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DO YO'.AVE

HEIEHHPEHMEFFEHWIH?

RIKER DOES . FA (AW x T
And, Riker's SPECIAL EFFECTS are really spe- :
cial in every way. You start with a basic 9 l'*l?l** “ *1 E
wipe all-transistor system. Plugging in one

additional module gives you 29 different basic' l!~ I i‘ I ﬂl i'l " +

of special effects
for television.

wipes that can multiply into thousands by us~
ing two or more buttons simultaneously . . .

thousands more than any other. Push-button ]
selection allows instant changes of wipes “ON )
AIR". Expanding the Riker system isi@s simple CLIPPER

- CIRCLE
as plugging in modul%s. PP SYMMETRY

Here are modes of operation: Key + Wipe » Wipe/
Key « Mix/Wipe » Additive Mix » Non-Additive Mix INT EXT1 EXT 2 BLACK

* Non-Additive Mix/Wipe + Normal, Normal-Reverse, e wirge 70—
Reverse + Rainbow Insert - “Joy Stick” Positioner

» Electronic Spotlight - Camera Scan Positioner *
Modulated Wipes + Comp or non-comp operatiﬁn .
’ KEY PE WIPE {ADD ~ NON ADE

KEY MIXER

NORMAL ! REVERSE

Riker Video lndustnes, Inc 100 Parkway Orive So.,
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cadability.

"‘7«4640«;#«11(0%(;444((%&{4&(4@«&«4
o kmow about Jutuna 100% moe(alw&dmﬁlc{tm

Viking workshop!"

Current guard power supply, reduces component heat, in-
creases life, saves 30% electrical bills...100% modular plug-
in amplifier housing...Variable tilt and gain controls...built
in lightning protectors to 10,000 volts, over 60 amplifier cas-

External RF test points...Radiation protection equal to that
of cable...Air Tight...total solid state capability...30 volts
AC positive grip...screw down center conductor.
ing fits all modules and reduces costly inventories.

"7’“
For mote information, write for our full-color Futura catalog or call (collect)

o o
VIklng | 400 Ninth Street, Hoboken, New Jersey 07030 @

convinced... how aboat you?"

One hous-

’ T’S
CHILD’S

¥ o e
. 'So Much More Than Ever Before! '
PN WS LR pe

| Brldging Module ......oucmmineee. e Model 430
AGC Module ....cveevvnens B AN » Mode! 431
Power Supply Module ............. Model 432

* 'Distribution Selector Modutes ... ccieersaia

Models 421 422 423, 424 K
R aR L RAA ; b R |

e - L i

N.Y. (212) 943-5793; N.J. (201) 656-2020
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“..CBS Volumax performs
| flawlessly. Please do not
t invent any more until
we wear these out. At the
present rate of deterioration,
w we will need to replace them

"~ by2015A.D”

This is what station WRNC in Raleigh, North Carolina, said
about our equipment. They own both the Audimax Automatic
Level Control and the Volumax Automatic Peak Controller.
Station WIGS in Gouverneur, New York, wrote, “Enclosed find
check for Volumax 400. You couldn’t get it back from us for
twice the price . . .” KLIN in Lincoln, Nebraska, purchased
Audimax. They told us, “It is an engineer’s dream for absolute
level control”. WAYB in Waynesboro, Virginia, tells us, “Pur-
chased a Volumax and we are tickled to 99 and 44/100%
modulation with it . . . Congratulations on a fine product”. Sta-
: tion KHOW in Denver, Colorado, said, “It was surprising to
}i receive equipment that exceeded specifications™.

V There isn’t enough space here to include all the letters
| : we’ve received praising Audimax and Volumax. But judge for
| . yourself. Like all CBS Laboratories equipment, they’re avail-
[ able for a 30-day free trial. Audimax $665. Volumax $665.
I . FM Volumax $695. Write to us, or better yet call The Pro-
' fessional Products Dept. directly — Collect. Telephone (203)
- 327-2000. Maybe you’ll be in our next ad.

!
w : LABORATORIES
| Stamford, Connecticut. A Division of

‘. Columbia Broadcasting System, Inc.
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BROADCAST INDUSTRY

NEWS

CATV’s Forward Motion
to Continue: Jerrold

Despite new legislation and gov-
erning actions which have at-
tempted to put a lid on the
progress of CATV, it is by no
means capped and hence, CATV’s

" steady forward motion will con-

tinue. This is the view of Robert
H. Beisswenger, President and
Chief Executive Officer of The
Jerrold Corporaton, who feels
that the CATV industry emerged
from the problems and contro-
versies of the past year stronger,
more mature, and better able to
deal with the challenges of the
future.

Beisswenger believes that the

strong public needs for better

television reception and wider
programming choice have proven,
in balance, to be the more power-
ful forces. ,

The Jerrold president made
seven predictions: 1. Accelerated
modernization, 2. More broad-
casters and publishers to own
systems, 3. More CATV as a re-
sult of color, 4. Faster process-
ing of applications, hence quick-
er starts of new systems, 5.
Stable prices, 6. Better relations
with broadcasting interests, 7.
No direct satellite-to-home broad-
casting in the foreseeable future.

Heavy activity in moderniza-
tion will occur as a number of
systems go from 5 to 12 channel
capability, Beisswenger said.

In speaking of better CATV/
broadcasting understanding,
Beisswenger said, “We see signs
of a continuing thaw in the dip-
lomatic freeze between the two
industries, with an increasing
number of broadcasters enthusi-
astically entering the CATV ven-
ture. Significantly, many broad-
casters who view CATV as an
opportunity rather than a prob-
lem will find new means for ful-
filling their public service func-
tions via the cable. With CATYV,
not merely one channel is avail-
able for broadcasts to the com-
munity, but rather many addi-
tional channels.

& P

“It is no longer a question of
whether CATV will spread
throughout the nation. It is now
simply a question of how quickly
the benefits of CATV—the com-
munications industry’s new ‘un-
limited-channel pipeline to the
home’— will come to be fully
realized.”

Color TR 70’s in
Production

Recorded color pictures of un-
paralleled sharpness and bril-
liance are promised to television
viewers when the TR-70 system
reproduces colorprogram tapes
on the air, said C. H. Colledge,
Division Vice President and
General Manager, RCA Broad-
cast and Communications Prod-
ucts Division. “The TR-70 will
provide the ultimate in record-
ing/playback performance con-
sistent with the °‘state of the
art’ in television tape equipment

"design. It is the most versatile

and sophisticated TV recording
system available today.”

First shipments of the $82,500
system were scheduled to leave
RCA’s Camden, N.J., plant in

TR-70’s shipped last December.

mid-December. The plant’s sub-
stantial backlog of TR-70 orders
from American and foreign
broadcasters will keep it busy

at least until mid-1967, Mr. Col-.

ledge said.

Introduced at the National
Association of Broadcasters
convention in Chicago last
March, the TR-70 is a *“high
band” color TV recording sys-
tem completely factory-assem-
bled and ready for use upon in-
stallation.

With the high band mode,
tapes are recorded at a higher
FM frequency than heretofore.
This accommodates more de-
tailed picture information and
improves the signal-to-noise ra-
tio, resulting in the sharper,
more brilliant color pictures.

The TR-70 is said to be capa-
ble of producing re-recordings
of taped programs into the
fourth generation with no sig-
nificant loss in picture quality.

Instant selection by switch
of a choice of three recording
standards — low-band mono-
chrome, low-band color, or
high-band monochrome/color —
makes the TR-70 compatible
with most other broadcast-

quality TV tape recorders now
in use.

Yes, Virginia, there are TR-70 color VTRs. Shown here in final test are

The $82,500 “high band” machines

undergo 240 hours of testing prior to release. The TR-70 was intro-

duced at last year's NAB show.
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One repeater of an intercity color TV relay system that uses no
tubes, no filaments, no high voltages, no mechanical relays.

Microwave Associates’ all-solid-state MA-2A relay system
owned by WTWO Terre Haute, relays both NBC and ABC pro+
gramming from Indianapolis to Danville to Reelsville to
Farmersburg near Terre Haute through a single feed line
antenna system. More than that. The antenna system was already u
there, with conventional klystron equipment. But when the sécon
network came aboard, it was add another tube system with
antennas, or change over to a solid-state system diplexed into the
existing antennas. WTWO opted for the new technology.

Color was one of the big reasons. In the MA-2A, the color-deter-
mining characteristics are controlled by highly stabile semicon-
ductor devices and solid-state circuitry. The system is completely
free of the drift and degradation that is associated with thermionic
components.

Money was another reason. Paralleling the existing system with
new tube equipment, new antennas, new feed lines, rigging costs —
would have been expensive. More than they cared to spend for
equipment some consider obsolete.

Reliability was still one more reason. Solid-state reliability. Sooner
or later, tubes mean trouble, The ultimate solution is obvious.

The MA-2A has no tubes.

What's new in Reelsville is also new at Rattlesrniake Mountain,
Washington; North Pole, New York; Bozrah, Connecticyt and
other famous places. Should it be near you?

Nontinal RCVR Noise Figure.

*Nominal  without with
Model .. Band MHz _RF Power  preamp  preamp _Allocation;
MA-2A - 1990-2110 2 watts 10dB 5ds TV Auxiliary Broadcast
ST, remote TV pickup;
. intercity relay
MA-7A  6875-7125 .5 watt 12 dB 5.5dB TV Auxiliary broadcast

STL, remote TV pickup,
intercity relay

Also available at other frequencies in the 1300 to 2300 MHz band for international
allocation requirements. d ’

A
o MICROWAVE ASSOCIATES

Burlington, Massachusetts

Offices: Burlington, Mass.; 9911 Inglewood Ave., inglewood, Cal.
Hyde House, Edgware Rd., London NW9, England

Subsidiary: Microwave Associates, Ltd., Luton, Beds, England
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Knocked Out By Light-
ning, KGVO-TV Re-
sponds With Lightning

Fire, believed to have been trig-
gered by severe lightning, to-
tally destroyed the KGVO-TV,
Missoula, Montana, tower, an-
tenna, transmitter building and
all its contents on 6,700 foot TV
Mountain, November 21. The
fire burned so hot it melted and
twisted the tower, antenna and
building, destroying equipment
(new within the year) valued
at $409,000. The station re-
mained on the air locally, how-
ever, transmitting network and
local programming to cable com-
pany homes in Missoula. Within
21, days, off-air broadcasting
began in the Missoula area with
a translator installed on Whit-
taker Hill. A new transmitter
arrived Thanksgiving Day and
installation in a new 40 by 80
foot Dbuilding already con-
structed on TV Mountain began.
Full broadcast operations com-
menced only ten days later.

KGVO-TV was the first sta-
tion in the nation to secure ap-
proval and place in operation
high-power translators in Kali-
spell and Butte, Montana. Both
translators were inoperative
until the station resumed broad-
cast.

“We have broken all records
in restoring full service after
such a devastating loss,” Dale

?

G. Moore, President, said,
“Thanks largely to the splendid
cooperation we received from
local contractors and RCA engi-
neers.” KGVO-TV will establish
another ‘first’ with installation
by Emcee Manufacturing, which
will permit the station this week
to relay its signal to Butte and
Kalispell by translator from its
TV Mountain site.”

Third of TV Homes
Can Receive UHF

During the 12 month period end-
ing August 1966, the number of
households equipped for uhf
went up from 12.2 to 18.5 million.
This represents 33.8 percent of
households equipped with TV.
(93.4 percent of all U.S. house-
holds have TV sets.) The survey
was done by the U.S. Bureau of
the Census for the Advertising
Research Foundation.

Color Qutsells B&W

During the week ending Novem-
ber 25, sales of color TV sets to
dealers exceeded black-and-white
sets for the first time in history
according to the Electronics In-
dustry Association.

RCA reported it would sell
more color receivers than black-
and-white sets in 1966. There is
a reservoir of customers, RCA
reports, as color set buyers wait
for delivery of a specific model
rather than to spend money for
something less appealing.

EIA predicted that when the
final count was in, total TV sets
sales to dealers would exceed 12
million sets—at new high. Sales
in 1965 were 10.8 million sets.

" Color in 1966 will account for

4.5 million units.

EIA figures market penetra-
tion of color by 1966 is 15 per-
cent.

FM Radio Sales Soar

Sales of fm radios will soar to
new highs in 1967, according to
William B. Keepin, manager of
the Norelco radio department of
North American Philips Com-
pany, Inc. He predicts sales of
close to 12 million fm sets (U.S.-
made and imports) during the
coming year—a 20 percent gain
over 1966 estimated sales of
nearly 10 million units.
Currently this country’s radio-
listening public owns slightly

less than 84 million fm receivers.
Within a few years, this number
is expected to double, Mr. Keepin
says.

As of October, the year-to-date
rise of U.S.-made fm radio sales
to dealers was up 31.4 percent.
The Electronic Industries Asso-
ciation put its nine-month sales
figure at 2,966,388 units, com-
pared to 2,258,013 units for the
same period a year earlier.

Keepin believes the new 50
percent programming rule will
spur sales of radios and other
sets capable of receiving fre-
quency modulation.

“There now are more than
1,500 fm stations, representing
more than 27 percent of all radio
stations,” - Mr. Keepin observes.

Highmark for Network
TV Billings

October 1966 billings on network
television surpassed all previous
monthly totals, the Television
Bureau of Advertising reports.

Net time and program billings
on the three networks in October
totaled $155,402,900, a gain of
15.2 percent over the October
1965 total of $134,895,700 (the
previous high).

Daytime was up 21.6 percent
over last year; nighttime 11.6
percent. Network billings for the
first 10 months of 1966 increased
from $993,721,700 in 1965 to
$1,120,156,000, up 12.7 percent.

Spot TV Up

National and regional spot tele-
vision advertisers increased their
third-quarter 1966 investments
7.3 percent over the like quarter
of a year ago, the Television
Bureau of Advertising reports.

Agencies Buy ARB’s
Radio Coverage/67

Only weeks after the initial an-
nouncement of the full national
radio coverage study planned for
1967, twenty advertising agen-
cies agreed to buy. The list in-
cludes fourteen of the top twenty-
five agencies ranked according to
1966 combined broadcast billing.
Seven of these are among the
top 10 broadcast billing agencies.

Dr. Peter Langhoff, ARB presi-
dent, reports that this is the
strongest advance evidence of
industry support ever accorded
a coverage study. It has been six
years since county-by-county

February, 1967 — BM/E
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AA-601 Plug-in Audio Distribution Amplifier Module (with cover removed) — self contained, Connector Assembly mounted on rear of
solid state design. Each module provides up to 6 outputs (60 in a 5%~ frame) at 24 dbm, rack frame determines input/output con-
600 ohms balanced. figuration and provides all connection
L terminals needed.

J

The Audio Equivalent Of A Video Distribution Amplifier—Avoids Cross-
Talk — Provides High Quality Performance and On-Air Reliability

AUDIO DA

o HIGH ISOLATION BETWEEN OUTPUTS AVOIDS CROSSTALK — 60 db or better across
entire audio band width, balanced or unbalanced.

@ ADVANCED, HIGH-RELIABILITY. SOLID-STATE CIRCUITRY — minimizes possibility of
failures that interrupt or degrade audio.

® RESPONSE +0.25 db 30-15,000 CYCLES — less than 0.5% harmonic distortion.
e INPUT MATCHING OR BRIDGING, BALANCED OR UNBALANCED, 600 or 150 OHMS.
o )I\VBI[LJE VARIETY OF OUTPUT NUMBER/IMPEDANCE/LEVEL CONFIGURATIONS AVAIL-

Write for literature on this and other WARD Broadcasting Equipment

WARD ELECTRONIC INDUSTRIES

142 CENTRAL AVE, CLARK, N. J. 07066 . (201) 382-3700

Circle 7 on Reader Service Card
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MODEL LT 10
3 WATT AMPLIFIER

Take a Piggyback Ride

LT-10, 3-watt transistor-amplifier mounts piggyback
on our SCA Multiplex transistor Receiver, TR-66

Since the LT-10 was introduced earlier
this year, background music operators
all over the country have been discover-
ing the convenience of the “piggyback”
amplifier. I’s most convenient for
smaller installations where just a few
speakers are used. As the picture shows,
it just plugs in—no wiring necessary.

The TR-66 has many special features
and conveniences. Modular construction
permits easy replacement of power sup-
ply, main channel or sub-channel cir-
cuitry. Servicemen always appreciate
the plug-in transistors and straight-line

design with convenient test points. No
other manufacturer can guarantee sen-
sitivity of 2 uv/50db, or crosstalk of
-55db or better.

McMartin is the leading producer of
SCA Multiplex receivers, and the work-
manship is guaranteed forever. We make
this bold warranty because 20% of our
people are in final testing of your
equipment.

Order your “piggyback” LT-10 amplifier
and the TR-66 SCA receiver today, or
write for literature.

[ J
MCEMartin
Marketing Manager, Broadcast

McMartin Industries, Inc.

605 North 13th Street
Omaha, Nebraska 68102

Circle 8 on Reader Service Card

February, 1967 — BM/E

s e B wremts e LA vy s oA



Best reception
with the TR-66
SCA receiver is
with the A-72-SF
exact frequency
antenna

The A-72-SF antenna is the only
one recommended for use with
McMartin SCA receivers. Twenty
per cent more gain is obtainable
because of the exact frequency
feature—not just an “almost fre-
quency.” The added gain and sharp
directional characteristics also help
overcome multipath.

We are able to practically elimi-
nate co-channel interference be-
cause of an exceptional front-to-
back ratio. Linear flat response is
obtained across each FM frequency.
All antennas are gamma-matched
and coax connectors are supplied.

In addition to the technical superi-
ority, you’ll appreciate the easy in-
stallation. With special snap-out
lock construction you can install it
in three minutes.

Order your exact frequency A-72-
SF antenna today—available with
either 3 or 5 elements—or write
for literature.

MCMartin

Marketing Manager, Broadcast
McMartin Industries, Inc.
605 North 13th Street
Omaha, Nebraska 68102
Circle 9 on Reader Service Card
February, 1967 —BM/E

| radio circulation estimates have
been provided the industry. The
study will be based on the per-
sonal radio diary method which
provides written evidence of lis-
tening when and where it occurs.

Features of ARB’s Radio Cov-
erage/67 include audience data
reported by six time breaks, age/
sex breakouts based on stratified
sampling and weighting to in-
sure that each audience segment
is represented in its proper per-
spective, county shares of total
weekly hours listened to a sta-
tion, station shares of total
weekly hours listened in a coun-
ty, and, finally, separate report-
ing for a-m and fm stations with
combined a-m/fm totals for sta-
tions that simulcast.

Radio coverage data will be
collected between April 13 and
May 10. Results are scheduled
for client distribution in early
fall 1967.

NAB President Says
Industry Self Regulating

Vincent T. Wasilewski, NAB
president, told a Senate subcom-
mittee in December that NAB'’s
Radio and Television Codes re-
flect the industry’s concern for
“gserving the public good.” “While
progress does not always come
easy,” he said, “. .. we are con-
tinuing to prove that self-regula-
tion can and does work.”

Wasilewski testified before the
Senate Judiciary Subcommittee
on Anti-Trust and Monopoly
which is inquiring into allega-
tions of preferential treatment
for large TV advertisers.

He said the time limitations
in the Codes on advertising stem
from the conviction of broadcast-
ers that “there should be a rea-
sonable balance of program and
commercial material.” But they
also recognize, he said, that the
amount of time allocated to com-
mercials “is far from being the
sole or even the most important
factor” in achieving that bal-
ance or in measuring a station’s
over-all effectiveness in its serv-
ice to the community.

In television in particular, he
said, “the real problem seems to
be not in the fact of over-com-
mercialization but in the appear-
ance or impression of over-
commercialization. This is a re-
sult of the variety of nonprogram
elements which appear within
and around programs—the so-
called ‘clutter’ problem.”

Concern in this area, he said,
led to a 1964 TV Code amend-
ment to define multiple product
announcements more precisely
as either “integrated” or “piggy-
back” announcements. The Code
restricts consecutive announce-
ments to not more than three
within a program.

“To further control the ‘clut-
ter’ problem,” he said, “we have
attempted to cut down on the
amount of nonprogram elements
in prime time by counting ‘below
the line’ credits . . . those for
physical and technical services
. .. as part of commercial time.
Additionally, this year the defini-
tion of commercial matter in
nonprime time was revised to in-
clude ‘billboards’ and promotional
announcements.”

Wasilewski said that there is
a need to know more about how
viewers think about television
and commercials and announce-
ments and interruptions.

Carrier Lost 56 Minutes

On December 29, 1966, an Con-
solidated Edison underground
feeder cable failed in the Pelham
Bay Park area in the Bronx, New
York City killing service to WCBS-
AM (880 kHz) located to the east
on City Island. The carrier was
interrupted at 11:27 A.M. during
the Art Linkletter show, and was
not restored until 12:23 P.M.
Carol Reed’s voice was the first
transmitted by WCBS-AM after
the 56-min interruption. Ralph
Green, Operations Director for
WCBS, indicated in a telephone
interview that despite the fact
that the station generator worked
perfectly on Christmas day when
it was tested, a broken lead on
the generator speed control pre-
vented its immediate use when
power from the mains failed.
Emergency power was used, how-
ever, to put WCBS-AM back on
the air, and remained in use until
approximately 1:45 P.M. when
power from the mains was re-
stored.

Travelling?

Commercial Travellers Club
members enjoy the lowest pos-
gible rates at hotels and motels
conveniently located from
coast to coast. Over 743 cities
are served with several choices
in major cities, making it the
most extensive offering ever
made to firms with traveling
executives and sales forces. In-



cluded with membership is a
234-page directory, listing spe-
cial rates for all types of ac-
commodations and guaranteeing
them even for peak seasons in
resort areas. It also lists facili-

" ties to be found at each partici-

pating unit, with city maps
graphically showing locations
in relation to major highways.
Membership is $10.00; details
from Commercial Travellers
Club, Federal Square Bldg.,
Grand Rapids, Mich.

New Communications
Standards

By First Report and Order,
Docket 13847, the FCC adopted
technical standards designed
for split-channel operation (25
kHz spacing) in the 450-470
MHz band for public safety, in-
dustrial and land transportation
services, and Class A citizens
band stations. Effective dates
for the new standards are: all
stations employing frequency
modulation must reduce their
deviation to 5 kHz by June 1,
1967. All stations unauthorized
on or after Nov. 1, 1967 must
meet new bandwidth (20 kHz),
tolerance (0.00059%) for mobile
stations low-pass audio filter,
and deviation standards. Sta-
tions authorized before Nov. 1,
1967, will be required to meet
new standards by Nov. 1, 1971.

Urban Communications
In The Year 2000

Comprehensive studies by urban
planners will be required if
the city of the year 2000 is to
utilize effectively mail delivery
by satellite, video telephone sys-
tems, electronic control of air
pollution, and other technologi-
cal advances, according to Dr.
Leonard S. Sheingold, v.p., Ad-
vanced Technology, Sylvania
Electronic Systems. He said
blueprints now being drafted for

new cities should incorporate
information systems and all-
electronic homes and offices

which take advantage of the
satellite, data, and related com-
munications systems presently
available to government and in-
dustry.’

“There- is mo doubt in my
mind that the U.S. is moving to-
ward tremendous expansion in

population, wealth, resources,
imagination, and sophistica-
tion,” the Sylvania scientist

noted. “Of all the possible
growth areas we can visualize
today, the one with the great-
est promise is that of informa-
tion systems — systems which
process, switch, transmit, and
display voice, video, and data.
Behind this promise, of course,
is the question of education and
the resultant growth in the de-
mand for accelerated transfer
of information. By the year
2000, telephone facilities should
be conveying tremendous
amounts of diversified informa-
tion to and from the home—
utility meter data for billing
purposes, automated supermar-
ket orders placed through push-
button dial codes, banking and
credit information, and similar
services.”

“Most of us will live to wit-
ness a communications satellite
linked to a ground facsimile sys-
tem transmitting letters and
newspapers to virtually any lo-
cation on earth within a matter
of minutes,” he stated. “Similar-
ly, we shall see electronic sys-
tems used in urban control cen-
ters to measure and regulate air
pollution levels.”

NAB Rules For
Private Ownership
Of Satellites

NAB General Counsel Douglas A.
Anello said in comments filed
with the FCC that Congress, in
designating the Communications
Satellite Corporation (COMSAT)
as the U.S. agent for a global
satellite communications system,
did not preclude establishing
other systems in the national
interest.

“Nothing in that Act (Satel-
lite Act of 1962) indicated that
all satellites had to be a part of
the global system or that all had
to be used for common carrier
purposes,” Anello said.

Anello said NAB is taking no
position at this time on numer-
ous questions raised in prior
comments; including those in-
volved in the Ford Foundation
proposal to finance an educa-
tional television network from
expected savings in a satellite
system it proposed.

Noting that the Presidential
Carnegie Commission is now con-
ducting an over-all study on pos-
sible ways of financing ETV,
Anello said until its findings are

made public “it would be prema-
ture to intermingle the question
of possible savings that might
result from the use of satellites
for domestic communications
with the broader social purpose
involved in educational tele-
vision.”

Broadcast & Cablecast
Complementary Media?

CATV and the U.S. system of °

broadcasting are actually com-
plementary media, each mu-
tually beneficial to the other,
claims Robert H. Beisswenger,
President of The Jerrold Cor-

» .
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Beisswenger at U. of Pa.

poration. Mr. Beisswenger
pointed out at a recent Collo-
quium of the University of Penn-
sylvania’s Annenberg School of
Communications that during
prime time approximately 88 per-
cent of the viewers in the New
York metropolitan area watch
the three networks, while 12 per-
cent are split between the four
independent stations. Similar sta-
tistics exist for Los Angeles,
the nation’s only other seven-
station market. He said it would
probably always be true that no
matter how many additional pro-
gram choices were made available
by CATYV, the majority of viewers
would still watch those programs
geared to the mass interest. Due
to the limit of one channel outlet
per station, plus the limited num-
ber of broadcast hours in each
day, local stations have found it
necessary to direct themselves to
serving this mass interest. By
making additional channels
available, CATV opens wide the
door to local origination and
special programming never be-
fore technically mor ecomomical-
ly feasible for broadcasters.
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All-Solid-State Scope

Gives 1% Measurement Accuracy!
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Sine-squared T/2 pulse in Flat Response position magnified X25.

IMPROVE BROADCAST QUALITY— MAKE ACCURATE,
RELIABLE VITS AND COLOR SETUP MEASUREMENTS

~limyEas

Multiburst signal
accurately displayed
using Flat Response
Position of vertical
amplifier, gives
frequency-gain
characteristics.

Multiburst signal
shown using Low
Pass Response
position allows
exact determination
of average value of
video signal.

Stairstep levels
shown in Low Pass
Response position.
Deviation from
designated values
indicates
compression.

Continuous monitoring of your broadcast operation with
1% measurement accuracy; easier, faster, more pre-
cise setup of cameras and recorders; and high speed
trouble-shooting are yours with the all-solid-state hp
Model 191A TV Waveform Oscilloscope! Now you can
update your system for color. This scope is designed to
meet today s requirements and tomorrow’s demands!
it now is the standard of interstate transmissions—and
will be yourstandard to measure incoming video signals.

CHECK THESE FEATURES:

High tolerance filter design plus the parallax-free in-
ternal graticule CRT combine to give you 1% measure-
ment accuracy. The 191A has a vertical amplifier with
an extremely wide bandwidth to allow exact response
shaping with five filters including Flat, Low Pass, IRE,
Chrominance, and Differential Gain—without introduc-
ing any phase distortion into your signal. CRT is large
7 x 10 cm with a 20 kv post accelerator drive to provide
bnght easy-to-see traces, including low duty cycle T/2
sine-squared signals—even in brightly-lighted control
rooms.

You get the reliability of all-solid-state construction.
All components, except the CRT, are solid-state, to al-
low low power consumption (only 70 watts) and con-
vection cooling. No ventilating fan is needed! Solid-state
components also means the 191A is rugged and can be
used either in control rooms or for remote broadcasts.
Model 191A maintains 1% measurement accuracy
from +15° to 4+35°C (59°F to 95°F)—and still gives
39% accuracy at the ambient temperature extremes of
—20°C and +65°C (—4°F to +149°F) for remote broad-
casting accuracy.

Positive, digital Field-Select is insensitive to noise,
and syncs to the right field every time without adjust-
ment because of computer-type circuitry. You know
which field you’re examining! Line-Select system is dis-
crete for lines 16 through 21 for quick, easy viewing of
VITS. Variable-Select lets you manually select any line.
Five sweep modes allow optimum examination of the
entire composite TV signal, individual lines, video set-
up and color setup. Free Run and WRGB sweep modes
facilitate signal level measurements and color setup.

You can switch rapidly from normal operating mode
to check calibrated gain or to check VITS without re-
setting scope. With the 10" accessory probe connected

" to the front of the scope you get high-speed accurate

trouble-shooting without interfering with the feed-
through broadcast signals!

To see how the hp 191A TV Waveform Oscilloscope
can improve your broadcast quality and to get full spec-
ifications, call your nearest hp field engineer. Or, write
to Hewlett-Packard, Palo Alto, California 94304; Tele-
phone (415) 326-7000; Europe: 54 Route des Acacias,
Geneva. Price: hp Model 191A Oscilloscope, $1295.00;
hp Model 10009A Probe, $50.00. This oscilloscope is
also available as hp Model 193A for telco interstate tele-
vision signal relayers. Price: hp Model 193A, $1350.03.

p

HEWLETT (hp; PACKARD

An extra measure of performance

Circle 10 on Reader Service Card
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...is the quality

The Tape-Athon 900 Recorder is one of the newest profes-
sional recorders on the market—yet it has a pedigree as long
as your arm. Tape-Athon has built over 15,000 tape trans-
ports used in tough 'round the clock applications with a serv-
ice record that’'s unmatched in the industry. This quality
construction is inherent in the 900 and evident in the
materials, the components, the assembly.

Combine this operating assurance with 900 features such
as dual capstans for precision tape travel, solid state elec-
tronics, advanced control capabilities, and better-than-NAB
specifications—or better yet get the whole story in the 900
catalog—yours for the asking.

Tope-Athon..Covp.

523 S. Hindry, Inglewood, California 90307

Tope-Athon.Conp. 523 s. Hindry, Inglewood, California 90307
Yes, send me a copy of the 900 Recorder catalog.

Address__
City.

_State__ -

Business of :
Broadcasting

Cox Broadcasting to Acquire TV
Film Producer-Distributor. Di-
rectors of Cox Broadcasting Cor-
poration, a leading group broad-
caster, have approved the pur-
chase of Walter Schwimmer, Inc.,
producer and distributor of net-
work and syndicated television
programs—the 13-year-old Cham-
pionship Bowling show, World
Series of Golf, Cisco Kid, Na-
tional Golf Day, Let’s Go to the
Races and a sports film package
on football, golf, auto racing,
bowling, billiards, bridge and
hunting and fishing.

Price was $2,750,000 with pay-
ment of additional sums contin-
gent upon the earnings of the

programs over the next five
years.
Schwimmer, located in Chi-

cago, will be operated as a sub-
sidiary of Cox; Walter Schwim-
mer will remain as chief execu-
tive officer.

Daytona Stock Car Race on 300.
International Speedway Network
will broadcast the 9th Annual
NASCAR Daytona 500 Grand Na-
tional Championship Stock Car
race on February 26 at Daytona
International Speedway in Flori-
da. More than 300 stations in
the U.S. and the worldwide net-
work of Armed Forces Radio
Service have arranged to broad-
cast the race.

Hubbard Broadcasting’s Sea Skiff
Adds Transistor Radar. Hubbard
Broadcasting Corporation’s 36-
foot Sea Skiff, which plys off-
shore Florida waters to cover
fast-breaking news events at sea,
has become the first craft to in-
stall RCA’s new 3.2 CM Transis-
tor Radar. The new radar unit,
providing five viewing ranges
from one-half to 32 miles, per-
mits the boat to take to sea in
virtually any weather, search out
its news source and flash bul-
letins or remote broadcasts to
WGTO, Hubbard’s 50,000-watt
radio station at Cypress Gardens,
Fla.

LIN Broadcasting Buys Miss
Teenage America. Miss Teenage
America Pageant was purchased
recently by LIN Broadcasting
Corporation of Nashville, Ten-
nessee. The transaction involved
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the purchase of the stock and all
assets of the owning corporation,
including television rights for
the annually televised (CBS) Miss
Teenage America Pageant.
LIN Broadcasting now oper-
ates five radio stations, one TV
station, 10 CATV systems and
owns Medallion Picture Corpora-
tion, producer and distributor of
films for theatrical and TV uses.

Nortronics Buys Lab. Nortronics
Company, Inc., manufacturer of
magnetic tape recording heads,
has announced purchase of Min-
netech Laboratories, Inc., Minne-
apolis manufacturer of automa-
tion equipment and high-
precision industrial measuring
devices.

McMartin Changes Sales Force.
McMartin Industries, Inc. of
Omaha, Nebraska has appointed
the Clark R. Gibb Company, 1311
West 25th Street, Minneapolis,
Minnesota to cover Minnesota,
North Dakota, South Dakota and
Western Wisconsin, and Elec-
tro-Tec Marketers, Ltd.,, 1624
West Third Avenue, Vancouver,
B.C., Canada, to cover British
Columbia, Alberta, Saskatchew-
an and Manitoba. Gates Radio of
Canada will continue serving the
Eastern Provinces.

Granger Associates to Buy Bauer
Electronics. Granger Associates
shareholders in December agreed
to purchase Bauer Electronics
Corp. of San Carlos for an un-
disclosed cash sum. Under terms
of the agreement, Bauer Elec-
tronics will operate as a wholly-
owned subsidiary of G.A. begin-
ning January 1, 1967. Granger
Associates designs and manu-
factures antennas, high-frequen-
cy amplifiers, ionosphere sound-
ers, and equipment for aviation
communications, video data dis-
play, and microwave.

More Marconi in USA. Marconi
Instruments has begun to pro-
duce in the U.S. its noise loading
test set which is an industry
gstandard for measuring inter-
modulation and cross-talk in
multichannel systems.

An fm deviation meter is an-
other unit soon to be available
from local manufacture. Address
is Marconi Instruments Division,
The English Electric Corpora-
tion, 111 Cedar Lane, Englewood,
New Jersey, 07631.

Microflect Consolidates. Micro-
flect Co., Inc. has consolidated
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with PARABEAM ANTENNAS

Simple arithmetic. Your subscribers want more channels
— GET SET FOR UHF!

With the growth in the number of UHF stations, you can
easily increase your service — if your antenna will deliver
quality UHF pictures!

JERROLD-TACO high gain Parabeam Antennas com-
pletely eliminate the need for massive (and expensive)

support structures . . .

modular arrays offer 1/10 the

windload of solid surface dishes of equivalent gain. Back
this up with a choice of antenna models — including
single, dual, and quad arrays — six or eight foot diam-
eters, and you have a sure, inexpensive-to-install winner.
There is a JERROLD-TACO Parabeam antenna to meet
your UHF gain requirement.

Complete technical data and ordering information on request.

JERROLD

JERROLD ELECTRONICS CORPORATION

Philadelphia, Pa. 19105
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SOLID STATE AUDIO AMPLIFIER

Frequency Response: Output: 500 and 8 ohms

=1db, 20 to 20,000 cycles at 100MW (grain oriented transformer)
¢ ﬁZdb- 20 tg?tg-gg?‘ cycles at 100MW Circuit: 7 transistors, 1 thermistor

armonic Di : 4 >

Less than 1%, 20 to 20,000 cycles at 100MW gg:;':é:{o';";f'g’;fﬁ‘g’r"s’;‘r‘i‘;“"m'
' :.ne;ztt:han R Po»zver Supply: 9 volts Dc,I 100 l\fl/})l

50 to 150 ohms balanced (mu metal shielded, accessory power supply available —
' permalloy core transformer) Round Hill Model PS-200)

Construction: Brown enameled
éaolgo or 100,000 ohms unbalanced steel case

70db, 50 ohm input, 8 ohm load Size: 9”L x 2% "W x 3% "H
65db, 2,000 ohm input, 8 ohm load Weight: 28 ounces

$5450 Including complete Technical Data and Schematic
Price:

Send check or money order —we pay postage.

ROUND HILL ASSOCGIATES INC.

A MILO ELECTRONICS SUBSIDIARY
434 Avenue of the Americas, New York, N.Y. 10011

An all-transistor general purpose power supply, the Round Hiil Model PS-200
is particularly suited for use in applications requiring a stable, well-filtered
DC source. It employs Zener referenced voltage regulation, and delivers 9
volts DC at loads up to 200 MA with complete dead short protection. A lock-
ing screwdriver-adjusted programming potentiometer permits the output
voltage to be adjusted over a one-volt range.
Input Voltage: 105-125 volts AC, Controls : Locking programming
60 cycles, 5 watts control
Regulation: Line + load 5 MV Connections : Barrier strip
Ripple: Under full load 10 MV, peak to peak Construction: Brown enameled
Output Voltage: 9 volts DC steel case
(adjustable over 1 volt) Size: 9L x 2% "W x 3% "H
Maximum Load Current: 200 MA Weight: 44 ounces

SOLID STATE POWER SUPPLY

$2450 Including complete Technical Data and Schematic
Price:

Send check or money order — we pay postage.

ROUND HILL ASSOCIATES INC.

A MILO ELECTRONICS SUBSIDIARY
434 Avenue of the Americas, New York, N.Y. 10011

Circle 13 on Reader Service Card
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its engineering and business of-
fices in a new 2,000 ft? building
in Salem, Oregon. Engineering
personnel and offices were moved
from Butte, Mont.

Memorex Acquisition. “Substan-
tial equity” in the Disc Pack
Corp.,, has been acquired by
Memorex Corp., Santa Clara,
Cal. The Hawthorne, Cal., based
company is presently engaged
in design and development of
precision memory discs. Memorex
President Laurence L. Spitters
said that “if this program is
successful, we anticipate com-
pleting the acquisition of DPC
later in 1966.”

Five Record Years for RCA.
RCA achieves largest single-
year sales and profit increases in
1966 for the fifth consecutive
yvear, Engstrom and Sarnoff re-
port. Year-end statement reports
sales surpassing $2.5 billion and
profits of more than $130 mil-
lion; earnings per common share
to approximate $2.20. Color TV
manufacturing and broadcast-
ing were cited as largest contrib-
utors to overall progress. NBC
sales exceeded $500 million.
Broadcast equipment sales ad-
vanced by 35 percent.

Visual to Handle Solari Clocks.
Visual Electronics has been ap-
pointed U.8. broadcast industry
distributor for Solari direct
reading clocks and automatic
Teleindicator display units used
by ABC-TV and affiliates as well
as other TV stations to post elec-
tion returns, weather data and
scoring devices for bowling,
football, baseball and quiz shows.

Credit Card Radio Sales. KAGT
Anacortes, Wash. charges radio
time to customers through an
arrangement with a Seattle
bank. Holders of the banks credit
cards simply charge their ad-
vertising by presenting their
cards.

Sony Franchises F&B/CECO.
Sony Corp. of America has fran-
chised F&B/CECO to sell and
rent their Series 200 VTRS.
Daily or long-term rentals are
available to advertising agencies,
talent agencies, film producers,
ete.

Midtex Acquires MHI. Midtex,
Inc., Minneapolis, has acquired
MHI (MacAllister/Hogan, Inc.),
a Minneapolis based manufactu-
rer of magnetic tape heads.
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New Video Measuring Equipment
Firm. The formation of a com-
pany specializing in the develop-
ment of advanced measuring
devices and techniques has been
announced by D.J. Dudley, presi-
dent of the new firm. Known as
Videometrics, Inc., the Bright-
waters, N.Y. company’s first
product is a color pulse genera-
tor.

Business of CATV

Tucson Tussle Settled. The five-
way battle for a CATV license
from the City of Tucson, Ari-
zona, was settled at the turn of
the year with Southwest Cable-
vision, Inc., a division of Jack
Kent Cooke’s American Cable-
vision Co., the big winner. The
prize is substantial — a poten-
tial of 76,000 viewers in the
134th market area. One loser is
Southern Arizona Cable Co. a
joint venture of three Tucson
TV stations — KOLD, KGUN,
and KVUA.

Receiving a 6-0 vote in being
awarded the license, President
Cooke viewed the action as a
vote of confidence and said, “We
will build the finest CATV sys-
tem anywhere in America.”

Southwest Cablevision prom-
ised 20 television and 20 fm
channels with closed circuit
telecasts of home games of the
Los Angeles Lakers (basket-
ball), Los Angeles Kings (hock-
ey), and Los Angeles Zorros
(soccer). The proposal also of-
fered to cablecast news and
weather on one channel and lo-
cal programs from the Univer-
sity of Arizona’s Journalism de-
partment on another channel.

The program diversity is be-
lived to be greater than that of-
fered by competitors. Further,
Southwest Cablevision offered
five percent of the gross. Sever-
al of the competing offers were
for three percent. Microwave
repeaters. by American Televi-
sion Relay, Inc. will be used to
bring in Los Angeles TV sta-
tions. A converter will be sup-
plied to each subscriber so that
he can select any of the 20 chan-
nels. The monthly subscriber
rate will be $4.95. There is no
installation fee, however, a de-
posit will be required for the
converter.

$1 per Subscriber License Fee
Demanded. The Washington Bor-
ough Council outside Easton, Pa.

(Continued on page 66)
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NEW

TELETRONIX
19 KC
STEREO
FREQUENCY
MONITOR

The new Teletronix 19 kc stereo pilot carrier frequency
monitor offers the FM broadcaster greater stability,
linearity and accuracy than ever before for transmitter
or remote monitoring. Zero-center meter for direct cycle
deviation readout, internal zero calibration standard and
ultra-stable digital discriminator are but a few of the
advanced design features incorporated in this all-
transistor unit.

Get complete information on this new FM frequency mon-
itor. See for yourself just how much $395.00 will buy.

TELETRONIX B
DIVISION OF BABCOCK ELECTRONICS CORP.

2952 Randolph Street, Costa Mesa, California 92626
Telephone: (714) 540-4040 - TWX: 910-595-1517

Advanced Design in Broadcast Transmitting Equipment

Circle 14 on Reader Service Card
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INTERPRETING THE

RULES &
REGULATIONS

Recent Changes in Station ID Rules

LAST MONTH’S issue featured a review of the
Commission’s increasing proclivity to issue fines
and forfeitures for licensee violations in all
areas of broadcasting. Interestingly, a great
many of the fines assessed were issued due to
violation of the Station Identification Rules.
The requirements of the id rules are found
in Sections 73.117(AM), 73.287(FM) and
73.652(TV).

ID Rules In Genera!

The rules require the licensee to identify the
station by announcing the call letters and loca-
tion (city of license). For a-m and fm stations,
these id’s must be given at the beginning and
ending of each time period of operation and as
follows: (1) within two minutes of the hour
and either the half hour or quarter and three-
quarter hours; (2) in the case of a single con-
secutive speech, play, religious service, sym-
phony concert, or operatic production, at the
first interruption of the entertainment continui-
ty and at the conclusion of the program; or (3)
in the case of variety shows, athletic contests,
and similar programs of longer duration than 30
minutes, within five minutes of the time given
above. .

For TV, the id’s must be given both visually
and orally at the beginning and ending of each
time period of operation, and either visually or
orally (1) during the operation on the hour or
(2) in the case of a single consecutive speech,
play, religious service, symphony, concert, or op-
eratic production, at the first interruption of
the entertainment continuity and at the con-
clusion of the program.

The importance of these rules cannot be over-
emphasized. They were promulgated at the very
beginning of the broadcast regulation, first by
the Department of Commerce and later by the
Commission. The underlying reason for the re-
quirements of the rules has been to assist the
regulatory agency in its monitoring.

New Rules Concerning IDs for Translator Stations

On December 1, 1966, the Commission re-
leased a Memorandum Opinion and Order (RM-
440, FCC 66-1074, 91767) amending Sections
74.750 (c) (7) and 74.783 (a) of the rules gov-
erning television broadcast translator stations.

This section, providing broad interpretation of FCC rules
and policies, does not substitute for competent legal counsel,
Legal advice on any given problem is predicated on the
particular facts of each case. Therefore, when specific
problems arise, you would be well advised to consult your
own legal counsel,

» VO - 1 - o

The Commission recognized that station identi-
fication for TV translators is useful and often
necessary; however, it found that it could dis-
pense with the identification requirement for
translators with power of 1 watt or less. In other
words, the order eliminated the need for televi-
sion translator stations of powers of 1 watt or
less to identify themselves; nevertheless, it re-

tained this requirement for those translators

with powers exceeding 1 watt.

The licensees that filed comments in the pro-
ceeding suggested that the Commission could
further relax the id rules for translator stations
in order to include powers higher than 1 watt.
However, the Commission indicated that its
principal concern was with potential interfer-
ence to other radio stations. It is believed that
the problem of identifying the source of signals
by the Commission is compounded in the ab-
sence of a call sign or some other quickly rec-
ognizable method of relating the signals observed
to a particular transmitter in a specific loca-
tion. In the case of the very low-powered vhf
translators the Commission was able to elimi-
nate the requirements for station identification
because the range of such signals is very limited,
thereby permitting the use of simple radio-lo-
cation methods. In the case of high-powered
translators, their signals extend over a much
larger area, and simple radio location methods
are not feasible.

As is evident, the Commission has recognized
the practical necessity of allowing a relaxation
of its id rules insofar as translator stations are
concerned; however, it is also evident that the
Commission is still concerned primarily with
the original reasons for the establishment of the
id rules—to be able to monitor and establish
the identity of a station over the air.

New Rules for TV Auxiliary Broadcast Stations

On October 15, 1965, the Commission issued
a Notice of Proposed Rulemaking (FCC 65-930)
which looked towards modification of Section
74.682 of the Rules. This section sets forth sta-
tion identification requirements, television aux-
iliary broadcast stations (TV pickup stations,
television studio-transmitter link stations, and
television intercity relay stations). On Decem-
ber 1, 1966, the Commission issued a Report
and Order (Docket No. 16,240, FCC 66-1101)
modifying Section 74.682 of the Rules.

The present rules require each television auz-
iliary station to identify itself by transmitting
its call signals at the beginning and end of each
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The logical next step for your station:
A full spectrum of local news coverage

When you film your news in color, you interest the community and serve the
community interest. At the same time, you enhance your value to advertisers.
Kodak makes local color the next logical step for you with a versatile color
film system, which includes Kodak Ektachrome EF Films and the ME-4 Process.
You'll find that expedited commercial processing is available in many areas.
However, if it isn’t in yours, you can easily process the film yourself.

And with your own processor, you’ll have immediate access to your hard news.
You’ll also be able to take full advantage of the film’s great exposure latitude.
You can shoot the news in virtually any light and correct for it by modifying
the process. For complete details about the system or for help in setting up
the process, call your nearest Eastman Kodak motion picture engineer.

Eastman Kodak Company

Atlanta: 404/GL 7-5211 Chicago: 312/654-0200
Dallas: 214/FL 1-3221 Hollywood: 213/464-6131
New York: 212/MU 7-7080 San Francisco: 415/PR 6-6055 KOdak

TRADEMARK




GOOD THINGS COME IN SMALL PACKAGES
...LIKE THE MAGNECORD 1028

Out of the case a Magnecord 1028 weighs less than 50 pounds and measures only 173%"”
x 12%" x 127 But its performance is bigger than instruments twice its size. Wrapped up in a
single compact unit are big features like 3-motor tape drive, precision lapped Micro-Optic heads,
a die-cast mainplate and solenoid operated shoe brakes. A 1028 can handle king-sized jobs
too, with excellent fidelity for cutting master tapes and a reel capacity up to 10%"!

You can buy another brand tape recorder/reproducer with about the same capabilities. But it
costs about $1,700.00 more; it comes without pre-amps; you get less quality in high and lows;
and you would have to put up with a cumbersome, completely unportable
machine requiring three separate enclosures. Now, doesn’t that prove the m agnecord
best tape instruments come in small packages marked Magnecord? See your Tore" 248108 O, e

nearest franchised Magnecord dealer or write us for a free brochure.

P O Box 1526 s Tuisa. Oklahoms 74101

A DIVISION OF THE TELEX CORPORATION / MANUFACTURER OF TELEX HEADSETS AND OTHER FINE ACOUSTIC PRODUCTS
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period of operation. During operation, the rules
required that the call sign of the station or the
associated television station must be trans-
mitted on the hour; however, such identifica-
tion transmissions need not interrupt program
continuity. When the stations were operated in
an -integrated relay system, the station at the
point of origination could transmit the call signs
of all the stations in the system. The transmis-
sions of the call sign would normally employ
the type of emission for which the station is
authorized, either visual or aural. When the
transmitter was .used for visual transmission
only, the call sign could be transmitted in In-
ternational Morse Code by keying the carrier or
a modulating signal impressed on the carrier.

The modified rules, for TV auxiliary stations,
as adopted on December 1, 1966, read as fol-
lows:

74.682 Station identification.

(a) Each television broadcast auxiliary sta-
tion shall transmit station identification at the
beginning and end of each period of operation
and at intervals of no more than one hour dur-
ing operation, by one of the following means:

(1) Transmission of its own call sign by vis-
ual or aural means or by automatic transmission
in International Morse telegraphy.

(2) Visual or aural transmission of the call
sign of the TV broadcast station with which
it is licensed as an auxiliary.

(8) Visual or aural transmission of the call
sign of the TV broadcast station for whose
signal it is relaying to its own associated TV
station.

(b) Identifiation transmissions during oper-
ation need not be made when to make such
transmission would interrupt a single consecu-
tive speech, play, religious service, symphony
concert, or any type of production. In such cases,
the identification transmission shall be made
at the first interruption of the entertainment
continuity and at the conclusion thereof.

(¢) During occasions when a television pick-
up station is being used to deliver program ma-

terial for network distribution it may transmit

the network identification in lieu of its own or
associated TV station call sign during the ac-
tual program pickup. However, if it is provid-
ing the network feed through its own associated
TV broadcast station it shall perform the sta-
tion identification required by paragraph (a)
of this section at the beginning and end of -each
period of operation.

(d) A period of operation is defined as a sin-
gle uninterrupted transmission or a series of in-
termittent transmissions from a single location
or continuous or intermittent transmission
from a television pickup station covering a sin-
gle event from various locations, within a sin-
gle broadcast day.

(e) Regardless of the method used for station
identification it shall be performed in a manner
conducive to prompt association of the signal
source with the responsible licensee. In exercis-
ing the discretion provided by this rule, licensees
are expected to act in a responsible manner to
assure that result.

The basic purpose of call signs is to provide
identification. For years, stations have used
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their call signs, both at required id times and
at other times, for promotional purposes to keep
Ehe public aware of their identity. In this con-
nection, identification of auxiliary installations
is of little or no concern; however, this is not
the only purpose of station identification. The
transmission of station identification by call
sign and location is also intended to assist en-
forcement agencies in this country and abroad
in rapid identification of signal sources and to
indicate that the signals originate at a legally
licensed station. The transmission of station
identification may be compared to the display
of license plates on a motor vehicle. Since it is
usually impractical for a radio station to dis-
play its call sign at all times, the Commission’s
Rules and international agreements require the
transmission of station id’s at reasonably fre-
quent intervals. If this were not required, it
would be next to impossible for monitoring sta-
tions to recognize licensed stations and to quick-
ly identify stations guilty of infractions of the
Rules. Additionally, the proper use of call signs
also protects stations against wrongful accusa-
tions which could arise as a result of similarities
in their transmission with those of the real
wrong-doer. When signals are observed and no
station identification is transmitted, there is a
strong suspicion that the signals originate from
an unlicensed transmitter.

It was not the purpose of this recent modifi-
cation to eliminate the requirement for station
identification. Its purpose was to modify the
requirements so as to meet practical operating
problems without the sacrifice of information
necessary for the proper identification of sta-
tions. Yo

TV Auxiliary Station ID Problem Analyzed
In promulgating the modified rule, the Com-

‘mission realized that it had to establish a mid-

dle ground between adherence to its basic philos-
ophy of availability from the basic purposes of
station id’s and the practical operating prob-
lems inherent in the establishment of too strict
a rule. The television auxiliary services involve
transmissions under a variety of circumstances.
Some equipment carries both visual and aural
transmissions and other equipment carries only
visual information. Some transmitters are at-
tended and others operate unattended. There-
fore, it becomes difficult if mot impossidble to
prescribe specific methods of station identifica-
tion that will embrace all possible situations.
The Commission’s principal concern i8 to as-
sure rapid identification of observed signals and
to prohibit the transmission of wunidentified
signals.

For example, the transmission of station
identification is most difficult at unattended sta-
tions. In the TV auxiliary services, these- are
either TV intercity relay stations or intermedi-
ate stations in a multihop television STL circuit.
The Rules do not permit unattended operation
of TV pickup stations or the originating sta-
tion in a television STL circuit. The Commission
pointed out that devices for the automatic
transmission of call signs at unattended TV aux-
iliary stations are available; however, these de-
vices rely upon a timing mechanism which ac-
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ERE it is—a brand-new, practical guidebook to all phases
of CATV. This brand-new volume—due January 15th, 1967
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planning a new system, through installing a plant, promotion. .

selling hookups, to the very latest topics such as local pro-
gram origination. A handy compilation of CATV data that puts
the information you need right at your fingertips.

. Long needed, this new volume will be worth its cost many
times over to anyone involved in CATV. Contains tested and
proven data—adapted from material published in BM/E—
information essential for practical day-to-day operations as
well as for reference.

. “CATV Operator’s Handbook” is published to sell at $7.95.
Through February 28th, 1967, however, the Special Prepublica-
tion price of only $5.95 prevails. Order at our risk for
10-day FREE examination. Send no money! Simply fill in and
mail NO-RISK coupon below to receive your own copy of this
helpful volume.

QUANTITY DISCOUNTS: 2 to 4 copies—only $5.45 each; 5 to 9 copies
—only $5.20 each; 10 copies and over—only $4.95 each.

HERE’S WHAT YOU GET
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* Putting the “Community” in CATV ¢ Promoting & Selling Cable
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* Major Market CATV City ® Automation in CATV Systems
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e Cable Poles—Lease or Install? ® Planning an Antenna System

® Planning Cash Requi ® Beyond the Horizon Reception

* Appraising an Existing System ® local Program Origination

NO RISK COUPON—MAIL TODAY

TAB Books, Drawer D, Thurmont, Md. 21788
Please send me._.._.__.__. copies of “‘CATV
OPERATOR'S HANDBOOK™ at the special
prepublication price of only $5.95 (regular
price $7.95) | enclose $
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GUARANTEE
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for you for 10 days.
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tuates the call sign transmission at regular pre-
determined intervals. Unless the break in pro-
gram continuity for station identification oc-
curs at prescisely these intervals interruption to
the program itself may occur. Furthermore, un-
less some means are provided to disconnect the
intercity relay or STL circuit from the trans-
mitter of the TV station, using the system during
such automatic transmissions, the call signs of
the TV auxiliary stations may be broadcast by
the TV station. This is certainly undesirable.

In order to meet the Commission’s enforce-
ment requirements, transmission of the call
letters and location of the parent TV station
over the TV auxiliary station would provide the
necessary information. This may be done as a
part of the regular station identification trans-
mission of the parent station, thereby solving
the timing problem and avoiding transmission
of auxiliary station call signs by the broadcast
station. However, this is not practical in the
case of an intercity relay system which de-
livers programs obtained from another TV sta-
tion, or from network lines to the parent TV
station. Since broadcast stations must obtain per-
mission from the originating station before
rebroadcasting their programs, an indirect form
of station identification is possible if the inter-
city relay system carries the call sign of the
originating station or an appropriate network
identification. Although this may complicate
rapid station identification, the Commission be-
lieves it to be an acceptable method of station
identification in those special cases.

The transmission of station identification by
attended TV auxiliary stations poses no timing
problem. However, there is the problem of re-
transmission of the TV auxiliary call sign by
the parent TV station. The present rule requires
transmission of the TV auxiliary call sign at the
beginning and end of each period of operation, .
and it permits use of the TV station call sign
during the remainder of the period of operation,
which is easily accomplished at television STL
stations and at TV pickup stations when used
in conjunction with the parent TV station. On
those occasions when TV pickup stations are
used in conjunction with other TV stations or
for a network feed, other methods of station
identification as outlined above are permitted.

The question as to the type of emission to be
used for station identification is fairly simple.
For monitoring purposes, transmission by aural
means or in International Morse telegraphy is
best, although aural or visual identification is
allowable and may be preferable. Use of visual
or aural identification is comparatively simple
over STL circuits and TV pickups when actively
engaged in covering a remote broadcast. How-
ever, TV pickup equipment may be dispatched
to the scene of a remote broadcast in advance
of an actual broadcast for the purpose of estab-
lishing the circuit while cameras and sound equip-
ment are not sent out until the time of the actual
broadcast. In such cases, present rules permit
the use of International Morse telegraphy trans-
mitted automatically. The use of telegraphy is
permissive, not mandatory, and licensees may
elect to provide for aural, or visual identification
on these occasions. ®
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PRESS LOG

Recent comments in the press on
programming

Radio’s New Sound
Jack Gould, NEW YORK TIMES, January 1, 1967.

“To what extent the idealistic hopes of the FCC
(increased diversity of program fare available)
may be realized is questionable . . . most stations
have begun the introduction of separate program-
ming and where the aural enrichment may be is in-
deed hard to find. Only time and experience presum-
ably will tell whether the theoretical appeal of lim-
itless diversity will serve the pubic interest, or
whether continuous fragmentation of the audience
might be self defeating.”
Other Gould observations:

—the last thing New York (with 40 a-m and 50
fm stations) meeds is more classical music. The ad-
ditional competition will slow the day of economic
security for those fm stations needing support.

—+the problem is not more variety for fm but more
variety for a-m which needs to dilute itself of trash
and add a few more fm riches.

—the sure cure for balance between the bands is a
rise in the fm audience.

Gould’s reaction to several stations efforts:
“, .. WCBS fm has introduced something called the
“young sound” which for pure monotony seems
without rival. WOR fm has converted entirely to
rock ‘n’ roll and WNEW fm has recruited a corps of
colorless gir] disk jockeys to distinguish the outlet
from the men disk jockeys on WNEW .a-m.”

Television’s Creativity Crisis.
Les Brown, VARIETY, December 28, 1966

“At the rate things are going, unless something
remarkable happens in January when the networks
unload their second season, all three webs stand to
show a met loss in programming for the year. Not
only has there been an absence of new hit shows to
give momentum to the ’67-’68 season, but many an
older show is hinting strongly at running out of
gas. Even more serious is that no new program
trend is emerging and a time when several older
ones are stalling. ... The only trend to have come up

. strong this year has been a negative one—feature

films. Implicit in their popularity on the home
screen is the rejection of television’s own fare. . . .
Video now finds itself faced with a creativity crisis
such as it hasn’t known since the earliest days of
the medium.”

Brown says the industry is without an indication
of what’s “in” with the viewing masses:

—the fantasy comedy idiom is more than out this
season

—the yokel show field is surfeited now
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—spy thrillers are having an unspectacular season
and the cycle appears on the wane

-—ditto for man-on-the-lam shows

—suburban family comedies are gone, as are dra-
mas with doctors, lawyers, teachers

—realistic war drama seems to be conking out

'—also the barracks comedy is fading

—the comic book day may be very brief (Batman
imitations are weak) though Mr. Terrific, starting
in January, may prove otherwise,

Only strong shows, in Brown’s view, to inspire
imitators next year are science fiction such as
Time Tunnel (when youngsters are viewers), heart
comedy like Family Affair, and desert shows such
as Rat Patrol.

Where Will The New Programs Come From?

Don McGannon, chairman of Group W, MEDIA
DECISIONS, December, 1966

“New sources of programming of all types must
be developed, and the industry cannot depend solely
upon the networks or the producers of high-budget-
ed feature films as its sole reservoir. Television is
using program material faster than it can be re-
placed. . . . Broadcasters—the stations, the groups
—are going to have to increase their commitment
to developing programming suitable not only for
their own use but a product which can be syndicat-
ed to broadcasters all over the country. There seems
to be no other course but for the same broadcasters
to enter into co-production of feature films in order
to assure the continuing supply of film product
suitable for TV.. .. Much of the current Hollywood
product is of adult nature which is not suitable for
family viewing. . . . We need, in addition to our
existing film packages, about 100 features a year
to lend some new vitality to those we already have
under contract. “. .. I’m hoping that the traditional
American drive to supply a market when it exists
will develop within the broadcasting industry, al-
though I don’t see it happening right now. . . .
Broadcasters who enter into co-production deals to
assure themselves film production for program-
ming purposes have little hope to make a profit.

- They will do well to break even. Yet the broadcaster

must assure the public and the advertiser suitable
programming material. The best a broadcaster can
hope for is to recapture distribution cost and hope-
fully, a service charge on the financing.

“...TV is also a live medium, and there is a heavy
responsibility to keep developing programs which
are fundamental to the medium, such as specials,
interviews and variety shows.

“. .. A successful precedent has already been set.
Advertisers’ acceptance is evident from the com-
mercial success of such syndicated properties cur-
rently ranging from Four Star’s Something Special
series to ABC Films’ Girl Talk to Seven Arts’ Gyp-
sy to Triangle’s Step This Way, and Group W’s The
Merv Griffin Show and The Mike Douglas Show.

We all should be encouraged by these commitments -

to generic television programming which in most
cases are produced at local stations.”




Can TV Save the Films?

Charles Champlin, SATURDAY REVIEW, Decem-
ber 24, 1966

“One hope we can take from present-day Hollywood
is its awareness—albeit reluctant—of the discern-
ment of audiences at home and in the movie houses.
If 60,000,000 people tune in The Bridge on the River
Kwai of an evening they have tuned in to watch an
excellent motion picture, and whether the picture is
a well produced comedy or a more challenging film
such as A Place in the Sun, the very fact that the
audience will prefer a good old film over a mediocre
new series gives the industry a sound reason to seek
fresh new entertainment.

“The success of films on television is an opting for
relative excellence. Only at its peril will Hollywood
take it to mean anything different.”

Uhf Programming

The Month in Focus, TELEVISION MAGAZINE,
December, 1966

“Efforts by uhf stations to achieve programming
parity with their elder vhf brethren were highlight-
ed last month with the announcement that in 1968
the baseball games of the Chicago White Sox would
move from WGN TV Chicago, a long established
vhf station, to WFLD (TV), a new uhf operation
in the same city.

“The scope of the agreement and other develop-
ments discernible last month seemzd to auger the

end of uhf’s nonage. Until this year, the average uhf
station was a second-class citizen of the broadcast-
ing fraternity and the bulk of its programming was
either material shunned or discarded by its more
established and affluent vhf brothers.

“Information available last month, for instance,
indicated that sales of syndicated programs and
feature films to uhf outlets have exceeded even opti-
mistic projections industry sources had framed at
the beginning of the year. In fact, the uhf market
is expected to account for $14 million in syndication
sales or about 10% of all sales. Although the figure
is relatively small, it assumes impressive signifi-
cance since it amounts to four or five times the uhf
aggregate in 1965.”

Opportunity Knocks. Can Radio Answer?

Eugene J. Grealish, Young & Rubicam, BROAD-
CASTING, December 5, 1966

“Formats are rapidly becoming a more critical fac-
tor in station selection. Radio has become a much
more personal medium than all the others. In re-
sponse to this, stations are aligning their formats
to appeal to a specific group of listeners. Radio will
have to show us why one type of programming will
be more suitable than another for the type of
product we're trying to sell. . . .Radio should follow
the lead of other media in developing data that will
clearly define the differences in the audience ap-
peals of various formats.”

If you think Press Log should be continued
circle 150 on Reader Service card.

SINGLE-SYSTEM EDITING

NOW AVAILABLE!

The Magnasync Model DR-1 Displacement Recorder automatically re-
positions the sound track of a processed 16mm single-system release print
film to “‘editor's sync’ . . . sound and corresponding picture *‘in line'"" . . .
for rapid, accurate editing, and then automatically re-positions sound track
to “printer’'s sync’’ or *'projection sync'’ for immediate projection, most
often required by TV and Documentary producers.

The DR-1 eliminates equipment associated with conventional, cumbersome,
inaccurate double-system transfer of 100 mil original magnetic sound track
to a second 16mm magnetic sound track. One Displacement Recorder, and
viewer equipped with magnetic head are the only equipments required. *‘In
Iine"dediting eliminates “flip-flap” . . . unwanted, unassociated picture
sound.

Unit may be interlocked with other magnetic film recording equipment and
projectors including conventional TV chain projectors. An audio input per-
mits addition of sound to unrecorded release print film, and playback audio
output is provided for projection tracks.

Circuitry is modular plug-in solid state. Monitor speaker, headphone output
and automatic switching provided. Available for 115 V, 50-60 cycle.

Price: $1785.00 Send for literature.

INIEW!

Model DR-1 Displacement Recorder

Dealer inquiries invited.

magnasync,/moviola corporation

m ° A subsidiary of Monogram Industries, Inc.
movmla

5539 Riverton Ave., No. Hollywood, Calif. 91601
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Telephone: (213) 877-2791
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Tektronix Television Instruments

Type 526 Vectorscope

for
Chroma-Signal Displays

color encoder adjustments

differential phase measurements

differential gain measurements

vertical-interval-test-signal (VITS)
displays

video tape-recorder setup

Measuring amplitude changes and phase
shifts can be done accurately, conveniently,
and independently with the Vectorscope.

The Vectorscope presents relative phase
and amplitude displays (of chrominance in-
formation in the N.T.S.C. color signal).
Dual-trace capability permits simultaneous
display of two color signals for precise
matching of phase and amplitude. In addi-
tion to the vector display, the Vectorscope
can present the chroma signal demodulated
along any phase-angle with respect to time.

Type 526 Vectorscope . . . . . . $1665
Size is 8%" high, 19” wide, and 18" deep.
Weight is ~ 45 pounds. Designed for rack
mounting.

Type 529/RMb529 for
Waveform Monitoring

vertical-interval-test-signal (VITS)
displays

sine-squared pulse and bar testing

transmitter modulation monitoring

YRBG or RBG displays (with color-
processing amplifiers)

video signal-level monitoring

bandwidth measurements

differential-gain measurements

In waveform-monitoring applications, the
Type 529 and RM529 offer 2 LINE and 2
FIELD displays plus calibrated sweep rates
of 0.25 H/icm, 0.125 H/cm, 0.025 H/cm with
X5 Maghnifier, and 0.005 H/cm with X25 Mag-
nifier. They provide 4 response characteris-
tics necessary to monitor VITS—FLAT to
8 MHz (which assures excellent waveform
fidelity for sine-squared testing with 2T, T,
and 1/2T pulses), HIGH PASS 3.58 MHz,
center frequency, LOW PASS—18 dB at 500
kHz, and IEEE 1958 STD 23-S-1. Other char-
acteristics include a backporch type DC
restorer, a positive-going field selector, and
a full-field line-selector including digital VIT
line selection.

Type 529 Waveform Monitor . . . $1050
(8%" high, 84" wide, 19” deep, weighs 24
pounds.)

Rack Mount Type RM529 . . . . . $1100
(5%” high, 19" wide, 20" deep, weighs 27
pounds.)

Power consumption of each model is ~ 80
watts — no fan used.
U.S. Sales Prices, f.0.b. Beaverton, Oregon

For complete information, contact your

Tektronix, Inc., P.O. Box 500, Beaverton, Oregon 97005

Tektronix, ’nc, | (gmux nearby Tektronix field engineer or write:
()

N
N

)
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Here Come the TR-70’s!

Top-Performance

High Band Color Recorder

Now Rolls to Customers

Eye-lLevel Moni'oring Picture Monitor Waveform

Push-Button
Standards
/Selec'or

Eye-Level
Metering

: Waist

~—— High
H Tape
Deck

Space-Age
Instrumentation™

Input Record — Output

Controls Play
Controls
RERAEIES ‘ 4-Mode
. g e =8, FM Test
= - : Facility
Standard
Modules All-Front

Easy
Access
Servicing

Foot Switch

UNMATCHED CONVENIENCE-With the TR-70’s unexcelled
features for error-proof operation the best pictures snap in most readily
and stay in without varying from day to day.

kd

The one that leap-frogged all other designs is now
taking another important leap . . . to users! Scores of
these top-performance Tape Recorders with un-
matched design features are coming off production
lines as fast as we can make them, destined for users
in United States, Canada, Australia and Europe...now.

Those who have waited will be glad they did. If you
want operating ease that makes even the beginner a
pro—you've got it. If you want performance that means
tapes of increased brilliance and realism at all times—
you've got it. If you want innovations that you expect
the most trusted name in electronics to provide—
error-proof controls, standardized modules, switch-
able FM standards (all modes built-in)—you’ve got
every one and a lot of others, too.




If you’re not yet on the list to receive one of these
truly amazing recorders we suggest you see your RCA
Broadcast Representative. Or write RCA Broadcast
and Television Equipment, Building 15-5, Camden,
N.J. 08102.

The Most Trusted Name in Electronics
[ ]
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FROM T@e
PUBLISHER

. In addition to tak-
ing an editorial position,
BM/E has in this issue
expanded its news cover-
age of trends and activities
in broadcasting, CATV and
ETV and has added a de-
partment, Press Log, which
contains commentary from
other industry publica-
tions. We’'d like your opin-
ion: shall we continue or
drop these features?

Keep Drop
CATV 146 147
ETV 748 149
Press Log 150 151

Vote by circling the appro-
priate number on the read-
er service card.

Thanks,

Long Live Live Local Origination

BM/E comes out of its neutral corner. For two years we have been
covering the industry from a strictly reportorial point of view. But
just as broadcasting “never has been, and cannot be, restricted to
being only a mirror of our society,” to use WBC’s Donald H. Me-
Gannon’s words, BM/E can no longer be only a mirror. McGannon
calls on broadcasters to be a force “to solve the problems of our city
instead of merely reflecting and reporting them.”* BM/E will be,
admittedly, a small force, but it will take editorial positions on various
issues facing the industry.

Because this issue is devoted to aspects of programming, we have to
face squarely the issue of CATV program origination. Aware that
the majority of our readers—those who have only broadcast interests
—are vigorously opposed to any further expansion of CATV services,
we must risk unpopularity and declare ourselves in favor of live local
origination.

We've never been against weathercasting—nobody can do anything
about the weather, anyway. We're cool to AP & UP news ticker serv-
ices—radio can do it better. We're not at all interested in seeing
flicks cablecast ; if, however, the channels are empty in some particular
remote spot, we see no harm done here. It’s in-depth, local origination
we embrace whole-heartedly. It’s easy to endorse city council meetings,
high school football games and Fourth of July parades (who could
be against this?); what we enthuse over are programs that by their
existence make the community more aware of itself—its shortcomings,
strengths, and potentialities.

Living, personally, in a metropolitan suburb not served by CATV
we feel a bit cheated and impoverished that we have no media for
easily keeping up with the local scene.

We've missed oratorios, choruses, symphonies, dramas and art
shows put on by some half dozen different local cultural enrichment
groups. Once in a while we’d like to tune in on one of the several
extemporaneous Great Books discussions going on. There’s a Commun-
ity Development for Youth program evolving, and there are Commun-
ity Action Council deliberations taking place concerned with urban re-
newal, job development, housing and relocation. We’re concerned about
spot down zoning and the absence of architectural standards for new
buildings. There are deep concerns that consume the energies of those
making up a local human relations council. We like to switch in on
these affairs as well as the hot debates going on over library expan-
sion and school curriculums. The ability to switch in may lead to one
getting switched on—becoming involved.

If broadcasters accept McGannon's entreaty to become a force in-
volving problems of cities, they should also favor CATV operator’s
becoming forces in helping towns and villages.

Other aspects of CATV program origination such as economic in-
jury do not convince us of danger, real or implied. Uhf stations on
the air have not been hurt economically by CATV insofar as we have
seen. For every U application delayed because of a local CATV do-
ing local origination, another may be constricted earlier because the
market tested out not too risky.

CATYV origination is now amateurish. Broadcasters have long for-
got tricks cablecasters are now learning. CATV must quickly achieve
excellence. High standards should be adopted early—before the FCC
or city councils establish them. Any franchise holder, nonexclusive as
well as exclusive, has a responsibility to provide quality.

James A. Lippke

*From Westinghouse Broadcasting Co.’s three-day public conference on urban affairs, October.
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gives
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(true

Color) O
Dropout O

Restoration ¢

Revere-Mincom conquers the Color Dropout Problem |

When color VTR is subjected to ordinary drop-
out compensation techniques, some improve-
ment may result. Often, however, these
primitive techniques generate effects more
distracting than the dropout itself. Two exam-
ples: 1. Switching transients due to FM substi-
tution. 2. Color phase inversion caused by
one-line information delay.

Revere-Mincom's Color Dropout Compensator
solves the problem of keeping the Danube
blue, Hornets green, and signals in the pink.
It's compatible with all time correction units,
Hi-Band, Low Band, Color and Monochrome.

For more information about ]
color dropouts and Pyl

Revere-Mincom's Color DOC, | g seoms wmm
write for this booklet: 1 R

300 SOUTH LEWIS ROAD + CAMARILLO, CALIFORNIA 23010

Please send me a copy of the booklet,
““Compensating for Dropouts in Color Television
Recording.”

Name Position:

Company

Address

————————————————
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OWNING AND OPERATING a small
independent a-m radio station
starts with a dream, but can end
in a nightmare if you’re not care-
ful. I know an owner who began
with a career and would up with
a shoestring because he did not
follow the simple formula of pro-
viding good public service and
good sound. This man kept his
eye on the cash register when he
also should have kept his ear
tuned to the sound of his station
and his eye on the service he was
rendering to his community. Sim-
ply knowing this successful for-
mula is not enough, you must
practice it!

Strangers In Town

The FCC granted our CP in
February of 1957; we went on
the air in May that same year.
We were strangers in a new, vir-
gin market. The weather was bad,
increasing the tension because of
delays in our building schedule.
Farmers in the area were up
against it too because they could-
n’t get their cotton and soybeans
planted in time. Merchants knew
nothing about the power of radio
advertising because they had been
using the print medium exclu-
sively. Skepticism prevailed
among our potential advertisers.
There wasn’t a person in sight
who even knew how to handle
the operations desk of a radio
station. Announcers were nonex-
istent; the only bright spot was
in the person of a qualified engi-
neer with considerable experience
in radio who agreed to install our
equipment.

We were ever mindful of our
promise to the Commission that
we would provide a primary serv-
ice to the community. We knew
that this service was needed be-
cause none ever was available.
Many people encouraged us to
build the station but, when it got
right down to cases, they took
the let-Charley-do-it attitude. We
had promised the Commission
that we would emphasize agricul-
tural news, up-to-the-minute wea-
ther information, and local news.

KMAR Takes Shape

We enlisted the aid of our agri-
cultural county agent in survey-

ing farmers to determine when
they would like to hear agricul-
tural programs. The Louisiana
Forestry Commission said they
would supply us with weather
news. We went on a door-to-door
survey asking people what kind
of music they liked, and when
they would appreciate hearing it.
This also served as a personal
promotion for the station. We got

“GRASS
ROOTS™
RADIO

By Si Willing

The epitome of small-town
radio, KMAR Winnsboro,
La., is by all interpretations
in the community.

permission from many people to
let us tell the merchants down-
town that they would listen when
KMAR took to the air. This her-
culean effort also put us in touch
with prospective personnel and
gave us a good idea of what
many of the people expected from
our programming. Upon learning
that local news, country and west-

Mr. Willing is pres. and general
manager, KMAR Winnsboro, La.

A e

ern music, religious music, sports
and news of interest to the farmer
would be our main bill of fare,
we set out to put them into a ear-
appealing sequence. Qur competi-
tion would come from other mar-
kets located within a 50-mi radijus.
We monitored the competition
and heard screaming announcers,
wild music, mild music, news on
the hour and news on the half
hour. We heard lots of things.
After long hours of planning,
we decided to establish local em-
pathy by being just “plain
folks.”

Armed with the results of our
personal survey, we revisited the
merchants and asked permission
to prepare commercial copy for
them. Since the station was still
under construction we put the
spots on tape, using a hi-fi player
to supply sound effects, back-
ground music, etc.

Then came the job of getting
a good staff for the traffic de-
partment. We hired one of the
ladies we met during our survey.
It was true that she had no ex-
perience, but she was willing to
learn how to make up the log and
keep the books. We selected three
announcers from applicants who
answered our magazine ad. Char-
ley Graves was our chief engi-
neer and yours truly was sales
manager, relief announcer, local
newsman, etc. To insure complete
local news coverage, we hired a
responsible gentleman who knew
the community to cover the news
beat. During the week between
our field tests and the start of
programming, we simulated the
station sound on tape, including
at least one commercial for every
potential sponsor in town, and
then asked to present this as the
program for a Lion’s Club meet-
ing. This was just two days be-
fore we were to go on the air.
The results were phenomenal! The
merchants bought time. We
pledged to every sponsor that we
were not just tourists, and good
service was to be the theme of
our station.

Solidifying Our Position

We went on the air with a log
full of commercials—all on our
rate card! There were no deals,
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(above) Since cotton is a major Frank-
lin Parish product, KMAR covers auc-
tion of the first bale sold in '66. That's
auctioneer Billy DuPlissey with the
mic, grower R. C. Bailey (c), and buyer
George Godfrey.

(top left) KMAR personnel buy adver-
tiser’s products. Here, Si Willing gives
an account of his purchase of a new
pair of shoes at Morse Dry Goods.

(top right) County Agent Austin Smith
(r) is recording cotton crop report.

(bottom left) Dual control room facili-
ties provide 2-voice on-air production
and separate recording studio.

(bottom right) Traffic manager Louise
Strong can also double as newscaster.

(below) Compact equipment arrange-
ment in the main control room per-
mits efficient operation and tight pro-
duction.
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0.5 MVM 025 MVM
MARKET DATAS Coverage Coverage
Total Population ... 70,700 299,500
Total Households 18,350 81,850
Radio Homes ... 17,580 80,050

Passenger Cars . 24,560 110,350
Consumer Spendable 1 come $70,137,000 367,538,000

RETAIL SALES:

Food Stores $11,223,000 50,621,000
Drug Stores . e $1,968,000 9,161,000
General Merchandise . $ 3431,000 29,702.000
Apparel Stores " $ 1,996,000 14,886,000
Home Furnishings $ 1,132,000 9,918,000
Auto Sales ... $ 8,457,000 50,664,000
Filling Stations $ 4,815,000 24,459,000
Building Materials ... $ 7,350,000 36,840,000

TOTAL RETAIL SALES $47,159,000 258.242, 000

FARM DATA:

Farm Population .
Farm Households

44,900 102,600

10,600 24,080
Farm Radio Homes o ,100 23,600
Gross Farm Income .. $38,352,000 98,625,000

SOURCE: United States Census Reports on Population. Houl
ing, Aericulture, Retail Trade: RDS Consumer Data;
Farm Survey Repcru RETMA. (19

packages or other gimmicks that
could put us into the nightmare
category. Our rates were simple,
easy to remember, and within
reach of most merchants without
being classified in the poverty
category.

To solidify our position, we in-
vited the principal of our high
school to offer better students a
free training course in announc-
ing techniques, to be conducted
at the station three nights a week.
I taught these classes myself and
developed a group of students
who could eventually fill in should
there be an opening.

More and more, I had less and
less time to spend at the station.
Servicing my accounts was a full
time job. An office manager was
needed. But whom? Why not that
bright young man who is doing a
good job on the air and shows
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KMAR market data and coverage map.

aptitude for catching on to pro-
cedure? We designated him of-
fice manager. His job was to be
my eyes and ears. All messages
were to be logged in a daily diary.
Also, we realized that it would be
a good idea for all staff mem-
bers to learn each other’s job. In
addition to announcing classes at
night, we exposed announcers to
traffic, traffic to announcers,
and all hands were being taught
the technique of copywriting.
These were busy days and
nights. To avoid mixups in get-
ting the correct copy to go on the
right day, we posted 7 pegs
around the wall of our control
room, a separate peg for each
day of the week. All copy and
news for, say a Tuesday, was put
on Tuesday’s peg. No chance of
error here unless somebody was
careless. We used the same idea

To The Folks In Franklin Parish

Herte Is a letter I recently wrote to Mr. Si Willing, man.
ager of KMAR Radis Station In Whnlboro After writing i,
1though that seme of you may net know of Mr, wuu-f- and
Ms statlon’s devetion te & Beiter Louislana, and decldad to
place It In The Franklin Sun.

Dave L. Paarcs
Baton Rouge, La.
May 11, 1964

M. 8 Witling, mas
KMAR Radlo Smdw
tnnsboro, La.

Dear Mr. Willing:

enjoyed the opportunity to
Mmthew mm‘mubhn-ux and the brief-yislt it you
and others of my Franklin Parlsh frien

But 1 didn't get to tell enough peosle shout the important role news
media such s your KMAR mufh and Mrx e
The Franklin Sun, have had ai hveliiou m!wddc BUILD
LOUISIANA By Ubing LovIsiANA F Pnomm's
Actually, you and KMAR ere pioneers in m. program, and have
many times gane far above the normal “Public Servicy” commitments of
your station, und in persona] efforts, to help tell this continuing worth-
story."All this, without » dime eharged to snyone for it.
Last year. Louisiana was the No, I State in the nation in increased
sales of Famm Products. The gain was 142 per cent over 1002, or 2
jon.

Credit for this impressive record goes o people ltke 81
Willing and stations ke KMAR Our BUILD S LOUISTANA program bene-
ts everyone, news inclus
Aadlmunuuiammmnum Parish to h-a-onourpeumd

unselfish and voluntary assistance, which all of us in the
of Agriculture value highly and appreciate very much.

Sincerely yours,

DAVE L. PEACE,

Commissioner of

o Tmemgration, Aiculture

Cconu co. leCOlPolATII
PHONL 01 4.4178 o 2151 NORTH TIIRD ST, o 0. & DOK 791 o BATON ROVER, LA, Y003)

March 23, 1964

Mz, Si Willing
Radio Station KMAR
Post Office Box 312
Winnsboro, Louiaisna

Dear Si:

This {s your authorlty to continue Community Coffes Company,
Inc., Tadio cooperative promotion during April, 1964. Also,
Plesne check with me in advance of the first of May and the firet
of June with Tegard to the possibla continuation of above promotion
during these monthe, Because of your cooperation the Sales
Department is of the opinion that radio has been responsible for
maintaining salas of Community Coffes In your coverage arew

ata vary.high lovel,

Bost personal regarde.

Sincerely,

Roy Phbadie .
AdvePtising and Sales Promotion Manager

COMMUNITY COFFEE COMPANY, INC,

RDik

Letter from regional advertiser indi-
cative of station’s reach.
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This letter reveals station involvement
in community and area affairs.

for taped programs; they were
safely hung on pegs for the days
they were to be played.

Program Format

We play country and western
music in the morning and have a
mid-morning session of sophisti-
cated religious music. Qur “Farm
and Home” program runs from
11:30 A.M. until 1 p.M. This con-
gists of country and western mu-
sic, county agent’s report, soil
conservation report, and auction
barn quotations. We have local
agricultural views and news pro-
grams, too. These are brief re-
ports presented on a rotation
basis by the chief of each local
department, such as the Cotton
Classing Office, The PMA, the
FHA, and so on. These also in-
clude reports from the LSU Cot-
ton Experimental Department
and Sweet Potato Experimental
Farm. Popular music is program-
med from 1 p.M. until 8:30, fol-
lowed by the local hospital re-
port, local news at 7:30 A.M. and
again at 4:30 p.M.,, we have an
“Obituary Column of The Air.”
Our birthday and anniversary re-
port is presented at 8:30 in the
morning. There are many local
tidbits such as gallons of water
consumed each week, new fami-
lies in town, church and civic club
news, etc. All of this combined
with our AP news service makes
us a very informative station and
that’s what the people like to
hear.

We have two in-depth 10-
minute newscasts; one at 7:80
AM. and the other at 4:30 p.M.
Five-minute newscasts before the
hour are scheduled throughout the
day, and a 15-minute comprehen-
sive newscast is presented at
11:45 A.M. “Louisiana Forestry
Weather News” is aired twice
daily at 10:45 A.M. and 1:15 p.M.
National news briefs and local
nutshell reports are inserted every
hour on the half-hour. By the
way, all of these features are
sponsored. Our local Ford dealer
sponsors 30-second sports reports
and the Chevrolet dealer sponsors
8 weathercasts a day. We have
stringers in adjacent towns who
report via beeper phone when-
ever there is a story. Our survey
uncovered the fact that school
buses have portable radios. We
set up The School Bus Special for
the kids on buses at 3:30.

We have a separate recording
studio where we can tape com-
mercials, interviews, etc., without
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interfering with normat opera-
tion. We use cartridge equip-
ment, and have several commer-
cial sound libraries. Whenever we
get a shipment of records, we
audition them to see if the music
will fit our format, and also to
see whether we can use any part
of them for sound effects, back-
ground music, etc.

Keeping Advertisers Happy

The average merchant in a
small town is used to paying for
tangible merchandise. When he
gets a bill for a carload of beans,
he comforts himself with the fact
that he’ll make a profit when he
sells these beans. He can see the
product; he can taste it. But,
when he gets a bill for radio ad-
vertising, he wonders why he
should pay for it, especially when
he’s been too busy to listen for
his announcements. Out of this
discovery there evolved a plan
that any station might use. We
asked the telephone company to
make it possible for us to play
the final recorded spots on the
telephone so merchants can hear
their spots as they will actually
sound on the air! We found this
to be an easier way to get con-
tinuous schedules, Merchants ap-
preciate the fact they have the
final word on how their copy
should sound. We went one step
further and asked merchants to
make their own spots. Many are
still doing this.

A spot announcement gives a
message regardless of the time it
consumes. So, our spot announce-
ment rates apply to spots regard-
less of length. A sponsor buys on
a 12-consecutive-month schedule.
If he buys 500 or less, the local
noncommissionable rate is $1.50
a spot. If he buys 501 or more
the rate is $1.25 a spot, and that's
as simple as you can get. This
year rates will go to $2 and $1.50,
respectively -—— no packages, no
deals. Nothing but an adver-
tiser’s promise to use the num-
ber of spots specified within a
12-consecutive-month period. Our
guarantee to the sponsor is a
clearance of at least 20 minutes
on either side of kindred ac-
counts, actually an exclusive time
zone for the sponsor. In some in-
stances, you just have to bump
latecomers; that’s revenue lost for
us, but good business. The point
that I'm making is that this is a
realistic selling tool. We are not
hampered by a specified time to
get the message across. We fit
the message to the time and not
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the time to the message; we do
not, however, exceed 60 seconds.
Check us in SRDS and you’ll see
that we have the same formula
in our national rate setup. The
little bit of national business that
we get comes from time buyers
who are at first startled with our
arrangement. These time buyers
later admit that they are re-
freshed with our idea and agree
that it’s the message they want
to present that’s important and
not how long it takes to present
it. .

We have no frequency discount
for local programs. Our 5-minute
program rate is $7; 10-minute
programs are $12 each; we charge
$17 for 15-minute programs and
$25 for 30-minute programs. Our
morning devotional program at 7
A.M. is given gratis; all other
church programs are on the local
rate card. Church announcements
are given gratis, however.

Community Involvement

How to become more local?
Why not have local school chorus
students sing commercial jungles?
A great idea, and it works! Also,
we have musical combos from the
high school band play the music.
What about local public service?
Besides participating in all the
traditional fund raising drives for
the band parents, Lion’s Club,
VFW, etc., how about creating a
new kind of fund raising event?
Let’s see, who needs help? Ah yes,
the Association for Mentally Re-
tarded Children can always use
extra funds. We accumulate
stacks of albums and records that
were not broadcast quality but
still good enough to play at home.
We have a record and album auc-
tion and give all proceeds to re-
tarded children. Every year we
raise hundreds of dollars for this
worthwhile cause and our au-
dience is tickled pink with the
fact that they can buy 50 rec-
ords at their own price. We auc-
tion off a stack of 50 records
once a day until the supply is
gone. The average bid is $8.50 a
stack.

Periodically we survey the au-
dience for programming tastes.
We offer one dollar for each let-
ter containing a worthwhile pro-
gramming improvement and then
pay $100 to the writer of the
best letter in the group. These
are judged and evaluated by our
broadcasting colleagues in other
towns. We learned a long time
ago that humor was an essential

g N

part of our broadcasting diet.
This wag brought to light as a

 direct result of our surveys. We

pay a dollar for every true-life
humorous story submitted and
used.

Our policy is never to let a
man work on the air until he
has a working knowledge of every
department. He must know how to
make up the program log. He
must write acceptable copy and
he must get his third class ticket.
He appreciates the importance of
servicing accounts because he
checks out finished cartridges
over the phone with sponsors.

Our listeners know that when
they hear a local news story on
KMAR it is authentic because
it has been checked with respon-

Mrs. Sam Carrier is accepting a check
for retarded children.

sible authorities. Our sponsors
know that we give unstinting
service without servitude because
we do not adjust our rate card
nor do we compromise quality.
If you can sleep nights without
fear of someone finding out that
you made a deal with his com-
petitor, then you’re on the right
track. If you can sleep nights
knowing that your station’s sound
is what most listeners want and
is in keeping within the Code,
then you’re doing well. But, if
you are concerned because your
audience is shrinking due to poor
sound, garbled news, unbelievable
commercials, and a staff not ded-
jcated to a common goal, you have
a tower of Babel and not a suc-
cessful station. ®
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CATV Local Origination:
Selecting & Producing
Programs

Planning to break into CATV program
origination? Here are some pointers on
where to look and how to do it.

“LOCAL ORIGINATIONS, YEAH, WE'VE THOUGHT
ABOUT IT. Let’s see, there’s the City Council
Meeting, the Fourth of July Parade, and . . .
oh yeah, we could televise the local high school
football games.”

“What about an evening news show?”

“Ah, I guess we could do that, too.”

“Anything else?”

“Ummmm, can’t think of anything right now.”

Surprising, isn’t it, how many CATV opera-
tors, when popped the question of what locally
originated programming they would televise,
start off with city council meetings. Fourth of
July parade and the like? Some operators who
have been originating programs for some time
were the same way—at first. But when you seri-
ously consider what there is to televise, the list is
almost endless. In one case, a multiple system
operator has three complete mobile units and a
fourth crew in the studio, and still isn’t able to
use all the programming he can produce!

You will discover—very quickly—that the com-
munity itself and the people you serve are the
best sources of program suggestions. People have
the darndest suggestions and a surprising num-
ber are worthy of consideration. After a few
cable-casting efforts you may be able to liter-
ally turn your programming department over to
the people themselves. Your only real concern
then will be scheduling.

Civic Functions

Brazenly announcing that you will televise city
council meetings may not win you any new
friends at city hall, and it could jeopardize some
old friendships. In short, clear this with the city
fathers before you announce your intentions.
The town council may need to be sold on the
idea, and the selling job may be even harder
than acquiring the franchise—even though you
are dealing with the same people!

In very small towns of 2,500 people and under,
the town fathers usually have only a token
amount of business anyhow, and the meetings
seldom last over an hour. Our experience has
been that small towns are anxious to allow your
cameras inside the meeting hall.

In towns of 2,500 to 15,000, the size of the
agenda seems to increase logarithmically and a
2-hour-plus meeting twice a month is not un-
usual. If your city has a full-time city man-
ager or paid mayor, this will be especially true.

06 TR

Often in communities of this size, so-called rou-
tine items such as budget expenditures, zoning,
and street work are passed quickly and without
fanfare. The city fathers usually want it left that
way. You might develop a special format for the
slightly larger communities where all public
hearing items and new business is scheduled at
the start of the meeting. In this way you can
televise just that portion which has genuine civic
interest for the community at large, cutting
away before the routine matters come up.

Most city council chambers are small, ac-
coustically poor, and only moderately lighted.
If the chambers have their own public address
system that is your best audio source. City
council members are nervous enough about being
televised without having to wear throat mikes
or to look up and suddenly see a boom and
microphone directly overhead. In short, be in-
conspicuous with your presence and operation.
If possible, place your camera away from the
front rows of chairs and use your zoom lens to
get in close. If you are back in the audience
with your camera, get the camera up on a stand
80 you can shoot over people’s heads.

There are other city functions worthy of
coverage, depending to a certain extent on the
size of your community. These include planning
commission, county board of supervisors, and
even the city board of education meetings. In
most states, TV coverage of these events is not
a right extended to the news media under ex-
isting canons. You will probably need official
permission before you can march in and setup
for production.

Local Sporting Events

Your community has at least one high school,
probably more than one. You may also have a
local junior college and perhaps a college or uni-
versity.

Experience with high school sports indicates
that live telecasting, even if it could be done, is
often forbidden. High schools depend on their
altogether-too-small gates to sustain their ath-
letic programs. Simultaneous telecasting would
cripple their gate. But, videotaped replay is a

CATV ORIGINATIONS
Thirty-six percent (527) of the 1440 CATV
operators who have filed material with the FCC
do some kind of the program origination. An-
other 8 percent plan to start such service ac-
cording to a report in Television Digest, January
9, 1967. Here is a Recap of the services offered
and planned.
Now Plan

Time and Weather 430 115
News Ticker 52 41
Film 28 42
Local live 97 °1
Other 103 43

Other breaks down about evenly into news
or public service and background music.

Data on origination from CATV systems, show-
ing kind and number of hours weekly is in-
cluded in CATV Log available last week from
Television Digest, 2025 Eye St., N.W., Wash-
ington, D.C. 20006. Nonsubscriber price is
$14.50.
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Across the morning breakfast table, your
friendly CATV newscaster. Antenna-Vision,
llion, N.Y., presents WAV-3 News at 9 A.M.
each morning.

Schoo! orchestra

s seen frequently over Telcom's channel 2.

TV VIEWER 15 A SERVICE PROVIND BY
AND AVARANLE IXCLUSIVILY AT THE POLLOWING OUTLETS

Control center at Telcom is more complex than
that found at most CATV operators’ studios.
Telcom has six TV cameras, video tape recorder,
and film projection equipment.

BEST-APPLIANCE

AT 2
smnct

THAT'S THE Smam ATV VHEWER survey inficates that the majerity of homas In o Mobawh Volvy oub-
Tho ot s 40 e Gt T saribe te sable tolovhlon.
R |y it 1 P 838 5

Antenna-Vision, upstate N.Y,, publishes viewer guide that brings
advertising dollars. Local programming is on channel 3.

n
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big booster to the gate.

Friday night football games can be videotaped
and replayed Saturday morning. The same
video tape may be replayed a second time the
following Monday evening, if the game was of
sufficient importance. If you operate systems in
two or more closely-spaced communities, you can
rotate from system to system in such a way
that during the football season, each school has
at least two games taped and replayed. When
schools in two cable towns play each other, one
video tape can perform double duty by being
replayed over both systems at least once.

High school football runs 12-minute quarters,
or 48 minutes overall. This gives you 12 extra
minutes on a 60-minute videotape for huddles, a
few minutes of halftime activities, and opening
and closing. You can’t run your VTR through
timeouts, however, or you will probably come out
short at the end. This means stopping and start-
ing the VTR. In any sporting event, two cameras
are much preferred to a single camera and three
would be even more productive.

The audio portion of a football game (or other
sporting event) is something of a problem.
Usually the high school stadium does have an
announce booth. Most high school PA systems
are 100 watts or more, and you simply can’t
announce an intelligent game while sitting un-
der four 25-in. speakers with 100 watts of audio
trembling the booth.

If the game is radiocast simultaneously, you
might make arrangements with the local station
for their audio feed. The only problem this pre-
sents is catching the radio announcer in the
middle of a word or phrase when you reactivate
the VTR after a timeout. You can cure this by
fading the audio up after restarting the VTR,
however. If you do your own announcing, you
can handle it from one of the camera positions.

Line voltage fluctuations present a real chal-

~ lenge to the remote cablecasting crew. If there

is any chance that line voltage will vary or
fluctuate wildly, be prepared to regulate at least
the camera(s) and the VTR. Stopping and re-
starting the VTR under fluctuating line voltage

Photo taken directly from TV screen shows how simple
title board is used. Title board is artist’s back-
illuminated light box. White letters with adhesive
backing are placed on clear glass and positioned in
front of light box. Frosted glass of box diffuses light
and letters appear black on white.

conditions, for example, can and will cause mo-
mentary losses of horizontal sync in nonvoltage-
regulated VTR units.

You may find it advisable to run all of your
cameras and the VTR from a single ac source.
If the line extension to the furthest camera is
long enough to introduce a serious voltage drop,
a voltage step-up transformer can be used. In
this way all equipment will be subjected to the
same line voltage variations, and sync problems
will vary accordingly and in unison.

Video lines from the camera (s) to the mixing-
switching console should be double-shielded RG-
59/U (triax) cable to minimize stray interfer-
ence pickup. The extra thickness of the triax
cable offers added physical strength since it
probably will be stepped on, kicked, and run
over by numerous vehicles in the course of a
single game.

Incidentally, most high schools have a boosters
club composed of parents and local merchants.
Even the smallest schools try to shoot home
movies of the game for showing at the following
week’s luncheon meeting. You may find taking
your video tape of the game down to the
luncheon is a worthwhile PR effort for the cable
system. .

Other high school (junior college, college)
sporting events are more difficult to cover with
one or two cameras. Basketball may be too fast
for your inexperienced crew, but it may be fun to
try—especially if there is a tournament or other
special attraction. Baseball is nearly impossible
with the limited equipment available. However,
wrestling and track offer very real pessibilities.

Local Entertainment Events

Valley-Vision’s very first videotape program
was a near disaster. They tackled what seemed
to be, on the surface, a simple assignment—a
live Little Theatre play. They used only one
camera and four mikes, but the camera was
spotted down in the audience. As things turned
out, the acoustics of the theatre were so bad
that two rows out front you could hear only a
mumble from the people on stage. Then the

When Lakeland, Florida radio station WONN covers
the news, as it did this fall during a local City Com-
mission election, Community Cablevision of Lakeland
will be right on hand with a videotape report. Here
Dan Sanborn of WONN and Community Cablevision
interviews two winners in the Nov. 1966 election.




crowd decided to participate in the play (a melo-
drama) by hooting and hissing whenever the
villain appeared. To make matters worse, the
play ran long (72 minutes) and the line voltage
fluctuated from 95 to 135 volts as the light-
mad director switched great banks of lumi-
nance on and off.

When the tape was brought back to the studio,
all it contained was 60 minutes of noisy audio
and video that dropped in and out of sync for
25 seconds at a time. The ‘“producers” had no
desire to cut up the tape itself (at $60 an hour
you want to keep your video tape as virgin as
possible), so they decided not to edit out the
bad portions. It took them a full 8-hour day of
very careful timing and overdubbing bad por-
tions with “a message from Valley-Vision” to
make the tape airable, but they learned that a
lot can be done with a bad tape if you use a lit-
tle imagination. For example, wherever they lost
video because of bad sync, they overdubbed the
video with a title board sign that read “Your
Indulgence Please.” When a particular song was
so filled with crowd noise that it was useless,
they cut away from the performance for a min-
ute or two (as long as the number lasted) and
overdubbed a new bit of audio and video from
the studio by way of explaining the theme of
the play itself. The cable firm received several
letters from viewers commending them for the
show. And not a single splice in the tape!

The moral: plan ahead, and, look for trouble.
If the play producers will go along with you,
set up a special VTR session and go through it
scene by scene until you have it to perfection
on tape. After all, the actors want to be seen in
the best possible light, and a mishandled produc-
tion doesn’t do them justice.

There are exceptions to this rule. One is the
special school program, a pageant, or other spe-
cial event. One of the best tapes we’ve heard
about came from a 45-minute program at a local
high school. The CATV system had requests to
reshow the tape from so many quarters that
it finally ran three times to satisfy all viewers.
Whenever you are forced to tape or televise a
live event with an audience present, under condi-

Kids are the greatest as Art Linkletter has proven for
many years. Kiddie programs, taped during the week,
are run on videotape over the weekend. Special
periods during the week are set aside for videotaping
of kiddie vignettes. Small, inexpensive prizes donated
by local merchants help make the program a success.

tions that were designed for the audience and
not televising, take the time to plan your cam-
era locations, and most important, your audio
pickup points. Walk through the entire show
with the individual responsible for producing it
and locate your sound source spots. At this point
you can suggest that certain groups or individ-
vuals stand here or there for better mic re-
sponse; the producer will usually be happy to
oblige.

In Placerville, Cal., a local hallet teacher asked
the CATV system to videotape a special show.
At first they had visions of a few little mother’s
darlings tripping over each other for 30 min-
utes. Four times each year a touring ballet com-
pany appeared in the high school auditcrium
with a really first rate ballet. And at $2.00 a
head, the house was always sold out! So the
system operators recorded the event on tape.
For audio they used two mics located in the or-
chestra pit. Two cameras, one in the wings for
side views and another on a platform down front
at stage level, gave the necessary video pickup
coverage. The ballet was shown twice on sched-
ule and has been rescheduled because of demand.
And the producer wants the system to televise
the other quarterly appearances in the future.

Special Speakers

In another system the operator was invited
to speak about cable TV at the local Kiwanis
Club luncheon. It occurred to them that this
would be an excellent opportunity to show off
their videotaping equipment, and to take the
Kiwanis club on a tour of their facilities at the
same time, They proceeded to produce a 25-min-
ute videotape, starting at the head end, then
along the system, and then finally in the studio-
office, explaining what CATV was all about. After
they played the tape, they were told that the
following week a leading expert on narcotics
was scheduled to speak to the group. Three
weeks hence, the speaker was to be a baseball
star. The system operator asked if he could
videotape the speakers. This was the beginning
of a first rate source of material for his sys-

High school sports provide excellent opportunities for
the cable system to drive home the “home town TV”
appeal of the system. Although videotaping outdoor
sporting events, at night, presents unique and trying
technical problems, the effort is well rewarded when
new subscribers sign up to “see their Johnnie” on TV.
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How One Operator Does It

From a modest beginning about two years ago,
Antenna-Vision, Inc. with one camera, six 300-W lights,
and a mic, has expanded its facilities to includé a
modern studio, and a control room. Video now origi-
nates from studio cameras, a film chain, an Ampex
video tape recorder, and still and slide cameras. The
control room has switching and mixing capabilities for
all video and audio inputs, as well as for selected
remote equipment.

Live programming begins at 9:00 A.M. with “Wav-3
News”—a program of news and sports of a strictly
local nature. Though no regular newsmen are on duty
in the late evening hours, regular staff members are
given access to news cameras and portable recorders
for covering worthwhile major events. Arrangements
are being made with five high schools in the Antenna-
Vision coverage area for student representatives to
attend local village council meetings and report devel-
opments for transmission the following morning on the
news show. The evening news has a format much the
same as the morning news with occasional interviews
with prominent local personalities. Antenna-Vision
anticipates expanding the interview portion of the

news into a separate show with a format of contro-
versial conversation. The Sunday afterncon schedule
regularly calls for “Teen Time”—a teen dance show.

Probably the show Antenna-Vision gets most re-
sponse from is the “Abel Cable Show”—a popular and
unusual children’s program. Games, prizes, cartoons,
contests, and visiting children are the usual bill of
fare. Each child who appears on the program receives
an Abel Cable pin which makes him a member of the
Abel Cable Club.

Special events have played an important part in
Antenna-Vision’s programming. Coverage has been
given to high school football games with a video tape
recorder. Rapid election results are gathered by
technicians using two-way radios at polling places.

During the Christmas season, Antenna-Vision sched-
ules a Santa Claus program with visiting children.
Local merchants display toys and donate gifts that the
children can take home. Future plans for Antenna-
Vision include a weekly show with the feminine point
of view, and a monthly report from a state assembly-
man. More films for daily showing also are on the
agenda.

tem. As special speakers come to town to speak
before local civie, fraternal, and educational
groups, CATYV is there to videotape the presen-
tations for later showing on the cable.

The Town and Area

Out around Modesto, California the area is
rich in local folklore, dealing mostly with the
famous 49’er Gold Rush days. Some of the cable
towns were gold mining centers and in fact owe
their original creation to gold. Valley Vision has
built a series of regularly scheduled programs
that run at the same time each week, or month,
on three systems. One of these is called “49'er

Cracker Barrel,” a 60-minute program produced
once a month. Some are produced in the studio,
others are done on location with the firm’s mo-
bile studio van. In producing “49’er Cracker
Barrel” the system seeks out old-timers from
the gold mining days and screens them to form
a panel of three to four who still have their
natural wit and historical recall. A local news-
paper man moderates the program, and using
authentic era artifacts leads the participants
into discussions about the old gold mining days.
Keep in mind that these were rip-roaring days
with riots, mine cave-ins, and local sin. This

(Continued on page 70)

TELECOM PROGRAM

MONDAY, NOV. 7

6:00 P.M. —JOHN THOMAS and AMY VAN VOORHIS
show how school children receive “extra curricular
benefit” from various organizations and activities in
the community.

6:30 P.M. — Sunny Rinehart continues her pastel draw-
ing demonstration.

TUESDAY, NOV. 8
6:30 P.M.—Girl Scouts SALLY HESS and LINDA

NELSON, Scout leader MRS. GEORGE YOUNG, doll*

collector MRS. GRACIE MORGAN, MRS. SARAH
OATES, and Goodwill Industries director MRS.
MARJORIE BEU will talk about the Doily Derby, held
annually by the Girl Scouts in conjunction with
Goodwill Industries.

7:15 PM.—Lesson No. 3 of OUR CHILLICOTHE
HERITAGE entitled Settlement of Chillicothe —
Miss Rosemary Yager, teacher.

THURSDAY, NOV. 10 .

6:00 P.M.—"“The Story of the Friendly Hands of
Goodwill” —a premiere showing of the new slide
program featuring locai people on the local scene
prepared in cooperation with PETE SANDERS of
channel 2 and MRS. ROBERT E. QUINN script writer.

7:15 P.M.— PAUL BOND meets TONY HATFIELD_ in
the 2nd match of the men's first qualifier. (bowling)

FRIDAY, NOV. 11

5:30 P.M.—A special Veteran's Day Program with
DR. KENNON MCcCORMICK guest of hostess HELEN
O'CONNOR

6:30 P.M.—A s_f)arkling holiday fashion preview —
special guest will describe holiday fashion trends.

SATURDAY, NOV. 12
8:00 P.M.— 17th annual South Central

J t Region
Orchestra five from Chillicothe High School.
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EMCOR®*lI—another popular pioneer

EMCOR cabinets started the entire
concept of modular enclosure systems,
and we've refined them to the point
where EMCOR cabinetry is an art...
with contemporary, functional design,
a tremendous choice of components,
careful craftsmanship, and a beautiful
choice of colors. You'll appreciate
every detail,

And certainly, EMCOR | and the
VW have much in common. They're

EMCOR/distinguished cabinetry

lngersoll Products 1024 west 120th st. Chicago, liinois 60643

February, 1967 — BM/E

both pioneers. They’re both highly
versatile. They both perform like the
leaders they are. And of course, they
both offer lots of value for little doliars.
As vital as your instrumentation is,
you should find the best cabinets for
it. When you need a cabinet, or a
system of cabinets, call your local
EMCOR Sales and Service Engineer.
Or write for our EMCOR | catalog.

electronic
equipment

Circle 21 on Reader Service Card

Albany: 436-9649; Albuquerque: 265-7766; Alex-
andria: 836-1800; Atlanta: 939-1674; Binghamton:
723-9661; Bridgeport: 368-4582; Buffalo: 632-2727;
Chicago: 676-1100; Cleveland: 442-8080; Dallas:
631-7450; Dayton: 298-7573; Del Mar: 454-2191;
Denver: 934-5505; Detroit: 357-3700; Fort
Lauderdale: 564-8000; Ft. Walton Beach: 243-6424;
Houston: 526-2959; Huntsville: 539-6884; Indian-
apolis: 356-4249; Kansas City: 444-9494; Los
Angeles: 938-2073; Minneapolis: 545-4481;
Newport News: 245-8272; N.Y.C. area: 695-0082;
Orlando: 425-5505; Palo Alto: 968-8304; Philadel-
phia: 242-0150; Pittsburgh: 884-5515; Phoenix:
273-1673; St. Louis: 647-4350; Seattle: 762-7800;
Tulsa: 742-4657; Utica: 732-3775; Wilmington,
Mass.: 944-3930; Winston-Salem: 725-5384.
EMCOR Reg. U.S. Pat. Off. ..

DIVISION OF BORG-WARNER CORPORATION

BoRG //WARNER

®
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Every week

new G-E live-color
cameras bring
Grand Ole Opry

to millions of homes
all over America.
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WSM-TVin Nashville
owns four
General Electric PE-250’s.

Grand Ole Opry, for 41 uninterrupted
years the country music sound heard
'round the world, is now delighting
millions on color television.

For the first time, all the rhythm,
character, and brilliance of this truly
American musical spectacular are being
captured in full color—for 14 major
markets — by new G-E PE-250

live-color cameras.

A prestige program —a prestige station.
A natural for G-E PE-250’s, with their
modern four Plumbicon* tube pickup,
all-transistorized circuits, compactness,
and light weight.

These are just some of the reasons why
G-E PE-250's are used for Grand Ole Opry
—and why they're on the air for other
major stations and group ownerships
across the country.

See for yourself. Watch the colorful
Grand Ole Opry —in color —this week
from Nashville. General Electric
Company, Visual Communication
Products Department, Electronics Park,
Syracuse, New York 13201. ge-39

*Registered Trademark of N. V. Philips'
Gloeilampenfabrieken of The Netherlands.

GENERAL @ ELECTRIC



wWHY DOES (1)) ust AMPEX

TRANSISTORIZED MODULATORS IN
THEIR UHF KLYSTRON TRANSMITTERS?

MANUFACTURING
ENGINEERS
FOR KLYSTRON

TRANSMISSION
SYSTEMS

The common complaint that we have heard about television transmitters over the years
is that visual modulators are poorly designed, do not include all of the necessary functions
or just do not perform well. Since TA has built and installed amplifiers which have been used
with other manufacturers’ drivers and modulators, we have become very much aware of the
shortcomings of existing designs.

Consequently, when we began design work on our transistorized driver a year ago, we
studied the problem of modulator design in great detail. The first step was to review the
state of the art of similar equipment. Our conclusion was that much sophistication already
existed in transistorized equipment similar to visual modulators. Specifically, we studied several
stab amp and processing amplifier units available commercially.

Our comprehensive tests showed that the Ampex processing amplifier normally used in
VTR machines and which is recognized by industry engineers as the ultimate in processing
amplifier design, contained the essential qualities for a high performance modulator.

Ampex engineers then repackaged the processing amplifier for use as a modulator for TA.
The result is truly a breakthrough inasmuch as the modulator is entirely transistorized and con-
tains all of the functions of the processing amplifier such as control of burst gain, sync height,
pedestal level, video gain and reconstructed sync. In addition, the unit includes all of the
transmission corrective circuitry required of a good modulator. All of these features are re-
mote controlled in TA transmitters when required.

The inclusion of Ampex modulators in TA transmission systems has resulted in the finest
television transmitter available today.

We are proud that we lead the field with the first transistorized driver and doubly proud
that we use the ultimate in modulator design—the Ampex transistorized modulator.

For more information
write today to:

TOWNSEND ASSOCIATES INC.

P.0. BOX 215 ¢ FEEDING HILLS ¢ MASSACHUSETTS < 01030
AREA CODE 413-733-2284
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By Robert R, Harris

WFUN Miami consistently uses a
variety of promotions to build audi-
ence and sales.

WFUN RADIO BELIEVES that its
primary job is to serve the needs
and public interest of the com-
munity. By skillfully blending
popular music and pleasing per-
sonalities, WFUN has accom-
plished this necessary goal. The
basic objective is to entertain and
inform the million-plus residents
of South Florida and the nearby
Bahamas Islands, 24 hr a day, 7
days a week.

Programming

To amuse and enlighten its
audience, WFUN employs top per-
sonalities and production people.
Poise, good taste, showmanship,
and sales are the key factors
which have made top-rated
WFUN a success. As one of the
most listened to radio stations in
the Metropolitan Miami market,
WFUN plays music which most
Miamians want to hear—based on
daily surveys of record stores,
coin music operators, and listen-
ers, from survey results, tabu-
lated by WFUN’s music depart-
ment, a weekly “top 79 list of
records is compiled and published
on a pocket-size card. 15,000 cop-
ies are printed and distributed
each week to area record, cloth-
ing, and department stores. An-
nual cost for printing and distri-
buting the survey is over $8000.
The front of the survey card car-
ries a picture of a different
WFUN deejay each week; the
back of the survey card, when

Mr. Harris is promotion direc-
tor, WFUN Miami, Fla.

February, 1967 — BM/E

folded, is used as a merchandis-
ing aid for station clients.

News

WFUN programming features
“20-20 News,” a 2-minute news-
and-sportscast at 20 minutes after

every hour, and a comprehensive -

5-minute newscast at 20 minutes
before every hour. “20-20 News”
is effective in reaching thousands
of listeners who have to be some-
where on the hour or half hour.
What office worker can listen to
an 8:55 or 9:00 A.M. newscast if
he has to be at work at 9:00?
In addition, the term ¢20-20
News” is easily remembered and
suggests vision.

WFUN news strives to inform.
Accuracy is first in importance,
followed by speed. The facts of
each story are presented without
boring the listener with unneces-
sary wordiness. If WFUN can be
first with a story, we will be;
however, we never sacrifice ac-
curacy for a scoop. The WFUN
news department augments its
stories with the sounds and voices
of persons making the news. We
feel that listeners rather hear the
voice of the governor than hear
the voice of a newsman reporting
about the governor.

WFUN News is assisted by the
most modern electronic equipment
available today. Battery-operated,
broadcast-quality tape recorders
help us cover news where and
when it is happening. WFUN also
employs wireless microphones,
two-way fm radio equipment, mo-
bile telephones, and a host of
modern studio facilities to help
report news. To insure that
WFUN will stay on the air in any
emergency, a New power genera-
tor was installed last year at the
studios. This enables the station
to stay on the air indefinitely in
case of power failure. The genera-
tor augments WFUN’s all-tran-
sistor, battery-powered equipment

previously used in emergencies.
The news department is staffed
by three full-time, and two part-
time newsmen. The part-time men
assist the motorist by broadcast-
ing aerial traffic reports from
the station’s 1967 Cessna 150
which flies over Dade and Bro-
ward counties during morning
and afternoon traffic rush hours.
These men also assist by cover-
ing news conferences, sporting
events and other major news de-
velopments in the field. WFUN
uses two mobile units to keep on
top of all South Florida news
events. Our news team has re-
ceived many United Press Inter-
national awards for the best and
fastest news coverage in the state
of Florida. In one 16-month
period, WFUN won 5 of these
awards in statewide competition.

On-The-Scene Promotion

WFUN believes in promotion.
Many major promotions are cre-
ated as public service projects. In
this way the station participates
in community affairs while lend-
ing a helping hand to deserving
organizations, and at the same
time promotes the station and its
personalities.

For the past three years
WFUN has been the official sta-
tion for the annual Dade County

“Youth Fair. An elaborate broad-

cast booth was set up at the fair
in a special WFUN Pavilion.
Plenty of pre-fair promotion by
the station, plus live broadcasts
from the fair, produced a record
attendance of over 130,000 people
—more than 35,000 higher than
any previous year. As part of its
public service Fair participation,
WPFUN arranged for a major film
processor to take color pictures
of WFUN deejays and visitors.
A free color picture was mailed
to each person photographed. In
addition to the pictures, WFUN
gave away over $30,000 in prizes
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Rear window sticker used in
Lucky License contest

250,000 WFUN bookcovers
were distributed in area
schools

Pressure-sensitive stickers
are attached to prizes and
other promotional items.

WFUN hit list is published
weekly.

WFUN aircraft reports traf-
fic conditions.

Thirty billboards are used
year-round to promote sta-
tion activities, and as client
merchandising “pluses.”

Bus cards are used for sta-
tion-client promotion.

“FUN Club” membership
card (maintained but not
actively promoted at this
time) and several other con-
test entry forms and pro-
motionals.

The WFUN cheerleading
squad.

Typical WFUN sales pro-
motional piece.

Colorful holiday greeting
card.

Contestants and deejays
play “Spin & Win" game at
client grand opening.

Part of crowd attending
Dade County Youth Fair
dance.

Remote broadcast at ad-
vertiser grand openings.

“Teacher of the week” cita-
tion and other award certi-
ficates.

A lucky station listener won
this Amphicar in a contest.
Deejays covered S. Florida
prior to giveaway to stir in-
terest in the promotion.
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Teacher of the Week

Lat it be Known by All Men, that WFUN Radio
Takes Pride in Presenting This Certificate of Award 9

In Recognition of Dedicated Service to
the Youth of Our Community.
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during the Fair. Contests and
games were played continually in
the WFUN Pavilion with prizes
awarded by station personalities.
One of the official attractions of
the fair was the nightly dance
contest; over 60 dance bands
were provided by WFUN for this
nightly feature.

Because of our successful per-
formance at the Dade County
Youth Fair, WFUN was asked to
be the official station this year
at the annual “Around The World
Fair,” sponsored by the patrons
committee of the local Museum of
Science. This Fair annually draws
over 100,000 people and with
WFUN’s on- and off-air promo-
tion, the crowd will certainly be
increased this year. WFUN plans
to provide a similar presentation
for this Fair as it did for the
Youth Fair. A special broadcast
pavilion, manned by station dee-
jays, will be set up; dance con-
tests will be held; bands will be
provided; and thousands of prizes
and gifts will be awarded. In ad-
dition, live broadcasts will orig-
inate at the fairgrounds.

Another example of WFUN’s
promotion and programming ef-
forts was staged last November.
Boystown of South Florida, a
nondenominational home for de-
pendent boys, sponsored an Air
Fair. Father Fleming, director of
Boystown, asked WFUN to pro-
mote the Air Fair and to partici-
pate in it. Promote and partici-
pate we did! For two weeks prior
to the Fair, WFUN made hourly
announcements promoting the
Fair and the fact that WFUN
would be there. We participated
in the Air Fair itself by having
on display one of our mobile news
cruisers and our Cessna 150 air-
craft. ' In addition, there were
three WFUN personalities and
aerial traffic reporters at the dis-
play at all times during the two-
day show. They distributed auto-
graphed full color pictures of
WFUN deejays. At selected times
during the Air Fair, the WFUN
“Eye-In-The-Sky” airplane would
take off and broadcast reports
back to the crowd on the ground.
The Air Fair attracted over 50,-
000 paid customers, thanks to
WFUN’s promotion efforts.

Other WFUN promotions for
public service and charity organi-
zations have included a “Wake-
A-Thon,” with two WFUN dee-
jays “staying awake” to help
raise money for a children’s hos-
pital, and a “throw-a-pie-at-your-

favorite-WFUN-deejay” promo-
tion that netted several hundred
dollars for another charity.

In addition to WFUN’s Mon-
day-through-Friday aerial traffic
reports, in January the station
started a “Weekend Beach Pa-
trol” using the station “Eye-In-
The-Sky” plane. These reports,
broadcast live from the plane, fea-
ture weather and water reports
from South Florida area beaches.
These reports aid weekend boat-
ers, fishermen, swimmers and
surfers in sunny South Florida.

“Award” Promotions

Another important program
feature at WFUN is the “Citizen
of the Day” award. Each day,
WFUN selects an outstanding cit-
izen who has served the commu-
nity, and then salutes this citizen
on the air. In addition, the station
sends an impressive citation and
letter to each person named.

One station project that in-
volves both on-air programming
and promotion is WFUN’s team
of 160 college, high school and
junior high school reporters. Each
night during the week student
representatives call in reports of
school activities. The 60-second
reports are broadcast live at spec-
ified times during the early eve-
ning hours. These reporters are
also asked to take surveys and
carry out special station projects.
In return, WFUN gives them

" pens, keychains, record albums,

and other gifts for being the
WFUN reporter in their school.
A monthly confidential bulletin is
published and sent only to these
reporters. The bulletin features
exclusive news about the station,
its personalities, and record stars.

Station Promotions

In the way of actual station
advertising promotion, many dif-
ferent media are used. WFUN
has 100 bus benches placed

throughout South Florida pro-
moting the station and special
programming features. Also 30
advertising billboards tell the sta-
tion’s story and provide merchan-
dising support for clients. For
major station and client promo-
tions, WFUN uses bus card ad-
vertising. Display cards, both out-
side and inside, are placed on al-
most 100 buses. Cost of this ad-
vertising promotion is over $20,-
000 annually.

WFUN also uses newspaper ad-
vertising, including specially pre-
pared inserts in all area school
newspapers. This past Christmas
season, WFUN distributed, by
mail and personal appearances,
250,000 full-color station Christ-
mas cards. The card pictured the
deejays dressed in winter clothing
(hard to find in Miami) perched
on a sleigh (even harder to find
in Miami!). Printing cost alone
for these cards was over $3000.
Another form of printed promo-
tion is school bookcovers. This
past September, at back-to-school
time, WFUN — in conjunction
with a station advertiser — dis-
tributed 250,000 3-color station
bookcovers to students in the
WFUN listening area. The print-
ing cost for the bookcovers was
approximately $3500.

WFUN has also published its
own newspaper on special occa-
sions. 50,000 copies of the paper
were passed out free in the South
Florida area. The “WFUN Boss
Beat” was written, prepared, and
produced entirely by the station.
Plans include using the paper on
special occasions in the future.
Printing and production costs
totaled about $1800 for each is-
sue,

WFUN has also come up with
some athletic promotions. For the
past three years the station has
fielded a softball team composed
of deejays and other station em-
ployees. The team takes on all

Arnold C. Kaufman
Dick Starr

Dave Archard

Phil Hayes

Roy “Red” Nicholson
Robert R. Harris

Ben Farmer

Mike E. Harvey

WFUN Key

Personnel

V. P. and General Manager
V. P. Programming
Operations Manager

News Director

Sales Manager

Promotion Director

Chief Engineer

Music Director

WFUN is a member of the Rounsaville Station Group; other Rounsa-
ville stations are: WCIN Cincinnati, O.; WLOU Louisville, Ky.; WVOL
Nashville, Tenn.; WDAE Tampa, Fla.; WYLD New Orleans, La
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comers—usually about 30 games
a year—and wins most. For the
first time, last September, WFUN
provided a cheerleading squad for
area schools. We asked for invita-
tions to school athletic games and
pep rallies, and WFUN cheer-
leaders (the deejays) appeared at
numerous schools, including a
University of Miami football
game,

Sales Promotions

In sales promotion, WFUN has
produced a brochure detailing the
importance and size of the Miami
market. Other sales promotion lit-
erature shows past station-spon-
sor promotions to keep clients
and prospective clients informed
of market and rating figures.
WFUN promotion also prepares
special presentations for the sales
department, outlining major pro-
motions in which the station will
work in cooperation with an ad-
vertiser. These promotion pro-
posals include the basic ingredi-
ents and cost factors for the pro-
motions. Numerous promotions
and contests have been run in
conjunction with station clients.
Some of these include: contests
where listeners wrote the spon-
sor’s name on a postal card (the
word “Icee’” was written over 11,-
000 times), dances held at the
clients place of business, special
Father’s Day promotions, a “Mis-
ter Mystery’’ promotion (listeners
had to guess the identity of an in-
dividual from clues given on the
air), a “Safe Cracker Contest”
(thousands of listeners in shop-
ping centers throughout the area
tried their hand at opening a safe
transported in the trunk of a car
(hourlv clues were broadcast on
WFUN). These and many other
client-station promoticns are pro-
duced annually for the mutual
benefit of both.

Conclusion

WFUN'’s programming philosophy
is to inform and entertain all
South Floridians, and to consist-
ently act in the public interest.
To accomplish these goals, WFUN
promotes the station, its person-
alities, its clients and the com-
munity itself. Station promotion
is based on audience involvement,
that is, to involve as many people
as possible in station activities,
either as participators or spec-
tators. Each person who does be-
come “involved” then has a much
greater reason to listen to WFUN
in the future. . @
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the equipment
most specified
for antenna
and signal

e\as‘u Irelment

PPM.101
PRECISION PHASE MONITOR

108E
PHASE MONITOR

»)

. — " " - FIM-135
SDM-520 FIELD INTENSITY METER
SPECTRUM DISPLAY MONITOR

Over the years, the Nems-Clarke tradename has been the symbol of accuracy, quality
and reliability in the field of antenna and signal measurements. Nems-Clarke equip-
ment is FCC approved, and has been universally accepted as the standard of
excellence throughout the industry. For further information on Nems-Clarke equip-
ment, call or write: . v-28

11ro cLeoTRON/CS

Producers of NEMS-CLARKE Equipment
A Division Of Vitro Corporation Of America

919 Jesup-Blair Drive ¢ Silver Spring, Maryland
2301 Pontius Avenue + Los Angeles 64, California
Circle 24 on Reader Service Card
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The “Public Interest”
in ETV Programming

By Lou Peneguy

Where does an ETV station look for
programring ideas? Here are some
answers from a recognized expert.

LIKE ITS COMMERCIAL BROADCAST-
ING BROTHER, an educational TV
station is licensed by the FCC
to program in the “public inter-
est.” During the past 15 years
or so, ETV hag gone through a
rather unsteady growth period,
due, perhaps, not only to a lack
of financial resources, but to the
lack of a solid general concept of
what really constitutes ETV pro-
gramming “in the public inter-
est.” As a matter of fact, veteran
ETV broadcasters will admit that
in the early 1950’s, they were
quite uncertain what type of pro-
gram schedule would satisfy FCC
regulations.

A Cautious Start

Although 242 noncommercial
channels were reserved by the
FCC, after its ‘“vhf-uhf freeze”

Mr. Peneguy is Television In-
formation Director, Georgia
ETV Network.

D

was lifted on April 14, 1952, his-
tory reports that educators and
education-related government
agencies were cautious to invest
in electronic mass communica-
tions. By the spring of 1955, only
ten ETV stations were broadcast-
ing. Thereafter, ETV growth
seemed to be static. In the pre-
videotape era, with a small staff
and shoestring budgets, few ETV
operations had a film department,
let alone a kinescope recorder.

In those early years, ETV
stations considered every live pro-
gram a special interest program.
Theories then began to turn
toward ETV becoming a form of
“instant adult education.” In a
short time, perceptive ETV ad-
ministrators realized that a col-
lege professor, transplanted from
his classroom into a TV studio
where he stood in front of a
blackboard, held little interest
for the viewing audience. One
of ETV’s successful personali-
ties, Dr. Frank Baxter, with Na-
tional Educational Television’s
Shakespearean lectures, did not
depend upon the blackboard; in-
stead, he used subject-related vis-
uals.

In 1967, there will be 200 ETV
stations broadcasting in the U.S,,
functioning with the gadgetry
that commercial TV enjoys. Many
ETYV systems have a staff of 100
employees. Telecourses have be-
come routine and are usually re-
corded at everyone’s convenience;
syndicated fare (see box) has
filled late afternoon and evening
hours. Today, special interest pro-
gramming has a fresh meaning
for ETV administrators.

ETV—Absence of Prime-Time Syndrome

Obligated to program in the
public interest, it is to the ad-
vantage of any station to en-
courage the public to be part of
its programming. A lot of pub-
lic participation programming is
usually performed immediately af-
ter the birth of each general
broadcast medium, whether a-m
or fm radio, or commercial TV.
As the popularity of each com-
mercial medium increases, how-
ever, the sale of time increases—
generally at the expense of pub-
lic interest programming. Net-
work newscasts or special events
often fill the FCC “public inter-
est” requirement. The reduction
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of this type of program on other
broadcast media allows the local
ETV station to become the dar-
ling of its coverage constituents.
Since ETV does not have a
prime-time syndrome, each broad-
cast hour can be assumed as
being originated for a special
interest audience. Commercial TV,
in its struggle to survive, must
consider the entertainment value
of a large part of its program-
ming if it is to maintain any
commercially significant ratings.
ETV’s goal, on the other hand, is
to inform rather than entertain,
This does not mean that all in-
formative or educational pro-
grams cannot have some enter-
tainment value, or even intent.
The basic difference between
ETV and commercial TV pro-
gramming seems to be one of
goals, and there are areas—in
the “public  interest”’—where
there is some overlap of goals.

With the exception of TV news-
casts laced heavily with film
clips, the proven way to draw
viewers and gain a high rating
is to have a program with
a unique personality. Even if the
personality is a cartoon charac-
ter, it can lure an audience. Who
has learned to prepare a com-
plete supper while watching
“French Chef” Julia Childs?
Weekly, fang tune-in her half-
hour program because she has a
personality that seeps into the
studio camera and pours out of
the home receiver.

Finding “Gratis” Personalities

. ETV stations which depend on
gratis talent find it hard to
come by personalities. The sta-
tion employing a production staff
with a keen sense to recognize
local citizens with ability has
achieved the first step toward
building a talent file. These cit-
izens may never have thought of

" appearing on TV; however, if the

person is an extrovert, only a bit
of encouragement is needed to se-
cure his services as host on a
telecast. This telecast will either
reveal that the citizen should not
have been exploited or that he
will fill a quality role, and hence
receive so many compliments from
his friends that he will be waiting
to be approached again.

In many instances, these same
folks have fascinating pastimes
or have friends who have unusu-
al hobbies. The clever producer
can discover this in pre-broad-
cast conversation. One station
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created a special interest series
after a volunteer guest host (an
aircraft industry executive) of a
civic club discussion program re-
vealed to the producer that his

free time was spent searching for
Indian artifacts. The producer
also learned that the man enjoyed
his TV, exposure, so he encour-
aged the guest to format a 6-

Creation of controversal, topical questions for discussion by Georgia high school
students is the key to Georgia TV producer Dr. John Allen’s secret to causing
“Sound of Youth” weekly series’ popularity. Aired over the Georgia Educational Tele-
vision Network, it has managed to stir headlines in the press with regularity. Its
audiepce acceptance has stimulated interest in it by TV stations internationally.

,

i
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When Governor Carl E. Sanders delivered his State-to-the-State Address to the
Georgia Legislature, the Georgia State Department of Education Television Services
originated a remote from The Capitol Chambers as a current events live special
program. It was preceeded by a ten minute live and film tour of the historic build-
ing. A number of commercial TV stations in the state tapped the Georgia ETV
Network remote with the blessing of the State Department of Education officials.
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part program about his hobby.
Mail to the series uncorked news
that hundreds of people within
the ETV coverage area were like-
wise uncovering Indian relics in
their free hours. This response
so pleased the talent that he ex-

tended his cooperation in the
weekly series for three and a
half years! At his own expense,
he brought experts to the station
from around the region to dis-
play and narrate the history of
their finds. Wrapped in his sub-
ject his on-camera personality
stimulated “nondiggers” into be-
coming faithful viewers.

Drawn from the file of avail-
able possible hosts for a civic-so-

cial club series, another talent
dropped the word that his hobby
was travelling with spelunkers to
photograph their discoveries. He
had a collection of 2,400 slides.
On request he agreed to develop
a series. The “civic-social series”
is a special interest series that
could run weekly 52 times a year.
Every club of this kind in the
locality is engaged in community
activities. Club members are eag-
er to describe their efforts to
fellow residents. Unless assigned
to a producer who has a rapport
with the assortment of people
who agree to represent their or-
ganization on TV, this variety of
program can be dull. This type

program requires a producer who
can sit with participants weeks
before the air date to bore into
the purpose and accomplishments
of the group. During this con-
versation, the producer should be
able to spot a controversial as-
pect of the organization which
could be incorporated into the
program’s opener. Without a
catchy start, the audience will
likely tune away. One of the as-
sets of this style of telecast is
that it brings individuals from
all strata of the community into
the studio. As a result, viewers
who may have never tuned in
the local ETV outlet will do so
to see their comrades.
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A series of teenagers’ discus-
sions, aired over the Georgia ETV
network, has gained international
fame because its producer knew
how to select talent and topics
which induced youngsters and
adults to tune in the weekly pro-
grams. On the December 1966,
“Sound of Youth” program were
several inmates of the Georgia
correction institute for youthful
offenders. The boys alleged that
the institute had need for more
guards, and that there were
charges of brutality. They also
reported that there was fighting
among the inmates, poor food,
and an isolation cell for incorri-
gibles. Subsequently, two state
senators made a surprise visit to
the institute where they found
an inadequate and underpaid
staff. Newspaper headlines car-
ried the story and called for a
reform.

ETYV stations across the nation
have made headlines by engaging
in special interest telecasts such
as the meeting of the school
board, proceedings of the “town
hall,” or the school superinten-
dent addressing principals on a
regular basis.

Cooperation with other Media

Harmony between local ETV
station and area commercial TV
officials can be achieved if the
ETV station will notify the com-
mercial stations when it plans to
originate a civic special interest
remote. Reference here, for exam-
ple, is to the swearing-in of the
Mayor, an address of note to the
state legislature by the Governor,
or other happenings which would
be of historical or current events
nature, If an ETV station is hand-
ling this kind of effort, commer-
cial stations can continue their
regular schedule and only cut
in for the portion of the event
they want to air or tape for de-
lay. In return, they will promote
the origination as having been
done by the ETV outlet.

General interest publications
(daily metropolitan and weekly-
suburban or community newspa-
pers, the statewide trade press,
and state government agency
news letters) have gems of ideas
around which special interest pro-
grams may be developed. A spe-
cial interest series was developed
as a result of editorials in a South
Carolina newspaper which pro-
claimed that certain state laws
hampered policemen from per-
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Programming In General

ETV stations must determine what type programming will best represent
community interest. This can be accomplished, in some respects, by
using the same methods employed by commercial broadcasters. Most
ETV stations, however, will work closely with local, county, and state
boards of education. Most private and state colleges and universities
cooperate extensively in ETV projects, and most can be of inestimable
value as a source of program material as well as in an advisory capacity.
ETV networks (microwave or landline connection is required, of course)
in several states are valuable program sources, also the National Edu-
cational Television network (NET). In addition, there are several in-
structional (ITV) program syndicates: for example, the Great Plains
Instructional Television Library, the Northeastern Instructional Television
Library, and the Educational Television Station program service (ETS).
Many governmental (state and federal) agencies, industrial firms, etc.,
offer a wealth of documentary material, in many cases, to fill-in or
round-out an ETV schedule. Also, many commercial program syndicators
offer special rates to ETV stations, at least on some program types.

Continuous TV Courses For Business And Industry

Eleven courses will be offered to business and industry in South
Carolina by the end of May, 1967. An additional schedule will com-
mence in September of 1967. This is a step up from the five-course
offering in the Fall of 1966.
Dates Course Title
Jan. 9-Feb. 27 Supervisory Leadership Dr. George D. Heaton
Jan. 10-Feb. 14 Management by Objectives  Dr. George S. Odiorne
April 17-May 22 Management by Objectives Dr. George S. Odiorne
Jan, 11-Feb. 15 Understanding Government L. C. Michelon

Jan. 12-Feb. 23 Decision Making Techniques L. C. Michelon

instructor

Feb. 21-April 11  Modern Industrial L. C. Michelon
Management
March 1-April 12 Understanding Politics L. C. Micheion

March 2-April 20 Controlling Turnover
and Absenteeism

March 6-April 10 Developing Communication
Skills

April 18-May 23  Developing Sales Skills not assigned

April 19-May 24 J.ILT. not assigned

On the job training programs have been offered cver ETV by South
Carolina's Educational Resources Foundation since April of 1964.

The Alabama ETV network is also offering economic and industrial
management courses, starting in January 1967, L. C. Michelon, national-
ly known economist also on the S.C. network, is offering an eleven
week telecourse on Exploring Basic Economics and Modern Industrial
Management. Courses are co-sponsored by the Alabama Chamber of
Commerce.

Dr. George D. Heaton

Maicolm E. Shaw

’

Initial & Operating Costs

Station startup requires an initial investment of $200,000-plus, usuai-
ly; a building to house studio and transmitter facilities can run another
$50,000 or more. (Microwave gear for networking and other 