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WKAB-TV
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How to set up a live hookup
without the usual hangups

“Film at 11” isn't fast enough

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

News Express—for news that can’t wait

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

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

Occasional use service for more than the news

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

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

And our commitment to high quality service means—
whether you're a burgeoning business or a booming
broadcaster—you'il find us ready to meet your data,
voice and vide© needs.

Iit's all good news

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

Don’t delay. Call GTE, the communications company
that's been pioneering guatlity solutions for aimost 6C
years. Contact our Marketing Department, GTE Spacenet,
1700 Oid Meadow Road, McLean, Virginia 22102.

GTE Spacenet: Getting down to business

(703) 790-7700
Marketing Dept.

Spacenet
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Turner makes his move on CBS
Cable launches assault on must carry
Comprehensive coverage from NAB
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Patrick and Rivera discuss land mobile issues,
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From the minute we launched
our NEWSPOWER 1200 service,
we knew we were on to some-
thing hot

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

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

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

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

Andwhenyou consider
all that, you realize something.

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

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

Nomination of FCC Commissioner
Dennis Patrick for another go-round at
commission should come from White
House shortly. Source last week said
President Reagan has signed off on
renomination and that update of FBI
background check is in progress. Patrick’s
term expires June 30.

Perhaps anticipating nomination,
Patrick paid “courtesy” call on Senate
Commerce Committee Chairman John
Danforth (R- Mo.) last week. They had
not met before.

Hutton’s take

One of lesser known elements of financial
arrangements involved in Ted Turner’s
effort to buy CBS Inc. (see page 31} is
his compensation of financial adviser E.E
Hutton. He paid $250,000 up front,
another $4.5 million as of Thursday, when
filings were made at FCC and Securities
and Exchange Commission. He will pay
another $2.5 million when proposal
clears SEC. Final payment of $20 million
will be made if Turner achieves goal of
two-thirds CBS stock.

That payoff scheme is different from
original under which Turner would pay
nothing after $250,000 initial fee until he
achieved his goal. At that point he was to
pay $50 million. Reportedly, change was
made when Turner failed to come up with
any cash for his tender offer.

Aiming high

Programers of Radio 85 Management and
Programing Convention, scheduled Sept.
11-14 in Dallas by National Radio
Broadcasters Association and National
Association of Broadcasters, have set
sights on one of two featured speakers:
Lee lacocca, president of Chrysler Corp.,
or Peter Ueberroth, commissioner of
baseball.

Hold on junk

“Junk bonds,” increasingly in business-
page news and now factor in Ted Turner’s
attempted takeover of CBS Inc., are
matter of considerable concern to some in
Congress. And on Tuesday, Senator Pete
Domenici (R-N.M.), chairman of Senate
Budget Committee, plans to introduce
legislation to impose moratorium on their
use in hostile takeovers for remainder of
year. Bill would also prohibit Federal
Deposit Insurance institutions from

adding junk bonds to their portfolios.
Domenici’s concern is with effect of
junk bonds, which have proliferated
enormously in last five years, on
country’s economic health. Moratorium
would give Congress breathing room to
consider permanent policy. Domenici aide
on Friday said since bill was still being
drafted, it was difficult to say what, if any,
effect it would have on Turmer proposal.

e s s
Dip coming?

Are national spot radio sales headed for
downward spiral in latter half of 1985?
Answer is yes if previous trends charted
by Vince Bellino, vice president, financial
services, interep, repeat themselves.
According to national spot cycle projection
chart, which dates back to 1972, every
three to four years, spot expenditures
experience low point in sales. Last time
this occurred was during third quarter of
1982. For year, Bellino is projecting
average increase in national spot sales of
6.2% over 1984,

Backyard scrambling

With test of M/A-Com Videocipher 11
scrambling system going well, Home Box
Office is preparing to announce long-
awaited plan to make HBO and Cinemax
available to home satellite market within
next few weeks. Once services are fully
scrambled, according to one source,

HBO and M/A-Com plan to make
consumer descramblers widely available
through dish dealers, cable operators and,
possibly, nationwide retail chains. Boxes,
which will not work until authorized by
signal from HBO, will have list price of
$400, but sellers will be free to discount,
source said. How HBO will handle
marketing, billing and collection could not
be determined last week.

Only real surprise is that HBO is going
ahead by itself. HBO had tried to bring
together number of programers to scramble
feeds with common system and offer
package of services to backyarders, but,
despite nearly two years of efforts, was
apparently unsuccessful.

Showbiz itch

Blair Entertainment, division of John

Blair & Co., is expanding its production
capacity for 1985-86 season. Formed onty
18 months ago as distributor, Blair handled
production this season of Diverce Cowurt,
among front-ranking syndicated series. For
1985-86, Blair will oversee production of
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355 half-hours of new programing,
including 160 segments of second season
of Divorce Court and 195 episodes of new
Break The Bank. Blair is partnered with
Storer Communications on both series.

=
Added distraction

Now that must-carry rules appear to be in
jeopardy in Court of Appeals in
Washington (see page 36), FCC
commissioners are said to be taking yet
“another look™ at wisdom of proposal to
permit noncommercial broadcasters to
swap their VHF's for commercial UHF’s.
Without must carry, or with watered-
down version of it, inferiority of UHF's to
VHF’s could become more pronounced.
Proposal is said to have had support of
handful of large-market noncommmerical
VHF operators. But it also has been
criticized by other public and commercial
broadcasters. Senator Ernest Hollings (D-
§.C.), ranking minority member on
Senate Commerce Committee, has even
hinted that action on proposal might lead
to Congress, once again, overturning FCC.
Comment deadline in proceeding has
been extended to June 17.

O C—
Branching out

Hubbard Broadcasting subsidiary, United
States Satellite Broadcasting, initially
established to create DBS business, is
also moving ahead with plans to develop
host of services for commerical television
stations including development and
distribution of syndicated programing.
Company is also exploring partnerships
with rights holders in sports programing
to create ad hoc networks. USSB recently
secured rights to four Ku-band
transponders (with first option on six
others) aboard RCA Americom’s K-2
satellite scheduled for launch in December.
Company may sublease some of those
transponders outright to third parties and
will offer its new services on those it
doesn’t sublease.

Affiliated Conus Communications will
develop and market occasional-use
services to Ku-band customers, including
satellite news gathering services, business
it has been in for past year, as well as
such services as private networking and
teleconferencing. USSB president Robert
Fountain said he views this activity not
only as new business venture in its own
right but also as way to develop
proprietary program product for planned
DBS service and ties to programing
community.







MORE
WKRP!

Additional runs

of “WKRP in Cincinnati”
are now available

in all 165 markets that

have discovered a gold mine
in the best radio station

on television.

WKRP IN CINCINNATI

An MTM Production

VICTORY TELEVISION

New York (212) 687-1516. Chicago (312) 790-3030,
San Francisco (415) 435-9113
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Funding naysayer

The president of the Utah Cable Television
Operators Association has called on the
Utah attorney general to stop spending state
funds in the defense of a controversial Utah
cable television law that the UCTOA be-
lieves is unconstitutional.

James Bunnell, president of the associ-
ation and of Community Television of Utah,
made the request earlier this month after
attorney general David L. Wilkinson said the
state would appeal a ruling by U.S. District
Court Senior Judge Aldon J. Anderson that
the 1983 Cable Television Programing De-
cency Act barring 'indecent’ cable-deliv-
ered programing violates the First Amend-
ment and is inconsistent with federal law
(BROADCASTING, April 15).

Wilkinson disclosed the state has spent
$150,000 in defending the statute against
challenges by local and national cable firms
plus a group of Utah subscribers. The attor-
ney general told the Salt Lake City Desert
News he believes there is a 50-50 chance of
success on the state's appeal of Judge An-
derson’s decision.

"The magnitude as well as the decisive-
ness of the ruling indicates it is not as close
a call as they claim,” Bunnell told the news-
paper.

The state has said it welcomes a review of
the cable law by the U.S. Supreme Court.

Shifting responsibility

A realignment of responsibilities has been
announced by Satellite Syndicated Systems
Inc. as a result of its acquisition of Satellite
Program Network. SSS bought 86% of SPN's
stock after offering the network its ap-
praised value with contingent payments to
be made over the next three years. SSS said
these payments wil be made if SPN
achieves specified levels of operating rev-
enues during the three-year period, which
could total as much as $13.2 million.

Edward L. Taylor, founder of both com-
panies, remains chairman and chief execu-
tive. Richard B. Smith, executive vice presi-
dent and also SPN president, will oversee
sales and marketing of all products, which
range from cable audio to nationwide cable
pregraming and sales. The company's sales
representatives, reorganized, will sell both
SSS and SPN services. Selman M. Kremer,
executive vice president, takes charge of
corporate operations, procedures, services,
subdivisions and 22 cable systems. Altus E.
Wilder III, executive vice president, coordi-
nates financial, administrative and legal de-
partments.

Officials said the company will continue
to expand its four main corporate interests:
distribution of superstation WTBS(TV) Atlan-
ta; programing, sales and distribution of
Satellite Program Network; acquisition and
management of cable television systems,
and sales and marketing of satellite-deliv-

ered audio entertainment services. Other
SSS properties include an independent UHF
television station; a telephone interconnect
company, CableText; video and data trans-
mision services; a video production facility,
and diversified interests in a number of re-
lated fields.

$S8S, a publicly owned company, will hold
its annual sharehclders meeting May 24 at
the Sheraton-Kensington hotel in Tulsa,
OkKla.

Star show

A one-hour special, [JSA for Africa: The Sto-
Ty of We Are the World’, distilled from camera
coverage of the 10-hour recording session
for the "We Are the World” song and video,
will have its debut on HBO Wednesday,
May 1, at 10 p.m. NYT. Six cameras covered
the recording sessicn and behind-the-
scenes events at the Los Angeles studios
where 45 top pop and rock stars recorded
the song, the proceeds of which were donat-
ed to famine relief.

Other HBO premieres in May include Acts
of Violence, a one-hour documentary in
HBO's America Undercover series, on
Wednesday, May 15, at 10 p.m., and Mario-
nettes Inc., the first entry in a three-part Ray
Bradbury Theater series, on Tuesday, May
21, at 10-10:30 p.m. HBO said the documen-
tary examines three particularly shocking
acts of violence— mass murder, assassina-
tion and multiple murder—in an effort to
understand why such episodes occur. The
Bradbury drama, part of an anthology series
adapted exclusively for HBO by science fic-
tion writer Ray Bradbury from his own short
stories, stars James Coco and Leslie Niel-
sen.

New at A&E

The Arts & Entertainment Network an-
nounced that in response to parents’ desire
for "more programing geared to family view-
ing and to their children's educational de-
velopment,” it is creating four new daytime
programing blocks, scheduled to begin
Monday, June 3.

Nickolas Davatzes, A&E president and
chief executive, who announced the
changes, said "A&E will also premiere new
programs during these daytime hours, pro-
viding daytime subscribers with mere view-
ing choices.”

The four blocks: "The Classics,” to run
Monday through Friday from 8 to 9 a.m. and
6 to 7 p.m (NYT), with programs featuring
heroes and heroines of literature; "Family
Theater,” Monday through Friday from 9 to
10 am. and 7 to 8 p.m., with adventure,
drama and comedy series; "In Perfor-
mance,” Wednesday from 3 to 6 p.m. and
Thursday from 10 a.m. to 1 p.m., with pro-
grams designed to increase viewers’ appre-
ciation of music and dance, and "Horizon,"”
Tuesday and Thursday from 4 to 6 p.m. and
Wednesday and Friday from 10 a.m. to
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noon, focusing on people with extracrdinary
achievements.

Curtis Davis, A&E vice president, pro-
graming, said many presentaticns in the
new blocks "will focus on subjects students
are studying in high school and college,
such as Shakespeare and other great writers
and playwrights, and classical and modem
music and dance.”

Officials said A&E will continue to pro-
vide 20 hours of "distinctive programing”
daily. Its prime time program themes re-
main unchanged.

Calling in

The New York State Cable Television Asso-
ciation said “an overwhelming majority” of
the cable systems in the state will receive
the live call-in show, Call Governor Cuomo,
that the association is sponsoring tomorrow
{April 23) at 7-8 p.m. "The state’s cable sys-
tems are providing this program as a public
service to their subscribers,” said Richard F.
Alteri, NYSCTA president. "In creating this
network we are facilitating a new and im-
portant communications link betweeen
state government and the citizens of New
York State.”

Alteri estimated the potential audience
for the program could go as high as 2.5 mil-
lion households. The show will uplink to
Galaxy I, transponder 22, from the studios of
WNET(TV) New York, a public television sta-
tion that will not broadcast the program.

Bay sales

MTV Networks Inc. announced it will open
an office in San Francisco on May 1 to han-
dle advertising sales for its MTV: Music
Television, VH-1/Video Hits One and Nick-
elodeon. Helene Hollander, former vice
president and sales manager of Katz Inde-
pendent Television in San Francisco, was
named advertising sales director of the of-
fice, which will be at 601 Montgomery
Street.

Gala fifth

To celebrate its fifth anniversary, USA Net-
work is having a contest with a grand prize
of five cases of champagne, five pounds of
caviar, five portable television sets, five
years of free cable television and $500 cash.
The winner's name will be drawn May 17
from winners of a USA personality identifi-
cation contest to be conducted among
viewers from April 19 through May 10. Fifty
runners-up will receive USA Network satin
jackets.

On the corporate front, the network's an-
niversary month is being marked by the
transfer of company headquarters from Glen
Rock, N.J., to the Simon & Schuster build-
ing at 1230 Avenue of the Americas, New
York 10020.



Audubon on A&E

Arts & Entertainment Network's one-hour
documentary on naturalist John James Au-
dubon, to have its premiere on A&E Aprii 24
at 8 p.m. NYT, was shown in private screen-
ings last Thursday, April 18, at the Ameri-
can Museum of Natural History in New York
in conjunction with a major Audubon exhi-
bitien by the museum and the New York
Historical Society. The documentary, Audu-
bon, traces the life of the naturalist and art-
ist. It was written and narrated by David
Attenborough, naturalist and author of the
Life on Earth television series.

Going direct

[n what 1t called a self-liguidating direct-
response advertising plan, Urban General
Corp., Fairfield, N.J., said that over the next
year it will place 30-, 60- and 120-second
direct-response spots, worth $4 millicn to $5
million a week at rate-card values, on CNN,
CBN, ESPN, wtss(Tv) Atlanta, USA Network
and MTV and on broadcast stations on be-
half of QT&T, formerly Quasar Microsys-
tems. UG said the spots would offer a new,
advanced home telephone/answering ser-
vice and communications center for $49.95
and that the campaign would be not only
self-liquidating but profitable because the
spots, in addition to promoting sales in retail
stores, would more than pay for themselves
through direct-response sales. “This is the
first time direct-response advertising has
been specifically designed as a self-liquidat-
ing advertising campaign to launch a prod-
uct in the retail outlets,” said Frank J. Brady,
chairman of UG.

From infomercial to...

Comes now the “"prommercial,” announced
by the Arts & Entertainment Network last
week as its latest “innovative approach to
national advertising.” A prommercial, the
announcement said, “matches A&E's dis-
tinctive image with that of a service or pred-
uct by weaving the advertiser's logo into
A&E's on-air program promotional spots.”
That, in turn, provides a “connection be-
tween high-quality program and product
|that] dramatically affirms the excellence of
a particular advertiser.” The prommercial
has been used for such A&E advertisers as
Exxon, General Motors, BMW and Pfizer
Pharmaceutical, officials reported. The
prommercial i1s custom-made for the spon-
scr and is scheduled about 10 days before
the showing of the sponsored program that
is being promoted. It is produced by A&E as
a service to its advertisers.

Meanwhile, as a service to itseif as well as
its advertisers, A&E launched its first major
advertising campaign April 15 with a series
of radio spots promoting its most popular
shows. Officials said the campaign, due to
run to May 5, is aimed at adults, 25-54, and
I1s concentrated in Toronto, Vancouver and
Calgary, Canada, where an average of 111
60-second spots will be featured on radio
stations with formats ranging from contem-
porary and news to country and classical.
Andrew H. Orgel, A&E vice president, affili-
ate sales and matrketing, said “a hard-hitting
radio campaign was selected because it can
effectively communicate the excitement of
television at an affordable cost.”

Advertising honors

Taking the lead of Keith L. Reinhard, chair-
man and chief executive officer of Needham
Harper Worldwide, who established a
$10,000 award for the individual or office at
Needham that over the next year comes up
with the best plan for using cable creatively
in an advertising plan, the Cabletelevision
Advertising Bureau announced the estab-
lishment of a similar awards program. Prize
money has not been established, but there
will be awards for both national and local
achievement. Harlan Rosenzwelg, presi-
dent, Group W Satellite Communications,
and Jim Heavner, president, Village Cabile,
Chapel Hill, N.C., have been named co-
chairmen of the committee being formed to

Credit. Inc. 19684

American/Busi

'Barclay

oversee the development of criteria and oth-
er details related to the awards. The first of
the new awards will likely be presented at
next year's CAB conference.

CTAM deadline

The Cable Television Administration and
Marketing Scciety has set April 26 as the
deadline for entries for its 1985 Awards of
Cable Marketing Excellence. There are 34
categories, 19 for cable companies and 15
for programers. Entries will be judged by the
faculty of the University of Georgia School of
Journalism and Mass Communications. The
awards will be presented at CTAM's annual
meeting, Aug. 4-7, at San Francisco's Fair-
mont hotel.

Business Credit
AN AFFILIATE QF 3
BARCLAYS BANK . BRARCLAYS
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,  NEWYORK WPIX | TAMPA WFTS | SPOKANE KHQ-TV
LOS ANGELES KTLA | DENVER KDVR | JOHNSTOWN WIAJ-TV
CHICAGO WGN-TV | SACRAMENTO KCRA-TV | TUCSON KZAZ
PHILADELPHIA WPHL-TV | HARTFORD WHCT-TV | LASVEGAS KVVU-TV
SAN FRANCISCO KTVU | PHOENIX KUTP-TV | BINGHAMTON WBNG-TV
BOSTON WLVI-TV | PORTLAND, OR KPTV-TV | YAKIMA KIMA-TV
WASHINGTON, D.C. WDCA-TV | ORLANDO WMOD-TV | WILMINGTON WIKA
DALLAS KTVT | RALEIGH WPTF-TV | RENO KAME-TV
CLEVELAND WUAB | SALT LAKE CITY KSTU | BOISE KTRV
HOUSTON KTXH | HARRISBURG WLYH-TV | MACON WMCGT
MIAMI WCIX | GREENSBORO WGGT | FORT SMITH KHBS
MINNEAPOLIS KMSP-TV | ALBUQUERQUE KGSW | LAKE CHARLES KVHP
ATLANTA WATL-TV | FRESNO KSEE | MANCHESTER WGOT-TV
SEATTLE KCPQ | JACKSONVILLE WIXT | FAYETTEVILLE WFCT -

OMAHA TBA
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A St. Cloud Corporation Production
“S O distributed by
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National Association of Letter
Carriers O In first field test of nationwide
advertising campaign, union will start
image-building effort in Washington for

two weeks, starting this week. Test is In
preparation for national campaign
scheduled to begin next fall. Campaign

will stress contributions made by letter
carriers to communities they serve.
Commercials will be shown in all
dayparts. Target: adults, 25-54. Agency:
Doremus & Co., New York.

Friendly Ice Cream O Various products
will be accented in flights of varying
lengths in 21 markets from late spring
through Aug. 11. Commercials will be
scheduled in all dayparts. Target:
adults, 25-54. Agency: Quinn &
Johnson/BDO, Boston.

Sherwin Williams Co. O Two-week flight
will begin in mid-May in 30 markets,
including San Francisco, Seattle,
Pittsburgh and Providence, R.|. Paint
company is seeking daytime, fringe and
sports pericds. Target: men, 25-54.
Agency: Griswold Inc., Cleveland.

Discount Tire Stores O In its first major
television expenditure, company will
launch spring and summer campaign in
Los Angeles and Fresno, Calif., at end of
April, continuing until end of October.
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TV campaign is part of $2.5 million
allocated by company to advertising
budget in 1985, with more than 50% to
be spent on TV. Newspapers, billboards
and possibly radio also are planned.
Commercials will run in all dayparts.
Target: adults, 25-54. Agency:
Admarketing, Los Angeles.

Levitz Furniture 0 Weekend flights will
be scheduled to promote store furniture

A drink is a drink... Joseph A. Seagram
& Sons, which has threatened to file a
complaint with the FCC accusing the
three television networks of violating the
fairness doctrine because they refused
to sell time for “public service” announce-
ments identifying the aleoholic content of
various drinks (BRoADCASTING, April 15)
began running adaptations of the TV
commercials in newspapers last week.

The print campaign will cost about $5
million over the next three months and
will consist of advertisemenis in newspa-
pers in the top 75 markets and in other
publications, including Time, Newsweek,
U.8. News and World Report and USA
Today.

According to Seagram, the purpose of
the print campaign, as was the purpose
of the rejected TV effort, is to show the
public that the typical servings of beer
(12 ounces), wine (five ounces) and li-
quor (an ounce and a quarter) contain
equal amounts of alcohol. The rejected
TV commercial (above) concludes: "A
drink is a drink, no matter what you
drink.”
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SUDDENLY, 8 OCLOCK
WASN'T FUNNYANYMORE.

Three’s Company became a crowd.
The Jeffersons were taken to the cleaners.
And Happy Days weren't here again.




Lexington Avenue, New York, 10017.

AckaVentac

Advertising claims settled. Twelve challenges to national advertising, including eight on
television and one on radio, were resolved during March by Nationat Adventising Division of
Council of Better Business Bureaus. Reviewed and substantiated by NAD was TVadvertising
for Airwick Industries, Culbro Corp./General Cigar & Tobacco Co., Economic Laboratory Inc.,
Hunt-Wesson Foods, S.C. Johnson & Sons, Mars Inc./Uncle Ben's Inc. Modified or
discontinued in February was TV advertising for S.C. Johnson & Sons (lotion) and R. J.
Reynolds/Del Monte Corp. and radic advertising for Metropolitan Energy Council.

Cable basics. J. Walter Thompson/New York, has issued fifth annual edition of “Cable
Capsules,” 73-page report on cable universe. Report covers profiles of commercial cable
networks, penetration, statistics on viewing, audience trends, cable’s comparative share of
audience, satellite guide, audience estimates and program data. Copies of “Cable
Capsules” can be obtained from media department at J. Walter Thompson/USA, 466

Right? Right. AT&T has unveiled new theme for all of its corporate, product and service
advertising in which company stresses that AT&T is “The Right Choice.” Its television and
radio advertising portrays AT&T as human, caring and responsive company striving to
achieve customer satisfaction. AT&T believes company already is perceived as having
technological leadership, and new campaign will complement that image by positioning
company as customer-oriented. Agency for AT&T is N W Ayer, New York.

sales in May in about 46 markets.
Commercials will be carried in all
dayparts. Target: adults, 25-54. Agency:
Lovett Advertising, Miami.

J.M. Smucker Ca. O Fruit spread will be
spotlighted in 12-week flight to start in
early May in top 100 markets.
Commercials will run in daytime, fringe
and prime periods. Target: women, 25-
54. Agency: Wyse Advertising,
Cleveiand.

C— T RADIOANDTY — 1

American Dairy Association O Four- to
six-week flight started last week in 25 to
30 markets and will be followed by

second flight starting either in June or in
September. Two commercials will feature

actor Vincent Price, with first focusing
on cottage cheese and second on sour
cream, cheese, milk and cottage
cheese. Target: women, 25-54; adults,
25-54. Agency: D'Arcy MacManus
Masius, Chicago.

Switzer & Clark © Good and Plenty
candy will be highlighted in campaign
consisting of nine flighted weeks
spread over 13 weeks, starting in mid-
June in 12 markets, including Baltimore,
Boston, Detroit and New York.

Commercials will be carried in all
dayparts. Target: adults, 16-34, 18-49.
Agency: N W Ayer, Chicago.

T RADIOONY [ ——

Guild Wineries 0 Eight-week flight will
start in mid-May for Quinn’s coolers in
eight markets, including Detroit,
Cleveland and Columbus, Chio.
Commercials will be placed in all
dayparts. Target: adults, 18-34. Agency:
Dancer Fitzgerald Sample, New York.

Associated Milk Producers O Fluid milk
will be highlighted in three-week flight
that is extension of 13-week flight that
began in January, with new schedule
running from April 29 through May 18 in
29 markets. Commercials will run in all
dayparts on weekdays and weekends.
Target: women, 18-34. Agency: Crume
& Associates, Dallas.

RepuRepert

WkRN-Tv Nashville: To Harrington, Righter
& Parsons from Blair Television.

0

weax-Tv Burlingten, Vi To Harrington,
Righter & Parsons from Avery-Knodel
Television.

O

Wzzeem) Scuth Bend, Ind.; wroDAM)-
wkLA(Fvy  Toledo, Ohio, and Kkrix-FM
Brownsville, Tex.: To Major Market Radio
from Masla Radio.

(]

WGNT(AM)-waMx(FM) Huntingdon, W. Va.: To
Blair Radio from Torbet Radio.
0]

Moving in S.F Weiss & Powell has
moved its San Francisco regional office
to 235 Montgomery Street, 94104, Tele-
phone number remains same: (415) 981-
3676.
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ONE WEDNESDAY MORNING,
CBS AND ABC DISCOVERED
THEY HAD LOST TUESDAY NIGHT.
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MondayalMemo

A radio programing commentary from Jo Interrante, president, IS Inc., Mill Valley, Calif.

Long-form radio
producers countdowns
in growing abundance

In 1979, a new trend emerged in network
radio. Networks began to offer long-form
music programs to their affiliates, and the
airwaves haven’t been the same since.

Stations welcomed the music-oriented
programs because audience response and
ratings soared. They also realized that pro-
grams of that caliber could not be produced
locally on a regualar basis because the com-
mitment in time, talent and production dol-
lars would be prohibitive. In addition, na-
tionally known hosts and celebrity guests
would not be available to most stations. The
shows became great image-building, highly
promotable vehicles for station programing
and local sales.

At the national level, networks seized the
opportunity to add excitement and vitality to
their basic news, sports and information
lineups. Along with the pizzazz of long-
form entertainment programing came a
whole new sales orientation for the network
sales forces. And those who took advantage
of the opportunity to sell in “environments”
instead of spots-by-the-numbers have pros-
pered.

However, it was a hard row to hoe. In the
beginning, even the advertisers who were
keen on the environmental aspect of the pro-
graming needed to see some kind of numeri-
cal support for their commitment.

To address these needs, a number of audi-
ence studies were conducted. The RKO Ra-
dio Network commissioned the Gallup orga-
nization to survey audiences of 100 affiliates
that carried an Eagles music special the
weekend of Feb. 2, 1980.

The survey revealed that the stations in-
volved normally had an average 0.3 rating
(adults 18 + ), weekends 3 p.m. to midnight.
The Eagles profile increased that number to
a solid 5 for the same period. In the 18-24
demographic, the normal | rating shot up to
an average 14, while the 18-34 audience
posted a 9 rating, compared with the usual
0.5. That kind of rating success began to pull
in strong advertiser support. Networks
found that they could also enhance the spon-
sorship exposure for their clients by making
promotions and merchandizing opportuni-
ties available around and even within the
programs.

Long-form entertainment programing has
been largely responsible for winning back
many advertisers who had left network radio
for television in the 1950’s. In fact, we are
presently witnessing a return to the single-
sponsor program. This trend, which played

Jo Interrante co-founded IS INC, radio music
programing firm, in 1981. Among its
productions are Countdown America with
John Leader, and The Hot Ones. Prior to

IS INC, Interrante served as vice president
and director of programing for RKO Radio
Networks and before that held number of
station posts including news director, KFRC(AM)
San Francisco.

such a tremendous part in radio’s early
growth, gives advertisers a way to pinpoint
specific audience segments and in some
cases participate in the creation of the pro-
gram.

In the seven years since regularly sched-
uled long-form music programs have been
offered, the number of radio stations affili-
ated with networks has increased by 50%,
while the total number of stations has in-
creased by only 8%. And as a resuit, the
penetration of network-affiliated stations has
risen from 74% to 81% of all persons 12 + in
an average week. Naturally, this affiliate and
audience growth leads to revenue growth,
which has more than doubled since 1978.

As network radio revenues have grown,
so too has the amount of long-form enter-
tainment programing. Stations that have
been bored with network programing in the
past now find themselves able to choose
from a well-rounded selection of long-form
programs no matter what their format. Far
and away the leader of this pack of network
offerings is the weekly music countdown.

Whether the format is urban, country, A/
C, CHR, AOR or even Christian, just about
every station in America can find the appro-
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priate countdown to meet its needs. Why the
tremendous proliferation of countdown
shows? They work. Stations and advertisers
are enchanted with them because they are
very listenable and almost guarantee audi-
ence maintenance. Listeners like the whole
concept of countdown shows. The music is
current, and each song is a proved hit. The
informational tidbits about the songs and the
artists are intriguing. And the suspense of
waiting to hear which song made its way 1o
the top is a certain hook.

The whole country is caught up in rank-
ings: the fastest, the biggest, the best-sell-
ing, the top grossing, what’s number one and
who’s challenging that position. So there’s
built-in drama in the counting down of top
hits each week.

The granddaddy of the countdown shows
is Casey Kasem’s American Top 40, which
debuted in 1970. Since then, there have been
many other countdown efforts, some suc-
cessful and some not. Kasem had no formi-
dable competition until 1981 when Dick
Clark started the National Music Survey.
Two years later, when the trend back to con-
temporary hit radio became clear, Count
down America with John Leader emergec
with one of the largest station roll-outs o
any weekly radio program in history.

Rick Dee’s Weekly Top 40, Top 40 Satellite
Survey with Dan Ingram, M.G. Kelly’s Toz
Thirty USA and Scott Shannon’s Rockin
America Top 30 are other recent entries ir
the countdown lineup. Once the dominan
leader, American Top 40 now shares the
market with six competitors. Country pro-
gramers can choose between Weekly Coun
try Music Countdown, American Country
Countdown and Country Report Count
down.

The now routine practice of networks of:
fering long-form music programing to theil
affiliates and its success on all levels hat
created a bond between these national music
productions and the artists they feature. Art:
ist management, publicists and record com-
pany executives respect the ability of net
works to showcase their stars. In fact, they
can hand-pick the best programs in each for
mat 1o expose their clients to their best ad
vantage.

Sophisticated marketing of an artist is vi
tal to success. Like any product, artists art
packaged and marketed to very specific au
diences.

Never has the time been better for listen
ers, stations, artists, publicists and adver
tisers to take advantage of network radio’
spectrum of program offerings. The choic
and variety allow each group to be selectivi
in choosing the appropriate show for thei
particular needs. !



IS TISNNIDE

FOR MURDER?

A lot of people think the death penalty will stop murder. Others think

capital punishment is social suicide.
Like most news stories, the issue is very complex. That’s why you should

watch The MacNeil/Lehrer NewsHour every weeknight. News stories get the
time they deserve. The time you deserve. You get more facts. You hear different
sides. Most important, you get the analysis you need to understand the issues

behind the stories.
Major funding for The MacNeil/Lehrer NewsHour is provided by AT&T,

the national corporate underwriter.

The MacNei l_/ Lehrer

NEWSH

Weeknights on Publlc TV

Stations. ano CPB. & ATAT 1984 AI &I

Produced by WNETN3. NY., WETA. Wash.. DC.. and MacNeil-Lehrer-Gannett Prod Funded by AT&T, Public Television






NEW YORK

LOS ANGELES
CHICAGO
PHILADELPHIA
SAN FRANCISCO
BOSTON
DETROIT

WASHINGTON, D.C.

DALLAS
CLEVELAND
HOUSTON
PITTSBURGH
MIAMI
MINNEAPOLIS
ATLANTA
SEATTLE
TAMPA

ST. LOUIS
DENVER
SACRAMENTO

WNEW-TV
KTLA
WFLD-TV
WTAF-TV
KBHK
WLVI-TV

WDCA-TV
KTVT
wCLQ-Tv
KHTV

WPGH-TV |

WTV)
KMSP-TV
WGNX
KCPQ
WETS
KDNL-TV

KWGN-TV |

KTXL

WKBD-TV |

BALTIMORE
INDIANAPOLIS
HARTFORD
PHOENIX
PORTLAND, OR
SAN DIEGO
CINCINNATI
KANSAS CITY
NEW ORLEANS
CHARLOTTE

GREENVILLE, 5.C. -

OKLAHOMA CITY
BIRMINGHAM
MEMPHIS
HARRISBURG
NORFOLK

CHARLESTON, W.V,

DAYTON
ALBANY
GREENSBORO

WBAL-TV
WRTV
WTIC
KUTP
KPTV
KUSI-TV
WXIX-TV
KZKC
WGNO-TV
WSO0C-Tv
WLOS-TV
KGMC
WBRC-TV
wmC-TV

- WPMT

WYAH
WVAH-TV
WRGT
WUsvy
WGGT

Wihat's
HappeniinigrNow?!

22 all new, first-run episodes

Columbia i tures |

Televisidg

A UNIT OF

RICHMOND
LITTLE ROCK
MOBILE
ALBUQUERQUE
JACKSONVILLE
DES MOINES
TUCSON
EVANSVILLE
COLUMBIA, S.C.
SPRINGFIELD, MA
LAS VEGAS

CHARLESTON, S.C.

LAYFAYETTE, LA
FT. MYERS
SAVANNAH
BINGHAMTON
WILMINGTON
MACON
FAYETTEVILLE
WENATCHEE

WWBT
KLRT
WALA-TV
KGSW
WTLV
KCBR
KPOL
WIVw
WLTX
WGGB-TV
KVVU-TV
WCBD-TV
KLFY-TV
WX
WT0C-TV
WMGC
WIKA
WGXA
WKFT

 KCWT




Datelbook
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This week

April 20-25—20th annual MIP-TV, international TV
program markelplace. Palais des Festivals, Cannes,
France.

April 21-23—West Virginia Broadcasters Association
spring meeting. Marriott hotel, Charleston, W. Va.

April 21-24—13th annual Telecommunications Policy
Research Conference, “Equity. Social and Economic
Issues.” Airlie House, Airlie, va. Information: James Mill-
er, Hampshire College, Amherst, Mass.: (413) 549-
4600.

® April 23—Women in Cable, Greater Philadelphia
chapter, meeling. Speaker: Robert Pittman, executive
vice president-chief operating officer, MTV Networks
Inc. Adam’s Mark hotel, Philadelphia.

® April 23 Women in Cable, Washington chapter,
meeting, “Collection Agencies—System Operators’
Friends.” National Cable Television Association, Wash-
ington.

April 23—Florida Association of Broadeasters "Legis-
lative Day " Tallahassee, Fla.

u April 23—American Women in Radio and Televi-
sion, New York City chapter, "Women at the Top” se-
ries. Speaker: Gwen Barrett, WNEW-TV New York.
American Cancer Society, 19 West 56th Street, New
York.

April 24—International Radio and Television Society
newsmaker luncheon. Speakers: Mel Harris, Para-
mount Pictures Corp.; Richard Block, Metromedia Tele-
vision; David Henderson, Qutlet Communications; Jer-
ome Dominus, CBS Television Network, and Michaet
Moore, Benton & Bowles. Topic: “The Fourth Network
Market—How Real? Who's in Charge?” Waldorf-As-
toria, New York.

April 24—Presentation of 49th annual Ohio State

Awards, for “excellence in educational, informational
and public affairs programing.” Awards administered
by Okio State University's WOSU-AM-FM-TV Co-
lumbus, Ohio. National Press Club, Washington.

Aptil 28—American Women in Radio and Television,
Washington chapter, newsmaker luncheon. Speaker:
Sheila Tate, former press secretary to First Lady Nation-
al Press Club, Washington.

u April 24— American Women in Radio and Televi-
sion, Atlanta chapter, annual installation of officers
luncheon. Lanier Plaza hotel, Atlanta.

April 24—Society of Cable Television Engineers,
Chaitahoochee chapter, engineering session, “Multi-
channel TV Sound.” Speakers: Alex Best, Scientific-
Atlanta; Larry Brown, Pioneer Communications, and
Ned Mountain, Wegener Communicalions. Holiday Inn
South, Atlanta. Information: (404) 949-7370.

April 24-26—0hio Association of Broadcasters spring
convention. Kings Island Resort near Cincinnati.

April  24-26—Indiana Broadcasters Association
spring conference. Columbus Holiday Inn, Columbus,
Ind.

April 24-28 Third annual National Hispanic Media
Conterence, sponsored by National Association of
Hispanic Journalists. Doubletree hotel, Tucson, Ariz.
Information: {213) 739-1721

April 25 National Academy of Television Arts and
Sciences, New York chapter, drop-in luncheon. Speak-
er: Frank Biondi Jr, executive vice president, entertain-
ment business sector, Coca-Cola Co.

April 25—Journalism conference on business/media,
sponsored by Foundation for American Communica-
tions. Plaza of the Americas, Dallas. Information: (213)
851-7372.

April 25—Southern California Broadcasters Associ-

ation 12th annual radio and television career day for
women and minorities. Califernia Museum of Science
and Industry, Los Angeles. Information: (213) 466-
4481.

m April 25—Women in Cable, Chicago chapter, meet-
ing. Program includes forums on spot cable sales, insti-
tutional network as profit center and develop your own
cable guide as revenue. Chicago Press Club, Wrigley
Building, Chicago. Intormation: (312) 577-1818.

m April 25—Society of Satellite Professionals, Wash-
ington regional chapter, meeting, “Professional Op-
portunities in the Satellite Industry” National Press
Building, Washington.

® April 25-27—Women in Communications, Midwest
region, meeting. Skirvin Plaza, Oklahoma City, Okla.

April 26— Marist College presentation of Lowell Thom-
as Award to outstanding broadcasler. Helmsley Pal-
ace, New York.

April 26-27—Radio-Television News Directors Asso-
cigtion region six meeting with University of Kansas.
University of Kansas campus, Lawrence, Kan.

April 26-27—Radio-Television News Directors Asso-
ctation region 14 meeling with Florida UPI. Wyndham
hotel, Ortando, Fla.

w April 26-27—National Federation of Local Cable
Programers spring regional conference for Southwest
region. Center for Continuing Education, Fayetteville,
Ark. Information: {501) 521-9870.

April 26-28—Texas AP Broadcasters annual conven-
tion and awards banquet. La Mansion, Austin, Tex.

April 26-28—Alabama AP Broadcasters Assoctation
annual meeting and awards convention. Alpine Bay
Resort, Talladega county, Ala.

April 26-28—Carolinas UPI! Broadcasters Associ-

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

May 5-8 -ABC-TV annual affiiates meeting. New
York Hilton, New York.

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

May 11-15—Broadcast Financial Management
Association/Broadcast Credit Association 25th an-
nual conference. Palmer House, Chicago. Future
conferences: April 27-30, 1986, Century Plaza, Los
Angeles. and April 26-29, 1987, Marriott Copley
Place, Boston

May 12-16—_NBC-TV annual affiliates meeting.
Century Plaza, Los Angeles.

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

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

May 19-22—CBS-TV annual affiliates meeting.
Fairmont hotel, San Francisco.

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

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

June 6-9-—-Broadcast Promotion and Marketing
Executives/Broadcast Designers Association an-
nual seminar. Hyatt Regency, Chicago. Future con-
ventions: June 11-15, 1986, Loew's Anatoie, Dallas;
June 10-14, 1987, Peachtree Plaza, Atlanta; June
8-12, 1988, Bonaventure, Los Angeles, and June
21-25, 1989. Renaissance Center, Detroit.

Majen’IMeetings

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

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

Aug. 4-7—Cable Television Administration and
Marketing Society 11th annual conference, Fair-
mont hotel, San Francisco.

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

Aug. 25-27—Eastern Cable Show, sponsared by
Southern Cable Television Association. Georgia
Wortd Congress Center, Atlanta.

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

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

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

Oct. 27-Nov. 1—Society of Motion Picture and
Television Engineers 127th technical conference

and equipment exhibit. Convention Center, | os An-
geles.

Nov. 10-13—Association of Nationa! Advertisers
annual meeling. Boca Raton hotel, Boca Raton,
Fla.

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

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

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

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

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

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

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

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

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

May 20-23, 1986—26th annual Texas Cable Show;
sponsored by Texas Cable Television Association.
San Antonio Convention Center, San Antonio.
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THEY LAUGHED WHEN
WE PUT THE NEWS
AT NINE O’'CLOCK.

NOW THE LAUGHTER
YOU HEAR IS COMING
FROM KHJ-TV.

It’s true.

KH]J-TV was bold enough to program the nightly news at 9pm. We thought the viewers would like it. They did.
The Los Angeles audience gave us the biggest increase in town: a whopping 100% increase in rating and an
amazing 200% increase in share. Nobody thinks it’s funny anymore. Except us, of course. We’re all smiles.

KHJ-TV’S PRIME NEWS AT 9 PM
FASTEST GROWING INDEPENDENT NEWSCAST
IN LOS ANGELES*

ADI ADI
RATING SHARE
KHJ-TV NEWS, M-F 9-10PM FEB’ 85 4 6
FEB 84 2 2
+ 100% + 200%
KTTV NEWS, M-F 10-11PM FEB 85 2 - |
FEB ’84 2 3
-_ +33%
KTLA NEWS, M-F 10-11PM FEB ’85 5 10
FEB '84 5 8
GROWTH % . + 25%
an
AR Ry KHITY ROV TELEVISION

A Division of RKO Generol, Inc.

* Source: ARBITRON, February 1984 & February 1985
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ation annual convention and awards banquet. St.
John's Inn, Myrtle Beach, S.C.

April 26-28—UPI Broadcasters of Florida annual
meeting and awards ceremony, in conjunction with Ra-
dio-Television News Directors Association region 14
meeting (see item below) and National Association of
Black Journalists meeting (see below). Wyndham ho-
tel/Sea World, Orlando. Fla. Information: (305) 422-
8051.

April 26-28—Radio-Television News Directors Asso-
ciation region 14 meeting. Wyndham hotel/Sea World,
Orlando, Fla. Information: Lee Hall, (305) 843-5800.

April 26-28—National Association of Black Jowrnal-
ists Southeastern region meeting. Ramada Court of
Flags, Orlandg, Fla. Information: (305) 420-5360.

April 26-28—National Association of Black Journal-
ists third annual Western regicnal conference, hosted
by Black Journalists Association of Seuthern Califor-
niq. Airport Hilton hotel, Los Angeles. Information: Pat
Tobin, (213) 856-0827.

April 26-28—Society of Motion Picture and Television
Engineers, Ottawa section, special meeting. “innova-
tions '85." Westin hotel, Ottawa’ Information: lvan Bar-
clay, SMPTE, PO. Box 2427, station D. Ottawa. Ontario,
KIP 5W5.

u April 26-28—Women in Communications, Great
Lakes region, meeling. Marriolt, Fort Wayne, Ind.

u April 26-28—Women in Communications, Pacific
Northwest region, meeting. Jantzen Beach, Thunder-
bird, Portland, Ore.

April 27—National Federation of Local Cable Pro-
gramers mountain states regional spring conference,
focusing on "Community Programing and the Law: As-
sets and Liabilities.” Temple of Music and Art, Tucson,
Ariz. Information: {505) 345-4900.

April 27—Radio-Television News Directors Associ-
ation region 12 meeting with Syracuse University. New-
house School of Public Communications, Syracuse
University, Syracuse, N.Y.

April 27—Great Lakes Radio Conference, sponsored
by Central Michigan University and Spees Howard

School of Broadcasting. Keynote speaker: Gary Ste-
vens, Doubleday Broadcasting, speaks on FCC's
Docket 80-90. Bovee-University Center, Central Michi-
gan University, Mount Pleasant, Mich. Information:
(517) 774-3851.

B April 27—American Film Institute seminar, “Analy-
sis of the Marketplace: Selling Your Project.” for inde-
pendent producers, filmmakers and writers. Speakers
include Bob Banner, writer, Garroway at Large, Carol
Burnett Show and Selid Gold; Gary Deeb, TV/ilm crit-
ic; David Finney, program director, WMAQ-TV Chicago;
William McCarter, president/general manager, WTTW-
TV Chicago, and Irv Kupcinet, columnist, Chicago Sun
Times. Annie May Swift Hall, Northwestern University,
Chicago.

April 27-May 2—Pennsylvania Association of Broad-
casters execulive conference. Belmont Golf and Beach
Club, Bermuda.

e
Also in April

April 28-30-Third annual “Improving On-Air Promo-
tion for Public Television,” sponsored by University of
Wisconsin-Extension. Wisconsin Center, UW-Exten-
sion campus, Madison, Wis. Information: Heather Gold-
foot. (608) 262-6512.

April 28—Women in Cable, Dallas-Fort Worth chap-
ter, luncheon. Marriott Quorum, Dallas.

8 April 29—"The FM-10-PC Link, " conference on data
broadcasting to personal computers, sponsored by
Waters Information Services. Washington Marriott,
Washington. Information: (607) 770-1945.

April 30—Deadline for entries in Nationa! Broadcast
Assoctation for Community Affairs Community Ser-
vice Awards. Information: Marsha Kaminsky, WOR-TV
New York, 1481 Broadway, New York, N.Y., 10036; (212)
764-6755.

April 30-May 1—Songwriters’ symposium, sponsored
by Broadcast Music Inc. National Press Club, Wash-
ington. Information: (212) 586-2000.

April 30-May 2—3Maryland/Delaware Cable Televi-
sion Association annual spring meeting. Annapolis Hil-
ton, Annapolis, Md.

A generous mix of dry wit and outrageous humor.
Great Comgdyﬂquxp&g &I

ALAAI TELEVISION®

The Almi Building * 1585 Broadway * New York NY 10036 =(212) 3 i
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May 1—Society of Satellite Professionals, southern
California chapter, monthly meeting. Sheraton Mira-
mar hotel, Santa Monica, Calif.

May 1-4—Concert Music Broadcasters Association
annual meeting. Westin St. Francis hotel, San Francis-
co.

May 2—Broadcast Pioneers, Phi[adelphiq chapter,
“Person of the Year™ award to performer David Brenner.
Adam's Mark hotel, Philadelphia.

May 2-5—Western States Advertising Agencies Asso-
ciation annual Western advertising conference. Ran-
cho Las Paimas Resort, Rancho Mirage, Calif. Informa-
tion: (213) 387-7432.

u May 2-5Women in Communications, Northeast
region, meeting. Hyatt Regency, Buffalo.

May 3—Public Radio meeting, sponsored by Pennsyl-
vania Council on the Arts, exploring "ways to increase
production and broadcast of creative radio programs.”
Information: Pennsylvania Public Radio Associates,
PO. Box 41002, Philadetphia, 19127; (215) 483-7888.

May 3—Deadline for entries in Ceba Awards, honaring
“‘communications excellence to black audiences.”
sponsored by Werld Institute of Black Communica-
tions. Information: Ceba Awards, 10 Columbus Circle,
10th floor, New York, N.Y., 10019 {212) 586-1771.

& May 3—Radio-Television News Directors Assuci-
ation region 12 meeting. Americana hotel, Albany, N.Y.

May 3-5—Free Press/Fair Trial: Into the 1980 anc
Beyond," region two conference of Society of Profes-
sional Journalists, Sigma Delta Chi. Baitimore Plaza-
hote!, Baitimore.

May 3-5—/liinois News Broadcasters Association
spring meeting. Hilton, Springfield, IIl.

May 4—University of Detroit reunion of journalism,
communications, public relations, English, m