news makes them feel more secure and 
reassured. 

Dr. Levy said the study indicates that 
the quality of the newscast plays a scant 
part in the program's popularity. One-
third of the viewers chose their local news 
program because of the entertainment 
program which precedes or follows the 
news, Dr. Levy pointed out. He said the 
next most common reason was liking the 
anchorman (cited by 20% of the local news 
audience and 40% of network viewers). 
Fewer than one viewer in 10 said "news 
quality" was the prime reason for tuning 
in, according to Dr. Levy. 
The study shows that almost one-half of 

the viewers think TV newscasts are "a lit-
tle unfair" and 70% said TV news "over-
dramatizes" its reports. Almost 70% of 
the respondents felt that TV news does not 
provide sufficient background information 
on complicated, vital issues. 



More than just 
a cover story: 
magazine shows 
are proving 
to be solid 
competitors 
Stations in several markets 
find viable alternative 
to game and animal programs 
in prime- time-access periods; 
syndicators are concerned 
about potential squeeze-out, 
start producing similar formats 

The major commitment of stations in San 
Francisco and Washington to nightly mag-
azine-type shows at 7:30 has emerged as 
potentially one of the most important de-
velopments since the FCC issued its 
prime-time-access rule six years ago. 
KPIX (ry). the Group W-owned station in 

San Francisco, began its 7:30 p.m. series, 
Evening: The MTWTF Show, on Aug. 9, 
and, according to the executive producer 
of the series, Bill Hillier, the first four 
weeks of ARB coincidentals give the pro-
gram an average 10 rating and 25 share. 
good enough to make it solidly competi-
tive with the top access game shows, like 
Hollywood Squares and The $25,000 
Pyramid. And in the fourth week, Mr. 
Hillier says, the magazine series beat out 
all the game shows and lost the time 
period only to an Oakland Raiders game, 
an Oakland A's game and a UCLA football 
game. 
Although the coincidentals are not quite 

as impressive for WMAL-TV Washington, 
which started its 7:30 Live magazine series 
on Sept. 6, Adam Villone, the program's 
executive producer, is buoyed by the fact 
that it got a 6 rating during its first week on 
the air and an 8 rating in special coinciden-
tals ordered by WTTG(TV) Washington dur-
ing the third week (Sept. 20-24). And a 
more detailed breakdown of the first 
week's coincidentals shows that although 
wmAL-Tv's 6 rating puts it behind wirrG (a 
10 rating for the off-network reruns of The 
Brady Bunch), WRC-TV (an 8 rating for 
various game and animal shows) and 
wroP-Tv (a 7 rating, also for various game 
and animal shows), the WMAL-TV 
percentage of adult men and women was 
higher than that of its competitors. 
WCVB-TV Boston is "in the process of 

formulating our plans" to bump prime-ac-
cess series like Break the Bank, The Mup-
pets and The Bobby Vinton Show in favor 
of a magazine show to begin in the fall of 
1977, according to Robert Bennett, WCVB-
Tv's vice president and general manager. 
Mr. Bennett adds that from 1972 to.1974, 
WCVB-TV did local programing right across 
the board at 7:30 p.m., with a different 
show each night (one on sports, one on 
minorities, one on medicine and health, 
etc.). The concept had to be scrapped 

because by 1974 "game shows and animal 
shows were at an all-time high in viewer 
acceptance." 
The longest-running continuous local 

magazine series is one produced by 
KCRA-TV Sacramento, Calif., which began 
,,he title Weeknight when it shifted the 
show from 7:30 p.m. to 7 p.m. last month. 
(KcsA--ry moved its entire early-evening 
schedule up a half-hour, starting with the 
local news, which now begins at 5 instead 
of 5:30. At 7:30 p.m., the station has 
reverted to standard game-show/animal-
show access programing.) 
Dean Cull, the program manager of 

KCRA-TV, says Weeknight has chalked up 
consistently high ratings ( it regularly won 
its time period at 7:30 p.m.). The six com-
mercial minutes within each half-hour, he 
adds, are completely sold out. Weeknight 
is produced by the news department but 
"we play down talking heads," according 
to Mr. Cull. "We make heavy use of film 
and video tape and we do live remotes with 
our minicam unit." 
The second longest-running magazine 

series, according to various industry 
sources, is News Beat which Pulitzer-
owned KSD-TV St. Louis kicked off in May 
1975. "We feel we have a public obligation 
to give our audiences something other 
than game shows in access," says Ray Kar-
powicz, the vice president and general 
manager of K5D-TV, which runs News Beat 
every weeknight at 6:30 (access time in St. 
Louis). Like Mr. Cull, Mr. Karpowicz 
regards talking heads as "death" and says 
the series runs five or six film or tape 
pieces each half-hour (with a five-minute 
news-of-the-day recap at 6:55). 
Mr. Karpowicz adds that the station's rep 

firm, Blair Television, "has given us a lot 
of flak for not programing game shows in 
access" — mainly because News Beat "has 
not had fantastic ratings success. I haven't 
costed it out, but we're probably losing 
money on the series— it's been an uphill 
battle." 

Because the competition is less severe, 
KGW-TV Portland, Ore., regularly wins its 
time period with Evening, according to Ed 
Godfrey, the show's executive producer. 
The series, which started a year ago last 
month, runs from Monday through Friday 
at 7 p.m. (with KGW-TV's access game 
shows taking over at 7:30 p.m.). Mr. 
Godfrey says the last Nielsen rating book 
gave Evening an average 17 rating and 34 
share, allowing it to easily outdistance To 
Tell the 7)-uth on KA-rw-rvi and a potpourri 
on KOIN-TV that includes The Lawrence 
Welk Show and Hee Haw. 
"We try to get as many as seven 

different pieces in each half-hour," says 
Mr. Godfrey, "and we deliberately avoid 
in-studio interviews." Like all the other 
nightly magazine shows, KGW-TV refuses 
to put syndicated inserts into the program, 
preferring instead, as Mr. Godfrey puts it, 
"to keep the series entirely oriented to 
what the people of Portland are in-
terested in." 

The show, according to Mr. Godfrey, 
operates on a budget of about $240,000 a 
year and lately has been so profitable that 
there are now seven minutes and 10 sec-
onds of commercial time within each half-
hour. 
To get back, though, to the most recent 

and most publicized of the prime-access 
magazine shows, KPIX San Francisco's Bill 
Hillier says Group W is putting "in the 
neighborhood of $500,000, not counting 
station overhead," into the first year's pro-
duction of Evening: The MTW7'F Show. 
And wmAL-Tv Washington's Adam 
Villone gives a $400,000 figure for first-
year budget on 7:30 Live. (He adds that 
five-days-a- week worth of syndicated 
shows in that time period would cost the 
station about $270,000 a year.) 

If KPIX'S coincidental numbers are 
borne out by the October Nielsen book, 
Win Baker, the president of Group W's 
owned stations, says its conceivable that 
the access-magazine format could spread 
to the other four Group W markets 
(Philadelphia, Boston, Pittsburgh and 
Baltimore) within the next year or two. 
"The KPIX magazine could become a 

major hit," says WCVB-TV Boston's Bob 
Bennett, "and if that happens, everybody 
will copy it. And that kind of development 
could be disastrous for syndicators, partic-
ularly if they're squeezed at the other end 
by the networks' expansion of their eve-
ning-news shows to an hour." 
Hank Gillespie, the president of Viacom 

Enterprises (which has two successful 
long-running access game shows in The 
Price Is Right and The $25,000 Pyramid), 
says he's so concerned about this potential 
squeeze that " I'm looking seriously at pro-
ducing product for the fourth mar-
ketplace." By which he means the flurry of 
activity now under way by distributors like 
MCA TV (which is planning to produce 
first-run miniseries in prime-time for a 
consortium of stations, both independent 
and network-affiliated), Syndicast Services 
(which has put together a line-up of big-
market stations, most of them network 
affiliates, for four 90-minute prime-time 
interviews of Richard Nixon by David 
Frost) and SFM Media (which is now 
negotiating with stations for a weekly, 
hour, 10-part series of high-budgeted, 
documentary dramas called The Age of 
Exploration, produced by Time- Life and 

the BBC, bankrolled in the 
U.S. by Mobil Oil and tar-

geted to begin in January 

in prime time. 

Reproduced with permission, 

Broadcasting Magazine, 

10-18-76 
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TV SYNDICATION: IT PUTS YOU IN THE DRIVER'S SEAT 

by 

Buck Buchanan, Senior VP, J. Walter Thompson 

Reproduced, with permission, from Media Decisions June, 1976 

In the broadcast buying business, there is always a " hot topic" 
that garners significant press, and one that sprouts roots in many areas 
of agency, advertiser or station relationships. 

For several seasons now, there has been considerable industry talk 
and a certain mystique about the area of local program syndication. 

What is it? What forms does it take? Who should use it? Why 
are agencies and advertisers, in fact, helping to program local station 

time when they have had to relinquish the area of programming expertise 
(except for specials) in the network area? 

Is syndication network, or is it spot? Is it barter, or is it 
cash? When do "tonnage" and/or the environmental "quality" concepts of 
television buying come into play for the syndication advertiser? 

Let's try to answer these questions, provide an overview of the 
syndication medium today, and look at some of the successful programs. 

In the early 1970's, syndicators foresaw increased needs for local 
station programming in three areas: 

(I) NEWS. Because of the extension in local news time from 
15-30 minutes, and even to one hour or more in some time 
periods. 

(2) ACCESS. When the FCC gave network time to local stations 
(e.g. 7:30 p.m., Monday - Saturday). 

(3) SPECIALS. Because stations were, and are, being challenged 
to air more and more programs of interest to specific audi-
ences. 

While programming syndication ( in barter and cash) has been around 
since early radio days, the FCC's prime access local television ruling 

in 1971 was the catalyst in attracting interest to the medium for spot 
television advertisers. Additional time inventory, and, therefore, 
additional program needs, were created for stations. And new techniques 
for clearing, distributing, and negotiating syndicated programs were 
developed by many suppliers. Included were agencies like JWT, Grey, 
Y & R, Dancer- Fitzgerald, and others. 

At JWT we firmly believe that the essential key to successful 

local program syndication is the ability of the supplier to fulfill a 
programMing need at the station level. In this economy the days when 
stations might "shelve" programming and not carefully cost-account 
every property-- bought or bartered--are over. Whenever you barter, sell, 
or clear shows, the product must fill a need. 
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All syndication involves programs for national or regional use, 
distributed on a local, station-by-station basis, via lines or indi-
vidual films or tapes. 

The advertiser with his agency or an outside syndicator develops 
a program idea either in concert with a producer or on his own. Then 
the program must be cleared on a market-by-market basis until desired 
U.S. coverage is achieved. This clearance effort may be done by an 
outside syndication specialist, especially if a relatively small agency 
is involved, or by the advertising agency. 

The sponsors commercials normally run billboards if the sponsor 
wants them. The host, if there is a host, may mention the product line. 
The sponsor gets his choice of positions. And he gets interesting mer-
chandising possibilities. 

With a half hour show, the sponsor might run in prime access time 
(7:30's) or pre and post movies and sports on weekends ( e.g. 1:00 p.m.-
7 p.m.) or in primetime on independents and non-owned and operated 
stations. 

If it's an hour or even a two-hour movie or sports event, on a 
continuing or special basis, the advertiser could run in any of these 
periods or late night ( 11:30 p.m.- 1:30 a.m.) or weekend daytime or late, 
late ( 1:00 a.m. to conclusion). 

There are six basic forms of local program syndication . . . and 
plenty of variations on these six. Here's how some of them would appear 
for the advertiser and syndicator in today's marketplace: 

CASH SPONSORSHIP. The advertiser, usually through an independent 
syndicator ( or his advertising agency syndication unit) purchases a 
program, usually a special, and negotiates on an individual station 
basis for time clearance, paying the station cash for the periods 
cleared. Today, this is the rarest form of syndication, quite costly, 
and generally involving a special promotion. But the advertiser gets 
all the commercials and billboards ( e.g. 5 minutes plus 10- second open-
ing and closing in a half-hour access show). 

A recent example of cash sponsorship syndication was the 
Reader's Digest produced I am Joe's series, where JWT 
purchased time in up to the top 100 markets for the full 
half-hour of I am Joe's Heart and I am Joe's Spine for 
Burroughs Wellcome and Simmons. 

BARTER SPONSORSHIP. The advertiser/syndicator purchases the pro-
gram and negotiates on an individual station basis for time periods, 
with the advertiser or syndicator retaining part of the commercial time 
in the program ( e.g., two minutes per half hour), and the station 
selling the balance of the commercial time to local or national spot 
advertisers on a noncompetitive basis. The station gets three minutes 
to sell locally, for example, in an access half hour. In some barter 

programs where there is one dominant advertiser supporting the program, 
the sponsor retains billboards, providing an umbrella environment for 
his commercials. 
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Andy Williams for P & G, John Forsythe for Miles and World 
of Survival (in its fifth year), Leonard Nimoy for Bristol 
Meyers and In Search Of are examples of star hosts for these 
weekly barter sponsorships. 

When there is not one barter sponsor, a syndicator will sell to a 
mix of advertisers, generally offering a lineup guarantee and an alter-
native to network scatter and long- list, wild-spot scheduling. 

TIME BANKS. The supplier/advertiser purchases the program and 
negotiates with the station for a specific amount of local station times, 
spelled out on either a dollar or a gross rating point basis. The 
advertiser's commercials do not necessarily ( and, in fact, usually do 
not) run in the syndicated program. The time banks ( GRP's or dollar 
value) created by the trade of this package are then "deposited in the 
bank" and utilized at various times and periods throughout the year for 
the client underwriting the syndication. 

Time banking properly structured on a long term basis can provide 
an advantage 1-n gross rating points beyond what one could negotiate for 
cash on wild spot campaigns that involve nothing more than a two-week 
notification of termination. 

It's based on the simple theory that stations generally do not 

sell out. Thus, there's inventory to play with. And if the station 
saves on cash outlay for interesting "extra" programming items, it can 
offer an incentive GRP package because of the longevity and up- front 
nature of the deal. The program is scheduled at the station's discre-
tion. 

Depending on up- front negotiating skills, the schedule should be 
developed by the buyer just as though cash was the element of purchase. 
Bank deals are usually made for 13-52 weeks. Again, depending on the 
up- front deal and the negotiator's skill there is usually a rate of 
preemptibility higher than for cash buys. 

For example, during this current season JWT has purchased 
the rights to eight, 90-minute Show of Shows programs. 
This nostalgic package of excerpts was culled from a 
400-hour kinescope library, carefully preserved and nur-
tured by producer Max Liebman. New introductions to the 
sketches were created and stars Ceasar, Coca, Reiner, and 
others from the original series appear as they look today. 
These are distributed for use by stations as specials, 
movie strips, and in a host of other ways. 

ON-LINE NETWORKS. Mainly for sports and special events, adver-

tisers have long utilized on-line special " syndicated networks." Here, 
the syndicator for purposes of immediacy, feeds the program via leased 
telephone lines for live or one-day delay transmission. 

The newest entry in the field is a JWT co-created Sports 
special of the Month with producer Trans World International. 

Monthly live events, not carried elsewhere on tv, are fed to 
80% of the U.S. for a Saturday 11:30 p.m. EST, start time. 
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Featured in the package are such events as a Pele soccer 
match, a world-championship fight, and a karate championship. 

CASH SALES. This is the most prevalent syndication form. Program 
distributors such as Viacom, ITC, MCA, MGM, Worldvision, sell to net-
works, network affiliates, independent stations and cable television all 
forms of programming. The programs may be originals, off-network re-
runs and film packages, generally on a full cash sales basis, in many 
cases granting stations long-term rights deals. 

Cash sale, of course, is the mainstay of all non-network and non-
news time, and relates to the advertiser only as he purchases wild spot. 

Price is right, Bobby Vinton, $25,000 Pyramid, The Gong Show 
and Hollywood Squares are all examples of cash sales programs 
generally scheduled in prime access. 

Miss les of October is an example of an individually-produced 
special (VIACOM) movie sold to the ABC network. 

Hogan's Heroes, Cannon, Mary Tyler Moore, Adam- 12, The Brady 
Bunch are but a few of the many off-network products distri-
buted for cash to affiliates and independents. 

Mary Hartman, Mary Hartman, is perhaps the most controversial 
"cash sale" around the industry these days. The cash may be 
very scarce on the first go-round, but subject to much increase 
in the renewal stage. 

COMBINATIONS. The advertiser/supplier purchases or produces the 
program and utilizes more than one of the above syndicated methods. He 
retains part of the sponsorship of the program and negotiates an addi-
tional amount as a time bank for use at a later date. 

Or barter is set up and the syndicator sells national commercial 
units on a " syndicate network" basis. In this form of barter sponsor-
ship, no one advertiser is associated with the show. And, as noted, 
this is similar to network scatter buying. In many cases, a somewhat 
unusual target audience or a special-appeal show is made available by 
this type of syndication. 

Examples here are: Opryland & Dolly Parton Show (country/ 
western); Hee Haw & Lawrence Welk (older audience skew); 
Mickey Mouse Club (children's appeal). 

In another perhaps up & coming combination form, the syndicator/ 
producer will sell the show for cash, and also retain some time to sell, 
combining barter, cash sales and a selling operation. 

The most publicized and controversial of the form is the Mike 
Douglas/Group W proposed arrangement whereby Group W, in 
addition to its cash sale, hopes to retain two minutes of 
time for sales on a national syndicated basis beginning this 
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Within the different types of syndication, the advertiser can 
adopt either an "environmental" or a "tonnage" approach to the medium. 
Sponsorships can fall into the environmental approach, while time 
banks and variations of combinations generally fall into the tonnage 

approach. 

Program syndication is utilized as a means of obtaining qualita-
tive extras in sponsorship not always achievable with wild spot or 
network scatter ( i.e. control of program content, in- show commercial 
placement, billboards and merchandising associations with specific 
talent or programming). 

While this approach need not be cost inefficient, it looks beyond 
the cpm bottom line. 

The program must have top-rating potential to keep it on the air, 
because: 

If it's cleared on a barter basis, stations must be able 
to sell their portions of the spots at competitive rates. 

If it's sold as a part-barter, part-cash or bartered for a 
time bank it's still a key revenue producer for stations, 
and it becomes a strong or weak lead-in or lead-out to other 
station programming. 

The efficiency for the advertiser is directly affected by 
the show's performance, since he is scheduled in the show 
over a substantial number of weeks, for more than a single 
30-second commercial. 

In any one season, only about one show in five in the prime access 
lineup in the average market is a sponsorship barter show. For syndi-
cators it's the toughest of clearances. There are so few time periods 
and just a limited number of group deals which can be sealed up- front 
each year for a sponsored show. 

Thus, many a half-hour syndicated barter show lineup reaching 70% 
or more of U.S. tv homes has a greater portion of weekend 1-7 p.m. 
clearances in the mix than pure 7:30 p.m. access times to reach the 
coverage goal. The attraction to stations of getting good programming 
without a cash outlay still exists, but on a much reduced basis from 
the initial days of prime access. 

TONNAGE 

In time banking, the grp's or dollar values are not tied into the 
telecast of the program traded for these values. Instead, they can be 
utilized where needed, thus the " bank" moniker. Since there are no 
advertiser's commercials in the program, there is no identification with 
show or host, or any merchandising benefits. 

In this form, program syndication is used as a hedge against 
rising costs. Grp's or dollar values are exchanged for the program at 
attractive cost efficiencies. 
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The advertiser's efficiencies are not dependent on the program, 
because the schedule does not run in the program. While there's a cost 
efficiency advantage, the advertiser must lay out dollars, up- front, to 

buy the property, and know that his needs will support a committed 

26-52 week spot effort. 

CONCLUSIONS 

The primetime access ruling, unfortunately, has not had the full 

desired effect of broadening and upgrading the quality of local program-
ming ( although it certainly has broadened the NATPE convention). 

The vast majority of syndicated programs in the primetime access 
rime periods ( 7:00-8:00 p.m.--NYT) are still game programs ( seven full 
group deals for fall 1976 on the network 0 & O's alone and many more in 
individual markets), including the ABC group take over of the two 
Hollywood Squares half hours per week. 

The skew, however, seems to be changing and next fall we'll be 
looking at the Müppets in access and the introduction of syndicated 
shows of higher cost and production values, such as Andy Williams and 
In Search Of, hoping to spot a trendsetter in the race for the access 

hit. 

The long-range future of access is in turmoil now as talk of 
extended network news programs and experimental moves such as Dinah 
Shore 6:30 - 8 PM scheduling dominate conjecture by stations, syndi-

cators, agencies and advertisers. 

The Family Hour concept also has had an effect on the type of 

programming which is to be scheduled on local network affiliates. There 
is increasing and continuing pressure on stations to upgrade their 
programming by the FCC, the NAB, the networks and the advertisers. 

These factors all work in the direction of syndicated programming, and 
we can perhaps expect to see more and more of the higher-budgeted family 

entertainment vehicles in prime access. 

Lastly, with time costs rising in both network and wild spot, 

syndication in one of its many forms may be one of the best hedges 
against inflation for the advertiser seeking to hold the line. 

NUMBER OF SHOWS OF EACH TYPE 

Adventure-Fiction 12 
Audience Participation 
Adventure--True to Life 
Children 
Situation Comedy 
Comedy Variety 
Devotional 
Documentary 
General Drama 
How To Do and Unclassified 

3 
10 
30 
39 
3 

59 
10 
6 
12 

IN SYNDICATION IN 1976 

Interview 
Mystery and Suspense 
Variety Musical 
Quiz Giveaway 
Quiz Panel 
Sports Events and 
Science Fiction 
Talks and Educational 
General Variety 
Western Drama 

13 
18 
19 

Comment 13 
8 
5 

15 

TOTAL 288 
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Syndicated-product prices chief concern listed 
by stations 111 TELEVISION/RADIO AGE survey 

rices are the overwhelming con-
cern of TV station executives in-

volved in syndication. 
But they would also like to see more 

variety in syndication offerings and don't 
think that program quality is all that it 
should be. 

These are the highlights of responses 
to surveys of general managers, program 
directors and general sales managers 
conducted by TELEVISION/RADIO 
AGE last December. (Other sections of 
the surveys, dealing with earnings, career 
facets and vital statistics, were reported 
in the January 17 issue.) 
The surveys also asked program di-

rectors and sales managers to describe 
their responsibility in the purchasing of 
syndicated programs by their stations. 

According to the responses: 
• About one-third of all program di-
rectors reported having full or major 
responsibility for program buying. 
• About one out of live sales managers 
said they had major responsibility for 
program purchases. 
The concern about prices outnum-

bered by far other responses to the 
question: "What do you feel are the 
prime issues in the sale of syndicated 
programs to stations?" In all three 
categories of executives, at least half 
pointed to the cost of syndicated 
shows. 
As might be expected, the smaller 

stations ( those with annual revenues of 
under $2 million) were the most con-
cerned. More than two-thirds of all 
general managers in this station category 
responding cited this worry. And better 
than 80 per cent of sales managers at the 
smaller stations named cost as a prob-
lem. 

While some answers clearly meant to 
imply that cost is always a problem to 
executives, many respondents left no 
doubt of their feelings that current prices 
were out of line. Almost a third of gen-
eral managers who mentioned price as an 
issue indicated they feel that way, some 
pointing to the bidding for off-network 
"futures." such as Happy Days. as the 
villain in the piece. 

Strong price concern 

Among program directors, just about 
a third of those who pinpointed prices as 
an issue put it in strong terms. AS for 
sales managers, while as a group they 
pointed to prices as an issue in greater 

Reproduced, with permission, from 
Television/Radio Age, 2-28-77 

"What do you feel are the prime issues 
syndicated programs to stations?" 
(% station executives citing various issues)* 

in the sale of 

Annual station revenue 

Under 
S2 mil. 

$2-5 Over ,111 

mil. $5 mil. stations 

GENERAL MANAGERS' ANSWERS: 
Prices 
Need for program variety 
Availability of programs 
Program quality/creativity 
Terms of sale 

68.1% 
24.6 
14.5 
14.5 
14.5 

54.9% 
22.0 
31.7 
20.7 
14.6 

56.3% 
43.8 
25.0 
21.3 
8.8 

58.7% 
30.2 
24.7 
19.1 
13.2 

Cable/exclusivity 
Program content/suitability 
Barter programs 
Sale of " futures" 
Other 

10.1 
2.9 
5.8 

37.7 

6.1 
3.7 
1.2 
2.4 

34.1 

2.5 
7.5 
5.0 
8.8 

28.8 

6.4 
5.1 
4.3 
4.3 

33.2 

PROGRAM DIRECTORS' 
Prices 
Availability of programs 
Need for program variety 
Program quality 
Terms of sale 

ANSWERS: 
56.8% 
43.2 
37.8 
16.2 
13.5 

48.9% 
36.2 
40.4 
17.0 
14.9 

47.8% 
34.8 
26.1 
23.9 

50.8% 
37.1 
34.1 
18.9 
9.8 

Sale of " futures" 
Access/early fringe shows needed 
Barter programs 
Need for new ideas 
Too many network runs 
Need for first-run product 
Other 

2.7 
2.7 
2.7 

8.1 
8.1 

10.8 

10.6 
2.1 
6.4 
8.5 
4.3 

34.0 

15.2 
15.2 
8.7 
6.5 
4.3 
8.7 

37.4 

9.8 
6.8 
6.1 
5.3 
5.3 
5.3 

28.0 

GENERAL SALES MANAGERS' ANSWERS: 
Price 81.3% 54.4% 
Availability of programs 34.4 49.1 
Program quality 28.1 10.5 
Need for program variety 21.9 26.3 

56.3% 
33.3 
37.5 
18.8 

61.3% 
40.1 
24.1 
22.6 

Terms of sale 
Barter programs 
Sale of " futures" 
Too many network runs 
Other 

21.9 
12.5 

6.3 
9.4 

15.8 
17.5 
8.8 
3.5 

15.8 

22.9 
18.8 

18.8 

19.7 
16.8 
3.6 
3.6 

15.3 

Source: TELEVISIONIRADIOAGEsurveys. December. 19705. 

• Vertical columns for each executive category add up to more than IOW; be-ause of multiple 
ansUen 
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numbers than the other two executive 
categories, less than one out of five put 
it strongly. The reasons for this were not 
apparent from the answers, but since 
their responsibility for buying pro-
gramming is less than that of the pro-
gram director-as indicated in the sur-
vey responses-it is reasonable to con-
clude that they feel less concern about 
high prices. 

Second among the issues listed by PDs 
and SMs was program availability, while 
G Ms mentioned program variety second. 
There was no consensus that would ex-
plain the general concern about program 
availability other than the obvious 
comments that, in the competitive 
marketplace, if one station buys a show 
its competitors can't have it. 

But there were some who complained 
about the shortage of off-network prod-
uct because of changing network pro-
gram patterns. And there were some in-
dications, particularly among PDs, that 
they couldn't get their hands on good 
early- fringe and primetime-access 
shows. 
The large number of general manag-

ers who bewailed the lack of program 
variety ( it was the third most-frequent 
issue by PDs and the fourth most-fre-
quently mentioned by SMs) suggests a 
stress on counter-programming, or, to 
put it another way, strategic program 
planning. This aspect might be of lesser 
interest to PDs and SMs involved in 
day-to-day tasks. 

It is likely that if the survey were taken 
currently, the number of GMs and other 
station executives complaining about the 
lack of variety in syndicated program-
ming would be less, judging by the new 
entries offered at the recently held an-
nual convention of the National Asso-
ciation of Television Program Executives 
in Miami Beach. 

It still remains to be seen how many of 
these get off the ground, but there was 
little doubt that NAIPE registrants saw 
more different kinds of program efforts 
than at any time in the association's 
history and-possibly- in the history of 
TV syndication. 

Concern with program quality 

As for program quality, this ranked 
fourth as an issue among both GMs and 
PDs and third among SMs, a difference 
which would not ordinarily be expected, 
but may reflect complaints that adver-
tisers make to station sales departments 
about the programs they buy into. 

Quality is in the eye of the beholder, 
of course. and no respondent spelled out 
exactly what he meant. But it usually 
refers to the "look" of a program and 

evidence of a sizeable budget. The word 
"quality" is often paired with "network" 
and, hence, the reference about the lack 
of it refers to first-run syndicated, rather 
than off-network, product. 
Terms of sale as an issue was cited by 

19.7 per cent of SMs, 13.2 per cent of 
G Ms and 9.8 per cent of PDs. This cov-
ered a variety of aspects-the number of 
runs involved, length of the lease, 
whether up-front payment is asked, etc. 
Anent the latter, while not many station 
executives cited this as an issue, it ap-
pears, judging by the comments, to be 
growing more common and is connected 

SMs than from GMs and PDs on some 
issues that were cited more frequently. 
One long statement came from a sales 

topper at a VHF affiliate with revenues 
in the plus-S5 million category. He saw 
barter as evidence of "short-term greed" 
and as opposed to "long-term viewer 
development." At one point, he said, 
"We are, unfortunately, witnessing 
today an abrogation of responsibility by 
the program mind as the industry be-
comes further inundated by barter pro-
gramming. The smell of increased shares 
of corporate dollars finds management 
all too often asking sales to reinforce its 

"How would you describe your responsibility in the 
decisions to buy syndicated programs for your station?" 
(% station executives citing various degrees of responsibility) 

Annual station revenue 

Under 
$2 mil. 

$2-5 Over All 
mil. $5 mil. stations 

PROGRAM DIRECTORS ANSWERS: 
Researches/makes recommendations 40.5% 
Has major/primary responsibility 8.1 
Is part of group decision* 16.2 
Has full responsibility 13.5 

33.3% 
16.6 
22.9 
10.4 

25.0% 
37.5 
14.6 
16.7 

32.1% 
21.2 
18.2 
13.1 

Shares responsibility with GM 
Corporate mgt. makes decision 
Has little or no responsibility 
Other 

10.8 
5.4 
2.7 
2.7 

12.5 

2.1 
2.1 

/.1 8.8 
4.2 2.9 

2.2 
1.5 

SALES MANAGERS' ANSWERS: 
Determines saleability 20.6% 
Advisory responsibility 38.2 
Has major/important responsibility 17.6 
Has little or no responsibility 14.7 

22.7% 
19.7 
19.7 
12.1 

30.8 
17.3 
19.2 
17.3 

25.0% 
23.0 
19.1 
14.5 

Is part of group decision* 
Shares responsibility with GM 
Corporate mgt. makes decision 
Has full responsibility 

5.9 
2.9 

24.2 
1.5 

7.7 13.2 
7.7 3.3 

1.3 
0.7 

Source: TELEVISION/RADIO AGE surveys, December, 1976. * Usually a troika of the 
general manager, general sales manager and program director. 

mostly with off-network "futures." 
The only other issue which received 

more than 10 per cent of the "votes" 
among any one of the three executive 
categories was barter programming. 
This was cited by 16.8 per cent of SMs 
but only 6.1 per cent of PDs and 4.3 per 
cent of GMs. The comments of the sales 
executives were almost uniformly nega-
tive, with those from the larger stations 
more likely to cite barter than those from 
smaller stations. 

This subject aroused more explicit 
comment from SMs than almost any 
other, and more euen IA comment from 

'decision' to accept sub-par program-
ming on the basis of potential revenue 
increases." 

Also included in the condemnation of 
barter were comments on "barter-plus-
cash" buys. The Mike Douglas show, 
with two minutes held out for national 
sale, was singled out by some sales 
managers, but other executives also 
mentioned Norman Lear's All that 
Glitters and the Mickey Mouse series. 

There were a fev. positive comments 
on barter, all from executives with sta-
tions in smaller markets. One PD men-
tioned the difficulty of attracting barter 

103 

TelerisionlRadio Age. February 28. 1977 



shows in the 100- plus markets. 
While the selling of off-network fu-

tures was not mentioned as an issue by a 
sizeable portion of the respondents, it 
was singled out by a number of them. 
Overall, 9.8 per cent of PDs, 4.3 per cent 
of GMs and 3.6 per cent of SMs men-
tioned it. For the most part, comments 
were confined to describing futures 
selling as a major issue, but without 
going into detail. In general, the tenor of 
comments was that this was something 
the stations have to learn to live with, 
though it presented problems because of 
the difficulty of predicting audiences 
years in advance. No one described the 
selling of futures in positive terms, except 
by implication when respondents talked 
about the shortage of off-network series. 
(The issue of costs was previously men-
tioned in the coverage on prices.) 

Off-network futures 

Despite the attention given to com-
ments on barter and off-network futures. 
they cannot be described as top-of-
the-mind worries among station execu-
tives—the pricing of futures excepted. In 
most cases, less than 10 per cent of ex-
ecutives exhibited concern. Since the 
respondents represent a cross-section, not 
a census, there is bound to be some range 
of error, though it could be either up or 
down. 

The responsibility question 

The answers on responsibility for 
buying syndicated product showed an 
important level of authority for PDs. As 
previously indicated, about a third have 
full or major responsibility for program 
buying. Those reporting full responsi-
bility amounted to 13.1 per cent of all 
PDs responding. This did not vary much 
by station size. At the bigger stations— 
those in the $5 million-plus annual rev-
enue category— I6.7 per cent claimed 
full responsibility. At medium-size sta-
tions—S2-5 million—it was 10.4 per 
cent. At smaller stations—under $2 
million— it was 13.5 per cent. 

This must be subject to some inter-
pretation. The term "full responsibility" 
was not defined in the questionnaire. 
Both PDs and SMs—but not GMs— 
were presented with the open-ended 
question: "How would you describe your 
responsibility in the decision to buy 
syndicated programming for your sta-
tion?" In some cases PDs merely said. 
fuIs resr.vteibility" or -cernpkte re-

sponsibility.- In other cases, the re-
spondent said. "Have the responsibility 
to search out programs, pick programs 
and negotiate with distributors." 

(Continued on page 88) 
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But "full responsibility" is not neces-
sarily the same as the last word and no 
general manager will give up his au-
thority to, at least, veto an underling's 
decision. 

Nevertheless, the fact that sizeable 
numbers of PDs report having full or 
major responsibility certainly lays open 
to question the belief in many quarters 
that PDs are a minor factor in syndica-
tion buying. 

Another area of interest is the status 
of the "committee method" of deciding 
on syndication buys. The "committee 
method" refers to having the general 
manager, sales manager and program 
director decide as a group on buys, for-
mall) or informally. Each is supposed to 
have a more or less equal voice, though 
the general manager is certainly "more 
equal" than the others. 
The survey shows that 18.2 per cent of 

the PDs take part in group decisions and 
the answers indicated that in most cases 
it was a troika of the three station exec-
utives, with occasionally the president of 
the company or group program chief 
thrown in. By size of station, the per-
centages are: $5 million plus, 14.6 per 
cent: $2-5 million, 22.9, and under $2 
million. 16.2. 

Using the answers from sales man-
agers as a basis of comparison and vali-
dation. it turns out that responses from 
SNIs were not too different- 13.2 per 
cent. The difference could be explained 
by the fact that all the PD and SM re-
spondents were not from the same sta-
tions. but it is also possible that differ-
ences in how respondents perceive their 
jobs could explain the difference. For 
example, no sales manager from a small 
station reported being involved in group 
decisions. However, it is probably safe to 
assume that one out or six stations uses 
the committee system. 

There is a considerable portion of PDs 
whose prime function in syndication 
program buys is to provide input. They 
make up about a third of the responses. 
They are more numerous in smaller 
stations where staffs are smaller and— 
though the responses are not specific in 
this respect—the general manager 
probably makes the basic purchase de-
cisions. 

The PD's responsibility here is still 
fairly important. how ever. since much of 
the Weeding out process. as described by 
respondents. is taken care of by the 
PD. 
As for the sales manager. about a 

quarter said their main function was to 
advise on the saleability of programs and 
almost a quarter have advisory respon-
sibility. Additionall). about one out of 
five described their responsibility as 
major or important. CI 
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Reproduced, with permission, from BROADCASTING Magazine, 5-6-7A 

Special Report 

The bounds 
of barter 
are hard 
to find 
The former black sheep of programir g 
has gained in respectability over 
the years—although it is due to 
decline in salability in new season— 
but it still has no track record; 
this special report attempts to put an 
old selling method in new perspective 

In a typical week of last November, barter 
shows occupied 99 of a possible 525 
prime-access half-hours on the 75 net-
work-affiliated TV stations in the top-25 
markets. 

Across the country during the same 
week, barter series filled more than 2,700 
morning, noon and nighttime half-hours 
in markets of all sizes on stations of all 
sizes, network-affiliated or not. 

In all, the best available information 
suggests that barter represents roughly 
15% of all syndicated series having any 
significant degree of station acceptance 
and probably represents a station outlay 
of $22 million to $25 million a year in 
commercial time. 

These statistics are supportable but 

imprecise. Barter has come a long way 
in recent years, but it was a dirty word 
for so long, synonymous with shady deals 
and fast-buck operators, that nobody yet 
has dignified it—or been able to dignify 
it—with useful measurements. Some basic 
questions therefore remain. For instance: 
Is program barter a large-scale business, 
as some claim, or a small-time affair 
as others insist, or is it somewhere in be-
tween? 

Such statistics as there are tend to cut 
both ways. 

If the national figures seem large, it 
may be pointed out that 2,700-plus half-
hours of barter programing a week woul I 
be less than one quarter of one percent 
of all half-hours aired in a week. And 
$25 million in station time would be 
about 1.1% of stations' gross broadcast 
revenues, 1.3% of their net revenues. 
On the other hand those 99 half-hours 

on affiliates in the top-25 markets repre-
sented 18.85% of the tabulated access 
time on those stations. As a percentage 
of syndicated programs in access time 
they ranked even higher, because many 
of the half-hours were local originations. 

These figures, which are based on 
Nielsen's report on prime-access pro-
grams in leading markets, also illustrate 
a sometimes overlooked factor: Whatever 
barter's size is, a handful of shows ac-
count for most of it. 

Although 14 identifiable barter shows 
contributed to those 99 half-hours, for 
instance, four of the 14 accounted for 
60 of the 99. And four other shows ac-
counted for 24 of the rest, leaving 15 
half-hours divided among six programs. 

The four that dominated were Police 
Surgeon (20 markets), The Lawrence 
Welk Show ( 15), The Protectors ( 13 ) 
and Hee Haw ( 12). The four runners-up 
were Wild Kingdom, Stand Up and 
Cheer, Animal World and The Bobby 
Goldsboro Show. 

(Actually barter's role in the top-25 
markets may be overstated by these fig-
ures, because Protectors this year was 
sold for cash more often than bartered. 
However, there is no way to tell which 
was which in the top 25. On the other 
hand, Nielsen's access-time report did not 
include the Sunday 7-7:30 NYT period, 
which is known to be barter-programed 
in a number of cases.) 

In audience as well as station accept-
ance, it's much the same story, Nielsen 
does not rank the top-rated shows by 
market, but in Arbitron rankings for sub-
stantially the same November period four 
barter shows were among the 25 highest 
rated programs 16 times in 14 of the 
same 25 markets. They are substantially 
the same shows that led in the Nielsen 
list of access programs, although Arbi-
tron's list covers all day parts, not access 
time alone. 

In the Arbitron ratings Wild Kingdom 
made it into the top-25 programs in 10 
markets, the one-hour Welk Show made 
it in three; Hee Haw, also an hour, made 
it in two and Police Surgeon in one. 
The story was not much different in 

the top-50 markets. Of 23 syndicated 
series that ranked in the top-25 programs 
in one or more of those markets, six were 
barter shows. The list again was essential-
ly repetitious. In order of frequency it 
consisted of Wild Kingdom, Hee Haw, 
Welk Show, Police Surgeon, Untamed 
World and Goldsboro Show. The last 
two, which failed to make it into the win-
ners' circle in the top-25 markets, scored 
in one market each in the second 25. 

Figures like these help explain why 
one station program specialist after an-
other, asked to assess the scope and im-
pact of barter programing, says in effect, 
"When you talk about barter, you're talk-
ing basically about five shows." Four of 
the five almost invariably are Wild King-
dom, Welk, Hee Haw and Police Sur-
geon, with the fifth usually Goldboro, 
Untamed World or Animal World. 

Except for Animal World, these seven 
were among nine identifiable barter series 
that were being aired last November in 
100 or more markets each, according to 
Nielsen's market-by-market Report on 
Syndicated Programs, which covers 207 
series in all. 
The Nielsen report does not differenti-

ate between bartered and other syndicated 
series; nor does it include syndicated 
movies, or syndicated series carried dur-
ing the measurement period by fewer than 
10 stations. Both barter and syndication 
generally would look somewhat larger 
than the Nielsen figures indicate if shows 
in fewer than 10 markets could be count-
ed. They would also be bigger if updated 
to include barter and cash sales made 
since November, which in several cases 
have been sizable, but estimates from 
individual distributors tend to be incon-
sistent and sometimes exaggerated. 

The nine barter shows in last Novem-
ber's 100-market class represented ap-
proximately 30% of all the identifiable 
barter programs but accounted for about 
two-thirds of all the known barter half-
hours on the air. In all, 30 programs, out 
of the 207 in Nielsen's syndication re-
port, could be positively identified as 
being offered on a barter basis—and 
among those, some were being sold for 
cash in nonbarter markets. 

These of course are only the visible— 
or at least relatively visible—parts of 
program barter. They are the programs 
that advertisers, agencies, producers or 
distributers offer "free" to stations, along 
with in-program spots for local sale, in 
return for other spots—usually within the 
program—that the supplying advertiser 
or agency uses or the producers or dis-
tributors sell to other advertisers. In-
dividual negotiations may change the end 
results, but the standard format is two 
minutes for the supplier and four for the 
station in half-hour shows, with roughly 
the same proportions in longer programs. 

The hidden part of barter is that han-
dled by the professional buying and bar-
ter organizations, such as Advertising 
Contractors Inc., William B. Tanner Co. 
and S. Jay Reiner Co., which will buy 
virtually anything a station needs—from 
office supplies to news wagons, credit-
card accounts and due bills—and take 
payment in station time credits that are 
"banked" and then sold to "trade eligible" 
advertisers. "Trade eligible," they explain, 
means that the advertisers to whom they 
sell a station's time have not used that 
station within the past year, say, so that 
the station's cash business is not hurt. 

These firms—which emphasize that the 
station always has veto rights over any 
advertising they bring to it—can buy a 
program for a station that wants it, 
whether it's a barter show or not; they 
also help with the placement of programs 
in smaller markets. There is no way to 
ascertain the value of time thus bartered, 
but Howard Marsh, president of Adver-
tising Contractors, suggests that it is not 
niggling: He estimates that 30% of Ad-
vertising Contractors' business involves 
programing. 
The one official statistic on barter may 

be the FCC's, and that is a single figure 
for, thus far, a single year. It puts the 
total value of TV "barter and trade-out 
transactions" for 1972 at $54,672,000 
without distinguishing between program-
ing's part and the part attributable to 
more tangible products and services. ( For 
the same year the FCC put the barter to-
tal for radio stations at $38.7 million.) 
Generally, however, it is believed that 
programing accounts for somewhat less 
than half of the total, probably in the 
40%-45% range. For want of anything 
better, the FCC figure—which is sup-
posed to represent the value of the pro-
grams and goods rather than the value of 
the time paid for them—is used with the 
40%-45% estimate to reach $22 million 
to $25 million as the likely value of time 
bartered for programs. 
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Although a variety of reasons may go 
into a company's decision to abandon 
barter temporarily or even permanently, a 
single reason usually is behind its getting 
into barter in the first place: the belief 
that it can get more for its money-
through more compatible program envi-
ronment, more desirable time periods, 
stricter controls or whatever. Or because 
barter seems likely to be just plain 
cheaper than conventional advertising. 

Similar reasoning-that barter can be 
made to produce better costs-per-thou-
sand for clients-appears to be the main 
factor behind an increase in agency in-
volvement in barter in recent years. 

There has been speculation that agen-
cies took to barter in hopes of regaining 
some of the program control they lost 
years ago to the networks. Some of those 
most actively engaged in it do emphasize 
their control over production as well as 
placement of barter shows they handle. 
In addition, Dancer-Fitzgerald-Sample 
has created a wholly owned subsidiary, 
Program Syndication Services, to handle 
production and barter, and Syndicast 
Services apparently had its origin at Nor-
man, Craig & Kummel, though Syndicast 
officials insist this is meaningless and that 
Syndicast is entirely independent. 
To the extent that agencies have in fact 

regained some lost power over program-
ing, the recovery seems to independent 
observers to be more a by-product than 
the objective of their barter activity. If 
they are indeed looking to barter to re-
store past glories, this must be a dis-
couraging year for them. All indications 
suggest that agencies as a group, and 
most agencies individually, have less bar-
ter going for them now than a year ago. 

Even a little barter, however, would be 
too much for barter's most outspoken 
critics. For the most part these are found 
among station reps. Conventional syndi-
cators/producers outside the barter field, 
who might be expected to denounce its 
intrusions on their own sales prospects, 
tend 'to temper their objections. Some 
take a sort of live-and-let-live approach, 
perhaps not to foreclose any future op-
portunities. Some regard barter as, in the 
words of one, "not worthwhile." Some 
major producers openly dislike barter's 
inroads on access time and say barter 
generally tends to cheapen programing 

but do not treat it as set:. • competition. 
Station reps, however, ubject not only 

to the quantity but also to the principles 
and-most strongly-to the way they 
claim barter is often handled. 
The principle of it deprives reps of two 

minutes per half-hour that they them-
selves might he selling, makes the barter 
advertiser that much less a prospect for 
conventional spot buys and may also take 
the program production costs out of the 
spot TV budget. But worse yet, reps con-
tend, is the pushing and shoving that 
goes on. 

It is common practice, these critics 
charge, for the distributor placing a barter 
show on behalf of an advertiser to use 
that advertiser's regular spot budget as 
leverage, threatening to withhold conven-
tional spot buys if a station won't accept 
the program, offering additional spot buys 
if it will. "An awful lot of lousy programs 
get placed that way," one leading rep 
asserted. 
"Some advertisers do it like mad," 

another said. "They'll make a commit-
ment to a station or group, guaranteeing 
the number of dollars they'll spend-and 
very often that's all they'll spend in those 
markets." Another rep cited a Midwest 
market where he said a single advertiser 
ran 50 commercial minutes in a month-
all but twd on barter. "A year ago," he 
said, "every one of those minutes was for 
cash." 
A somewhat subtler tack, another rep 

continued, is for an agency to have its 
barter shows placed by the people doing 

most of the buying for all of the agency's 
clients. "They don't have to make any 
threat or offers," he said. "In a situation 
like that, stations get the message. Espe-
cially smaller stations." 

For all their complaints, however, reps 
can't he too outspoken. Not only must 
they continue to do business with the 
advertisers and agencies involved, but, as 
one said, "we can't argue too loud be-
cause a lot of stations want barter." 

Agencies and others distributing barter 
shows deny they use improper means, al-
though some readily acknowledge they 
will use pressures short of that if neces-
sary. "I think there's some pressure, 
whether through an agency, a buying 
service or a syndicator," said Bill Camer-
on of J. Walter Thompson Co. "We're 
no better or worse than anyone else-but 
we don't condone using spot money [as 
a lever]. Our job is to do the best we can 
for our clients. I know I've used personal 
friendships to help get a show placed." 
Some will acknowledge that "others" 

sometimes hold out spot business as a 
carrot but insist, as one put it, "when 
it happens, it works both ways-some 
stations insist on it." 
Nor will agencies agree that barter in-

variably means a reduction in snot budg-
ets. Joel Siegel of Ted Bates & Co., whose 
current barter line-up includes Police 
Surgeon, Today's Health and the Calgon 
Country Music Festival specials, says 
"we're not using spot money at all. This 
is network money. The only ones who 
might have a gripe are the networks, and 

they're so fat they don't care." 

The majors five-year comparison of entertainment programs, by type, showing 
°. of access entertainment half hours 

Pre- rule Post- rule 

1970-71 1971-72 1972-73 1973-74 1974-75 

Drama 46.3% 27.7 16.5 11.6 4.9 
Comedy 21.7 18.8 1.7 6.6 0.4 
Game 11.1 22.8 48.6 54.8 65.6 
Variety 17.2 17.5 18.4 14.0 12.0 
Nature Travel 2.3 6.3 7.1 10.6 11.2 
Cartoon - 0.2 4.3 1.8 0.3 
Miscellaneous 1 3 6.7 3.4 0.6 5 5 

The majors' four-year comparison of entertainment programs, by genesis, showing 
% of access entertainment half hours 

1971-72 1972-73 1973-74 /974-75 
Programs available 

without access rule 
From: U.S. networks 

Foreign networks 
Prior syndication 

Programs available 
"because" of rule 

Total 

71.8% 
2.7 

15.5 

60.8% 
17.6 
19.5 

61.6% 
143 
18.2 

81.4% 
7.2 
5.7 

10.0 2.1 5.9 5.7 
100.0% 100.0% 100 0% 100.0% 

Broadcasting Sep 23 1974 
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November 1973 Major 
Program Markets Ratings sponsors Distributor 

American Horse and — — Various 
Horsemen 

(30 min.) 

Animal World 51 10 Kal Kan 
(30 min.) 

Backyard Barbecue 
(30 min. how-to) 

B.J.'s Bunch - — Various 
(30 min. children's) 

Bobby Goldsboro Show 104 
(30 min. musical-variety) 

Broadway, My Street 
(60 min. musical special() 

Calgon Country Music - — Calgon 
Festival 

(Six 30-min. specials) 

Canadian Football - Various 
(13 games; live) 

Celebrity Bowling 
(30 min.) 

Celebrity Tennis 
(30 min.) 

Country Carnival 14 
(30 min. country music) 

Country Place 15 
(30 min. country music) 

Dealer's Choice 
(30 min. game show) 

Don Kirshner's Rock 101 
Concert 

(90 m n.) 

Family Classics 
(30 min. children's 

dramas) 

- Colgate; 
others 

- Various 

4 Various 

3 Various 

— Various 

2 Various 

Trans American Video 

Les Wallwork 
Associates 

- General Foods Walnat Co. 

Syndicast Services 

9 General Mills: Show Biz. Inc. and 
various Program Syndica-

tion Services 

- Bristol-Myers Syndicast Services 

Ted Bates 

Syndicast Services 

Syndicast Services 

Syndicast Services 

Show Biz Inc. 

Show Biz Inc. 

Trans American Video 

Viacom 

14 7 Burger Chef Ogilvy & Mather 
(in its mktg. 
area only) 

Galloping Gourmet 31 1 Various 
(30 min. how-to) 

Gospel Singing Jubilee 47 4 Various 
(60 min.) 

Greatest Sports Legends 
(30 min.) 

Group Therapy with 
Irene Kassorla 

(30 min.) 

Hank Thompson Show 
(30 min. country music) 

Young & Rubicam 

Show Biz Inc. 

- Bristol-Myers, Syndicast Services 
Continen 
tal Ins. 

— Promotes Kas- Brut Productions 
sorla bock 

— Various Jimmy Dean Produc-
tions/ Halsey Co. 

Professor Kltzel 
(five mia, cartoons, 

children's) 

Safari to Adventure 
(30 min.) 

- Bristol-Myers SSC&B 
in selected 
mkts. (p'ace-
ment com-
pleted) 

26 6 Kal Kan in 
selected 
markets 

Soul Train 62 5 Johnson 
(60 min. musical Products 

variety) 

Speakeasy — Various 
(60 min. rock/talk) 

Sports Person to - — Various 
Person 

(30 min) 

Television News Inc. - Bristol Myers, 
all news service) General 

Foods 

Tips from Wally's — Various 
Workshop 

(41/2 -6-min. inserts) 

Today's Health - — Standard 
(30 min.) Brands 

Bill Burrud Pro-
ductions 

Media & Marketing 
Affiliates Inc. and 
EUE Screen Gems 

J. Walter Thompson 

Trans American Video 

Young & Rubicam 

Walnat Co. 

Ted Bates 

Program 
November 1973 Major 
Markets Ratings sponsors Distributor 

Hee Haw 
(60 min. country 

music-variety) 

House Call 
(30 min. on medical 

subjects) 

I Am Joe's . . . 
(Four 30-min. programs 

on health care) 

Inner Space 
(30 min.) 

Jabberwocky 
(30 min. children's) 

176 18 Various 

Jimmy Dean Show 39 
(30 min. country music) 

Lady Love-In: 
Night & Day 

(60 min. contemp. 
music special) 

Yongestreet 
Productions 

- An insurance Home International 
firm Television 

- Various 

- Various 

Mattel, 
Nabisco 

J. Walter Thompson 
Co. 

Program Syndication 
Services 

Home International 
Television and 
Ogilvy & Mather 

8 Jimmy Dean Jimmy Dean Produc-
Sausages tions/ Halsey Co. 

— Various Program Syndication 
Services 

Lawrence Welk Show 178 21 Various 
(60 min. musical variety) 

Lena Horne Show - — Johnson 
(30 min. music/variety) 

Don Fedderson 
Productions 

Bozell & Jacobs and 
Products Media & Marketing 

Affiliates Inc. 

Music Place - — Various 
(30 min. country music) 

Newsweek Broadcasting — — Lever Bros. 
Service 

(five min. news/ 
feature inserts) 

Not For Women Only 56 2 Alpo, Bristol-
(30 min. strip; talk) Myers, 

others 

Other People, Other 27 7 Miles Labs 
Places 

(30 min.) 

Outdoors With Ken — Various 
Callaway 

(30 min.) 

Play It Again, Uncle - — Various 
Sam 

(60 min. history/ 
music special) 

Police Surgeon Ill 14 Colgate 
(30 min. police drama) 

Porter Wagoner Show 77 9 Various 
(30 min. country music) 

Show Biz Inc. 

J. Walter Thompson 

Syndicast Services 

J. Walter Thompson 

Trans American Video 

Trans American Video 

Ted Bates 

Show Biz Inc. 

20th Anniversary of — — Various 
Rock & Roll: At the Hop 

(60 min. special) 

Untamed World 131 7 Kellogg 
(30 min.) 

Wally's Workshop 31 
(30 min. how-to) 

Welcome Aboard 
(30 min.—for 1975) 

Where Did All the 
Animals Go? 

(60 min. fundraising 
special) 

Wilburn Brothers Show 44 
(30 min. country music) 

Wild Kingdom 172 
(30 min. wildlife) 

World of Survival 45 
(30 min.) 

X-Factor 
(30 min. psychic drama) 

- Chrysler 
Marine 
Corp. 

- Bill Burrud 
Fund for 
Kenya Na-
tional Park 

Program Syndication 
Services 

Leo Burnett 

1 U.S. Plywood Walnat Co. and Grey 
Advertising 

Syndicast Services 

Bill Burrud 

6 Various Show Biz Inc. 

24 Mutual of Bozell & Jacobs 
Omaha 

8 Miles Labs J. Walter Thompson 

- Procter & Four Star Entertain-
Gamble ment 
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. Spe,scial.R9port 

The ferment 
n television 
for children 
Programing for children on the commer-
cial television system is in transition in 
1975. Reformers call for more radical 
reforms. Broadcasters count the high costs 
of reformSalready made or in the making. 

Networks are spending more and earn-
ing less on Saturday mornings that used to 
have a waiting list of advertisers and 
generation after generation of unblinking 
youngsters glued to the tube. Stations are 
searching for the elusive program that will 
quiet the critics and attract an audience 
young enough to matter and big enough to 
count. 
Out of these conflicting pressures and 

responses are emerging program-develop-
ment projects of all kinds. There are net-
work series costing $ 75.000 a half hour 
and station projects that are voluntary. Of 
a children's news show done by children 
on kmtk-Tv Little Rock, Ark., the co-
director, Miguel Copello, says: "Our 
working budget is simple. We have none." 

At the stations, groups muster 
their resources, news programs 
get children's inserts, search 
is on for education that won't 
turn the young audience away 

The topics and formats vary widely— 
from classical to rock music, cowboys to 
puppets, race relations to the Bicentennial. 
Yet the underlying message is singular. 
Educational programing and entertain-
ment programing are not mutually ex-
clusive. The better shows geared to young 
people allow both learning and fun and, 
with innovations, build one on the other. 
The following are representative examples 
of programing directed to children, sub-
mitted in response to a BKOAIX'ASIING 
questionnaire. 
One apparent trend in recent years has 

station groups banding together to -pro-
duce polished children's p,rograming on 
the local level. 
The four Multimedia stations have pro-

duced Scrunch, sharing film segments. 
ideas and resources, and with variations 
unique to each locale. At %V AI At-T 
Macon, Ga., a four-week musical presen-
tation last sumiller featured diverse young 
talents, including fifth graders ilerforming 
the opera " Carmen." WHIR. IN Knoxville. 
Tenn., uses two original features, " fra-
velogue'• and — Hook Heat" . W ii1\ 
Winston Salem, N.C., does not use an 
adult host, hut divides 30 children in 
studio and film groups for games and skits 
as the " Scrunch Bunch" and the 
"Keystone Kids" (see photo) Standard 
studio flats and graphics allow features to 
he exchanged among producers, and the 
program is loosely coordinated by Douglas 
Hales, director of special production,. 

wxturv. Each of the four stations in the 
group produces a two-and-one-half to 
five-and- one-half-minute feature segment 
each week for interchange. 
The Forward Communications group is 

cycling 12 hours of local children's and 
public service programing. The six sta-
tions are sharing shows like Let's Get 
Growing, on gardening, produced by 
KCAU-TV Sioux City, Iowa, and AJRA 
1974 on the junior aspects of rodeo, pro-
duced by KosA-Tv Midland-Odessa, Tex. 
Spokesmen for Group W say the com-

pany's five owned stations will telecast a 
major new daily half-hour series ( still un-
titled) aimed at pre-school children and 
their parents, beginning some time 
around the end of the summer. The 
series, to be produced in cooperation with 
Gesell Institute, New Haven, Conn., a 
children's behavior think-tank, will be 
taped initially at wRz.lv Boston and will 
probably be scheduled on all five Group W 
stations at 9 a m. weekdays. The series' 
aim is to "entertain and educate children 
while also involving parents in the whole 
process of helping them to learn." 

In addition to group programing under-
takings and the efforts of individual sta-
tions, join( projects of the network-owned 
stations include new children's programs. 
The NBC-owned stations have announced 
their cooperative efforts for this fall. Each 
will present a series of weekday specials 
starring Shari Lewis, to be broadcast 
monthly starting in September. The Shari 
Show, to be produced at WM AQ- .1 V 

Chicago, will be comedy aimed at 
preschoolers. Four children's specials, 
half-hours set for prime- time access 
periods, are scheduled for fall, and five 
half-hours, one orodut c•cl by each owned 

station, will air in prime time on Bicenten-
nial themes. The documentaries will be 
geared especially l'or 10- to- 12- year-old 
children. 
Shared in the CBS-owned stations' 

special programing exchange in the last six 
months were: Jerry and Lisa, produced 
by wcas..ry New York; A Christmas 
Surprise, produced by. KNXT- FV Los 
Angeles and scheduled to air next year on 
the other owned staions; The Child is the 
Father of the Man, produced by vbrits. iv 
and aired on wiium-tv Chicago and Wr AU-
1 v Philadelphia; and The Night Before the 
Night Before, pi oduced h WHIM- 1.V 

Chicago and wcAti.ry Philadelphia and 
aired on kmox•ry St. Louis, and the Los 
Angeles, Philadelphia and New York 
owned stations. 
A joint venture of the ABC-owned 

television stations, Rainbow Sundae pre-
miered in September 1973. The show in. 
eluded a four-part magazine format series, 
"Over 7," produced by Daniel Wilson 
Productions with the ABC ORLO's, and 
lirst-run TV productions of "A Little 
Princess," "The Pathfinder" and "The 
Fortunes of Nigel," all produced as a joint 
venture by the ABC O&O's, 20th Century 
"Fox and the British Broadcasting Corp. 
Rainbow Sundae began a second season 
in October 1974 and continues to date. 

A special area of children's TV that has 
come into its own is news: children in-
terpreting the news for other children. 

At wtmst iv) Cleveland, two "youth re-
porters" have joined the regular Eyewit-
ness News team for the 6 and 11 o'clock 
broadcasts. majo Davis, 15, and John 
Mino, 16, report on youth-oriented issues 
with style beyond their years, says the sta-
tion. The pair was selected alter "competi-

tive auditions that involved nearly a 
hundred students" in interviews for over 
a year 

Eyewitness Junior News, a two- minute 
version of the adult newscast, is K AR K- ry 
Little Rock, Ark.'s special offering for the 
12-and- under age group. It is scheduled 
twice each weekend— noon Saturday be-
tween NBC's GO and the local movie and 
Sunday at 6:25 between the local news and 
The Wonderful World of Disney. Story 
ideas are submitted and written by junior 
reporters and the station plans also to in-
vite submissions from young viewers. 
Some in-depth reporting has come to 

light in the three years Student Spectrum 
has been aired, live minutes each weekday 
morning preceding the Today Show, on 
w emu( tve Schenectady. N.Y. The 
newscasts are researched. written and 
broadcast by students from 30 high 
schools and two middle schools in the sta-
tion's coverage area. The only restrictions, 
according to program manager Arthur 
Garland, are that they avoid " strictly 
parochial items," items that will be out of 
date by the time the taped segments are 
aired, and ( in line with wicraurvi policy) 
editorializing. One show of special merit: 

amining the problem of venereal dis-
ease and high school students 

Interviews with a youth worker and a 
juvenile judge on teen-age shoplifting, a 
story on the birth of a baby giraffe at the 
Pittsburgh Zoo, a commentary on 
teachers and an interview with a young 
woman member of a co-ed track team are 
among the features of kokv 
Pittsburgh's We, Our, Ours, Us magazine 
format show. What's special is the presen-
tation from a young person's point of 
view, provided by hosts Amy White and 

Warren Gauvin (see photo). Segments ap-
pear weekly or monthly on zoology, 
health, growing up and-careers. 
San Francisco Bay Area youngsters par-

ticipate in a discussion/interview with a1 
prominent newsmaker or expert in a par-
ticular field, weekly on KPIX-TV'S Kid's 
News Conference (see photo). The pro-
gram is a learning experience designed " to 
expand (children's) knowledge of the 
many specialty fields open to them in later 
years," according to producer Ann Miller. 

Reproduced with permission 

from BROADCASTING Magazine 
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Wuz-lv Boston airs three programs that 
stress audience participation. Something 
Else, an entertaining magazine format 
program for children 8 to 12, won one of 
eight Action for Children's Television 
awards in 1975. " Access is an important 
part of the Something Else concept," ac-
cording to wuz-Tv. "Children are en-
couraged to write in with their ideas and o-
pinions. — For Kids Only, in its fifth year 
on ‘v 14/• IV, uses four seventh-grade stu-
dents f rom throughout the state in a 
press-conference format, with the young 
ieporters interviewing newsworthy guests. 
4 Real. ;I vehicle for specials on current 
social and political issues, uses a news for-
mat to explain issues on a level children 
understand. So far, the prototype special 
was 4 Real.- You and Money. 

According to vice president and general 
manager Milton Grant, wix•A. IN Wash-
ington's " Kids-to- Kids" public service 
announcements " utilize the commercial 
form to get constructive messages across 
to the children of the area," by allowing 
them to use the tools of television to com-
municate positive and constructive 
messages to other children. The commer-
cials sell common sense: " read a book," 
"eat healthy," "don't take rides from 

strangers," etc. 
In a more traditional vein, several long-

running children's shows report proved 
formulas with continued updating. 

Currently celebrating its 25th annivers-
ary, wcro-Tv's Cincinnati's Uncle Al 
Show (see photo) has been changed over 
the years " to reflect the tastes and needs 
of the audience and the skills of the indus-
try." 

Second-generation on-air competitors 
are not unusual on gmTv(Tv) Omaha's 
Playground Champions, The show is in its 
21st season and the purpose " has always 
been to encourage participation in super-
vised recreation in city parks." Another 
long- run gmTv program is Jean's Story 
Time, a Sunday school for children, now 
in its 19th year. 

Every Saturday morning in Austin, 
Tex., the skits, songs and show-and-teil 
games put on by 30 to 40 children are con-
ducted by Uncle Jay— for 23 years the star 
of tolc-Tv's Uncle Jay Show. "Happy 
Raine" has been on the air 16 years at 
wcsc-Tv Charleston, S.C. (see photo). 
New elements on The Happy Raine Show 
are " Friends Around the World," featur-
ing children from other countries in inter-
views and showing their native dress, and 
"Christmas Around the World," with na-
tive carols and storytelling. 
The Old Rebel Show on wnly-Tv 

Greensboro, N.C., is approaching the 
quarter-century mark with George Perry 
(see photo) appearing five days a week 
before a live audience. 

Another veteran children's program is 
WKZO-TV Kalamazoo, Mich.'s The Chan-
nel 3 Clubhouse, now running for over 20 
years. hostess Fran Harding and the 
Bonevich puppets are the regulars with 
frequent appearances by nature center, 
library and museum experts. 
Many stations are beyond the tradi-

tional children's format. Several local out-
lets report programing for special seg-
ments of the children's audience, notably 
bilingual programing and programing for 
the deaf or hearing impaired. 

Special sign language instruction and 
Spanish lessons are parts of a typical week 
on uwGN-Tv Denver's Blinky's Fun Club. 
The program is centered on "clowning, 
cartoons and safety," but the alternative 
educational segments have been cited as 
influential among viewers. 

Similarly, wnitc-Tv New York broadcast 
a BBC series for children with hearing im-
pairments. Vision On premiered in New 
York in February 1973 and was rebroad-
cast through last August. 
The bilingual preschool series, Los 

Ninos, enters its eighth season this year on 
KENS-TV San Antonio, Tex. This transl-
ated title appropriately describes the 
show's stars and audience: " The 
Children." The show is geared to " help 
economically disadvantaged and culturally 
different children acquire the verbal and 
social skills necessary for success in 
school." 
On the You and I show Friday morn-

ings on Milwaukee's virrt-Tv, children are 
exposed to a "word for the day" in both 
Spanish and sign language, or they may 
see a segment on the metric system, fine 
arts or science, all designed " to entertain 
and inform our audience, not overpower 
it." As producer-host Darlyne Berg says at 
the end of each show, the hope is that 
viewers will "learn something, love some-
one and really like yourself." 

It's a theme reaffirmed each year by 
broadcasters, often with advice from the 
world of education specialists and child 
development specialists: learning can be 
fun. 
Homework assignment for all sixth and 

seventh graders in Duval county, Fla.: 
Watch on television a 1934 Universal 
science fiction serial, The Vanishing 
Shadow. The idea of using television to 
improve children's literacy skills is part of 
a pilot program co-sponsored by the 
school system and wixT(rv), the Post-
Newsweek station in Jacksonville. Three 
weeks and 12 installments later, a 27 rat-
ing ( 54 share), approval from educators 
and 18,000 enthusiastic youngsters speak 
well for the project. During the April trial 
period, scripts were distributed and read 
aloud in class and students were assigned 
to watch the broadcasts Monday through 
Thursday from 7-7:30 p.m., following 
along in their scripts. In the morning, 
teachers followed up with vocabulary 
questions and worksheets. The program 
has been re-edited "to turn kids on to 
reading" through animation, freeze-
frame and other devices, according to ex-
ecutive producer Ray Hubbard. 

Innovations in educational-type broad-
casting on commercial stations have been 
tested elsewhere. An approach to reading 
for preschoolers, called " Picturepages," is 
incorporated into wis-Tv Columbia. S.C.'s 
weekday Knozit-land program. The seg-
ments are presented in cooperation with 
the U.S. Department of Health, Education 
and Welfare and the Midlands Com-
munity Action Agency. The Mr. Knozit 
Saturday and Sunday shows offer locally 
produced " Kids News," and Big Blue 
Marble syndicated segments in addition 
to a regular ventriloquist act, birthday file 
and daily cartoon. 

Consultants from the Early Childhood 
Development Center at Texas Women's 
University and the Dallas Independent 
School District help put together Peppe›-
mint Place on WFAA-TV Dallas- Fort 
Worth, based on the concept that "enter-
tainment is the key to effective educa-
tion" (see photo). Sixteen puppets teach 
basic concepts, motor skills and prepara-
tion for subjects to be taught in school, 
through songs, cartoons and stories aimed 
mainly at children in the third grade. 
KING-Tv Seattle's How Come? was 

awarded a 1974 Peabody Award as a "well 
paced, fully literate program which neither 
talks down to nor over the level of the 
young audience for which it is intended. It 
features newsman Al Wallace delivering 
news and feature stories to the 8-12 year 
old market (see photo). 
Nancy Hill, a school teacher in 

Zanesville, Ohio, doubles as hostess on 
wtilz-Tv's Small Talk program, Fridays 
4:30-5 p.m. The show "deals with instruc-
tions and education more than with enter-
tainment," and topics are timed to coin-
cide with community activities or national 
observances. 

"Fifteen years ago the emphasis was on 
cartoons, slapstick comedy and live com-
mercials. The swing to constructive com-
edy and information has been gradual," 
says Bill Thompson, writer and producer 
of KPHO-TV Phoenix's The Wallace and 
Ladmo Show. Now in its 22d season, the 
show undertakes a sophisticated form of 
comedy, satirizing current events and 
teaching history through a " time 
machine" segment which introduces 
viewers to historical figures—a "candy 
coated pill" according to program man-
ager Ed Aiken. 
Other children's shows, less easy to 

categorize, present pro-social values or in-
structive commentary in the form of easy-
to-take entertainment. 
There is a definite rationale behind 

those multicolored, huggable puppets 
used on wrin-Tv Tampa, Fla.'s Virginia's 
Place monthly children's show (see 
photo). Chester's personality is parallel to 
that of the children, aged 8 to 12, to whom 
the program is targeted; Cecilia is "a 
younger brother or sister image." She is 

also used to portray positive feelings about 
being a girl. 
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A second children's show on WFLA-Ty 
premieres Sept. 27 at 7:30 p.m. B'Iween 
will be geared for the 9-14 age group, a 
monthly exploration of young people's 
hobbies, places of interest and interesting 
guests. 
On the set of an old country railroad 

depot, station master Uncle Bob is visited 
by the four o'clock "friendship train" 
twice a week on Friends, broadcast live by 
wh...x-Tv Onondaga, Mich. Three minute 
film features called "Friends," distributed 
by the Behrens Co., Miami, suggest the 
topic for discussion each day "to help us 
achieve our goal of educating the 4-to-
10 age group in our coverage area, in an 
entertaining way." The show's stated ob-
jectives are "to teach grade school age 
children an appreciation for the interde-
pendent nature of the people and com-
munities of America, including their own 
community," and involving children in an 
active arts and crafts or physical fitness 
project related to the show topic. 

An outgrowth of the Governor's Con-
ference on Children in Jackson, Miss., last 
year, is wTwv(Tv) Tupelo, Miss.'s, 
monthly children's show, FunShop. The 
station produces FunShop in conjunction 
with the Department of Elementary 
Education, University of Mississippi, as a 
public service with no commercial inter-
ruptions. 

"We're very high on Bumpity here at 
Kniut-rvi Portland, Ore.," Reports pro-
ducer Tonia Secanti. From a bump in the 
park that "just grew," the gentle muppet 
and his side- kick, a quiet worm named 
Fred, have become celebrities to their 
young audience (see photo). The show 
aims to emphasize " important educa-
tional and social values" for youngsters 
who " learn painlessly" Sundays at 10:30 
a.m. and Saturdays at 6:30 a.m. 
Competition is the incentive to learning 

on KGTV(TV) San Diego's vocabulary 
game show, Words A-Poppin (see photo). 
The show will air on the other three 
McGraw-Hill stations as well this fall 
fwaTvt-rvl Indianapolis, foia(;ti-ry Denver 
and KERO-TV Bakersfield, Calif.). Fifth 
and sixth graders compete for prizes— 
unscrambling letters to form words, sup-
plying synonyms or antonyms, and build-
ing words by filling in letters. 
KNx-rurvi Los Angeles's children's 

series has won five consecutive Emmys. 
The producers of Dusty's Treehouse, 
Sagen Arts Inc., North Hollywood, de-
scribe the program in psychological terms 
with emphasis on " interpersonal relation-

ships" and dealing with emotions. Dusty 
and his treehouse family of puppets (see 
photo) deal with problems ranging from 
staying up late and temper tantrums to 
love, death, adoption and the energy 
crisis. 

Wmc•Tv.Memphis has aired Magicland 
on Sunday mornings for nine years, with 
magician Dick Williams on a 360-degree 
set leading 20 to 30 children through a 
half-hour of cartoons and magic tricks. 
The station's second children's show, 
Sneakers, premiered two months ago and 
is billed as " relying heavily on things 
Memphis." Co-produced by Lynne Jor-
don and Nancy McGlasson, Sneakers has 
treked to the Memphis Art Academy, 
Pink Palace museum and Overton Park 
zoo. 

Captain Noah and His Magical Ark 
sails the WPVI•TV Philadelphia airwaves 
weekdays at 7 a.m., Saturdays at 9 a.m. W. 
Carter Merbreier, an ordained clergyman, 
is the star and executive producer (see 
photo), who "Charts the most fascinating 
and wondrous of seas ... a child's im-
agination." The format, a proven winner 
for years, is wholesome: a paper-eating 
monster encourages viewers to clean up 
after themseives; " prayers of the 
animals" segments compliment the in-
spirational weekly Bible picture story; 
Grandmother Noah's " Advice for Life" 
explores problems of growing up. 

In some instances, the host's per-
sonality carries the show. 

Since he joined wii•Tv Baltimore two 
years ago as . the weatherman, was 
nicknamed "The Sunshine Kid," and pro-
ceeded to win audiences, Bob Turk has 
evolved his own children's program, Bob 
Turk and The Sunshine Kids, which airs 
Saturday mornings (see photo). Each 

week children from a different elementary 
or junior high school participate in the 
program with special guests, who have in-
cluded the fire department captain, an ex-
pert on Kung Fu and participants in 
Baltimore's Polish Festival. 

Similarly, Professor Julius Sumner 
Miller has won the affections of his KYW-
Tv Philadelphia audience on the Ex-
perience program (see photo). The Pro-
fessor (familiar nationally since appearing 
on The Tonight Show), took the gravity 
out of a three-part physics lecture, which 
unlike most of the show's episodes, was 
shot in the studio. 

Interspersed with regular children's 
programs are those special productions, 
some one-time-only, others rebroadcast 
or circulated among affiliated stations. A 
special aired on wABc-Tv New York in 
December 1974, The Clown Who Lost His 
Smile, was produced by David Gil, in as-
sociation with. wAoc-Tv, featuring The 
Men i Mini Players, a cooperative 
children's theater group in an original 
children's musical. 

A series of prime time specials, Obser-
vatree, on WMAR-TV Baltimore, takes 
viewers to places of historical interest, 
staging dramatic recreations on location. 
The programs are produced in cooperation 
with College Media Services, Towson 
State Collège, Maryland. 

Premiering this fall on witvc--ry Cleve-
land is a 90-minute musical for children, 
Noah's Animals by John Patrick, to be 
taped at Baldwin-Wallace College in 
Berea, Ohio, this August. A half-hour 
prime time special to be aired by the five 
NBC-owned stations is New Spirit '76, 
produced by WKYC-TV. And the Sunday 
morning Merry-Go-Round with Melinda 
Scott continues, aimed at the 6-10 year old 
market. 
The special: Jack and the Beanstalk. 

The problem: getting a five-foot tall actor 
to look only one third as large as a five-
foot-six-inch actor. Complicated props 
and sets were designed for chroma-key 
shots and the program, broadcast as part 
of a mini-series called Once Upon A Time 
on worvurv) Grand Rapids, Mich., won 
the National Association of Television 
Program Executives 1974 award for ex-
cellence in production and broadcast. 
Other specials undertaken jointly by wury 
and the Grand Rapids Young People's 
Theater, were Androcles and the Lion and 
Beauty and the Beast. 

Reduced profits, cutbacks in commercials 
as decreed by the television code, more 
live-actioh sçries as an antidote to the car-
toon clutter, the clampdown on obvious 
forms-of violence— these are some of the 
things that have been happening in the 
last few years on Saturday mornings at 
ABC. CBS, and NBC. 
The days when CBS was clearing a profit 

of $ 16.5 million (for the year 1970) on its 

Saturday-morning line-up are gone, as the 
president of the CBS Broadcast Group, 
John A. Schneider, pointed out last month 
(BatinocAsTosici. May 19). One highly 
placed network source said CBS's 1974 
profits in Saturday morning had plum-
meted to an all-time low of $2 million. 

"All 1 can say to John Schneider is: 
'Welcome to the club,'" said William 
Hogan, the director of childrens programs 
at NBC. " Saturday morning hadn't been a 
profit center at NBC for years." But the 
1974-75 children's schedule will show "a 
marginal profit," according to Mr. Ilogan, 
due to NBC's move into first place in the 
national Nielsens for the fourth quarter of 
1974 and a consequent hike in its rate-card 
prices for subsequent quarters. 

(Only fractions of a rating point sepa-
rate the three networks these days in 
Saturday-morning programing, as all three 
avoid the action shows that used to mean 
clear superiority in audience. For the Sep-
tember- December 1974 quarter NBC led 
on Saturdays, 8 a.m.- 12:30 p.m., with a 
rating of 6.6 and share of 30, compared to 
CBS's 6.4/29 and ABC's 6.2/28. For the 
month of May this year the rankings were: 
CBS. 5.7/30; NBC, 5.4/30 and ABC, 
5.0/28. 
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ABC's Saturday-morning profits hover 
in the $ 2.5 to $3 million range (compared 
to the $7 million it was harvesting in 
1970), according to industry sources. 
This ebbing in the networks' profit flow 

is attributed mainly to the enforced cut-
back in the volume of commercial time 
carried in the children's Saturday pro-
graming. On Jan. 1, 1973, the standard 
load was reduced from 16 minutes an 
hour to 12, by an amendment to the Na-
tional Association of Broadcasters televi-
sion code. Last year the permissible com-
mercial load was trimmed still further by 
newer amendments to the code negotiated 
by the broadcasters and FCC Chairman 
Richard E. Wiley. Effective last Jan. 1, the 
networks were reduced to 10 minutes an 
hour and must go to nine and a half 
minutes next Jan. I. These quotas are for 
all non program elements, including 
billboards, promotional announcements 
and public service messages. 
"While we were losing the revenues 

from these cutbacks," said Jerry (iolod, 
CBS's director of children's programing, 
"the production costs of our series were 
going up." One episode of a half-hour 
children's series— both live-action and 
animation — costsianywhere from $68,000 
to $75,000, which, according to Squire 
Rushnell, the vice president for children's 
programs at ABC Entertainment, is 
$10,000 more than it took to do that same 
episode three years ago. (The average 
prime-time hall-hour costs in the neigh-
borhood of $ 110,000.) NBCs Bill I logan 
said that the biggest expenses will be in-
curred by a live-action series such as West-
wind, which is being shot on location in 
Hawaii. 
"The economics of doing a live show 

were prohibitive a few years ago," said 
Mr. Golod, with the result that the Satur-
day-morning children's block in the six• 
ties and early seventies consisted mostly 

of an unrelieved string of animated series. 
The cartoons were falling over each 

other to imitate what had previously been 
successful," Mr. Ilogan recalled. But with 
such a severe strain on the few production 
factories geared to turning out animated 
series in bulk, " the prices of animation 
began to increase," in Mr. Hogan's words. 
At the same time, he said, "the costs of 
live action started to come down with the 
miniaturization of the equipment and the 
improvement of 16 mm film stock to 
broadcastable quality." The production 
studio was relieved of having to rely solely 
on the more cumbersone and expensive 
35 mm equipment. 

This breaking of the stranglehold of car-
toons "has been one of the healthiest 
trends in children's programing in recent 
years," Mr. Hogan said. " Formerly, any 
project that was brought to the networks 
was automatically assigned to an anima-
tion studio. Now with all the live-action 
series on the schedules, we can claim real 
diversity and programing choice." 

"But we haven't put any sort or quota 
on live- action or on animation," said 
ABC's Squire Rushnell. As an example of 
the kind of thinking that leads to a deci-
sion on whether to put a given concept 
into live-action or animated form, he cited 
the series idea based on Mark Twain's 
Torn Sawyer. Some ABC programers 
plumped for doing it as a live-action half-
hour whereas others thought a cartoon ap-
proach would be more suitable. Prag-
matics won out in the end. "We chose the 
cartoon form," said Mr. Rushnell, 
"because as a live- action series it would 
require location shooting, riverboats, 
elaborate costuming— all factors that 
would make it prohibitively expensive." 
Despite all this brainstorming, Torn 
Sawyer didn't make the network's 
1975-76 children's schedule.) 
NBC also decided to go to animation 

with Beyond the Planet of the Apes 
because, according to Mr. Hogan, "we 
designed a specific art style that enhances 
the concept" which is already familiar to 
audiences from the theatrical movies and 
the short-lived prime-time series CBS 
tried to make a go of last fall. 
When CBS first started to move back 

into live-action children's programs a few 
years ago "we wanted to keep firm control 
of the costs," Mr. Golod said. "So we 
went to the variety format, with the Hud-
son Brothers and the Harlem Globetrot-
ters." Next season, Mr. Golod continued, 
CBS will try two live-action comedy shows 
that will he taped in a studio with the same 
three-camera setups employed by pro-
ducers who turn out prime-time sitcoms. 
Far Out Space Nuts will star Bob Denver 
and Chuck McCann and Ghost Busters 
has Larry Storch and Forrest Tucker in the 
title roles. Both will go in for broad Ab-
bott-and-Costello-type slapstick. 

Mr. Golod said CBS has deliberately 
scheduled these shows later in the morn-
ing ( 11-12 noon NYT), aiming them al 
kids from, say, 6 to 12, with maybe some 
younger teen-agers added to the mix 
"The younger kid gets up at the crack of 
dawn and controls the set during the early 
hours of Saturday morning," he es• 
plained. All three networks tend to go with 
their pure entertainment series ( the one, 
that pretty much steer clear. of pro-social 
messages) from, roughly, 8 to 10 a.m. 
That's when ABC will schedule Tom and 
Jerry cartoons beginning next September, 
CBS will go with Bugs Bunny and NBC 
with The Pink Panther. 
Odd Ball Couple, originally slotted at 

8:30 a.m. next season by ABC's program-
ing strategists, was pushed back to 11:30 
a.m., according to Mr. Rushnell, "when 
more scripts began coming in and we 
started to get a feel of the program. It's 
derived from Neil Simon's Odd Couple, 
only in our case it's a dog and a cat that are 
cohabitating, and trying to get along with 
each other. The scripts arc just sophisti-
cated enough to appeal more to the 10-
and- 11 - year-olds than to younger 
children." 

Similarly, he continued, Odd Ball Cou-
ple will be immediately preceded by Uncle 
Croc's Block, "which is also aimed at 
slightly older kids because it's the first 
children's satire series since Bullwinkle 
and George of the Jungle. And these were 
probably over the heads of kids— they had 
big audiences even among the college stu-
dents. By contrast, Uncle Croc's Block will 
be satirizing people like Evel Knievel, 
Sonny and Cher and The Six Million Dol-
lar Man." 

Mr. Rushnell said the anti-violence 
crusaders should have very little problem 
with ABC's Saturday-morning schedule 

next fall because " we've taken off all our 
action-adventure comedy shows to the 
point where "we were taking out the ac-
tion, taking out the adventure and ending 
up with mild action, which the kids just 
refused to watch. The best example of this 
is a series of ours called Korg 70,000 B.C., 
which went right into the toilet." 
Even ABC's alt-comedy line-up will he 

sanitized to a degree. Mr. Rushnell said. 
"When Warner Bros. told us that in order 
to keep Bugs Bunny !which is one of 
ABC's highest- rated children's shows' on 
our schedule we'd have to take an addi-
tional half-hour of Roadrunner car-
toons," he said, "we said no because 
Roadrunner epitomizes the old-style car-
toons that play heavily on agressivcness 
and action. Their wh'olr focus is centered 
on one creature trying to eliminate 
another creature." ( Warners ended up 
taking the 60- minute Bugs Bunny-
Roadrunner package to (' BS, which has 
slotted it at 8:30 a.m beginning next Sep-
tember.) 
Even though aggressiveness and action 

are the raison d'etre of these cartoons, 
Mr. Rushnell said he still thinks they fall 
more into the category of " fantasy, not 
violence." Ile explained: "There's a vast 
difference between the Three Stooges 
kind of mayhem, with cracks on the head, 
pokes in the eyes and punches in the belly, 
and the fantasy of Bugs Bunny being 
knocked through a wall and coming out 
the other side in good shape. 
"As far as I'm concerned, there's ab-

solutely no violence, nothing in the way of 
harmful programing, on Saturday morn-
ings. Even the rom and Jerry cartoons. 
which we're bringing back, Will emphasize 
the sibling rivalry rather than the advers-
ary relationship of the old cartoons. The 
story premises will spawn from their 
friendly competitiveness— they'll help 
each other out." 

At IBC, " we're scrupulous about, 
eliminating overt physical violence," said 
Bill llogan. " All of our story m at ciial is 
reviewed very carefully by broadcast-stan-
dards people, and I'm satis lied that we're 
meeting my own personal ii tenon, which 
is that we shouldn't portra dnything that 
could he imitated by a child to his or her 
own peril." 

Despite these strictures. though, Mr. 
Hogan said that " the creative people who 
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put our shows together don't feel their 
hands are being tied. hildren's television 
is still an entertainment medium. We 
haven't eliminated conflict, which is still 
the key ingredient at the heart of our ad-
venture and comedy programs." 

('RS's Jerry Golod said, " We're polic-
ing our schedule, " hut then a little later in 
the conversation added, " It's not possible 
to eliminate all virdence." Mr. Golod 
takes the practical view that if the network 
soft-pedals action in favor of too much in-
formational content, " you'll end up with a 
rating of zilch." Ile mentioned in this con-
text CBS's colossal ratings failure of last 
year, The US of Archie, which featured 
the familiar Archie. Jughead and Veronica 
characters acting out various episodes in 
American history. " The kids stayed away 
from it because it was more informational 
than entertaining," Mr. Golod said. " To 
kids who tried to watch the show, it must 
have felt like going back to school on the 
weekend." 
And in terms of violence, he cited a sig-

nificant change in the Isis half of next 
fall's new live-action Shazam-Isis Hour. 
"Isis was originally slated to be a college 
professor in criminology," Mr. Golod 
said. " But on the advice of Gordon Berry 
of UCLA, one of our consultants, we 
changed her occupation to high-school 
science teacher because as a criminologist 
she'd wind up having to deal with major 
crimes, and that would have meant an 
unacceptable level of violence." In this 
connection, Mr. Golod drew the same dis-
tinction as Mr. Rushnell: When a show is 
animated, children tend to shrug () IT any 
violence as unreal, as something not 
worth getting concerned about. But when 
it's live-action, they arc frightened by haz-
ardous sitations as portrayed on the screen 
because flesh- and- blood actors are in-
volved, not cartoon cut-outs. 

Decisions like these, which can deter-
mine the success or failure of a network 
children's series, have to be calibrated 
carefully because of the stringent econom-
ics of Saturday- morning programing. The 
networks typically produce 22 new 
episodes a year of each of their successful 
prime- lime series. According to various 
industry sources, for Saturday morning 
only 17 or 18 episodes of a first- year series 
will be ordered, and if the series flops in 

the linings, no more new episodes will 
ever he done. But because ()I the limited 
budget situation, that flop series will still 
he held ()ver for a full second year (of 
nothing hut reruns). However, if the 
series clicks in the ratings, only seven or 
eight new episodes will he ordered for the 
second year (instead of the 22 or so new 
ones that would he produced for a hit 
prime- time series). Usually, the extra 
reruns telecast (luring a click series' sec-
ond year cause it to diminish in the ratings 
and it ends up being canceled, but if it still 
holds up, seven or eight (but not more) 
new episodes will be set in motion for a 
third year. 

While Saturday morning ligures to re-
main clangingly competitive for as long as 
the present commercial structure con-
tinues to exist, it's in the area of specials 
that the children's programers for the 
three networks speak with the most relish 
and appear to show the most pride. Mr. 
Rushnell said ABC will continue its com-
mitment to the ABC Afterschool Special 
with seven new episodes to be in-
terspersed with six repeats. A batch of 
new Schoolhouse Rock segments will be 
woven into ABC's Saturday and Sunday 
morning line-ups, along with some new 
public-service cartoon spots on nutrition. 

Mr. Golod pointed to the Monday-
t hrough- Friday Captain Kangaroo series, 
the Saturday afternoon Children's Film 
Festival, the CBS Children's Festival of 
the Lively Arts (the Peking Opera, the 
Alvin Ailey dance troupe, etc.) and the 
periodic What's It All About half-hour 
news Specials ( Daniel Shorr on the CIA, 
Walter Cronkite on the Apollo-Soyuz 
space flight, etc.). In addition, CBS will 
start its fifth season of in the News 
telecasts, featuring 12 new two-and-a-half 
minute "news broadcasts for school-age 
children" each weekend, 10 of them shoe-
horned into the Saturday- morning 
schedule, the other two on Sunday morn-
ing. 

Mr. Hogan said NBC is setting in mo-
lion seven one- hour Special Treat 
children's programs, to be telecast one-a-
month during a late-afternoon Tuesday 
time period beginning in October. These 
programs " will cover a wide range of sub-
ject matter" and " will incorporate a wide 
variety of production techniques." 

Who's the leader of the syndicated club? 
'Mickey Mouse' tops Nielsen list 
of nonhetwork offerings 
for children's programing 

Syndicated programing often accounts for 
much of a station's children's programing 
output. And the top- rated syndicated 
children's show is, ironically, a 1950's vin-
tage show, The Mickey Mouse Club. 
The following top- 10 syndicated 

children's shows arc ranked on the basis 
of average quarter-hour household levels 
computed from Nielsen's market- by-
market analysis ( il syndicated program au-
diences during the sweep period covering 

Feb. 6, 1975 to March 5, 1975: 

Rank 

2 
3 
4 
5 
6 
7 
e 
9 
10 

Show Households 

(OM 
The Mickey Mouse Club 4,398 
The Flintstones 3.586 
The Bugs Bunny Show 1.613 
The Little Rascals 1.275 
The 3 Stooges 1.150 
Popeye 1.084 
Big Blue Marble 994 
lhe New Zoo Review 914 
Underdog 823 
Rainbow Sundae 811 

The Mickey Mouse Club (SFM Media 

Services Corp.): This series, which was 
being stripped on 55 stations ( most of 
them scheduling it in early-fringe periods) 
during the survey period, is far out in 
front of the pack with a designated market 
area (DMA) household rating of nine. In 
New York, the show gets an 11 rating, 
beating such formidable competition as 
blockbuster movies and The Mike 
Douglas Show, and in Los Angeles, with a 
10 rating, it serves as strong coun-
terprograming to the local news shows. 

The Flintstones (Screen Gems): 74 sta-
tions, about half of which strip it in the 
daytime and the other half in early fringe. 
It gets an average DMA household rating 
of six. In Baltimore, it gets a 10 rating, 
beating out Mike Douglas (nine rating) 
and Bewitched (6 rating), and in 
Pittsburgh, it gets an I I rating. 
The Bugs Bunny Show (Warner Bros. 

Television): 18 stations, most of which 
strip-it in the daytime. Its average DMA 
household rating is six, although it racks 
up a 10 rating in New York during the 
week and an 11 rating for its Saturday-at-
noon appearance in Indianapolis. 

The Little Rascals (King World Produc-
tion): 25 stations, the majority of which 
strip it in the daytime. Its average DMA 
household rating is four. In Cedar Rapids, 
Iowa, following 60 Minutes, it scores a 24 
rating, beating Wild Kingdom (22 rating), 
and in Flint, Mich., it harvests a 21 rating 
in the Sunday-at-noon time period. 

The 3 Stooges (Screen Gems): 21 sta-
tions, most of which strip it in the 
daytime. Its average DMA household rat-
ing is four. On Sunday at 8:30 a.m. it 
chalks up an eight rating in Detroit, and in 
Nashville, during the same time period it 
comes in at a 14. 

Popeye (King Features): 25 stations, 
most of which strip it in the daytime. Its 
average DMA household is four. In 
Charleston, S.C., it wipes out the competi-
tion at 10 a.m. Sunday with a 13 rating, 
and stripped at 3 p.m. in Dallas, it hits a 
six rating. 

Big Blue Marble (Vitt Media Interna-
tional): 90 stations, 85 of which play it in 
weekend daytime slots. Its average DMA 
household rating is two. In Colorado 
Springs, it gets a six rating on Saturday at 
12:30 p.m. and in Honolulu, it has an eight 
rating on Saturday at 10:30 a.m. 

The New Zoo Review (Fun Company 
Corp.): 98 stations, 92 of which strip it in 
the daytime. Its average DMA household 
rating is two. Stripped in Boise, Idaho, it 
gets a seven rating, and, as a 9 a.m. strip in 
Erie. Pa., it chalks up a nine rating. 
Underdoe(Filmtel International 

Corp.): 27 stations, the majority of which 
play it in weekend daytime slots. Its 
average DMA household rating is three. 
In Green Bay, Wis., where it plays 
Wednesdays at 3 p.m., it gets an eight rat-
ing, and in St. Louis, Sunday at 9:30 a.m., 
it hits a six rating. 
Rainbow Sundae (Danny Wilson Pro-

ductions): only on ABC's five owned sta-
tions, in prime-access periods. Its average 
DMA household rating is five, although it 
gets six ratings on wAteury New York, 
wLs-ry Chicago and wxYz.--ry Detroit. 
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RADIO 

When the last soap opera left radio in 1960, it signaled the 
demise of a form of broadcasting service which was unique to its day 

and to which radio will probably never return. With the intrusion of 
television on the scene, radic ran for its life, fearing at times for 
its very existence, but gaining confidence and strength as it began to 
find its role in the communications scheme of things. It finally 
settled down to a new role, that of music maker, counselor, friend, 
companion, who could be with us wherever we went. 

FM Radio has probably gone through the greatest change in the 
past ten years--both in numbers of listeners and in program format. The 
FM of the 50's with its specialized audiences of classical music fans 
or jazz buffs has now re-directed itself to an audience whose tastes 
fall toward middle-of-the-road music or top 40 music. It is not 

uncommon to hear hard rock on FM now. This popularizing of FM program-
ming has resulted in larger numpers in the FM audience. FM has made 
rapid inroads into the AM audience over the past five years, so that the 
split which used to be about 75%/25% in favor of AM is now down to 
about 60%/40%. By 1980, FM should have taken the lead. Their revenues, 

which have also been growing, have not grown at a proportionate rate, 
however. 

All of radio broadcasting has been faced with the difficult problem 

of trying to keep income up and costs down. The day of the huge staff 
of announcers is gone and generally even the larger stations are using 
combo announcers. This coupled with the installation of automation 
equipment, has allowed radio to sustain itself. The trend toward pro-

grammed music services has also helped. This has resulted in a mini-
mizing of the disc jockey's performance in many cases and ultimately in 
his influence on the audience. The emergence of another type of radio 
program has strengthened the general performers position, 
"talk" show ( usually telephone call- in) has become exceedingly popular 
in recent years and it i5 not unusual to have large blocks of time 
devoted to " talk" with the audience. Stations committed to this type 
of format hire people specifically to handle this kind of program and 
whose specialty ( or lack of one) allows them to deal with the "talk" 
audience. 

The other growth area of radio is in the number of radio stations 
catering specifically to the Dlack audience. There have been minority 
programs around for some time ( Polish, German, Indian, etc.) but it is 
relatively recent that the station geared to all aspects of the black 
community " needs" has also beer profitable. 

Whether you can call what radio is going through a renaissance or 
not is debatable, but there is no question that the reformation of the 
radio industry has revived the spirit of radio so that it is a viable 
force in our communication systems of the present. 
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Yesterday's teen-agers are dictating 
today's and tomorrow's radio formats 
Post-World War II generation 
mellows and diversifies in 
taste; programers follow suit 

Ask educated observers of the radio in-
dustry what they see in the McGavren-
Guild format survey and the most com-
mon reaction is that it reflects a growing 
refinement in target audiences: in a word, 
specialization. But within that general 
trend, many of the experts think there lies 

a more specific phenomenon that accounts 
for the most dramatic changes in radio 
listening in the last five years. 
While it is today's teen-agers who are 

primarily responsible for maintaining the 
contemporary/top-40 sound as the most 
popular format, the trend toward 
specialization seems to be following, in 
music programing at least, the evolving 
tastes of yesterday's teen-agers-the 
members of the post- World War II baby 

Reproduced, with permission, 

from BROADCASTING Magazine 

5-2-77 

Markets 1- 10- men 18+/6-10 a.m. Monday- Friday 

'Y. chng. % chng. 
1972 1973 1974 1975 1976 vs. ' 75 vs. ' 72 

Good music 10.6 10.6 10.7 11.6 11.1 - 4.3 + 4.7 
Country music 2.9 5.3 5.5 6.4 6.3 - 1.6 + 117.2 
News 7.9 11.0 13.2 11.5 15.1 +31.3 + 91.1 
MOR 23.8 21.5 21.0 19.6 19.8 + 1.0 - 16.8 
Contemp./top 40 18.0 14.6 14.9 14.9 14.5 - 2.7 - 19.4 
Progressive 3.9 4.3 4.3 5.6 6.3 +12.5 + 61.5 
Black 2.6 3.5 3.6 3.9 3.6 - 7.7 + 38.5 
Talk 9.6 8.3 6.0 5.0 5.9 +18.0 - 38.5 
Classical 1.7 1.4 1.5 1.4 1.3 - 7.1 - 23.5 
Oldies 1.4 2.0 -2.4 2.1 2.1 NC + 50.0 
Other 17.6 17.5 16.9 20.1 14.0 

Markets 1- 10-women 18+/6-10 a.m. Monday- Friday 

% chng. chng. 
vs. ' 75 vs. ' 72 1972 1973 1974 1975 1978 

11.9 11.4 11.1 12.3 11.7 - 4.9 - 1.7 
2.3 4.0 4.5 5.4 5.4 NC + 134.8 
8.5 10.4 12.1 11.3 12.8 + 13.3 + 50.6 

23.3 19.5 19.7 18.2 19.7 + 8.2 - 15.5 
13.7 15.0 14.9 15.7 16.1 + 2.5 + 17.5 
2.7 2.9 3.5 3.4 39 +14.7 + 44.4 
3.9 4.1 4.9 4.7 4.3 - 8.5 + 10.3 

11.4 10.1 7.6 6.4 6.7 + 4.7 - 41.2 
1.3 1.2 1.3 1.1 1.1 NC - 15.4 
1.2 1.7 1.9 1.8 1 8 NC + 50.0 

19.8 19.7 18.5 19.7 16.5 

Markets 1-10-teens/7 p.m.- 12 midnight/Monday-Friday 

% chng. % chng. 
1972 1973 1974 1975 1976 vs. ' 75 vs. ' 72 

Good music 
Country music 
News 
MOR 
Contemp./top 40 
Progressive 
Black 
Talk 
Classical 
Oldies 
Other 

15.5 15.7 16.0 16.5 15.9 - 3.6 + 2.6 
3.3 6.0 5.3 6.4 6.6 + 3.1 + 100.0 
7.6 8.6 10.0 9.5 9.8 + 3.2 + 28.9 

17.7 15.6 14.7 14.1 14.4 + 2.1 - 18.6 
14.1 14.7 15.5 14.5 14.8 + 2.1 + 5.0 
6.3 5.9 70 8.2 9.5 +15.9 + 50.8 
3.8 36 4,1 4.6 4.2 - 8.7 + 10.5 
6.7 5.3 4.0 3.5 4.3 +22.9 - 35.8 
2.2 1.6 1.9 1.8 1.6 - 11.1 - 27.3 
1.9 2.5 2.5 2.8 2.7 - 3.6 + 42 1 

20.9 20.5 19.0 18.1 16.2 - 10.5 - 22.5 

Markets 1-10-teens/3-7 p.m./Monday-Friday 

% chng. % chng. 
1972 1973 1974 1975 1978 vs. ' 75 vs. ' 72 

19.6 186 18.8 20.2 19.4 - 4.0 - 1.0 
3.1 40 4.4 5.5 5.3 - 3.6 +71.0 
5.6 72 8.2 7.5 7.6 + 1.3 +35.7 

17.5 143 13.8 12.6 13.9 +10.3 -20.6 
13.8 16.7 15.4 16.0 16.4 

++222..59 ++518915 3.7 40 4.9 4.8 5.9 
4.6 44 4.8 5.5 5.2 - 5.5 + 13.0 
6.4 59 4.0 3.3 4.0 +21.2 -37.5 
2.1 1 8 1.7 1.7 1.7 NC - 19.1 
19 26 3.0 2.7 3.1 +14.8 +63.2 

21 7 20 5 21.0 20.2 17.5 - 13.4 - 19.4 

Markets 1- 10-men 

Good music 
Country music 
News 
MOR 
Contemp./top 40 
Progressive 
Black 
Talk 
Classical 
Oldies 
Other 

18+/10 a.m.-3 p.m./Monday-Friday 

% chng. % chng. 
1972 1973 1974 1975 1976 vs. ' 75 vs. ' 72 

16.9 17.3 18.0 18,9 17.9 - 5.3 + 5.9 
3.8 4.9 5.8 6.9 6.8 - 1.4 + 78.9 
4.6 6.4 7.5 7.4 8.3 + 12.2 + 80.4 

16.1 13.8 12.8 12.2 13.1 + 7.4 - 18.6 
15.2 14.2 14.5 13.1 13.1 NC - 13.8 
6.2 6.2 6.9 8.6 9.7 + 12.8 + 56.5 
4.0 3.4 4.2 4.9 4.4 - 10.2 + 10.0 
7.0 6.0 4.4 3.8 3.8 NC - 45.7 
1.6 1,4 1.6 1.5 1.5 NC - 6.3 
1.5 2.1 3.2 3.5 3.0 + 14.3 + 100.0 

23.1 24.3 21.1 19.2 18.4 - 4.2 - 20.3 

Markets 1- 10-women 18+/10 a.m.-3 p.m./Mon.-Fri. 

% chng. % chng. 
972 1973 1974 1975 1976 vs. ' 75 vs. ' 72 1 

21.9 
3.1 
4.3 

19.6 
15.0 
3.4 
4.4 

10.2 
1.8 
1.9 

14.4 

21.4 
4.8 
6.5 

15.4 
15.0 
3.6 
4.8 
9.0 
1.3 
2.8 

15.4 

22.0 
5.0 
7.6 

14.8 
14.4 
4.3 
4.9 
6.9 
1 7 
3.5 

14.9 

24.0 
6.4 
7.8 

13.6 
14.9 
4.5 
5.6 
5.5 
1.5 
3.1 

13.1 

21.0 
5.8 
7.3 
133 
13.9 
5.0 
5.4 
5.4 
1.3 
3.0 

18.6 - 

-12.5 
- 9.4 
- 6.4 
- 2.2 
- 6.7 
+11.1 
- 3.6 
- 1.8 
-13.3 
- 3.2 
+42.0 

- 4.1 
+87.1 
+69.8 
-32.1 
- 7.3 
+47.1 
+22 7 
-47.1 
-27.8 
+57.9 
+29 2 

Markets 1- 10- men 18+/3-7 p.m./Monday-Friday 

% chng % chng. 
1972 1973 1974 1975 1976 vs. ' 75 vs. ' 72 

Good music 24 2.5 1.5 2.0 1.6 -20.0 - 33.3 
Country music 0.4 1.1 1.2 1.0 1.8 +80.0 +350.0 
News 0.6 0.8 1.2 2.4 1.4 -41.7 + 13.3 
MOR 7.1 4.3 4.4 3.4 5.1 +50.0 - 28.2 
Contemp./top 40 44.7 42.1 43.2 43.6 46.1 + 5.7 + 3.1 
Progressive 14.1 13.0 140 14.5 192 +32.4 + 36.2 
Black 7.9 6.7 7.3 8.2 7.5 - 8.5 - 5.1 
Talk 2.0 1.7 1.7 1.6 1.0 -37.5 - 50.0 
Classical 0.2 0.4 0.2 0.3 0.2 -33.3 NC 
Oldies 1.9 2.8 2.4 1.8 2.6 +44.4 + 36.8 
Other 18.7 24.6 22.9 21.2 13.5 -36.3 - 27.8 

Markets 1- 10- women 18+/3-7 p.m./Monday-Friday 

°I. chng. % chng. 
1972 1973 1974 1975 1976 vs. '75 vs. ' 72 

3.5 3.4 2.2 2.2 1.8 -18.2 - 48.6 
0.7 1.2 1.3 1.1 1.8 +63.6 - 57.1 
0.7 0.6 0.7 1.5 0.7 -53.3 NC 
5.7 4.1 4.0 3.7 4.8 -29.7 - 15.8 

44.3 40.7 42.4 43.3 45.0 + 3.9 + 1.6 
12.9 10.7 12.8 13.5 18.2 +34.8 +41.1 
10.8 8.9 10.7 10.9 10.5 - 3.7 - 2.8 
1.6 1.0 0.8 0.6 0.5 - 16.7 -68.8 
0.2 0.2 0.2 0.3 0.2 -33.3 NC 
1.7 2.6 2.6 2.3 2.7 +17.4 +58.8 

17.8 26.6 22.3 20.6 13.8 -33.0 -22.5 
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The 500 of fortune: radio's biggest stations 
The top- 10 outlets In 
the top- 50 markets that 
bring in the largest audiences; 
contemporary sets the pace 
as the most- heard format, 
Next: MOR, beautiful music 

Contemporary radio formats are the most 
popular in the top- 50 markets. Based on 
Arbitron Radio's April/May ratings, 135 
contemporary stations are among the 
top- I0 stations in the first 50 markets for 
an average quarter-hour audience of 
2,937,800, consisting of 12 year olds and 
older for the 6 am.-to-midnight time 
period. 
The top three formats- contemporary, 

beautiful music and middle of the road 
(MOR) - have a 56% share of the pie in 
the top- 50 markets, with 22 other for-
mats- many of which are variations of the 
top three- taking the remaining slice of 
audience on the Arbitron list. 
AM outlets still show their dominance 

of the elite 500 listing: 279 make the Ar-
bitron ratings, with their strongest show-
ing of 41 stations in the number-one spot. 
FM's are represented by 199 outlets, and 
their worst performance is in the top slot 
where only seven scored number one. 
There are 22 AM-FM outlets on the list. 
Contemporary music stations consis-

tently made strong showings in all mar-
kets. Another 41 stations that program 
rock also schedule other formats-MOR, 
album-oriented rock (AOR) or the softer 
sound of " mellow rock"- and it becomes 
a fine line in determining what constitutes 
a contemporary format. When these 41 
outlets are added with the total audience of 
135 " pure rock" stations, an audience of 
3,684,000 is reached. 

Beautiful music formats on 88 stations 
rate second over-all with a total audience 
of 1,836,900. However, when the 68 MOR 
stations ( 1,641,400 audience) are added 
with the 42 stations that schedule MOR 
with other formats, the audience total 
jumps to 2,787,400, outdistancing 
beautiful music formats. 
The 45 country stations making the Ar-

bitron list reach an audience of 858,900, 
and added with the part-time country 
WSM(AM) Nashville, the total is 875,100. 
Twenty stations program all-news, reach-

ing an audience of 813,000, and two out-
lets program news and beautiful music, 
producing a total audience for the 22 sta-
tions of 844,200. News stations had their 
best outing in the top- 10 markets, where 
nine of the 10 stations scored in the upper 
half of the top- 10 slots. However, the 
number-three spot is the highest a news 
station could attain. 

Another 13 stations on the Arbitron list 
schedule news but also are heavy in talk 
and discussion programs. They have a 
622,000 audience, while the five all- talk 
formated stations reach an audience of 
144,400. 
Black (R&B and soul) formats made 

poor showings in most markets. Only two 
of the 24 black stations managed to rate in 
the upper half of the top 10 of the 50 mar-
kets, and only one - WDIA(AM) 
Memphis- scored number one. But they 
have a total audience of 415,200, and ad-
ded with one disco station and a religious/ 
black format, a 437,000 total audience is 
reached. 
Other formats making the Arbitron list 

were golden oldies ( five stations), ethnic-
Spanish ( five), classical (one), Hawaiian 
(one) and big band (one) for a total of 
196,900. 
The formats of the 500 stations making 

the Arbitron list are the ones used during 
the April/May rating sweep. 

In describing some formats: contempor-
ary stations are ones that program top 40 
and rock. Contemporary/AOR play rock 
singles and album cuts; contemporary/ 
MOR play rock and easy listening and 
crossover artists, and mellow rock repre-
sents a "soft rock" sound. AOR stations 
play rock-album cuts and heavy or pro-
gressive rock music. MOR/talk/news sta-
tions program music and either talk or 
news or both, and may even include some 
sports in their daily programing. 

Following are the top- 10 radio stations 
in the top-11 markets. Ratings are for 
Monday-Sunday, 6 a.m. to midnight, 
average persons 12- plus, average quarter 
hour, April- May 1976. Asterisks (*) 
denote stations from an outside market. 
(The data is copyrighted by Arbitron. 
Nonsubscribers to Arbitron's syndicated 
radio service may not reprint or use this 
information in any form.) 

Station 

1. New York City 
WABC(AM) 

2. WOR(AM) 
3. WCBS(AM) 
4. WRFM(FM) 
5. WBLS(FM) 
6. WPLJ(FM) 

7. WINS(AM) 
8. WHN(AM) 
9. WMCA(AM) 
10. WXL0(FM) 

2. Los Angeles 
1. KABC(AM) 
2. KBIG(FM) 

(00) 
Format Avg Persons 

Contemporary 2.523 
Talk/news 2,027 
News 1,318 
Beautiful music 1,256 
Black 1,185 
Contemporary/ 
AOR 987 
News 
Country 
Talk 
Contemporary 

984 
874 
856 
804 

Talk/news 1,005 
MOR 909 

Broadcasting Sept 27 1926 

Station 

3. KNX(AM) 
4. KHJ(AM) 
5. KJOI(FM) 
6. KMPC(AM) 
7. KFI(AM) 
8. KFWB(AM) 
9. KLOS(FM) 

10. KLAC(AM) 

3. Chicago 
1. WLS(AM) 
2. WGN(AM) 
3. WMAO(AM) 
4. WBBM(AM) 
5. WLAK(FM) 
6. WLOO(FM) 
7. WAIT(AM) 
8. WIND(AM) 
9. WCFL(AM) 
10. WVON(AM) 

4. San Francisco 
1. KFRC(AM) 
2. KGO(AM) 
3. KCBS(AM) 
4. KSFO(AM) 
5. KNBR(AM) 
6. KFOG(FM) 
7. KI01(AM)/K101(FM) 
8. KABL(AM) 
*9. KBAY(FM) 
•10. KRAK(AM) 

5. Philadelphia 
1. WWSH(FM) 
2. WFIL(AM) 
3. KYW(AM) 
4. WIP(AM) 
5. WCAU(AM) 
6. WDVR(FM) 
7. WIFI(FM) 
8. WMGK(AM) 
9. WYSP(FM) 
10. WIBG(AM) 

6. Detroit 
1. WJR(AM) 
CKLW(AM) 

3. WRIF(FM) 
4. WWJ(FM) 
5. WWJ-FM 
6. WXYZ(AM) 
7. WCHB(AM) 
8. WMJC (AM) 
9. WOMC(FM) 
10. WDRO(FM) 

7. Boston 
1. WBZ(AM) 
2. WRKO(AM) 
3. WJIB(FM) 
4. WEEI(AM) 

(00) 

Format Avg Persons 

News 
Contemporary 
Beautiful music 
MOR 
MOR 
News 
Contemporary/ 
AOR 
Country 

Contemporary 
MOR/talk 
Country 
News 
Beautiful music 
Beautiful music 618 
Beautiful music 542 
MOR/contemporary 449 
Beautiful music 421 
Black 401 

669 
636 
569 
564 
502 
462 

458 
457 

1,797 
1,618 
1,087 
839 
672 

Contemporary 
News/talk 
News 
MOR 
MOR 
Beautiful music 356 
MOR/contemporary 302 
Beautiful music 285 
MOR 274 
Country 250 

677 
619 
555 
443 
382 

Beautiful music 
Contemporary 
News 
MOR 
News 
Beautiful music 
Contemporary 351 
Mellow rock 344 
AOR/contemporary 292 
Contemporary/MOR 260 

713 
699 
668 
659 
629 
421 

MOR/talk 1,260 
Contemporary 829 
Contemporary/AOR 403 
Beautiful music 314 
News/talk 303 
MOR/contemporary 297 
Black 280 
Mellow rock 278 
MOR 272 
Contemporary 271 

MOR/talk 
Contemporary 
Beautiful music 
News 

694 
671 
613 
465 
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Station 

5. WVBF(FM) 
6. WHDH(AM) 
7. WROR(FM) 
8. WBCN(FM) 
9. WMEX(AM) 
10. WCOZ(FM) 

8. Washington 
1 WMAL(AM) 
2. WPGC-AM-FM 
3. WGAY-AM-FM 
4. WASH(FM) 
5. WTOP(AM) 
6. WJMD(FM) 
7. WOL(AM) 
8. WKYS(FM) 
9. WWDC-FM 
10. WPIK(AM) 

(00) 
Format Avg. Persons 

Contemporary 
MOR 
Golden oldies 
AOR 220 
Talk 194 
Contemporary/AOR 189 

417 
399 
229 

MOR 514 
Contemporary 459 
Beautiful music 378 
MOR/contemporary 217 
News 213 
Beautiful music 208 
Black 164 
Disco 157 
AOR/contemporary 153 
Country 145 

10. Dallas-Ft. Worth 
1. WBAP(AM) Country 
2. KRLD(AM) News/MOR 
3. KVIL-AM-FM 
4. KOAX(FM) 
5. KNUS(FM) 
6. WFAA(AM) 
7. KBOX(AM) 
8. KSCS(FM) 
9. KLIF(AM) 
10. KZEW(FM) 

11. Pittsburgh 
1. KDKA(AM) 
2. WPEZ(FM) 
3. WDVE(FM) 
4. WWSW(AM) 
5. WSHH(FM) 
6. WKTO(AM) 
7. WEEP-AM-FM 
8. WTAE(AM) 
9. WJOI(FM) 
10. WWVA-AM-FM 

Contemporary 
Beautiful music 
Contemporary 
Contemporary 
Country 
Country 
Contemporary 
AOR 

776 
304 
289 
240 
222 
202 
157 
166 
149 
135 

MOR/talk 1,151 
Contemporary 362 
Contemporary/AOR 293 
MOR/news 259 
Beautiful music 247 
Contemporary 233 
Talk (now country) 220 
MOR/golden oldies 185 
Beautiful music 182 
Country 138 

AM vs. FM competition 

A listing of the number of AM, FM and AM-FM 
combinations that figured in the top 10 com-
petition in the first 50 markets in Arbitron's 
April/May 1976 rating sweep. For example, 
reading left to right in the top row: 41 AM sta-
tions placed first in the top 50 markets, seven 
FM stations placed first in those markets, as 
did two AM-FM combinations. Taking the bot-
tom line: 24 AM stations placed 10th, 23 FM's 
placed 10th and three combinations rated 
10th. 

2. 
3. 
4, 
5. 
6. 
7. 
8. 
9. 

10. 
Total 

AM FM AM-FM 
41 
35 
31 
27 
24 
24 
23 
26 
24 
24 

279 

7 
13 
16 
23 
21 
26 
24 
22 
24 
23 
199 

2 
2 
3 

o 

o 

2 
2 
3 

22 

Reproduced with permission from 

BROADCASTING Magazine, 8-23-76 

FM claims 40% of big- market audience 
A special Arbitron Radio study shows FM 
audience shares have doubled in the 
top- 10 radio markets in six years. 
Covering the period from April 1970 to 

April 1976, the study reveals that average 
FM shares grew from 20.1 to 40.0. In con-
trast the average AM shares during the 
period fell by almost 30%, from 71.2 to 
51.5. 

In two markets- Dallas- Fort Worth and 
Washington - FM shares actually were 
higher then AM, according to Arbitron. 

Stations 
reported 

For Dallas- Fort Worth, the FM share for 
April/May 1976 was 48.5 while AM 
registered a 45.1, while for Washington 
the FM share was 46.2, as against 44.9 for 
AM outlets. 

During the period covered by the study 
(1970-1976), the number of FM stations 
meeting the listing requirements for inclu-
sion in the market reports climbed by 31%. 
Since 1966 Arbitron has used uniform 
measurement standards to survey both the 
AM and FM radio audiences. 

Audience Average 
share station share 

Total FM FM AM FM AM 

New York 
1970 39 16 23.4 69.1 1.5 30 
1974 37 19 33.2 569 1.7 32 
1975 42 21 36.4 53.9 1.7 26 
1976 40 21 39.7 51.9 1.9 2.7 

Los Angeles 
1970 • 36 13 21.2 69.7 la 3.0 
1974 48 21 33.9 58 2 1.6 22 
1975 47 20 35.3 57.1 1.8 21 
1976 47 20 386 54.2 1.9 2.0 

Chicago 
1970 30 12 133 78.6 1.0 4.4 
1974 32 16 27.R 63.6 1.7 40 
1975 34 19 31.6 600 1.7 4.0 
1976 32 17 351 563 2.1 36 

Philadelphia 
1970 25 10 19.7 68.3 2.0 4.6 

1974 27 13 345 533 2.7 3.8 
1975 27 14 39.7 50.5 28 3.9 

1976 26 13 40.7 474 31 36 
San 
Francisco 
1970 29 14 213 67.6 1.5 45 
1974 38 19 29.6 601 1 6 3.2 
1975 41 22 326 57.5 1.5 30 
1976 42 21 346 56.5 16 2.7 

Detroit 
1970 28 17 208 70.0 1.2 6.4 
1974 34 20 38 4' 531 1.9 38 
1975 34 20 411 52.2 21 37 
1976 32 19 442 474 2.3 36 

Boston 
1970 27 9 190 72.7 21 4.0 
1974 34 13 31.6 605 24 29 
1975 31 13 38.8 52.6 3.0 29 
1976 33 13 390 51.9 30 26 

Washington 
1970 31 12 27.5 650 2.3 3.4 
1974 32 14 394 517 2.8 29 
1975 30 14 40.7 49.2 2.9 3.1 
1976 33 15 462 44.9 31 25 

Dallas/ 
Ft. Worth 
1970 30 i:3 205 720 1.6 4.2 
1974 31 15 375 574 2.5 3.6 
1975 31 1,, 38.2 55.7 2.6 3.5 
1976 29 48.5 45.1 3.2 3.2 

Pittsburgh 
1970 30 12 14.7 79 2 1.2 44 
1974 30 12 302 624 25 3.5 
1975 32 13 29.8 626 2.3 3.3 
1976 32 14 336 59.0 24 33 
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Reproduced, with permission 
and they can still claim a somewhat 
more affluent, uomewhat better educated 
audience than AM's. They know they 
have better fidelity of reception, to which 
more than half of them have added 
stereo, and 10% or more are currently 
into quadraphonic transmission, although 
quad is still regarded mostly as a play-
thing. In short, they're riding a growth 
medium and they know it. 

Behind the growth is a momentum that 
shows no signs of any marked slowdown. 
An analysis completed last month by an 
independent management consulting firm, 
the Business Equities Corp. of Boston, 
projects total FM revenues of $732 mil-
lion, representing 30.8% of all radio 
revenues, in 1980. 

SEC's conclusions, which have the ap-
parent endorsement of FM operators who 
have examined the report, anticipate FM 
revenues of $224 million this year, $277 
million next year, $343 million in 1976, 
$410 million in 1977, $495 million in 
1978 and $595 million in 1979. 
For the top-25 markets, BEC projects 

for FM a 35.4% share of the audience 
and 18.4% share of radio revenues this 
year, rising to 40% of the audience and 
23.8% of the revenues in 1976, and to 
47.5% and 35.1%, respectively, in 1979. 

That growth is evident in every direc-
tion. Take formats. If KsuE'i sales growth 
was symptomatic of industry growth, its 
programing history is even more reflec-
tive of industry changes. When Century 
bought the station in 1964, it was play-
ing classical music. The new owners 
switched it first to middle of the road, 
then to top 40-or a looser version that 
Howard Grafman calls top 41-and 
finally to its current format, progressive 
rock. FM's own evolution has been even 
more extensive, taking it from an almost 
universal format of classical, semiclassi-
cal and "good" music in the early days 
to a diversity that now embraces every 
significant music format. A study by the 
N. W. Ayer & Son advertising agency 
in the top- 10 markets a couple of years 
ago produced this profile of the similari-
ties already reached in AM and FM for-
mats: 

0141,14. Speçial Reporaife-

The upbeat 
tempo of 
FM 1974 
More stations, more listeners, 
bigger profits, bigger prices 
for time, bigger prices for stations 

Ten years ago Howard Grafman and his 
Century Broadcasting Corp. bought 
KSHE ( FM ) Crestwood, Mo., near St. 
Louis, for $5,000 down. That first Octo-
ber, he recalls, the station billed $ 1,800. 
This October he estimales it will bill in 
the neighborhood of 570.000-which 
incidentally is also in the neighborhood 
of the 1964 total purchase price of 
$72,000-and for the full year 1974 he 
expects the station to gross around 
$750,000. 
And that, more or less, is the way 

things have been going for scores if not 
hundreds of FM stations across the 
country in recent years. The dollar 
figures vary from station to station, but 
business has gradually been getting bet-
ter and better for more and more. In the 
last decade, FM's annual revenues have 
increased from $ 19.7 million to a pro-
jected $224 million this year, and its 
share of radio revenues has risen from 
about 2.5% to an anticipated 14% in 
1974. Nationally FM is credited with a 
third of all radio listening, and in some 
markets it does a good deal better than 
that. And, though there are still more 
losers than winners at the bottom line, 
the number of profitable stations-and 
the extent of their profitability-has been 
growing steadily. 

For these reasons-and others-FM 
broadcasters have more to get excited 
about today than they've ever had. They 
have FM's contending with established 
AM's for top positions in the ratings in 
market after market. Although their rates 
generally don't yet compare with those 
of established AM's, the FM rate trend 
is up while AM's is often static and in 
some cases down. They have expanded 
their program formats till they offer 
something for everybody, just as AM 
does. They have won advertiser accept-
ance along with audience acceptance, 

Program Formats--Stmlons In Top 10 Markets 

Contemporary-top 40 
Muidle 01 road 
Standard 
Good musrc 
Classrealiserm•class. 
Country and western 
Other 

AM 
Number 

25 
25 
23 
14 
7 

14 
46 

FM 
96 Number % 

16.3 
16 3 
Ise 
92 
4.6 
92 

29.4 

32 25.8 
13 10.5 
24 19.4 
22 17.7 
13 10.5 
8 6.5 
12 9.6 

, from BROADCASTING Magazine 
The explosion in programing has been 

accompanied by an even bigger one in 
facilities. Almost two out of every five 
commercial radio stations today ( 37%) 
are FM, and since the mid- 1960's. FM 
has outrun AM not only in rate of growth 
but in actual number of stations added. 
Thus the 4,416 commercial AM's on 

the air today represent a gain of 391 
since 1965, while the 2.580 commercial 
FM's now in operation are almost double 
the 1,343 that were on the air in 1965. 
And the facilities explosion is continuing. 
In the 12 months up to Aug. 31 of this 
year, 130 new commercial FM's went on 
the air ( as compared with 26 new AM's). 
And as stations multiplied and their 

programing diversified. listenership has 
soared. The latest national research fig-
ures indicate that FM currently accounts 
for about one-third ( 33%) of all radio 
listening. That estimate comes from the 
1974 network-commissioned RADAR 
study, conducted by Statistical Research 
Inc., and it reflects a sharp advance in a 
short time. In 1972, SRI had found that 
25% of all radio listening was to FM; a 
year later, 28%. Thus in two years FM 
has increased its share by almost a third 
-and AM radio's share has dropped 
from 75% to 72% to 67%. And that's 
on a national basis. In many larger mar-
kets, FM's share runs substantially above 
the national average. 
To help run up these increases, Ameri-

cans have bought FM sets and AM-FM 
combinations on a scale that has almost 
matched their purchases of the less-ex-
pensive AM-only sets in recent years. 

Since 1968, more than half ( 53% to 
59%) of all radio sets bought annually 
for the home have had FM capability. 
AM-only sales peaked in 1965; FM and 
AM-FM sales are still climbing. But FM's 
total annual unit count has been kept 
just below the 50% mark (around 44%-
49%) by the relative rarity of FM in 
automobile radios-a deficiency that hap-
pily is being corrected in substantial 
leaps, with FM's in new cars going from 
less than 10% of I967's models to 
13.85% in 1970 to 19.36% of the fol-
lowing year's models, 23.7% of 1972's 
new cars and 28.26% of last year's. 
(Correction of the auto deficiency will 
presumably come even faster if the all-
channel law is enacted by Congress in its 
pending form, which would require that 
all new-car radios incorporate both FM 
and AM. 

With all these purchases, an estimated 

Markets 1- 25- total persons 

1 2+/6 a.m.-12 midnight/Monday-Sunday 

Good music 
Country music 
News 
MOR 
Contemp./top 40 
Progressive 
Black 
Talk 
Classical 
Oldies 
Other 

% chng. % chng. 
1972 1973 1974 1975 1976 vs.'75 vs.'72 

151 15.3 15.1 15.7 155 - 1.3 + 2.6 
4.4 4.7 6.1 6.9 6.7 - 2.9 +52.3 
3.2 3.5 4.3 4.8 5.2 + 8.3 +62.5 

19.7 18.8 18.2 17.0 17.4 + 2.3 - 11.7 
192 19.0 19.5 19.3 19.5 + 1.0 + 1.5 
48 5.4 5.8 7.2 7.7 + 6.9 +60.4 
48 5.0 5.2 5.6 5.0 -10.7 + 4.2 
56 4.7 4.2 3.5 3.3 - 5.7 -41.1 
I 8 1.5 1.5 1.6 1.4 -12.5 -22.2 
1.1 1.5 1.3 1.1 1.2 + 9.1 - 14.3 

200 206 18.8 17.3 17.1 
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90% Id U.S. homes are currently FM-
equipped, up from about 85% in 1972. 
And close to 80 million listeners—about 
half of all listeners—tune to FM during 
an average week. 

So with all those sets and with all those 
listeners doing all that listening, what is 
FM's problem? Why, as an industry, is 
it still losing money? More specifically 
why, if it has one-third of all radio 
listening, does it have only an estimated 
14% of all radio revenues? 
The first point that some enthusiasts 

make is that too many AM-FM owners 
still treat FM as a stepchild, giving the 
AM half of their combinations favored 
treatment. In this line of reasoning, the 
industry is composed of ( 1) those who 
aggressively program and sell FM and 
(2) those who ride their AM's and give 
FM short shrift, with the former group 
largely responsible for FM's profits, the 
latter for much of its losses. As one FM 
advocate puts it, "FM as an industry is 
not the loser it looks to be—or it would-
n't be if everybody was trying. To a 
great extent it's a loser by default." 
To many, however, that explanation 

sounded better a few years ago than it 
does now. Since then, big-market AM-
FM operators in particular have been 
pushing—and selling—their FM's more 
seriously. "Only the dummies are bonus-
ing their FM's these days," one major-
market operator noted last week. And 
the fact remains that even among FM-
only stations—where AM favoritism 
could not be a factor—both winners and 
losers have been increasing in nuxnber, 
as have the sizes of their profits and 
losses ( see table). When the FCC added 
to these independent-FM figures the 
separately reported FM results from 275 
AM-FM combinations, it reached a 
grand total for the year ( 1972) of 330 
FM stations whose profits totaled $ 11.9 
million, and 535 FM stations whése 
losses totaled $24.6 million. 
By comparison, 1,167 out of 4,221 

other AM-FM's and FM-only stations re-
ported losses for the year, but the AM/ 
AM-FM group as a whole had profits 
totaling $ 143 million. 

If there is any comfort to be drawn 
from losses, some may be found in the 
probability that FM's are partly traceable 
to the still steady start-ups of new sta-
tions, which under the best of circum-
stances usually lose money before they 
start to make money. In addition, the 
FCC's figures show that, at least for the 
last three years, the number of independ-
ent profit-makers has increased faster 
than the number of losers. In 1972 there 
were two new profit-makers for every 
new loser. 
The profit-makers include such success-

ful FM groups as the Woody Sudbrink 
stations and the Century Broadcasting 
group, along with other leading multiple 
FM operators and individual stations, 
while those still taking losses include 
some of the largest AM-FM investors in 
FM. It's understood that ABC's FM divi-
sion is expected to become profitable next 
year if not this year, but in the past has 
operated in the red despite some individ-
ually profitable stations: WPLJ New 

York, xtos Los Angeles and WRIF De-
troit reportedly were profitable in 1973 
and are expected to be joined by WDAI 
Chicago in the profit column this year. 
CBS's FM group is also said to be still 
in the red despite profitable performances 
by three stations: WCBS-FM New York, 
KNX-FM Los Angeles and WCAU-FM Phil-
adelphia. "But we're on target," one CBS 
source said. And what is the target for 
group profitability? "If we make it in 
1975 we'll be ahead," the source replied. 

Experienced operators insist that FM 
really has no significant problems that AM 
doesn't have. However, if FM broadcast-
ers generally could be granted one wish, 

Take it easy. Beautiful music/easy 
listening has replaced middle of the 
road as the most popular format 
with FM stations, according to re-
sults of a new National Association 
of FM Broadcasters survey released 
last week. NAFMB officials said sta-
tions identifying themselves with an 
MOR format had dropped to 12.2% 
from 21.4% in a 1972 survey, while 
those saying they program beautiful 
music/easy listening rose to 29.9% 
from 19.3% in 1972. Country and 
western were reported up from 10.6% 
to 11.5%. In addition, 11.1% said 
they offer two formats, usually beau-
tiful music and something else. 

There also have been apparent 
changes in target audiences. The 
largest group of respondents, 36.3%, 
said they were programing to adults 
18-34, while 26.6% said they were 
reaching over-35's and 23.1% were 
going for all adults 18 and over. 
Directly comparable earlier figures 
were not available but NAFMB 
sources said the new findings ap-
peared to represent a definite shift 
toward younger audiences. 

In addition, 74.6% of the respon-
dents said they broadcast in stereo 
and 14.1% said they feature quad 
at least some of the time. 

Separatists. Last Tuesday (Oct. 1), 
the FM station that had been identi-
fied as WITH-FM Baltimore since 
1949 became known as WDJQ. It 
was in keeping with the times. As 
FM itself has increasingly become a 
medium of its own, so also have 
those stations commonly owned 
with an AM sought their own, inde-
pendent identities. According to 
Gordon K. Faulkner, general man-
ager, the rationale for the change 
was that, "With two distinctive and 
different stations, programing two 
distinctively different formats, I felt 
each needed a separate identity with 
different call letters. WDJQ was se-
lected because each letter Is unique 
in Baltimore radio and because 15.1 
connotes young, energetic radio." 
That format—again, indicative of the 
change away from the "good music" 
image of FM's beginnings—is "52 
minutes of non-stop stereo rock 
every hour, 24 hours a day." 

BroacicastIng Oct 7 1974 

most would probably ask for stronger 
morning drive time. "From 10 a.m. on, 
FM can take care of itself," says Bob 
Cole, vice president in charge of CBS-
owned FM stations. And, he adds, in-
creasingly it is showing its ability to take 
care of itself during the 6-10 a.m. period 
too. For many FM's, however, the broad-
cast day starts at 6 and the commercial 
day, for practical purposes, at 10. 
The reason is a combination of fact 

and fantasy: Most cars have AM but 
relatively few have FM; therefore drive 
time is AM time, not FM time—at least 
in the minds of many advertisers and 
agency buyers. What this reasoning ig-
nores is sizable in-home audiences be-
tween 6 and 10. Harold L. Neal Jr., 
president of ABC Radio, is one of those 
who denounce the "no FM drive time" 
notion as a myth and a canard. True, he 
says, FM's share in those hours isn't as 
big as in other day parts, but the audi-
ence is still sizable and significant—and 
ABC stations, he adds, are having suc-
cess in selling it to local retail advertisers 
in particular. 
Though drive time is the biggest com-

petitive problem area for most FM's, it 
is becoming less of a problem for many 
FM operators—and, apparently, almost 
no problem at all for some stations. Of-
ficials of the Woody Sudbrink group re-
port, for instance, that their WLYF Coral 
Gables-Miami is number one in the mar-
ket in combined morning and afternoon 
drives, and that they have others in top-
side contention too. Many other stations 
can claim 6-10 a.m. as well as 3-7 p.m. 
ratings ranging from dominant to good. 
• If the all-channel bill is passed, of 
course, some of FM's drive-time problem 
will be automatically eliminated as future 
cars come off the assembly lines with FM 
built in along with AM—unless car man-
ufacturers choose to omit radio alto-
gether. Some sources think they might 
do just that, on grounds that adding FM 
is too expensive, but FM leaders for the 
most part seem disposed to believed that, 
if the bill becomes law, car makers will 
drop their objections and begin to com-
ply immediately, probably without wait-
ing for the legal effective date. 

In the meantime, many FM stations 
individually and through the National 
Association of FM Broadcasters have 
been promoting the sale and installation 
of FM converters in cars at prices well 
below the factory-installed level. Thou-
sands of low-cost converters have been 
sold to listeners by stations participating 
in the NAFMB's Project FM Auto 
Radio. A study by ABC-FM Spot Sales 
earlier this year reported estimates that 
the total auto radio "aftermarket"—the 
sale of units for installation in cars not 
radio-equipped at the factory—averages 
some 200,000 FM units a month, totaled 
about $400 million in volume last year 
and may reach $450-$475 million this 
year. 
Welcome as an all-channel law would 

be, many FM broadcasters look upon 
it more as a bonus than as a necessity. 
This doesn't mean they don't want it or 
are not working for it. But they regard 
it as essentially a long-term blessing, not 
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an instant panacea. "It will help, but it 
won't be a dramatic thing," says Cen-
tury's Howard Grafman, and one way 
he thinks it will help is in creating a 
greater awareness of FM on the part of 
buyers as well as listeners. Allen Shaw 
Jr., vice president in charge of ABC-
owned FM stations, also regards the all-
channel measure as a long-term help. 
"Listeners who're interested in what we 
offer will seek us out," he says. "But 
many people don't listen to FM because 
it isn't available to them. If it's available 
they will try it and use it. So in the long 
run the all-channel law will be helpful." 

Another place where FM's drive time 
differs from AM's is in the station per-
sonality department and in the extent of 
services rendered. By and large, FM has 
not yet developed the kind of personality 
that dominates early-morning radio on 
countless AM stations across the country. 
Nor has it developed the strong flow of 
news, traffic and weather reporting that 
these AM personalities dispense. 
One of the reasons undoubtedly is 

cost, and as stations become more profit-
able they tend to expand these services, 
but since FM's service is essentially music 
there is some question as to how far they 
will want to go. Some think they don't 
need to go far at all. Woody Sudbrink's 
people say their drive-time rise has been 
accomplished with only the barest nod 
toward AM drive-time conventionality: 
"A little heavier news—but not excessive 
news—in the morning." Woody Sudbrink 
himself says FM doesn't need AM-type 
personalities and approaches. As things 
are, he says, "we're eroding AM superi-
ority every day." 
Bob Cole says the CBS-owned FM sta-

tions devote 5% of their time to news 
and 5% to public affairs, making at least 
10% nonmusic, but that he's found that 
"if you go much longer than three or 
four minutes at a time with nonmusic, 
you've got a tune-out factor." This does 
not discourage some FM's from offering 
a generalized service a la AM, but for 
the most part the most successful ones 
stick essentially to what FM has always 
been best known for: music. 
FM billings, though still a fraction of 

AM's, have been increasing steadily. 
From 1970 through 1972, for example, 

Ten-year tracking of 
independent FM finances 

Num-
ber 
sta-
lions 
re-

port-
Year ing 

1972 
1971 
1970 
1969 
1968 
1967 
1966 
1965 
1964 
1963 
1962 

590 
527 
464 
442 
433 
405 
381 
338 
306 
294 
279 

Reve-
nues 
(mil-
lions) 

$77.4 
55.3 
40.6 
33.4 
28.3 
22.6 
19.4 
15.7 
12.8 
11.4 
9.3 

Num-
ber 
re-

port-
Ing 

profit 

224 
182 
144 
136 
148 
115 
ill 
102 
93 
86 
71 

Aver-
age 

profit 

$31,557 
26.598 
22,381 
16.674 
15.308 
NA 
NA 
NA 
NA 
NA 
NA 

Num-
ber 
re-

port-
ing 
loss 

366 
345 
320 
306 
285 
290 
270 
236 
213 
208 
208 

Aver-
age 
loss 

$43.333 
40.200 
29.509 
25.541 
21.599 
NA 
NA 
NA 
NA 
NA 
NA 

Source: FCC reports. 

NA—Not available. FCC apparently did not compute 
profit and loss averages before 1968. 

total radio revenues grew by about 10%-
12% a year while FM's advanced on the 
order of 32%-35% annually. If FM 
reaches the projected $224 million this 
year, that total will be more than double 
—almost triple—its total 1970 revenues, 
and its share in the same span will have 
virtually doubled, from 7.5% to 14.2%. 

In some markets it's doing even better. 
CBS-FM officials estimate that in New 
York, for example, FM accounted for 
11% of 1971 radio revenues, 12% of 
1972's, 15.7% of last year's and thus far 
is up to a 16% share of 1974's. 

National radio business generally has 
been flat this year, holding pretty close to 
year-ago levels, according to radio sales 
authorities. But market after market— 
and rep after rep—reports FM sales up. 

Examples: Martin Percival, vice presi-
dent in charge of ABC-FM Spot Sales, 
projects that his firm's 1974 sales will 
exceed last year's—for substantially the 
same list of stations—by 24%. He at-
tributes the gain to a combination of FM 
audience growth, aggressive salesmanship 
and his firm's concentration on—and rep-
utation as specialists in—stereo album 
rock stations ( 34 currently) aimed at the 
12-to-34 year-old audience. 

Jack Baker, general manager of CBS-
FM Spot Sales, which represents the 
seven CBS-owned FM stations and eight 
others that together encompass all for-
mats except classical and country, says 
that "almost all of our 15 are outper-
forming the [national] average." The in-
creases, he feels, "can be ascribed to the 

FM's demographic advantages 
Women Men 

Income 

$15.000 

510.000-14.999 

55.000.9.999 
$5.000— 

Education 

College 
High school 

Grade school 

FM AM 

22% 18% 

26 24 
38 .3, 

14 19 

34% 22% 

61 68 
5 10 

FM AM 

27% 22% 

28 28 

36 38 
9 12 

46% 34% 
49 57 

5 9 

Source - Pulse LOA 1970 as quoted in N W. Ayer d 
Son FM report. 

fact that FM is still a growth medium— 
most FM stations have not reached their 
full potential." 

Peter Greenwald, Eastern sales man-
ager of Century Broadcasting's Century 
National Sales, which represents the par-
ent company's four FM stations and some 
26 other outlets, mostly FM, says busi-
ness at his shop is running 29% ahead 
of last year, again with substantially the 
same number of stations. Along with 
FM's continued growth, he figures tight 
money may be working to FM's com-
petitive advantage: "Maybe the dollar 
squeeze has helped, because FM's are 
less costly [than AM]." 
FM salesmen and executives are also 

agreed that advertisers and agency peo-
ple, by now, are virtually free of negative 
bias—or at least conscious negative bias 
—against FM. They speak of traces of 
"marginal" prejudice, or "covert" preju-
dice, but they seem to regard most of 
it as unconscious rather than willful. If 

anything, they say, what buyers need is 
to retune their thinking, or what Century 
National's Peter Greenwald calls buying 
"FM strengths, instead of by the clock." 
What he means, he says, is that many 

media planners are so used to thinking 
of radio's strengths in clock terms— 
morning and evening drive times for AM, 
for example—that they ignore solid audi-
ence opportunities at other hours. In 
FM's case, he notes, they usually con-
centrate on 10 a.m. to 7 p.m. even 
though good audience values are available 
at other times, especially at night. Or, he 
adds, "if an FM station has as much 
audience from 7 to 11 p.m. as an AM 
has from 6 to 10 a.m., chances are the 
AM would still get the order." But the 
situation is improving, he says, noting 
that "buyers will consider weekend time 
now—a few years ago they wouldn't." 
To Robert E. Richer, a pioneer FM 

rep who now is executive vice president 
of the Able Communications group, the 
change in advertiser/buyer acceptance is 
"the greatest change" that's occurred in 
FM in his time. "Buyers now have grown 
up with FM in their ears," he says. "You 
don't have to explain what it is any more. 
It's a joy." 

(The preceding section of this "Special 
Report" on FM was written by Rufus 
Crater, chief correspondent. New York. 

It's a two-team league 

in radio barter 

Two shows aimed at the counterculture 
—The National Lampoon Radio Hour 
and The King Biscuit Flower Hour—are 
stirring up most of the activity in radio 
barter programing these days. 

The National Lampoon Radio Hour 
started its weekly run in mid-November 
1973 with a line-up of about 60 stations 
and a rate-card price of $ 1,700 per min-
ute. As of last week, the show ( although 
reduced to a half-hour last February be-
cause, according to a source at the show. 
it was impinging too much on the writers 
of the parent National Lampoon maga-
zine) was being mailed out to 185 sta-
tions, and the rate-card price had risen 
to $2,800 for a sponsor minute. 

The King Biscuit Flower Hour sends 
out tapes of two 60-minute rock concerts 
a month on barter to 136 FM stations. 
The show, just over a year old, has a 
rate-card price of $4,500 a minute, but 
the six commercial minmc on each 
program are locked in by . term con-
tract to Pioneer Electronics .nd Land-
lubber jeans (which buy three minutes 
each on the first of the two monthly 
concerts) and to 3M Scotch tape and 

Clairol Herbal Essence shampoo (three 
minutes each on the second). The 136 
stations on the mailing list, which get the 
show free, are accorded two commercial 
minutes to sell locally. 

Broadcasting May 6 1974 
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Contemporary: variations 
Predictions by the experts: 
FM rock stations will continue 
to grow but not at the expense 
of AM's; today's formats 
may survive through next decade 

Ask one of the pre-eminent contemporary 
music programers in the country how 
those radio giants can keep going in face ol 
increasing specialization from the com-
petition, and ABC's Rick Sklar answers, 
"it isn't easy." 
The broad-appeal contemporary format 

has a good chance of continuing for the 
next decade and a half, says Mr. Sklar, vice 
president, ABC-owned AM stations, be-
cause of the shift in demographic bulges in 
the general population. "There are not too 
many 18-24's around; the bulk of the au-
dience will be 25-54 in years to come," 
and that should help adult contemporaries 
he said. 

Side-effects of this demographic shift 
will be the demise of disco (to fade slowly 
over 10 or 15 years) and bad news for 
record companies, since "no one over 25 
buys records." The researchers are seeking 
ways to change that buying habit and ABC 
will eventually get involved in large, hence 
costly, sample field studies. 
Even though the rate of FM growth ;s 

building, wAac ( AMI New York's cume has 
held steady "at five million for a while 
now," Mr. Sklar said, and WLS(AM) 

Chicago has held the line and been even 
more aggressive. He sees FM as growing 
as a result of the technological revolution 
and FM will continue to grow regardless of 
what AM is programing, "good, bad or in-
different' But, Mr. Sklar said, "Our FM's 
will continue to grow not necessarily at the 
expense of our AM's." Allen Shaw, presi-
dent of the ABC-owned FM stations 
group, estimated the group's combined 
sales for the year at 50% ahead of last year. 
The questions now, Mr. Sklar proposed, 

are how long FM will continue its growth; 
whether AM stereo comes to pass; 
whether CB radio will hurt AM or FM. 
• A continent away, the other half of the 
dynamic duo of American contemporary 
radio— Paul Drew, the program chieftain 
for RKO General's chain of contemporary 
radio stations, in Los Angeles— also pays 
heed to the magnetic pull of demogra-
phics. "They've made program directors 
more conservative," he says—and thus 
cautious about trying out new sounds. 
That tendency to "wait and see" on 

harder sounds isn't so evident in England 
and Australia, which have far fewer sta-
tions and thus much less competition. The 
result is that those playlists are far harder 
than America's. 
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of familiar themes 

That doesn't mean the U.S. sound has 
gone to ballads. Elton John, who has 
reigned as contemporary music champion 
for the past two years, still holds that 
honor. The crown prince, in Mr. Drew's 
view, is Paul McCartney, and coming up 
fast is Peter Frampton. 
The contemporary sound itself is still 

home for Mr. Drew and RKO, and there 
are no present plans—or even signs— that 
it will change. He recognizes that FM will 
become an increasingly important com-
petitor to AM's contemporary dominance, 
but at the same time, thinks FM will be-
come more MOR'ish as more of the au-
dience comes its way. The leader of that 
trend, he says, is Metromedia's WASH(FM) 
Washington, which has some of the high-
est drive-time demographics on the FM 
side of the dial. But FM itself, he believes, 
will remain the medium for beautiful 
music, and for the audience that wants to 
turn on its radio and stay put. 
Album-oriented rock (AOR) takes a big-

ger chunk of the younger listeners who 
otherwise would desert contemporary sta-
tions, but the AOR format "has its limita-
tions," Mr. Sklar said. Oldies are not doing 
well, he observed, and country has more 
appeal in Chicago than in New York but is 
not a real threat in either market. 

In short, Mr. Sklar said, the greatest 
threat to a good contemporary operation is 
another good contemporary operation. 
"And you don't find them often." 

In Chicago, a classic rock battle finally 
ended in March of this year when WLS(AM) 
torced WCFL(AM) to bail out and adopt a 
beautiful music format. It was an unusual 
situation as John Gehron, program direc-
tor of wt.s. tells the story, to have two ma-
jor rock AM's competing in one market. 
"WLs was stronger and stronger with each 
book" and after a 10-year fight, it won out 
as the solo "mass appeal" contemporary 
top-40 station, gaining a high percentage 
of wcFL's former listeners. 
Rock music has adapted to the 

specialization prevalent in today's formats, 
Mr. Gehron said. " Every variation is 
represented, from Barry Manilow to Led 
Zeppelin... Music, like the universe, con-
tinues to expand and absorb variations. 
Zeppelin is still popular, the Beatles and 
the Beach Boys both just had number-one 
records in Chicago and the Manilow end of 
the spectrum is thriving also." It's a heal-
thy change, he thinks, from the days when 
anyone outside the mainstream had a hard 
time selling albums and getting airplay. 

Wt_s plays the most popular music 
aimed for the 12-49 range (mainly 12-34) 
and "we make the obvious compromises 
to appeal to each group within that range." 
The future for wi_s looks very good, ac-

cording to Mr. Gehron. "Our growth [i.e., 
in listeners] has stopped. We must become 
aggressive defensively to hold those we 
have. The threat is from rock stations 
targeting younger, or any station targeting 
any one of the smaller audience seg-
ments." 
The country station there, WMAQ(AM), is 

not considered a threat. WMAQ General 
Manager Charles Warner has baseball 
(which steals listeners), Mr. Gehron 
stated, "but he considers me as a prime 
threat." 

Wt.s does not go in for syndicated pro-
grams which appeal to narrow age groups. 
However, the station's own show, " Music 
People," features artist interviews reminis-
cent of the King Biscuit Flower Hour 
Will automation ever make inroads in the 
contemporary format? "Automation is 
very important for stations with 
specialized, controlled formats ... On a 
station like wis that is popular because of 
its personalities, wit and spontaneity, auto-
mation would not work," Mr. Gehron said. 

Jay Cook, program director of WFIL(AM) 
Philadelphia, finds it increasingly difficult 
to identify and serve the mass audience 
flocking to contemporary radio formats. 
The competition is largely from FM, he 
said, and while WFIL'S cume is "holding 
up well," the problem for Mr. Cook is " to 
remove the irritants." The quick rotation 
of music on top-40 stations is a necessary 
evil, and "yelling" at the audience seems 
necessary, too; "We have to be a little 
larger than life," he said. 
Although Mr. Cook identifies the 25-44 

age group as most desirable, WFIL'S 
strength lies in the 18-34 bracket. Because 
the demographics skew young, the station 
"likes to think we're riding and anticipat-
ing the trends" that are youth-oriented. 

Mr. Cook believes guidelines for put-
ting together a playlist have changed. 
Record store sales, formerly a key indica-
tor of audience response are on the way 
out as a research aid. Call-out research and 
person-to-person research are on the way 
in. "Anyone who can use these methods 
will have a competitive edge," said Mr. 
Cook. WFIL is currently working with 
Temple University, Philadelphia, on a 
call-out research project to be imple-
mented this month. (Rick Sklar would dis-. 
agree; he feels cash sales are the single 
most objective research tool available.) 
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There's an offshoot of the contempor-
ary format that has gone through evolu-
tions and name changes as the former 
counterculture has become a culture all its 
own. It was called "underground" radio in 
1971; then the "progressive" and "alter-
native" labels came and went; now the 
genre is AOR. Album-oriented rock 
covers a broad spectrum, generally FM 
stereo, emphasizing artists rather than 
hits. The concept goes back to KmPx(Fm) 
San Francisco and Larry Miller and Tom 
Donahue. 

In Los Angeles there are now five 
album-oriented rock FM's, ranging from 
KNX-FM Soft rock to 8.wsT(Fm) very hard 
progressive. In California alone, there are 
over 30 AOR stations, mostly FM. The 
total in the U.S. is upwards of 200, 
although an accurate count is virtually im-
possible. 
The demographics are the middle of the 

top-40 range: Whereas WABC(AM) gets 
12-49 men and women, AOR stations 
reach 15-34, mostly male although the sex 
distribution is balancing out. 
Tom Yates, program director at 

KLOS(FM) Los Angeles, said, " It's been a 
great year." Specialization of formats and 
sophistication of audiences are evident. 
"We're not trying to pretend it's 1968 
any more—the audience is more sophisti-
cated musically, less political, aspiring to 
individual lifestyles without mass move-
ments." 
Tom Donahue in 1971 said he hoped 

the form —"underground" then—would 
not disappear or be co-opted under 
the pressure of commercialism. Today's 
proponents of AOR are indeed commer-
cially oriented but are no less involved 
with their particular brands of rock music. 
Far from disappearing, the formats have 
specialized, identifiable types of sound, 
which Tom Yates illustrates as (uptown) 
"la la la" versus (heavy metal) "chunka 
chunka" songs. 

Up from the underground: 
NRBA panel session examines 
AOR and Its new acceptability 

"Programing album- oriented rock 
(AOR), progressively better," was the title 
of one lively workshop at the National 
Radio Broadcasters Association conven-
tion last week. It might have been better 
entitled, "AOR: from underground 
headed for the top floor," because that is 
the clear impression made by the panel of 
experts. 
The panelists—seven plus a modera-

tor— all young, all casually dressed and 
with long hair, some with. beards or 
mustaches, faced an audience whose 
average age looked to be more advanced. 
There was no gap in understanding, how-

ever, as the members of the audience re-
peatedly nodded their assent as the young 
programers talked about the radio format 
they have made successful. 
AOR, descendent of what was originally 

termed "underground" when it emerged 
in the late 1960's "is not underground 
anymore," said Jeff Pollack of KBPI(FM) 
Denver. On the contrary, AOR is out front 
competing with top-40 and easy listening 
and in fact influencing the longer-standing 
formats, he said. "We can break albums 
and get credit for it for the first time." 
The transition to the top floor was literal 

in one case. Norm Winer of w8cr•IŒN0 
Boston, called one of the "legendary pro-
gressive" programers at the session, said 
his station now occupied the top floor of 
Boston's tallest occupied building. 
There are now about 120 AOR's around 

the country, according to moderator 
Michael Harrison of Radio & Records 
magazine, Los Angeles. And they con-
tinue to pop up, sometimes at a rate of two 
or three a week, he added. 
The panelists offered several reasons for 

AOR's success. Said Jack Crawford of 
WKDA-AM-FM Nashville, "One reason for 
AOR's success is that we do not repeat 
music every two hours as top-40 does." 
Mr. Winer said another reason is that, 
from the beginning, "we didn't talk to the 
listener loud and fast or sell them pimple 
creams." 

But perhaps the greatest reason is that 
AOR is not constrained to any one style of 
music— rock, country or top-40, the 
panelists said. "Our genre of music," Mr. 
Winer said, "is not limited by our name. 
We can choose from all the available 
resources... We can play anything we like 
as long as it's good." 
AOR's influence can be seen at some 

top-40 stations that are now using fully re-
searched album selections to fill an hour 
of hits. In those instances, and others, 
AOR has penetrated the AM dial. But 
largely it still occupies the FM dial that it 
has become so closely associated with, the 
panelists said. And that is as it should be, 

said Mr. Winer. "AM is insulting to 
music," he said, " It doesn't do it justice." 

Mr. Winer said he thinks eventually 
people will no longer want to hear music 
on AM for that reason. Another panelist, 
John Gorman of WHK(AM)-WMMS(FM) 
Cleveland added there is no longer an AM 
rock station in his market. But Mr. Har-
rison, responding to a questioner, hy-
pothesized that the potential spread of AM 
stereo might arrest the music exodus. 
The panelists' enthusiasm for AOR did 

not extend to the advertising that supports 

it. They agreed, in fact, that "advertising 
agencies seem to he the last front in un-
derstanding AOR," in Mr. Harrison's 
words. Mr. Crawford said most commer-
cials are designed to fit into other formats, 
such as country or easy listening, but that 
"I have yet to hear an AOR version of 
commercials." 

Several complained that most ready-
made commercials are too slick and 
plastic-sounding to be compatible with the 
more casual, loosely structured style of 
AOR. Several endorsed copy-only com-
mercials for disk jockeys to read, to 
preserve the improvised effect. The 

panelists also agreed that commercials 
should not be repeated as often as top-40 
repeat hits, because repetition breeds 
listener tune-out" in the AOR format, Mr. 
Crawford said. 

Having given such an upbeat picture of 
AOR, the panelists admitted to an uncer-
tain future for their specialty. "We were 
born of a certain culture and now we're 
getting older," said Mr. Harrison. Pro-
gramers have to decide if AOR should 
continue to seek the 18-34 audience or to 
expand to include an older group, he said, 
underscoring that by pointing out that 
there is already a conflict between the ap-

peal of music of groups such as Buffalo 
Springfield that were original AOR staples 
and some of the new groups fresh on the 
scene. "Some AOR stations will become 
the pop teeny stations of the future," he 
said. Some will fade into something else— 
I don't really know what form they will 
take." 

• Rochelle Staab, vice president and na-
tional program director, Bartell Broad-
casters, New York, sums up the Bartell 
formula as "programing mass appeal for-
mats tailored to the markets we're in"— all 
top-40 stations (except wADolAmi New 
York, sale of which is pending FCC ap-
proval). In San Diego, KCBQ(AM) is pro-
gramed for its mostly white 12-49 au-
dience, "with little ethnic balance." 
WOKY(AM) Milwaukee's "straight pop" 
format is very similar, Ms. Staab said. 
WoRq(Fm) Detroit is geared to its 12-34 
audience with " 50% black balance." 
WMJX(FM) Miami also aims for the 12-34 
group, but with black and Cuban balance; 
it's "the only disco town we have," Ms. 
Staab said. And in St. Louis, KSLQ(Fm) 
goes for the 12-49 group with some coun-
try, pop and black balance; it is Bartell's 
"most well rounded city," in terms of de-
mographics. 
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A little bit of everything provides variety to MOR formats 
A supermarket of broadcast 
services and crossover music 
enables MOR stations to succeed 
amidst specialized radio 

Elmo Ellis, vice president-general man-
ager of WSB(AM) Atlanta, bristles at the 
mention of the term middle-of-the-road. 
"In Atlanta, nobody refers to us as MOR. 
If a station is as comprehensive and varied 
in what it does as WSB," he said, " it can't 
be labeled." 

Large comprehensive stations similar to 
WSB must constantly develop special pro-
grams to hold audience interest. So much 
is available in specialized music and there 
is competition from television, that WSB 
"constantly feels the challenge of coming 
up with new ideas," he says. In fact, one of 
the reasons for a variety of formats is the 
near-obsession of avoiding routine or pre-
dictability, according to Mr. Ellis. 
He notes, by way of example, the 

variety of WSB'S morning programs for a 
week in early September: Monday 9:05-10 
a.m. visa Guessing Game with clues 
every five minutes and prizes for guessing 

the person/place/thing; Tuesday (same 
time), Rate the Record Show in which 
a panel listens to and scores 12 new songs, 
some to be added to the playlist (wss's 
playlist currently comprises 100 songs; Mr. 
Ellis estimates the station plays 500 songs 
per week); Wednesday, a mobile 
microphone "goes underground" live 
from locations where a subway is being 
built; Thursday, an engineer or other sta-
tion staff member selects the music for an 
hour and serves as guest and Friday, Bat-
tle of Music elects a most-popular albinn 
according to phone-in requests. 
These are 9 o'clock samplings—and it 

goes on all day on approximately 2;400 sta-
tions that have variety/comprehensive/ 
total service or MOR formats, similar to 
wsm. 

At wcco(Am) Minneapolis, Phil Lewis 
manages a "full service" station, includ-
ing some emphasis on farm service or ag-
ricultural news, and music from what he 
calls the "top 10,000r The format hasn't 
changed for 52 years, Mr. Lewis says, and 
offers something for everyone in music 
and variety features. He claims the station 

was one of the first to move away from the 
idea of news-on-the-hour or half-hour. In-
stead, wcco "breaks in" any time when 
there is news of importance to report. 
There has been a "small erosion of the 
18-25 year-old" audience in the last year, 
Mr. Lewis admits, due to the increased 
specialization of stations within the mar-
ket. He cites the rise of NIS (News and In-
formation Service), country and rock for-
mats as probable cause of wcco's demog-
raphic slippage. 

Robert Henley, vice president and gen-
eral manager, wort(Am) Chicago, denies 
that "fractionalization" of radio formats is 
a trend for the future, although all-news, 
classical, stock market/business formats 
may be possible exceptions. And even 
there, he says, "I'm a classical music lover 
myself, but I don't want 24 hours a day of 

There will always be a market for 
what we do, as long as we do it well," he 
says. WGN'S mix of talk, phone call-ins, 
free-flowing music, baseball (81 Cubs 
games), farm reports (90 minutes, Mon-
day-Saturday) and service-oriented con-
tests and games—makes the station "ex-
tremely difficult to imitate" The format is 
' 'expensive to do and to do well," and it is 
only in rare instances that FM will attempt 
to duplicate it, he said. 

Mr. Henley stresses that WON "is not an 
easy station to listen to: our personalities 
are too good, services too broad," includ-
ing public affairs discussion (9-11 p.m.) 
that is not "gutter-level," and contests 
that are not "hype." 
James Wesley Jr., vice president and 

general manager of KFI(AM) Los Angeles, 
believes MOR succeeds and will continue 
to succeed in the face of increasingly 
specialized formats because of its per-
sonalities and the supermarket of broad-
cast services it provides. He says the con-
tinued influence of contemporary music 
has given MOR a more uptempo format in 
recent years, except in the manner of pre-
sentation, which remains distinct. KFI'S IS 
a "fun format" which has never pushed 
contests/games/promos for prizes, but 
rather to help promote station per-
sonalities. 

Mr. Wesley said KFI has not had the de-
mographic slippage reported elsewhere, 
that the 18-49 and especially 25-49 groups 
are still strong. The trend toward 
specialization? " It's gone about as far as it 
can go in Los Angeles," where all manner 
of formats are represented— but he agrees 
the trend will continue in other markets. 

KFt's program director, Elliot (Biggie) 
Nevins preprograms the station's broad-
cast day with more music in the middle of 
the day and on weekends, more service in 
morning and evening-drive times. At 
night, 8-midnight, KFI counter-programs 
with talk against all4alk KABC(AM), at 
which time switches to sports. It's "the 
lemming theory at work," Mr. Nevins ob-
serves, and the talk audience is left to Kn. 
"The L.A. Dodgers are the only thing that 
beats us, and they beat everything." 

KFt's playlist has been cut from 60 to 

50 songs, eliminating the "stiffs," Mr. 
Nevins said. The music styles range from 
Elton John to Al Martino: a consistent for-
mat, geared to the station's median age au-
dience, 30-35, who were "weaned on 
Elvis, Chubby Checker, R&B." Crossovers 
are evidenced only sporadically, Mr. 
Nevins says: "We're ready if a Tammy 
Wynette crossover comes along. We'll play 
it, but not pressure play three or four times 
a day.... We're always on the lookout for 
R&B or disco crossovers to pop." And he 
likes reggae but is "careful about how 
abrasive our reggae sound is." The 
guideline is whatever appeals to the 18-49 
KFI audience. And as Mr. Nevins explains, 
"we could wear out that welcome very 
quickly." 

The top 25 formats in radio 

Following are the formats represented among 
the 500 radio stations that occupy the top- 10 
rating positions in the first 50 markets in April/ 
May 1976, according to Arbitron Radio, and the 
number of stations programing a particular for-
mat. Each is listed in order of popularity, show-
ing the average number of persons ( 12 years 
and older) listening to all the stations program-
ing a particular format in an average quarter 
hour from 6 a.m, to midnight, seven days a 
week. 

Audience 
Number of (00) 

Format stations avg. persons 

1 Contemporary 135 29,378 
2 Beautiful music 88 18,369 
3 MOR 68 16,414 
4 Country 45 8,589 
5 News 20 8,130 
6 MOR/talk/news 23 7,861 
7 Talk/news 13 6.220 
8 Contemporary/AOR 20 4270 
9 Black 24 4, 52 
10 MOR/contemporary 18 3.545 
11. AOR 17 2,258 
12. Talk 5 1,444 
13. Golden oldies 6 910 
14. Spanish 5 863 
15. Mellow rock 2 619 
16. News/beautiful 

music 2 312 
17. Contempotary/MOR 1 260 
18. Country/MOR 1 162 
19. Disco 1 157 
20. Classical 1 82 
21. Hawaiian 1 65 
22. Religious/black 1 61 
23. Contemporary/talk 1 55 
24. MOR/beautiful 

music 1 54 
25. Big band 1 49 

Total 500 114.279 
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It's back 
to the tried 
and true 
for top-40 
radio Reproduced, with 

permission, from 

Maaazj 
The medium's rue emiiià formas 
tried to loosen a few stays these 
past few years and, for the most 
part, learned to regret it. Now, 
little worse off for the experience, 
it's back at the old stand, 
practicing basics uniquely its own. 

It was back to basics last year for con-
temporary top-40 radio. Burned by ex-
periments with album cuts, low-key air 
personalities, low-profile promotions and 
"much more m-u-u-u-u- u-sic," top-40 
radio trimmed down its playlists, brought 
back the big-prize promotions and sent 
its program directors scurrying to their 
record libraries in search of the oldies 
that a nostalgia-crazed audience craved. 
It was the year in which top-40 radio 
pulled in the reins, saw that its financial 
situation was healthier than it was giving 
itself credit for, and then went back to 
the roots that had made it so strong 
before progressive-rock music and chang-
ing life styles sent top-40 radio spinning. 

In the late sixties, top-40 stations were 
nervously looking over their shoulders at 
a gang of FM stations that programed 
rock music in a loose, album-cut format. 
Top-40 stations then watched with dis-
may as they saw the 18-to-24 year old 
men drop out of the demographic col-
umns in the rating books and appear next 
to some FM call letters. Dismay then 
turned to horror as the top 40's tried to 
bring those listeners back by offering al-
bum cuts and found themselves alienating 
both younger and older demographics. 

Black rhythm-and-blues music, a 
cyclical phenomenon on predominantly 
white contemporary radio, came back in 
full strength. Al Green, Bill Withers, the 
Spinners, the O'Jays, the Chi-Lites and 
the Stylistics captured the ear of the mass 
radio audience. 

Record companies, ever alert to the 
handwriting on the wall, brought back 
oldies—not the music, but the perform-
ers themselves. At one point last fall, five 
of the top six songs on the charts were 
by artists who had their first hits in the 
fifties: Ricky Nelson, Elvis Presley, 
Chuck Berry, Johnny Nash and Curtis 
Mayfield. 
And, any attrition in contemporary 

radio's 18- to-24 count has been more 
than overcome by the added numbers 
it has found in the demographics above 
30 years old. People who grew up with 
the original top-40 radio are still listen-

ing, adding more numbers to the upper 
end of the demographic spectrum as 
each year passes. 

Top-40 radio is now firmly entrenched, 
despite perennial reports of ill health. 
Top-40 operations are now ranked num-
ber one in six of the top- I 5 markets— 
New York, Dallas, Houston, Philadel-
phia, Seattle and San Francisco—and 
number two in seven of the top- 15. 

If rating books are not proof of top 
40's status, ledger books are. One expert 
has estimated that the rate of return of a 
top-40 station—generally acknowledged 
as one of the least expensive operations— 
can be as high as 64 cents and is rarely 
lower than 43 cents on the dollar. WABC-
NO New York billed sightly more than 
million last year and will return more 

than 50% of that to corporate cotfrs, 
acccording to one reliable source at the 
station. Ki-ti(Am) Los Angeles billed 
$5.3 million in 1972 and will return a 
little less than half of that as before-taxes 
profit, a source within RKO General, li-
censee of the station, says. 

As George Wilson, national program 
director of the Bartell stations, a top-40 
group, phrased it: " It's the last of the 
gold- mine businesses." 
Top 40's rebirth is not, however, a re-

incarnation. In less than 12 years, top-40 
radio has been transformed from some-
thing akin to a shoot-'em-up western to a 
sedate parlor drama. In the late fifties and 
early sixties, playlists stretched to 80, 90 
and often 100 records. Disk jockeys were 
allowed to choose their own music. Music 
directors who made $75 a week drove 
Jaguars. Time brokerage was common. 

Standing out from what was both a 
troubled and a saving time in radio's his-
tory was one man—Allan Freed, himself 
both damned and divine in radio culture 
and history. He sired the excitement that 
brought the radio business back from the 
crippling blow television had dealt it. He 
turned radio over to the kids, who, sup-
ported by a post-war prosperity, poured 
new-found dollars into products only 
their parents could have bought before 
the war. And there was one product in 
particular the kids bought—records. 

In 1954, the record industry was little 
more than a $ 200-million business. Four 
years later, the dollar volume in records 
had jumped to over $500 million. Total 

RKO's Bill Drake 
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radio billings took a healthy 42% jump 
during this same period. 

Underpaid programers and music li-
brarians, aided by an uninvolved or un-
interested management, were ripe for the 
payola that would come with the in-
creased prosperity of the record business. 
In one year alone, record distributors 
shelled out close to a quarter-million dol-
lars to get their records plugged, a con-
gressional committee found. 

Scarred by the taint of payola money, 
rock-and-roll radio, as it was known then, 
came to a screeching halt. Allan Freed 
took " the big fall" in 1959 at wAtic(Ant) 
New York when he refused to sign a 
statement that he had never taken money 
to plug records. Two days later, his con-
tract with WNEW-TV for a television dance 
program was canceled "by mutual con-
sent." He was given a daytime slot on 
KDAY(AM) Santa Monica, Calif., and took 
the first step down from the lofty heights 
he had lived in for six years. A year later, 
in Los Angeles, he was indicted for com-
mercial bribery, pled guilty, was given a 
six-months suspended sentence and fined 
$400. He later was charged with income 
tax evasion. He died in 1965 at the age 
of 43. 

It was within a few weeks of Mr. 
Freed's death that Phillip Yarbrough be-
gan his talks with the corporate man-
agement of RKO General concerning 
his take-over of the programing of ailing 
KHJ(Am) Los Angeles. Using his mother's 
maiden name, which he had adopted 
while a disk jockey at what was then 
wake(Ast) Atlanta, he would delight sta-
tion operators with the ratings he could 
rake in by cutting playlists, shortening 
jingles, segueing music and keeping disk 
jockey patter to a startling minimum. Pro-
gramers and jocks would criticize him for 
"depersonalizing radio," " turning it into 
a juke box" and "sterilizing the rock-and-
roll format." Unlike Allan Freed, how-
ever, Bill Drake never wanted the crown 
so many were willing to thrust upon him. 
Canonized as a savior in the mid-six-
ties, Bill Drake has been blamed for many 
of the ills that beset top 40 in the seven-
ties. 

Bill Drake's influence as a programer 
was felt on a national basis for the en-
tire latter half of the sixties. As George 
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Wilson, vice president of Bartell Broad-
casting, said of him: "Bill did a lot of 
things we all knew had to be done. We 
knew that audiences wanted more music, 
they wanteu fewer commercials. Bill was 
the guy who had the guts to demand that 
those changes be made." 

Mr. Drake's advice was sought by 
many stations, his syndicated program-
ing did a booming business, his name at 
the top of a story in the trade press com-
manded attention. There have been 
reams of stories told and written about 
his famous "red phone"—the line that 
could put Mr. Drake in touch with any 
of the RKO stations he was consulting. 
The impression that Bill Drake actually 
had iron-fisted control over everything 
that went on at his consulted stations 
grew to the point that the FCC called 
him in four years ago to see if his con-
sultancy violated the seven-station rule. 
The commission found nothing wrong. 

It's 3,300 miles from the houseboat 
that Bill Drake lives on in a boat basin 
outside Los Angeles to Manhêttan, where 
Rick Sklar, the man who programs 
wanc(am) New York, works and lives. 
These two men are worlds apart, except 
for the success both have enjoyed as 
programers. But Rick Sklar never has 
garnered the attention that Bill Drake 
has, probably because Mr. Sklar has 
been less accessible to both the radio in-
dustry as a whole and to the press. 

Rick Sklar became a radio programer 
through sheer audacity, he says. He was 
working at wit4s(Am) New York as 
promotion manager in the late fifties 
when the payola scandal broke in New 
York. The station's program director 
slipped off discretely to California and 
the next morning Rick Sklar, the young 
promotion man, walked into the P.D.'s 
office, sat down at the desk, called the 
owner on the phone and informed him 
that he "would handle everything." 

"Well," the owner said, "with all the 
trouble we're in now, we need to ap-
point a community leader as the pro-
gram director—give us some respecta-
bility. But you can stay until we appoint 
someone," he told Rick Sklar. A "com-
munity leader" was never appointed and 
nine months later the station was sold. 

"I suppose I was really naive," Mr. 
Sklar says today, "wanting to take over 
that job after what had gone on." That 
experience also began what has been an 
attitude of distrust toward record people 
that has made him either famous or in-
famous, depending on your point of view. 
"First thing I did at WINS," he said, "was 
ban all record pluggers from the build-
ing." 

Even today, he sees very few promo-
tion men and keeps close watch over 
%vatic's record-store monitoring system 
to avoid "hypes" by the stores that record 
companies may have influenced with free 
records. 

But talk of payola, etc. is secondary to 
any discussion about what WABC means 
as a radio station. What counts is that 
Rick Sklar has been wildly successful at 
programing a mass-appeal radio station. 
For the eight years he has been its pro-
gram director, WABC has been the solid, 

number-one radio station in the largest 
market in the country. And Mr. Sklar 
has achieved that stature by never vary-
ing from the basics. 
WABC is the Green Bay Packers of 

radio. It has never strayed into what Mr. 
Sklar calls "fancy stuff" and has been 
meticulous about making sure that every 
record it plays is a hit—in the strongest 
sense of that over-used word. In most 
cases, a record will have had to have 
proved itself everywhere else in the 
country before it can make the WABC 
playlist. The station has been criticized 
because it waits so long to "go on" a 
record and will stay on for a much longer 
time. 

In many ways. WABC is an old-fashion-
ed radio station. It still uses an echo-
chamber to filter both its voices and 
music. The echo is an old device 
that Mr. Sklar never saw any need to 
change when everyone else was discard-
ing it. "It is a distortion, there's no doubt 
about it. But I think people like it be-
cause it makes it sound like radio." 
The WABC echo is in direct opposition 

to the way Bill Drake would have the 
RKO stations sound. Mr. Drake adheres 
to the idea that the sound of a station 
should be as flat and as pure as possible. 
And Rick Sklar never fell prey to the 

rush to put album cuts on top-40 play-
lists, as Bill Drake did. The trend toward 
album cuts was a means, most program-
ers thought, of keeping the I8-to-24 male 
audience that was beginning to tune to 
progressive-rock FM stations in the late 
sixties. " At the time," Mel Phillips, pro-
gram director of Drake-consulted wxt.o-
(Fiu) New York, shrugged, " it seemed 
like the right thing to do. Almost every-
body got caught in the trap, though." 

"I knew it was wrong," Bill Drake now 
says "because after we took the LP cuts 
off the station the numbers immediately 
went back up." 
Maybe it was because there really were 

no FM's breathing down mimic's neck 
that Rick Sklar never had to resort to 
such experimentation. Or maybe it was 
his belief that wanc was so strong in all 
other demographic categories that the 
station could stand a little attrition in a 
small section of its audience. 

Most likely, however, the main reason 
for Rick Sklar's success at WABC is his 
heavy involvement in an elemental prac-
tice of top-40 radio—record research. 

Record research has been the founda-
tion of top 40 since its infancy. Because 
of the very nature of the beast, popular-
music programers have faced every Mon-
day the task of determining the best-liked 
records for the week. And the procedures 
of those determinations have, for the most 
part, not changed since the time of Your 
Hit Parade. 

Store reports—a survey of record out-
lets that report the best-selling records in 
ranked order—has been the heart of the 
research process. And it promises to re-
main so for some time. 

But changes in the record-buying habits 
of the public, changes in musical taste 
and even some changes in the ideas of 
top-40 radio are beginning to erode the 
basis of record research. 
The biggest change is because singles 
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are no longer bought in the proportion-
ate volume that they once were. Time was 
when an artist had a hit single, his com-
pany would rush him into a studio to cut 
another nine or ten songs ( usually con-
versions of hit songs by other artists) to 
put on an album with the same title as 
the original hit single. Today, singles are 
usually culled from albums that are made 
with an LP concept in mind. Singles are 
used as marketing devices to sell albums 
that, according to the Recording Industry 
Association of America, make up more 
than 85% of the retail record volume. 

There are about as many, if not more, 
singles bought today as there were 10 
years ago. But single sales have not risen 
proportionately with the growth in pop-
ulation. And all this leads to the ques-
tions: Who is buying singles now? And, 
are these sales reports then a reliable in-
dicator of the relative popularity of rec-
ords? 
As for "who buys singles any more," 

no nonempirical research data has come 
forward. Programers who say sales fig-
ures for singles have lost their credibility 
are saying that singles are bought only by 
low-income groups, especially blacks, and 
therefore give a distorted picture when 
projected onto a broader audience. And 
others believe that singles, even though 
proportionate sales have dropped off, are 
still bought by a wide audience who may 
be young, but are still no different from 
the public that bought singles years ago. 

Bill Stewart, a veteran of the Storz 
station group and now operations man-
ager of wyoo(am) Minneapolis: "To 
me, the single is a truer measure of 
popularity than an album. The kid who 
buys album is the kid who gets a $20 
allowance every week and can run down 
to buy an LP whenever he wants, which 
is usually when the peer-group pressure 
ta have a certain album is strong enough. 
He may listen to it only once or twice; 
it doesn't matter because the album is 
really just a status symbol. But the kid 
who gets a dollar a week for her allow-
ance, when she goes down to '•)tiy a 
single, she chooses it with great care." 
To Bill Stewart's mind, the audience for 
top 40 is the low-income groups, of 
whom "there are a lot," he has said. 

But Chuck Dunaway, one of the few 
major-market programers who still pulls 
an air-shift ( at woorfaml Cleveland), 
has begun to re-evaluate his methods of 
programing. "I don't think the sales re-
ports that t get really can be taken in 
toto as a true reflection of what people 
want to hear. First of all, you must have 
an ear. I've been doing this too long not 
to trust my ear. We're not in business to 
educate people; we're here to reflect 
musical tastes. But I want to reflect a 
total picture." 

So, wixy has shifted the emphasis of 
its programing from pure research to a 
form of "concept" programing. It was 
all necessary, Mr. Dunaway says, when 
he saw %my's quarter-hour averages be-
gin to slip. "What can you do when you 
see that you've got a monstrous cume 
average but your quarter-hours are bad? 
The problem has got to be repetition. 
Right? 
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Could that be John Denver in among all those violins? 
Beautiful music begins to change, 
even adding some soft-rock sounds 
in hopes of attracting audience 
that's younger; some stations are 
making it by programing their own 

Strange vibrations are cropping up among 
those lush strains of beautiful music. The 
format that is programed mostly by syn-
dicators is undergoing some changes— 
soft- rock sounds, even disco beats, will be 
featured and vocals are being added— all 
with the idea of attracting younger au-
diences. 
Many stations that program beautiful 

music receive their formats from radio pro-
gram packagers. One of the more promi-
nent is Schulke's Stereo Radio Pro-
ductions, South Plainfield, N.J. (see page 
70), which supplies formats for such top-
rated beautiful music stations as K.101(FM) 
Los Angeles, wLAK(Fm) Chicago and 
wwsH(Fr.4) Philadelphia. 
Ed Winton, president and general man-

ager of WWBA.AM-FM Tampa/St. 
Petersburg, Fla., programs his own 
beautiful music format but surmises that 
he is in the minority. " There are quite a 
few syndicators lower- priced than 
Schulke's SRP or Bonneville, and a lot of 
FM's in secondary markets are using syn-
dicated formats, many of them auto-
mated," he said. 
WWBA-AM-FM claims to be first among 

major market beautiful music stations, 
based on April- May Arbitron estimates by 
share, total adults, in the top- 20 markets 
with two or more good music stations. The 
station has a 18.1 share (combined AM 
and FM), and that in a market of five good 
music competitors. 

In the Tampa/St. Petersburg market, 
WWBA-AM-FM competes in the same for-
mat against WDUV(FM) Bradenton, which 
uses Peters Productions of San Diego; 
wQxm(Fm) Clearwater, which uses the 
FM- 100 package from Century Broadcast-
ing of Chicago; wAvv(Fm) Tampa, using 
TM Programing of Dallas, and wFLA-FM 
Tampa, which programs its own beautiful 
music format. 

William Elliott, program director at 
WQXM, thinks the vast majority of 
beautiful music stations use syndicated 
services due to the cost factor, the avail-
ability of beautiful music itself and the fact 
that many are " not free-standing FM's, 
but are connected with AM-TV opera-
tions." 

K8Fm(Fm) Phoenix programs its own 
beautiful music format, and comes out 
number one (average quarter hour, April-
May ARB) against four syndicated 
beautiful music formats on competing sta-
tions. Operations manager Eric Johnson 
said the station dropped its SRP affiliation 
a year ago last May because "we simply 
weren't getting the response ... Since we 
went to our own music, we have nearly 
doubled our share"— now it is 11.1. 

Mr. Johnson confirmed that beautiful 
music formats in general are tending 
toward soft rock, although he hates to 
think of it in those terms. British. Cana-
dian and German orchestras picking up on 
American hits can be heard on beautiful 
music formats now, he said, carried over 
from MOR success. KRFM is using a few 
more group vocals, "coming foreground a 
bit," and standard single vocalists Frank. 
Sinatra, Andy Williams, Vicki Carr, et al. 
John Denver and Neil Diamond have not 
been granted airplay on KRFM yet, but Mr. 
Johnson expects to take that step in a year 
or SO. 

In predicting trends in the beautiful 
music format that are programed by radio 
packagers, Jay Taylor, president of Master 
Broadcast Services of Morrisville, Pa., sees 
the addition of more MOR artists; old 
favorite tunes done to disco beats; increas-
ing use of synthesizers and electric pianos; 
and more vocals, particularly female 
vocals. 
KYXY(FM) San Diego counts itself 

among that " vast minority" of beautiful 
music stations programing their own 
music— and that's slightly stretching the 
truth because KYXY simulcasts part of each 
day's program from sister station KIXI-FM 
Seattle. KIXI-FM syndicates a sedate pro-
gram of beautiful music through Broadcast 
Programing International, Bellingham, 
Wash., to some 30 stations around the 
country. 
The San Diego market calls for a more 

uptempo sound— not intrusive or 
abrasive but " bright and beautiful" as 
KYXY'S format is labeled. The station 
steers clear of the "dental office waiting 
room" sound and avoids "MOR-rock 
stuff," according to assistant program 
director Jonathan Hartzell, playing instead 
Ray Coniff, Olivia Newton-John, Letter-
men and—as a "sparkler" coming out of a 
commercial break— John Denver. 
At the NRBA convention in San Fran-

cisco last week, a workshop was conducted 
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to discuss the " simple, yet sophisticated 
format" of beautiful music and why it is 
thriving across the country. " It is here to 
stay," predicted Kenneth Mellgren, opera-
tions manager at wilt)(Fm) Boston and 
moderator of the workshop panel. One of 
the trends in beautiful music seems to be 
toward the direction of syndicated formats, 
Mr. Mellgren said, " although local opera-
tors are doing successful programing of 
their own." 
The latter goal is represented by Ted 

Dorf, one of the panelists and general 
manager of WGAY.FM Washington. "We 
feel we control our own destiny," Mr. Dorf 
said, for three reasons primarily: " We are 
fairly consistent in our programing, we 
have one of the largest record libraries and 
we know our market better than anyone." 

Marlin Taylor of Bonneville Broadcast 
Consultants, Tenafly, N.J., laid down 
these rules for a successful beautiful music 
format: ( 1) the announcer should project 
as a warm, mature human being; ( 2) com-
mercials should not be irritating; ( 3) all 
the program elements should fit; ( 4) the 
talk should be as good as the music; ( 5) 
the music should be as good as the talk; 
(6) the news and weather should be un-
derstandable, and ( 7) the station should 
project its own style. According to his 
definition, style is an expression of in-
dividuality impossible to copy. " Radio sta-
tions with it have got the ratings and 
money, too," he said. 
The syndicator side was represented by 

Mr. Schulke of Stereo Radio Productions. 
A key to beautiful msuic, he said, is good 
technical quality. He urged antenna op-
timization (" I feel RCA does it better than 
all the others") and said that experience 
has shown him that " whatever you spend 
on basic RF signal will come back to you in 
share points and dollars." 
Richard Ferguson of WE/.N(Fm) 

Bridgeport, Conn., stressed promotion to 
make beautiful music work. " Every good 
beautiful music station is a personality sta-
tion— even though most don't have on-air 
personalities," he said, and the promotion 
should express that personality. WEZN, he 
said, looks for " classy" promotions 
doing things like buying four-color ads in 
the local editions of Time magazine, put-
ting soothing ads on all- news wc8s(Am) 
New York and on local television. All the 
parts of the promotion, from newspapers 
to billboards, he said, are keyed to the 
same personality. 
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No matter what the label, country music is country 

Crossover problem that was 
evident a couple of years ago 
seems to have stabilized 

Hair-splitting distinctions within the 
1,100-plus country music stations' for-
mats— bluegrass, countrypolitan, contem-
porary country, modern country and coun-
try and western— won't wash with most 
station managers. "They are figments of 
some sales manager's imagination," said 
Don Nelson, vice president-general man-
ager of WIRE(AM) Indianapolis; "country 
is country." 
Whatever country is, it has been grow-

ing rapidly in every dimension, to the con-
sternation of some country purists and to 
the delight of numbers-watchers. 
"There was a time when we even ques-

tioned playing John Denver," Mr. Nelson 
said. Arlo Guthrie's "City of New 
Orleans" was banned from WIRE because 
Mr. Guthrie's freaky side showed through 
in the movie "Alice's Restaurant" and 
elsewhere. Now, Mr. Nelson said, "we play 
it as gold." In general, the crossover 
problem which loomed large on the coun-
try horizon for a couple of years seems to 
have stabilized. 

The single most important growing 
branch of country music, in Mr. Nelson's 
opinion, is the Austin sound—a vein of 
progressive country gaining ground foi 
several years, represented by Willie 
Nelson and the Pure Prairie League, for 
example, and most popular among the 
18-24 age group ( ounger than traditional 
country demographics). 

Charles Warner, general manager of 
WMAQ(AM) Chicago, would agree that the 
hottest subdivision of country is progres-
sive country or "redneck rock, if you 
will" — his term for the Willie Nelson 
brand of country music. 
The problem of the "closet" country 

music fan lingers on, and WMAQ never 

identifies itself on the air as a country sta-
tion. There's still that "poor white trash, 
hillbilly" image that alienates urban 
listeners, according to Mr. Warner. 
He describes WMAQ as seeking the 

broadest possible audience, crossing the 
lines of popular/contemporary sounds. 
With a cume of over two million listeners a 
week and as the number-four station in 
the U.S. in total survey area, 25-49, wmAq 
"must have mass audience appeal to make 
it ... to be hard, pure country makes no 
sense. I have no choice," Mr. Warner said. 

"At wktAq, country music is defined as 
music that people who like country music 
want to hear ..." That, in combination 
with providing good services (news, infor-
mation, weather, time, community hap-
penings), gets a good audience, he said. 
And, he claims, while MOR skews toward 
the old and contemporary skews toward 
the young, country has the broadest de-
mographic appeal, 25-49. 

Geography is a determining factor in 
country music, more so than in other for-
mats, as waAe(Am) Fort Worth will attest. 
The image problems Charles Warner talks 
about in Chicago are nonexistent at WBAP, 
where country music listeners are "with-
out inhibitions." 
General Manger Warren Potash and 

Program Manager Don Thompson explain 
that the station is "on the traditional side 
of country," but the base is broadening. 
Mixing in a little bluegrass and some mod-
ern country, the station still tries "to 
maintain the integrity of what we started 
with." While the range of artists played 
may be wider ("not the Eagles, but, yes, 

some Olivia Newton-John"), the playlist 
is down from 110 songs a few years ago to 
49 charted and 10 extras now. WBAP does 
best among men, 35-49, and women, 
50-64; its total cume for Monday-Sunday, 
age 12-plus, is 1,078,000. 

Messrs. Potash and Thompson stress 
that traditional country is very stable. 
They have been watching the progressive 
country or so-called Austin sound for 18 
months and, contrary to what Don Nelson 
predicts as the growing trend, Mr. 
Thompson says no artist has become a 
major national force without being rooted 
in the traditional country vein. 

Long-form shows find homes on many stations 

CBS mysteries entrençhed 
as nightly hours; syndication 
of other types makes progress 

The prospects are looking up for long-
form radio programing. 

That's the word from the various pro-
ducers who are involved in everything 
from the CBS Radio Mystery Theater to 
the three-hour weekly nostalgia-laden 
Dick Clark's Solid Gold. 
The CBS Radio Mystery Theater has 

defied the skeptics who said the whole 
project would come a cropper as soon as 
the early-seventies nostalgia wave began 
to recede. Instead of collapsing, Mystery 
Theater starts its fourth year next January; 
the five commercial network minutes 
within each daily hour are being picked up 
by the Buick division of General Motors, 
Budweiser beer, Menley & James Labs, 
Tru-Value hardware stores, Singer, Sears-
Roebuck, Seven-Up and Ex-Lax, among 
other national sponsors. Two hundred and 
seventeen stations, including 46 in the 
top- 50 markets, carry it seven days a week. 
Stations get the series free and are given 
three commercial minutes within each 
hour, plus adjacencies, to sell to local ad-
vertisers. 
Robert Franklin, the president of 

Cinema/Sound Ltd., a New York-based 
radio syndicator, says he's laying out a pro-
duction budget of $ 10,000 a week to create 
new half-hour tapes of five melodramas: 
Dick Duey Brenda Starr, nrry and the 
Pirates, Counterspy and Crime Doctor 
The umbrella title for the melodramas is 

Five for the Money. Thirteen episodes of 
each of the five are being produced for a 
November target date. Stations would strip 
the five, a different one each day, and get 
all six commercial minutes to sell to local 
advertisers. 

Mr. Franklin says he's asking big-mar-
ket stations to pony up as much as $250 
for a week's worth of Five for the Money 
programing, with a step-down arrange-
tnent, depending on market size, that 

would reach a low of $50 per week for sta-
tions in small markets. Stations signed so 
far include WOR(AM) New York, WBAL(AM) 
Baltimore, KMAX(FM) Los Angeles and 
KSFO(AM) San Francisco. 
Even Bristol-Myers, which failed last 

year with an elaborately produced Radio 
Playhouse series of four 15-minute daily 
soap operas, is still looking at proposals 
that would pie it back into sponsorship of 
radio drama, according to Peggy Kelly, B-
M's radio-TV supervisor. 
Radio Playhouse didn't make it because 

most stations are so rigidly formated dur-
ing the so-called housewife time ( 10 a.m. 
to 3 p.m.) that they were reluctant to break 
up those formats with a 60-minute block 
of drama, according to Robert Turner, B-
M's media/program services director. 
The executive producer of Radio Play-

house, Richard Cox, says he could have 
cleared many more stations than the 60 or 
so that ended up accepting the series if 
Brystol-Myers had not forced him to 
adhere to the limits of 10 a.m. to 3 p.m. 

Meanwhile, old-time-radio drama and 
comedy are still the province of Charles 
Michelson, now relocated to Los Angeles 
after 38 years in New York, who reports 
that tapes of the original half-hour broad-
cast of The Shadow are being played in 
300 markets, and that 200 or so markets 
are plugged in to The Lone Ranger, Fib-
ber McGee and Molly The Green Hornet 
and Gangbusters. 
The other healthy area for long-form 

radio syndication is music aimed to the 
youth audience, and four distributors have 
done particularly well in the last couple of 
years. They are the D.I.R Corp. in New 
York, which produces The King Biscuit 
Flower Hour weekly concerts, Watermark 
Inc. of Los Angeles, whose mainstay is the 
weekly three-hour American Top 40 
countdown; Diamond P Productions, also 
Los Angeles, which does the Dick Clark 
Solid Gold nostalgia show, and RATW 
Inc. of Boston, who ie concert series is 
calle Rock Around the World. 
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Special Report 

Talk radio: 
in the middle 
of America's 
conversational 
mainstream 
The medium's famous one-to-oneness 
can become one to many when a 
station turns to talk: a special 
report on why so many take to 
an increasingly popular format 

The imminent release of topless-radio 
selections from which the FCC culled the 
two that cost an FM station a $2,000 fine 
for obscenity will be regarded as unneces-
sary cruelty by the proprietors of stations 
that feature less raunchy talk. Nobody 

The changed look of jazz. There 
may be as many as 37 commercial and 
about 45 noncommercial stations 
(many of them college stations) pro-
graming jazz. However, the number of 
full-time jazz stations is closer to 10. 
WRVRIFM) New York is a jazz station that 
is about to change its format to rock 
under the new ownership of Sonderling 
Broadcasting. But Program Director 
Barney Lane is optimistic about the 
shape of jazz radio, despite WAVAS 
defection from jazz ranks. " If anything, 
jazz is enjoying a bit of a renaissance at 
the moment," with many stations at least 
experimenting with jazz programs with-
in other formats, he said. It is a "pan-
ethnic and international" format with an 
audience dominated by males 18-49 
"but not ethnic enough to be considered 
an ethnic station:* Jazz is "broadening 
its musical elements and in the base of 
its appeal," Mr. Lane said, and WRVR. for 
one, has witnessed a steady growth 
since the jazz format was inplemented 
in February 1974. The volume and type 
of sales have changed, he said, from 
retail and jazz-related businesses at 
first to national and large regional ad-
vertisers. One reason why what used to 
be an esoteric format has now 
broadened its appeal, according to 
Charlene Watts, program and music 
director of « MANI Boston, is that a lot 
of artists— especially black artists— 
have become more commercially 
oriented. Jazz will outlive the disco for-
mats or any fad format, Ms. Watts 
believes. "The longevity of jazz is due to 
its being straight ahead, down to eartr 
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wants a revival of the publicity that pre-
ceeded the FCC's action against Son-
derling Broadcasting's WGLD-FM Oak 
Park, Ill. (BROADCASTING, April 16). 
Talk like that can give all talk a bad 
name, including the talk on stations that 
are among the most respected in the 
country. 
"We ran into enormous amounts of 

sales resistance when every day the paper 
was filled with 'Senator Attacks Topless 
Radio,'" Sidney Levin, vice president 
and general manager of WKAT(AM) 
Miami Beach, Fla., said last week. "We 
took a black eye for something a few 
other guys were doing." To Mr. Levin, 
the prospect of new uprisings among 
sensitive accounts that were only recently 
subdued is uninviting. Yet the FCC has 
voted, 4-to-3, to make public the tape its 
investigators assembled from topless 
shows on a number of stations ("Closed 
Circuit," May 21), and presumably a 
new rash of publicity about sex on the 
air will break out. There is no reason 
whatever to believe that WKAT is repre-
sented in the FCC's collection, or KMOX-
(AM) St. Louis or KABC(AM) Los An-
geles or wEEI(Am) Boston or wcAu(Am) 
Philadelphia or KTRH(AM) Houston, or 
any of the established stations that have 
been talking a long time. Neither, despite 
their unblemished reputations, is there 
any sure way to know that none of them 
is on the tape. The commission voted to 
excise station identifications in the ver-
sion to be made public. 

Indeed sex is an accepted subject for 
discussion on most talk stations, as is al-
most any other subject that may enter 
the fertile minds of the "hosts" or " talk-
masters" or "communicators" or the lis-
teners who seek to be heard. It is, most 
talk-station managers agree, a matter of 
treatment that makes the difference. A 
Bill Ballance may draw such criticism for 
salacious exchanges with women callers 
that his employer, Storer Broadcasting, 
has to call him off sex (BROADCASTING, 
April 2). A psychologist may freely dis-
cuss sexual subjects in an interview pro-
gram and draw nothing but praise. R. 
Peter Straus, president of wmcA(Am) 
New York, a relative newcomer to the 
talk business, has explained: "Bill Bal-
lance was to what we're doing as hard-
core porno movies are to art fi:ms." 
The asserted relationship to art may be 

stretching the talk format beyond its 
limits of elasticity, but a certain delicacy 
of touch is evident in the stations that 
have pioneered and kept thé format. "You 
have to know how to do it," says Robert 
Hyland, vice president-general manager 
of KMOX, "because it's dangerous." 

History suggests Mr. Hyland knows 
how. He began the conversion of the 
CBS-owned KMOX to talk in February 
1960 by dropping all music shows from 
3 to 7 p.m. weekdays and putting in new 
information programs with audience par-
ticipation. The evolution to all-talk or, 
more precisely, mostly talk ( some rec-
ords are still played on the midnight-to-
dawn show) took several years. " People 
wanted a voice in things that were going 
on in their world," Mr. Hyland recently 
recalled. "They were asking more and 
more questions. We decided broadcastinr, 
could be a service to these people if it 
didn't talk down to them, if it didn't have 
those dull panel shows that talked and 
talked in platitudes." 

At about the same time Ben Hober-
man, then newly transferred by ABC 
from wABc(Am) New York, began cast-
ing about for a way to lift KABC(AM) Los 
Angeles, of which he had become vice 
president and general manager, above the 
cacophony of all that music from the 
maybe 70 radio stations that could be 
heard in one part or another of his do-
main. "I knew there was something 
missing," Mr. Hoberman says. He de-
cided it was talk. 

In August 1960 Mr. Hoberman began 
substituting talk for record programs and 
completed the process in October 1961 
when the last music, in morning and 
afternoon drive time, was taken off the 
station and solid news blocks were put in. 
The KMOX and KABC ventures began to 

beget others. In Houston, Frank Stewart, 
newly placed in charge•of KTRH(AM) as 
vice president and general manager, was 
looking for escape from the middle-of-
the-road format in which the station had 
been wallowing, Another broadcaster, Sid 
Levin of WKAT, later asked him where 
he got the nerve to go all-talk. "We did a 
survey," Mr. Stewart explained, "and 
74% of the people voted for music. So I 
said to myself: 'Frank, I know where you 
can get a 26 share.'" 

Mr. Stewart was recently reminiscing. 
"I made the decision and then went to 
school," he said. He visited xmox and 
KABC ("they were the only two that were 
good at the time"), borrowed from their 
formats, mixed in ideas of his own and 
went to his kind of talk in the spring of 
1963. Next month the station is moving 
into a new $750,000 facility expressly 
equipped for talk radio. 

It wasn't easy at the start, however. 
Advertisers and agencies were slow to 
comprehend what the innovation meant. 
As Mr. Stewart recalls it, the commonest 
question from incredulous advertisers 
and agencies was, "You mean you aren't 
going to play any music?" 

"But then they began to hear two-way 
radio and got caught in the excitement of 
it," Mr. Stewart said. "It reminded me 
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of the (111:' when we did the first man 
on the street. That was the first time out-
siders had been allowed to talk into a 
microphone." 

laitier Mr. Hoberman had trouble 
too. " It was very difficult at the beginning 
to make this kind of operation com-
mercially successful," he said recently. 
As we gathered success stories from our 

sponsors, we used them to aitract others. 
Later on the station began to show up in 
the ratings." But it was a couple of years 
before the gamble began to pay off. 

In St. Louis there was also buyer re-
sistance at the start. "Some gave us a 
week." Mr. Hyland remembers. "Some 
were more charitable and said 60 to 90 
days." 

It has all changed. Mr. Hyland's fel-
low managers concede that KMOX is now 
the biggest profit center among CBS-
owned radio stations. 

Talk today can be heard on many sta-
tions at many hours, hut the all-talk sta-
tion is still in exclusive company. In all 
of the 50 major markets no more than 
20 stations have scrapped their record 
libraries. Among them, the generic term 
"talk" covers a variety of characters' and 
services. It can mean play-by-play sports, 
hard news, editorials, telephone conver-
sations with kooks or castoffs, serious in-
terviews with scholars, light interviews 
with eccentrics. The station personalities 
on the air range from professional jour-
nalists to compulsive talkers who aban-
doned disk-jockey careers to avoid com-
petition from the music. Station to sta-
tion, sounds are as diverse as the policies 
and personalities. 
Three CBS-owned stations are now 

all talk and all different. 
Kstox broadcasts news and news fea-

tures in morning drive time; At Your 
Service programs, with hosts, guests and 
telephone calls through the day: play-by-
play sports on many nights and week-
ends. Calls from the listening audience 
are restricted to short questions or com-
ments. "We don't have a back-fence 
conversation ever," Mr. Hyland says. 

At CBS's wcAu(Am) Philadelphia, 
which began converting to talk in 1962 
and completed the process in about five 
years, there are news blocks in morning 
and afternoon drive time. Nights and 
weekends are devoted to what John 
Downey, vice president and general man-
ager, calls the heaviest play-by-play sports 
schedule in broadcasting. The rest of the 
time is devoted to two-way talk that some-
times turns into three-way or more. Each 
talk show features a "newsmaker" inter-
viewed by telephone by the host and 
cued into circuits with public callers. The 
WCAU telephone system can put as many 
as 12 persons on one conference call. It 
is not unusual to get a conversation going 
among host, newsmaker and two or more 
callers. 
WEEI(AM) Boston, the third CBS talk 

station, features a mixture of news and 
telephone talk. Unlike WCAU, it shuns 
play-by-play sports: indeed, it programs 
talk against a heavy play-by-play schedule 
on the rival Westinghouse-owned WIIE-
(AM ) in the evenings. Donald J. Trageser, 
vice president and general manager, 
thinks the talk on WEEI is 011 a MO« 

plane than that heard on most stations 
elsewhere. "In this area, with 400,000 
students, there are a lot of bright peo-
ple," Mr. Trageser has noted. "We get 
graduate students galore on the air. The 
other day Paul Samuelson, the MIT 
economist, picked up the phone and 
called one of our talkmasters." 

In California, two ABC-owned stations 
talk all the time, but somewhat different-
ly. KABC, the original, now has a news 
block at 5-9 a.m. and two-way talk shows 
conducted by "communicators" all the 
rest of the time. Koo(am) San Francisco, 
which went all-talk in 1965, calls its for-
mat "Newstalk." It has news blocks in 
both morning and afternoon drive time, 
5-9 a.m. and 4-6 p.m., and two-way talk 
with "communicasters" the rest of its 24-
hour day. 

At none of the CBS or ABC stations 
are there prohibitions against topics that 
may be discussed, except that KABC con-
fines all call-in talk about religion to a 
Sunday-evening show on which a rabbi, 
priest and minister appear. Otherwise 
anything goes, as long as outright sensa-
tionalism is suppressed. "It's a matter 
of taste and treatment," says Kaec's 
Hoberman. "There is no subject we won't 
discuss," says emox's Hyland, "but we 
avoid talk that you might say would be 
rated X." 
A more restrictive approach is being 

taken in Miami Beach where Mr. Levin 
and WKAT have experimented with many 
forms of talk since abandoning music 
entirely in 1965. "We tried it all," says 
Mr. Levin. "We had the syndicated Joe 
Pyne for the biting kind of thing. We had 
the planned interview to tell the listener 
what paint to buy. We did the contro-
versial, political type of show, both ways 
—the guy who says, ' Let's draw the wag-
ons in the circle,' and the other guy who 
says, 'Let's strike the flag and be one 
world.'" 
A year and a half ago, WKAT made a 

radical change. It dumped all its topical, 
open-phone shows and instituted "The 
Young Talk of Miami," as it now calls 
its programing. "We had lost control of 
the over-all sound of the station," Mr. 
Levin explains. The politically oriented 
call-in show had developed a hard core of 
constant callers who were elderly, idle— 
and dull. Says Mr. Levin: "People got to 
thinking that nobody listened but little 
old ladies, because when people turned 
the radio on, little old ladies were all 
they heard. 

"With our new format," he added, "we 
control the sound." At 6 to 10 a.m. is 
The Informer, which Mr. Levin calls a 
radio version of NBC-TV's Today. It 
features Jim Alton and Lynne Russell (in 
roles roughly comparable to Frank Mc-
Gee's and Barbara Walters's) and Dan 
Green ( as Frank Blair). In addition to 
news, weather, traffic reports and sports, 
it presents shorts edited from hour-long 
interviews, perhaps as many as three, 
taped the day before. "Yesterday," said 
Mr. Levin one day last week by way of 
illustrating the range of interviewee, "we 
had a guy who runs a school for frogs. 
His hour was cut up to three two-
and-a-half-minute pieces." 
A similar show, The Insider, is carried 

in afternoon drive, 3-7 p.m. There are 
other interview shows and, a peculiarity, 
a three-hour monologue at 7-10 p.m. con-
ducted by Alfred, who goes by no other 
name and has been musing into a lonely 
microphone for years. Two-way talt with 
the public is confined to At Your Service, 
a name and concept borrowed from 
KMOX, at 11 a.m. to noon: The Light 
Show ("Strictly occult," says Mr. Levin. 
"Guests can be anything from handwrit-
ing analysts to satanists to astrologers to 
defrocked psychiatrists.") at 10 p.m. to 
1 a.m.; a sports call-in at 1-3 a.m., and 
a celebrity interview plus call-in the rest 
of the night. 
The change in format has uncovered 

some local advertisers who had secretly 
resisted buying into the earlier shows 
because of a disinclination to be asso-
ciated with controversy, though they 
never previously admitted the true reason, 
Mr. Levin says. "There's no way to 
gauge how much of that there was under 
the old format." 

Advertiser resistance to strong talk has 
been suffered by other stations. On Feb. 
14, 1972, WERE(AM) Cleveland abruptly 
changed from a familiar format of "some 
music, some news, some discussion—a 
real potpourri," as Paul Neuhoff, vice 
president and general manager, describes 
it now, to "very aggressive talk." It was 
traumatic. "In three days we had lost a 
million dollars in billings." 
The memory is still fresh. "At 7 

o'clock that morning," Mr. Neuhoff says, 
"you could picture people tuning in for 
that prestigious news the station had al-
ways had. And there was Gary Dee 
shouting at some lady: 'Why don't you 
go gargle with razor blades?' They all 
went off. We had had every bank, every 
savings and loan, every utility on the 
air. They all left." 
WERE had given birth to "People 

Power," fathered by the station's pro-
gram director, Robert V. Whitney. To 
Mr. Whitney civility on a talk station is a 
mortal sin. 

"People like to hear tantrums and peo-
ple yelling at one another," he explains. 
"The issues that trouble people these days 
are emotional issues." 

In preparing the WERE format, Mr. 
Whitney says, "we wanted to say that 
everybody has power, including the ordi-
nary guy who feels kind of powerless: 
we wanted to provide a soapbox." 
That aim was activated by "some 

pretty zippy personalities," Mr. Whitney 
says. "These personalities were willing to 
mirror—in the extreme sometimes—the 
way people really feel. People really get 
angry. So these personalities were willing 
to be angry." 

So, it turned out, were some listeners 
who early this year took to writing their 
congressman, Representative James V. 
Stanton (D-Ohio), who requested the 
U.S. district attorney in Cleveland to 
investigate the station for alleged viola-
tions of the criminal law against obscene 
broadcasts. To Manager Neuhoff the sub-
sequent events have smacked of intimi-
dation. "The station has been investi-
gated by the FBI six times now," Mr. 
Neuhoff says. "The last two times, the 

129 



topics of the shows weren't even sex. 
One was a show on prisoner rehabilitation 
and the other on a city-council election." 
No charges have been filed, and there 
was no mention of WERE in the FCC in-
quiry into topless radio. 

Despite abrasive relations with some 
elements in the community, WERE claims 
to have recovered its lost billings, and 
added considerably more. In average 
quarter-hour metro ratings, Monday-
Sunday, 6 a.m, to midnight, WERE was 
number two in the January-February 
1973 ARB report. The first station was 
wnotc-Fm with wall-to-wall music. Tied 
for fourth in the market in the same 
report was WJW (AM), which six months 
ago went from mostly music to a half-
talk, half-music format. WJW had im-
proved its position from the number-eight 
it occupied before heavying up with talk. 
Having firmly installed his zippy per-

sonalities and angry callers at WERE, Bob 
Whitney left the station to resume the 
consulting business he had been in before 
he agreed to spend a year at the Cleve-
land station on staff. Based in Fort Lau-
derdale, Fla., Mr. Whitney has exported 
"People Power" to esoo(Am) San Diego 
and eoet,(Am) Honolulu. The format is 
to be introduced this week at wEez(Am) 
Chester, Pa., a suburb of Philadelphia, 
accompanied by page ads in several com-
munity papers announcing a "radio ex-
plosion guaranteed to give you a drugless, 
psychedelic high." Erny Tannen, owner 
of WEEZ, hired Jack Turner from WERE 
to direct the programing. 

"People Power" also emanates from 

wAvi(Am) Dayton, Ohio, a daytime. 
that switched from middle-of-the-road 
music to talk in March 1971. H. K. 
(Bud) Crowl, president, foresees FM as 
the dominant music service. "On AM," 
he says, "all talk is the way to go," 
though he is only now beginning to make 
a profit from the format. ( His biack-
programed FM in Dayton has been carry-
ing the load.) 

Another daytimer, weNG(Am) ("Ring 
Radio"), is talking itself into a position 
in Atlanta. In the October-November 
1972 ARB, it was sixth among the 22 
stations listed. 

Perhaps the biggest test of two-way 
talk radio has been going on since Sep-
tember 1970 in New York. At the end 
of the sixties the "good guys" who spun 
records at WMCA( AM) New York were 
picking the next rock-and-roll hits and 
organizing softball games in Central 
Park with the disk jockeys of wAec(Am) 
—all orchestrated with pretty girls as 
cheerleaders and happy-face T-shirts for 
loyal fans. Three years later, GoIda Meir 
and Abba Eban were on WMCA answering 
questions from listeners on the future of 
Israel and the Middle East. 

In the interim, Peter Straus, the station 
owner, had hired Ken Fairchild from 
wNec(Am) New York to change the 
format. Years earlier Mr. Fairchild had 
been Frank Stewart's program director at 
k TRH Houston. 

Mr. Straus calls it "inside-out radio." 
Seventy-five percent of the programing 
input comes from people outside staff. 
The change in format was made to 

"solve the problem of distinctiveness," 
says Mr. Straus. "When WMCA introduced 
rock and roll, we were the only station 
doing that. By the time the decision was 
made to shift formats we were one of 
maybe 25 doing that." 

In one way there has been demonstra-
ble progress, says Mr. Straus. From a low 
point reached just before the switch to 
talk, billings have tripled. Ratings, how-
ever, have not soared breathlessly. A sta-
tion that at times led the market in its 
headiest days of rock and roll is now tied 
for ninth in the latest ARB, 6 a.m. to 
midnight, Monday-Sunday. 

"Talk radio is nowhere near its po-
tential," says Mr. Straus. "I am con-
vinced the format produces unusual ad-
vertising impact, but we need research 
to document my assumptions of audience 
response." 

Example: A restaurant that has used 
the station for years in an annual Thanks-
giving promotion featuring free meals 
got 79,000 responses last year. Before the 
station changed format, responses never 
passed 30,000. Mr. Straus is scouting 
ways to measure the marketing advan-
tages he thinks talk may legitimately 
claim. With evidence in hand, he then 
hopes to make converts of the mat's 
marketers who buy gross rating points. 

Mr. Straus's is the only station in New 
York with so pronounced a two-way-talk 
format, but another, of towering pres-
ence, talks a lot. It is woe(Am), number 
one in that same ARB survey. 

"Talk radio is for people who are 
looking for something different," George 

The changed look of jazz. There 
may be as many as 37 commercial and 
about 45 noncommercial stations 
(many of them college stations) pro-
graming jazz. However, the number of 
full-time jazz stations is closer to la 
WRVRIFM) New York is a jazz station that 
is about to change its format to rock 
under the new ownership of Sonderling 
Broadcasting. But Program Director 
Barney Lane is optimistic about the 
shape of jazz radio, despite WAVAS 
defection from jazz ranks. "If anything, 
jazz is enjoying a bit of a renaissance at 
the moment:. with many stations at least 
experimenting with jazz programs with-
in other formats, he said. It is a "pan-
ethnic and international" format with an 
audience dominated by males 18-49 
"but not ethnic enough to be considered 
an ethnic station:. Jazz is "broadening 
its musical elements and in the base of 
its appeal:. Mr. Lane said, and WRVR, for 
one, has witnessed a steady growth 
since the jazz format was inplemented 
in February 1974. The volume and type 
of sales have changed, he said, from 
retail and jazz-related businesses at 
first, to national and large regional ad-
vertisers. One reason why what used to 
be an esoteric format has now 
broadened its appeal, according to 
Charlene Watts, program and music 
director of WILD(AM) Boston, is that a lot 
of artists— especially black artists— 
have become more commercially 
oriented. Jazz will outlive the disco for-
mats or any fad format, Ms. Watts 
believes. "The longevity of jazz is due to 
its being straight ahead, down to earth:' 

R. Brown, vice president of woe(Am) 
New York in charge of programing and 
news, believes. "They certainly don't 
want TV reruns. They want something 
new." He compares WOR—and talk radio 
in general—with a newspaper. Sectional-
ized, specialized, broad-based, hard news 
and soft, all in one, talk radio's strength 
is not consistency—thecredo of top 40— 
but diversity. "That's the way a station 
gets a cross-section of people." 

Here and there the all-talk station faces 
part-time competition in its specialty. In 
Boston a number of stations broadcast 
some talk, and wez broadcasts 12 hours 
of talk ( including sports) at night against 
WEEI and its pure-talk format. In the 
latest ARB the lead went to wez, includ-
ing its contemporary music, in the Mon-
day-Sunday, 6 a.m.-midnight averages, 
and WEEI tied at a strong third. In the 
Monday-Friday, 7 p.m.-midnight periods 
when both are on talk, the competition 
is one-two, with wez at a 1.4 average and 
WEE! 1.2. 

In the Miami market, the all-talk 
WKAT is met on its own ground by a 
performer with perhaps the most durable 
voice in the business. Alan Courtney has 
been doing two-way talk on one Miami 
station or another .since June 1949, on 
wtoe(Am) since mid- 1968. Mr. Courtney 
takes strong positions ("a little to the 
right of George Lincoln Rockwell," in the 
description of one associate) on political 
affairs of the day and attracts a devoted 
audience. In the latest ARB Mr. Court-
ney's Open-Phone Forum, which is aired 
at 9 p.m. to 1 a.m., Monday-Friday, and 
11 p.m. Saturday-1 a.m. Sunday, deliver-
ed a larger quarter-hour audience than 
any other station's drive-time show. 

Talk is not peculiar to the big markets. 
In Hancock, Mich., on the state's remote 
upper peninsula, a combination AM day-
timer and full-time FM has been talking 
for the past three years. In a town of 
5,000 WMPL-AM-FM (pronounced "Wim-
ple") is grossing $350,000 a year and has 
begun to use Bob Whitney's "People 
Power" slogan. Robert T. Olson, partner 
and general manager, says: "We sell 
everything." 
The station has two salesmen on the 

street and two girls on the telephone, 
soliciting merchants for special sponsor-
ships, at $ 10 each, of special events such 
as high-school band concerts. 
The policy at Wimple is to "talk about 

anything people are talking about." Some-
times it rubs local citizens the wrong way. 
Mr. Olson recalled a recent incident dur-
ing his conduct of the survey that the 
government requires of licensees. 

"The FCC wants us to ask leaders of 
the community what the problems are," 
said Mr. Olson. "One guy told us: 'The 
problem is Wimple.'" 

Problem for the community, perhaps, 
but not for Mr. Olson and his partner, 
Joe Blake. Their format is working hand-
ily on another daytimer they bought a 
year and a half ago in Ishpeming, Mich., 
100 miles south of Hancock. WUPY (pro-
nounced "Whoopee") had never billed 
more than $30,000 under its formeiown-
ership. In its first year of Wimple-type 
talk, it took in $ 180,000. 

Broadcasting May 28 

130 



Radio copes with the needs of 
The trend of all-news operation, 
including the advent of NIS, 
and the proliferation of more 
diverse forms of reporting are 
a few of the many ways 
the medium is meeting the challenge: 

"The spectacular success of citizen band 
radio should have taught us a lesson," says 
James Holton, NBC's general manager, 
radio news. " People are hungry to talk 
about people." 

Music may dominate in radio, but sta-
tion operators will testify that news and 
talk are voices not easily drowned out. 

"People are depending more on radio 
news," is the word from Doug Raper, 
news director at KBOI(AM) Boise, Idaho. 
Smaller market stations are doing more of 
it, he explains, and taking "more pride in 
what they are doing." 
At Kince(Am) Seattle, News Director Bill 

Whippel, and his staff of reporters operate 
under a credo: "everything you really 
wanted to know about your community 
but really didn't know you wanted to know 
about it." 

Peter McCoy, vice president, CBS 
Radio, and KCBS(AM) San Francisco gener-
al manager, characterizes his all-news 
operation as "feeding a huge machine 
that's never satisfied." With the exception 
of talk and information KMOX(AM) St. 
Louis, all of CBS owned-and-operated sta-
tions have been all-news since 1968. And 
at KCBS, Mr. McCoy says that the most im-
portant result from the change is that 
"we're more comfortable in our skins." 
Westinghouse converted several of its 
stations to all-news even earlier. 

Sheer numbers underscore the impact 
of NBC's News and Information Service. 
Sixty-four NIS subscribers currently are 
on-air. In niajor markets such as New York 
and Chicago, this new entry (mid- 1975) 
faces stiff competition from the well-estab-
lished all-news offerings of CBS and 
Westinghouse. In Washington there's 
competition for NIS from Post-
Newsweek's CBS affiliate, wroP(Am), and 
Transdynamics Corp.'s WAVA-AM-FM. 
licensed to Arlington, Va. 

Robert Mounty, vice president and gen-
eral manager of NIS, admits that "we have 
not achieved our early expectations." Yet 
he remens confident that 1977 will be the 
year NIS goes into the black (BROADCAST-
ING " Profile," Sept. 20). His goal for a 
profitable system would be to have NIS 
outlets in 75 of the top- 100 markets. 
As to how many all-news stations a mar-

ket can support, he says: "I don't think wc 
know yet where that saturation point is.' 
At Associated Press Radio, Ed DeFon-

a news-hungry public 

tame, managing editor, notes that "con-
sumer information seems to be very high" 
on the interest list of subscribing stations, 
as are feature reports on sports, com-
modities and financial matters. Frank 
Sciortino, audio bureau manager for UPI 
Audio Network, comments on the de-
mand affiliated stations have made for the 
longer two-minute features that his orga-
nization sends out for use on weekends. 
He also notes a strong interest in con-
sumer-oriented stories. Earlier this year, 
UPI Audio added a consumer feature to its 
morning feed. 

And with these stories, radio takes ad-
vantage of its immediacy. According to 
Emerson Stone, vice president, CBS 
Radio News, "If anything, the interest lies 
in the expansion of hard news." He notes 
that two specialty broadcasts, What's Hap-
pening (regarding women) and World of 
Religion are now sent within 24 hours. 
There had been more leeway in the past, 
he says. 

Over-all, ABC also has expanded its 
news product. As of Aug. 31, ABC joined 
CBS and NBC Radio as 24-hour-a-day 
operations. With its four radio networks— 
American Contemporary, Information, 
Entertainment and FM—it now produces 
138 newscasts daily. 
With the proliferation of radio news, 

Westinghouse Broadcasting Co. has set a 
new goal for itself: "We have an obligation 
to tell people what all of this means," says 
Bill Scott, vice president, news. 

Mr. Scott likened the public's absorption 
of radio news to that of a "Chinese meal." 
In other words, he says, it leaves the 
listener with an "indefinable hunger." 
People have the facts, he acknowledges, 
but desire to know their meaning. 

On the air. Jim Dunbar of KGO(AM) San 
Francisco wakes up his audience with 
Dunbar and the Morning News week-
days, 5-9 am. 

Reproduced, with permission, 
from BROADCASTING Magazine 

To fill this gap, Group W will be expand-
ing its commentator/analyst role to create 
a core of experts, or a "Group W think 
tank." Areas to be covered include eco-
nomics, international affairs, military, 
social problems and politics. Mr. Scott ex-
pects Westinghouse to be a trendsetter in 
this area. 
One effort is to begin at the end 1 this 

month and concerns the small turnc.et of 
voters expected in the November presi-
dential election. We're going to "begin to 
tell the public what's at stake here," Mr. 
Scott explains, in a combined effort in-
volving analysis, commentary, public ser-
vice announcements, public affairs pro-
graming and other approaches. 
No matter what the size of the station, 

Mr. Scott believes this approach can be un-
dertaken. He speaks in terms of "in-
vestigative accounting," and, for example, 
suggests "What does it mean that the city 
council did X? There is no small station 
in this country incapable of doing that." 
John Salisbury, director of news and 

special projects at KXL-AM-FM Portland, 
Ore., and president of the Radio Televi-
sion News Directors Association, has two 
basic observations: Those stations that are 
concentrating on news are doing it better 
than before; but it's "appalling" the num-
ber of stations that have cut back. 

For those stations that are improving, he 
claims, they are looking at "life and 
lifestyles." At KXL and other stations, he 
says, "we're not sticking with the estab-
lishment news" but rather are "probing." 
He says that many stations are becoming 
the "conscience of their community" by 
doing news "that really affects every seg-
ment of the community." 

However, he finds a basic problem re-
mains with radio news: "We just don't 
have enough people to specialize." And he 
notes that many stations have complained 
that "we can't afford that kind of staff." 
Those stations that are cutting back, he 

believes, are shortsighted because "news 
does sell." And even for the smaller 
operations that can work only with local 
community groups and a tape recorder, he 
says that a news operation can be built at 
the cost of shoe leather and extra effort. 

KIRO'S Mr. Whippel agrees that "it is the 
local ingredient that counts." That means 
heavy emphasis on cultivating local 
sources. "We have trained the Port of 
Seattle to call us" every time a new ship 
comes in, he says. 

KBOI'S Mr. Raper says that the key is 
"just getting out and dealing with the peo-
ple in the community." For stations, 
especially those on a miniscule news bud-
get, he suggests story trading. While KBOI 
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ranks second in its market and has a profit-
able news operation, Mr. Raper says, it 
participates in this a great deal. "We're 
feeding out much more than we're getting 
back," he says, pointing out that among 
the daily recipients are six stations in 
Idaho, several in Oregon and KSL(AM) Salt 
Lake City. It's important to him to know 
that the stations will reciprocate. 
A supplier to public stations that pri-

marily operate on limited news budgets is 
National Public Radio. Its daily half-hour 
news program, All Things Considered, is 
aired by 95% of NPR's 170 FM and 20 
AM member stations. The program, with 
average news stories four-and-a-half 
minutes long, is characterized by its 
"depth, background and analysis," accord-
ing to Lee Frischknecht, NPR president. 
He says that the show not only presents 
the facts but tells why they occurred. NPR 
also offers a variety of other news material 
including coverage of congressional hear-
ings. 
"Most news directors have their hands 

full handling the news," says Marc Bragg, 
director of the Public Affairs Broadcast 
Group. Since 1973, Mr. Bragg and his or-
ganization have been supplying public 
affairs programing. Currently, the 123 sub-
scribers take their weekly choice of either 
two half-hour documentaries, seven 
three-minute features or seven one-
minute features. 

Before a station can subscribe it must 
supply the Public Affairs Broadcast Group 
with a list of its ascertained problems. Pro-
graming is then devised in an attempt to 
meet the common needs. 

Limited-sized news staffs are predomi-
nant in broadcasting, according to the 
results of a survey taken last spring by 
University of Georgia professor Vernon 
Stone. Under the auspices of the Radio 
Television News Directors Association, 
Mr. Stone polled a random sample of 330 
radio stations, with 42% responding. 
Compared to a 1972 survey conducted 

by Mr. Stone and James Hoyt of the Uni-
versity of Wisconsin, the results do show 
an increase in the number of stations that 
have at least one full-time news person. 
The median staff increased from .8 per-
sons full time to 1.2. In markets with pop-
ulations above one million, Mr. Stone 
found a median of four. He prefers to use 
the midpoint rather than average, noting 
that the few all-news stations would distort 
the picture. When stations cited troubles 
with their news operations, Mr. Stone 
found that the basic worry was "keeping 
your head above water," with problems in-
volving budget, maintaining staff and 
equipment. 
As for the future, there are those like 

Robert Mounty of NBC who expect "a 
wave of new formats," and who expect 
that one trend will be toward more and 
more specialization. "For instance, in a 
city like New York we could see one sta-
tion programing only legal-oriented infor-
mation geared to the legal profession!' 
However, others such as his NBC col-
league, James Holton, aren't as optimistic 
and believe that we may "have reached the 
limits in terms of specialization." 

Classical formats: a distinct breed 
'Recession- proof' audience 
provides amount of stability 
to stations that often 
have financial headaches 

The Classical Music Broadcasters Associa-
tion lists as members 269 concert-music 
stations, of which all but 86 are noncom-
mercial. Loyalties to the format are fierce 
and, even though the number of stations 
is relatively few, the challenges to change 
classical formats in some markets stir great 
animosity. 
While classical music formats remain 

defiantly distinct from every other breed of 
radio, the strains within the breed are 
somewhat vague. Concert, fine music, 
semiclassical and serious music are all ac-
ceptable designations, and all program 
directors will agree the sounds are difficult 
to define. 

"There's no such thing as semiclassical 
any more," according to Jerry Lyman, vice 

president and general manager of WGMS-
AM-FM Washington. The misnomer is fre-
quently used to identify "the Montovani 
thing," he said, which is now classified as 
"easy listening or background music." 

"Semiclassical is a different kettle of 
fish," in the concurring opinion of Robert 
Sherman, program director of WQXR-AM-
FM New York. He doesn't hide his disdain 
when he describes semiclassical as 
"wallpaper music," calling it no more than 
"upgraded top-40 music." He identifies 
WQXR'S sound as "a fine-arts service, a 
more thoughtful program package than 
the classical music jukebox others have be-
come. We program the way Bernstein pro-
grams a Philharmonic concert." The major 
change Mr. Sherman has noted over the 
past five years at WQXR -is that the station is 
becoming entirely classical, edging out the 
show music and jazz, Rogers and Hart, 
and others. "We're forever tinkering," 
says Mr. Sherman—which would apply to 

just about all stations with any imaginable 
format on radio today. 

But the classical format's special finan-
cial headaches are obvious: less program 
time for commercials, smaller audience 
numbers and very selective tastes, making 
for a tough sell. On the positive side, the 
hallmark of classical stations is stability. 
Mr. Sherman notes that at WQXR, "our 
junior announcer has been here 15 
years— there's no cult of personality 
here." The only future trend he anticipates 
is a change in subtleties, more vocal music 
perhaps. 
A trend pointed out by Mr. Lyman is 

support given to the community fine-arts 
efforts, financially and otherwise. Mr. 
Lyman emphasizes the personality ele-
ment of wGms—"We believe in radio; a 
classical music station should have all the 
elements of a good radio station" —and he 
has been known to knock the "sleepy 
sound" of some others of the genre. 

President and general manager of WFMT, 
Ray Nordstrand sounds more serious 
than sleepy when he declares that "ours is 
a very personal communication with the 
listener, respecting the taste, intelligence 
and dignity of the kind of professional, ex-
ecutive, well educated listener that classi-
cal music attracts ... Jingles and gimmicks 
are an affront to this sophisticated au-
dience." While WFMT'S personalities are 
known and liked, Mr. Nordstrand says, 
they do not try to impose their own styles 
on the listener. He stresses the refined at-
titude the station wants to convey, adding 
it is the music rather than the announcer 
that controls the environment. 

Both stations' approaches have been 
highly profitable, which indicates, accord-
ing to Mr. Norstrand, that "audiences 
tend to expect what you have conditioned 
them to like. A wGros in Chicago would be 
a disaster, and a WFMT in Washington 
would be a disaster." 
trends on the part of classical format sta-
tions: 

"Serious music stations are tending to 
be a shade more serious." Lighter, shorter 
classical music— still serious— has been 
applauded; "syrupy," Montovani-type and 
show music has not. 

Folk music and comedy have been 
proved compatible with classical formats. 
WFMT'S Midnight Special, 10 p.m.-1 a.m. 
Saturdays, which began 24 years ago, is 
still the most popular single program on 
the station. KVOD(FM) Denver, WCLV( FM) 
Cleveland, WCRB(FM ) Waltham, Mass., 
and WONO(FM) Syracuse, N.Y., in recent 
years have successfully included folk/ 
comedy programs in their classical for-
mats. 

Stations are moving away from records-
only and toward specially produced pro-
grams. Eight symphony orchestras are 
now available on reel-to-reel tapes. 
W FMT'S program of the Chicago 
Symphony Orchestra circulates to 230-
plus stations. The program is underwritten 
by Standard Oil (Indiana) and, west of the 
Rockies, by United Airlines, to begin Oct. 
1. 
A national sales representative firm, 

Concert Music Broadcast Sales, New 

York, has signed seven classical stations 
and expects to have 10 by the end of this 
month. President of the new rep firm, 
Peter J. Cleary, is backed up by Mr. 
Nordstrand when he predicts "the wave of 
the future for sales reps" is in the 
specialized service. 

Finally, Mr. Nordstrand, who is also 
chairman of the Classical Music Broad-
casters Association, relates the optimistic 
tone expressed at that group's August con-
vention: Classical music stations are "far 
more resourceful than ever and have more 
resources than ever." Part of the reason, 
he said, is the unique "recession-proof" 
audience. 

Reproduced with permission from 
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Success stories: packages of automated musical formats 
Syndicated programers are 
capitalizing on their lucrative 
track record with proved systems 
and trying out new ones 
based on old, familiar themes 

Radio program packagers, initially limited 
to beautiful-music formats and geared to 
cost-conscious FM's, have in recent years 
branched out across the spectrum of sta-
tions and musical formats. They are going 
after younger demographics, exploring 
rock, country and variations on MOR 
themes— and coming up with some suc-
cess stories. 

Jim Schulke's Stereo Radio Produc-
tions, one of the originals in the field, 
will gross $ 1.5 million-plus this year— on 
target for the projected $ 2- million mark by 
1980. Based on the April- May ARB's, 23 
of the 70 SRP subscribing stations rank 
number one in their markets (among all 
AM and FM stations, persons 18-plus). 
"No one is doing as much gross on just 

one format as we are," Mr. Schulke says, 
and the news for this year is expansion: 
"We are contemplating two new formats." 
One new MOR format will go into test 

first, then to AM stations " not designed to 
be number one." It will take about six 
months to master a library, he said. 
The second innovation is a soft-rock for-

mat targeted to young demographics, 
18-35, aimed to women rather than men. 
It will be based on the successful "magic" 
format (WMGKIFM) Philadelphia), and Mr. 
Schulke is certain he will have no trouble 
selling it. 
"Each year, tastes change a bit," he 

said. The beautiful-music formula used to 
be "quite unobtrusive, with no rock beat. 
Over the last four to five years, you hear 
more and more rock." Traditionally, 
beautiful music is not a vocal format 
(vocals only 25% of the time and then 
mostly groups), but Mr. Schulke is using a 
few more original artists' hits— like Neil 
Diamond and John Denver— and it seems 
a trend likely to continue. 

Although slightly more than a third of 
SRP's clients operate live, Mr. Schulke 
said automation is increasingly conve-
nient. Four SRP clients are semiauto-
mated, recorded just prior to broadcast, 
many are live six to 12 hours each day, and 
many are fully automated (including two-
top ranking stations, WAET-FM West Palm 
Beach, Fla., and WOOD-FM Grand Rapids, 
Mich.). Each subscriber receives a basic li-
brary of 170-190 tapes, 53 minutes of 
music each, supplemented during the year 
with 80 additional tapes. 

In June, SRP signed with the British 
Broadcasting Corp. to import BBC 
beautiful- music orchestra tapes ex-
clusively. The amount of material, accord-
ing to Mr. Schulke, " is equaI to more than 
one-third of all the renditions of songs we 
now have in play." The total cost to clients 
for two-year minimum contracts in small-
er markets, for three years in larger mar-
kets, ranges from $900 to $6,000 a month 
(not including New York). 

Bonneville Broadcast Consultants has 
four packaged program services— two 
beautiful-music and two MOR — currently 
running on 80 stations, 90% of them FM, 
half fully automated. A fifth format, 
soft rock, was introduced at the NRBA 
convention. 

Marlin Taylor, president of Bonneville 
Broadcast Consultants, sees automation as 
more and more the mode, " not only to cut 
costs, but to free station personnel for 
other things." Musically, his forecast is for 
a convergence of previously distinct styles: 
contemporary and MOR. 
Of the 50 stations in ARB-rated markets 

subscribing to Bonneville, 29 are in the 
top five in their markets; three or four are 

number one, and about a dozen are num-
ber two. Monthly prices range, according 
to market size, from $400 to $3,000, and 
all formats are exclusive. 
Two of Bonneville's formats are 

beautiful music; one is a quarter-hour seg-
mented service, totally controlled and de-
signed for larger-market FM stations. 
There are 200 hours in that library and a 
50% turnover each year. The other is a ran-
dom-select beautiful- music package, 
geared for AM's in smaller, less competi-
tive markets. This package is inexpen-
sively produced and less expensive to buy. 
Its 130 hours have a two-thirds turnover 
annually. 
Two more Bonneville formats are MOR, 

one traditional, built on artists in the style 
of Andy Williams, Tony Bennett, the Car-
penters and "soft-John Denver." The li-
brary has 65 tapes in one-hour reels, plus a 
current hit tape sent to subscribers every 
10 days. The other is contemporary MOR, 
which is more uptempo (Captain and 
Tennille or Barry Manilow). Fifty tapes are 
supplemented by a weekly hit tape. 
The new soft rock format will be pat-

terned after the "easy listening rock 
sound," Mr. Taylor said, likening it to 
WKTU(FM) New York. The target audience 
is 18-34, balanced between men and 
women. The formula will allow for softer 
cuts ot actual rock artists. 

Musically, according to Mr. Taylor, " the 
road becomes narrower every month. We 
are moving closer to original rock arrange-
ments. Beautiful music is becoming more 
contemporary; contemporary music on 
the average is softer today" (to wit: Neil 
Diamond, Barry Manilow). The softest 
Beatles' hits are actually in traditional 
MOR, he said, and the Carpenters are 
represented on all four Bonneville for-
mats. 
Some things haven't changed. Asked 

whether his music service is background 
or elevator music, Mr. Taylor replied, 
"We believe we have a foreground 
sound— music for people who really want 
:o listen and to enjoy it." The announcers 
talk on a one-to-one basis in a friendly 
:one, and the music is to be heard, he con-
tends. 

TM Programing, Dallas, will introduce 
its fifth format Nov. I —a beautiful- rock 
package already signed by four pilot sta-
tions. Beautiful rock will feature turntable 
hits as opposed to radio hits, a soft, 
mellow, nonelectric sound, according to 
Ernie Winn, executive vice president and 
general manager of TM Programing. 

Other TM formats: Good music, which 
has 78 clients, is " foreground sound" with 
a high content of vocals, targeted to the 
25-49 audience. Beautiful music, with 22 
clients, is string- oriented " romance— 
music, also for the 25-49 group. Stereo 
rock, with 60 clients, features hits of 1968 
through today, for 18-34 demographics. 
TM country, with 16 clients, is modern 
country's proved hits, targeted to the 
18-49 audience. 

Mr. Winn said fees range from $ 700 to 
$3,000 per month, depending on the mar-
ket, and he projects a $2 million gross for 
the year. 
TM's most recent success is WCFL(AM) 

Chicago, which dropped its rock format 
March 16 and switched to beautiful music. 
"According to the April- May [ ArbitronI 
book, its cume went up to over one million 
in 23 days, the fourth-highest beautiful 
music station cume in the U.S.," Mr. Winn 
said, pointing out the station reached that 
million from " virtually zero". 

Drake-Chenault Enterprises has been at 
it since 1968 and counts over 200 clients 
for its eight formats. Art Aster, executive 
vice president and general manager, pro-
jects 1980's gross at $3 million, not includ-
ing special programs. Prices ("nobody 
prints a rate card in the syndication busi-
ness") range from $550 to $5,000 
monthly, according to market size. 

Drake-Chenault formats have been suc-

cessful in medium-size and smaller mar-
kets, and among teen-agers and 18-34 age 
groups in most cases. 
The formats: " Great American Coun-

try," targeted to 25-49 demographics, is 
modern as opposed to progressive country, 
from Johnny Cash to Linda Ronstadt. 
"Supersoul," just getting started on a 
handful of stations, is black-oriented for 
AM or FM. "Classic Gold," is an oldies 
format from 1955 forward with more than 
2,000 selections. "Contempo 200," aimed 
at 18-49-year-olds, is oldies from the last 
15 years plus current rock hits. " Contem-
po 300," adult contemporary music, is cur-
rently on about 85 stations. " XT-40" is 
"fast- paced" contemporary top 40 geared 
for 12-34-year-olds. " XT- 100," ready Jan. 
1 and geared to the 18-34 range, features 
an album-oriented rock format. " Beautiful 
Music- Plus," introduced at the NRBA and 
available Jan. 1, has two versions, stan-
dard (for 35-and- up), including modern 
arrangements of standards like "Star-
dust," and contemporary, a " heavier," 
Burt Bacharach sound. 
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Basic libraries for each format are 50 
one-hour reels ( 150 for "Beautiful Music-
Plus"). 

Additionally, Drake-Chenault offers the 
following special programs (one per mar-
ket, clients have first-refusal rights): A 
new version of " History of Rock 'n Ftolr' 
(50 hours) will be ready in late 1976; 
"Golden Years of Country" and "Golden 
Years of Rock" (both 20 hours) are being 
updated and will be sundicated late this 
trpar• and "Ton Hitc nf the 60's" ( 12 
hours), currently in over 100 markets. 

Radio Arts Inc., Burbank, Calif., has for 
a year and a half produced and syndicated 
an adult MOR music package, "The En-
tertainers:" now on 50-plus stations. The 
music blend is a vocally based combina-
tion of standard MOR (Frank Sinatra, 
Tony Bennett), current MOR (the Car-
penters, Captain and Tennille) and coun-
try crossover (John Denver), Olivia 
Newton-John). 

President of Radio Arts, Larry Vander-
veen, said "The Entertainers" originated 
with his "long-standing belief that MOR 
has disintegrated into a soft-rock 
substitute and play-the- hit orientation 
which tends to mean rock?" 
"The Entertainers" package comprises 

24 hours of music daily, on tape, with or 
without customized promo's/ID's and an-
nouncers (half of the stations go with, and 
half without the option). Costs are scaled 
by market size, from $375 to $3,800 

monthly (VVITH(AbAj Baltimore being the 
largest). 

Mr. Vanderveen said, " We're riding the 
crest of a wave some people haven't recog-
nized yet." The emphasis is on melody. 
Today the rhythm and harmony of rock 
are the focus. "The trend musically is to 
bring back contennporized arrangements 
with standard aritsts." He sees a continued 
trend toward automation. 
With 20% of the stations in the country 

at least partly automated already, "the 
cost-efficiency factor has been replaced by 
the recognition that better quality, consis-
tency and control" can be had through au-
tomation, he contends. 
And now Radio Arts has branched off 

into country. A new program service, to be 
available in early December, is tilled 
"Easy Country." The sound will be "the 
smoother, MOR country sound" as op-
posed to hillbilly, bluegrass or progressive 
country, according to Mr. Vanderveen. 
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By the numbers. One of the assets of automation is tight play as well as the 
right mix. Program services provide their clients with daily schedules that advise 
station personnel how to load the tape transports and the cartridge units. Here Is 
a one-hour clock provided by Alto Communications Inc., Hollywood, to customers 
of its Big Country format that provides an illustration of the complexity and the 
simplicity of automation. Remember, everything is automatic. The hand-lettered 
"S" stand for spot (Spot 1, for example, is scheduled for 29 seconds after the 
start of the hour). News is from tapes or cartridges, from network, or can be live. 
Special delivery stands for a new song that Alto Communications thinks may be a 
hit. PA, just before 29 seconds and 55 seconds, stands for program aids. 
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A shopper's guide to automated programing services 
A radio broadcaster in the market for an 
automated programing service has many 
choices facing him. At least 18 outfits are 
working in this area, some with as many 
as eight different formats from which to 
choose and with monthly prices starting at 
$200 and going up to $5,000 depending on 
the market and type of service. Following 
are those firms, in alphabetical order, with 
the different formats and monthly • price 
ranges for each: 

Alto Communications Inc., Los Angeles. Formats: 
Big Country, Rock Unhmited, Something to Love, 
Swinging Velvet, Gentle Persuasion. Monthly rates 
(depending on market size and service): $700-
$2,000. 
Toby Arnold & Associates Inc., Dallas. PGMS 

Foreground MOR, PGMS Contemporary, PGMS 
Gold, PGMS Rock, PGMS Country (due end of 
year). $600-$3,600. 

Bonneville Broadcast Consultants, New York. 
Programme I (good music). Programme II (good 
music), Classic MOR. $325-$3,000. 

Broadcast Programing International Inc., Bellevue, 
Wash. MOR Service, Rock Gold, Easy Listening, 
Sounds for All Seasons, Country Living, Spectrum, 
Light Classics, XL Stereo. $100-$800. 
CnB Studios, Belmont, Calif. A Library, B Library, 

C Library, Sound of Music, Latin, Country and West-
ern, Big Band, Soft Sweet. $1,550 (package price). 

Drake-Chenault, Canoga Park, Calif. Hitparader, 
XT-40, Great American Country, Classic Gold, Solid 
Gold. $550-$5,000. 
Fun Music Radio, Scottsdale, Ariz. FM Radio. 

$275, 

More Music Enterprises Inc., Los Angeles. The 
Great Hits. $250-$500. 

Harry O'Connor Productions, Los Angeles. Beau-
tiful Music (begins January 1975). $300-$5,000. 
PANS Productions, Dallas. Escape, Bright • 'n 

Easy, MOR, Super Rok, Old Gold, Country. $200-
$2,000. 

Peters Productions Inc., San Diego. Music for 
Two of Us, MOR, Country and Western, Contempo-
rary. $400-$2,500. 
RPM, Southfield, Mich. Progressive MOR. Con-

temporary Beautiful Music, Rockin' Gold. Quadra-
phonic Concert (due next year). $375-$1,400. 

Stereo Broadcasting Corp., Fresno, Calif. Adult 
Contemporary Rock. $400-51.500. 

Stereo Radio Productions Ltd., New York. Beau-
tiful Music. $800-$6,000. 

Studio West, Anaheim, Calif. The Sound of Love. 
5300-51,000. 

TM Programing Inc., Dallas. Good Music, Beauti-
ful Music, Stereo Rock, Country (due to start next 
month). $575-$3.000. 

Ultra-Sonic Productions Inc., Belleville, Ill. Side 
of the Road, Audio I, Golden Greats, Country Sun-
shine (due in 60 days). $215-$3,500. 

WNA Music, Seattle. Bright 'n Beautiful (sold 
through Broadcast Programing International). $350-
$1,000. 
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Growth market in black radio 
It's still a separate medium, but becoming less so 

as polish, professionalism n and commercial acceptance grow 

The term "black radio" has always 
brought to mind a particular format, as 
definable in its way as top 40, country 
or "beautiful music." That format— 
popular soul music and personalities—is 
still very much alive; quantitatively and 
commercially, it continues to dominate 
its field. But it no longer has the field 
to itself. Slowly, tentatively, the diversity 
of black America is beginning to find 
expression on the radio dial. 

It follows. Specialization is overtak-
ing all of radio, as entrepreneurs recog-
nize the commercial advantages of ac-
knowledging audience diversity; and if 
the black audience was ever a monolith 
(which is, at the least, doubtful), it is 
anything but that in 1972. But diversity 
in black radio has been a long time com-
ing; four years after picket signs crying 
"soul music is not enough" went up, 
more than a decade after the black 
struggle assumed center stage, diversity 
on the radio dial is just passing its in-
fancy. But if the stations are still few in 
number, their progress is being watched 
closely, and their number is likely to 
grow. 

There are, for example, stations that 
emphasize a particular kind of black 
music other than soul, such as gospel 
or jazz. There are noncommercial and/ 
or educational stations, either operated 
by black institutions or devoting a sub-
stantial portion of their schedule to 
black programing. 

Most interesting, though so far nu-
merically insignificant, are the stations 
known at least provisionally as "pro-
gressive" black radio. These stations, 
born of a new black consciousness and 
geared specifically to that portion of 
the black community for which soul 
music alone is no longer enough, com-
bine all aspects of the black experience 
—soul, gospel, jazz, African music, talk, 
whatever. 

All of these stations, whether main-
stream or specialized, are identifiably, 
consciously black, but their interpreta-
tions of what a black station ought to 

be in 1972 are taking them in quite 
different directions. The soul station— 
a lineal descendant of the raunchy sound 
that used to be called "race radio"—is 
now, in its more successful incarnations, 
as slick and commercial as any general-
market station. This version of black 
radio is slowly becoming homogenized. 
Its advertisers, personalities, economic 
incentives and professional standards 
owe at least as much to the traditions 
and practices of commercial radio in 
general as to the distinctive demands of 
blackness. Only in its playlist—which is 
dominated although not monopolized by 
commercial black artists—a few of its 

public-service efforts, and some of the 
slang and off-the-cuff remarks by air 
personalities ("Ahhh . . . When will my 
black brothers find peace?" wonders the 
DJ, introducing a record), does this 
kind of station stand firmly apart from 
its more general counterparts. 
And even that distinction may be les-

sening. With the overlap between play-
lists of black and general stations; the 
airing on top-40 stations of features like 
"He's a Black Man," a series of short 
tributes to significant blacks; general-
market stations that are beginning to 
seek black announcers in an effort to 
carve a bigger share of the minority 
audience; and the continuing specializa-

tion of radio in general, there are some 
who think that "black radio" as a sepa-
rate entity may eventually disappear. In 
fact, some think it would be a good 
thing. 

"I hope black radio is headed out of 
business," says Paul Yates, general man-
ager of wiLD(Am) Boston. "I look for 
the day when there is no need for black 
radio, or Spanish radio, or any kind of 
ethnic radio." That day will come, he 
says, only when there is racial integra-
tion, philosophical consensus and eco-
nomic equality on a level far beyond 
that of the present. 
The growing specialization in black 

radio is firm evidence that many others 
find that goal neither attainable nor 
desirable. One good way to understand 
the combination of prosperity and un-
certainty in traditional black radio is to 
look in some detail at the new kinds 
of radio that have sprung up to com-
pete with it. 

In Washington, for example, a pio-
neering attempt to win a special audi-
ence with an all-gospel format has been 
going strong for about a year at WUST-
(Am). Consciously surrendering the 
teen-age and subteen market, WUST in-
stalled an "upbeat" gospel format, mixed 
it with a smooth, general-market sound, 
and nearly tripled its audience, accord-
ing to General Manager Perry Walders. 

"Over the years," Mr. Walders says, 
"we've always found that our gospel 
programing came up with the highest 
ratings. On Sunday we were all gospel 
and church programing, and our ratings 
then were the highest for the week." 
The "gospel soul" sound that WUST 

developed to replace its former soul pro-
graming is not unselectively "religious." 
"We don't play some slow, draggy Ma-
halia Jackson song just because it's re-
ligious," Mr. Walders says. "Our sound 
is upbeat." 

Other stations devote a considerable 
portion of the broadcast day to gospel, 
but WUST is belived to be the first 100% 
gospel station. Not surprisingly, Mr. 

Walders is among those who say that 
new forms of black radio will continue 
to gain in the competition with soul 
stations. 
One reason, as he sees it, is the fact 

that soul stations are beginning to sound 
less and less like "black stations." The 
standard soul stations, he says, "would 
never have the high ratings if it weren't 
for the white teen-agers who suddenly 
went for soul music." Although there 
are no audience-research figures that 
either support or refute statements about 
which race litsens to which stations. Mr. 
Walders says: "Just go to any suburban 
high school and listen to what's being 
played on the transistor radios." 
To find an even more marked depar-

ture from the traditional soul format, 
look at WLIR-FM New York, where 
Frank ie Crocker last year launched the 
new sound that has been called "pro-
gressive" black radio. 

He'll play jazz or African music or 
gospel or soul, black or white artists. 
"anything we think relates to our for-
mat," Mr. Crocker says. "We choose 
records by feeling. Sure we look at the 
charts, but we're usually so far ahead of 
the trades that it takes time for them to 
catch up." 
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Another experimenter is Harvey Holi-
day, who programs WDAS-FM Philadel-
phia. The station switched nine months 
ago from progressive rock to a black 
progressive sound. 

"The white kids who disliked top 40 
could turn to the underground stations," 
Mr. Holiday says. But the black kid 
who grew up a little—and may not dis-
like black AM, R&B radio, but wanted 
something a little more relevant, had to 
go to the underground too. But when 
he did, he lost the tie to the black com-
munity and music of black awareness." 

Both Mr. Crocker and Mr. Holiday 
are hesitant about comparing the advent 
of black progressive formats with the 
rock formats. But it's undeniable that 
many of the same needs that dictated 
the necessity for progressive rock for-
mats also helped bring the progressive 
black format into being. Audiences 
simply wanted to hear on the radio what 
they were hearing on their record play-
ers. The scope of black music has ex-
panded as rapidly as the rest of pop 
music in the last half decade. The lyrics 
of songs like the Temptations' "Ball of 
Confusion," the Chi-Lites' "Give More 
Power to the People," and the Staple 
Singers' "Respect Yourself," indicate at 
least an attempt for relevance and 
awareness. But these songs made it onto 
top 40 as well as R&B because, although 
their lyric content was something new, 
they weren't much different musically. 

There was no place on the dial for 
artists like Curtis Mayfield (who left 
a popular group, the Impressions, be-
cause he wanted to say something that 
went beyond the standard, slick sound; 
Melvin Van Peebles ( producer of the 
hit black movie "Sweet Sweetback's 
Baadasssss Song") and his "Ain't Sup-
posed to Die a Natural Death"; Roberta 
Flack and Donny Hathaway, and 
Grover Washington Jr. Black jazz art-
ists have long lamented the fact that they 
get no airplay on black music stations. 

Radio audiences that wanted to hear 
Omette Coleman, or Rahsaan Roland 
Kirk, or Charles Mingus, or Miles 
Davis, had few places on the dial to call 
their own. 

This is the point where progressive 
rock and progressive black radio di-
verge. Rock radio has developed in 
order to provide a forum for a partic-
ular kind of music (and in some cases, 
the accompanying culture); black pro-
gressive radio was developed in order to 
encompass the full range of "all black 
professional talent," as Mr. Crocker 
puts it. 

Hy Lit was once the top-rated disk 
jockey in the Philadelphia market while 
at wiac(aNt). Three years ago, tired of 
the regimentation in top 40 he, took the 
job of general manager at WDAS-FM to 
make the station into an underground 
rocker. But the ratings never quite lived 
up to expectations. It was then decided 
that perhaps they might try an idea that 
Bob Klein, general manager of WDAS-
(AM)—an R&B station—had had even 
before Hy Lit took over. So around 
March of last year, Mr. Holiday started 
programing album cuts, and African 
groups, and segued sets of songs together 
with montages. An audience in Phila-
delphia's black community lined up to 
listen to this new sound. the advertisers 
stayed with them, and the station was 
off and running. In eight months, its 
quarter-hour average ratings doubled 
from 77,000 people in January to 
156,000 people in September. WDAS'S 

theme, "Music for the People," proved 
to be no hype. 

"Harvey had jocks who like to swing 
and swing hard; they like to .break rec-
ords, and because of that they created 
an audience," says Harold Freidman of 
Poppy Records. He likes to tell a story 
that indicates the kind of influence that 
WDAS now has. In October, Poppy re-
leased an album of a speech Dick 
Gregory made at Kent State University 
on the first anniversary of the killing 
of four students there. Harvey Holiday 
played parts of the album on his show; 
played underneath it was "Ohio," a song 
by the Isley Brothers about the shoot-
ings. As the weeks passed, Mr. Holiday 
chose different parts of the album and 
different songs to go with it. In the 
Philadelphia market, the album sold 
10,000 copies ( sales nationally have 
totaled 20,000) and climbed to number 
10 on the soul charts, a rarity for a 
spoken album. 

WI.IB-FM was an all-jazz station be-
fore Frankie Crocker, formerly a DJ 
with WMCA (A M ) New York, was 
brought in as program director. The 
station was something new; Mr. Crocker 
provided it with "The Total Black Ex-
perience in Sound." 
"Our audience is of course mostly 

black, but in New York, if you want 

basic black music, no matter what na-
tionality you are, this is the only place 
to get it. We're also the only black 
station in stereo." 

Mr. Crocker splits the playlist into 
four sections—R&B, jazz, Latin and 
gospel—and programs to balance each 
category equally. The playlist is revised 
every two weeks, without any guidelines 
as to how much new product to program 
or how many records there can be on 
any list. Albums are placed on the play-
list and each of the four disk jockeys 
is allowed to choose which cut he will 
play. 

Mr. Crocker is also planning the sta-
tion's first broadcast of a live show 
from Harlem's famed Apollo Theater, 
some time in February.' 
W IAR-FM's rating jumps since its for-

mat change are worth noting. In Janu-
ary and February of last year, with a 
jazz format, Willi-FM was fifth in the 
market with adults between 7 p.m. and 
midnight; the quarter-hour average was 
64,100. In September and October, with 
the new format, it had jumped to num-
ber three in the market with adults for 
the same time period, with 75,400 per 
quarter-hour: 
Many broadcasters and record com-

panies are watching these two stations 
to see if the experiment will work. Black 

radio has always had an intensely loyal 
audience, hut the black atidience—once 
thought to be almost monolithic by re-
searchers and businessmen—has splint-
ered as a result of new socio-political 
awareness and an influx of more dol-
lars into the black community. The 
power of the black progressive format 
(like ILL o) rock radio) lies i-i-l.thk.flaci 
Hui it _is an aftermo.ive Pr an audience_ 
thaLtntibeciFtillend fejja 

But for the moment, the visibility 
and commercial power still belong to 
mainstream black radio. And here the 
message is not so much the change in 
programing style— it is simply a con-
tinuation of a long-standing trend toward 
mellower, slicker, more general-sound-
ing radio—but the way that large na-
tional advertisers have adopted it as 
perhaps the best possible vehicle for 
reaching this specialized audience. 

Its desirability grew during the sixties, 
as the number of blacks living in metro-
politan areas increased by 6%, accele-
rating an already obvious trend. Today,„ 
_nearly 75% of all blacks live irt_cities. 
Most Ord black-
ojjentg radio. And as blacks increas-
ingly gravitate to urban centers, major 
national advertisers are slowly, belatedly 
recognizing the demographics of major 
markets. 
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For example. more than 14 million 
blacks reside in the 50 largest metro-
politan areas alone: they represent 63% 
of the country's total black population. 
Black-oriented stations operating from 
those 50 cities reach that group of list-
eners and more—over 80% of the total 
black population, according to reliable 
estimates. 
What this can mean to a national ad-

vertiser is summarized by Jack Davis, 
executive vice president of Bernard 
Howard & Co., the rep for 44 black sta-
tions in the top-50 markets: "A major 
advertisertodªy probably cann—ot achieve_ 
success._ sir a numberrone position in 
most major. urban areas without seeking . 
the _support.. of.. the black market." He 
notes that in cities like Washington, 
Atlanta, Detroit and Gary, Ind., the 
black population is 45% or more, and 
in many others blacks constitute a siz-
able minority. "Obviously," Mr. Davis 
notes, '.pu have_to_ sell...that Iblack.. 

_segment_to assuie a pre-eminent position_ 
for_youz.product", inTtliE__ÉitaCt." That's 
pure. unsentimental commercialism: Ad-
vertisers seek these stations '.'not be-
cause - they're white-or -black, but be-
catie we're delivering . people, people 
with money." 
A lot of blacks, watching the slow 

pace of social change, might be more 
than intrigued to learn that they're 
"people with money." But, considerec 
in coldly commercial terms—as an eco. 
nomic lump—that's what they are. Esti-
mates of black America's spending 

power run in the $30-40-billion range. 
It is a classic illustration of the way 
money talks. 

"there is also the related matter or 
corporate image for advertisers to con-
sider. -.they know it is to their advaiit-
age to court, to woo minorities," says 
Hernian Sitrick. vice president and gen-
eral manager of WC•KT ( AM) Chicago. 

But the decisive fact is the change that 
has taken place over the past sevetql 
ears in the prosperity of b!iick Ameri-

cans and the way their money is spent. 
1 he products that are finding their way 
into black radio reflect these changes: 
"We know specific product. categories 
have done_extremely well in the - hiaale-
community—cars. shoes, beer, personal 
hygiene products—but we're seeing a 
change now," says agencyman Howard 
Nass of Cunningham & Walsh, New 
York. "Travel...issorninz in: , the_aiz-
lines, for instance. In the past, social 
restrictions prevented Negroes from 
having the money to travel, but that's 
changing. Black_s_elid not _Ji_aite., _-the 
spendahle_inconie in the_pTast thablily 
have-now." 

The respectability of today s advertis-
ing on black-oriented stations is a far 
cry from the fly-by-night companies that 
crept onto the air . 10 .9r .15:_years-ago. 
As Nashville's Race Relations Informa-
tion Center noted two years ago in a re-
port on the medium: "Advertising on 
black-oriented radio . . . underwent a 
radical change in the sixties. Previously, 
nearly every 'soul' station regularly pro-
moted easy-credit clothing and furniture 
stores, often unscrupulous used-car deal-
erships . . . and cure-all patent med-
icines. It _mattered little._ 01:_nalillg.--te 
ad salesmen whether the advertising 
dfaims were true, so long is the clients 
"paid for their commercial time. . . . 
National advertisers' awareness of black 
economic growth played a major role in 
changing this economic policy." 
Among the advertisers cited as hav-

ing made a strong investment in the 
black medium are Colgate-Palmolive. 
Arco gasoline, American Airlines. Bond 
clothes. Hormel meats. Parkay marga-
rine, - Robert Hall clothes, and such 
substantial regional advertisers as Macy's 
and Continental Bank of Chicago. The 
list could go on but the point has been 
made: Big advertisers are seeking_out 
black radio for the reason must per-

o_themits economic value. 
For all the obvious improvement in 

this area, management still needs to be 
on its guard. "We check it out with the 
Better Business Bureau," says Lucky 
Cordell, general manager of wvoN(am) 
Chicago, "and if they don't have any 
complaints, we take the ads. You [as 
a radio station] have to accept adver-
tising from all businesses that are legiti-
mate if you accept it from one." 

.!L anIvertisee-is 1ater.1ound b_y_the 
station to be exploiting the black com-
munity, he is taken off the air, Mr. 
Cordell says. "We investigate every 
single. complaint, and follow each one 
through to satisfaction." he says. "But 
it takes time to eliminate the exploiters." 

Another development that accom-
panied the emergence of larger adver-
tisers in black radio is the decline of 
the "ethnic" sound in commercials. 
Some may occasionally be heard, but 
they are often regarded by black radio-
men themselves as counterproductive. 
Reggie Lavong, general manager of 
wziaT(am) Philadelphia, calls them "a 
big turnoff. In the early days." he adds, 
"there was a need for identity, to say: 
'O.K., he's black so he sounds like he's 
from down home.' I'm 38, my parents 
were born in the ghetto and so was I, 
and I really don't relate to that and I 
really don't have to hear that. Now, I 
have children and they can't possibly 
have any particular tics to that type of 
sound." 

This concern for professional sound 
extends to the programing side. When 
asked what a manager looks for in an 
announcer, Reggie Lavong says: "I won't 
hire a DJ unless he has a general 
sound. Most of the jocks here have 
worked pop stations before. Sound has 
no color; it's either good or bad. Blacks 
are no different." 

Paul Yates shares that viewpoint but 
carries it a step further. "I agree that 
professionalism is desirable. but I won't 
hire a guy unless he's part of the mis-
sion," he says. "Color is not important, 
but to work here an announcer has to 
share a belief in aiding, informing and 
influencing the community we serve, the 

black community. If a white man came 
in here and was sincerely interested in 
doing that, I'd hire him if I thought he 
could do the job." 

This kind of commitment to profes-
sionalism and community service, within 
the bounds of the economic realities 
faced by any broadcaster who hopes to 
be a commercial success, is the rule in 
standard black radio. It has helped win 
for the medium not only audience, but 
also the same kind of criticism that has 
been directed at general-market stations 
by reformers. 
A recent example is a nationwide 

study conducted by the Rev. Anthony J. 
Meyer, S.J., of the Stanford University 
Institute for Communication Research. 
1:11_emisluded that black radio suffers 
because too much effort is put into 
TB-Whiffing profits at the expense of 
public service. That means, he said, that 
news must be kept in its place, that only 
token amounts of money and man-hours 
need he invested in community-service 
programing, and that ethically marginal 
advertising dollars are still accepted. 
This philosophy is followed, Father 
Meyer contends, until public outrage 
threatens to harm the station's image. 
It all sounds very much like the barbs 
thrown at general commercial radio. 

And, to carry the parallel still further, 
one possible source of alternative pro-
graming is university radio. The newest 
of the breed is witua(Fm) at Washing-
ton's Howard University. 
The station began broadcasting under 

Howard's management last month, hav-
ing been donated by Post-Newsweek 
Stations. What is its first priority? You're 
not likely to hear this answer often 
among commercial managers; Phil Wat-
son. chairman of Howard's radio depart-
ment and general manager of the sta-
tion, lists it as "nation building." Radio 
is to him a means of building grciiip 
identity and awareness of blacks as a 
"people," which he feels must come be-
fore tfide can achieve their rightful place 
in the society. 
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"I take seriously the old saying that 
black people have rhythm," he says, 
and he uses that rhythm to pace his 
programing efforts. "Everything is being 
done from a black perspective—edi-
torials, music, cultural programs." He's 
out to prove that a black station can 
both produce quality programing and 
market it. In pursuing that end, WHUR 
wants to present the "black truth, not 
only for blacks, but for anyone else 
who wants to know what it is. Our 
target is thAllAçk community but we'll 
bél'ea-ching out for the white suburbs 
too."• 
One of his future projects is to insti-

tute a black news service. There is now 
only one—the Black Audio Network, 
which services some 80% of all black-
oriented radio stations in the country 
with actualities of black newsmakers or 
newsmakers of interest to a black list-
ening audience. Jay Levy, president of 
BAN, says his service has on many oc-
casions transmitted items from and of 
the black community far ahead of their 
appearance on the general news wires. 
This is a result, Mr. Levy says, of hav-
ing newsmen working in most major 
cities with a large black population. 
"They're in the community every day 
and are able to get the news days before 
a formal press conference is held, for 
example." 

All the reports are transmitted to 
New York for distribution to his client 
stations—more than 90 in most major 
markets—that phone BAN twice daily 
for audio feeds. 
The natural conclusion would be that 

BAN's success contradicts the notion of 

"homogenization" in standard black 
radio. If the vast majority of black sta-
tions are seeking a specifically black 
news service, doesn't that mean that 
they're getting into blackness and claim-
ing it as an identity? 

Mr. Levy doesn't think so. He joins 
the consensus and says: "Black radio 
is tending to lose its identity. More and 
more black stations are trying to outdo 
their downtown competition instead of 
striving to retain black identity while at 
the same time trying to reach the gen-
eral-market community." 
One path away from homogenization 

might be an increase in black ownership 
and management of radio stations. 
There has been. movement in that di-
rection, but it's still too sluggish to be 
called a trend. Of the more than 400 
stations that program for blacks at some 
timc during the day ( about 115 of them 
broadcast exclusively to blacks), only 16 
are minority-owned. The consensus is 
that there has been improvement on 
the management side—it's particularly 
hard to find a white program director at 
a black station—but the increase in 
black ownership has been slower. 

Richard Eaton, a white owner whose 
holdings itfcruele black-oriented stations 
wooi(am) Washington, wJmo(am) 
Cleveland and wstre(am) Baltimore, 
says: "Theft's_ a definite- lack_of well-
tr..Éned, well-qualified black exeutives, 
They justraciii'f have the opportunity to 
climb up-through the ranks, to acquire 
the experience and training needed to 
run a modern radio station." 

But the list is growing—there were 
only five black-owned stations in 1968. 
—and the commitment of many new 
black owners is strong. The latest ex-
ample is the acquisition of wsox(Am) 
Savannah, Ga., by BCC Georgia Inc., 
a subsidiary of New York-based Black 
Communications Corp., whose execu-
tives are black artists and businessmen. 
Ben Tucker, BCC chairman—he's a jazz 
musician, composer and independent 
TV-radio and record producer—will di-
rect the day-to-day operations at wsox 
as general manager. "Absentee owner-
ship doesn't cut it with me," he says. 
"How can I institute community affairs 
or public affairs from New York? No 
way in the world." 
The stations owned wholly or sub-

stantially by blacks are wEss(am) Balti-
more; WJ BE (AM ) Knoxville, Tenn.; 
WRDW (AM ) Augusta, Ga.; KWK ( AM ) 
St. Louis; WCHB (AM ) Inkster, Mich. 
(Detroit); WEUP (AM ) Huntsville, Ala.; 
xFss(am) Kansas City, MO.; WGPR-
(FM) Detroit; witc(Fm) Indianapolis; 
WMPP (Am) Chicago Heights, Ill.; WORV-
( AM ) Hattiesburg, Miss.; wwvvs(Fm) 
Saginaw, Mich.; wvoE(am) Chadboum, 

N.C.; wsoc(am) Savannah, Ga.; KOWH-
FM Omaha; and WBLK-FM Buffalo, N.Y. 
The sale of wus(am) by New Broad-

casting Inc., a white-owned firm, to 
Inner City Broadcasting Inc., a black 
group in Harlem, for $ 1.9 million is 
awaiting FCC approval. 

There's no way to tell what will come 
of the interaction between slowly widen-
ing black ownership and manarment 
on the one hand, and the slowly em srg-
ing trend toward polish in programing 
on the other. Black ownership doesn't 
necessarily mean that the programing 
will be strongly "black" ( as opposed to 
general market) in character; at the 
same time, polish alone hardly consti-
tutes proof that a station is "going 
white." 
What does matter is the kind of 

polish and professionalism a station 
seeks, and all the evidence there—you 
can hear it on radio in any good-sized 
city—points toward the acceptance by 
many black stations of much of the 
sound and commercial outlook of gen-
eral-market radio. 

This development shouldn't be inter-
preted to mean that black radio or 
any important segment of it is about to 
disappear, to melt into something called 
"just plain radio." In the diverse, pros-
perous world of radio in the seventies, 
there is no such thing as "just radio." 
The measure of black radio's change 
and growth is that, in its own way and 
for its own audience, it is beginning to 
reflect that same diversity. 

Black radio: It's still got soul 
Wider variety of music changes 
ethnic sound of R&B programing 

There are approximately 225 commercial 
stations which identify themselves as 
black, soul or rhythm and blues formats 
and the trend among all these designations 
is toward a wider spectrum of music. The 
preferred label is "black-oriented" for, as 
one program manager related, "R&B and 
soul sound tacky!' 
There is a movement toward jazz in a 

more commercial vein that is accompanied 
by a move away from the earlier ethnic 
sound of James Brown and others. Com-
mercialism has put a polish on some older 
music types: gospel records, for instance, 
are now acceptable in discos. Artists such 
as George Benson, Natalie Cole and Nan-
cy Wilson have become commercially via-
ble. 
The disco format itself, in the opinion of 

Sonny Taylor, program director of 
WWRL(AM) New York, has become 
tiresome in the New York area but is still 
fresh in Washington and Chicago. Disco 
has branched out into various forms, mak-
ing songs like "A Fifth of Beethoveen" ac-
ceptable. 

BROADCASTING, 9-23-76 

W WRL is number one of three black-
oriented AM stations in New York. Its 
playlist is tight (24 singles, nine album 
cuts and seven disco records are played in 
a typical week) and its audience is 18-49 
(12-34 is strongest), mostly women. "We 
lose men to FM," Mr. Taylor conceded. 
Black AM's are suffering from two things, 
he said, the influx of FM and the 
preference of audiences for all-news sta-
tions, especially in the morning. "They 
don't want to boogie out of bed into the 
bathroom anymore" because "news 
affects blacks, now." 

Arnold Schorr, vice president and gen-
eral manager of KGFJ(AM) Los Angeles, 
agrees that the trend is to a general market 
appeal, but thinks those "crossovers from 
soul to pop still must start in black radio!' 

Mr. Schorr noted three subdivisions of 
the black format: disco, progressive soul 
(on FM, album-oriented and increasingly 
important), and the original top-40 soul in 
the South (rapid paced, using many pro-
duction aids, still popular in smaller mar-
kets). 
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KOFJ, Mr. Schorr said, is " very general 
top-40" because " Los Angeles is the least 
traditional black market in the country!" 
The influx of the black population (now in 
excess of one million) was from the mid-
west, not the south and "they expect gen-
eral music appeal, they want jocks who 
speak good English." The image is 'West 
Coast' he said, and attempts to be as 
"slick and tight as any top-40 rocker" with 

The station's goal is 
"nation-building," or 
developing among blacks 
an awareness of themselves 
as a people. "[We want 
to present] the black truth, 
not only for blacks, but 
for anyone who wants to know 
what it is. Our target is 
the black community, but 

we'll be reaching out 
for the white suburbs, too." 

The following is a listing of black-
owned radio stations, newspapers 
with at least 20,000 circulation 
weekly, and television stations. 
ALABAMA 
WEUP-AM, Huntsville 
Birmingham limes, Birmingham 

ARKANSAS 
Southern Mediator Journal, Little Rock 

CALIFORNIA 
Central News-Wave, Los Angeles 
Compton Metropolitan Gazette, Compton 
Firestone Park News & Southeast 
News Press. Los Angeles 

Herald-Dispatch, Los Angeles 
Los Angeles Sentinel, Los Angeles 
Oakland Post. Berkeley 
Sacramento Observer. Sacramento 
San Joaquin Progressor, Stockton 
Watts Star Review, Los Angeles 

DISTRICT OF COLUMBIA 
WHUR-FM 
Channel 32 (1976) 
Capital Spotlight 
Informer 
Observer 

FLORIDA 
Tampa Sentinel Bulletin, Tampa 
Weekly Challenger. St. Peersburg 

GEORGIA 
WAUC-FM, Atlanta 
WRDW-AM, Augusta 
WSOK-AM. Savannah 
Atlanta Inquirer, Atlanta 
Atlanta Voice, Atlanta 
Atlanta World, Atlanta 
Macon Times, Macon 

news on the same level as the local all-
news station. 
There will always be a place for black 

radio, even though it has become diluted 
with crossovers, he said, "The black com-
munity is our reason for being!" 

In Detroit, according to WiLB(AM) disk 
jockey Claude Young, disco is the last 
word in black radio. Black AM's are play-
ing jazz more than ever before, he said, 
(W1LB plays three or four selections each 
week), but disco dominates everything. 
Gospel is big, Mr. Young said, but it has 
changed "from 'sound like you wanna die' 
to almost a disco sound!" 

At wOOK(AM) Washington, Program 
Director Leonard Roberts said the trend is 
toward a hybrid of musical types: the in-
strumentation of jazz and the commercial 
sound of disco. The station has programed 
black-contemporary or black-top-40 since 
February, a unique mass appeal format 
using only hit singles and selected album 
cuts, aimed primarily at a black audience. 
WOOK plays no jazz, no gospel, but will 
sometimes play older black hits from the 
last 20 years (by the Drifters or the 
ShireIles for instance). The prognosis for 
disco? Mr. Roberts said, "As long as there 
are people who enjoy dancing, there will 
be disco music!" 

ILLINOIS 
WJPC-AM. Chicago 
WMPP-AM. East Chicago Heights 
Chicago Bulletin, Chicago 
Chicago Citizen, Chicago 
Chicago Courier. Chicago 
Chtcago Defender, Chicago 
Daily Defender, Chicago 
Metro News, Chicago 
New Crusader, Chicago 
Woodlawn Observer. Chicago 

INDIANA 
WTLC-FM, Indianapolis 
Indiana Herald, Indianapolis 

KANSAS 
Black Progress Shopper News. I 

LOUISIANA 
KGRM-FM. GramblIng 
Louisiana Weekly, New Orleans 

MARYLAND 
WEBB-AM, Baltimore 
Afro-American, Baltimore 

MASSACHUSETTS 
WILD-AM, Boston 

MICHIGAN 
WCHB-AM. Inkster 
WC1-1D-FM, Detroit 
WGPR-FM, Detroit 
WWWS-FM, Saginaw 
WGPR-TV, Detroit 
Michigan Chronicle, Deiioit 
Valley Star, Saginaw 

MISSISSIPPI 
WORV-AM, Hattiesburg 

MISSOURI 
KPRS-AM/FM, Kansas City 
KWK-AM, St. Louis 
Metro Sentinel. St. Louis 
St. Louis Argus, St. Louis 
St. Louis Sentinel, St. Louis 

NEBRASKA 
KOWH-AM/FM, Omaha 
Omaha Star, Omaha 

NEW JERSEY 
WLDB-AM, Atlantic City 
Afro-American, Newark 

"I don't see in the 
foreseeable future 
the day when radio is 

radio, when there is a 
complete merger of radio. 
That will come only when 
there is no need in society 
to have special voices for 
ethnic minorities." 

I. 

Black progressive radio 
has developed to provide 
a home not merely for one 
kind of music, but for 
"all black professional 
talent," in a mix dictated 
as much by the gut as 
anything. "We choose 
records by feeling. Sure, 
we look at the charts, 
but we're usually so far 
ahead of the trades that 
it takes time for them 
to catch up." 

NEW YORK 
WDKX-FM. Rochester 
WUFO-AM, Buffalo 
WLIB-AM, New York 
Amsterdam News, New York 
Metro Courier. Brooklyn 
New York Daily Challenge, Brooklyn 
New York Manhattan Tribune, New Yo 
New York Recorder, Brooklyn 
Voice. Jamaica 

NORTH CAROLINA 
WAFR-FM, Durham 
WVOE-AM, Chadbourn 
Carolina Times, Durham 

OHIO 
WCSU-FM. Wilberforce 
Buckeye Review, Youngstown 
Call & Post, Cleveland 
Cleveland Metro. Bedford Heights 

PENNSYLVANIA 
WAMO-AM/FM, Pittsburgh 
New Courier, Pittsburgh • 
Nite Lite. Philadelphia 
Nite Owl, Philadelphia 
Philadelphia Tribune, Philadelphia 
Scoop, USA, Philadelphia 

SOUTH CAROLINA 
WOIC-AM, Columbia 

TENNESSEE 
WJBE-AM, Knoxville 

TEXAS 
Dallas Post Tribune, Dallas 
Dallas Weekly, Dallas 
Houston Forward Times. Houston 
In Sepia Dallas, Dallas 
New Generation, San Antonio 
Voice of Hope. Houston 

VIRGINIA 
WHOV-FM. Hampton 
Journal & Guide, Norfolk 

WASHINGTON 
KYAC-AM/FM, Seattle 

WISCONSIN 
WNOV-AM, Milwaukee 

VIRGIN ISLANDS 
WSVI-TV, St. Croix 
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Controversial radio tip sheets still going strong 
By Robert Sobel 

Ihave been astute and perspica-
cious enough to have found the secret 

of life. Nature affords a vacuum, and the 
vacuum has to be filled. I filled that 
need." So says Kal Rudman, radio tip-
sheet kingpin, whose Friday Morning 
Quarterback is recognized by the ma-
jority of music programmers as being the 
most influential and most popular of the 
reports on top-40 music programming. 
Such a philosophical and pragmatic 

statement made by Rudman indicates 
the kind of bearing he believes his sheet 
has on what radio programmers play. By 
far the most razzle-dazzle in style—and 
the most provocative as well—the sheet 
has the widest ( top-secret) circulation, 
the most advertising and the largest 
full-time staff ( 10). In addition, it re-
cently broadened its coverage to include 
progressive-music airplay. 

Other tip sheet publishers take a more 
conservative stance regarding their im-
portance in programming by stations. Of 
the seven other major national sheets, 
The Brenetnan Review, the Bobby Po 
Report. Mickey Turntable, Radio 
Music Report. Radio & Records, Wal-
rus (bi-weekly) and The Gavin Report, 
the latter weekly is by far the most in-
fluential. However, Bill Gavin, its pub-
lisher, says his sheet doesn't have any 
more influence than other reports which 
furnish information and facts on station 
music programming. 

Value to stations 

The value or tip sheets to stations de-
pends on the market and the size of the 
station. Small stations generally have 
low research budgets and consequently 
must follow the sheet for most of their 
programming judgment. On the other 
hand, major stations can compile their 
own data, in addition to using the re-
ports. Actually, the major stations in-
terviewed which subscribe to the publi-
cations play down their importance. 

Dean Tyler, WIP Philadelphia pro-
gram director, says the sheets )the sta-
tion subscribes to Gavin, Rudman and R 
& R) serve as reinforcements to his own 
programming judgment. The reports are 
also helpful in tracking a record—that is 
to say where the record is being played 
and what its movement has been in var-
ious markets. 

Reprinted, with permission, from 

Television/Radio Age, 4-25-77 

Carol Singer, music director of W'RK0 
Boston, says she uses Gavin, Rudman, 
Walrus and Bobby Po ( plus the three 
major trade publications) as a reference 
tool. In addition, she notes. she gets the 
national picture of the record's progress 
from its very beginning. "There are some 
stations you can watch on the sheets to 
see what they are playing." She says, 
however, "I could never depend on tip 
sheets alone." The station relies heavily 
on its local research ( requests, store 
sales)—and the record's sound—for its 
programming. 

Singer feels that smaller stations have 
a strong need for the sheets. "The outlets 
in rural areas depend almost solely on 
them, because they can't afford the kind 
of information supplied by the publica-
tions. Besides, their playlists are larger 
than those in major markets and they 
can get on a record quicker than we 
do.-

wiles Tyler says the value of the 
s7-.2.11 statice.s is pubbably im-

mense. "They are always looking for 
something to help them program better. 
If they add a record that winds up as a 
hit, it aids their ratings and prestige." 

George Wilson, president of Bartell 
Broadcasting, says his five top-40 sta-
tions use the sheets to see what new rec-
ords are moving w,hich his own research 
did not pick up. Wilson notes his chain 
spends about $ 160,000 annually on re-
search— which is the basis for what his 
stations play. 

Another reason for the stations to 
subscribe to thesheets is recordservice— 
especially beneficial to small stations. 
Rudman says "What do the stations 

get in return for subscribing to my sheet? 
They get full record service (because 
record companies are more-willing to 
send discs to the small stations when they 
see that they are providing input to the 
sheets). At conventions, the smaller 
stations are always complaining to rec-
ord companies that they can't get rec-
ords. They argue that they are the little 
guys and will take chances on new rec-
ords, unlike wAtic (New York) and 
FAA (Dallas), where you can't even get 

the records played because of their tight 
plavlist. The record companies don't 
even want to hear of such complaints. 

"The record companies know the 
promotional value of tip sheets and, al-
though there is a great deal of expense 
involved, they feel it is worth the money 
to service the stations. The record com-
panies' business is to promote records 
and to get them played in major markets. 
They know that having that record listed 
by a number of small stations can be 
used by their promotion men to build a 
case when they see a major station." 

Word of caution 

Bob Henabery, radio consultant, is 
also on the side of those stations which 
feel the sheets' role in music program-
ming is limited. "They're good to read 
but they are no more than a supplement. 
They only have meaning on local sta-
tions. A record may be big in Tulsa. but 
it doesn't follow it will do the same in San 
Antonio. A station would be foolish to 
jump on a record because of the sheets 
alone and without waiting to see if it 
actually was going to succeed. Later is 
better. It really takes about seven seeks 
fo  a 1.%.-ip-s0 record to make it big. 

Bonneville Broadcasting's Dick 
Drury. sales manager of its soft-rock 
format. says Bonneville had used several 
sheets on a limited basis but found them 
unsuitable for its programming needs. It 
does use. however. Radio cf Records. 
because the sheet gives the positioning of 
a soft-rock record quickly, according to 

Drury. He believes that sheets in general 
are not as strong now as they were even 
five years ago. 

Drury notes, "There is too much di-
vergence of formats for them to cover all 
areas. Even the highly specialized for-
mats have different textures now. The 
publications were originally used as 
top-40 aids, and, even with their expan-
sion, they can't cover all the bases." 

It's easy for stations such as WIP and 
WRKO (Boston) to minimize how much 
they depend on sheets for their pro-
gramming, says one industry observer. 
But, he wants to know, do they really 
mean it? "It certainly wouldn't make 
them look good if the owners of the sta-
tion felt that most of its music pro-
gramming resulted from the publica-
tions. Naturally, a program director or 
a music director is going to deemphasize 
the sheet's value." 
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The station feedback to sheets is in 
itself open to criticism from some 
sources. Rick Sklar, vice president of 
programming at ABC Radio, whose 
group "never really" subscribed to 
sheets, says the nature of the "business 
is to come up with valid data on musical 
selections, and I would raise the question 
on what resources the sheets use, vis-a-vis 
the stations and how extensive the sheets' 
research can actually be." 
He suggests, as do some other industry 

executives, that the input received from 
the respondent stations is circular, with 
each station feeding airplay information 
to the sheets after being influenced by 
the sheets to play the record in the first 
place. "What is actually happening." 
says one observer, "is that one song has 
increased its popularity because of the 
sheets—the so-called 'evidence of the 
records movement. So the sheets could 
easily manipulate a record into almost 
any position they wanted—with the re-
spondent radio stations playing an in-
nocent role." 

Personal opinion used? 

Bonneville's Drury says some sheets 
are highly influenced by personal opinion 
for one reason or another, especially in 
"touting" a record. He notes that their 
credibility factor would be enhanced in 
general if they would all include in their 
research such elements as store sales, 
phone logs and mail, in addition to sta-
tion airplay input. 
Rudman feels he gives "total re-

search," explaining " It is a compendium 
of facts, figures and quotations. It's done 
by giving back to radio what it gives back 
to me." Rudman's main feature is his red 
page, which includes, along with show-
biz jargon, a chart of his top records 
"based on analyzing the major markets 
and the total numbers and affects we get 
from the stations. That front page is a 
mirror of all those things." 

Based on fact or fiction or combina-
tions thereof, the fact remains the reports 
are making money. Just exactly how 
much, none of the publishers chose to 
say, but Rudman puts it this way: "I'm 
not starving. I met the payroll last 
month. I'm obviously getting bigger: I'm 
escalating. I'm a growth stock, and the 
feedback from the stations is that the 
records are working out. It's success 
story after success story." Also adding to 
Rudman's income is the fact that he is a 
consultant to record companies; advising 
on a record's potential and other related 
matters. 

Betty Breneman, owner of the Betty 
Breneman Review, says her West Coast 
publication, the newest of the breed, is 
getting "excellent enthusiasm" since 
beginning life about a year-and-a-half 
ago. She feels her influence, because of 
the sheet's newness, has not been felt yet, 
but "it will in time.- Her subscription 
rates are less than Rudman's and Gav-
in's—S I 45 per year. 
The difference between her sheet and 

others, she says. is that "we deal with 
contemporary music as a %% hole spec-
trum, rather than attempting to spe-
cialize in specific areas. 
"Our information is derived from 

specific radio people. not large numbers. 
We give day part and demographic in-
formation, for example, collected from 
only 65 stations. My emphasis is on 
quality not quantity. I prefer spending 15 
minutes on the phone with a station 
rather than spending less time and get-

ting less information." 
Breneman's style of writing is low-key, 

and very little of the tipster element ap-
pears—no endorsement of a record in a 
high-pressured manner. Ron Brandon, 
who publishes Radio Market Report— 
out of South Carolina, says his sheet is 
doing very well financially. RMR is of-
fered to record companies for $ 120 
yearly; the cost to stations is $75. RMR 
was founded about 14 years ago and was 
taken over by Brandon, who changed 
RMR to a magazine format about two-
and-a-half years ago. 

Although RMR offers much com-
ment and interpretation, along with its 
general input from radio stations, it is 
considered by Brandon to be conserva-
tive in approach. 

"I think it is a disservice to have a 
razzle-dazzle kind of hype sheet. And we 
really don't go on a record until we are 
sure it will be a hit." He says his sub-
scribers number 350 and are growing 
"rapidly." RMR reflects what stations 
have on their playlists and compiles the 
information on a point basis, which 
winds up as the basis of a front-page 
chart. 

Not 'opinion sheet' 

The Bobby Po Report is about 10 
years old. A one-man operation, it's run 
by Po and specializes in top 40. Po also 
disclaims his publication is an opinion 
sheet. "Ours is just a report, as opposed 
to one giving tips like Rudman and 
Gavin." Airplay is Po's only source. "We 
might report the record *heavily, but we 
don't get involved in sales or any other 
methodology." The Po Report serves 
about 350 stations, which get it free, but 
the cost is $ 125 per year to record man-
ufacturers and others. 
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Besides revenues derived from sub-
scription. another means of income for 
four of the publications is advertising. 
Rudman. Po. Brandon and Radio & 
Records all accept advertising. Brene-
man says she is exploring taking ads. On 
the other hand, Gavin is unwilling to use 
ads in his sheet. He feels doing so would 
put the report in a conflict-of-interest 
position and open the publication to 
controversy. 

Radio & Records, a West Coast tab-
loid paper carries full page ads and a 
classified section, in addition to picture 
pages, gossip, features and news. Most 
of the sheets print some combinations of 
gossip, news, features and employment 
opportunities. Rudman's Quarterback 
gets $ 1,000 per page and has been aver-
aging 27 pages of ads per issue and 
growing, Rudman says. Advertising has 
increased at the other three publications 
as well, the owners claim. 
The advertising is apparently paying 

off. Jay Leipzig, president of The Music 
Agency, advertising company which 
creates ads and radio spots for several 
key labels, says the ads placed in the 
sheets have a great deal of influence on 
station airplay. The ads, which carry 
endorsements by stations playing the 
record being promoted, attract other 
stations to play the record too, he says. 

Jim Jeffries, national promotion 
manager of Epic Records, feels adver-
tising in the sheets is second only in im-
portance to the sheets themselves in in-
fluencing airplay. Fe notes that adver-
tising in the sheets is especially advan-
tageous when it comes to promoting a 
specific record quickly. Sheets are more 
up-to-date on a record's progress than 
trade magazines, he says. 

Jeffries' opinion of sheets in general is 
high, declaring they have the power to 
make a hit. He says, for example, the) 
created the "stamp of excitement on 
'Enjoy Yourself by the Jacksons. Col-
lectively, they touted the song, and it 
became a hit." 

Gavin doesn't believe his sheet or any 
other solely can make a hit. really 
depends on the reaction of the people 
ho hear the record." He adds, "We can 

call attention to it, but that's as far as it 
goes.- Rudman admits the "record must 
be in the grooves. Nobody can make a hit 
out of a dog. Certainly putting the record 
on a sheet will make it rise, but even if it 
is put on the air—the ultimate—for 
perhaps two hours every day for six 
months, it will not become a hit if the 
audience rejects it. This is true of books, 
films and even neckties. You can't force 
something that is no good down people's 
throat." 

Skeptics notwithstanding, sheets are 
a fact of radio station programming life 
and, as Rudman says, "they will be 
around for a long time." It's obvious, too, 
they will continue to be praised by many 
and bad-mouthed by others. 
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PROGRAM REGULATION 

Federal Communications Commission ( FCC) authority to regulate 
programming is an interpretation of the 1934 Communications Act 
which delegates to the FCC regulation of broadcasting in the public 
interest, convenience and necessity. Although the conflict between 
the regulation of programming in the public interest ( section 307) 
and the First Amendment has been resolved by the Courts ( see Trinity 
Methodist Church and Red Lion Broadcasting, in Kahn, Documents), the 
disparity between program regulation and section 326 of the ACT--the FCC 
cannot censor--has forced the FCC to regulate through vague policy 
statements, circuitous rules, and jawboned changes in the NAB Code. This 
section contains examples of program regulation with which station and 
network program directors must deal. It is important to note that the 
FCC regulates form and length of programming, but rarely content. 
The significant incursion into the content area has occured in the 
nineteen seventies with the FCC's regulation of obscene and indecent 
programming. ( see Eastern Educational Broadcasting, in Kahn, Documents.) 

The first part of this section contains copies of AM, FM, and TV 
renewal forms, examples of ascertainment procedures, and a copy of the 
annual programming report. The local broadcaster as part of the tri -
annual renewal of license must provide the FCC with the results of an 
ascertainment of community needs, and percentages of programming in the 
categories: news, public affairs and other. This programming data is 
also submitted annually by television stations, and the FCC annually 
releases the cjata for each station, grouped by size of market and income 

of station. 

The FCC has initiated rules in the past three years which require 
local broadcasters to inform the public of its rights on a regular basis 
and to make available at the station certain materials for public 
inspection. ( see TV Under Pressure.) A fifteen-day announcement 
requires all broadcasters to inform the listener or viewer that the 
channel is a public property which is licensed to the broadcaster who 
is obligated to ascertain the community and program to its needs; 
opinions, criticisms, or suggestions are requested from the public. 
Included in the station's public file, which must be made available 

during business hours, are: recent renewal applications, ownership 
reports, various reports regarding broadcasts by political candidates, 
annual employment reports, letters received from members of the public, 
and a copy of the "Broadcast Procedure Manual." In addition public 
files of television stations must include: annual programming reports, 
and an annual listing of significant problems and needs of the area 
served by the station. 

General programming regulations apply to both stations and networks. 
Although the FCC does not regulate networks, the five owned-and-operated 
stations of each network are regulated, thus forcing the networks to 
follow FCC policies. Included in this section are the FCC's major pro-
gram regulations: 1960 Programming Policy, Fairness Doctrine ( NAB 
interpretation), political broadcasting rules ( section 3I5--NAB inter-
pretation), Primetime Access Rule Ill, and Children's Television Policy. 
Note the specificity of section 315 requirements in contrast to the 
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broadness of both the Fairness Doctrine and the 1960 Programming 
Policy Statement. 

BMI, ASCAP and SESAC form a liason between broadcasters and 
composers and authors of music. Music licensing is a complex pro-
cedure which is made clear in the essay by Chuck Halteman of BMI, 
Inc. The broadcasters are self- regulated through the NAB Codes; 
the Radio and Television Codes have sections on programming, adver-
tising content and time standards for non-programming material. 
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RENEWAL FORMS 



FCC Foam :WI R 
Decembor 1971i 

Approved hy GAO 
13180727(R0372) 

tINI11- 11 Si A 11 -% 01 AMFNIC A 

FEDERAL COMMUNICATIONS COMMISSION 

APPLICATION FOR RENEWAL OF LICENSE FOR 

COMMERCIAL AM OR FM RADIO BROADCAST STATION 

PART I GENERAL INFORMATION 

1. NAME OF APPLICANT 

File No. F OR CO.AMISSIffl IISF ONLY 
7. Since the filing of the :applicant's la.:t renewal : awl, . ation lair this 
stati on an other map, application, his an adverse landoig been made ria 
final apprOVeil iv :4r1v count or te tdItiv with re-
spect In the applia•ant or to tu. . ipp lii him  •tion ia any c'vil 
or criminal SOIL “ettotl. or procneding. laraiught under Ito / ', ions of 
any fa•ilearal. slate. territorial ear in, law retating to the tnitiiwin i: :my 
felony; lotteires; unLawful restraint.: and fl'.,... iniLiwtail combina-
tions, mintran•is air algreement, iii restamid iif irade, the it,. 
ma uhanta of e pa•iiii.... Ir•ani; uinf,,ir loloar pr•actiera; air : hi.: a' ' Minn? 

I YES I I NO It YES, atLich as EXIIIHIT 7 a full description, 

including identification of the court or administrative body. proceeding 
by file number, the person and matters involved, and the disposition 

of the litigation. 

STREET ADDRESS 
PART III - ENGINEERING 

CITY STATE ZIP CODE 

Send n,itices and communications to the following- named person at the 
address indicated below: 

NAME 

STREET ADDRESS 

CITY STATE ZIP CODE 

8. Are the following technical reports completed and available for 

Commission inspection? 

YES Equipment performance measurements for each main and 

alternate transmitter made within four months of the fil -

NO 1 ing date of this application. 

YES I For directional AM stations operated by remote control 

NO 
,-- 1 Annual skeleton proofs of antenna performance made din 

, 
- ' log the past license term. 

DOES NOT APPLY 

YES 1--] For directional AM stations operated by lesser grade 
operators • At least one partial proof of antenna perfor-

NO r • manee made during the past three years, and skeleton 

-- proofs made the other two years. 

[— I DOES NOT APPLY. 

9. Transmitters (Main and Alternates) 

2. RENEWAL REQUESTED FOR FOLLOWING EXISTING FACILITIES 

CALL LETTERS FREQUENCY CHANNEL NO. 

Manufacturer and Type No. 1. 
2. 

3. 

POWER IN KILOWATTS 

Use ( i.e. Main or Alternate) 
(2.) (3.) 

NIGHT DAY 

Total plate current to last 

radio stage in limp cri' 

HOURS OF OPERATION 

E] Unlimited 17 -I Daytime 

only 

_-. Limited 

Plate voltage applied to 

last radio stage in volts 

Shoring with ( specify stations) Other ( specify) 

Efficiency Factor F of the 
transmitter at operating 
power 

Transmitter power output in 
kilowatts 

STATION LOCATION 

CITY STATE 

AM . Antenna or common 
point ammeter reading in 
amperes 

3. RENEWAL IS ALSO REQUESTED FOR THE FOLLOWING: 

AM 

DAY NIGHT 

FM 
Tower Rea ling 

in Degrees 

I0.(a) Directional Antenna Operating Values AM only) 

Phase Antenna Base Current 
Remote Indications 
of Antenna Current 

Day Night Day Night 

Day Night Value Ratio Value Ratio Value Ratio. Value Ratio 

AuXILIARV ANTENNA 

AUXILIARY TRANSMITTER 

ALTERNATE TRANSMITTER 

SUBSIDIARY COMM. AUTHORIZATION 

2 

3 

4 

PART II - LEGAL 5 

4. Is applicant's Ownam.ship Report ( FCC Form 323) filed with this 

application as EXIIIBIT 4? 

[ YES flNO 

If NO, give the date of filing of the lnst Ownership Report 
anal the station's call letters 

of the renewal applimatiain with which it was filed. 

(h) I lentify by manufacturer and type he antenna monitor used to take 

the above readings• 

S. Is the applicant in compliance with the provisions of Section 310 

of the Communications Act of 1934, as amended, relating to the 
interests of aliens and foreign governments? 

r I YES [ 1 NO 
6. Is the applicant or any officer, director, or principal stockholder 

(any person owning 25% or more of applicant's stock) an officer, 

director, or 25% or more stockholder in a newspaper publishing com-
pany, a CATV company, or a company engaged in broadcasting re-

lated activities? 

C=1 YE S NO 

If YES, attach as EXHIBIT 6 a complete listing and description of 

these interests. 

(c) Arc monitoring point values within limits specified in the station 

license> 

I I YES I I NO 

If NO, attach as EXHIBIT 10 a complete explanation and a state-
ment of what is being done to correct it.  

I certify that I represent the applicant in the capacity indicated below, 

Oval I have exatnined the statements mode in response to questions R 

through 10 above, and that they are true lo the best of my knowledge 

and ,belief. 

Signature   Telephone 

L .1 Technical Director 

Li Chief Operator 

(include area code) 

[71 Consulting Engineer 

[ ] Registered 

Professional Engineer 
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PA RT IV PROGRAMMING 

I 1. Has applicant placed in its public inspection file .at the appropriate 

times the required documentation relating to its efforts to ascertain 

the community problems, needs, and interests? 

Li YES Li NO If NO. attach as EXHIBIT 11 a com-
plete statement of explanation. 

El DOES NOT APPLY. 

12. Attach as EXHIBIT 12 applicant's community leader checklist for 
the preceding license term. 

[l DOES NOT APPLY. 

21. Does the applicant's station duplicate the programming of r 
radio station? 

YES L .1 NO If YES, state-

(a) the call letters of the duplicated station 

(b) the population of the community of license of 
the duplicated station 

(c) the population of the community of license of 
the station for which renewal is requested 

(d) the total number of broadcast hours in the com-
posite week 

(e) the amount of programming duplicated during the 
composite week 

13. Has the applicant placed in its public inspection file at the appro -

priate times its annual list of those problems, needs and interests 

which, in the applicant's judgment, warranted treatment by station 

and typical and illustrative programming in response thereto? 

r--.1 YES 

[_ ] NO 

If YES, attach those listings as EXHIBIT 13. 

If NO, attach as EXHIBIT 13 a complete statement cf 

explanation. 

22. Attach as EXHIBIT 22 any additional information which, in ;nip!, 

cant's judgment, is necessary to adequately describe or to present 
fairly its services and operations in relation to the public intert“.i. 

PART V - EQUAL EMPLOYMENT OPPORTUNITY 

14. ( a) Attach as EXHIBIT 14 one exact copy of the program logs for 

the composite week used as a basis for responding to the questions 

herein. Applicants utilizing automatic program logging devices 
must comply with the provisions of Sections 73.112(1) and 73.282(f) 

of the Commission's rules . 

(b) 

PROGRAM 

TYPES 

' News 

Previously 
Proposed 

Composite Week 
Performance 

Minimum 
Proposed 

23. Attach as Exhibit 23 a description of the program the applicant 
proposes to follow during the coming license term and, where 
applicable, the program implemented during the preceding 1 ic en s, 
term to assure equal employment opportunity for minorities and 
women. 

24. Attach as EXHIBIT 24 a brief description of any complaint which 

has been filed before any body having competent jurisdiction under 

federal, state, territorial or local law, alleging unlawful dise rimi-

nation in the employment practices of the station, ini hiding the 
persons involved, the date of filing, the court or agency, the file 

number ( if any), and the disposition or current status of the 
matter. 

Minutes of 
Operation 

% of 
Total 
Time 

Minutes of 
Operation 

% of 
Total 
Time 

Minute's of 
Operation 

%of 
Total 
Time 

.\ 
Affairs 

'‘ All other 
.•rograms, 
xclusive 
uf enter-
inment 
,  sport S  

TOTALS 

Public Number Number Number 
Service 
Announce-
mt•nts 

I 15. Attach as EXHIBIT 15 those programs in the composite week in-
cluded in the public affairs and "all other" program categories 

(lines 2 and 3 of the above chart), indicating the ti:le, source, 

type, brief description, time broadcast and duration of each pro-

gram. 

THE APPLICANT hereby waives any claim to the use of any par-
ticular frequency or of the ether as against the regulatory power of the 

United States, because of the previous use of the same, whether t li-

cense or otherwise, and requests an authorization in accordance with 

this application. ( See Section 304 of the Communications Act.) 

THE APPLICANT acknowledges that all the statements made in 
this application and attached exhibits are considered material repre-

sentations and that all the exhibits are a material part hereof and are 

incorporated herein as set out in full in the application. 

CERTIFICATION 

I certify that the statements in this application are true, t omplete, 

and correct to the best of my knowledge and belief, and are made in 
good faith. 

Signed and dated this  day of   , 19. 

NAME OF APPLICANT 

16. Did the amount of time applicant devoted to non- entertainment pro-

gramming ( lines 1, 2 and 3 of the above chart) during the composite 

week vary substantially from the representations made in appli-
cant's last application , 

[j YES E] NO If YES, attach as EXHIBIT 16 a state-
ment explaining the variations. 

BY SIGNATURE 

17. State the number of 60-minute segments in the composite week ( be-
ginning with the first full clock hour and ending with the last clock 
hour of each broadcast day) containing over 18 minutes of commer-
cial matter z segments. List in EXHIBIT 17 each segment 
and the day and time broadcast with headings of " Amount of Com-
mercial Time in Segment" and " Day and Time Broadcast". 

TITLE 

lWILLFUL FALSE STATEMENTS MADE ON THIS FORM ARE t 
PUNISHABLE BY FINE AND IMPRISONMENT, U.S. CODE. TITLE , 

I 18. SECTION Irel 

18. DO the applicant's commercial practices for the period covered by 
this application vary from the representations made in applicant's. 
last application? 

If YES, explain in EXHIBIT 18 the vari-
I YES pl NO ations and the reasons therefor. 

19. State the maximum amount of commercial matter applicant proposes 
normally to allow in any 60-minute segment (Minutes ). State 

the percentage of hourly segments per week this amount is expected 

to be exceeded (% ), and the limits per hourly segment that 

would then apply under those circumstances to regular commercial 

(Minutes ) and to political commercial matter ( Minutes 

20, Describe briefly applicant's program format(s) during the past 12 

months. 

Describe briefly applicant's proposed format 

FCC NOTICE TO INDIVIDUALS 

The solicitation of personal information requested in this application 

is authorized by the Communications Act of 1934, as amended. The 

principal purpose(s) for which the information will be used is to deter-

mine if the benefit requested is consistent with the public interest. 

The staff, consisting variously of attorneys, accountants, engineers, 

and application examiners, will use the information to determine 

whether the application should be granted, denied, dismissed, or desig-

nated for hearing. If all the information requested is not provided, the 
application may be returned without action having been taken upon it 

or its processing may be delayed while a request is made to provide 

the missing information. Accordingly, every effort should be made to 
provide all necessary information. 

IfliE FOREGOING NOTICE IS REQUIRED BY THE PRIVACY ACT OF 1974, P.L. 93-579. DECEMBER 31, 1974, 5 U.S.C. 552 a ( e) ( 3). 
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Instructions. Definitions and General Information for Commercial Television 

Renewal Applicants 

I. INSTRUCTIONS  

1. Applicants for renewal of license for commercial television stations shall file Section IV as part of their renewal 
application. Where any information required is already on file with the Commission, such information need not be 
resubmitted  provided that the previous application or filing containing the information is specifically referred to 
and identified and the applicant states that there has been no change since the information was filed. 

2. The "documentation" relating to the renewal applicant's ascertainment efforts, the Community Leader Checklist, 
and the annual problems - programs lists referred to in Questions 1, 2, and 3 are explained in detail in the Primer 
on Ascertainment of Community Problems of Broadcast Applicants (57 FCC 2d 418, 41 Fed. Reg. 1372, 35 AR 2d 

1555). The " appropriate times" at which that documentation and the annual problems - programs list should be 
placed in the renewal applicant's public inspection file is also set forth in the Renewal Primer and specified in 
Section 1.526 (a), ( 9), ( 11) and ( 12) of the Commission's rules. 

3. Except for Questions B.B., B.C., 13.B. and 13.C., which are optional, applicants shall answer all questions con-
tained in Section IV. In answering questions on proposed operation where no substantial change from past opera-
tion is proposed, applicants may so state. 

4. A. Exhibits submitted in response to Questions 4, 13.B., 13.C., 15 and 16 shall be limited to two pages. 

B. Exhibits submitted in response to Question 7 shall be limited to three pages. 

C. Exhibits submitted in response to Questions 8.B. and 8.C. shall rich be limited to six pages. 

D. Applicants may, at their option, supplement information contained in Exhibits submitted as part of this Sec-

tion IV by placing additional material in their public inspection file. Such additional material shall be identi-
fied as a continuation of the particular exhibit and is subject to inspection by the public and the Commission. 

E. Applicants for renewal of license will be expected to provide the information requested for Questions 14 and 
17 only for periods following January 1, 1976. For the purpose of Question 14, it is suggested that a licensee 
who has in effect a policy of adhering to the indicated commercial limits may rely on periodic reports from re-
sponsible personnel and need not review all program logs at the time of preparing the renewal application. In 
addition, for the purpose of Question 14, if, one or more children's programs fill a full clock hour, that full 
hour should be listed as a "one hour" segment; if one or more children's programs fill only one-half hour of a 

clock hour, it should be listed as a " 1/2 hour" segment. 

5. A legible copy of Section IV and all the exhibits submitted therewith shall be kept on file available for public in-
spection at any time during regular business hours. It shall be maintained at the main studio of the station or zany 
other accessible place (such as a public registry for documents or an attorney's office) in the community in which 

the station is licensed. 

FCC Form 303 Approved by GAO 
December 1976 1S-180227(RO-173) 

United States of Americo 
FEDERAL COMMUNICATIONS COMMISSION 

APPLICATION FOR RENEWAL OF LICENSE 
FOR COMMERCIAL TELEVISION BROADCAST STATION 
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II. DEFINITIONS 

The definitions set out below are to be followed in furnishing the information called for by the questions of 
Section IV. The inclusion of various types and sources of programs in the paragraphs which follow is not in-
.— xl to establish a formula for station operation, but is a method for analyzing and reporting station 
operation. 

1. A. Sources of programs are defined as follows: 

(i) A Local Program  ( L) is any program originated or produced by the station, or for the 
production of which the station is substantially responsible, and which also employs 
live talent more than 50% of the time. Such a program, taped, recorded or filmed for 
later broadcast shall be classified as local. A local program fed to a network shall 

be classified by the originating station as local. All non- network and non- syndicated 
news programs may be classified as local. Programs primarily featuring syndicated 
or feature films, or other non- locally recorded programs shall not be classified as 
local, even though a station personality appears in connection with such material. 
However, identifiable units of such programs which are live and separately logged as 

such may be classifled as local (e.g., if during the course of a feature film program 
a non- network 2- minute news report is given and logged as a news program, the re-
port may be classified as local). 

(ii) A Network Program  ( NET) is any program furnished to the station by a network 
(national, regional or special). Delayed broadcasts of programs originated by net-
works are classified as network. 

(iii) A Recorded Program (REC) is any program not defined in ( i) and (ii) above, including 
without limitation, syndicated programs, taped or transcribed programs, and feature 
films. 

B. Types of programs are defined as follows: 

(i) News Programs includes reports dealing with the current local, national and inter-
national events, including weather and stock market reports; and commentary, 
analysis, or sports news when it is an integral part of a news program. 

(ii) Public Affairs Programs are programs dealing with local, state, regional, national 
or international issues or problems, including, but not limited to, talks, com-
mentaries, discussions, speeches, editorials, political programs, documentaries, 
mini- documentaries, panels, roundtables and vignettes, and extended coverage 

(whether live or recorded) of public events or proceedings, such as local council 
meetings, congressional hearings and the like. 

(iii) All Others (excluding entertainment and sports) includes all other programs which 
are not intended primarily as entertainment (e.g., music drama, variety, comedy, 
quiz, etc.) and do not include play-by-play and pre- or post- game related activi-
ties and separate programs of sports instruction, news, or information (e.g., fishing 
opportunities, golfing instructions, etc.) 

(iv) A Local Program -- See II, 1.A ( i) above. 

(v) Programs Designed for Children: programs originally produced and broadcast pri-
marily for a child audience twelve years old and under. This does not include 
programs originally produced for a general or adult audience which may neverthe-
less be significantly viewed by children. 

Note 1: The definition of " Programs Designed for Children" is not applicable for the 
purpose of logging, but is applicable only to Questions 7, 14, and 17. 

Note 2: If a program contains two or more identifiable units of program material which 
constitute different program types as herein defined, each such unit may be 
separately classified. 
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C. Commercial Matter (CM) includes commercial continuity (network and non- network) and commercial 
announcements (network and non- network) as follows: 

(i) Commercial Continuity is the advertising message of a program sponsor. 

(ii) A Commercial Announcement is any other advertising message for which a charge is made, 
or other consideration is received. 

(1) Included are ( i) "bonus" spots, (ii) trade- out spots, and (iii) promotional announce-
ments of a future program where consideration is received for such an announcement 
or where such announcement identifies the sponsor of the future program beyond 
mention of the sponsor's name as an integral part of the title of the program. (e.g., 
where the agreement for the sale of time provides that the sponsor will receive pro-
motional announcements, or when the promotional announcement contains a state-
ment such as "TOMORROW SEE — /NAME OF PROGRAM/ -- BROUGHT TO YOU 
BY — /SPONSOR's NAME/"). 

(2) Other announcements including but not limited to the following are not commercial 
announcements: 

(i) Promotional announcements, except as defined above; 

(ii) Station identification announcements for which no charge is made; 

(iii) Mechanical reproduction announcements; 

(iv) Public service announcements; 

(v) Announcements made pursuant to Section 73.654(d) of the Rules that 
materials or services have been furnished as an inducement to broad-
cast a political program involving the discussion of controversial 
public issues; 

(vi) Announcements made pursuant to the local notice requirements of Sec-
tions 1.580 (pre- grant) and 1.594 (designation for hearing) of the Rules. 

2. '1 Public Service Announcement (PSA) is any announcement (including network) for which no charge is made 
and which promotes programs, activities, or services of federal, state, or local governments (e.g., recruit-
ing, sales of bonds, etc.) or the programs, activites or services of non-profit organizations (e.g., UGF, Red 
Cross blood donations, etc.) and other announcements regarded as serving community interests, excluding 
time signals, routine weather announcements and promotional announcements. 

3. A Program is an identifiable unit of program material, logged as such, which is not an announcement as 
defined above (e.g., if, within a 30- minute entertainment program, a station broadcasts a one- minute news 
and weather report, this news and weather report may be separately logged and classified as one- minute 
news program and the entertainment portion as a 29- minute program). 

4. Network Programs. Where information for the composite week is called for herein with respect to com-
mercial matter or program type classifications in connection with network programs, the applicant may 
rely on information furnished by the network. 

HI. GENERAL INFORMATION 

1. Composite Week. Seven days designated annually by the Commission in a Public Notice and consisting 
of seven different days of the week. A composite week is also used to complete FCC Form 303-A (Annual 
Programming Report). 

2. Typical Week. A week which an applicant projects as typical of its proposed weekly operation. 

3A.Replies to questions contained in Section IV constitute representations on which the Commission will rely 
in considering an application for renewal. Thus, time and care should be devoted to the replies so that 
they will reflect accurately the applicant's responsible consideration of the questions asked. It is not, 
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however, expected that an applicant will or can adhere inflexibly in day-to-day operation to the representa-
tions inade herein. 

B.Replies relating to future operation constitute representations against which subsequent operation of the sta-
tion will be measured. Accordingly, if during the license period the station substantially alters its program-

ming format or commercial practice, the applicant should notify the Commission of such changes at that time; 
otherwise it is presumed that the station is being operated substantially as proposed in Section IV. 

4. The applicant's attention is called to the Commission's Report and Statement of Policy re. Commission En 
Banc Programming Inquiry, FCC 60-970, 25 Federal Register 7291, 20 Pike and Fischer Radio Regulations 

1902, copies of which are available upon request to the Commission; and also to the material contained in 
Attachment A to this Section. 
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NAME OF APPUCANT 

CITY AND STATE WHICH STATION IS UCENSED TO SER/E CALL SIGN 

I. Has applicant placed in Its public inspection file at the appropriate 
times the required documentation relating to its efforts to ascertain 

the community problems, needs and interests? 

CI YES Eli NO Ei DOES NOT APPLY 

If NO, attach as Exhibit No. a complete statement of 

explanation. 

2. Attach as Exhibit No. applicant's community leader check-

list for the preceding license term. 

DOES NOT APPLY 

6. A. Was the applicant affiliated with one or more national tele-

vision networks during the past license period' 

Eli YES El NO 

If YES, give name(s) of Network(s) . 

If the applicant had more than one such affiliation, which 

network was the principal source of network programs? 

3. Has the applicant placed in its public inspection file at the appro-

priate times its annual list of those problems, needs and interests 

which, in the applicant's judgment, warranted treatment by its sta-

tion and typical and illustrative programming in response thereto? 

ZI YES Ell NO 

If YES, attach those listings as Exhibit No. 

If NO, attach as Exhibit No. a complete statement of 

explanation. 

B. If a network affiliate, did the applicant regularly carry ( i.e., 

carry more than 50% of the programs offered during the current 
license period) available network news and public affairs 

YES NO 

(I) News 

(2) Public Affairs C] L:".] 

4. Describe in Exhibit No. the procedures applicant has or 

proposes to have for the consideration and disposition of complaints 

or suggestions from the public. 

5. A. State for the most recent composite week ( a) the total number of 

'public service announcements broadcast and (b) the number of 
public service announcements broadcast between SAM - II PM. 

7. In Exhibit No. give a brief description of programs, pro-

gram segments or program series broadcast during the license 

period which were designed for children twelve years old and 
under. Indicate the source, time and day of broadcast, frequency 

of broadcast, and program type. 

(a) (b) 

B. Of the total number of public service announcements broadcast 

during the most recent composite week state ( a) the number 

which in the licensee's judgment were primarily designed to pro-

mote programs, activities, or services of organizations or 

organizational units located in the service area, ( b) the number 

which in the licensee's judgment were primarily designed to 

promote programs, activities or services of organizations or 

organizational units located outside the service area, and ( c) 

the number which in the licensee's judgment do not readily fall 

into either category ( a) or (b) and/or are a combination of both. 

S. A. In the applicant's judgment, does the information supplied in 

the Annual Programming Reports ( FCC Form 303-A) submitted 
during the current license period, the information supplied in 

the annual listings of typical and illustrative programs and 
program segments broadcast to help meet significant problems 
and needs of the service area for the current license period, 

and the information supplied in Questions 5, 6 and 7 above 
adequately reflect its programming during the current licenst• 

period? 

[7.11 YES Ei NO 

(a) (b) (c) 

C. Attach as Exhibit No. one exact copy of the program 

logs for the most recent composite week used as a basis for 

responding to Questions 5, I I, and 12 herein. Applicants utiliz-

ing automatic program logging devices must comply with the 

provisions of Section 73.670(c). 

B. If the answer to A is NO, the applicant may attach as Exhibd 
No. such additional information ( including the listing . if 

entertainment programs the applicant considers to be of 

special merit) as may be necessary to describe accurately 

and present fairly its program service. 

C. If the applicant's programming reflected in the Annual Pro-
gramming Reports submitted during the current license period 

varied substantially from the programming representations 

made in the last renewal application, the applicant may submit 

as Exhibit No. a statement explaining the variations 

and reasons therefor. 
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9. Indicate the minimum amount of time the applicant proposes to devote normally each week to the categories below. Commercial time should be 
excluded in all computations except for the entries in columns 2, 6 and 10 of the total time operating line ( line a). 

ANTICIPATED TYPICAL 
WEEK DATA 

(1) 

FROM 6AM TO MIDNIGHT 

FROM 6PM TO 11PM 
(SPAI to 10PM 

CENTRAL AND MOUNTAIN TIME) 

FROM MIDNIGHT TO 6AM 

ALL 
PROGRAMS 

LOCAL 
PROGRAMS 

ONLY 

ALL 
PROGRAMS 

LOCAL 
PROGRAMS 
ONLY 

ALL 
PROGRAMS 

LOCAL 
PROGRAMS 
ONLY 

MINUTES 

OF 

OPERAllON 

(2) 

PEFCENTAGE 

OF TOTAL 

TIME 

OPERATING 

(3) 2/ 

MINUTES 

OF 

OPERATION OPERATION 

(4) 1/ 

PEKENTAGE 

OF TOTAL 

TIME 

(5) 2/ 

MINUTES 

OF 

OPERATION 

(6) 

PERCENTAGE 

OF TOTAL 

TIME 

OPERATING 

(7) .1,/ 

MINUTES 

OF 

OPERATION 

(8) .1./ 

PERCENTAGE 

OF TOTAL 

TIME 

OPERATING 

(9) ...1/ 

MINUTES 

OF 

OPERATION 

(10) 

PERCENTAGE 

OF TOTAL 

TIME 

OPERATING 

(11) _il 

MINUTES 

OF 

OPERATION 

(12) I/ 

PERCENTAGE 

OF TOTAL 

TIME 

OPERATING 

(13) A/ 

a. TOTAL TIME OPERATING 100% 100% 100% 

b. NEWS 1/ 

C. PUBLIC AFFAIRS —L./ 

d. ALL OTHERS (Exclusive uf entertainment 
and sports) 

_1/ 

1/ Excluding Commercials 
_V Percentages are of the total minutes of operation reported at the top of column 2. 

.1/ Percentages are of the total minutes of operation reported at the top of column 6. 

4/ Percentages are of the total minutes of operation reported at the top of column 10. 
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10. A. State ( a) the minimum total number of public service announcements and (b) the minimum number of public service 
announcements between 8AM - 11PM the applicant proposes to broadcast during a typical week. 

(a) (b) 

B. Of the total number of public service announcements the applicant proposes to broadcast during a typical 
week state ( a) the number which it expects will be primarily designed to promote programs, activities or serv-
ices of organizations or organizational units located in the service area, (b) the number it expects will be 
primarily designed to promote programs, activities or services of organizations or organizational units 
located outside of the service area, and (c) the number which it expects will not fall readily into either cate-

gory ( a) or (b) and/or will be a combination of both. 

(a) (b) (c) 

PAST COMMERCIAL PRACTICES 

11. State 
and 

the number of 60- minute segments during the most recent composite week 
ending with the last full clock hour of each broadcast day) containing the 

(beginning with the first full clock 
following amounts of commercial 

hour 
matter: 

A. Up to and including 8 minutes 

B. Over 8 and up to and including 12 minutes 

C. Over 12 and up to and including 16 minutes 

D. Over 16 minutes 

List 
of broadcast. 

each segment in category D above, specifying the amount of commercial time in the segment, and the day and time 

Segment 
Amount of Commercial Time 

in Segment 
Day and Time Broadcast 

If more space is needed continue in Exhibit No. 

12. State the number of 60- minute segments 
the most recent composite week containing 

in the 6PM - 11PM ( SPM - lOPM Central 
the following amounts of commercial 

and Mountain Time) time period 
matter: 

during 

A. Up to and including 8 minutes 

B. Over 8 and up to and including 12 minutes 

C. Over 12 and up to an including 16 minutes 

D. Over 16 minutes 

List each segment in category D above, 
broadcast. 

specifying the amount of commercial time in the segment, and the day and time 

Segment 
Amount of Commercial Time 

in Segment 
Day and Time Broadcast 

If more space is needed continue in Exhibit No. 
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13. A. In the applicant's judgment, does the information supplied in questions 11 and 12 adequately reflect its commercial 

practices during the current license period? 

Eii YES [ _ [ NO 

B. If NO, applicant may attach as Exhibit No. such additional material as may be necessary to describe adequately 

and present fairly its commercial practices. 

C. If the applicant's commercial practices for the period covered by Question 11 and 12 varied from the representations 

made in the applicant's last renewal application the applicant may explain in Exhibit No. the variations and 

the reasons therefor. 

14. Submit as Exhibit No. each one hour or 1/2 hour segment of programming designed for children twelve years old and 

under broadcast during the license period which contained commercial matter in excess of: 

(a) 12 minutes per hour or 6 minutes per half-hour on weekdays (Monday through Friday), or 

(b) 91/2  minutes per hour or 4 3/4 minutes per half-hour on weekends (Saturday and Sunday). 

For each programming segment so listed, indicate the length of the segment ( i.e. one hour or ih hour) and the amount of 

commercial matter contained therein. 

PROPOSED COMMERCIAL PRACTICES 

15. What is the maximum amount of commercial matter in any 60- minute segment which the applicant proposes normally to 

allow? 

If the applicant proposes to permit this amount to be exceeded at times, state in Exhibit No. under what circumstances 

and how often this is expected to occur, and the limits that would then apply. 

16. What is the maximum amount of commercial matter in any 60- minute segment between the hours of 6PM - 11PM ( SPM - 10PM 

Central and Mountain Time) which the applicant proposes normally to allow? 

If the applicant proposes to permit this amount to be exceeded at times, state in Exhibit No. under what circumstances 

and how often this is expected to occur, and the limits that would then apply. 

17. A. What is the maximum amount of commercial matter per hour the applicant proposes to allow in programs broadcast on 

weekdays (Monday through Friday) which are designed for children twelve years old and under? 

If the applicant proposes to permit this amount to exceed 12 minutes, state in Exhibit No. under what circumstances 

and how often this is expected to occur, and the limits that would then apply. 

B. What is the maximum amount of commercial matter per hour the applicant proposes to allow in programs broadcast on 
weekends (Saturday and Sunday) which are designed for children twelve years old and under? 

If the applicant proposes to permit this amount to exceed 91/2 minutes, state in Exhibit No. under what cir-

cumstances and how often this is expected to occur, and the limits that would then apply. 

NOTE: Unless otherwise indicated, it is assumed that proportional commercial time limits apply to 1/2 hour segments 

for the purpose of this question. 
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ATTACHMENT A  

Attention is invited to the Commission's " Report and Statement of Policy Re: Commission En Banc Pro-
gramming Inquiry" released July 29, 1960 - FCC 60-970 (25 Federal Register 7291; 20 Pike and Fischer Radio 
Regulation 1902). 

Pursuant to the Communications Act of 1934, as amended, the Commission cannot grant, renew or modify 
a broadcast authorization unless it makes an affirmative finding that the operation of the station, as proposed, 
will serve the public interest, convenience and necessity. Programming is the essence of broadcasting. 

A broadcast station's use of a channel for the period authorized is promised on its serving the public. 
Thus, the public has a legitimate and continuing interest in the program service offered by the station, and it 
is the duty of all broadcast permittees and licensees to serve as trustees for the public in the operation of 
their stations. Broadcast permittees and licensees must make positive, diligent and continuing efforts to pro-
vide a program schedule designed to serve the needs and interests of the public in the areas to which they 

transmit an acceptable signal. 

In its above-referenced "Policy Statement," the Commission has indicated the general nature of the in-
quiry which should be made in the planning and devising of a program schedule: 

"Thus we do not intend to guide the licensee along the path of programming, on the contrary, the licen-
see must find his own path with the guidance of those whom his signal is to serve. We will thus 
steer clear of the bans of censorship without disregarding the public's vital interest. What we pro-
pose will not be served by pre-planned program format submissions accompanied by complimentary 
references from local citizens. What we propose is documented program submissions prepared as the 
result of assiduous planning and consultation covering two main areas, first, a canvass of the listen-
ing public who will receive the signal and who constitute a definite public interest figure, second, con-
sultation with leaders in community life-public officials, educators, religious (groups), the entertain-
ment media-agriculture, business, labor, professional and eleemosynary organizations, and others who 
bespeak the interests which make up the community." 

Over the years, experience has shown both broadcasters and the Commission that certain recognized 
elements of broadcast service have frequently been found necessary or desirable to serve the broadcast needs 
and interests of many communities. In the Policy Statement, referred to above, the Commission set out 
fourteen such elements. The Commission stated: 

"The major elements usually necessary to meet the public interest, needs and desires of the com-
munity in which the station is located as developed by the industry, and recognized by the Commis-
sion, have included: (1) Opportunity for Local Self-Expression, (2) The Development and Use of Local 
Talent (3) Programs for Children, (4) Religious Programs, (5) Educational Programs, (6) Public Af-
fairs Programs, (7) Editorialization by licensees (8) Political Broadcasts, (9) Agricultural Programs, 
(10) News Programs, (11) Weather and Market Reports, (12) Sports Programs, (13) Service to Minority 
Groups, (14) Entertainment Programming." 

It is emphasized that broadcasters, mindful of the public interest, must assume and discharge responsi-
bility for planning, selecting and supervising all matter broadcast by their stations, whether such matter is 
produced by them or provided by networks or others. This duty was made clear in the Commission's Policy 
Statement, page 14, paragraph 3: 

"Broadcasting licensees must assume responsibility for all material which is broadcast through 
their facilities. This includes all programs and advertising material which they present to the 
public. With respect to advertising material the licensee has the additional responsibility to 
take all reasonable measures to eliminate any false, misleading, or deceptive matter and to 
avoid abuses with respect to the total amount of time devoted to advertising continuity as well 
as the frequency with which regular programs are interrupted for advertising messages. This 
duty is personal to the licensee and may not be delegated. He is obligated to bring his posi-
tive responsibility affirmatively to bear upon all who have a hand in providing broadcast matter 
for transmission through his facilities so as to assure the discharge of his duty to provide (an) 
acceptable program schedule consonant with operating in the public interest in his community. 
The broadcaster is obligated to make a positive, diligent and continuing effort in good faith, to 
determine the tastes, needs and desires of the public in his community and to provide pro-
gramming to meet those needs and interests. This, again, is a duty personal to the licensee 
and may not be avoided by delegation of the responsibility to others." 
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FCC Form 303-A Page 2 

INSTRUCTIONS FOR FCC FORM 303-A 

Filing Requirements 

All commercial television licenseea/permittees must file 
this form annually before February I. The data to be filed 
is to be taken from the programming for the composite week 

shown in the enclosed notice. Return two copies of the form 
(one with the mailing label) and two copies of the program 

descriptions to the FCC. Washington, D.C., 20554. A third 

copy of the form including program descriptions is to be 

placed in the licensee's public inspection file along with a 

copy of the program logs for the composite week in accordance 

with section I.526(a) ( 8) of the Commission Rules. 

For each program included in the categories of ' public 

affairs' and all others'. che date and time of broadcast, 

duration, source ( see definition 2 below) and a brief descrip-

tion should be submitted with this form. For each program 

in the category of ' news', the date and time of broadcast, 

duration, and source ( see definition 2 below) should be sub-

mitted with this form. Write the station call sign on each 

page of these attachments. 

Guidelines 

I. Stations in the Central and Mountain Time nones are 

to use the time classification of 5-10 PM in place 
of 6-1I PM, 

2. Report all time in minutes rounded to the nearest 

minute. Round all percentages to the nearest tenth 

of a percent. 

3. Include commercial matter ( see definition (( e) below) 
in line I. columns A. C and E. Exclude all commer-
cial matter from all other program categories ( Lines 
2, 3. 4, 5, 6, 7, and it, all columns). 

4. Satellite stations are to report as local programs 

only those programs that the satellite station origi-

nates itself. Definition 1 ( d) below should be 

followed in determining what is considered local. 

5. In reporting network affiliation, write ABC. CBS, or 

NBC if affiliated: write IND if not affiliated. If 

affiliated with more than one network during the 

composite week, write the primary affiliation first 

followed by the secondary affiliation(s). 

Definitions 

I. The following definitions are to be used in fur-

nishing the information called for in the Annual 

Programming Report: 

(a) News includes reports dealing with current local, 

national and international events, including 
weather and stock market reports: and commentary, 

analysis, or sports news when they are an inter 
grist part of a news program. 

(b) Public Affairs Programs are programs dealing 
with local, state, regional, national or Inter-
national issues or problems. including, but not 
limited to, talks, commentaries, discussions, 
speeches, editorials, political programs, docu-
mentaries, mini- documentaries, panels, roundtables 

and vignettes, and extended coverage ( whether 
live or recorded) of public events or proceedings. 
such as local council meetings, congressional 
hearings and the like. 

(r) All Other non-entertainment/non-sports includes 
all other programs which are not intended pri-
marily as entertainment. ( Entertainment includes 

music, drama, variety, comedy. quiz, etc.) Do 
not include play-by-play sports programs. Pre 

or post.game related activities and separate 
programs of sports instruction, news, or infor-
mation ( e.g. fishing opportunities, golfing 
instructions. etc.). 

(d) A Local Program is any program originated or 
produced by the station, or for the production 
of which the station is substantially responsi-
ble, and which also employs live talent more 
than 50% of the time. Such a program, taped, 
recorded or filmed for later broadcast shall be 
classified as local. A local program fed to a 
network shall be classified by the originating 
station as local. All non- network and non. 
syndicated news programs may be classified as 
local. Programs primarily featuring syndicated 
or feature films, or other non- locally recorded 
programs shall not be classified as local, even 
though a station personality appears in connec-
tion with such material. However, identifiable 
units of such programs which are live and sep-
arately logged as such may be classified as 
local ( e.g., if during the course of a feature 
film program a non- network 2- minute news report 
is given and logged as a news program, the 
report may be classified as local). 

(e) Commercial Matter includes commercial continuity 
(network and non- network) and commercial 
announcements ( network and non- network) as 
follows: 

(1) Commercial Continuity is the advertising 
 ge of a program sponsor. 

(2) A Commercial Announcement is any other 
advertising  ge for which a charge is 
made, or other consideration is received. 

(a) Included are " bonus. spots, tradeout 
spots, and promotional announcements 
of a future program where considera-
tion is received for such an announce-
ment or where such announcement identi-
fies the sponsors of the future 

program beyond mention of the 
sponsor's name as an integral part of 
the title of the program ( e.g., 
where the agreement for the sale of 

time provides that the sponsor will 
receive promotional announcements, 
or when the promotional announcement 
contains a statement such as 

.IGMORRON SEE -- NAME OF PROGRAM --
BROUGHT TO YOU BY -- SPONSOR'S 
NAPE . 1. 

(b) Other announcements including but not 
limited to the following are not 
commercial announcements: 

(I) Promotional announcements, except 
as defined above 

(2) Station identification announce-
ments for which no charge is 
made 

(3) Mechanical reproduction announce-
ments 

(4) Public service announcements 

(5) Announcements made pursuant to 
Section 73.654(d) of the Rules 
that materials or services have 
been furnished as an inducement 
to broadcast a political program 
involving the discussion of con-
troversial public issues 

(6) Announcements made pursuant to the 
local notice requirements of Sec-
tions 1.580 ( pre- grant) and 

1.594 ( designation for hearing) 
of the Rules. 

2. Sources of programs are defined as follows: 

(a) A local program - See instruction 1 ( d) above. 

(b) A network program is any program furnished to the 
station by a network ( national, regional or 
special). Delayed broadcasts of programs orig-
inated by networks are classified as network. 

(c) A recorded program is any program not defined In 
(a) and ( b) above, including without limitation, 
syndicated programs, taped or transcribed pro-
grams, and feature films. 

CERTIFICATE 

I certify that I am  of   

Offer to( ',lc (Exert tree name 1411,11Se, or permitter) 
that all the statements made in this report and attached exhibits are considered material representations, and that all the exhibits are a material part hereof and are incorporated herein as if set out in full in the 
report; that the statements contained in this report are true, complete, and correct to the best of my knowledge and belief, and are made in good faith. 

(Signature) 
Any person who willfully makes false statements on this report can be 

punished by fine or imprisonment. U S Code, Title 18. Section 1001. 

19 

Person to whom inquiries may be directed 
(please type or prof( 

Name   

Area Code Phone   



FCC Form 302 Section IV 

STATEMENT OF PROGRAM SERVICE OF 

BROADCAST APPLICANT 

Name of applicant: I FOR COMMISSION USE ONLY 

APPLICATION FOR RENEWAL OF NONCOMMERCIAL 
EDUCATIONAL TV, FM, OR STANDARD BROADCAST STATION LICENSE 

1. Sources of programs ore defined as follows: 
A local program ( L) is any program or.giriated or 

DEFINITIONS FOR 

produced by the station, 
or filmed by the 
by the originating 

shall not be classified 

not falling within 
by a local 

the station by a network 
Network, etc. 

above, including, 

PROGRAM DATA 

employing live talent more than 50°.; of the time, and using the studios 
station for later broadcast shall be classified as local. A program pro-

station as local. Programs primarily featuring phonograph records, syndi-
as local even though a station personality appears incidentally to in-

the definition of " local" above, which utilizes phonograph records, elec-
announcer, or other station personnel. 

(national, regional or speciol) such as NET, N 4EB Radio Tope 

without limitation, syndicated film, taped or transcribed programs, and 

level of educational institution in the regular instructional program of the 
examples of instructional programs. 

credit is given. 

aspect predominates such as drama or concert, opera or dance. 

editorials, forums, panels, round tables, and similar programs pri-

or other light entertainment. 

General Education, Performing Arts, Public Affairs or Light 

or other facilities of the station. A local program recorded 
duced by a station and fed to a network shall he classified 
cated or feature films or toped or transcribed ryograms, 
troduce such material. 

A record program (PEC) (radio only) is any program, 
trical transcriptions or taped music, with or without commentary 

A network program ( H) is any program furnieed to 
Network, Eastern Educational Network, Educational Radio 

Other Programs (oTHr.n) ore any programs not defined 
feature films. 

1. Types of educational programs are defined os iollows: 
Instructional ( I) includes all programs designed to be utilized by any 

credit courses ore 

for which no formal 

in which the performing 

speeches, documentaries, 
or problems. 

of popular music 

the definitions of Instructional, 
be reported as '' other.'' 

institution, in-school, in-service for teachers, and college 

General Educational (GEN) is an educational program 

Performing Arts ( A) is a program, live or recorded, 

Public Affairs ( PA) includes talks, discussions, 
marily concerning local, national, and international affairs 

Light Entertainment ( LE) includes programs consisting 

Other ( 0) includes all programs not falling within 
'Tntertainment. Such programs as news or sports should 

PROGRAM DATA 

1. ( a) Attach as Exhibit No. Program Logs for a full week 
of operation: 

(1) from the school term during which the application is filed, or 

(2) if suc' term began less than 00 dnys before the date of filing 
the application, from the school term immediately preceeding the 
school term during which the application is filed. 

(b) State for the week submitted in 1(a) above the sign-on and sign-off 
time and total hours for weekdays, Saturday, and Sunday. 

'. Veekclays Saturday Sunday 

Sign-on 

Sign-off 

Total hours on air Total 

(c) State for a full week submitted in 1(o) above the portion of the 
schedule obtained from the following sources (totals to equal 1nO°7.): 

Source Hours Percentage 

(d) State for a full week submitted in 1(a) above the amount of time devoted 
to the following types of programs (totals to equal 1('r): 

Type of Program Hours Percentage 

1. Instructional 

?. General Educational 

1. Performing Arts 

4. Public Affairs 

5. Light !Entertainment 

6. Other 

loon; 
Total 

1. Local program 

2. Record program ( Radio only) . 

3. Network program 

4. Other 

100% 
Total 

2. noes applicant contemplate any material changes in future program service? 

YES ci NO 
If " Yes", submit as Exhibit No. a statement indicating what they are. 

3. \;i II the station be affiliated with any network? 

YES [I) NO 

If "Yes-, give the name of the network(s). 

NOTE: The NET, NAEB Podio Tape Network, Educationa I Radio Network, and the Eastern Educational Network are examples of educational networks. 
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FCC Form 342 STATEMENT OF PROGRAM SERVICE Section IV, page 2 

4. Is the station for which renewal is requested a Class D FM facility (" 10- watt'') as defined by Section 73.504 ( b)(1) of 
the Commission's rules or is the programming of the station wholly " instructional" as that type of programming is de-
fined above? 

LI YES If Yes, omit questions S through 7 . 

El No 

5. 

1 

Has the applicant placed in its public inspection file at the appropriate times the required documentation relating to its 
efforts to ascertain community problems, needs and interests? 

r---1 YES 

L.] NO If No, attach as Exhibit No. a complete statement of explanation. 

Radio applicants, attach as Exhibit No. the narrative description of these efforts as required by Section 1.527 ( b) 
of the Commission's rules. 

Television applicants, attach as Exhibit No. the narrative description of the public survey as required by 
Section 1.527 ( c)(2)(ii) of the Commission's rules. 

6. Television applicants, attach as Exhibit No. your community leader checklist for the preceding license term. 

7. Has the applicant placed in its public file at the appropriate times its annual list of those problems, needs and interests 
which, in the applicants judgment, warranted treatment by the station, and the typical and illustrative programming broad-
cast in response thereto? 

YES If Yes, attach those listings as Exhibit No. 

NO If No, attach as Exhibit No, a complete statement of explanation. 
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ASCERTAINMENT 

The FCC in late 1975 modified the rules on ascertainment of 
community needs to require stations to continually ascertain. In the 
past the requirement was to conduct the ascertainment during the period 
six months prior to the license renewal date. Despite this change, the 
mechanics of ascertainment have remained the same; a station must 
ascertain the needs of both the general public and community leaders. 

The ascertainment of the general public may be done by a research 
organization. Many stations do their own ascertainment; ascertainment 
for the stations in Pittsburgh, Pennsylvania, was conducted in 1975 by 
the University of Pittsburgh; and MediaStat, a research firm in Los 
Angeles, does ascertainments for stations across the country. According 
to the 1976 Primer on Ascertainment,' the general public survey may 
either be conducted throughout the license period or at a specified time. 

The community leaders must be interviewed primarily by station 
management; recent rules, however, allow a percentage to be interviewed 
by non-management. A sample form for recording the results of community 
leader interviews is found in this sub-section, as well as a categori-

zation of responses from such interviews. 

The station, having determined the needs of the community, groups 
needs under problem areas. The problem areas are discussed by the 
station management, and a list of programs responsive to the ascertained 
needs is compiled. Two examples of programming proposals, one broad and 
one specific, are included. Radio stations file ascertainment results 
with their renewals, but television stations are required to prepare an 

annual list of problems and programming responsive to the problems. 

A final portion of the ascertainment sub- section contains two 

examples of the routine handling of complaints and suggestions by the 
public. 

Federal Communications Commission, Ascertainment of Community 
Problems by Broadcast Applicants, Primer, Federal Register, 41 ( January 
7, 1976). 
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NATIONAL ASSOCIATION OF BROADCASTERS 

1771 N STREET. N.W. • WASHINGTON. D.C. 20036 • ( 202) 293-3500 

ASCERTAINMENT OF COMMUNITY PROBLEMS AND NEEDS 
THE PRIMER AND ITS REQUIREMENTS  

I. General 

A. Period and scope of community survey. 

1. Survey of community leaders must be on continuing basis. 
General public survey can be either continuous or within 

some soecific period during license term. 

2. Primary emphasis of community leader survey on community 
of license, secondary emphasis outside that area. In no 
event must station survey beyond 75 miles and can omit 
communities within its service area for good reason, e.g., 
service provided by local stations. Survey of general 

public is limited to city of license. 

3. Stations licensed to communities of 10,000 or less which 

are not part of an SIvSA are exempted from all requirements 
Of the primer except the annual listing of problems and pro-
grams. (See IV at p. 4)* 

B. Purpose of survey to ascertain problems, needs, and interests 
of public -- not programming tastes. 

C. Compositional data on city of license. 

1. Stations now must have following data in their public file: 

a. Total population 

b. Numbers and proportions of: 

(i) Males and females 
(ii) Minorities 
(iii) Youths ( 17 and under) 

(iv) Elderly (65 and older) 

*Exempt stations are still required to ascertain the problems of their service 
areas but the FCC will avoid any inquiry into how these stations discerned 

which particular problems would be covered. 
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II. The Community Leader Survey 

A. Nineteen institutions and elements which must be covered 

by community leader surveys. 

1. Agriculture 

2. Business 

3. Charities 
4. Civic, Neighborhood and Fraternal Organizations 

5. Consumer Services 

6. Culture 

7. Education 
8. Environment 
9. Government (local, county, state & federal) 

10. Labor 
11. Military 
12. Minority and ethnic groups 
13. Organizations of and for the Elderly 

14. Organizations of and for Women 
15. Organizations of and for Youth (including children) 

and Students 
16. Professions 
17. Public Safety, Health and Welfare 
18. Recreation 
19. Religion 

B. Number of leaders which should be consulted during license 
term to insure quantitative sufficiency of survey. 

Population of city Number of 
of license Consultations 

10,001 to 25,000 60 

25,001 to 50,000 100 
50,001 to 200,000 140 
200,000 to 500,000 180 

Over 500,000 220 

C. Conduct of community leader survey. 

1. Cannot be conducted by professional research firm. 
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2. Up to 50% of interviews may be conducted by nr)n-manage-
ment level employees under direction and supervision of 
principal or management level employee. 

3. In addition to formal ascertainment interviews, station may 
take credit for interviews conducted during business meet-

ings, luncheons, on-the-air broadcasts, and news interviews. 

4. Joint consultations permitted where: 

a. All leaders on roughly equivalent plane. 
b. Leaders have ample opportunity to expresa opinions 

on problems, needs and interests of community. 
c. Each licensee has opportunity to question each 

leader. 

5. Face to face interviews preferred but telephone may be usnd, 

particularly as to outlying areas, as long as no over-reliance 
on use of phone. 

D. Documentation of community leader interviews. 

1. Within 30-45 days of interview, station must place follow-
ing report in its public file:** 

a. Name and address of leader. 
b. Institution or element repres'ented. 
c. Date, time and place of interview-. 
d. Problems, needs or interests discussed (leader 

can request confidentiality on this informatioffl. 
e. Name of interviewer (if non-management level 

employee, must also include name of principal 
or managemerit person who reviewed the employee's 
report and date of review). 

2. On filing for licenze renewal, station must submit a check-

list showing number of leaders interviewed during License 
term in the 19 enumerated categories.*** 

**Suggested form attached as Attachment A. 
***Suggested form_attached as Attachment B. 
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III. General Public Survey  

A. Conduct of public survey. 

1. Must consult with random sample of public. 

2. No set number or formula has been adopted by the FCC. 

3. Interviews may be conducted by professional research 
service, principals or station employees. Non-manage-
ment :evel employees must be supervised by superiors. 

B. Documentation to be placed in public inspection file. 

1. Description of method used to insure random sampling 

of general public. 

2. Number of people consulted. 

3. Ascertainment results of survey. 

IV. Programming  

A. Station does not have to treat all problems ascertained. In 
selecting problems to be treated, station may consider pro-

gramming of other area stations as well as its own format 

and audience composition. 

B. Problems may be treated in programs, news and public service 
announcements but the latter two categories should not be 

used exclusively. 

C. Documentation of programming efforts to meet ascertained 

community problems. 

1. Annually, on anniversary of renewal filing date, all stations 
must Place in public file list of no more than ten significant 
problems ascertained during previous year. 

2. As to each problem, licensee must list typical and illustra-
tive programs broadcast in response to those problems, in-
cluding title, source, type, brief description, time broad-

cast and duration. 

3. On filing for license renewal, station must submit current 
annual listing of problems and programs as well as the 
listings for the two previous years. 
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PUBLIC QUESTIONNAIRE "A" 

City or County Interviewer 

Tel. Directory Date of Interview 
Tract /I if Personal Interview 

(Check One) 
Telephone#   

Address if Personal Interview Male Female teen ( 12-17) 

I. What do you think of the (City) area as a place to live?   

2. Thinking of all the things which you, yourself, consider important, what would you say 
are the most important problems or needs of the (City) area at this time? 

Any others? 

2a. (Of those giving single word answers, i.e., crime, school, drugs, etc.) 
You mentioned (name problem or need). In what way? 

3. As of now, what do you consider the one most important problem in the (City) area? 

4. In your opinion, is there any one problem which you think deserves more attention than 
it is receiving? NO   YES   

If NO skip to Question 5. If YES ask Question 4a. 

4a. (If YES to 4) Which one? 

5. In addition to those you, yourself, consider most important, what other problems are 
there in the (City) area? 

Any others? 

6. (To be asked of those having named at least two problems up to now) 
Looking ahead three to five years, which of the problems you have mentioned are most 
likely to see improvement? 

6a. Which do you think are likely to become worse?   

6b. (To be asked of those having named only one problem up to now. For all others skip to 
Question 7)Looking ahead three to five years on the problem you mentioned, 
blame problem or need) do you think it is likely to see improvement or become 
worse in that time? (Check ono 

See Improvement Become Worse 
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"A" QUESTIONNAIRE PAGE 2 

Before asking Question 7, say: To help establish the fact that this survey 
provides a representative cross-section of the (City) area population, your 

answers to the next few questions will be helpful. 

7. What is your occupation?   

8. Now, will you please tell me which of these age groups includes you? 

12-17 18-34 35-49   50 +   

9. What was the last year of school completed? 

Less than High School: 
High School: Some   Completed   
College: Some   Completed   
Advanced Degree: Some   M.A.   Ph.D.   

10. Which foreign language, if any, do you speak?   

II. Where did you first learn to speak  ? (Name each language respondent 

mentioned as speaking and record answer for each) 

12. It is important that we have a representative sample of the general public in this 
survey. Which racial group are you a part of?   

(AID ONLY IF NEEDED) For example, White, Black, or any other ( specific) race. 

13. Looking at it from an ethnic or nationality point of view, how would you identify 

or describe yourself?   

(AID ONLY IF NEEDED:) For example, the U.S. Census uses terms like (List groups 
appropriate to the market, per Census ) among many others. How would you 

identify or describe yourself in such a way? 

THIS TERMINATES THE INTERVIEW 

May 3, 1974 
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COMMUNITY LEADER ASCERTAINMENT INTERVIEW: Example B 

COMMUNITY LEADER: 

TITLE/AFFILIATION: 

DATE: 

INTERVIEWER: 

I. What, in your opinion, are the most critical problems we are facing in 
our area today? 

(IF ABOVE ANSWER FOCUSES ON NATIONAL ISSUES ONLY, ASK la.) 

la. In your opinion, are these our most critical local problems? If not, what 
would those problems be? 

2. Are there any other problems which you are aware of in our community or in 
your own field of involvement? 
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• 

Problems Mentioned 

SURVEY OF COMMUNITY LEADERS 

TOTAL 
MENTIONS 

I. ECONOMY 

Unemployment 141 
Inflation/Recession 127 
Funding Resources 125 
Economy General 116 
Job Opportunities 62 

571 

2. GOVERNMENT 

Lack of Leadership 144 
Other aspects, Lack of & Poor 

Planning, Bureaucracy, etc. 109 
Unresponsiveness 102 
Corruption 45 
Lack of Confidence 44 

444 

3. CRIME 

Crime/Fear of Crime 195 
Gang Warfare, Violence 49 
Other Aspects ( Vandalism, Fraud, 

Rape, Etc.) 38 
Juvenile Delinquency 32 
Rebellion Aganst Authority 16 

330 

4. EDUCATION 

Quality Education 
Educational Options ( Vocational 

Training) 

198 

59 

257 
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I 

DISCUSSION OF PROBLEM 

CRIME -- including fear of crime, crime in the streets, 
gangs and gang warfare, robbery, rape, burglaries, 
muggings, etc. 

The survey of public opinion indicates that crime and lawlessness 
and all related facets are a principal concern of people generally. It was 
by far the most mentioned of all problems in the public survey. Among 
surveyed community leaders, this problem is also ranked very high--number 
three in terms of mentions. Verbatim responses of both samplings are similar, 
expressed in such phrases as "too much crime," "crime here is terrifying," 
"you can't walk the streets because of crime," and " people are afraid to go 
out at night." Specific crimes such as mugging, purse snatching and burglary 
are also mentioned; but the fear of crime seems to override the specifics. 

Black persons tend to respond much the same as white persons 
except that they are often more specific and gang violence and related 
crimes are a repeated concern. White persons and black alike express opinions 
that police services are inadequate and inefficient. The need for greater 
police services are inadequate and inefficient. The need for greater police 

visability and accessibility is a frequently heard demand. Complaints about 
the laxity of the courts are also frequent. There is widespread discontent 
with the criminal justice system. 

If there is a difference between the ways community leaders and 
the general public express their concerns about this problem area, it may 
be one of perspective. People generally tend to perceive a problem in terms 
of daily realities. Leadership types, however, tend to view problems 
philosophically as they relate causatively to wider social complexities. 

What seems beyond dispute from these surveys is the fact that 
both the reality and the fear of crime are determining factors which are 
contributing most to the removal of people from urban centers and to the 
creation of an atmosphere in all urban areas which is not conducive to their 
growth and development. As much as back alleys or secluded nooks, deserted 
streets provide the occasion for crime. 
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CHANGES IN THE STATION'S PROGRAM PLANS  

As a result of its intensive ascertainment of community 

leaders and its survey of the general public, WBBB-TV has determined 
that there should be a shifting of emphasis and redefinition of the problems 
facing the community which it will undertake to serve. Such problems 

as drugs and alcohol abuse, community attitudes and the quality of 
government now appear to require greater emphasis and such specific problems 
as those relating to youth, ecology and poverty seem less significant, although 
they are now containea within broader, redefined problem categories. Our 
problem lists previously covered the following categories: economy, 
unemployment, poverty, housing, transportation, race relations, education, 
crime and law enforcement, youth and parental supervision, and the 
energy-ecology crisis. We expect our future programs to address: 

I. The Economy -- including cost of living 
inflation, unemployment, food and utility 
costs, etc. 

2. Crime -- including fear of crime, crime in the 
streets, gangs and gang warfare, robbery, rape, 

burglaries, muggings, etc. 

3. Government -- including lack of leadership, 
unresponsiveness, lack of confidence, 
corruption, the bureaucracy, lack of 

planning, etc. 

4. Lack of Services -- including social services 
local services, public utilities, etc. 

5. Education -- including quality education, 
educational options, financing and busing, etc. 

6. Transportation -- including public transit, 
streets, roads, highways, traffic, etc. 

7. Housing -- including urban decay and 
improvement, shortage, conditions, etc. 

8. Racism -- including race relations, 
integra'ion, discrimination, etc. 

9. Drug and Alcohol Abuse -- including 

permissiveness and lack of parental 
supervision and involvement, family 
breakdown, lack of recreation, etc. 

10. Attitudes -- including apathy, lack of 
involvement, lack of communication, 

negativism, etc. 
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With respect to these problem areas, we presently anticipate 
addressing them with essentially the same program vehicles described 
in the April I, 1975 Annual Problems Listing. 

In addition, we have over the past three years, and pursuant 
to a commitment made to the Commission in connection with the acquisition 
of WBBB-TV, devoted substantial resources to the development of programs 
of special interest to the area's minorities. These programs were funded 
by the licensee and developed by a minority advisory committee. 

The term of this commitment has passed. We intend, however, 
functionally to preserve the important public interest benefits which 
we believe were achieved pursuant to it. Thus, in the past we assisted 
in and funded the production of minority programs conceived by the 
committee. We now have established a fully operational production unit on 
the station's staff which will develop and produce a wide range of programs 
of special interest to minorities. We are also soliciting minority 

oriented programs developed by independent sources. Finally, while the 
minority advisory committee that was created is no longer operational, it 
is our desire to develop a new committee that will advise the station's 
in-house production unit on program ideas and possible community experts 
who can assist in the implementation of the ideas. We also hope that the 
committee will act as a catalyst for independently-produced programming. 
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TYPICAL AND ILLUSTRATIVE PLANNED 
PROGRAMMING TO MEET COMMUNITY  

NEEDS AND INTERESTS 

Introduction 

WBBB-TV in the past and the present has established through its diverse 
schedule of Public Affairs, News and Instructional Programming, practice 
of presenting important material directly related to community issues, needs 
and concerns. In the new license period we will continue this policy and 
expand our programming with special emphasis on those major community needs 
revealed in Exhibit 2. WBBB-TV plans to include a significant amount of 
this programming in the 6:00 - 11:00 p.m. time period. This prime time 
programming will include two locally produced weekly Public Affairs, 
Instructional or News Programs, hereafter described. WBBB-TV will also 
continue its practice of monthly local specials as well as the broadcast of 
CBS News and Public Affairs programs in prime time viewing hours. 

The discussion which follows, presents some of WBBB-TV's present 
programming plans for the forthcoming license period. The station 
intends to continue community needs ascertainment regularly over the next 
three years and cannot predict that community priorities will remain as 
they presently are. Whatever the problems may be, WBBB-TV will continue 
to broadcast programs either the same as, or similar to those described 
throughout this exhibit in order to meet those needs of the community. 

WBBB-TV IMPACT CONCEPT 

Local - All Time Periods - Monthly 

Frequently community issues are of such overriding importance that no 
single program will have the kind of impact necessary to focus public attention 

and galvanize the community into action. WBBB-TV, in its continuing attempt 
to address the major needs and concerns of the people of the Pittsburgh area, 

has devised a coordinated approach called the " Impact Concept." Under 
this concept, the full spectrum of local programming will be dedicated to 

exploring a single concern. WBBB-TV anticipates that during the coming 
license period, each of the major ascertained needs, interests, and problems 

will be the subject of an Impact Week. Additional Impact Weeks will 
deal with the other subjects developed during the course of the year. 
WBBB-TV anticipates that it will deal with, on the average, one topic per 
month through the use of its Impact Week Concept. 
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The components of the Impact Plan are: 

I). A prime time special program discussing the most important 
aspects of the problem. 

2). Concentration on the impact subject in the Monday through 

Friday afternoon program, "The Afternoon Show", in the live 
interview segment of this series. 

3). Multi-part documentary report on the impact subject during 
the 6:00 or 7:00 p.m. and 11:00 p.m. News Programs. 

4). Treatment of the impact subjects in at least one of the 
following series: 

a) Black Scope - A half-hour time program concentrating 
on news and issues of the black community. 

h) Who's News - A news interview program that deals 
with contemporary subjects. 

e) Women - An interview series primarily designed to deal 
with the problems faced by women in our society. 

5). Editorials and rubuttals will be broadcast on the impact subject 
during the week of the special programming. 

6). A significant number of promotional announcements broadcast to 
inform the public of the programs in the Impact Week. 

7). A public service campaign with a significant number of specially 
produced public service announcements will be timed with the 
Impact Week. 
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COMPLAINTS AND SUGGESTIONS  

PROCEDURES FOR CONSIDERATION AND DISPOSITION OF COMPLAINTS OR SUGGESTIONS: EXAMPLE "A" 

WBBB-TV maintains regular procedures for consideration and disposition of 

complaints and suggestions received f-om the public. 

I. General audience mail is initially directed to either the General 

Manager or Program Director. General audience mail is either answered 

if an answer is required or acknowledged if no specific answer is 

required. Copies of viewer letters concerning the operation of WBBB-TV 

and its progranming efforts are maintained in the public file in 

accordance with established FCC regulations ( see 47 CFR 73,1202(f)). 

2. The WBBB-TV switchboard is open from 8:30 AM to 11:30 PM Monday 

through Friday and 10:00 AM to 10:00 PM Saturday and Sunday. A 

telephone answering service is maintained during all other hours. 

Both the WBBB-TV switchboard and answering service are provided key 

WBBB-TV management home telephone numbers to transmit important 

messages received by telephone during non- business hours. 

Mail and telephone calls are handled by the applicable department as follows: 

Advertising Department. Mail or calls dealing with schedule changes or 

information about specific programs, information for students, requests 

for station tours, tickets to NBC programs and general information 

requests are handled by the Advertising Department. 

Program Depar-ment. Mail or calls relative to specific programming 

program content, inquiries concerning station programming and referrals 

to NBC sources are handled by the Program Department. 
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Sales. The Sales Department answers mail and calls relative to station 

commercial practices and specific commercial content. 

News Department. The News Department handles calls and mail concerning 

WBBB-TV and NBC news programming, inquiries concerning content of news 

broadcasts and referrals to NBC sources for network news inquiries. The 

News Department also maintains two separate telephone recording services 

for "Action- Line Reporter" calls from the general public and "Consumer 

Affairs Reporter" calls from the general public. Both telephone answering 

devices are transcribed periodically and contents are used to develop on-air 

reports in the community ombudsman area and consumer areas of WBBB-TV 

news broadcasts. Mail relative to these features is kept in the News 

Department and is also included in the selection of topics for on-air 

news features. 

General Manager. Mail and calls of a general nature are routed through the 

General Manager. Included are editorial response requests, requests for 

copies of editorials, equal time requests and miscellaneous calls about 

programming or commercials. Those not answered directly by the General 

Manager are directed to individual departments for response. At all times, 

WBBB-TV makes every attempt to treat all telephone and mail correspondence 

with courtesy. Such an attitude in communication with the general public 

results in quicker, more accurate service to the viewer. 

Mail and telephone inquiries frequently result in WBBB-TV making further follow 

up contact to provide answers to inquiries, suggestions and complaints. WBBB-TV 

management frequently meets with the public to explore program suggestions, 

objections to programs and to obtain input on matters of station operation. 

Documentation of initial contact and any follow up contact is maintained by WBBB-TV. 
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PROGRAMMING POLICY 

COMMISSION POLICY 
ON PROGRAMMING 

FCC 60-970 CIA 

PUBLIC NOTICE 91874 
July 29, 1960 

[Y10:307, Y10:326, 553:24] Commission programming  
policy.  

The communication of ideas by means of radio and 
television is a form of expression entitled to protection 
against abridgement by the First Amendment. The 
fact that one may not engage in broadcasting without 
first obtaining a license does not mean that the terms 
of such a license may be so framed as to unreasonably 
abridge the free speech protection of the First 
Amendment. While the Commission must determine 
whether the total program service of broadcasters is 
reasonably responsive to the needs and interests of 
the public they serve, it may not condition the grant, 
denial or revocation of a broadcast license upon its 
own subjective determination of what is or is not a 
good program. Responsibility for the selection and 
presentation of broadcast material ultimately 
devolves upon the individual station licensee. How-
ever, since broadcasters are required to program 
their stations in the public interest, convenience and 
necessity, the broadcaster's freedom to program is 
not absolute. The Commission may not grant, modify 
or renew a broadcast station license without finding 
that the operation of the station is in the public 
interest. A significant element of the public interest 
is the broadcaster's service to the community, and 
programming is of the essence of radio service. The 
licensee must make a diligent, positive and continuing 
effort to discover and fulfill the tastes, needs and 
desires of the service area. The licensee must also 
assume responsibility for all material broadcast 
through the facilities of the station, including advertis-
ing material, and must take all reasonable measures 
to eliminate any false, misleading, or deceptive matter 
and to avoid abuses of over- commercialization. This 
duty may not be delegated. 

[Y51:304, 153:24] Programming information required 
of applicants.  

The Commission recognizes as major elements of 
broadcast programming, which must be considered in 
determining whether opeeation of a broadcast station 
serves the public interest, ( 1) opportunity for local 
sell- expression, (2) development and use of local 
talent, ( 3) programs for children, (4) religious pro-
grams, (5) educational programs, (6) public affairs 
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programs, (7) editorializing, (8) political broadcasts, 
(9) agricultural programs, ( 10) news programs, ( 11) 
weather and market reports, ( 12) sports programs, 
(13) service to minority groups and ( 14) entertainment. 
These categories are not intended as a rigid mold or 
fixed formula for station operation, but the principal 
ingredient of the licensee's obligation to operate his 
station in the public interest is a diligent, positive and 
continuing effort to discover and fulfill the tastes, 
needs and desires of the community or service area. 
Licensees and applicants will be required, in the future, 
to furnish a detailed statement with each application for 
new facilities, modification or renewal as to the 
measures taken and the efforts made to determine the 
tastes, needs and desires of the community or service 
area, and the manner in which the applicant proposes 
to meet those needs and desires. The applicant must 
show that he has made a canvass of the listening public 
and that he has consulted with leaders in the community 
life, professional and eleemosynary organizations, etc. 

[153:24] Commercial vs. sustaining programs. 

There is no public interest basis for distinguishing 
between sustaining and commercially sponsored 
programs in evaluating station performance. However, 
the licensee must retain the flexibility to accommodate 
public needs. 

January 17, 1975 

[453:658] Prime time access rule. 

The prime time access rule is amended to provide 
that network owned or affiliated stations in the 50 
largest TV markets may present no more than 
three hours of network or off- network programs 
during the hours of 7:00 to 11:00 p.m. E.T. and 
P.T. and 6:00 to 10:00 p.m., C. T. and M. T. 
Certain categories of network and off- network 

programming are not to be counted toward the 
three-hour limitation, viz., programs designed 
for children, public affairs programs, documen-
taries, special news programs dealing with fast-
breaking news events, on- the- spot coverage of 
news events, political broadcasts by or on behalf 

of legally qualified candidates, regular half-hour 
network news programs when immediately adjacent 
to a full hour of locally produced news or public 
affairs programming, runovers of live network cov-

erage of sports events where the event has been 
reasonably scheduled to conclude before prime 
time, broadcasts of international sports events, 

and New Year's Day college football games. 
Prime Time Access Rule, 32 RR 2d 697 [ 1975]. 
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NATIONAL ASSOCIATION OF BROADCASTERS 
1771 N STREET. N.W. • WASHINGTON. D.C. 20036 • ( 202) 293-3500 

November, 1974 
L-410 

MEMORANDUM  

To: Membership 

From: Legal Department 

Subject: SUMMARIZATION OF FCC FAIRNESS REPORT 

In July, 1974, the FCC issued its Fairness Report which restates 
and clarifies the essential principles and policies of the fairness doctrine. 
We have summarized below what are believed to be the principal points of 
the Report. It should be noted that this information is intended only as a 
very brief and general guide to the current parameters of the fairness doc-
trine. Any questions which might arise under a particular set of circum-
stances should be referred to station counsel. 

I. The Affirmative Obligation To Provide Coverage Of Issues Of Public 
Importance.  

A. The Commission reaffirmed the broadcaster's obligation 
under the fairness doctrine to provide coverage of issues 
of public importance. Ordinarily, the problems disclosed 
by the station's ascertainment of community needs will pre-
dominate the list of issues to be covered. 

B. The selection of program material to cover such issues is 
that of the individual licensee. 

C. Except in rare cases where an issue is " so critical or of 
such great public importance" that a licensee could not 
reasonably ignore it, the FCC will not become involved 

in the selection of issues to be covered. Subject to the 
same exception, the licensee is not expected " to cover 

each and every important issue which may arise in his 
community." 
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D. The amount of time to be devoted to news and discussion 
of such issues is left to the judgment of the licensee. 

II. Reasonable Opportunity For Opposing Viewpoints. 

A. The other principal requirement of the fairness doctrine, 

and the one most often cited, is the responsibility of a 
station which presents one side of a controversial issue 
of public importance to afford a reasonable opportunity 
for the presentation of contrasting viewpoints. 

B. Each station must provide the opportunity for presen-
tation of contrasting viewpoints with respect to contro-
versial issues presented over its facilities. The fact 
that opposing views have been aired on other stations 
or in other media serving the same area is immaterial. 

C. Opportunity for opposing views is not required in indi-
vidual programs or series of programs, but only in a sta-
tion's overall programming over a reasonable period of 

time. 

III. What Is A Controversial Issue Of Public Importance? 

A. An issue is not necessarily one of " public importance" 
merely because it has received broadcast or newspaper 

coverage. The degree of media coverage is only one 

factor to be considered. 

B. The Commission suggests that the principal test of " pub-
lic importance" is "a subjective evaluation of the impact 
that the issue is likely to have on the community at large." 

C. The Commission suggests an objective approach to deter-
mining whether an issue is " ccintrovetsial" is to measure 
"the degree of attention paid an issue. ny government offi-

cials, community leaders, and the media." 

D. Absent unusual circumstances, any issue on which the 
general public is asked to vote is presumed to be a con-
troversial issue of public importance, e.g. ballot propo-

sitions. 

E. Discussinn of mere private disputes of no consequence 
to the general public does not trigger the fairness doc-

trine. 
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F. An opportunity for fairness response is not required 

"as a result of offhand or insubstantial statements." 
The Commission emphasized it is opposed to a " policy 
of requiring fairness, statement by statement or in-
ference by inference." 

IV. What Is A " Reasonable Opportunity" for Contrasting Viewpoints? 

A. This obligation cannot be met "merely through the adop-
tion of a general policy of not refusing to broadcast op-
posing views where a demand is made of the station for 
broadcast time." The licensee must play a " conscious 
and positive role in encouraging the presentation of op-
posing viewpoints." 

B. The Commission refuses to establish a formula for all 
broadcasters to follow in their efforts to find a spokes-
person for an opposing viewpoint. Various approaches 
or combinations thereof are generally acceptable, such 
as the following: 

1. Announcements at the beginning or ending (or both) 

of programs presenting opinions on controversial 
issues that opportunity will be made available for 
the expression of contrasting views upon request 
by responsible representatives of those views. 

2. Contacting individuals or groups who are known 
to have opinions contrary to those expressed on 

the station and offering reasonable time for a re-
sponse. 

3. Consulting with community leaders as to who might 
be an appropriate individual or group to respond on 
a given issue. 

C. A licensee may legitimately fail to present an opposing 
viewpoint on the ground that no appropriate spokesperson 
is available. However, in such cases, he should be pre-
pared to show that he made a diligent, good faith effort 
to communicate to such potential spokespersons his will-
ingness to present their opposing views. Furthermore, 
in cases involving major issues discussed in depth" this 
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showing should include specific offers of response time 
to appropriate individuals in addition to general over-

the-air announcements.* 

D. The duty to provide opportunity for presentation of con-

trasting views includes the so-called Cullman doctrine. 
This means that where a licensee has broadcast a spon-
sored program which for the first time presents one side 
of a controversial issue, and the licensee has not pre-

sented and does not plan to present contrasting views in 
other programming, and furthermore has been unable to 
obtain paid sponsorship for the presentation of opposing 

views -- then the licensee cannot reject a presentation 
otherwise suitable to it on the ground that it cannot ob-

tain paid sponsorship for that presentation. 

E. Where there may be several different contrasting view-
points or shades of opinion on a given issue, the licen-
see is not expected to afford an opportunity for presen-
tation of all these views. The Commission expects the 
licensee to make a good faith effort to identify the " major 
viewpoints and shades of opinion" being debated in the 
community and afford provision for their presentation. 

F. The Commission refuses to establish standards for se-
lecting appropriate spokespersons for opposing views 

but reminds licensees that they have a duty not " to 
stack the decks" by deliberate selections which favor 
one viewpoint at the expense of the other. The Commis-
sion looks toward the selection of " genuine partisans 

who actually believe in what they are saying." Though 
the Report does not rule out individual instances of a li-
censee presenting opposing views itself, it would regard 
as unacceptable a "policy of excluding partisan voices 

and always itself [the licensee) presenting views in a 

bland, inoffensive manner." 

G. The licensee is not required to provide " equal time" for 
the various points of view. The Commission believes 
that no precise mathematical time ratio (e.g., 3 to 1, or 

5 to 1) is appropriate for all cases. The licensee is ex-

* Though not covered in the Report, previous rulings indicate this extra 

obligation also applies where the licensee has presented its side cf 

an issue in which it has a personal stake. 
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pected to exercise good faith and reasonableness in 
considering the particular facts and circumstances of 
each case. One approach which the Commission regards 
as patently unreasonable is " consistently to present one 
side in prime time and to relegate the contrasting view-
point to periods outside prime Ume." It also suggests 
there can be an imbalance from the sheer weight on one 
side as against the other stemming from the total amount 
of time afforded, the frequency of presentation, the size 
of the listening audience, or of a combination of factors. 

V. Editorial Advertising,_ 

A. The fairness doctrine does apply to paid ads which con-
tain commentary on controversial issues of public impor-
tance, e.g., a 30 or 60 second announcement prepared 
and sponsored by an organization opposed to abortion 
which urges a constitutional amendment to override a de-
cision of the Supreme Court legalizing abortion under cer-
tain circumstances. 

B. Institutional ads which do not involve debate on public 
issues are not covered by the fairness doctrine. On close 
questions, the Commission expects the licensee, in re-
viewing the text of the ad, to take into account his general 
knowledge of the issues and arguments in the ongoing pub-
lic debate. If the ad "bears only a tenuous relationship to 
that debate, or one drawn by unnecessary inference, the 
fairness doctrine would clearly not be applicable." How-
ever, " if the relationship could be shown to be both sub-
stantial and obvious," the doctrine could be applicable. 

VI. Ads For Commercial Products Or Services. 

The Commission has rejected the concept of countercommercials 
and, specifically, its prior ruling in the cigarette fairness decision. Hence-
forth, the fairness doctrine will apply only to those commercials which are 
"devoted in an obvious and meaningful way to the discussion of public is-
sues." 

VII. No D!.rect Right Of Access. 

The Commission rejected the concept of a system of mandated 
access, either free or paid, for persons or groups wishing to express a 

viewpoint on a controversial issue of public importance. It concluded 
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that the public interest would best be served " through continued reliance 
on the fairness doctrine which leaves questions of access and the speci-
fic handling of public issues to the licensee's journalistic discretion." 

VIII. Application Of The Fairness Doctrine To Ballot Propositions.  

The Commission has refused to apply the "quasi-equal opportu-
nities" or so-called Zapple doctrine to ballot propositions. It will continue 
to deal with ballot proposition issues as it does with other controversial 
public issues under the fairness doctrine. The Report stressed that no li-
censee is required to yield his facilities to one side of a ballot proposition 

for a so-called "blitz." It also recognized that some ballot issue advocates 
take advantage of the Cullman principle by spending their money in non-

broadcast media, then waiting for the other side to buy time on the air, 
and finally demanding that their own views on the issue be given free 
broadcast exposure, thus obtaining a broadcast " subsidy" for their views. 
Nevertheless, the Commission concluded that the Cullman principle should 

not be abandoned because of the possible abuses of a few. Moreover, it 
stressed that those who rely on Cullman have no assurance of obtaining 
equality by such means since the fairness doctrine does not require equality 
of exposure of contrasting views. The amount of time to be afforded is a 

matter for the licensee's discretion. 

Personal Attack 

Q. What do the Commission's rules regard-
ing personal attacks provide? 

A. The Commission's Rules regarding personal 
attacks, which became effecti‘e August 14, 1967, 
provide as follows:* 

(a) When, during the presentation of 
views on a controversial issue of public im-
portance, an attack is made upon the honesty, 
character, integrity or like personal quali-
ties of an identified person or group, the 
Pcensee shall, within a reasonable time and 
in no event later than 1 week after the at-
tack, transmit to the person or group at-
tacked ( 1) notification of the date, time and 
identification of the broadcast; ( 2) a script 
or tape (or an accurate summary if a script 
or tape is not available) of the attack; and 
(3) an offer of a reasonable opportunity to 
respond over the licensee's facilities. 

(b) The provisions of paragraph (a) of 
this section shall not be applicable ( i) to 
attacks on foreign groups or foreign public 
figures; ( ii) to personal attacks which are 
made by legally qualified candidates, their 
authorized spokesmen, or those associated 
with them in the campaign, on other such 
candidates, their authorized spokesmen, or 
persons associated with the candidates in 
the campaign; and ( iii) to bona fide news-
casts, bona fide news interviews, and on-the-
spot coverage of a bona fide news event ( in-
cluding commentary or analysis contained in 

the foregoing programs, but the provisions 
of paragraph (a) shall be applicable to edi-
torials of the licensee). 

Note: The fairness doctrine is applicable 
to situations coming within ( iii), above, and, 
in a specific factual situation, may be ap-
plicable in the general area of political broad-
casts ( ii), above. See Section 315(a) of the 
Act, 47 U.S.C. 315(a) ; Public Notice: Ap-
plicability of the Fairness Doctrine in the 
Handling of Controversial Issues of Public 
Importance, 40 F.C.C. 598 ( 1964). The cate-
gories listed in ( iii) are the same as those 
specified in Section 315 ( a) of the Act. 

181. Q. Do the personal attack rules apply to all 
personal attacks made over a station's facilities? 

A. No. Since the personal attack rules are an 
outgrowth of the "fairness doctrine", they apply 
only in situations where the "fairness doctrine" 
applies. Thus, the rules apply only to personal 
attacks which are made during a discussion of a 
controversial issue of public importance. Other 
types of personal attacks would not invoke the 
"fairness doctrine". Of course, "the use of broad-
cast facilities for the airing of mere private dis-
putes and attacks would raise serious public in-
terest issues," as well as the libel and slander 
implications which surround any personal attack. 
(Docket No. 16574, 8 F.C.C. 2d 721 [ 1967]). 
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Material on Political Broadcasting from National Association of 
Broadcasters Political Broadcast Catechism, Eighth Edition, 1976. 

LAWS AND REGULATIONS GOVERNING POLITICAL BROADCASTS 

From the Communications Act of 1934, as amended: 

Section 312. (a) The Commission may revoke any station license or 
construction permit— 

* * * 

(7) for willful or repeated failure to allow reasonable access to or to 
permit purchase of reasonable amounts of time for the use of a broad-
casting station by a legally qualified candidate for Federal elective 
office on behalf of his candidacy. 

Section 315. ( a) If any licensee shall permit any person who is a 
legally qualified candidate for any public office to use a broadcasting 
station, he shall afford equal opportunities to all other such candidates 
for that office in the use of such broadcasing station: Provided, That 
such licensee shall have no power of censorship over the material broad-
cast under the provisions of this section. No obligation is imposed under 
this subsection upon any licensee to allow the use of its station by any 
such candidate. Appearance by a legally qualified candidate on any— 

(1) bona fide newscast, 

(2) bona fide news interview, 

(3) bona fide news documentary ( if the appearance of the candi-
date is incidental to the presentation of the subject or subjects 
covered by the news documentary), or 

(4) on-the-spot coverage of bona fide news events ( including but not 
limited to political conventions and activities incidental thereto), 

shall not be deemed to be use of a broadcasting station within the 
meaning of this subsection. Nothing in the foregoing sentence shall be 
construed as relieving broadcasters, in connection with the presentation 
of newscasts, news interviews, news documentaries, and on-the-spot 
coverage of news events, from the obligation imposed upon them under 
this Act to operate in the public interest and to afford reasonable oppor-
tunity for the discussion of conflicting views on issues of public im-
portance. 

(b) The charges made for the use of any broadcasting station by 
any person who is a legally qualified candidate for any public office in 
connection with his campaign for nomination for election, or election, 
to such office shall not exceed— 

(1) during the forty-five days preceding the date of a primary or 
primary runoff election and during the sixty days preceding the 
date of a general or special election in which such person is a can-
didate, the lowest unit charge of the station for the same class and 
amount of time for the same period; and 

(2) at any other time, the charges made for comparable use of 
such station by other users thereof. 

(c) For the purposes of this section: 

(1) The term "broadcasting station" includes a community an-
tenna television system. 

(2) The terms "licensee" and "station licensee" when used with 
respect to a community antenna television system, mean the operator 
of such system. 

(d) The Commission shall prescribe appropriate rules and regula-
tions to carry out the provisions of this section. 

From the Rules of the Commission Governing Radio Broadcast 
Services. (The foregoing Sections of the Communications Act 
govern any inconsistences between the following rules and those 
Sections): 

Section 73.120. Broadcasts by candidates for public office. 

(a) Definitions. A "legally qualified candidate" means any person 
who has publicly announced that he is a candidate for nomination by 
a convention of a political party or for nomination or election in a 
primary, special, or general election, municipal, county, state or na-
tional, and who meets the qualifications prescribed by the applicable 
laws to hold the office for which he is a candidate, so that he may be 

voted for by the electorate directly or by means of delegates or electors, 
and who: 

(1) has qualified for a place on the ballot or 

(2) is eligible under the applicable law to be voted for by sticker, 
by writing in his name on the ballot, or by other method, and 

(i) has been duly nominated by a political party which is com-
monly known and regarded as such, or 
(ii) makes a substantial showing that he is a bona fide candidate 
for nomination or office, as the case may be. 

(b) General requirements. No station licensee is required to permit 
the use of its facilities by any legally qualified candidate for public 
office, but if any licensee shall permit any such candidate to use its 
facilities, it shall afford equal opportunities to all other such candidates 
for that office to use such facilities: Provided, That such licensee shall 
have no power of censorship over the material broadcast by any such 
candidate. 

(c) Rates and practices. ( 1) The rates, if any, charged all such 
candidates for the same office shall be uniform and shall not be rebated 
by any means direct or ihdirect. A candidate shall, in each case, be 
charged no more than the rate the station would charge if the candidate 
were a.commercial advertiser whose advertising was directed to promot-
ing its business within the same area as that encompassed by the par-
ticular office for which such person is a candidate. All discount privi-
leges otherwise offered by a station to commercial advertisers shall be 
available upon equal terms to all candidates for public office. ( 2) In 
making time available to candidates for public office no licensee shall 
make any discrimination between candidates in charges, practices, regu-
lations, facilities, or services for or in connection with the service ren-
dered pursuant to this part, or make or give any preference to any 
candidate for public office or subject any such candidate to any prejudice 
or disadvantage; nor shall any licensee make any contract or other 
agreement which shall have the effect of permitting any legally quali-
fied candidate for any public office to broadcast to the exclusion of 
other legally qualified candidates for the same public office. 

(d) Records; inspection. Every licensee shall keep and permit pub-
lic inspection of a complete record of all requests for broadcast time 
made by or on behalf of candidates for public office, together with an 
appropriate notation showing the disposition made by the licensee of 
such requests, and the charges made, if any, if request is granted. Such 
records shall be retained for a period of two years. 

(e) Time of request. A request for equal opportunities must be 
submitted to the licensee within I week of the day on which the first 
prior use, giving rise to the right to equal opportunities, occurred: 
Provided, however, That where a person was not a candidate at the 
time of such first prior use, he shall submit his request within 1 week 
of the first subsequent use after he has become a legally qualified can-
didate for the office in question. 

(f) Burden of proof. A candidate requesting such equal opportu-
nities of the licensee, or complaining of non-compliance to the Com-
mission shall have the burden of proving that he and his opponent are 
legally qualified candidates for the same public office. (Corresponding 
rules—FM, 73.290; TV, 73.657) 

Section 73.112 Program Log: 

(a) the following entries shall be made in the program log: • * 
(1)(v) An entry for each program presenting a political candi-
date, showing the name and political affiliation of such candi-
date. * 

(2)(iii) An entry showing that the appropriate announce-
ment(s) (sponsorship, furnishing material or services, etc.) 
have been made as required by Section 317 of the Communica-
tions Act and § 73.119. A check mark will suffice but shall be 
made in such a way as to indicate the matter to which it 
relates. * 

(4)(ii) An entry for each announcement presenting a political 
candidate, showing the name and political affiliation of such 
candidate. 

(Corresponding Rules—FM, 73.282; TV, 73.670) 
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The "Legally Qualified" Candidate 

13. Q. Who is a legally qualified candidate for 
public office? 

A. The Commission's Rules define a "legally 
qualified candidate" as follows: 

A "legally qualified candidate" means any 
person who has publicly announced that he is 
a candidate for nomination by a convention of 
a political party or for nomination or election 
in a primary, special, or general election, mu-
nicipal, county, state or national, and who 
meets the qualifications prescribed by the appli-
cable laws to hold the office for which he is a 
candidate, so that he may be voted for by the 
electorate directly or by means of delegates or 
electors, and who: 

(1) Has qualified for a place on the ballot, or 
(2) Is eligible under the applicable law to be 

voted for by sticker, by writing in his name on 
the ballot, or other method, and (i) has been 
duly nominated by a political party which is 
commonly known and regarded as such, or (ii) 
makes a substantial showing that he is a bona 
fide candidate for nomination or office, as the 
case may be. (Sections 73.120(a), 73.290(a), 
73.590 (a) and 73.657 (a) ). 

14. Q. Need a candidate be on the ballot to be 
legally qualified? 

A. Not always. The term "legally qualified can-
didate" may embrace persons not listed on the 
ballot if such persons are making a bona fide 

What Constitutes a "Use" of Broadcast Facilities? 

23. Q. Must a broadcaster give equal opportunity 
to a candidate whose opponent has broadcast in 
some other capacity than as a candidate? 

A. Yes. Section 315 does not distinguish be-
tween types of uses. For example, a weekly re-
port of a Congressman to his constituents via 
radio or television is a broadcast by a legally 
qualified candidate for public office as soon as 
he becomes a candidate for reelection. His op-
ponent must, therefore, be given equal oppor-
tunity for time on the air. 

45. Q. Does Section 315 apply to one speaking for 
or on behalf of the candidate, as contrasted with 
the candidate himself? 

A. No. Section 315 applies only to legally quali-
fied candidates. Candidate A has no legal right 
to demand time where B, not a candidate, has 
spoken against A or in behalf of another candi-
date. (Felix v. Westinghouse Radio Stations, 186 
F.2d 1 [3d Cir. 1950], cert. denied, 341 U.S. 909 
[19511.) However, in the above described cir-
cumstance the Commission's so-called "Zapple" 

doctrine may afford quasi-equal opportunities to 
supporters or spokesmen of a candidate. 

174. Q. What is the quasi-equal opportunities 
(Zapple) doctrine? 

A. Quasi-equal opportunities, also referred to as 
the political party corollary to the fairness doc-
trine or the "Zapple" doctrine, is a doctrine 
established by the Commission in 1970 which 
specifies that when a station sells time to sup-
porters or spokespersons of a candidate during an 
election campaign who urge the candidate's elec-
tion, discuss the campaign issues, or criticize an 
opponent, then the licensee must afford compar-
able time to the spokesperson for an opponent. 
(Letter to Nicholas Zapple, 23 F.C.C. 2d 707 
[1970] ; First Report, Docket No. 19260, 36 F.C.C. 
2d 40 [1972] ). 

SPONSORSHIP IDENTIFICATION 

6. Q. What Commission rules govern sponsor-
ship announcements for political broadcasts? 

A. Section 73.1212 (a), (b), (c), (d), and (e), 
of the Commission's rules provides as follows: 

(a) When a broadcast station transmits any 
matter for which money, service, or other val-
uable consideration is either directly or indirect-
ly paid or promised to, or charged or accepted 
by such station, the station, at the time of the 
broacast, shall announce ( 1) that such matter 
is sponsored, paid for, or furnished, either in 
whole or in part, and (2) by whom or on whose 
behalf such consideration was supplied: Pro-
vided, however, That "service or other valuable 
consideration" shall not include any service or 
property furnished either without or at a nom-
inal charge for use on, or in connection with, 
a broadcast unless it is so furnished in con-
sideration for an identification of any person, 
product, service, trademark, or brand name be-
yond an identification reasonably related to the 
use of such service or property on the broadcast. 

race for the office involved and the names of 
such persons, or their electors can, under ap-
plicable law, be written in by voters so as to 
result in their valid election. The Commission 
recognizes, however, that the mere fact that 
any name may be written in does not entitle all 
persons, who may publicly announce themselves 
as candidates to demand time under Section 315. 
Broadcast stations may make suitable and rea-
sonable requirements with respect to proof of 
the bona fide nature of any candidacy on the part 
of applicants for the use of facilities under Sec-
tion 315. ( F.C.C. Rules 73.120 [AM]; 73.290 
[FM] ; 73.590 [Noncommercial Educational FM] ; 
73.657 [TV]. Letter to Socialist Labor Party, 40 
F.C.C. 239 [ 1951]; letter to CBS, Inc., 40 F.C.C. 
244 [1952]; In re "Legally Qualified Candidate", 
40 F.C.C. 233 [1941]). 
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What Constitutes Equal Opportunities? 

47. Q. If a station sells time to candidate A, must 
the station give free time to opposing candidates 
who request it? 

A. No. The law requires "equal opportunities" 
for candidates--not "equal time." This means that 
the other candidates must be allowed to purchase 
comparable time at an equal rate. 

48. Q. Is a station's obligation under Section 315 
met if it offers a candidate the same amount of 
time an opposing candidate has received, where 
the time of the day or week afforded the first 
candidate is superior to that offered his oppo-
nent? 

A. No. The station hi providing equal opportuni-

ties must consider the desirability of the time 
segment allotted as well as its length. And while 
there is no requirement that a station afford can-
didate B exactly the same time of day on exactly 
the same day of the week as candidate A, the 
time segments offered must be comparable as to 
desirability. 

Limitations as to Use of Facilities by a Candidai 

65. Q. May a station delete material in a broad-
cast by a candidate because it believes the mate-
rial contained therein is, or may be, libelous? 

A. No. Any such action would entail censorship 
which is expressly prohibited by Section 315 
of the Communications Act. (Farmers Educa-
tional and Cooperative Union of America v. 
WDAY, Inc., 360 U.S. 525, [ 1959] ). 

67. Q. If a candidate does make libelous or 
slanderous remarks, is the station liable there-
for? 

A. No. A broadcast station licensee who does not 
directly participate in the libel is free from 
liability which might otherwise be incurred under 
state law, because of the operation of Section 
315, which precludes a licensee from preventing 
a candidate's utterances. The United States Su-
preme Court has ruled that since a licensee could 
not censor a broadcast under Section 315, Con-
gress could not have intended to compel a station 
licensee to broadcast libelous statements of a 
legally qualified candidate and at the same time 
subject the licensee to the risk of damage suits. 
(Farmers Educational and Cooperative Union of 
America v. WDAY, Inc., supra.) 

Period Within Which Request Must Be Made 

78. Q. When must a candidate make a request of 
the station for opportunities equal to those af-
forded his opponent? 

A. Within one week of the day on which the first 
prior use, giving rise to the right of equal op-
portunities occurred. If the person was not a 
candidate at the time of such first prior use, his 
request must be made within one week of the 
first subsequent use after he became a candidate. 
(Section [e] of F.C.C. Rules 73.120 [AM] ; 73.290 
[FM] ; 73.590 [Noncommercial Educational FM] ; 
73.657 [TV] ). 

What Rates May be Charged Candidates? 

As indicated in the Foreword, Section 315 has 
been amended by the Campaign Communications 
Reform Act so as to affect the rate practices ap-
plicable to certain political broadcasts. Section 
315(b) now requires that the charges made for 
the use of a broadcasting station by any person 
who is a legally qualified candidate for any public 
office cannot, during the forty-five (45) days pre-
ceding a primary election and during the sixty 
(60) days preceding a general or special election,* 
exceed the lowest unit charge of the station for 
the same class and amount of time for the same 
period. At any other time the charges made for 
a use by a legally qualified candidate are to be 
those which would be made for a comparable use 
of the station by other users. Thus, the effect of 
this amendment is to create two classes of 
charges applicable to political broadcasting—low-
est unit charge and comparable use charge. In 
order to avoid confusion we will discuss each of 
these classes separately. 

LOWEST UNIT CHARGE 

83. Q. What is the meaning of the term "lowest 
unit charge"? 

A. The term "lowest unit charge" refers to the 
full statutory phrase "lowest unit charge of the 
station for the same class and amount of time for 
the same period." The term "class" refers to rate 
categories such as fixed-position spots, pre-
emptible spots, run-of-schedule and special-rate 
packages. The term "amount of time" refers to 
the unit of time purchased, such as 30 seconds, 
60 seconds, 5 minutes or 1 hour. The term "same 
period" refers to the period of the broadcast day 
such as prime time, drive time, class A, class B 
or other classifications established by the station. 
The term "lowest unit charge" also provides the 
candidate with the benefit of all discounts, fre-
quency and otherwise, offered to the most favored 
commercial advertiser for the same class and 
amount of time for the same period, without re-
gard to the frequency of use by the candidate. 
(F.C.C. Guideline VI. 1). 
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Reasonable Access 

93. Q. What would be some concrete examples of 
the way in which frequency discounts are in-
cluded in a determination of the lowest unit 
charge? 

A. Set forth below are four examples of the 
manner in which discounts are taken into account 
in determining the lowest unit charge. 

(a) A licensee sells one fixed-position, 1-minute 
spot in prime time to commercial advertisers for 
$15. It sells 500 such spots for $5,000. It must sell 
one such spot to a candidate for not more than 
$10. 

(b) A licensee sells one immediately pre-
emptible 30-second spot in drive time to commer-
cial advertisers for $ 10. It sells 100 such spots for 
$750. It must sell one such spot to a candidate 
for not more than $7.50. 

(c) A licensee's best rate per spot for run-of-
schedule, 1-minute spots is 1,000 for $1,000. Its 
rate for one such run-of-schedule spot is $4. It 

must sell one such spot to a candidate for not 
more than $1. 

Political Editorializing 

168. Q. What do the Commission's rules regard-
ing political editorializing provide? 

A. The Commission's rules* regarding political 
editorializing, which became effective August 14, 
1967, provide as follows: 

(c) Where a licensee, in an editorial, 
(i) endorses or . (ii) opposes a legally 
qualified candidate or candidates, the licensee 
shall, within 24 hours after the editorial, 
transmit to respectively (i) the other quali-
fied candidate or candidates for the same 
office or ( ii) the candidate opposed in the 
editorial ( 1) notification of the date and the 
time of the editorial; (2) a script or tape of 
the editorial; and (3) an offer of a reasonable 
opportunity for a candidate or a spokesman 
of the candidate to respond over the licensee's 
facilities: Provided, however, That where 
such editorials are broadcast within '72 hours 
prior to the day of the election, the licensee 
shall comply with the provisions of this para-
graph sufficiently far in advance of the broad-
cast to enable the candidate or candidates 
to have a reasonable opportunity to prepare 
a response and to present it in a timely 
fashion. 

138. Q. What are the access rights of state and 
local candidates? 

A. As to the right to access by candidates for 
other than Federal elective office, a station must 
govern its conduct by established interpretations 
of Section 315 of the Communications Act prior 
to amendments. One such interpretation of See 
tion 315 is the Commission's historic policy • 
garding sale of time to candidates for office: The 
station in its own good-faith judgment in serving 
the public interest may determine which political 
races are of greatest interest and significance to 
its service area, and therefore may refuse to sell 
time to candidates for less important offices, pro-
vided it treats all candidates for such offices 
equally. ( F.C.C. Guideline VIII. 1). 
However, if a licensee adopts a policy of sell-

ing spot announcements to legally qualified can-
didates for a state or local office, it cannot deny 
the candidates the opportunity to purchase spot 
announcements of the type and length which are 
available to commercial advertisers. See Q's and 
A's 128 and 149. (Public Notice, 47 F.C.C. 2d 516 
[1974] ). 

FCC HANDLING OF COMPLAINTS AND INQUIRIES 

CONCERNING POLITICAL BROADCASTS 

The Commission will give prompt attention to 
all inquiries and complaints involving political 
broadcasts. However, the Commission encourages 
prior good faith negotiations between licensees 
and candidates seeking broadcast time or having 
relative questions. In the past, such negotiations 
have often led to a disposition of the request or 
questions in a manner which is agreeable to all 
parties. Thus, a complaint relative to political 
broadcasting should only be filed with the Com-
mission after such a good faith effort has been 
made by the parties concerned. In this way, re-
sort to the Commission might be obviated in 
many instances and time—which is of such great 
importance in political campaigns—might be 
saved. If a complaint is filed, a complete state-
ment of facts should be furnished to the Com-
mission as quickly as possible by both the com-
plainant and the licensee and each should send to 
the other a copy of all communications directed 
to the Commission, including the initial complaint 
and response thereto. 

In general, the Commission limits its interpre-
tative rulings or advisory opinions to situations 
where the critical facts are explicitly stated with-
out the possibility that subsequent events will 
alter them. It prefers to issue such rulings or 
opinions where the specific facts of a particular 
case in controversy are before it for decision. 
(Letter to Pierson, Ball & Dowd, 40 F.C.C. 295 
[1958]). 
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THE PERFORMANCE OF COPYRIGHTED MUSIC IN BROADCASTING 

by 

Chuck Halteman, Regional Manager 
Midwest Broadcast Music, Inc. 

The business of broadcasting, serving the public with information 
and entertainment by means of radio and television, always has relied 
heavily on music. Music, of all types, is one of the raw materials of 
broadcasting -- undoubtedly iis chief raw material -- for the production 
of entertainment. To describe music as the raw material of broadcasting 
is simply to say that music is to broadcasting as steel is to the auto-
mobile industry, or as lumber and bricks are to the builder. Most radio 
and television stations in this country devote approximately three-
fourths of their operating hours to the presentation of entertainment, 
and at least eighty percent of that entertainment consists of music. On 
radio it is the feature performance of music itself; on television, 
either feature performance or the application of music to enhance 
dramatic material or other artistic media. We will say, then, that 
music is the chief ingredient of broadcasting. There are others: news, 
sports, information about weather, markets, homemaking and so on, but 
music must be granted first place in terms of quantity. 

Now, the materials of which any business builds its product cost 
money -- and the music of broadcasting is no exception. Our purpose is 

to discuss what this supply of material costs the broadcaster, to whom 
he pays, and why. This is a perfectly proper business transaction. 

COPYRIGHT 

We'll begin with the term "COPYRIGHT". What is it? It is simply 
the right to personal property, universally recognized in our society, 

as applied to the product of artistic or literary endeavors. The United 
States Constitution, Article One, Section Eight, says that Congress 
"---shall have the power to promote the progress of science and useful 
arts by securing for limited times to authors and inventors the exclusive 
right to their respective writings and discoveries." 

Although authors and inventors might seem to have been the only 
beneficiaries of this constitutional provision, they were so benefited 
only as a means to the primary objective. A Supreme Court decision 
relating to this subject has said, "The copyright law, like the patent 
statutes, makes reward to the owner a secondary consideration. However, 

it is intended definitely to grant valuable, enforceable rights to 
authors, publishers, etc to afford greater encouragement to the 
production of literary or artistic works of lasting benefit to the world." 
So it was the public, really, which was intended to be the prime bene-
ficiary when the framers of the Constitution granted Congress the power 
to enact Copyright legislation. 
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Congress excercised that power in passing the first U.S. Copyright Act, 
in 1790. This first law protected authors against printed copying of their 
writings. Later statutes recognized artists, sculptors, composers and other 
creators as deserving similar protection, and set forth additional " rights" 
as being included in the term "copyright". Under today's laws, authors and 
composers of music are recognized as being the sole and exclusive owners of 
the intellectual property they have created for a term of the lifetime of 
the composer plus 50 years. It is interesting to note that the Government 
does not "grant" a copyright. The copyright exists from the instant the 
work is published with appropriate notice. Upon proper application, the 
Government will REGISTER the copyright, but it is publication, not registra-
tion, which invests one with a Federal copyright. The Copyright Law goes 
into considerable detail in setting forth the so-called bundle of rights 

which make up the copyright. 

I. The right to copy or publish the work. Publication right. 
2. The right to record the work for mechanical instruments. 

Mechanical right. 
3. The right to synchronize records of the work with motion 

picture film or videotape. Synchronization right. 
4. The right to perform the work publicly ( for profit.) 

Performance right. 

Please note that these are separate and distinct rights, and that they 
all belong to the copyr:cht holder. The average person thinks that if he 
buys a piece of music he may use it at will. This is not true. The law says 
he may not copy it; he cannot make a sound motion picture in which the song 
is used; and he cannot sing or play the song publicly for profit. Nor can he 
secure a record of the song and do any of these things with it. That is the 
law of the United States, which provides criminal penalties and civil damages 
in case of violation. To do any of these things legally he must first obtain 
the permission of the copyright owner, for which the owner may demand payment. 

Now, although it is conceivable that Publication Rights, Mechanical 
Rights, and Synchronization Rights to a musical composition might be sought 

by a broadcaster, the occasions would be relatively few, and this problem is 
not properly the subject of this discussion. What we are concerned with is 
the right of public performance for profit. Since the law reserves this 
right to the holder of the copyright, no other person may legally perform the 

work publicly for profit without his permission, and the courts have said 
that commercial broadcasting constitutes such performance. 

Now, if I am a radio station owner, using upwards of two hundred pieces 
of music per day, how do 1 go about securing the permission of each of the 
thousands of copyright holders whose works I want to broadcast? 

If, on the other hand, I am a writer who owns a copyrighted song, how 
can I possibly contract with, or license, the six thousand or more radio and 
television broadcasting stations which may wish to perform my music? Or the 
concert halls, theaters, bars, dining rooms and so on, in which singers and 
instrumentalists may wish to use my songs? 
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PERFORMANCE RIGHTS LICENSING 

The answer to both questions is found in the organizations which exist 
for the purpose of negotiating permission for the performance of music by 
those who wish to use it, and securing payment for such permission as agent 
for the copyright owner. The vast majority of musical compositions used in 
broadcasting are handled by two organizations: Broadcast Music, Inc., known 
as BMI; and The American Society of Composers, Authors and Publishers, known 
as ASCAP. There is a third organization, SESAC which, together with public 
domain music, accounts for the remaining small percentage of the music in 
use by broadcasters. The organizations are unlike in many respects, but 
they are similar in this: They all handle the negotiation of performance 
rights and collect the fees charged for these rights. In addition, perfor-
mance rights to foreign compositions also are handled by these organizations. 
Thus, nearly every copyrighted composition which a broadcaster might wish to 
use is available to him through BMI, or ASCAP, or SESAC. Now, the mechanics--
how does it work? 

CONTRACTS 

With very, very few exceptions, radio and television stations enter into 
contracts, or " licenses", as they are often referred to, with all three 
organizations. Under the most commonly used form of agreement, the stations 
receive a "blanket" permission to use any or all of the compositions in the 
catalogue of the respective organization, without restriction as to the 

number of performances during the term of the contract. BMI and ASCAP fees  
for these performance rights are equal to a small percentage of the station's 
gross receipts, less certain adjustments. In the case of BMI, it is 1.64% 
for stations with a gross of over $ 100,000 and 1.44% for stations with a 
smaller gross. ASCAP is 1.725% and has no gross break-down. ASCAP does 
charge a sustaining fee which brings their total percentage to about 2%. 

ASCAP rate for television stations is 1.25% of gross while BMI has a TV rate 
of 0.725% of gross. There are other differences between the two contracts--
but this explanation is meant to deal with general concepts, rather than 

specific details. SESAC performance fees have no relation to station income, 
but are flat fees, and they vary according to such factors as location, hours 
of operation and power of station. 

So now the stations have received permission to perform any of over a 
million compositions, and have paid the licensing organizations for these 
performing rights. Now how does the money find its way back to the creators 
whose music actually has been performed? Obviously not all of the writers 
should share equally in these proceeds, but those whose music actually has 

been used should be compensated according to the frequency of its use. How 
can this be determined? Again the methods differ among the organizations. 

The creators of music receive compensation for use of their property by 
a method which actually counts each radio and television network performance, 

365 days a year. It arrives at local performances by a method somewhat like 
the one physicians use for blood counts. One drop of blood is analyzed and 
the corpuscles counted, then the figure is multiplied by a certain factor to 

arrive at the number of corpuscles per cubic centimeter. This, then, gives 
the physician an accurate picture of the condition of the whole blood supply. 
This is the same as the BMI local station sampling system. 
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The tabulations of performances on local stations are done on a sampling 
basis. In radio, the year is divided into one-week periods, and for each 
period a representative group of stations is chosen by a scientific sampling 
method to supply a written record of all the musical works broadcast on the 
respective stations during that period. This selection process would occur 
on an average of every 18 or 20 months. Television stations do the same. 
These small samples then are properly weighed and multiplied by formulas 
established by leading statisticians, to arrive at a computed count of the 
total performances of each composition. Payment is then made to the author, 
composer and publisher of each composition for the number of performances 

thus calculated. 

There are other types of licenses for granting performance rights to 
broadcasters, under which only those revenues received for programs contain-
ing music are used for the base, but the percentages used to determine fees 
are much higher, and every composition must be individually logged every 
minute the station is on the air--365 days a year. Because the percentages 
are higher and because of the amount of paper work involved, only those 
stations which use very little music find this type of license desirable, 
and there are very few of these " per program" licenses in effect. One other 
license option is that of "Limited Use." It does not allow use of feature 
music, only " incidental music"--basically lead-ins and backgrounds to 
commercials. Fee is 4 times the highest published one minute spot rate per 

month. 

The system of acquiring performance rights known as "blanket licensing" 
is in use at almost all radio and TV stations in the United States, and all 
of those involved -- the creators, including authors, composers and publishers, 
and the broadcasting industry -- regard it as the most practical means yet 
devised for carrying out the intent of the Constitution: " to promote 
the progress of science and useful arts by securing for limited times to 
authors and inventors the exclusive right to their respective writings and 

discoveries." 
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NAB Radio Code 

Preamble 

in 1937 a major segment of t S commerci,i1 radio 
broadcasters first adopted industry- wide standards of 
practice. I he purpose of such standards. then, as now. 
is to establish guideposts and professional tenets for 
performance in the arcas of programing and advertis-
ing content 

Admittedly, such standards for broadcasting can 
never he final or complete, because broadcasting is a 
cream,: art, always seeking new ways to achieve max-
imum .ippeal .ind service Therefore, its standards are 
subject to periodic revision to reasonably reflect chang-
ing altitudes in our society. 

In 1945 after two years devoted to reviewing and 
revising the 19 t 7 document. new standards were pro-
mulgated t ill 10.1,11111, %% eft' Milk' Ill SdhSetilJelli 
ears when deemed necessai v ¡ he "'Icy oses behind 

them !lase heen to assuie that adserteang messages he 
presented in an honest. responsible and tastelul man. 
ner :Ind Oho hocalcasters_ in their pagraming, tailor 
their content to iii- el the needs and expectations of 
that particular audience to which their programing is 
directed. 
The growth of broadcasting as a medium of enter-

tainment. education and information has been made 
possible hy its commercial underpinning 1 his aspect 
it. lllll ercial broadcasting as it has developed in th-
t muted Slates has enabled the industry to grow as a lieu 
medium in the it :Onion of American enterprise. -I he 
estent of this lreedom is underscored hy those laws 
which prohibit censorship of broadcast material 
Rather, those who own the nation's radio hroadcast mg 
stations operate them— pursuant to this self adopted 
Radio Code— in recognition of the needs il the .Amen. 
can people and the reasonable self- interests of broad-
casters and broadcast advertisers. 

I. Program Stanaard8 

A. News 

Radio is unique in its capacity to reach the largest 
number of people Iiist with reports on current events. 
This ciimpentive adc midge bespeaks caution— being 
lirst is not as important is being accurate. The radio 
code standards relating to the treatment of news and 
public events are, because of constitutional considera-
tions intended to he exhomaory I he standards set 
forth hereunder encourage high standards of profes-
sionalism mi, broadcast journalism. 1 hey are not to he 
interpreted as turning over to others the broadcaster's 
responsihilm as to judgments necessary in news and 
public events programing 
I News Sources Those responsible for news on 

radio should exercise constant professional care in the 
selection of sources— on the premise that the integrity 
of the news .ind the consequent good reputation of 
radio as a dominant well-balanced news medium de-
pend largely upon the reliability of such sources. 
2 News Reporting News reporting should he fac-

tual. fair and without bias. Good taste should presail in 
the selection and handling of news. Morbid. sensa-
tional. or alarming details nia essential to factual re-
porting should be avoided. News should he broadcast 
in such a manner as to avoid creation of panic and un-
necessary alarm. Broadcasters should he diligent in 
their supervision of content, format. and presentation 
of news broadcasts. Equal diligence should he exer-
cised in selection of editors and reporters who direct 
news gathering and dissemination, since the station's 
performance in this % dal informational field depends 
largely. upon them. 
3 Ciimmentaries and Analyses. Special obligations 

demise upon those who ;mats te and/or comment 
upon news developments, and management should he 
',dished completely that the task is to he performed in 
the hest interest of the listening public. Programs of 
news analysis and commentary should be clearly iden-
tified as such, distinguishing them from straight news 
reporting 

4. fditonaliting Broadcasts in which stations ex-
press their own opintimns about issues of general public 
interest should he clearly identified ; is editorials 

S. Coserage of News and Public [ scuts ln the 
ci serage id news amid public ecents brimadcasteis 
should eserose their iudgments yiinsonant with the ac-

cepted standards 01 ethical minimalism and should pro-
vide is,. tuate. manned aid adequate coserage 
6 Placement 01 Adsertising Broadcasters should 

exercise itarocular discrimination in the acceptance. 

placement and presentation of advertising in news 'mi-
grants so that such adsertising is clearly distinguisha-
ble from the news content 

B. Controversial Public Issues 

1 Radio pros ides a valuable arum l'or the expres-
sion of responsible m.iews on public issues of a con-
troveisial nature Conn.% ersial public issues of impia• 
Line,: to Maw citizens should gist' tau lepiesentation 
to opposing sides of issues 
2 Requests hi mills ' duals, groups or "want/anon, 

for tune to discuss Oleo clews oui contonersial public 
issues should he considered on the basis ( if then in-
dividual merits. and in the light of the contributions 
which the use requested would make to the public in-
terest 
3 I hscussion of ementroceisial politic issues should 

not he piesented in a mantlem winch would create the 
impression that the program is other than one dealing 
with 11111e 

C. Community Responsibility 

I Haack:asters and their stalls occupy .1 po,ilion or 
responsibility in the community and should conscien-
tiousls endeasor to he acquainted with its need•, and 
charaelenstics to best serse the welfare of its eitiiens 

2. Requests for time fin the placement of public ser-
vice announcements Id vagrants should he carefully 
reviewed with respect to the character and reputation 
or the group, campaign or organization involved, the 
public interest content of the message, and the manner 
of its presentation 

C. Political Broadcasts 

I Political broadcasts, or the dramatization of politi-
cal issues designed to influence sitters. shall he prop-
erly identified as such 

2. Political broadcasts should not be presented in 
manner which would mislead listeners to believe that 
the> ;ire of any other chatacter. 

.3. Because of the unique character of political 
broadcasts and the necessity to retain broad freedoms 
of policy void of restrictice interference. it is incum-
bent upon all political candidates and all political par-
ties to observe the canons uI good taste and political 
ethics, keeping in mind the intimacy or broadcasting in 
the American home. 

E. Advancement of Education and 'Culture 

1 Because radio is an integral part of American lile, 
there is inherent in radio hroadcasti fig a continuing op-
portunity to enrich the esperience of lis mg through 
the adcancement of education and culture 
2 Radio broadcasters, in augmenting the educa-

tional and cultural influences 01 the home. schools, 
religious institutions and institutions of higher educa-
tion and other entities should 

fat he thoroughly concersant with the educational 
and cultural needs and .ispirations of the community 
served; 

lb) develop programing consonant with the sta-
tions particular target audience. 

F Religion and Religious Programing 

I Religious prugraming shall he pre sented by 
responsible indus ' duals. groups or organizations. 

2. Radio broadcasting reaches audiences of all 
creeds simultaneously Fherefore, both the advocates 
of broad or ecumenical religious precepts. and the ex-
ponents of specific doctrines. are urged to present their 
positions in a manner conducive to listener enlighten-
ment (in the role of religion in society-

G. Responsibility Toward Children 

Broadcasters h,ise a special responsibillty to children. 
Programing which might reasonably he expected to 
hold the attention of children should he presented with 
due regard for its effect on children 

I. Prcigraming should be based upon ',Mind social 
concepts and should include positive sets id values 
which will allow children to become responsible adults 
capable of coping >yith the challenges of maturity 
2 Programing should consey a reasonable range of 

the realities which esist in the world to help children 
make the transition to adulthood. 

3. Programing should contribute to the healthy de-
velopment of personality and character 

4. Programing should opportunities for 
cultural grovoll as well lot 'chide...me entertain-
ment 

5 Programing should he co. "dent with integrity of 
realistic production, hut should avoid material or es-
treine nature which mijitt s m etC undesirable emo• 
amid reaction in children 

6. Programing should avoid ..viseals urging children 
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to purchase the product specifically for the purpose of 
keeping the program on the air or which, for any 
reason, encourage children toi enter inappropriate 
places 

7. Programing should present such subjects as 
violence and ses % Munn undue emphasis and only as 
requiled lb plot deselopmemil or clialacter delineation. 

Violence, physical in psychological. should only he 
prolected in responsihly handled contests, not used to 
escess or esplimaticeb Programs ins mils mg suelence 
should present the consequences"! it III ils victims and 
perpchiamins 

l lie ticnici inn 01 conflict_ and of material reflective 
Or se u,il 0 ,1111(1Crall(111%. when presented in programs 
designed primarily for children. should he handled 
with sensiticity 

t. l'he treatment oft annul activities should always 
convey their social and human effects 

H. Dramatic Programing 

I. In the design of dramatic poigrams it is in the in-
terest () I' radio as a s ut ml medium to encourage those 
that are innos alive, reflect a high degree of creative 
skill. deal with sign licant moral and social issues and 
present challenging concepts and other subject mailer 
that relate to the world in which the listener lives. 
2 Radio programing, should not only reflect the in-

fluence of the established institutions that shape our 
values and culture, but also expose the dynamics of 
social change which bear upon our lises 

3. lo u,. lt ies e these goals. radio broadcasters should 
he consersant with the general and specific needs, in-
terests and aspiraiums of all the segments of the com-
munities the> serve. 
4 Radio should reflect realistically the experience of 

living, in both its pleasant and tragic aspects. if it is to 
serve the listener honestl> Nevertheless, it holds a 
concurrent obligation to provide programing which will 
encourage posit' se adiustments to life 

in selecting program subjects and themes, great care 
must he exercised to he sure that treatment and pre-
sentation are made in good faith and not for the pur-
pose or sensationalism or to shock or exploit the au-
dience or .ippeal to prurient interests or morbid 
curiosity. 
5 In determining the acceptability of any dramatic 

program, especially those containing elements of 
crime. mystery. or horror consideration should he 
gisen to the possible effect on all members ol the 
listening audience 

In addition. without sacrificing integrit> of presenta-
tion, dramatic programs on radio shall amid: 

(al the presentation of techniques of crime in such 
detail as t() he instructional or invite imitation; 

I hi presentation id the details of s alence involving 
the excessive, the grit minus and the instructional. 

I. General 

I The intimacy and confidence placed in radio de-
mand or the broadcaster the networks and other pro-
giant sources that 1 hec he sigilant in protecting the au-
dience from deceptice broadcast practi;es. 
2 Sound effects and espressions characteristically 

associated with news brimadeasts such as " bulletin," 
"flash,— ' we interrupt this program to bring you.— 
etc.) shall be reserved tor announcement of news, and 
the use of any deceptise techniques in connection with 
fictional es ems and non-news programing shall not he 
employed. 

3. The broadcasters shall he constantly alert to pre-
vent inclusion of elements within programing clictatc-d 
by factors other than the rellillremenh of the program-
ing itself. The acceptance of cash payments or other 
considerations in return him including the choice and 
identification id' pr/es. the selection of music .ind 
other creatice programing elements and inclusion or 
any ideouric.ition or commer,..1 pfOdUCIS tir services. 
trade names or advertising slogans within the program 
Mg are prohibited unless consideration for such inclu-
sion is resealed to the listeners in accordance with Sec-
tions 317 ;ind 508 of the Communications Act. 

4. Special precautiirils should be taken to avoid de-
meaning or ridiculing members or the audience who 
suffer front physical or mental afflictions ( ir deb ir-
none.. 
5 I he broadcast of gambling sequences deemed 

necessary to the development of plot or as :ippropriate 
hackgiound is acceptable mail% when piesented with dus-
t:whim and ill moderation. .mml in a manner which 
%molding excite interest in, mum aster. betting nor he in. 
structional in nature 
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6. Quiz and similar programing that is presented as a 
contest of knowledge, information, skill or luck, must 
in fact, he a genuine contest and the results must not 
be mini rolled by collusion with or between contestants, 
or hyar” other action which will favor one contestant 
against any other. 

7. Contests may not constitute a lottery. 
8. Listener contests should not mislead as to the 

nature or value of prizes, likelihood of winning, nor 
encourage thoughtless or unsafe acts 

9. No programing shall he presented in a manner 
which through artifice or simulation would mislead the 
audience as to any material fact. Each broadcast must 
exercise reasonable judgment to determine whether a 
particular method of presentation would constitute a 
material deception, or would be accepted by th o au-
dience as normal theatrical illusion. 

10. Legal. medical and other professional advice will 
be permitted only in conformity with law and recog-
nized ethical and professional standards. 

II. Narcotic addiction shall not be presented except 
as a destructive habit. The use of illegal drugs or the 
abuse of legal drugs shall not be encouraged or be pres-
ented as desirable or socially acceptable. 

12. Material pertaining to fortune-telling, occult-
ism. astrology, phrenology, palm- reading, numerology. 
mind- reading, character- reading, or subjects of a like 
nature is unacceptable if it encourages people to regard 
such fields as providing commonly accepted appraisals 
of life 

13. Representations of liquor and smoking shall be 
de-emphasized. When represented, they should be 
consistent with plot and character development. 

14. Obscene. indecent or profane matter, as 
proscribed by law, is unacceptable. 

IS. Special sensitiv ity is necessary in the use of 
material relating to sex, race, color, age. creed, 
religious functionaries, or rites, or national or ethnic 
derivation 

16. The presentation of marriage, the family and 
similarly important human relationships, and material 
with sexual connotations, should not he treated ex-
ploitatively or irresponsibly, but with sensitiyity. 

17. Broadcasts of actual sporting events at which on-
the-scene betting is permitted by law should be pres-
ented in a manner in keeping with federal. state and 
local laws. and should concentrate on the subject as a 
public sporting event 

18. Detailed exposition of hypnosis or material 
capable of having an hypnotic effect on listeners is for-
bidden. 

19. Any technique whereby an attempt is made to 
convey information to the listener by transmitting 
messages below the diteshold of normal awareness is 
not permitted 

20. The commonly accepted standards of humane 
animal treatment shouid be adhered to as applicable in 
programing. 

21. Broadcasters are responsible for making good 
faith determinations on the acceptability of lyrics 
under applicable Radio Code standards. 

22. Guests on discussion/interview programs and 
members of the public who patticipate in phone-in pro-
grams shall be treated with due respect by the program 
host/hostess. 

23. The standards of this code covering programing 
content are also understood to include, wherever ap-
plicable, the standards contained in the advertising sec-
tion of the Code. 

24. To assure that broadcasters have the freedom to 
program fully and responsibly, none of the provisions 
of this Code should be construed as preventing or im-
peding bum- Icasts of the broad range of material neces-
sary to help broadcasters fulfill their obligations to 
operate in the public interest 

E. Time Standards for Advertising Copy 

I. The amount of time to he used for advertising 
should not exceed 18 minutes within any clock hour. 
The Code Authority, however, for good cause may ap-
prove advertising exceeding the above standard for 
special circumstances. 

2. Any reference to another's products or services 
under any trade name, or language sufficiently descrip-
tive to identify. it, shall, except for normal guest iden-
tification, be considered as advertising copy. 

3. For the purpose of determining advertising 
limitations, such program types-as "classified." "swap 
shop," "shopping guides," and " farm auction" pro-
grams etc., shall he regarded as containing one and 
one-half minutes of advertising for each five-minute 
segment. 
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Preamble 

Television is seen and heard in nearly every Ameri-
can home These homes include children and adults of 
all ages, embrace all races and all varieties of 
philosophic or religious ci In v Iction and reach those ol 
every educational hackgiound lelesiision broadcasters 
must take ibis pluralistic audience into account in pro-
graming their stations I Ile> : ire obligated to tilling their 
posttise responsibildv for prolessionalism and 
reasoned judgment to hear upon all those involved in 
the development, production and selection of pro-
grams. 
1 he free, competitive American system of hro.id-

casting which offers programs ml entertainment. news, 
general information, education and culture is sup-
ported and made possible by revenues from advertis-
ing While teles ision hnsiiir Asters are responsihle for 
the programing and advertising on their stations, the 
advertisers who use television to convey their com-
mercial messages also have :t responsibility to the view-
ing audience. Their advertising messages should he 
presented in an honest, responsible and tasteful man-
ner. Advertisers should also support the endeavors or 
broadcasters to offer a diversity of programs that meet 
the needs and expectations of the total viewing au-

dience. 
1 he viewer ils has a responsibility to help broad-

casters serve the nhlic All viewers should make their 
criticisms and pwai.ve suggestions about programing 
and advertising k• .. syn to the broadcast licensee Par• 
cots particularly . iuld oversee the viewing habits of 
their children. el', mii iging them to watch programs 
that will enrich thi•.r experience and broaden their in-
tellectual horizon ,. 

Program Standards 

I. Principles of Governing Program Content 

It is in the interesi ol television : is a vital medium to 
encourage programs that arc innovative, reflect a high 
degree of creative skill, deal with sign dicant moral and 
social issues and present challenging concepts and 
other sublet:I matter that relate to the world in which 
the viewer lives. 
1 devis ion programs should not only reflect the in 

of the established institution that shape our 
values and culture. hut also expose the dynamics of 
social change which bear upon our lives. 
To achieve these goals, television broadcasters 

should be conversant with the general and specific 
needs, interests and aspirations of all the segments of 
the communities they serve. They should affirmatively 
seek out responsible representatives of all parts of their 
communities so that they may structure a broad range 
of programs that will inform, enlighten and entertain 
the total audience. 

Broadcasters should also develop programs directed 
toward advancing the cultural and educational aspects 

of their communities 
To assure that broadcasters have the freedom to pro-

gram fully and responsibly, none of the provisions of 
this Code should be construed as preventing or imped-
ing broadcast of the broad range of material necessary 
to help broadcasters fulfill their obligations to operate 

in the public interest. 
The challenge to the broadcaster is to determine how 

suitably to present the complexities of human 
behavior. For television, this requires exceptional 
awareness of considerations peculiar to the medium. 

Accordingly, in selecting program subjects and 
themes, great care must be exercised to he sure that 
treatment and presentation are made in good Litt h and 
not for the purpose of sensationalism or to shock or ex-
ploit the audience or appeal to prurient interests or 
morbid curiosity. 

Additionally, entertainment programing inappropri-
ate for viewing by a general family audience should not 
be broadcast during the first hour of network entertain-
ment programing in prime time and in the immediately 
preceding hour. In the occasional case when an enter-
tainment program in this time period is deemed to he 
inappropriate for such an audience, ad,. isones should 
be used to alert ViCWCTS. Advisories should also be 
used when programs in later prime time periods con-
tain material that tnight he disturbing in significant 

segments of the audience. 
hese advisories should be presented in audio and 

video form at the beginning of the program and when 
deemed appropriate mt a later point in the program. Ad-
visories should also be used responsibly in promotional 
material in advance of the progrdie When using an ad-
visory, the broadcaster should attempt to notify 
publishers of television program listings. 

Special care should be taken with respect to the con-
tent and treatment of audience advisories so that they 
do not disserve their intended purpose by miiitaining 
material th:tt is promotional, sensational or evolona-
tive. Promotional announcements tor programs Oho 
include advisories should be scheduled on a basis con-
sistent with the purpose of the advisory. 

Il Responsibility Toward Children 

Itioadcasters it.o,e spc,ial iusponsthilov 
iiiildren. Programs designed priniatilv lot si idien 
should take into account the tinge iii inkiests and 
needs of children. from instructional ,ind cultural 
mmmciiit to a wide variety mml entertainment material In 
then totality. progiarns should conl ohuie to the sound. 
balanced development of children to help them 
achieve a sense of the iwrirld at large and informed ad-
justments to their society. 

In the course of a child's development. numerous 
social tailors and forces. including television. affect 
the ability of the child to make the transition to adult 
society. 

fhe hilirs training and experience during the for-
mative yeals should include positive sets of values 
which will allow the child to become a resonsible adult. 
capable ol coping with the challenges ol 111.1i LII 

Children should also he exposed, at the appropriate 
times, to a reasonable range of the realities which exist 
in the world sufficient to help them make the transition 

to adulthood 
Because children are allowed to watch programs de-

signed primarily for adults, broadcasters should take 
this practice into account in the presentation of 
material in such programs when children may con-
stitute a substantial segment of the audience. 

All the standards set forth in this section apply to 
both program and Comm'. mal material designed and 
intended for > ' cuing by children 

III. Community Responsibility 

1. leley ision broadcasters and their staffs occupy 
positions of unique responsibility in their communities 
and should conscientiously endeavor tim he acquainted 
full) with the community's needs and characteristics in 
order better to serve the welfare of its citizens 

2. Requests for time for the placement of public 
service announcements or programs should be 
carefully reviewed with respect to the character and 
reputation of the group. campaign or organization in-
volved. the public interest content of the message, and 
the mannt of its presentation 

IV. Special Program Standards 

1. Violence. physical or psychological, rmn only he 
projected in responsibly handled contexts. nia used ex-
ploitively. Programs involving violence should present 
the consequences of il to its victims and perpetrators. 

Presentation of the details of violence should avoid 
the excessive, the gratuitous and the instructional. 
The use of violence tor its own sake and the detailed 

dwelling upon brutality or physical agony by sight or 
by sound. are not permissible. 
The depiction of conflict, when presented in pro-

grams designed primarily for children, should he 
handled with sensitivity. 

2. The treatment of criminal activities should al • 
ways convey their social and human effects 
The presentation of techniques of crime in such 

detail as to be instructional or invite intitation shall he 
avoided. 

3. Narcotics addiction shall not be presented except 
as a destructive habit. The use of illegal drugs or the 
abuse of legal drugs shall ni it be encouraged or shown 
as socially ;ieceptable. 

4. I he use or gambling devices or scenes necessary 
to the development a plot or as appropriate back-
ground is acceptable only when presented with discre-
tion and in moderation, itnd in a manner which would 
not excite interest in, or foster, betting nor be instruc-
tional in nature. 

5. Telecasts of actual sports programs al which on-
the-scene betting is permitted by law shall be presented 
in a manner in keeping with federal. state and local 
laws, and should concentrate on the subject as a public 
sporting event. 

8. Special precautions must be taken to avoid de-
meaning or ridiculing members of the audience who 
suffer front ph) sical or mental affliction or deformities. 

7. Special sensitivity is necessary in the use of 
material relating to sex. race, color, creed, religious 
functionaries or riles. or national or ethnic derivation. 

8. Obscene, indecent or profane matter. as 
proscribed he law, is unacceptable. 
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9. The presentation of marriage, the family and 
similarly important human relatinnships, and material 
with sexual connotations, shall not be treated ex-
ploiti vel y or irresponsihly. but with sensitivity. Cos: 
turning and movements of all performers shall he 
handled in a similar fashion. 

10. the use of liquor and the depiction of smoking 
in program cnntent shall he deemphasized. When 
shown. they should he consistent with plot and 
character des elopment. 

11. 1 he ci cation or a state of hypnosis by all 01 
detailed denionsuation on taillera is prohihited and 
hy ontisis as a loi iii a -parlor game - antics to create 
holmium, situations within a comedy setting is forbid-
den. 

12. Program material pertaining to fortune-telling. 
occultism, astiology. phienology. palm - reading, 
numeiologs. mind-reading. character- reading. and the 
like is unacceptahle if it encourages people to regard 
such held,. as providing commonly accepted appraisals 
iiI life 
13. Pnifessional advice., diagnosis and treament 

will be present cd in conformity with law and recog-
nized professumal standards. 

14. Any technique whereby an attempt is made to 
convey information to the viewer by transmitting 
messages below the threshold of normal awareness is 
not permitted 

15. The use of animals, consistent with plot and 
character delineation, shall he in conformity with ac-
cepted standards or humane treatment. 

16. Quiz and similar programs that are presented as 
contests of knowledge, information, skill or luck, 
must, in fact, be genuine contests; and the results 
must not he controlled by collusion with or between 
contestants, or by any other action which will favor one 
contestant against any other 

17. [he broadcaster shall he constantly alert to pre-
vent inclusion of elements within a program dictated 
by factors other than the requirements of the program 
itself. The ,icceptance of cash payments or other con-
siderations in return for including scenic properties. 
the choice and identification of prizes, the selection of 
music and other creative program elements and inclu-
sion of any identification or commercial products or 
services, their trade names or advertising slogan within 
the program are prohibited except in accordance with 
Sections 317 :ind 505 of the Communications Act 

18. Contests may. not constitute a lottery. 

19. No program shall be presented in a manner 
which through artifice or simulation would mislead the 
audience as to any material fact. Each broadcaster must 
exercise reasonable judgment to determine whether a 
particular method of presentation would constitute a 
material deception, or would be accepted by the au-
dience as normal theatrical illusion. 

20. A television broadcaster should not present fic-
tional events or other non-newl material as authentic 
news telecasts or announcements, nor should he per-
mit dramatizations in any program which would give 
the false impression that the dramatized material con-
stitutes news. 

21. 1 he standards of this Code covering program 
content are also understood to include, wherever ap-
plicable, the standards contained in the advertising sec-
tion of the Code. 

V. Treatment of News and Public Events 

General 

Television Code standards relating to the treatment 
of news and public events are, because of constitu-
tional consideration, intended to be exhortatory. The 
standards set forth hereunder encourage high stan-
dards of professionalism in broadcast journalism They 
are not to he interpreted as turning over to others the 
broadcaster's responsibility as to judgments necessary 
in news and public events programming. 

News 

1. A television station's news schedule should be 
adequate and well-balanced. 

2. News reporting should be factual, fair and with-
out bias. 

3. A television broadcaster should exercise particu-
lar discrimination in the acceptance, placement and 
presentation of advertising in news programs so that 
such advertising should be clearly distinguishable from 
the news content. 

4. At all times, pictorial and verbal material for both 
news and comment should conform to other sections 
of these standards, wherever such sections are reason-
ably applit able. 

5. Good taste should prevail in the selection and 
handling of news: 

Morbid, sensational or alarming details not essential 
to the factual report. especially in connection with sto-
ries of crime or sex, should be avoided. News should 
be telecast in such a manner as to avoid panic and un-
necessary' alarm. 

6. Commentary and analysis should be clearly iden-
tified as such. 

7. Pictorial material should be chosen with care and 
not presented in a misleading manner. 

8. All news interview programs should he governed 
by accepted standards of ethical Journalism, under 
which the interviewer selects the questions to be 
asked. Where there is advance agreement materially 
restricting :in important or newsworthy area or ques-
tioning, the interviewer will stale on the program that 
such limitation has been agreed upon. Such disclosure 
should be made if the person being interviewed re-
quires that questions be submitted in advance or if he 
participates in editing a recording of the interview prior 
to its use on the air. 

9. A television broadcaster should exercise due care 
in his supervision of content. format, and presentation 
of newscasts originated by his/her station, and in the 
selection or newscasters. commentators. and analysts. 

Public Kislits 

1. A television broadcaster has an affirmative 
responsibility at all times to be informed or public 
events, and to provide coverage consonant with the 
ends ol an informed and enlightened citizenry. 

2. ¡he treatment or such events by a television 
broadcaster should provide adequate« and inhumed 
coverage 

VI. Controversial Public Issues 

1. lcRt sion provide, valuable forum for the ex-
pression 01 responsible views on public issueS of a con-
troversial nature. The television broadcaster should 
seek out and develop with accountable 
groups .and organizations, programs relating to con-
troversial public issues of import -to his/her fellow 
citizens; and to give fair representation to opposing 
sides of issues which materially affect the life or 
welfare of a substantial segment or the public. 

2. Requests hyu uI s duals, groups or organizations 
for lime to discuss their views on controversial public 
issues, should be considered on the basis of their in-
dividual merits, and in the light of the contribution 
which the use requested would make to the public in-
terest, and to a well-halanced program structure 

3. Programs devoted to the discussion of controver-
sial public issues should be identified as such. They 
should not be presented in a manner which would 
mislead listeners or viewers to believe that the program 
is purely of iii entertainment. news or other character. 

4. Broadcasts in which stations express their, own 
opinions about issues of general public interest should 
be clearly identified as etlitorials. They should he un-
mistakably identified as statements of station opinion 
and should he appropriately distinguished front news 
and other program ir, erial. 

VII. Political Telecasts 

1. Political telecasts should be clearly identified as 
such. They should not be presented by a television 
broadcaster in a manner which would mislead listeners 
or viewers to believe that the program is of any other 
character 

(Ref.: Communications Act of 1934, as amended. 
Secs. 315 and 317, and FCC Rules and Regulations, 
Secs. 3.654. 3.657, 3.663, as discussed in NAB's 
litical Broadcast Catechism & The Fairness Doctrine.") 

VIII. Religious Programs 

1. It is the responsibility of a television broadcaster 
to make available to the community appropriate oppor-
tunity for religious presentations. 

2. Programs reach audiences of all creeds simulta-
neously. Therefore. both the advocates of broad or 
ecumenical religious precepts, and the exponents of 
specific doctrines. are urged to present their positions 
in a manner Londucive to viewer enlightenment on the 
role of religion in society. 

3. In the allocation of time for telecasts of religious 
programs the television station should use its best 
efforts to apportion such tinte fairly among responsible 
individuals. groups and organizations. 

IX. General Advertising Standards 

1. This code establishes basic standards for all 
television broadcasting. The principles of acceptability 
and good taste within the program standards section 
govern the presentation of advertising where applica-
ble. In addition. the code establishes in this section 
special standards which apply to television advertising. 

2. Commercial television broadcasters make their 
facilities available for the advertising or products and 
services and accepts commercial presentations for such 
advertising. However, television broadcasters should, 
in recognition or their responsibility to the public, 
refuse the facilities of their station to an advertiser 
where they hase good reason to doubt the integrity of 
the advertiser. the truth of the advertising representa-
tions, or the compliance of the advertiser with the 
spirit and purpose of all applicable legal requirements. 

3. Identification of sponsorship must he made in ; ill 
sponsored programs in accordance with the require-
ments or the Communications Act of 1934, as 
amended, and the Rules and Regulations of the Feder-
al Communications Commission, 

4. Representations which disregard normal safety 
precautions shall be avoided. 

Children shall not be represented, except under 
proper adult supervision, as being in contact with, or 
demonstrating a product recognized as potentially dan-
gerous to them. 

5. In consideration of the customs and attitudes of 
the communities served, each television broadcaster 
should refuse his/her facilities to the advertisement or 
orodoci,, and sel 51te5. or the use of advertising scripts, 
which the station has good reason to believe would he 
oblectionahle to a substantial nl reiponst hie segment 
of the cOmmunity I hese 1i:111,1,irtl, should be applied 
with judgment and flexibility, wont: into consideration 
the characteristics of the medium, its honte and family 
audience. and the form rind dint :. it of the particular 
presentation 

6. I he ail s cruising of hard liquio udistillcti spirits) is 
mil acceptable 

7. I he advertising of beer and wine is acceptable 
only when presented in the best of good taste and dis-
cretion. and is acceptable only subject to federal and 
local laws (See nlevision Code Interpretation No. 41. 

8. Advertising by institutions or enterprises which 
in their offers of instruction imply promises of employ-
ment or iflake exaggerated claims for the opportunities 
awaiting those who enroll l'or courses is generally unac-
ceptable. 

9. The advertising of lirearms/ammunition is ac-
ceptable provided it promotes the product only as 
sporting equipment and conforms to recognized stan-
dards of safety as well as all applicable laws and regula-
tions. Advertisements of lirearms/ammunition by 
mail order are unacceptable. The advertising of fire-
works is unacceptable. 

10. The advertising or fortune-telling, occultism, 
astrology, phrenology, palm- reading, numerology, 
mind-reading, character reading or subjects of a like 
nature is not permitted. 

11. Because all products of a personal nature create 
special problems, acceptability of such products should 
be determined with special emphasis.on ethics and the 
canons of good taste. Such advertising of personal 
products as is accepted must be presented in a 
restrained and obviously inoffensive manner. 

12. The advertising of tip sheets and other publica-
tions seeking to advertise for the purpose or giving 
odds or promoting betting is unacceptable.. 
The lawful advertising of government organizations 

which conduct legalized lotteries is acceptable provided 
such advertising does not unduly exhort the public to 
het. 
The advertising of private or governmental organiza-

tions which conduct legalized betting on sporting con-
tests is acceptable provided such advertising is limited 
to institutional type announcements which do not ex-
hort the public to bet. 

13. An advertiser who markets more than one 
product should not be permitted to use advertising 
copy devoted to an acceptable product for purposes of 
publicizing the brand name or other identification of a 
product which is not acceptable. 
14. "Bait-switch" advertising, whereby goods or 

services which the advertiser has no intention of sell-
ing are offered merely to lure the customer into 
purchasing higher-priced substitutes, is not acceptable. 

15. Personal endorsements ( testimonials) shall be 
genuine and reflect personal experience. They shall 
contain no statement that cannot he supported if pres-
ented in the advertiser's own words. 
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X. Presentation of Advertising 

1. Advertising messages should be presented with 
courtesy and good taste; disturbing or annoying 
material should be avoided; every effort should be 
made to keep the advertising message in harmony with 
the content and general tone of the program in which it 
appears. 

2. The role and capability of television to market 
sponsors' products are well recognized. In turn, this 
fact dictates that great care be exercised by the broad-
caster to prevent the presentation of false, misleading 
or deceptive advertising. While it is entirely appropriate 
to present a product in a favorable light and at-
mosphere, the presentation must not, by copy or dem-
onstration, involve a material deception as to the 
characteristics, performance or appearance of the prod-
uct. 

Broadcast advertisers are responsible for making 
available, at the request of the Code Authority, docu-
mentation adequate to support the validity and 
truthfulness of claims, demonstrations and 
testimonials contained in their commercial messages. 

3. The broadcaster and the advertiser should exer-
cise special caution with the content and presentation 
of television commercials placed in or near programs 
designed for children. Exploitation of children should 
be avoided Commercials directed to children should in 
no %say mislead as to the product's performance and 
usefulness 
Commercials, ss hether live, film or tape, within pro-

grams initially designed primarily for children under 12 
years of age shall he clearly separated limn program 
material by an appropriate device. 

Trade name identification or other merchandising 
practices involving the gratuitous naming of products 
is discouraged in programs designed primarily for 
children 

Appeals insolving matters of health which should be 
determined tw plicsicians should not he chaected pri-

marily to children. 
4. No children's program personality or tartoon 

haracters shall be utili!co to deliver commi:rtial 
messages within or :alp.. in to the programs in which 
such a personality or cartoon character regularly ap-
pears. This provision shall also apply to lead-ins to 
commercials when such lead-ins contain sell copy or 
imply endorsement of the product by program per-
sonalities or cartoon character. 

Advertising Standards 

XI. Advertising of Medical Products 

1. The advertising of medical products presents 
considerations of intimate and far-reaching importance 
to consumers because of the direct hearing on their 
health. 

2. Recuise of the personal nature of the advertising 
of medical products, claims that a product su ill effect a 
cure and the indiscriminate use or such words as 
"safe", ' without risk'', " harmless", or terms of simi-
lar meaning should not be accepted in the advertising 
of medical products on television stations. 

3. A television broadcaster should not accept adver-
tising material which in his/her opinion offensively 
describes or Jr:finalizes distress or morbid situations 
involving ailments, by spoken word, sound or visual 
effects. 

XII. Contests 

1. Contests shall be conducted with fairness to all 

entrants, and shall r ' imply with all pertinent laws and 
regulations. Care sh...ild be taken to avoid the concur-
rent use of the three elements which together con-
stitute a lottery-prue chance and consideration. 

2. All contest di ills, including rules, eligihilny re-
quirements, openly and termination dates should he 
clearly and complet, I', announced and/or shown, or 
easily accessible ii he ' ewing public, and the win-
ners' names should he iv:leased and prizes awarded as 
soon as possible after the close of the contest 

3. When advertising is accepted which requests con-
testants to submit items of product identification or 
other evidence of purchase of products, reasonable fac-
similes thereof should be made acceptable unless the 
:iward is based upon skill and not upon chance. 

4. All copy pertaining to any contest ( except that 
which is required by law) associated with the exploita-
tion or sale of the sponsor's product or service, and all 
references to prizes or gifts offered in such connection 
should he considered a part of and included in the total 
time allowances as herein provided. (See Television 
Code. XIV) 

XIII. Premiums and Offers 

1. Full details of proposed offers should he required 
by the television broadcaster for investigation and ap-
proved before the first announcement of the offer is 
made to the public. 

2. A final date for the termination of an offer should 
be announced as far in advance as possible. 

3. Before accepting for telecast offers involving a 
monetary consideration, a television broadcaster 
should be satisfied as to the integrity of the advertiser 
and the advertiser's willingness to honor complaints 
indicating dissatisfaction with the premium by return-
ing the monetary consideration. 

4. There should be no misleading descriptions or 
visual representations of any premiums or gifts which 
would distort or enlarge their value in the minds of the 
viewers. 

5. Assurances should be obtained from the adver-
tiser that premiums offered are not harmful to person 
or property. 

8. Premiums should not be approved which appeal 
to superstition on the basis of " luck-hearing" powers 
or otherviise 

XIV. Time Standards for Non- Program Material 

In order that the time for non-program material and its 
placement shall best serve the viewer, the following 
standards arc set forth in accordance with sound televi-
sion practice: 

1. Non- Program Material Definition: 
Non-program material, in both prime time and all 

other time, includes billboards, commercials, promo-
tional announcements and all credits in excess of 30 
seconds per program. except in feature films. In no 
event should credits exceed 40 seconds per program. 
The 40-second limitation on credits shall not apply, 
however, in any situation governed by a contract en-
tered into before October 1, 1971. Public service an-
nouncements and promotional announcements for the 
sanie program are excluded from this definition. 

2. Allowable Time for Non-Program Material. 
a. In prime time on network affiliated stations, non-

program material shall not exceed nine minutes 30 sec-
onds in any 60-minute period. 

Prime tinte is a continuous period of not less than 
three consecutive hours per broadcast day as desig-
nated by the station between the hours of 6:00 PM and 
Midnight. 

b. In all other tinte, non-program material shall not 
exceed 16 minutes in any 60-minute period. 
c Children's Programing Time - Defined as those 

hours other than prime time in which programs ini-
tially designed primarily for children under 12 years of 
age arc scheduled. 

Within this time period tin Saturday and Sunday. 
non - program material shall not exceed nine minutes 
30 seconds in any 60-minute period. 

Within this time period on Monday through Friday. 
non-program material shall not exceed 12 minutes in 
any 60-minute period. 

3. Program Interruptions. 
a. Definition: A program interruption is any occur-

rence of non-program material within the main body of 
the program. 

b. In prime time, the number of program interrup-
tions shall not exceed two within any 30-minute pro-
gram. or four within any 60-minute program. 

Programs longer than 60 minutes shall be pro-rated 
at two interruptions per half-hour. 
The number of interruptions in 60-minute variety 

shows shall not exceed five. 
c. In all other time, the number of interruptions 

shall not exceed four within any 30-minute program 
period. 

d. In children's weekend programing time. as above 
defined in 2e, the number of program interruptions 
shall not exceed two within any 30-minute program or 
four within any 60-minute program. 

c. In both prime time and all other time, the follow-
ing interruption standard shall apply within programs 
of 15 minutes or less in length: 

5- minute program- 1 interruption; 
10-minute program-2 interruptions; 
15-minute program- 2 interruptions. 

r. News, weather, sports and special events programs 
are exempt from the interruption standard because of 
the nature of such programs. 

4. No more than four non-program material an-
nouncements shall be scheduled consecutively within 
programs, and no more than three non-program 
material announcements shall be scheduled con-
secutively during station breaks. The consecutive non-
program material limitation shall not apply to a single 
sponsor who wishes to further reduce the number of 
interruptions in the program. 

5. A multiple product announcement is one in 
which two or more products or services arc presented 
within the framework of a single announcement. A 
multiple product announcement shall not be sched-
uled in a unit of time less than 60 seconds. except 
where integrated so as to appear to the viewer as a 
single message. A multiple product announcement 
shall be considered integrated and counted as a single 
announcement if: 

a. the products or services are related and inter-
woven within the framework of the announcement ( re-
lated products or services shall be defined as those hav-
ing a common character, purpose and use), and 

b. the voice(s), setting, background and continuity 
are used consistently throughout so as to appear to the 
viewer as a single message. 

Multiple product announcements of 60 seconds in 
length or longer not meeting this definition of integra-
tion shall be counted as two or more announcements 
under this section of the code. This provision shall not 
apply to retail or service establishment. 

8. The use ( il billboards, in prime time and all other 
tinte, shall he confined to programs sponsored by a 
single or alternate week advertiser and shall be limited 
to the products advertised in the program 

7. Reasonable and limited identification of prizes 
and donors' names where the presentation of contest 
awards or prizes in a necessary part of program content 
shall not be included as non-program material as 
defined above. 

8. Programs presenting women's/men's service 
features, shopping guides, fashion shows, demon-
strations and similar material provide a special service 
in the public in which certain material normally 
classified as non .program is an informative and neces-
sary part of the program content. Because of this; the 
time standards may he waived by the Code Authority 
to a reasonable extent on a case-by-case basis. 

9. Gratuitous references in a program to non-spon-
sor's product or service should be avoided except for 
normal guest identification. 

10. Stationary backdrops or properties in television 
presentations showing the sponsor's name or product, 
the name of the sponsor's product, his trade-mark or 
slogan should be used only incidentally and should not 
obtrude on program interest or entertainment. 

Time Standards for Independent Stations 

1. Non-program elements shall be considered as all-
inclusive, with the exception of required credits, 
legally required station identifications. and "bum-
pers". Promotion spots and public service announce-
ments, as well as commercials, are to be considered 
non-program elements. 

2. The allowed time for non-program elements, as 
defined above, shall not exceed seven minutes in a 30-
minute period or multiples thereof in prime time 
(prime time is defined as any three continguous hours 
between 6 p.m, and midnight, local time), or eight 
minutes in a 30-minute period or multiples thereof 
during all other times. 

3. Where a station does not carry a commercial in a 
station break between programs, the number of pro-
gram interruptions shall not exceed four within any 30-
minute program, or seven within any 60-minute pro-
gram, or 10 within any 90-minute program, or 13 in 
any 120-minute program. Stations which do carry com-
mercials in station breaks between programs shall limit 
the number of program interruptions to three within 
any 30-minute program, or six within any 60-minute 
program, or nine within any 90-minute program, or 12 
in any 120-minute program. Neffl, weather, sports, 
and special events are exempted because or format. 

4. Not more than four non-program material an-
nouncements as defined above shall he scheduled con• 
sccutively. An exception may be made only in the case 
ola program 60 minutes or more in length. when no 
more than seven non-program elements may be sched-
uled consecutively by stations who wish to reduce the 
number of program interruptions. 

5. The conditions of paragraphs three and four shall 
not apply to live sports programs where the program 
format dictates and limits the number of program in-
terruptions. 
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FCC sets its official .policy on children's TV; 
decision not to make rules draws ACT objection 

Four and one-half years after it began to look into subject, 
FCC last week formally decided to attempt to improve 
television service to children by policy and lifted eyebrow. 
Commission issued statement that was designed to "clar-
ify" broadcasters' responsibilities in programing and adver-
tising aimed at children, and to nudge broadcasters in cer-
tain directions. But it adopted no rules. 

Statement was immediately criticized as inadequate by 
Peggy Charren of Action for Children's Television, Boston-
based group whose petition in February 1970 prompted 
commission to look into kind of service television stations 
were providing children. " It's not enough to rely on the 
sense of commitment of broadcasters," Mrs. Charren said. 
"If it were, ACT would not have had to come into exist-
ence." 

Commission vote was unanimous. But some commission-
ers were not completely satisfied. Benjamin L. Hooks, who 
along with Robert E. Lee and Charlotte Reid concurred in 
result, plans statement this week expressing reservations. 
He reportedly thinks FCC should have gone further. 

Commission statement follows outlines reported three 
weeks ago (Broadcasting, Oct. 7). It calls on stations to: 
— Provide reasonable amount of programing for children 

and to make•sure significant amount is educational or in-
formational in nature. Commission said it expected stations 
to make "a substantial effort in this area," and warned 
that low levels of performance would not be acceptable. 
As trustees of valuable public resource, commission said, 
licensees are expected to presbnt programs that will serve 
needs of children. 
— Make some provision for special needs of pre-school 

child. 
— Present programing for children through week, not 

only on weekends. 
— Reduce level of advertising in children's programing 

in accordance with reforms adopted by National Associa-
tion of Broadcasters and Association of Independent Tele-
vision Stations. NAB and INTV have agreed to limit non-
program material in children's programs to nine and one 
half minutes per hour on weekends and to 12 minutas dur-
ing week by 1976. Mrs. Charren said drawing distinction 
between weekends and rest of week was "absurd." 
— Avoid host selling and other sales techniques that 

blur distinctions between programing and advertising. 
— Make clear separation between program and advertis-

ing content. 
ACT had proposed eliminating all sponsorship of chil-

dren's programing, and requiring stations to present specif-
ic amounts of programing at stated time periods and aimed 
at certain age groups. But commission said barring sponsor-
ship of children's programs was "unrealistic." Eliminating 
economic base and incentive for children's programing 
would result in curtailment of broadcasters' efforts in that 
area, it said. However, it also said there is basis for concern 
about overcommercialization on children's programs; its in-
vestigation indicates that in many cases current levels of 
advertising are in excess of what broadcasters need to pro-
vide programing to serve- public interest. 

In reference to absence of rules, commission said gov-
ernment reports and regulations cannot create sense of 
commitment to children where it does not exist. And it 
said that in case of children's television programing, broad-
cast industry should be given every opportunity to reform 
itself. " Self-regulation preserves flexibility and an oppor-
tunity for adjustment which is not possible with per se 
rules," commission said. " In the final analysis, the medium 
of television cannot live up to its potential in serving 
America's children unless individual broadcasters are gen-

Oct 28 1874 

uinely committed to that task." 
FCC commended industry for self-regulation it under-

took in connection with commercials in children's pro-
graming. Action of NAB and INTV — which was taken in 
response to pressure from FCC Chairman Richard Wiley — 
was said to reflect responsive and responsible attitude 
toward broadcasters' public service obligations. 

Commission, however, was not removing pressure from 
broadcasters. It said that since standards NAB and INTV 
adopted were comparable to those commission would have 
considered adopting in form of rule, it would postpone di-
rect action until it had chance to assess effectiveness of 
self-regulation. As aid in that assessment, FCC plans to 
amend license renewal form to obtain more detailed infor-
mation from broadcasters on commercial matter they in-
clude in children's programing. 

Furthermore, it said, commission intends to evaluate 
anticipated improvements in children's programing and ad-
vertising. Accordingly, it is keeping proceeding open. 

But ACT's Mrs. Charren was not impressed. " By not 
making a rule at this time the FCC has said to the broad-
caster, 'You have gone far enough,' " she said. "No one 
who has followed the development of children's advertising 
as an issue of public importance expects the NAB to make 
further rules now that the FCC has indicated it will not 
act." And, referring to the tremendous outpouring of mail 
generated by the children's programing proceeding, she 
said: " It would seem that all 100,000 letters the commis-
sion received from the public, and all the comments from 
organizations concerned with children's health and develop-
ment have been totally ignored by this policy statement." 
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RADIO AND TELEVISION UNDER PRESSURE 

In 1966, the U.S. Court of Appeals, D.C. Circuit, granted represen-
tatives of the public the right to petition FCC actions: rulemaking, 
renewals of license, etc. In 1969, the Court ordered the FCC to deny 
the renewal of the license of WLBT-TV Jackson, Mississippi, based, in 
part, on the allegations contained in a petition from the public. That 
same year, KTAL-TV in Texarkana, Texas, signed a thirteen-point agreement 
with a community coalition written to assure better service to all seg-
ments of the community. The agreement represented a realization by broad-
casters that the public had the potential power to force denials of 
station license renewals and the alternative of agreeing to demands was 
often the least objectionable alternative. 

During the same period the lessons from the black movement of the 
sixties were assimilated by other minorities--women, chicanos, gays--
who combined the new militancy with the power of petitions and have 
forced dramatic changes in broadcasting in the last eight years. 
Leonard Gross, in a TV Guide series, presents a balance sheet of results: 

...more responsive networks, better children's pro-
gramming, new kinds of programs reflecting the con-
cerns of minorities, women, and special- interest 
groups; instances of insensitivity, impracticality, 

extortion and threats to creative freedom. 

Despite the negative side of Gross' balance, citizen action is an 
integral part of the broadcast license renewal procedure, and the 
programmer, as well as the public, needs the information included in 
the "Access Primer." ( see pages 201-205) Of primary importance are 
the twenty-six regulatory standards which are considered by the FCC. 

The three-part series, "Television Under Pressure," includes a 
number of case studies of public pressure: ACT, the Population Insti-
tute, challenge to WJ1M-TV, and challenges to transfers of ownership. 
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occess 40 

an access primer Reproduced, with permission, from ACCESS-- 1976 

Participating In License Renewals 

Step 1: Study FCC Procedure 

Ideally the best way to participate in he licensing process is to know how the FCC works before you start. Practically speaking, 
you're likely to be learning about the FCC in general while you deal with a particular station. The books and institutions below are 

good places to start for information anc help. 

• FCC Prodecure Manual: The Public and Broadcasting 
(1974 ed). Free from the FCC [Washington DC 20554]. 

All you need to know about official filings. Dull reading. 
• Parties in Interest. 60 cents from ne Office of Com-

munication of the United Church of Christ [ 289 Park Ave. 
S., New York NY 10010] . Basic information on the regula-

tory process involving local stations Readable. Excellent 

starting point. 
• How to Protect Your Rights in Television and Radio. 

$5.50 from the Office of Communication [ see above]. 

The best book available on FCC processes and local sta-
tions' obligations. Tells how to read forms and applications 

that stations submit. Indispensable. 
• Media Access. $8.95 from Little, Brown and Co. Excel-

lent and current guide to content regulations such as the 
fairness doctrine and section 315. Reacable. 

• access magazine. $24 / year for 24 issues. Biweekly 
journal for media activists. The latest information on regula-
tory matters, techniques and strategies. Covers broadcasting, 

CATV, video. [ National Citizens Committee for Broad-
casting, 1028 Connecticut Ave N.W., Washington DC 

20036]. 
• Documents cited in the footnotes here under " Regula-

tory Standards." 
• Citizens Communications Center. Advises community 

groups on legal rights. Helps in negotiations and petitions 

Step 2: Study Stations 

to deny, as well as other proceedings. No attorney fees 

charged, but reimbursement of expenses required if client 
can pay. Can't take all cases but will give advice. [ 1914 
Sunderland Place, N.W., Washington DC 20036, (202) 

296-4237] . 
• Media Access Project. Same as Citizens but MAP's 

concentration is in access, fairness doctrine, and news man-

agement cases. [ 1910 N St., N.W., Washington DC 20036, 
(202) 296-4238] . 
• Office of Communication of the United Church of 

Christ. Provides technical assistance and runs field seminars 
for community groups to advise them of their rights. Special-

ties are minority rights, quality of programing. [ 289 Park 

Ave. S., New York NY 10010, ( 212) 475-2121] . 
• National Organization for Women. Technical and strate-

gic assistance on women's issues in media. [ Kathy Bonk, 
National Media Coordinator, 215 Constitution Ave., N.E., 

Washington DC 20002 ( 202) 632-2058]. 
• National Black Media Coalition. Technical and strate-

gic assistance on Blacks' issues in media. [ 2027 Massachu-
setts Ave., N.W., Washington DC 20036, ( 202) 797-7474]. 

• Action for Children's Television. Technical and strate-
gic assistance on children's programing and advertising 

issues. [46 Austin St., Newtonville MA 02160, (617) 527-

7870] • 

You will need to gather a great deal of information about any station you suspect may not deserve license renewal. If you are 

concerned about programing, you may want to gather extensive data on what the station airs. If your interests are in employment, 

you may find more useful information in the station's public file. 

You may want to list a station's programing program-by-

program and commercial-by-commerc.al over a specific 

period of time. There are several ways to do this: (1) review 
listings from newspapers or TV Guide, (2) check station 
program logs (available on request from TV stations only), 
or ( 3) monitor programs as they are aired. You will almost 
certainly have to monitor if your concern is with the content 

of programs, as in fairness doctrine cases. Excellent materials 
on monitoring are available from the Office of Communica-

tion of the United Church of Christ and the National Organi-

zation for Women whose addresses are above. 

You may also want to look at the station's public inspec-

tion file. All stations must keep a file of important docu-
ments at an accessible location in the community ( usually 
the station itself) and give individuals in the service area ac-

cess to it on request. TV stations must provide copies of any 
of the contents at a reasonable photocopying fee, usually 
about a dime. Some of the information available in the file 

is: 
• Latest license renewal or other applications to the FCC, 

• Latest annual programing report (TV only), 

• Latest ownership report, 
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s Latest annual employment report, 

e Program logs for the "composite week" of programs 
on which the license renewal is based (TV only), 

Step 3: Negotiate 

e Complaints received by the station. Potentially any 
document in the file may help in a case against a station, 

and all should be scrutinized carefully. 

Once you have studied FCC procedure and !lathered some data on the station you will probably want to talk to the station about 
your complaints. The FCC encourages citizens and braodcasters to maintain a "continuous dialogue," and some citizen groups do in-
deed negotiate w;th stations all the time. You may, then want to start negotiation with a station the moment after its license is 
renewed- a full 32 months before another renewal application from the station will be filed. Others find stations only receptive 
to negotiation as license renewal nears. Exactly when you negotiate, then, is a strategic matter. 

Form a coalition with the most powerful and respected 
elements of your community available to you. Bring your 

requests to the attention i-f the station manager (or general 

manager) or higher officer. If it's a large station, the com-
munity affairs director may be the first person to see. 

Say who 'you are, how many people are behind you and 

who they are, why it is in the station's best interest to com-

ply with your requests, and what deficiency in the station's 
record leads you to make the -request. You should have a 
list of specific cognizable standards that the station is defi-
cient in. (Whether you release the list at the outset or later 
is a strategic decision, but it is necessary that you have it and 
that you are versed in your rights.) 

List your requests simply and prepare arguments and 

counter-arguments why they are in the public interest and 
should and could be carried out. 

Step 4: Consider Legal Remedies 

Never leave a meeting with station personnel without 
making some arrangement ( however tenuous) for a follow-

up. Continuing dialogue not only is urged by the Commis-
sion, but it's good strategy. 

Make a record of the sessions, either during the meeting 
or immediately afterward. It is recommended that you send 

a letter commemorating the major events of the meeting. 
If negotiations do not work out, a copy of the letter will 
be useful to you at the FCC. 

The station personnel only has to listen; he or she does 
not have to grant anything. The best rule is make friends 

and try to persuade people of the value of your requests. 

If the manager is adamantly opposed to your request or if 

he or she refuses to continue the negotiations, enter that in 
your formal legal proceedings. 

Under present law, broadcast station licenses expire every three years and a station must get its renewal application to the FCC 
four months before the license expires [ see table for exact dates]. If negotiation has not brought changes you think necessary, you 
may need to consider legal remedies. 

Your complaint against a station may have been based 

simply on a belief that, in general, the station could do bet-
ter- or it may have been based on a quite specific complaint 
about, say the number of commercials aired. If you are 
thinking about formal legal remedies you should be aware 

that not everything you may think wrong with a station will 
be thought wroag by the FCC. 

Another section of this guide, " Regulatory Standards," 
briefly reviews the things the FCC has, in the past, con-

sidered important in evaluating stations. You need not neces-
sarily restrict yourself to those things -after all, they became 
relevant issues because somebody (nice convinced the FCC 

that they maiteied. You may raise new kinds of complaints. 
You should be forewarned, however, that you are much more 

likely to succeed with tho FCC if you iaise routine com-
plaints than if you suggest something novel. 

There are four legal sesnedies that the FCC handles. 

You are not limited to these, of course. You may engage 

in picketing and boycotting; deal with advertisers or program 
producers; produce your own programing; work for the 
development of a "competitor" like cable television:or con-
tinue to levy pressure, through personal contact, through the 
remainder of the license term. Documents to invoke legal 

remedies should be sent to: Secretary, FCC 1919 M St., 
NW., Washington DC 20054. 

1. Complaint. Anyone may file a complaint at any time 
against any licensee. Whether the FCC acts on it, or the vigor 

with which it acts on it, depends on ( 1) how much the com-

plaint touches 9 specific, cognizable standard of performance 

by the licensee [ see regulatory standards], and (2) what 
evidence is submitted at the time of the complaint. Nor-
mally, one who complains must also ask for a remedy. 

2. Petition to Revoke. This pleading may be filed at any 
time and is the equivalent of a petiton to deny except that 

the burden is not on the licensee to prove continued opera-

tion is in the public interest. It is on the petitioner to show 

continued operation is not in the public interest. Consequent-
ly, the petition to revoke should only be used ( 1) for stra-
tegic purposes or (2) against the most hideous broadcasters. 

3. Informal Objection. This pleading is the equivalent of 

a petition to deny except that it is procedurally defective as 
one. For example, it is filed somewhat late or it is filed in 

less than the ;Honer nu Illber of copies or it does not contain 

af fidavits required. Generally the FCC treats them the same 
as petitions to deny but is not required to do so. In principle 

they carry somewhat less weight than a petition to deny. 
4. Petition to Deny. The important thing about the 

petition to deny is that it is the culmination of a lengthy 
analysis of the station's performance in serving the public 
interest. If you decide to file a petition to deny, you should 
include every ounce of information you can muster about 

the licensee's performance, even if it doesn't strictly relate to 
your principle concern. The premise of the petition is that 
renewal of this station's license would not serve the public 
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interest. You say why in as many words as you need with 

empathy for the reader. 
Legal Requirements. Typed, double-spaced, with an 

original and nine (9) copies. Original signed. Copy sent to 

the station(s) involved by first-class mail on the date of filing. 
You must send the FCC a separate affadavit affirming that 
you have done this. Affidavit(s) from persoh(s) with 

personal knowledge of any incident which is a part of the 
petition. Filed by 4:30 p.m. at the FCC the first business 

day of the month before the license expires. You must also 
include a description of yourselves as petitioners, affirming 

that you live in the station's service area. 

Suggestions. Organize material cogently. Use logic and 
persuasive speech, not d:atribe. Cite examples and avoid 

rhetoric. Tie complaints to specific cognizable standards. 
What Happens Next. If you have decided to file a petition 

to deny, you are then bound by certain rules. 
• It is improper, legally, for you to contact the FCC 

Commissioners or certain key staff people after you file a 
petition to deny. Any further documents you file or contact 

you have with any FCC office or official should be accum-

Regulatory Standards 

panied by notification of the station and/or its attorneys. 

• The station has 30 days to file an "Opposition" to your 

petition. 
• You (the petitioner) then have 20 days to file a 

"Reply." 
• The Broadcast Bureau ( Renewal Branch) of the FCC. 

will recommend to the Commissioners what should be done. 
This usually won't come for at least six months, although the 

process is being speeded up. 
• The Commissioners will either dismiss the petition or 

set the renewal for a formal hearing. 
If you get a hearing, get set for years of legal proceedings 

and tons of paper as the station fights to save its license. 
If your petition is denied, but you believe the FCC made a 

mistake of law or you have new information you could not 
have obtained when you first filed your petition, you may 

request " Reconsideration" within 30 days. You may also 
appeal to the U.S. Court of Appeals in Washington, DC. 
Even if the FCC denies your petition, however, it may still 

withold renewal if it is not satisfied with the station's service 

to the public interest. 

Not every complaint you may have against a broadcaster will be regarded as relevant to the "public interest" by the FCC. Listed 

telow are 26 things that, in varying degrees, are considered by the Commission. 

1. Ascertainment: Stations must interview community 
leaders in all "major segments" of the community ( labor, 

business, women, agriculture, education, etc.) to ascertain 
the "problems, needs, and interests" of the community. 
Check whether a station omits a significant segment, or 

conducts inadequate interviews ( in qualdy or quantity), or 

does not interview continuously during the license term, 
or misrepresents the fact of or the results of an interview. 
Stations must also survey members of the general public. 
Check there to see that significant segments of the commun-
ity are not ignored. Substantial information about the sta-
tion's ascerlainment should he found in its public file ( see 

next page). 

2. Responsive Programing:The steon must propose 
and present programing designed to respond to the "prob-
lems, needs, and interests" that emerge from the ascertain-
ment. Check whether the programs offered are sufficient 

in quantity or quality. 

3. Public Affairs Programs: Stations are required to pre-
sent some public affairs programing (although the FCC has 
never said how much ard has even renewed licensees who 
present none). Check whether the amount and quality are 

sufficient for service to your local community. Check wheth-

er the station airs all ( or most) of its public affairs programs 
at inconvenient times for lit.teners or viewers. Check whether, 
if the station is a network affiliate, it airs its network's public 

1. Commercial and non-commercial stations aseellain differently and, 
in the non-commercial area, there a:e different end.irds for radio 
and TV. For details on commercial asceriaininielt, ,A-e Ascertainment 
of Community Pioblerns hy Broadcast Applic:a.h, 35 fili2d 151A. 

41 FR 1371 119751, especially Appendix 11, a new t e 011 ascer• 
tainment. For noncommercial, we Aseeitamment by NO(11: lllll iner-

cial Educational Applicants, 36 1MM 953, 41 124/3 1197Cd. 

affairs programs (or preempts them for entertainment pro-

graming). 

4. News: Stations are required to present some news pro-
graming (although the FCC has never slid how much and 
has even renewed licensees who present none). Check wheth-

er the amount and quality are sufficient for service to your 
local community. Check whether, if the station is a network 
affiliate, it airs its network's news programs (or preempts 

them for entertainment programing). 

5. News Bias: The FCC does not generally interfere with 
a station's right to present its point of view in programing, 
as long as fairness doctrine obligations are met. Consequent-

ly, most cases of "bias" will not be addressed by the FCC. 

However, if there is substantial evidence that a licensee's 
financial or personal interests are th.' cause of bias, the FCC 

will address that as a "character" issue ( see below). 

6. Local Programs: Stations are required to present some 
locally originated programing (although the FCC has never 

said how much). Check whether the amount and quality are 

sufficient for service to your local community. 

7. Special Programing: Stations are required to present 
some programing on religion, education, agriculture, weather, 
market, spurts, and minority Taunt; if there is a need in its 

service area for programing of this type (altIvre.gh the FCC 

has never said how much of any). Cneck whethci the amount 
and quaiity in any of these areas are suff icient for service to 

your local community. 2 

2. The FCC's most general statement of what programing it expects 
from stations is: Report and Statement ol Policy re. C1 11111111:A1011 141 

banc Programming Inquiry, 25 ill 9291 ( 160). Usually putt called 
the "1960 Plograming l'olicy Statement," this is alsu reley.int thew 

ment to ¡ WM.; 3, 4, and 6. 
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8. Children's Programing: Television stations are 

required to present some programing especially designed for 
children, not just programs that children will watch (al-

though the FCC has never said how much). The FCC suggests 

that different programs may be needed by pre-school and 
school aged children. A "reasonable amount" of such pro-

graming must be "designed to educate and inform—and not 
simply to entertain." Under the 1960 Policy Statement, even 

radio stations are expected to provide prerams for children. 
[See also Children's Advertising, below]. '3 

9. Overcommercialization: The FCC has no standards 
on quantity of commercials but will recognize repeated viola-

tions of the industry's own code. Those maximums are: 
9Y2 minutes per hour in prime time, 12 minutes per hour 

in other time periods for network affiliates, 14 minutes per 

hour in other time periods for independent stations ( regard-

less of the number of commercials that appear in that time 
limit). [ The standards for radio are slightly more liberal.] 

Check (by monitoring or by program logs) how many times 
during an average week the station exceeds the standard. 

Check the license renewal application to see that the station's 
promise on that point was not exceeded. [ see also Children's 
Advertising, below] 

10. Public Service Announcements: Stations are re-

quired to present some public service announcements—non-

commercial educational messages for the public good—(al-
though the FCC has never said how many). Check whether 
the quantity and quality are sufficient to serve the needs 
of your community. 4 

11. Fairness Doctrine: Each licensee is required to 
(1) discuss controversial issues of public importance in the 

community and ( 2) to afford reasonable opportunity for 
contrasting views on those issues. Fairness doctrine com-
plaints may be filed if a licensee fails to do either of these 
two things. Complaints can be made at any time during the 
license period, but deficiencies should be noted at renewal 
time, also. 5 

12. Equal Time/Editorialization/Reasonable Access: 
Each station must provide "reasonable access' to all 
candidates for federal office. Once a station permits an ap-
pearance by one legally qualified candidate for any public 

office in an election, it must provide the same opportunity 

to all opposing candidates in that election. If a station en-
dorses one candidate in an election, it must provide compar-
able access for response to all other candidates for that 

3. See Children's Television Report and Policy Statement, 50 FCC2d 
1 ( 1974). 

4. See access 34 for several articles on PSAs. There is a pending 
petition for rulemaking filed by the Media Access Project that would 
expand citizen access to PSA time. See access 37, p. 13. 

5. There are two major official FCC reviews of the fairness doctrine: 

Ill Applicability of the Fairness Doctrine . . (usually just called the 
-Fairness Primer"), 29 FR 10415 119641 and ( 21 Fairness Doctrine 

and Public Interest Standards, 39 FR 26372 119741. See access 
4, pp. 6-15, access 10, pp. 9-13, access 37, pp. 10-11. 

6. There are several official FCC summaries of this area of law: 11) 
Use of Broadcast Facilities by Candidates for Public Office, 24 
FCC2d 832 ( 1970), ( 2) Use of Broadcast Facilities .. . , 34 FCC2d 
510 11972), ( 3) Licensee Responsibility under Amendments to the 

Cionmunications Act by the Federal Election Campaign Act of 1971, 

47 FCC2d 516 11974) and 141 Federal Election Campaign Ac 

office. Violations should be reported to the FCC, regardless of 
the outcome of the election, and should be noted at renewal 
time. 

13. Violence: The FCC really has no standards whatso-

ever on violent content in programs. It leaves this one up to 
"self-regulation." The NAB TV code says that "violence ... 

may only be projected in responsibly handled contexts, not 

used exploitatively . . Presentation of details of violence 
should avoid the excessive, the gratuitous and the instruc-

tional. The use of violence for its own sake and the detailed 
dwelling upon brutality or physical agony, by sight or by 
sound, are not permissible." Many TV broadcasters promise 

the FCC that they will follow this code. Check whether the 
quantity and type of violence in programs, network and 
local, are unsatisfactory for your community. 

14. Obscenity and Indecent Language: In program 
content, obscenity is that material "taken as a whole, that 

appeals to the prurient interest and is patently offensive by 

contemporary community standards, and lacks serious 
scientific, literary, artistic, or political value." Indecent lan-

guage is that which describes, in terms patently offensive 
to contemporary community standards for broadcasting, 

sexual or excretory activities and organs. When substantial 
numbers of children are in the audience, scientific/literary/ 

artistic/political value cannot "save" the speech. When they 
are not [ late at night, for example] , serious scientific/liter-
ary/artistic/political value can save it. Check, using specific 

programs and specific scenes and dialogues, whether the 
amount and kind of obscenity and indecent language is 
unsatisfactory for your community. 7 

15. Format Change [ Radio Stations Only] : General-
ly, radio stations can choose whatever format that makes 
sense to them. However, if one station wants to drop a for-
mat "unique" (the only one of its kind) to a community 
and there is a great "hue and cry" over the change from 

listeners, the FCC must conduct an inquiry on the reasons 

for the change. If the reason is economic, the station will 

be required to prove that the old format was not profitable.8 

16. Program Diversity: Many people complain that all 

radio and television is nearly the same. The FCC claims 
its goal is diversity of programing. Although it would be very 
unusual for the Commission to rule against a station on lack 

of program diversity, it is possible in principle (especially 

for public TV stations that literally duplicate their pro-

Amendments of 1974, 33 RR2d 1679 119751. Two good summaries 
are: Asher, Thomas R. and J. Victor Hahn, Broadcast Media Guide 

for Candidates, Media Access Project, Washington DC, 1974 and 

Shapiro, Andrew W., Media Access: Your Rights to Express Your 
Views on Radio and Television, Little, Brown & Co., 1976. 

7. See Report on the Broadcast of Violent, Indecent and Obscene 

Material, 40 FR 11023 ( 1975) and Pacifica Foundation, 32 RR2d 

1331 119751. The Pacifica case is being appealed in the courts, but its 
definition of indecency has recently been used in an FCC proposal 
to Congress for new obscenity legislation. See access 36, p. 18. 

8. The policy described is largely the creation of the courts. The FCC 
would prefer not to supervise format choices at all, and in essence 
says that in the recently concluded inquiry in Docket 10682. The last 
work on all this will probably come from the courts, not from the 

FCC. Citizen complaints about format changes are most effective 

when a station is being sold, but they can be made at renewal time 
as well. 
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graming instead of offering new programs). There are limits 
to the amount of programing that can be duplicated on 
co-owned AM and FM stations. 

17. Deceptive Advertising: The Federal Trade Com-
mission ( FTC) prohibits "false, misleading, or deceptive 

advertising." The FCC requires stations not only to be aware 
of FTC activities but to independently take responsibility 
for guarding against this kind of advertising. 

18. Advertising for Children: The FCC has no stan-
dards for ads to children, but it does take stock of stations' 
adherance to the industry code. The industry prohibits more 
than 91/2 minutes of commercials per hour during children's 
weekend programing. No program host can sell products 
(because that might confuse children). Vitamins cannot 

be advertised as candy on children's programs. 

19. Equal Employment Opportunity: No station 
may discriminate in hiring, promotion, or other employment 

practices according to race, religion, national origin, or sex. 
Each licensee with 10 or more full-time employees must 
have a written "affirmative action" program describing its 

procedures for assuring that minority and female applicants 

will be vigorously recruited for all positions at a station. 
Check whether a station's employment record (overall 

and in the "top four" job categories [ officials and managers, 
professionals, technicians, and sales workers] is at parity 
with the percentages of minorities and females in the local 
workforce. Check trends since 1971. Check any individual 
complaints of unlawful discrimination against the station. 
Check the quality of the "affirmative action" program and 

whether or how effectively it has been carried out. Check the 
accuracy of the yearly employment report (form 395) sub-
mitted to the FCC. Check whether jobs are misclassified so 
that low- or middle-level positions are enhanced to appear to 
be executive-level jobs.10 

20. Concentration of Control: The FCC has a policy 
of maximizing diversity of control as a means of maximizing 

diversity of content. It has several basic rules: one service of 
a kind (AM, FM, TV) per broadcaster per community [ public 

broadcasting stations are exempt]: no new broadcast-news-
paper or broadcast-cable TV combinations are permitted 
in the same market [although existing combinations are 

generally exempt] ; no new radio-TV combinations are per-
mitted in the same market [although existing combinations 
are exempt] ; usually no more than three broadcast proper-
ties are permitted by one owner within 100 miles of each 

other; no more than 21 broadcast properties (no more than 
7 AM, 7 FM, or 7 TV) are permitted to any one owner 
anywhere (and only five of the 7 TV properties can be VHF); 
and no licensee can own three VHF stauons anywhere in the 

top 50 markets [although existing stations are exempt]. 
"Ownership" is 1% or more, except for banks, insurance 

9. Limits effective May 1, 1977 are that co-owned AMs and FMs in 
communities of over 100,000 population nay not duplicate one 
another more than 25 percent and that stations in communities of 
25,000 to 100,000 population may not duplicate one another more 
than 50 percent. Limits now are that stations in areas of over 100,000 
may not duplicate more than 50 percent. See 73, 242, CFR. 

10. The FCC has recently revised its EEO Guidelines. See Nondiscrim-
ination in the employment policies and practices of broadcast li-
censees, FCC 76-426 ( 1976). 

companies, etc., which have 5% as the cutoff. 
Beyond those specific rules, check whether any multi-

ple or cross-media ownership of broadcast licenses inhibits 
the diversity of expression. Check especially for specific 
instances cross-media management of news." 

21. Fraud: The FCC (and the law generally) prohibits 

fraudulent business practices. Among the more common 
are "clipping" (overbooking commercials so that part of 
regularly scheduled programs are cut short, cheating regular 
sponsors—and viewers—out of their regular programs) and 

double billing, the substitution of commercial B for com-
mercial A on the air but billing both A and B for the time. 
You may not care much about one businessman ripping 

off another, but the FCC does and this may be a sure way 

to get a bad broadcaster off the air. In recent weeks, a get-
tough policy has led to non-renewal of several broadcasters 
for such practices. 

22. Public File Violations: Each station is required 

to have an up-to-date file of station documents within easy 
access to the public. The station must make it available for 

inspection during normal business hours at a location conven-
ient to citizens. TV stations must provide copies of docu-
ments in the file ( for a "reasonable" fee, generally 10 cents 
per page). They may require name, address, and some form 

of identification from an inspector but not organization 
affiliation, place of work, purpose of inspection, or any-
thing else. The public must be treated courteously. 

Check whether the file is complete and whether an effort 
has been make to render the file useless by cluttering it with 
extraneous or unorganized information. Report any dis-
courtesies by station personnel. 

23. Promise versus Performance: On each license 
renewal application, the licensee is required to plopose 
program service for the next license term (quantity of news, 

public affairs, PSAs, commercials, etc., and specific pro-
grams that meet ascertained needs, etc.). The FCC will 
scrutinize any serious unexplained deviation. Check whether 

the station has performed according to its promises for its 
past license term. 

24. Failure to Negotiate in Good Faith: Licensees 
are required to meet periodically with members of the pub-
lic and to attempt to deal with suggestions and criticisms 
raised by the public in good faith. A licensee who refuses 
to meet with the public is in violation. 

25. Misrepresentation: The FCC regards every represen-
tation made to it in official filings as the gospel, and any 
licensee caught lying or being " less than candid" is in big 
trouble. Check for any irregularities or errors in any filing 
or letter or phone call or any other communication between 

station personnel and the FCC or other government agencies, 
especially when that error or irregularity puts the station in 

a favorable light as against charges made against it. 

26. Licensee's Character: The FCC will take note of 

any information relating to character of the licensee that 
might affect his or her ability to serve the public interest. 
Past criminal or civil charges, pending or imminent charges 
or investigations are prime examples. 

11. See Newspaper-Broadcast Crossownership, 32 RR2d 954 ( 1975) 
and CATV-TV Crossownership, 34 RR2d 1693 ( 1975). 
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TELEVISION 
UNDER PRESSURE 

Are a Handful of Activists 
Saving or Wrecking the Medium? 

First of Three Parts 
By Leonard Gross 

There was a little meeting in San Fran-
, cisco not long ago that says a ton 
; about American television's newest 

, fact of life. 
Physically, there was nothing to dis-

tinguish the meeting from thousands of 
others: 13 well-meaning volunteers 
gathered in the home of one of them, 
sipping coffee and munching pastries 
and discussing the logistics of a forth-
coming community event. It was only 
when the committee members got 
around to the list of possible partici-
pants in their event. a "television fair," 
that meeting became metaphor. On that 
list, by the time they finished, was every 

important government regulator, net-
work executive, producer and egghead 
in the television business. 

It didn't matter that some of those 
who would be invited might not come. 
What mattered was that these 13 com-
mittee members considered inviting 
them the perfectly natural thing to do. 
In fact, most of those invited would 

come, or would at least send repre-

members might not have much im-
pact. but such was their collective clout 
that they had to be respected. 

Across the country today, citizens' 
groups like the one in San Francisco 
are producing an impact on television 
unlike anything the medium has expe-

rienced before. Call them activists or 
advocates, lobbyists or pressure groups, 
they operate on two fundamental as-

sumptions. The first is that television, 
for better or worse, is the most impor-
tant shaper of personality, next to the 
family. The second is that the people 
who watch TV ought to have a say in 
what kinds of programs should exert 

so profound an influence on their lives. 
These assumptions have been oper-

ative for some time, but it is only in 
the last few years that citizen activists 
have gone onto the offensive. It's no 

longer just a matter of complaining, 
after the fact, about a program they 
didn't like. In East Lansing, Denver, 

Bakersfield and dozens of other com-
munities, citizens' groups are corn-

sentatives. Individually, those committee pelting local stations to change their 
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programming and 
hiring practices, 
arid in a few in-
stances to cancel 
network shows. 
Other groups are 
impregnating tele-
vision drama with 
their ideas. Still 
others are chal-
lenging the rights 
of some licensees 
to operate sta-
tions—and. in at 
least one case. 
making the chal-
lenge stick. 

These citizen activists, not surpris-
ingly, have vigorous supporters and 
violent opponents. The supporters say 
they will save television; the opponents 
say they will wreck it. The techniques 
of the activists range from soft- sell to 
blatantly militant. Their motives range 
from altruism to commercialism and 
ambition. Whatever their motives, their 
efforts are certain to affect what the 
rest of us will or won't see on TV. 

For the next three weeks, we'll be 
looking at the people and organizations 
that inhabit this movement—who they 
are, how they got started, how they 
operate and what they hope to accom-
plish. This week. we'll start with what 
might be called the mother of the move-
ment—Action for Children's Television. 

Seven years ago, ACT consisted of a 
handful of people. Today, it is what 
one network official describes as " may-
be the most important grass- roots 
movement in America." 

The origins of ACT are like a dem-
ocratic dream. Fundamental to the 
democratic process is the belief that 
someone irked about something in our 
society can do something about it. 
Peggy Charren was irked. She was, at 
the time, a "nonworking working 
housewife" in her middle 30s, living 
in Newton. Mass., a Boston suburb, 
With her husband, a manufacturer, and 
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two young daugh-
te ,s. "I looked at 
wriat my 3-year- old 
was watching." she 
recalls. "and it 
looked like it could 
use some improve-
ment." It seemed 
to Mrs. Charren 
that in the eight 
years since her 
older daughter had 
watched the same 
kinds of programs, 
the incidence of 
violence had sig-
nificantly risen. 

Mrs. Charren convened a group 
of friends: academics, professionals, 
other women and their spouses. "We 
asked ourselves the kinds of questions 
a group of citizens should ask when 
they decide to change something in the 
system that isn't working right." The 
work that resulted fell to four mothers. 
For a year they read the magazines of 
the broadcasting industry, carefully 
monitored television and talked to local 
broadcasters. When they felt well-
enough educated. they traveled to New 
York and descended on the networks. 
"We were looking for the answer to 

why television was like it was," Mrs. 
Charren remembers. " It was the broad-
casters who, in answering that ques-
tion, established ACT's goals. What the 
broadcasters said was children's tele-
vision is like it is because it exists only 
to meet the needs of the 2-to- 11-year-
old meet. When you get a program 
format that's successful, you keep em-
ploying it because you want the largest 
part of the 2- to- 11-year-old market to 
see the commercial." 

Children in that age group, in other 
words, had been identified as a sep-
arate. specific market and independent 
profit center. This was hardly reassur-
ing to the Newton housewives. They re- • 
turned home and drafted a program 
which they filed with the Federal --> • 



Communications Commission early in 
1970. 
The program provided: ( 1) There 

shall be no commercials on children's 
programs; (2) no performer on a chil-
dren's program can also function 
as a pitchman; and (3) every television 
station should be required to provide 
daily children's programs and a min-
imum of 14 hours of such programs 
each week, and such programs should 
reflect the fact that 2-year-olds and 11-
year-olds have different levels of under-
standing. 
When the FCC invited Public com-

ment, it received 100,000 replies, a re-
sponse without precedent. Ninety per 
cent of the responses favored the pro-
posals. ACT was on the political map. 

Today, ACT operates out of the upper 
floor of a white clapboard house in 
Newton. its staff of six full-time and 
eight part-time employees crammed 
into tiny warrens that overflow mail 
into the halls and stairway. The organ-
ization has 5000 dues- paying members. 
foundation grants of $150,000 a year 

o and the blessings of powerful profes-
sional and academic associations. It 
stages an international festival on chil-
dren's television that draws delegates 
from as far away as Australia and Ja-
pan. It distributes a documentary film, 
"But First, This Message . . ." 

Considering ACT's tender age, its 
impact on television has been extraor-
dinary. The National Association of 
Broadcasters, which establishes the 
industry's advertising code, has ruled 
that hosts on children's television shall 
sell no more. Compliance with NAB 
rulings is up to the individual stations. 
Most stations go along, however, which 
is why Captain Kangaroo and other 
children's hosts no longer pitch prod-
ucts. Similarly, most stations have ban-
ned vitamin advertising on children's 
television, after ACT pointed out to the 
Federal Trade Commission that some 
children who overindulge in the sweet-
tasting products could go into shock 

or coma. Commercial time, which once 
ran 16 minutes an hour, compared' to 
91/2  minutes during prime-time viewing 
hours, has been cut to 10 minutes and 
will be down to 91/2  by 1976—a sort of 
Bicentennial gift to children. Today, all 
three networks have executives for chil-
dren's television. "Broadcasters no 
longer design children's programs with 
a story board that only a few people 
look at. There's been a tremendous 
consciousness raising at the network 
executive level," Mrs. Charren says. No 
doubt she's right, but it doesn't mean 
that all network officials are happy about 
the situation. 

Last spring, Variety quoted John A. 
Schneider, president of the CBS Broad-
cast Group, to this effect: "We must 
recognize the enemy, and they are the 
consumer groups who went to Wash-
ington and told the FCC that they must 
put an end to all advertising on chil-
dren's programming. There is no way 
to negotiate with such a group." 
A few days later, Schneider ampli-

fied his off-the-cuff remark in a speech 
to Los Angeles broadcasters. "The most 
pressing assault on our freedom of 
operations is currently .found in tele-
vision programming designed for chil-
dren," he said. "The assault is aimed 
at both its advertising and program con-
tent. Simple economics demonstrates 
that the two issues are inexorably in-
tertwined. Advertising pays for pro-
grams—not government funds, not do-
nations from Action for Children's Tele-
vision—but advertising." 

Schneider scored pressure groups 
"who apparently believe that parents 
and broadcasters are not as well 
equipped as they are to decide what 
the American child should see on tele-
vision." He warned that a decrease in 
advertising meant a decrease in pro-
gram quality. It was the "chilling" intent 
of pressure groups, he indicated, to' 
get rid of advertising on children's pro-
grams altogether. 
To Schneider and others in commer-

cial television, such thoughts reek of 
heresy. ACT never offered any practical 
proposal for financing children's tele-
vision in the absence of paid commer-
cials. To the contrary, the burden of a 
study commissioned by ACT was that 
advertising support should be phased 
out over a five-to-seven-year period. 
"There's nothing in the Communica-
tions Act that says every hour of pro-
gramming has to pay for itself," Mrs. 
Charren notes. "A broadcaster making 
money in one part of its schedule 
should use a little of it to design pro-
gramming for children that doesn't 
pitch products." 

Even more troubling, perhaps, was 
a matter implicit in Schneider's criti-
cism—the belief that vocal minorities 
can sometimes act so aggressively they 
compel broadcasters to make decisions 
that do not reflect the will of the ma-
jority. InSupport of that belief, a survey 
made early last year concluded that 
mothers with children between ages 2 
and 20 not only approve of television 
to an overwhelming degree, but believe 
exposure to television is beneficial to 
their children. 
The survey was made for the Asso-

ciation of National Advertisers by the 
A.C. Nielsen Company. Of 442 re-
spondents, 82 per cent termed tele-
vision's effect positive; only nine per 
cent considered it negative. (Nine per 
cent had no opinion.) 
On the basis of that result, many 

broadcasters and advertisers are pre-
pared to argue that ACT does not re-
flect the attitudes of American mothers 
and is without a national constituency. 
"I object to their speaking as if they 
were representatives of the entire pop-
ulation," Seymour Banks, vice president 
of media and programming analysis of 
the Leo Burnett Company, a Chicago-
based advertising firm, notes. "On any 
basis, ACT does not represent a ma-
jority. It's a very small number of people 
relatively speaking." 

"I never thought I was speaking for 
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all housewives and mothers," Mrs. 
Charren replies. "A study finds out dif-
ferent things depending on what ques-
tions are asked. The answers of studies 
relate very much to the needs of the 
people commissioning the studies. This 
does not mean that Nielsen is dishon-
est. It's just that possibly he would 
have asked different questions if I paid 
for the research." 

While the size of ACT's constituency 
can be questioned, its impact can't be. 
Last fall, James D. Gulley, assistant pro-
fessor of business administration at the 
University of Delaware, reported on a 
comparison he had made between the 
attitudes of government regulators, 
sponsors, advertising agency execu-
tives and ACT. "On almost every issue 
in the survey, the attitudes and opin-
ions of the government respondents 
agreed with those of the ACT respond-
ents," Culley noted. " Both were usually 
in conflict with the attitudes and opin-
ions of the industry—a fact that has 
serious implications regarding present 
public opinion and potential legislation 
and regulatory actions." 

Example: Some 76.5 per cent of the 
advertisers and 67.1 per cent of the 
agency people considered TV ads a 
true picture of the product; all of the 
ACT people and 81.8 per cent of the 
government people didn't. 

Unfortunately, there are no com-
parisons available of government and 
industry attitudes before ACT came 
into existence. If there were, then 
ACT's precise influence could be meas-
ured. Without such measures, one must 
rely on subjective judgments. One such 
judgment, by Elizabeth Roberts, former 
head of a special children's unit of the 
FCC, seems to put the matter in bal-
ance: " In broad strokes. I think they've 
been very effective. They've kept up the 
kind of pressure on children's•television 
that until their existence had not been 
forthcoming." 

Next week: How pressure groups try fo in-
fluence prime-time drama. 



TELEVISION UNDER PRESSURE 
Second of Three Parts 

THE 
SWEET $ELL 

That sugarcoated message 
in last night's TV drama may have 

been cooked up 
by a special- interest group 

By Leonard Gross 
"I'm an old-fashioned 
storyteller," the mahog-

any- hued man perched 
on the edge of an over-
stuffed chair began. The 
cocktail chatter faded; 
the guests settled into 
sofas and chairs, or on-
to the floor of the Holly-
wood apartment. The 
speaker—a barnstorm-
ing United Nations of-
ficial—told his stories 
then, about people who are propagating 
so fast that the population of the world 
will double in the next 30 to 35 years, 
and of other people who are trying to 
educate them, as well as the rest of the 
world, to the consequences. 

The speaker hoped, somehow, the 
people in this room would help com-
municate the story of overpopulation 
to the world. 

They could, if they chose to. They 
were television producers, writers and 
executives. The shows they produced 

would be seen by 25 per cent of the 
world's population. They had been in-
vited to this party by a woman whose 

business it was to make 
them want to help. 
The hostess was spir-

itual kin to the citizen 
activists whose efforts 
to influence television 
programming were ex-
amined last week. Like 
them, she believed that 
television is the most 
significant external fac-
tor at work today in 
the shaping of ideas. 

Like them, she tried to infuse the con-
tent of programs with ideas that reflect 
her concerns. But the similarity stops 

there. The citizens' groups operate at a 
high political pitch, applying pressure 
through government channels. The 
small but burgeoning groups of " idea 
salesmen" keep a low profile and use 
the gentle art of persuasion. 

For years, special- interest groups 
have carried their causes into the 
editorial offices of newspapers and 
magazines, radio and television news 
rooms, and even television variety and 
talk shows. What is new, and just a 
touch troubling, is that special- interest 

groups, to an increasing degree, are 
attempting to espouse their ideas 
through dramatic shows and situation 
comedies. 

"It's a two-edged sword." says David 
Gerber, executive producer of Police 
Story and Police Woman. "In terms of 
groups that have some very good goals 
and desires for making sure that their 
views are presented properly on televi-
sion, I'm all in sympathy. Various ethnic 
groups and women's- lib groups have 
made tremendous inroads toward mak-
ing sure that their views are part of 

what people see. This is all good. The 
other edge of the sword is that people 
who have been suppressed and frus-
trated all of a sudden go to the ex-
treme. Pressure groups become cen-
sors, militant and inflexible in their 
thinking, forcing their thought on the 
spectrum audience." 

For a little more understanding, let's 
look in on that cocktail- party hostess. 
She was Helyne Landres, a pert and 
affable widow who was once the mem-
bership administrator for the Writers 

Guild of America West, which means 
that she's on a first- name basis with 
most of the movers and shakers in the 
field of television drama. In June 1973, 
the Population Institute, a nonprofit 
group based in the East. asked her to 
head its recently established "com-
munications center- in Los Angeles. 

Mrs. Landres went to work. She spent 
several months dropping in on the 

producers, story editors and writers of 
every series on television (she left the 
job in December). On her visits. Mrs. 
Landres engaged in what she called 
"consciousness- raising," explaining the 

consequences of overpopulation. She 
left printed materials, including an art-
ist's version of what the United States 
would look like when it overflowed with 
people. " Here's a present." she would 
say. " Put it up. Think about it." 
Some people didn't want to be both-

ered. Others were sympathetic. "We're 
not dealing in controversy." Mrs. 
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Landres stressed. "We're not urging 
abortion. We're opting for responsible 

parenthood. And," she added with a 
smite. "we have a carrot." 

The "carrot" is $30,000 in annual 
cash awards—$20,000 to writers, $ 10,-
000 to a producer—for programs that 
reflect the theme of overpopulation. 

The Institute claims some success. 
"Four years ago, when it initiated its 
relationship with U.S. television, our 
rate of natural population increase was 
significantly larger than today," the In-
stitute states. " Most population experts 
credit television with playing a major 
information role, which has resulted in 
our reduced growth rate" 

Any success in Hollywood invariably 
begets imitators. In what was widely 
interpreted as a counter to the Popula-
tion Institute, a new group announced 
itself in June 1974, under the name of 
The Human Family Institute. It offered 
$50,000 in prizes to those writers whose 
scripts for television best communicate 
"those values which most fully enrich 
the human person." The guiding force 

behind the new Humanitas prize. Father 
Ellwood (Bud) Kieser, veteran producer 
of the TV show Insight, denies any 
rivalry with the Population Institute. 
The priest explained recently, " I'm 

an ambitious man. I want to reach 
people. I produce a program. I reach 
about three million people a week. I 
want to reach 20 million. No heavy God 
pitch. Just ' Be more fully human.' So 
I think of myself. 'How do I get a 
humanizing message across in prime 
time' I know that the crucial guy is 
the writer. So I ask myself, ' How do we 
get writers to put these values into 
their shows?' " Father Kieser shrugged. 
"The answer is Humanitas." 

Last fall, the Human Family Institute 
held a colloquium for writers at the 
University of Southern California. A 
member of the audience asked which 
producing companies were receptive to 
message films. 

The producing company that ap- --) 



pears to care the most—and, as a con-
sequence, is every idea lobbyist's favor-
ite target is Norman Lear and Bud 
Yorkin's Tandem Productions (All in the 
Family, Maude, et al.). So great has the 
traffic become that in 1973 Lear hired 
an assistant, Virginia Carter, a nuclear 
scientist and active feminist, whose 
major assignment is to deal with pres-
sure groups. 

Ms. Carter's appointment sheet reads 
like a "Who's Who" of special- interest 
organizations. the American Cancer 
Society. American Heart Association, 
the National Council on Alcoholism, 
black groups, women's groups, gay 
groups. "They have attitudes that come 
out of their narrow concern over a 
specific issue." says Ms. Carter. "As 
they perceive life, it has been imper-
fectly represented by television. It's a 
very desirable thing to have them tell 
us about that." 

In most instances, that's true. Surely. 
any efforts that stimulate good dramas 
about social issues, moral questions 
and individual health can hardly be 
faulted. Nor can efforts that result in 
more accurate portrayals of women, 
minorities and other special- interest 
groups. But there is a line in the latter 
instance beyond which advice becomes 
coercion, at which point writers can 
become self-censors. As John Furia 
Jr., Writers Guild president, put it: 

"The negative side of lobbying by 
interest groups is that it creates a kind 
of negative climate. If everyone lobbies 
—don't slander ethnic groups, never 
offend anyone—then TV winds up even 
more pap-oriented than it is today. The 
more organized and the more groups 
there are, the more neutered 'TV is 
going" to become. It becomes difficult 
for the writer to invest an antagonist or 
villain with any characteristics. He can't 
be ethnic, even to his name. He can't 
be from any minority group. He can't 
be from any respected group—a doc-
tor. a lawyer, a priest or whatever. He 
winds up being an abstract antagonist." 

Last fall, several ABC aff'!iated 
fions bowed to pressure from homo-
sexual activists and canceled a Marcus 
We/by episode dealing with an inci-
dent of child molestation involving a 
male schoolteacher. Local gay groups 
cheered, and cheered once more when 
NBC postponed an episode of Police 
Woman that dealt with lesbianism. " It's 
our view that because we showed a 
little muscle with ABC. NBC took it off 
the air," a spokesman for the National 
Gay Task Force declared. 

The episode had been a favorite of the 
producers because it was based on an 
actual case brought to their attention 
by a policeman. Three women pro-
prietors of a home for the aged, who 
happened to be lesbians. had gotten 
some inmates to sign over their bank 
accounts and then killed them. In one 
scene, one of the proprietors offers 
Angie Dickinson a job. and then touches 
her hand. This scene and several lines 
were ordered removed by the network: 
the producers had no alternative but to 
postpone the air date of the episode to 
make the changes. Producer David 
Gerber was upset. "I don't think a pres-
sure group should have forced me to 
make cuts that artistically and creatively 
negated the show," he said recently. 
"Where does it all end? We talk about 
freedom of religion, press and dis-
course. We have to maintain that." 
The line between legitimate special 

pleading and unwarranted censorship 
is thin. Each time it breaks, freedom 
is weakened. "People's first instinct is 
to censor," attorney Al Kramer, a vet-
eran campaigner in behalf of citizen 
action groups. acknowledges. "Some-
thing's creating a bad image, let's just 
shut it off the air That's what the net-
works are worrying about, and that's a 
legitimate concern. The answer to of-
fensive ideas is not to censor them but 
to hear the other side." 

Next week: Do license challenges mean 
constructive change or blackmail? 
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TELEVISION UNDER PRESSURE 

CITIZENS 
WITH Cliff  

License challenge is a powerful weapon, 
whether for constructive change 

or the satisfaction of a few 

Last of a Series 

By Leonard Gross 
One day in the winter 
of 1972, Amanda Wall-
ner, the wife of a pro-
fessor of entymology at 
Michigan State Univer-
sity, wrote a letter to 
the editor of the Lan-
sing newspaper, ex-
pressing her disgust with 
the after- school pro-
grams her two children 
were offered by station 
WJIM -TV. The letter, 
and others that followed, drew a big re-
sponse from like-minded readers. By 
spring, their mutual dissatisfaction had 
produced a citizens' group called the 
Lansing Committee for Children's Tele-
vision (LCCT). 

With the help of a research team 
from the university, LCCT conducted a 
community survey that revealed wide-
spread dissatisfaction with program-
ming, as well as support for change. 
Armed with this knowledge, LCCT and 
a second group, Citizens United for 
Better Broadcasting, went after the sta-
tion's management. They accused 
management of being insufficiently re-
sponsive to the needs of children, and 
of ignoring the counsel of parents, child 
specialists and representatives of com-
munity interests. 
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While these talks 
were underway, the 
citizens' groups took 
one additional, and im-
portant, step. They pre-
pared a detailed " peti-
tion to deny" the sta-
tion's owner, Gross 
Telecasting Inc., the 
right to operate WJIM-
TV after its current li-
cense expired. Such 
petitions are filed with 

the Federal Communications Commis-
sion in Washington, D.C. But the Lans-
ing citizens' groups didn't file theirs. 
They simply held it at the ready. 

Naturally, management learned about 
the petition. A series of meetings en-
sued. 

In September 1973, WJIM-TV and the 
citizens' groups reached an agreement. 
The station would produce a number of 
programs that would be more respon-
sive to the community's needs. In Jan-
uary 1974 the first of these programs 
appeared. Called Collage, it was a 
bright, zesty hour show in magazine 
format. In addition to Collage, a regular 
series, WJIM-TV has done a number of 

programs on community affairs, covering 
such subjects as race, venereal disease 
and mental disability. And the citizens' —) 
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groups have never filed their petition. 
The Lansing experience is one of sev-

eral dozen across the United States dra-
matizing the new clout citizens' groups 
have in the content of TV, and the oper-
ation of TV stations. Radio and TV sta-
tions use public airwaves, and are ex-
pected to operate in the public interest. 

For years, public ownership of the 
airwaves was of no real consequence; 
if the knowledge was intellectually un-
derstood, its practical opportunities 

were not. No longer. Today, the " peti-
tion to deny" a license for asserted 
failure to serve the interests of the 
community has become a formidable 
tool. In the wrong hands, it can be— 
and some say has been—used to 
pressure stations unfairly and to pro-

mote individual profit. Properly utilized, 
it can produce constructive change. 
From 1970 until September 1974, 

247 petitions to deny had been filed. 
Of these, 67 were unsuccessful, 48 were 
withdrawn, 131 are unresolved and only 
one was granted. Not an impressive set 
of statistics on the surface: but if sta-
tistics don't lie, neither do they tell the 
whole story. 

The real story behind the statistics 
is what the threat of filing a petition 
to deny by a citizens' group can do. 

For every citizens' group that actually 
files a petition, there are half a dozen 
others that achieve their objectives sim-
ply by threatening to do so. 
The proliferation of such threats has 

created a situation that is, in the view 
of some experts, damaging the stability 
of the television industry. A change may 
be in the offing. FCC member James 
H. Ouello has indicated that the agency 
may soon issue a policy statement on 
negotiations with citizens' groups. 

Speaking to a meeting of station owners, 
he said, " If you are doing a conscien-
tious job in affirmative action on minor-
ity employment, in overall ascertainment 
of community needs and in program-

ming to meet those needs, you are 
meeting Commission requirements. You 

don't have to knuckle under to pro-
fessional petition- to-deny groups that 
may represent less than one per cent 
of the total public you serve." 
No doubt many broadcasters breathed 

a silent "Right on!" as they listened 
to that speech. Because dealing with 
petitions to deny is expensive in many 
ways. Litigation costs money. It also 
pre-empts the time of valued executives. 
It is better avoided. To do so, tele-
vision stations these days are listening 
closely to leaders of citizens' groups. 
Much of what has happened as a 

consequence of this increased dia-
logue has been for the good. Broad-
casters are doing what many feel they 
should have been doing all along. They 

have increased the hiring of minorities 
and women in all job categories. They 
have increased public- affairs programs. 
Their investigations into the needs of 
their communities—known in the trade 
as "ascertainments"—have been con-
ducted with much more vigor and depth 
than previously. 
Some of what has happened does 

not appear to have been for the good. 
Some broadcasters may have been in-
timidated. Some representatives of cit-
izens' groups have turned out not to 
represent much more than their own in-
terests—and not even those very well. 

Some industry executives won't even 

discuss it lest they trouble the waters, 
but at least one. John Schneider, presi-
dent of the CBS Broadcast Group, is 

openly bitter about what he terms " the 
ominous side effect of the healthy trend 
toward greater citizen participation in 
community affairs." 

In an address before the Georgia 
Association of Broadcasters last June. 
Schneider declared: " In recent years, 
more and more of us have allowed the 
benefits of our openness, of our respon-

siveness, to be frequently twisted by 
small, vocal minorities that may or may 
not have the good of the entire com-
munity at heart." By "caving in" to the 
demands of citizen groups, " by turning 



over to them rights and responsibilities 
that have been conferred upon us as 
licensees for the benefit of the corn-
múnity as a whole, we are depriving our 
communities of the professionalism and 
'expertise that they expect us to pro-
vide," Schneider went on. 

But talking at another level, one gets 
a different impression. It is of men who 
have undergone an experience they 
had never had before, and come away 
from it with new understanding. 

Of all the challenges issued by citi-
zens' groups in the last several years, 
the two most significant, perhaps, were 
those against two companies, McGraw-
Hill and Capital Cities Communications 
Inc., that were attempting to acquire 
new stations. In both cases, tough deals 
were struck so that the purchases might 
be consummated. The agreements have 
been honored and unexpected dividends 
have accrued. 

McGraw-Hill. which bought stations 
in Bakersfield, Cal., San Diego, Denver 
a-c Indianapolis from Time- Life, agreed 
to meet minority employment quotas and 
to produce a series of programs on 
Spanish-speaking Americans. Manage-
ment also agreed to set up minority ad-
visory councils in the four communities. 
The score card: the goal of 20 per-cent 
minority employment at all the stations 
together is being approached; in 
Denver, a black. a Chicano and an 
Indian are already doing on- camera 
work. Minority advisory councils are 
functioning in all four cities, recom-
mending topics and treatments for pro-
grams and talent resources. And three 
hours of programs dealing with Chic-
anos in American life, called La Raza, 
have not only been produced and 
broadcast but sold to. ABC for airing 
en a number of its stations. 

"I would not pretend that we haven't 
had some problems in relationships." 
says Norm Walt, president of the 
McGraw-Hill Broadcasting Co., " but we 
have hung in there. and they have hung 
in there with us. If we do have a prob-
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tern, it's because these people in no 
way relieve us of the obligation to seek 
out the themes and interests of the many 
other publics that exist in our com-
munities. Frequently we find that, for ex-
ample, the blacks in our minority ad-
visory councils .may not always be truly 
representative of a black community as 
large as Indianapolis or Denver." 

The experience of Capital Cities has 
been even more of a . challenge That 
company bought stations in Philadel-
phia, New Haven, Conn., and Fresno, 
Cal., from Triangle Publications. The 
agreement struck with citizens' groups. 
and approved by the FCC. provided for 
the creation in each of the three cities 
of citizens' advisory committees to work 
with the stations in the development of 
programming aimed at minority audi-
ences, and to sensitize station person-
nel to minority concerns. 

There was a specific commitment to 
do a certain number of programs about 
minorities, with a percentage of these 
to appear in prime time. Another com-
mitment required Capital Cities to in-
crease employment of minorities, 

Capital Cities' commitment for minority 
programming totaled $1 million, a low 
number from a business point of 
view, to a company anxious to keep 
a multimillion-dollar deal from collaps-
ing. The agreement enabled the com-
pany to secure prompt FCC approval 
of the license transfers, but it exposed 
the company to some withering private 
criticism within the television industry. 

"Others were enraged, even if they 
didn't vocalize, that Cap Cities had 
caved in," a close observer of the 
scene recalls. "They could foresee this 
as a harbinger, with other stations being 
laid siege to for a lump sum of money. 
It can only be guessed at as to how 
much blackmail was involved, because 
no one will say these things outside 
of the executive lunch." 

The best guess is that there was no 
major rip-off, beyond a loss of equip-
ment and the cost of a large bash —> 
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whose usefulness could be questioned, 
both losses occurring in Philadelphia. 
"I think there were people who would 
have ripped it off," says one admitted 
cynic, " but they couldn't get organized. 
Everybody was dazzled by how much 
money there was, but no one could 
figure out how to get it." 

Tangible results varied wildly. In Phil-
adelphia, what eventually became the 
Minority Communications Board floun-
dered badly. Name and personnel 
changes left many persons confused. 
Intramural arguments frustrated both 
blacks and whites. An expensive mobile 
television unit, purchased ostensibly 
to acquaint young people with TV 
career opportunities, served as little 
more than a showpiece A documentary 
on Mayor Frank L. Rizzo, which cost 
$8200 to produce, never got on the 
air. Mistrust grew like fungus, not 
only between the minority board and 
Capital Cities, but between the mi-
norities themselves. 

Yet, all the while, progress was being 
made. Overall, hiring of minorities by 
Capital Cities went from approximately 
four per cent to 16 per cent. Work on 
programs went so well that the pro-
gram commitment was surpassed. The 
averages were considerably helped by 
the experience in Fresno, where the 
Minority Advisory Committee was com-
posed of Chicanos, blacks and Indians. 
In three years, this MAC group produced 
more than 50 of its own shows, repre-
senting the viewpoints of all three mi-
norities. Each of the minorities set up 
training centers for its own people. The 
work was uneven, poorly focused at 
times and wanting in research, but on 
occasions it was excellent. Of the three 
groups the Chicanos were by far the 
most successful. 
On balance, Capital Cities' gamble 

seems to have paid off. "They rolled the 
dice on this one, but they made their 
point." one industry source declares. 
"They're going to come out of this 
very well. They can point to some posi-

tive results." 
Last October, as an example, Capital 

Cities and Fresno's MAC group con-
cluded a new three-year agreement, in 
which MAC became, in effect, an 
autonomous production company, with 
complete latitude in administration once 
agreement is reached on a program 
budget. Prior to this agreement, KFSN-
TV, Capital Cities' Fresno station, took 
care of the administration. To people 
looking to prove something, both to the 
Establishment and themselves, the dif-
ference is crucial. 

"You're asking the wrong question," 
Joseph Dougherty, president of the 
broadcast division of Capital Cities, 
replied when he was asked how the 
programs had been received. "You 
can't judge these programs and their 
effectiveness by the same standards 
you would use to judge entertainment 
programs. The very fact that minorities 
had the opportunity to present their 
message from their viewpoint, that can't 
be judged in rating points. The input 
we received, the awareness, the sen-
sitivity that all of us who participated 
received can't be judged that way. 
"We would like to think that we 

made a contribution to the entire com-
munity—to the minority community and 
the area we're licensed to. It's made 
us better broadcasters, and, frankly, 
as we've gone through these individual 
experiences, hopefully it's made us 
better human beings." 

The balance sheet of citizen involve-
ment in the affairs of television reads 
something like this: more responsive 
networks, better children's programs, 
new kinds of programs reflecting the 
concerns of minorities, women, and 
special - interest groups: instances of 
insensitivity, impracticality, extortion 
and threats to creative freedom. It's 
the kind of balance sheet that invariably 
accompanies social change. If the 
bottom line at all resembles the words 
of Capital Cities' Dougherty, then citizen 
involvement has been worthwhile. ( j1 
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