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Nov. 4, 1968:Our 38th Year:51X 

Broadcasting 
THE BUSINESS WEEKLY OF TELEVISION AND RADIO 

4A's Bond raises warning flag on middlemen. p23 

Tough guys will be scarce in next TV season. p42 

MBS asks FCC to outlaw ABC 4- network system. p49 

Newsmen hit NBC order on outside interests data. p60 

price( pris) n. 

-n. 1. sum or amount of money 
or its equivalent for which any- 
thing is bought, sold or offered for 
sale. 2. value: worth 

No, Mr. Webster. Price is what you pay. 

Value is what you get. We sell value ... 
t.c people who know the difference. 

See Your Edward Petry & Co. Man 
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EVERYTHING'S THE SAME 

Same 
executives 
M. J. "Bud" Rifkin 
President 

Harvey Bernhard 
Executive V P & Treas. 

Walter Kingsley 
Executive V P 

Jerome M. Zeitman 
Executive V P 

Wynn Nathan 
V. P, Syndication 

Same creative 
film makers 
Alan Landsburg 
Executive V P 

Jack Haley, Jr. 
Executive V P 

Warren Bush 
Wally Green 
Jack Kaufman 
Jeff Myrow 
Larry Neiman 
Larry Savadove 
David Seltzer 
Bud Wiser 

Same award 
winning past 
Movin' with Nancy /Emmy 
China: Roots of Madness /Emmy 

National Geographic Series/ 
George Foster Peabody 
Hidden World /Ohio State 
Alaska /Cine Golden Eagle Award 

The Making of the President '64/ 
Thomas Alva Edison, 
Saturday Review 

Let My People Go /Oscar Nomina- 
tion, Monte Carlo TV Festival 

A Thousand Days /San Francisco 
International Film Festival 

Hollywood and the Stars/ 
Venice Film Festival 

Biography Series/ 
George Foster Peabody 
And more than 60 other awards. 



BUT THE NAMER 

Same network 
plans 
Whales (Jacques Cousteau)/ 
Nov. 15, 1968 /ABC/ 
Sponsor: B.F. Goodrich 

Reptiles (National Geographic)/ 
Dec. 3, 1968 /CBS 
Sponsor: Encyclopaedia Britannica 
& Hamilton Watch 

"Le Superman" (Jean -Claude Killy)/ 
Jan. 13, 1969 /ABC 
Sponsor: Chevrolet 

Ice Capades'69 /Feb. 16, 1969/ 
NBC /Sponsor: American Gas 
Association 

Australia (National Geographic)/ 
Feb. 18, 1969 /CBS/ 
Sponsor: Encyclopaedia Britannica 
& Hamilton Watch 

Adventures in the Jade Sea /(William 
Holden) /Mar. 26, 1969 /CBS/ 
Sponsor: Westinghouse 

Same network 
successes 
Jacques Cousteau Series /ABC 
National Geographic Series /CBS 
Ice Capades /NBC 
Rise and Fall of the Third Reich /ABC 
Herb Alpert: Tijuana Brass /CBS 
Certain Honorable Men (Drama) /NBC 
Big Cats, Little Cats /NBC 
World of Dogs /NBC 
World of Horses /NBC 

Same 
addresses 
& phones 
New York : 

485 Lexington AN e. 
(212) 682 -9100 

Los Angeles: 
8544 Sunset Blvd. 
(213) 652 -7075 

MPC 
Metromedia 

Producers 
Corporation 

(Formerly: Wolper Productions. Inc.) 



oKRLD-TV 
0 Li Drtus TINES HMO STATION o4 we . accent 

on 
production 
capability 

A southern plantation in Louisiana - the flight deck of an aircraft 
carrier -a major sports event - or whether it be in the ultra- modern 
studio facilities of KRLD -TV, the accent is on production capabilities. 

The most sophisticated television equipment available is incorpo- 
rated in Channel 4's studio facilities and 40 -foot color tele- production 
cruiser. Included are 8 PE 250 /retrofitted to PE 350 color cameras, 6 
Ampex color video -tape recorders, Editec and electronic editors, and 
Riker switchers and special effects amplifiers. 

Channel 4 combines the ultimate in studios and equipment with the 
technical know -how to meet your highest color standards. 

Contact KRLD -TV for your next video -tape production. 

KRLD-TV 

represented nationally by 00OG 
The Dallas Times Herald Station. 

CLYDE W. REMBERT, President 
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Bits of bird 
Broadcasters appear to stand good 
chance of being cut in for large piece 
of action when pilot domestic cons - 
munication- satellite system becomes 
reality. FCC is said to be leaning to- 
ward system in which broadcasters 
would be given opportunity to own 
ground stations: some sources indicate 
they will be allowed share of bird, too. 
Inconsistency in reports probably re- 
flects fact that, although critical deci- 
sion is near, commission has not fore- 
closed any possible ownership plan. Re- 
ports indicate that system would not he 

dedicated exclusively to broadcasting. 

But feeling at commission is that broad- 
casters would be major users of satel- 
lite system and. therefore, should he al- 
lowed to have major ownership share. 

Selling off 
Sale of ch. 13 WREX -TV Rockford. Ill.. 
may be imminent in light of media 
concentration issue raised by Antitrust 
Division of Department of Justice. Of- 
ficials of Gannett Newspapers Inc. last 
week would not deny report that prop- 
erty might be sold for about $7.5 mil- 
lion. Gannett owns Rockford News- 
papers Inc.. which publishes both morn- 
ing and evening newspapers in market. 
Gannett bought ABC -TV outlet in 1963 
for S3,420.000. has fully colorized sta- 
tion along with other modernization. 

New Lee 

Broadcasters who heard FCC Commis- 
sioner Robert E. Lee's speech at NAB's 
Denver regional conference (BROAD- 
CASTING, Oct. 28) saw reflected in it 
"new image" of commissioner who is 

likely to become FCC chairman if 
Nixon -Agnew ticket wins. Mr. Lee, 
widely known for his no- holds- barred 
stories. was of serious mien, and went 
out of his way (and out of character) 
to reprove broadcasters for off -color 
programing (BROADCASTING. OCt. 28). 

Mustering defense 

Vincent T. Wasilewski, president of Na- 
tional Association of Broadcasters, is 

spending practically all of his spare 
moments on FCC "one -to -a- customer" 
proceeding, seeking to align strongest 
possible opposition case. In addition to 
discussions already held with interested 
parties, he has developed rapport with 
Stanford Smith. general manager of 

American Newspaper Publishers Asso- 
ciation. 

He will confer soon with Robert L. 
Coe, Ohio University, Athens, former 
ABC -TV station -relations vice president. 
School of Communications at Ohio has 
data processing facility which breaks 
down station ownerships and shows ex- 
tent of diversification. ANPA interest in 
proceeding obviously stems from vul- 
nerability of newspaper ownership un- 
der Justice Department proposal which 
would separate media ownership in each 
market. 

Picking up the beat 
American Advertising Federation is 

showing signs of exercising stronger 
voice, somewhat muted in recent years. 
in regulatory matters affecting general 
advertising community. One example 
is its call for en banc hearing before 
Federal Trade Commission on coopera- 
tive advertising guidelines (see page 

32), proceeding it had not previously 
entered. Another is AAF's retention of 
Washington law firm, Pierson, Ball & 

Dowd, to assist it in that proceeding. 
Indications are firm may be permanent- 
ly retained. particularly in view of gen- 
erally hostile atmosphere toward adver- 
tising in Washington. 

Later this month Howard H. Bell. 
AAF president, is scheduled to present 
still another advertising case before 
FTC, this one involving consumer -pro- 
tection. Mr. Bell is expected to propose 
AAF- sponsored "model law." which 
offers guidelines for FTC -like bodies on 

state level, and seeks to remove crimi- 
nal penalties sometimes levied against 
false and misleading advertising. 

Speakers spat 
ABC found itself going into presidential 
election with its two special political 
commentators in situation similar to 

Nixon -Humphrey debate deadlock. After 
it was announced liberal and conserva- 
tive guest commentators Gore Vidal 
and William F. Buckley Jr. would do 

reprise of their face -to -face convention 
discussions for election -night coverage. 
Mr. Buckley reportedly balked at ap- 

pearing on- camera with Mr. Vidal. Mr. 
Buckley is said to be still piqued over 
name -calling session which broke out 
between two at Democratic convention. 
As of Friday (Nov. 1). ABC officials 
remained uncertain whether rift could 
be healed or if two special correspon- 
dents would appear to viewers separate 
but equal. 

Tenants 
Although National Association of 
Broadcasters won't be occupying its 
new $2.3- million headquarters building 
at Connecticut Avenue and N Street. 
Washington. until February. seven-story 
structure is virtually 100% committed 
on rentals. NAB itself will occupy three 
full floors, plus "public" ground floor, 
which includes Broadcast Pioneers his- 
tory museum and library. 

Canadian Embassy has reserved full 
floor and A. D. Ring & Associates. 
pioneer consulting engineers, has been 
pencilled in for half -floor. Warren 
Zwicky. Washington attorney (Storer 
Broadcasting Co.- Northeast Airlines). 
also is marked in for half -floor. Re- 
maining floor is tentatively leased to 
management consultant firm not identi- 
fied with broadcasting. 

Overseas dispatch 
By way of Osaka, Japan, comes intel- 
ligence that WGN radio Chicago, which 
grossed $1.4 million in 1956 and rose 
to $7,250,000 in 1967, projects this 
year's revenue at $8.5 million. And 
WGN -TV, which grossed $3.9 million in 
1956. vaulted to $23 million 1967. ex- 
pects to leap to $25 million this year. 
Authority for figures, published in Mai - 
nichi Daily News 10 days ago, was 
Ward L. Quaal, president of WGN Con- 
tinental Broadcasting Co., who is in 
Japan on goodwill mission for United 
States Information Agency to imple- 
ment U.S. -Japanese cultural- exchange 
program. 

Beneficiaries 
Black Journal, National Educational 
Television's monthly Negro- oriented 
news -feature hour which black staffers 
walked out on last summer (BROAD- 
CASTING, Aug. 26), is rumored to be in 
line for grant from Corp. for Public 
Broadcasting. Program was scheduled to 
end in September. but has been running 
since on NET funds. 

CPB, which tentatively planned to 
announce distribution of $5- million fed- 
eral allocation last week, confirms that 
NET is slated to receive some funds. 
but won't specify program categories. 
CPB's report of funds distribution, now 
tentatively scheduled for release next 
week, is expected to reveal develop- 
ments in interconnection negotiations 
with AT &T as well as program plans. 
CPB spokesman reports it still hasn't 
found "exactly right person" to serve 
as organization's president. 
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When the Packers score 

so do we -with exclusive 
coverage in Milwaukee! 

u. 
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WTM)RADIO 62 
5000 WATTS /NBC 

Represented by: HENRY I. CHRISTAL CO., INC.. New York Chicago 

Boston Detroit San Francisco Atlanta Los Angeles St. Louis 
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NIdnief 
Controversial "middleman" in broadcast advertising-bar - 
ter merchants and independent media buyers -are objects 
of public attack and careful scrutiny before Association 
of National Advertisers annual meeting. See ... 

Agencies turn cool to middlemen ... 23 

Edward Bond. Four A's chairman, says middleman may 

occasionally make tonnage buy at lower cost per thousand 
than agency. but in long run agency must achieve ef- 
ficiency tuned to marketing objectives. See .. . 

Fee system growing ... 26 

Potential storm brews at Federal Trade Commission over 
FTC -proposed set of guidelines affecting commercial ad- 

vertising allowances that, if promulgated, could cause 
crimp in broadcast cooperative advertising. See ... 

Proposed FTC guides cause furor ... 32 

Broadcaster Advertisers Reports estimates TV ad evpend- 
itures for first nine months of 1968 at $1.05 billion, 2.46% 

increase over same 1967 period. NBC -TV only network to 
increase its sales, though CBS -TV still is tops. See ... 

TV ad expenditures up 2.46% ... 36 

TV networks have plethora of pilots in works for 1969 -70 

season that accent nonviolence, demonstrate absence of 
plot lines that inherently demand use of physical force 
or instruments of death to resolve conflicts. See ... 

Wits in, guns out next season ... 42 

Mutual Broadcasting System tells FCC and Justice De- 

partment that ABC's four specialized "American Radio 
Networks" are "calculated attempt to drive MBS out of 
the radio network business." See ... 

MBS says ABC Radio is illegal ... 49 

ABC spells out its recommendations for FCC action in 

three areas of CATV regulation: program origination, car- 
riage of distant signals, program exclusivity; urges Con- 
gress to hold up action on copyright legislation. See ... 

ABC proposes CATV regulations ... 54 

Major network news correspondents appear split over 

NBC's new policy requiring news personnel to report fi- 
nancial investments. Some express resentment of what 
they consider slur on integrity of their profession. See ... 

Mixed reaction to disclosure ... 60 

Flood of equal -time, fairness doctrine matters sweep in 

on FCC and its staff as political candidates and citizens 
fight for free broadcast time in final days of 1968 political 
campaign. See ... 

Election spurs fairness issues ... 66 

Old question of when network should predict election 
winner, whether prediction will have effect on late- closing 
polling places continues to plague network news officials. 
NBC, CBS say they will project winners. See .. 

To predict or not to predict ... 68 

Depaibaents 
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BROADCAST ADVERTISING 23 

CHANGING HANDS 52 

CLOSED CIRCUIT 5 

DATEBOOK 12 

EDITORIALS 94 

EQUIPMENT & ENGINEERING 73 

FATES & FORTUNES 80 

FOCUS ON FINANCE 74 

FOR THE RECORD 83 

INTERNATIONAL 77 

LEAD STORY 23 

THE MEDIA 49 
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AMERICAN BUSINESS PRESS, INC. 

Broadcasting 

Published every Monday by Broad- 
casting Publications Inc. Second -class 
postage paid at Washington, D.C., and 
additional offices. 

Subscription prices: Annual subscrip- 
tion for 52 weekly issues $10.00. Add 
$2.00 per year for Canada and $4.00 
for all other countries. Subscriber's oc- 
cupation required. Regular issues 50 
cents per copy. BROADCASTING YEAR- 
BOOK, published every January, $11.50 
per copy. 

orders and address 
changes: Send to BROADCASTING Circula- 
tion Department, 1735 DeSales Street, 
N.W., Washington, D.C., 20036. On 
changes, please include both old and 
new addresses plus address label from 
front cover of the magazine. 
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With all the people we reach 
you'd think we were AN 

Forthe past year WPRO -FM has been competing for 
adult listenership with the top 5 stations in 
Southern New England. What's more, we've been 
competing with the AM stations on their own terms 
and have been winning consistently. 
We've done it by offering adult listeners what they 
want tohear...13 minute segments of uninterrupted 
familiar, good music. plus classic little features 
like the Roxy Rothafel Ski reports. That's how 
WPRO -FM keeps its listeners happy 24 hours a day. 

And we keep our advertisers happy, too. By bringing 
them the kind of results they expect from one of 
the top radio stations in the market. The kind of 
results that makes them forget were FM. The only 
thing that reminds them is our cost efficiency. 
Call Blair for details. CO/d/(//// 

ÇWP!9t1 3 ia( 

WPRO FM 92.3 me 24 Mason Street, Providence, R. I. 02902 (401) 831 -6363 A division of Capital Cities Broadcasting Corp. Inc. 

8 BROADCASTING, Nov. 4, 1968 



Late news breaks on this page and overleaf. 
Complete coverage of the week begins on page 23. AtßeaIIJifle 

`House' rep firms are attacked by SRA 
Three groups are named in complaint to FCC 

Station Representatives Association Inc. 
has launched attack against station 
group owners that represent stations 
other than their own. 

Initial targets are Metromedia Inc.. 
owner of Metro TV Sales. and Golden 
\Vest Broadcasters and Storer Broad- 
casting. in connection with Major 
Market Radio Inc.. which. together, 
they control. 

In separate petitions filed with corn- 
mission Friday (Nov. 1). SRA asked 
that pending applications for renewal 
of licenses of California stations owned 
by those licensees be denied. 

SRA. in statement issued in New 
York, said it has long been concerned 
shout "concentration or control pre- 
sented by the growing number of group - 
owned representative organizations and 
the increasing number of large market 
stations they represent." 

Its petitions allege that interrelation- 
ships of multiple owners through station 
representation organizations constitutes 
violation of commission's multiple own- 
ership rules. 

Petition against Metromedia (which 
owns six stations in California) was 
triggered by Metro TV Sales' action 
in dropping representation of Metro - 
media's KNEW -TV San Francisco and 
contracting to represent KTVU(Tv) Oak- 
land -San Francisco. owned by group 
owner Cox Broadcasting Co. ( BROAD- 
CASTING, Sept. 16). 

Second petition focuses on fact that 
Major Market Radio represents Golden 
West's KMPC Los Angeles. market in 
which Storer owns Kcas. 

SRA said that Metro TV Sales' repre- 
sentation of Kivu violates commission's 
duopoly rules. since it gives Metro- 
media "indirect control" over two tele- 
vision stations in same market. 

SRA makes same charges in connec- 
tion with Major Market Radio repre- 
sentation of KMPC, and adds another 
-violation of ceiling on ownership, 
since Storer and Golden West collec- 
tively hold 13 AM broadcast licenses, 
six more than maximum permitted. 

SRA said commission should hold 
hearing to consider public interest mat- 
ters raised by Metro TV Sales' repre- 
sentation of station owned by another 
multiple owner in same market "and 
the broader questions of station repre- 
sentation by group owners also en- 
gaged in the production and marketing 
of programing," as Metromedia is. 

Hearings on renewal applications of 
Storer and Golden West, SRA said, 
should go into "broader questions of 
station representation by combinations 
of group owners." 

Plans radio acquisitions 
Matthew J. Culligan, former president 
of MBS and Curtis Publishing Co., an- 
nounced Friday (Nov. 1) formation of 
Culligan Communications Corp. 

Mr. Culligan said new company is 

forming book publishing firm and will 
begin "multi -phase program" of devel- 
opment with acquisition of radio sta- 
tions. He did not specify immediate 
plans for station purchases. Mr. Culli- 
gan said that later, Pilgrim Produc- 
tions, film company he started earlier 
this year, may be merged into opera- 
tion. James E. Fuchs, former president 
of Mutual Sports Network, will he ex- 
ecutive vice president. 

Superior Tube buys WDCA -TV 

Sale of channel 20 WCDA -TV Washington 
by Milton Grant and associates to 
Superior Tube Co., Wynnewood, Pa., 
was announced Friday (Nov. 1), sub- 
ject to FCC approval. 

Consideration was undisclosed. but 
is understood to be in neighborhood of 
$1.5 million for stock, plus convenant 
not to compete and assumption of ob- 
ligations. 

Superior Tube manufactures specialty 
metal tubing. C. A. Warden Jr. is chair- 
man and chief executive officer: Paul 
E. Kelly is president. 

Independent WDCA -TV was built in 
1966 by Mr. Grant, Washington broad- 
cast personality, who will remain as 
general manager, and associates. 

Negotiations for sale of station have 
been underway with various entities 
last few weeks ( "Closed Circuit." Oct. 
28) before contract with Superior Tube 
was signed in early hours Friday. 
Broker: Wni. T. Stubblefield Co. 

Offering sold out 
Public stock offering of 409.900 shares 
of Wells, Rich. Green sold out in first 
day of over -counter trading Thursday 
(Oct. 31). Shares were offered at 
$17.50 and closed at $23 hid, $25 
asked. 

Color set sales in front 
Color TV set sales to dealers for first 
time have moved ahead of black and 
white sales on year -to -date basis. con- 
sumer products division of Electronics 
Industries Association reported. 

Crossover took place during week 
ended Oct. 18 when cumulative set 
sales showed 4.351,681 color TV sales 
compared to 4.343,243 monochrome 
sales. 

For first 42 weeks of year. color sales 
were up 10% over same period last 
year; black and white increased 1.9 %. 
Total TV sales were up 5.8% over the 
same period year ago. 

Sees tougher spot buying 
Likelihood that advertising agencies will 
become tougher negotiators in buying 
spot TV and radio was seen by leading 
agency executives Friday (Nov. 1) as 
controversy over independent media - 
buying services, barter and brokerage 
came up anew at annual meeting of 
Association of National Advertisers (see 
page 26). 

Herbert Strauss, Grey Advertising, 
who said his agency has had "a little 
experience with a buying service." raised 
that prospect in response to questions 
at session on client- agency relationships. 
He said agencies may have been at 
fault in letting independent buying and 
brokerage develop, because agencies 
may have been "naive" in accepting 
word of stations and station reps that 
rate cards won't be broken. 

Edward L. Bond Jr., chairman of 
Young & Rubicam and also of Ameri- 
can Association of Advertising Agen- 
cies. said in response to Mr. Kress's 
questions that he knew "a lot of agen- 
cies" were experimenting with buying 
services but that he didn't know how 
many and doubted that significant per- 
centage of their billing was involved. 
He said AAAA has "no position" at 
this time on question of buying services, 
barter or brokerage. 

Richard L. Gilbert of Gilbert Adver- 
tising. New York. said he thought 
there's place for organizations that sup- 
plement departments of small agencies 
"if they do it professionally." But, he 
said, he didn't like stations cutting rates 
or organizations claiming they can buy 
time for less money than agencies can. 

William H. Ewen of Borden. newly 
elected ANA chairman. observed that 
advertisers using independent media 
buyers "know less" about what they 
are getting than when buying is done 

More "At Deadline" on page 10. 
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Mr. Hartford Air. Corporon 

George F. Hartford, VP and general 
manager, WTOP -TV Washington. will 
assume new position of area VP for 
station. Succeeding Mr. Hartford will 
be John R. Corporon, VP and director 
of news and public affairs for Metro- 
media Television, New York. Mr. 
Hartford was appointed director of 
sales, WTOP in 1948. In 1951 he was 
named VP in charge of sales for wroP- 
AM- FM -Tv, and in 1955 became VP 
and general manager of WTOP -TV. Mr. 
Corporan was previously news director 
for WDSU- AM -FM -TV New Orleans and 
Metromedia's WNEW -TV New York. 

At Metromedia Ed Turner, news di- 
rector for group's wrrc(TV) Washing- 
ton for two years, was named to suc- 
ceed Mr. Corporan. 

William Self, executive VP in charge of 
production for 20th Century -Fox TV. 
elected president and also elected VP 
of parent company. 20th Century -Fox 
Film Corp. Richard D. Zanuck, execu- 
tive VP of 20th Century -Fox Film 
Corp.. and president of 20th Century - 
Fox TV, elected chairman of board of 
TV division. Mr. Self, once programing 
executive for CBS -TV. has been with 
20th Century -Fox since 1959. He was 
named head of TV production in 1962. 

William H. Ewen, director of advertis- 
ing services for Borden Inc.. named 
chairman of board. Association of Na- 
tional Advertisers. John P. Kelley, di- 
rector of advertising for Goodyear Tire 
& Rubber Co., elected vice chairman 
(see page 23). 

For other personnel changes of the week see "Fates & Fortunes" 

by conventional means. 
Question of independent buyers, or 

middlemen, also dominated much of 
closed session on television Friday after- 
noon, with one participant reportedly 
wondering whether middlemen would 
make station reps unnecessary. Answer, 
according to inside source, was that 
middlemen tend to duplicate service of 
agencies more than of reps. 

John Otter, sales vice president of 
NBC-TV, was quoted as reporting that 
NBC had cautioned film producers that 
"adult" movies such as those currently 
playing in theaters were not acceptable 
and that this type of motion picture 
should not be budgeted with any expec- 
tation of future revenues from TV. 

Sure radio services okay 
Mutual Broadcasting System's blast at 
ABC's four "American Radio Net- 
works" (see page 49) brought following 
response from ABC spokesman on Fri- 
day (Nov. 1) : 

.. In our judgment it is without 
merit. Our detailed response will be 
made to the FCC in due course, and 
will demonstrate that ABC has and will 

continue to operate its radio network 
services in conformity with FCC's rules 
and regulations." 

CBS tops MNA 
CBS -TV gained narrow lead in Nielsen 
MNA ratings out Friday (Nov. I) for 
week of Oct. 21 -27, week full of pre- 
emptions for political programs and 
Olympic Games. CBS's 18.9 was fol- 
lowed closely by NBC -TV's 18.2, with 
ABC -TV third at 15.4. 

Top 20: 
1. Charlie Brown Special (CBS) 31.5 
2. Rowan & Martin (NBC) 30.4 
3. Mayberry RFD (CBS) 26.8 
4. Julia (NBC) 25.3 
5. Bing Crosby Special (NBC) 24.6 
6. Gonler Pyle (CBS) 24.1 
7. Family Affair (CBS) 23.7 
8. Mission : Impossible (CBS) 23.4 
9. Dean Martin (NBC) 22.9 

10. Friar's Roast of Johnny Carson 
Special (NBC) 22.8 

11. Bonanza (NBC) 22.6 
12. Ed Sullivan (CBS) 22.1 
13. Girl Friends and Nabors 

Special (CBS) 21.9 
14. Tuesday Movie. 

"Istanbul Express" (NBC) 21.5 
15. Mod Squad (ABC) 21.4 
15. Bewitched (ABC) 21.4 
17. Monday Movie. 

"Satan Bug" (NBC) 21.3 
18. Carol Burnett (CBS) 20.8 
19. Smothers Brothers (CBS) 20.7 
20. Petticoat Junction (CBS) 20.4 

Battle in Battle Creek 
Transfer of construction permit for 
channel 41 in Battle Creek. Mich.. from 
group headed by former secretary of 
FCC, Mary Jane Morris. to \VZZM -T\' 
Grand Rapids. Mich. (see page 51) 
met opposition Friday (Nov. 1). 

New applicant, Channel 41 Inc., ar- 
gued that Miss Morris's group has no 
permit to transfer. Reasons cited: fed- 
eral court returned case to commission. 
on ground that hearing at original pro- 
ceeding should have been held -so per- 
mit is void: channel 41 permittee. BCC - 
TV, was dissolved Sept. 30: extension 
of BCU -TV's CP. expired Oct. 28. 

'Retreat' on CATV set 
FCC commissioners will huddle in 
seclusion this Thursday and Friday in 
their effort to arrive at solutions to 
knotty CATV problems. Site for un- 
usual "retreat" is Belmont estate. owned 
by Smithsonian institution. in Mary- 
land, between Washington and Balti- 
more. 

Commission spokesman said staff 
members will not accompany commis- 
sioners in think -tank exercise. plans for 
which were initially revealed three 
weeks ago ("Closed Circuit." Oct. 211. 

However. "independent experts" will 
participate in two -day meeting. Experts 
were not identified. except in nega- 
tive way -they have no connection 
with broadcasting industry or CATV. 

Thirty years later 
Broadcast by WKBW Buffalo. N. Y.. of 
updated version of Orson Welles's "War 
of the Worlds' radio broadcast that 
caused consternation in mid -Atlantic 
states in 1938 had similar but not so 
extensive effect late Halloween night 
(Oct. 31) . 

Station received over 200 calls. while 
telephone and police officials. and news- 
paper offices reported "numerous" in- 
quiries. 

Program had been advertised for 
three weeks in advance over air and in 
newspapers. Station also inserted notices 
every 12 minutes in program that it 
was fictionalized version of H. G. Wells 
novel. 

Debbie Reynolds series 
Debbie Reynolds, frequent TV guest but 
never in series of her own. will star 
in half -hour situation comedy for NBC - 
TV next season. She will play wife of 
newspaper sportswriter. Series. bought 
by NBC -TV without pilot. will he joint 
production venture of Filmways Inc. 
and Harmon Productions. Miss Rey- 
nolds' company. Show adds to growing 
list of half -hour comedies being pre- 
pared for 1969 -70 season (see page 42). 
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rSTORERf 
BROADCASTING COMPANY 

Concern for human needs on the 
part of Storer stations with special 
attention to young people, did not 
await a governmental "war on 
poverty". Today's increased needs 
have merely served as an incentive 
to increase the emphasis. In Detroit, 
WJBK -TV's "Sores of Discontent" 
provides a continuing forum for 
religious and social workers. 
students and ordinary citizens who 
have no other way to speak out. 
In New York, Milwaukee, Miami. 
Atlanta and Boston, Storer stations 
are constantly adding editorial and 

documentary ammunition for the 
continuing campaign to upgrade 
substandard living conditions. 
Cleveland's WJW -Ts climaxed a 
comprehensive anti -poverty pro- 
gram with a child- oriented documen- 
tary which won "best of year" honors 
from Ohio's Associated Press. In 
Toledo, WSPD -TV added a prac- 
tical bonus to its extensive edi- 
torial coverage by donating sports 
equipment 

coverage 
underprivileged 

youth. Such all -out involvement 
in community problems takes a lot 
of doing. But in the guidelines 

provided for Storer stations, things 
that might be considered very 
"special' elsewhere are accepted 
routine. That's why Storer stations 
stand out ... and another reason 
why it's good business to do 
business with Storer. 

TOLEDO 
WSPD -TV 

MILWAUKEE 
WIT) -TV 

MIAMI 
WGBS 

NEW YORK 
WHN 

ATLANTA 
WAGA -TV 

CLEVELAND 
WJW -TV 

DETROIT 
WJBK -TV 

TOLEDO 
mcnn 

CLEVELAND 
WI'1W IFM1 

BOSTON 
MCR7:_TI, 

PHILADELPHIA 
MIRK 

LOS ANGELES 
KGRS 

CLEVELAND 
WIW 

DETROIT 
WIBK 



IN AMERICA'S 

8TH LARGEST 

NEGRO MARKET 

KATZ 

IS FIRST IN 

RATINGS, SERVICE 

AND RESULTS 

IN 

St. Louis 
YOU NEED 

double 
exposure; 

- the general advertising 
of your choice and 

ALWAYS 

only full -time Negro Radio 
in the Central Middle West 

KATZ blankets the market 
within the market - over 

1/3 million consumers 

SPECIAL RADIO 
FOR ST. LOUIS 

24 HOURS A DAY 
Represented Nationally by 

BERNARD HOWARD & CO., INC. 

Datebuvk 

A calendar of important meetings and events 
in the field of communications 

' Indicates first or revised listing. 

November 
Nov. 5-6 - Annual tall meeting, Alabama 
Cable Television Association. Guest House 
motor inn, Birmingham. 
Nov. 6- Communion dinner. The Catholic 

Apostolate of Radio, Television and Adver- 
tising. Waldorf -Astoria hotel. New York. 

Nov. 7 - New deadline for comments on 
FCC's proposal to permit the use of field - 
strength measurements for determining cov- 
erage of FM and TV stations, and to estab- 
lish a standard method of making such 
measurements. Previous deadline was Oct. 7. 

Nov. 7 -9 -Fall conference. Oregon Associa- 
tion of Broadcasters. Speakers include 
Richard Salant. president. CBS News: 
Grover Cobb. KVGB Great Bend. Kan.. 
chairman of National Association of Broad- 
casters. and Paul Martin. national director 
advertising and promotion. Triangle Sta- 
tions. Philadelphia. Sheraton motor inn. 
Portland. 
Nov. 7- 10- Meeting. board of directors. 
American Women in Radio and Television. 
Shamrock Hilton, Houston. 
Nov. 8- 9-Fall meeting, Wisconsin AP Radio - 
TV Association. Ramada inn. Madison. 
Nov. 6-8 - Northeast electronics research 
and engineering meeting, sponsored by In- 
stitute of Electrical and Electronics Engi- 
neers Inc. Sheraton- Boston hotel and War 
Memorial Auditorium, Boston. 
Nov. 6-8 --West Coast conference on broad- 
casting of Institute of Electrical and Elec- 
tronics Engineers. Ambassador hotel. Los 
Angeles. 
Nov. 8- Deadline for filing comments on 
FCC's proposed rulemaking to. permit pub- 

' lic Inspection of network affiliation con- 
tracts. 
Nov. 8- Deadline for filing reply comments 
on FCC's proposed rulemaking concerning 
television programs produced by nonnetwork 
suppliers and not made available to certain 
television stations. 
Nov. 8- Annual meeting, Colorado CATV 
Association, Antlers hotel, Colorado Springs. 
Nov. 8-10 - Second district convention, 
American Advertising Federation. Speakers 
Include Howard H. Bell, president of AAF, 

I and William P. Grayson. executive vice 
president, Johnson Publishing Co., Pocono 
Manor, Pocono Manor, Pa. 
Nov. 10- 13- California CATV Association 
fall meeting. Del Coronado hotel, Coronado 
Island. 
Nov. 10-15- Society of Motion Picture and 
Television Engineers' 104th technical confer- 
ence. L'Enfant Plaza Communications Cen- 
tre, Washington. 
Nov. 11 -12 -Fall regional conference. Na- 
tional Association of Broadcasters. Sheraton 
Gibson, Cincinnati. 
Nov. 11 -35- Fourteenth annual Holm semi- 
nar on electric contact phenomena, spon- 
sored by Illinois Institute of Technology 
and !IT Research Institute. Sherman House. 
Chicago. 
Nov. 12 - Radio commercials workshop, 
International Radio and Television Society. 
Waldorf -Astoria. New York. 
Nov. 12- Formal opening new headquarters. 

Pacific Pioneer Broadcasters. Home Savings 
and Loan Building. Hollywood. 

Nov. 13- Annual meeting. Allied Artists 
Pictures Corp. Demonlco's hotel, New York. 
' Nov. 14 -15 -Fall regional conference, Na- 
tional Association of Broadcasters. Dallas 
Hilton. Dallas. 
Nov. 16- Deadline for filing comments on 
FCC's proposed rulemaking to prohibit net - 
works from owning or controlling more 
than 50% of their nonnews prime -time pro- 
graming. and to limit their participation in 
syndication activities. 
Nov. 17 -19 - Thirteenth annual seminar. 
Broadcasters Promotion Association. Speak- 
ers include John Fisher, John Fisher Enter- 
prises Ltd.. Toronto, and Ivan Tors, Miami 
TV producer. Deauville hotel. Miami Beach. 
Nov 18 -Oral argument before FCC on its 
proposed rulemaking to permit public in- 
spection of network contracts. 
Nov, 18 -19 -Fall regional conference. Na- 
tional Association of Broadcasters. Atlanta 
Marriott. Atlanta. 
Nov. 19 - Special stockholders n sting. 
Corinthian Broadcasting Corp. Bankers Trust 
Co.. New York. 
Nov. 19- Deadline for filing reply comments 
on FCC's proposed rulemaking that would 
permit stations licensed in the community 
antenna relay service to transmit program 
material originated by CATV systems. 
Nov. 19 -21 - Annual meeting, Television 
Bureau of Advertising. Continental Plaza 
hotel, Chicago. 

Nov. 19 -22- Forty -fourth annual National 
Association of Educational Broadcasters con- 
vention. Speakers Include Frank Pace Jr.. 
chairman. Corp. for Public Broadcasting. 
and FCC Commissioner Nicholas Johnson. 
Sheraton -Park, Washington. 
Nov. 19-23-- National convention, Radio and 
Television News Directora Association. Bev- 
erly- Hilton. Beverly Hills, Calif. 
Nov. 20-23 -Fifty -ninth anniversary meet- 
ing, Sigma Delta CM. Speakers include Dr. 
Frank Stanton, president CBS Inc.: Roger 
Tatarian, UPI editor: Lou Harris, pollster, 
and Donald Shanor, Chicago Daily News 
European correspondent. Atlanta Marriott. 
Atlanta. 
Nov. 21 - New deadline for reply comments 
on FCC's proposal to permit the use of 
field strength measurements for determining 
coverage of FM and TV stations, and to 
establish a standard method of making 
such measurements. Previous deadline was 
Oct. 21. 

Nov. 21 -23 - Sixth annual National Broad- 
cast Editorial Conference sponsored by the 
Radio- Television News Directors Associa- 
tion. Beverly- Hilton hotel. Beverly Hills, 
Calif. 
Nov. 22- Autumn managers seminar, Kan- 
sas Association of Radio Broadcasters. Ra- 
mada Inn. Manhattan. 
u Nov. 22- Luncheon meeting. Pacific Pioneer 
Broadcasters. Sportsmen Lodge. North Holly- 
wood. Calif. 
Nov. 26- Newsmaker luncheon, internation- 
al Radio and Television Society. Waldorf - 
Astoria hotel, New York. 

December 

Dec. 6-8 -Third annual radio programing 
conference. Radio Program Conference Ad- 
visory Committee. Riviera hotel, Las Vegas. 
Dec. 9 -New deadline for filing comments 
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Like this kind of living? 

Foods from America's fields move to 
your table fast... and at lower cost... 
by the modern computerized rail way. 

11110 Space Age thinking results in futuristic new freight cars. Jet streams of air help unload 
flour... soft and fluffy... for your baking. Giant tanks ... thermos bottles on wheels... 
keep orange juice cool and fresh -without refrigeration. New rail ways of moving things 
for the kind of living you like make average rail freight charges lower today than ten 
years ago. And we're constantly improving. In just one more generation there'll be 
50% more people requiring more production of everything ...and more good transportation. 

Dependence on railroads will grow and grow. And railroads will be ready. 

ASSOCIATION OF 

American 
Railroads 



Everyone in South Florida is talking 
about the weather... 

on MIAMI'S WLBW -TV 

HADAR Weather 
reported by South Florida's only 
meteorologist Walter Cronise 
ONLY Miami station with its own meteorologist 
ONLY Miami station with its own complete radar installation 
ONLY Miami station with direct communication 

to National Meteorological Center 

ONLY Miami station with its own corps of "Weather Watchers" 

W LBW= 
MI A M I .FLORIDA C NNATI OHIO 

14 (DATEBOOK) 

on FCC's proposed rulemaking concerning 
television programs produced by nonnet- 
work suppliers and not made available to 
certain television stations. Previous deadline 
was Oct. 8. 

Dec. 9- ]1- Twenty- fourth annual exhibition. 
National Electronics Conference Inc. Con- 
rad Hilton hotel, Chicago. 
Dec. 16 -Oral argument before FCC on Its 
proposed rulemaking to prohibit networks 
from owning or controlling more than 50% 
of their nonnews prime -time programing, 
and to limit their participation in syndica- 
tion activities. 

January 1969 

Jan. 9 -New deadline for filing reply com- 
ments on FCC's proposed rulemaking con- 
cerning television programs produced by 
nonnetwork suppliers and not made avail- 
able to certain television stations. Previous 
deadline was Nov. 8. 

Jan. 10 - Network newsmen newsmaker 
luncheon. International Radio and Televiaion 
Society. Waldorf -Astoria hotel, New York. 
Jan. 10- 12- Midwinter conference. Florida 
Association of Broadcasters. Orlando. 
Jan. 16- 18- Florida CATV Association meet- 
ing. Marco Island. 
Jan. 17 -Cable Television Association of 
New England meeting. New Hampshire 
Highway motel, Concord, N. H. 
Jan. 13- 17- Annual winter meeting National 

Association of Broadcasters board of direc- 
tors. Americana hotel, San Juan. P. R. 

Jan. 24 -25 -First annual convention, Geor- 
gia Cable Television Association. Macon. 
Jan. 27- Annual midwinter meeting, Idaho 
State Broadcasters Association. Downtowner 
motel, Boise. 
Jan. 28 - New deadline for filing reply com- 
ments on FCC's proposed rulemaking to 
limit station acquisitions to one full -time 
outlet per market. Previous deadline was 
Sept. 30. 

February 1969 

Feb. 5- Newsmaker luncheon. International 
Radio and Television Society. Waldorf - 
Astoria hotel, New York. 
Feb. 6 -9 - Meeting, board of directors. 
American Women in Radio and Television, 
Las Vegas. 

Feb. 7- 8- Annual winter convention of 
New Mexico Broadcasters Association. Hilton 
hotel. Albuquerque. 
Feb. 12 -14 - Annual convention, National 
Association of Television Program Execu- 
tives. Los Angeles. 
Feb. 14 -15 - Meeting, board of trustees, 
educational foundation, American Women 
in Radio and Television. Executive House. 
Scottsdale, Ariz. 
Feb. 17 -19 - Eleventh annual midwinter 
conference on government affairs. American 
Advertising Federation. Statier- Hilton, Wash- 
ington. 
Feb. 25-28 -1968 Conference, Western Radio 
and Television Association and West Coast 
Instructional Television. Olympic hotel. Se- 
attle. 

March 1969 

March 13 - Annual anniversary banquet, 
International Radio and Television Society. 
Ed Sullivan will receive 10th annual Gold 
Medal Award. Waldorf -Astoria hotel, New 
York. 
March 21 - International Radio and Tele- 
vision Society luncheon for international 
broadcasting awards winners. Waldorf -As- 
toria hotel, New York. 
March 23-25--Southern CATV Association 
meeting. Monteleone hotel, New Orleans. 
March 23-26- Annual convention. National 
Association of Broadcasters. Shoreham and 
Sheraton -Park hotels. Washington. 

BROADCASTING, Nov. 4, 1968 



Below- the -line production from 
Reeves Video; it's the way to 
shoot the best pictures you ever 
had in your show. 

Below- the -line from Reeves 
isn't new. Our credits include 
shooting for such pros as Com- 
pass, Wolper, Yorkshire, Singer, 
Banner, Jaffee, TNT, and such 

important shows as Hallmark Hall 
of Fame, Kraft Music Hall, Ice 
Capades of 1969, Singer Presents 
Hawaii Ho. 

Our people know their jobs, 
completely. They're professionals 
right down to their fingertips. 

Our equipment is uniquely de- 
signed to let us tailor it for the 

REEVES 
V I D E O D i iI S, O rv 

job at hand. You don't pay for 
idle gear to sit around unused. 

Our post -production backup is 
without peer. It lets you walk out 
with a show ready to air. 

The Reeves below- the -line ca- 
pability is some package. You 
might call it a below- the -line 
broadside. 

A DIVISION OF REEVES BROADCASTING CORPORATION 
304 EAST 44TH STREET, NEW YORK, N.Y. 10017. (212) OR 9 -3550 TWX 710 -581.4388 



The thought is from Thomas Macaulay. The interpretation is by Sister Mary Corita, Immaculate Heart College. 

"Men are never so likely to settle 
a question rightly as when they discuss 
it freely." 
It's an old concept. 
It was old long before Macaulay. 
But in our lifetime, the meaning of free discussion 

has changed. 
Suddenly, with the advent of broadcasting, it involved 

the participation of millions. Simultaneously. 
Broadcasting has succeeded in bringing free, responsible 

discussion to more people than ever before. 
If it is the achievement of which we are proudest, it is also 

the one for which we feel the keenest sense of responsibility. 
Nowhere has that responsibility been made more vivid 

than in those countries where it has been abused. 
The power born of free discussion on electronic media 

is virtually limitless. 
We are dedicated to keeping it as a power of the people. 
Not the broadcaster. 

GROUP BOSTON WBZ WBZ -TV 

NEW YORK WINS 

PHILADELPHIA KYW KYW-TV 

BALTIMORE WJZ -TV 

PITTSBURGH KDKA KOKA -TV 

FORT WAYNE WOWO 

CHICAGO WIND 

SAN FRANCISCO KPIX 

LOS ANGELES KFWB 

WESTINGHOUSE BROADCASTING COMPANY 
AO. 





NEED A SPARTA 

CONSOLE? 

CONTACT CCA HEM) 

CCA 
CCA ELECTRONICS CORP. 
GLOUCESTER CITY, N. J 

(609) -456 1716 

JUST PUBLISHED 

"A delightful 
excursion through 

twenty turbulent years. "* 

The Golden We 
A HISTORY OF BROADCASTING 

IN THE UNITED STATES, 
VOLUME II- 1933 TO 1953 

By ERIK BARNOUW 
"A fascinating record. . Ranges 
widely, from New York's Mayor La- 
Guardia broadcasting the comics to 
more serious discussions of FCC deci- 
sions and even an analysis of the condi- 
tions leading to the ruin of some fine 
artists and performers during the Red 
Channels period. An engrossing mem- 
oir of the day before yesterday." 

-Publishers' Weekly 

"For those who seek to teach or study 
broadcasting in America - here is the 
obvious text." -* NICHOLAS JOHNSON, 
Commissioner, Federal Communica- 
tions Commission. Line cuts, 16 pages 
of halftones. $9.00 

At all bookstores 

OXFORD UNIVERSITY PRESS 

BROADCASTING is the one 
journal that reports the 
complete business week of 
broadcasting . . . edited 
and departmentalized for 
readers who need to know ... 
but fast. 

sea LU 
Lim J 

OpenMike 

Asks rebuttal aids 
EDITOR: Your editorial "Abuse for 
what ?" [BROADCASTING, Oct. 28] con- 
tained an excellent suggestion. We at 
wash New Bedford, Mass. would be 
proud to document on a weekly basis 
the accomplishments of the electronic 
media. Would it be possible for BRoAD- 
CASTING to contain a weekly scorecard 
of the previous week's outstanding pro- 
grams in both radio and television, to 
which we could add our own local 
accomplishments? 

This would solve the problem of each 
station gathering the necessary material 
for a continuing campaign. 

Your editorials should and could 
serve as a beacon light for an aggres- 
sive and militant organization dedicated 
to protecting broadcasting from ma- 
rauding, publicity- minded politicians. - 
George Gray, president and general 
manager, vim( New Bedford, Mass. 
(The job of providing promotional material 
Is one for the broadcasters' own trade as- 
sociations.) 

Promote the medium 
EDITOR: In BROADCASTING, Oct, 21 
there was a story headlined: "Gleam in 
Sears eye is for radio." We would like 
to have permission to reprint it. I am 
sure this will create much interest in 
radio in our general area and especial- 
ly from sponsors. -Gary W. Hagerich, 
president and general manager, WHHO 
Hornell, N. Y. 

(Permission granted) 

Hudson River issue 
EDITOR: 1 find it interesting that al- 
though Senator Muskie (D -Me.) was 
accompanied by 63 members of the 
national press during his "inspection" 
of the Hudson River -only the New 
York Times and BROADCASTING [Oct. 
21 ] suggested the basic issue which 
concerned wvox [New Rochelle, N.Y.], 
i.e. 95% of the Hudson River is in New 
York State. 

Governor Nelson Rockefeller and 
the state of New York have been bat- 
tling the problem of pollution of our 
rivers and streams for many years. 

I would also think it helpful if the 
record could show that wvox did not 
"harass" Senator Muskie and West- 
chester [county, N.Y.] Representative 
Richard Ottinger. In fact, the two 
Democratic office- seekers chartered a 
65 -foot ocean -going yacht to dramatize 
their viewpoint. Wvox, as a responsible 
member of the community, also sought 
to dramatize our viewpoint. It was 
never our intention to "harass" Sena- 

tor Muskie. And you may be interested 
to know that wvox has just this week 
endorsed Representative Ottinger in his 
bid for re- election. We did it "grudg- 
ingly . . but definitely. " -William F. 
O'Shaughnessy, president, wvox New 
Rochelle, N. Y. 

A review of color -film costs 
EDITOR: An article on the rising costs 
of producing television commercials in 
the August Television Magazine was 
based on the American Association of 
Advertising Agencies' study of these 
increasing costs comparing 1963 fig- 
ures to 1968's. In this study, one sta- 
tistic stands out; that is, the reported 
366% increase in the cost of color film 
stock. As reported in the AAAA study, 
the 366% increment appears to be a 
direct result of substantial increases in 
the cost of a given foot of raw film 
stock. However, such an increase is not 
supported by our actual pricing policies. 

Increases in price of color raw -film 
stock amount to approximately a 12% 
increment. 

Today's practices differ sharply from 
1963's. Demand for greater flexibility 
and creativity in editing rooms has led 
to increased shooting ratios as corn - 
pared to those of 1963. As a result, 
more color motion - picture film is used 
for a given commercial than was used 
five years ago. 

Although Television and BROADCAST- 
ING have been combined into a single 
publication, I am sure you will retain 
your Television readers. Therefore it 
would be helpful if we could cor- 
rect misleading implications that the 
AAAA's figure of a 366% increment 
on the cost of color raw -film stock was 
solely a result of increases in the cost 
of a foot of raw -film stock. D. E. 
Hyndman, assistant vice president and 
general manager, Motion Picture and 
Education Markets Division, Eastman 
Kodak Co., Rochester, N.Y. 

The record UHF price 
EDITOR: You stated ( "Closed Circuit," 
Oct. 21) that the $4.5 million for the 
purchase of WIRF -TV Philadelphia by 
Taft Broadcasting is the record for a 
UHF anywhere. 

WLKY -TV (ch. 32) Louisville, Ky., 
was acquired by Sonderling Broadcasting 
Corp. for $4,791,622 and assumption of 
approximately $1.1 million in liabili- 
ties.- Lorraine Lancaster, executive sec- 
retary, Bahakel Broadcasting, Charlotte, 
N.C. 
(Miss Lancaster is correct, as BROADCAST - 
ING's researcher should have discovered by 
checking BROADCASTING's Issue of Dec. 
18, 1967.) 
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BROADCASTING PUBLICATIONS INC. 
Sol Taishoff, president; Lawrence B. 
Taishoff, executive vice president and 
secretary; Maury Long, vice president; 
Edwin H. James, vice president; B. T. 
Talshoff, treasurer; Irving C. Miller. 
comptroller; Joanne T. Cowan. assistant 
treasurer. 

Broadcasting 
TELEVISION 
Executive and publication headquarters: 
BROADCASTING -TELECASTING building. 
1735 DeSales Street, N.W., Washington. 
D.C. 20036. Phone: 202 -638 -1022. 
Sol Taishoff, editor and publisher, 
Lawrence B, Taishoff. executive VP. 

EDITORIAL 

Edwin H. James, vice president and 
executive editor; Rufus Crater, editorial 
director (New York) ; Art King, manag- 
ing editor; Frederick M. Fitzgerald, 
Earl B. Abrams, Lawrence Christopher 
(Chicago), Leonard Zeidenberg, David 
Berlyn (New York), Rocco Famighetti 
(New York), Morris Gelman (Holly- 
wood), Sherm Brodey, senior editors; 
Joseph A. Esser. F. Martin Kuhn, 
Robert A. Malone, associate editors; 
Alan Steele Jarvis. James C. Learnard, 
Timothy M. McLean, Steve Millard. 
Sue H. Tropin, staff writers; Jeffrey 
Olson, Mehrl Martin, Marcia Sanford. 
editorial assistants; Gladys L. Hall. 
secretary to the publisher. 
Jack Lefkowitz, art director. 
Erwin Ephron (vice president, director 
of media, Papert, Koenig, Lois), 
research adviser. 

BUSINESS 

Maury Long, vice president and general 
manager; Warren W. Middleton (New 
York), national sales manager; Ed 
Sellers. advertising director; Eleanor 
Manning (New York), institutional sales 
manager; George L. Dant, production 
manager; Harry Stevens, traffic man- 
ager; Bob Sandor, assistant production- 
traffic manager; Margaret E. Montague, 
classified advertising; Dorothy Coll, 
advertising assistant. 
Irving C. Miller, comptroller; Eunice 
Weston, assistant auditor; Sheila 
Thacker. 

CIRCULATION 

David N. Whitcombe, circulation direc- 
tor; Richard B. Kinsey, subscription 
manager; Michael Carrig, William 
Criger, Kwentin Keenan, Jean Powers, 
Suzanne Schmidt, Katherine Tucker, 
Arbenia Williams. 

BUREAUS 

New York: 444 Madison Avenue, 10022. 
Phone: 212- 755 -0610. 
Rufus Crater, editorial director; David 
Berlyn, Rocco Famighetti, senior editors; 
Walter Troy Spencer, associate editor; 
Hazel Hardy, Caroline H. Meyer, Linda 
Miller, staff writers. 
Warren W. Middleton, national sales 
manager; Eleanor R. Manning, institu- 
tional sales manager; Greg Masefleld, 
Eastern sales manager; Laura D. 
Grupinski, advertising assistant. 
Chicago: 360 North Michigan Avenue, 
60601. Phone: 312-236-4115. 
Lawrence Christopher, senior editor; 
David J. Bailey, Midwest sales manager; 
Rose Adragna, assistant. 
Hollywood: 1680 North Vine Street. 
90028. Phone: 213-463-3148. 
Morris Gelman, senior editor; Bill 
Merritt, Western sales manager. 

BROADCASTING. Magazine was founded in 
1931 by Broadcasting Publications Inc., 
using the title, BROADCASTING.-The 
News Magazine of the Fifth Estate. 
Broadcasting Advertising was acquired 
in 1932, Broadcast Reporter in 1933, 
Telecast. in 1953 and Television' In 
1961. Broadcasting -Telecasting was 
introduced in 1946. 
*Reg. U.S. Patent Office. 
(Copyright BROADCASTING 1968) 

Charlotte. 

Forget it. 
Sure we love our home city. But the 

thing to remember when you're reaching 
for the total Charlotte Market is that 

91% of the homes in our survey area are 
outside Metro Charlotte. In other 

words, only 9% of our more than one - 
million homes are in the Metro. 

And one sure way to cover that total 
market is with a spot schedule on WBTV. 

On the average, 100 WBTV metro rating 
points deliver more total homes than 
150 rating points on Charlotte's #2 

station. In fact, our share of total homes 
is actually highest in all the top 50 

TV markets. 
Remember to buy the total Charlotte 

Market - and buy WBTV. 

Then you can afford to be a little 
forgetful about Metro Charlotte. 

WBTV 
CHARLOTTE 

JEFFERSON STANDARD 
BROADCASTING COMPANY 
JEFFERSON PRODUCTIONS 

WBT / WBT -FM / WBTV 
Represented Nationally by TAR 

'Top 50 Markets by ARB Primary Rank. Average quarter.hour audience in total homes. share 
of total homes, and metro rating points, Feb. /Mar. 1968 ARB. The audience figures are 
estimates only, and are subject to the qualifications set forth in the survey report. 
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hIoiiLij4feiofrom Thomas J. McDermott of N. W. Ayer & Son, New York 

Bell focuses on the problems of the cities 

For more than 28 years, the American 
Telephone and Telegraph Co. has found 
that one very effective way to deliver 
its broadcast advertising messages is 
with a vehicle that has intrinsic value. 
As the world knows, the prime vehicle 
for the past three decades has been 
the Bell Telephone Hour. I'll discuss 
the past shortly but the "right now" of 
the AT &T story is literally, "right 
now." 

The Bell System feels that there is 
a national problem of such import that 
it deserves close examination: the prob- 
lem of American cities. The cities har- 
bor the bulk of the American Negro 
population and the social problems that 
face them and other minority groups. 
The cities are the seats of decay, vio- 
lence and instability. Without dwelling 
on the obvious, it is safe to say that 
the violence witnessed over the past 
several years is due in part to the fact 
that so many people are living in places 
not fit to be lived in. Why? This is a 
problem that deserves such intense and 
minute study that the Bell System is 

devoting the greatest part of its ad- 
vertising budget to a series of "White 
Papers" on NBC -TV about our urban 
problems. 

The first of these programs, entitled 
Cities Have No Limits, was aired 
Sept. 13 and dealt in depth with how 
the cities have gotten into trouble. The 
hope is that the background this pro- 
gram gives will help all Americans 
understand better the evolution of the 
cities' problems. 

The second show, to be broadcast 
from 9 -11 p.m., NYT, Dec. 30, will 
examine in detail many problems that 
the cities face today. From the defini- 
tion of the current problems that will 
be arrived at in this second program 
will grow the third and last in this 
years' series: a 90- minute program 
scheduled for April. This will examine 
the crisis of the city as a community. 
It will deal with the dual -level structure 
of the community. People who live in 
the cities have to learn to get along 
on the political and social levels. In 
other words, people have to learn to 
live within the physical structure of the 
city and also have to learn to get along 
with the others who also live within 
the city. 

By defining and trying to find solu- 
tions to the problems that face Ameri- 
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can cities, the Bell System will not only 
use NBC News's Frank McGee as 
commentator -reporter but will also rely 
heavily on recognized urban experts 
such as John W. Gardner, Daniel P. 
Moynihan and Charles Hamilton. This 
will not only add depth to the discussion 
but will help the viewers see that in- 
creasingly concerned and influential 
people do, as Mayor John V. Lindsay 
of New York has said, "give a damn." 

AT &T's interest in the cities is based 
on the nature and concentration of its 
business. Seventy per cent of the corn - 
pany's business, equipment and facilities 
are located in cities. Seventy per cent of 
AT &T employes work in the cities and 
a large number of them live in them 
too. For this reason, AT &T is concerned 
and has been for many years. The wel- 
fare of the company and its people 
hinge on the fate of American cities. 
If the cities fail, the results for the 
company, for our economy and for the 
country would be far reaching and pos- 
sibly disastrous. 

Prior to this year, the Bell Telephone 
Hour was the primary vehicle for 
AT &T's advertising messages. It was 
an enjoyable and unique chapter in 
broadcast history. From 1940, when 
the Bell Telephone Hour was launched 
on NBC radio as a series of weekly 
half -hour musical shows featuring tenor 
James Melton and soprano Francia 
White, until last April when the show 
concluded on NBC -TV with a feature 
hour on "Jazz: the Intimate Art," the 
Telephone Hour was the broadcast 
source of the best music available. 
Many artists who otherwise refused to 
appear on radio (and subsequently, tele- 

vision) were heard and seen on Bell 
Telephone Hours. For many years, 
many musical luminaries found this the 
only program worthy of their talents. 
From Jascha Heifetz to Benny Good- 
man, the whole musical spectrum was 
covered. 

This year it was decided the Telephone 
Hour had to be abandoned to make 
way for the upcoming series of "White 
Papers." AT &T will also sponsor three 
entertainment specials. 

For many people the fact the Tele- 
phone Hour has been abandoned is a 
great source of frustration. It really 
needn't be since the Bell Telephone 
Hour is not completely gone. Each 
Sunday evening from 6:30 -7 p.m. 
NYT on NBC Radio AT &T presents 
Encores from the Bell Telephone Hour. 
This half -hour series is narrated by the 
man who, more than anyone else, is 
associated with the Telephone Hour: 
Donald Voorhees. Mr. Voorhees was 
the director of the Bell Telephone 
Orchestra throughout the entire 28- 
year life of the Bell Telephone Hour. 
He narrates the show and he also rem- 
inisces with the people involved about 
their experiences on the Telephone 
Hour and about their musical careers 
as well. Original performances from 
Bell Telephone Hour are heard, 

All in all, AT &T has presented and 
will continue to present its messages 
in vehicles that suit the needs and 
tastes of the times. The forthcoming 
"White Papers" and the past associa- 
tion with the Bell Telephone Hour 
truly make AT &T one of the most re- 
sponsible and responsive advertisers in 
broadcasting history. 

Thomas I. McDermott is senior vice presi- 
dent and director of broadcast activities at 
N. W. Ayer & Son, New York. He's been 
with the agency in that city since 1933, the 
year he joined Ayer in its radio -TV depart- 
ment as a broadcast timebuyer. Mr. Mc- 
Dermott moved into broadcast planning 
where his responsibilities have continued 
with the addition of conducting broadcast 
programing negotiations with networks on 
behalf of Ayer's clients. He was elected a 
senior vice president in April 1967. 
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Warner Wolf's Sports Call isn't even heard 
at prime radio time. Yet its Monday 
thru Friday hour averages 4,100 telephone 
busy signals ... a measure of the ability of 
Washington's only 50,000 watt news, information 
and sports radio station to turn on people, 
turn on sales. Want more proof ? 

Call collect: (code 202) 244 -5678.. . 

let our Mr. Dobra turn you on. 

A POST -NEWSWEEK RADIO STATION IN WASHINGTON, D.C. Represented by 

CBS Spot Sales 
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-:_ ings on her 
fingers and 

bells on her toes, 
she shall have 
music wherever 
she goes. 
Yolanda Parapar. WIOD's music director 
surrounds herself with the sounds of music. 
She listens, selects and presents to Program 
Manager Biggie Nevins for programming 
music the adult majority of Southern 
Florida wants to hear most. Contemporary 
classics. New arrangements. New solid 
sounds. Ever -popular standards. She listens 
to every new recording. She records 

WI 
610 AM 97.3 FM MIAMI 

every listener request. She blends the finest 
on -air musical balance in Miami. She 
balances the up -tempo and the lush instru- 
mental. Weaves instrumental and vocal. 
She keeps the bells ringing and good music 
everywhere in the air of Miami. 
We've got rhythm, we've got music, we've 
got Yolanda Parapar. Who can ask for 
anything more? 

Represented nationally by Edward Petry & Co., Inc. 

THE SOUND OF THE ADULT MAJORITY 

COX BROADCASTING CORPORATION WSB AMFMTV, ATLANTA; WHIG AMFM.TV, DAYTON; WSOC AMFMtV, CHARLOTTE; WICO AMFH, MIAMI; WIICTV. PITTSBURGH; RTVU, SAN FRANCISCOOARLAND 

22 BROAPCASTING, Nov. 4, 1968 



N ov.4,1968: Vo 1.7 5, N o.19 

Agencies turn cool to middlemen 
Barter and brokering come under scrutiny 
as head of AAAA defends agency buying skills 

The controversial "middlemen" in 
broadcast advertising -the barter mer- 
chant and the independent media buy- 
er -were objects last week of a public 
attack by the head of the American As- 
sociation of Advertising Agencies. 

The same middlemen were placed 
under careful scrutiny in an official 
AAAA report scheduled to be made 
public today (Nov. 4). Though the re- 
port makes no recommendations, it lists 
the advantages and disadvantages that 
may confront agencies in buying tele- 
vision or radio time through barter 
houses or buying services. Read in con- 
text with the opinions advanced last 
week by Edward L. Bond Jr., chairman 
of Young& Rubicam and of the AAAA, 
the report makes a strong case for 
agency caution in dealing through in- 
termediaries. 

Mr. Bond chose to make his views 
known before as meaningful an audi- 
ence as he could have selected -the As- 
sociation of National Advertisers, some 
of whose members have said that mid- 
dlemen can sometimes deliver better 
buys than their agencies of record can. 
To the ANA, assembled at its annual 
meeting, Mr. Bond made the point that 
middlemen may on occasion bring in 
a tonnage buy at lower cost per thou- 
sand delivered by an agency but that 
in the long run it is the agency that 
must produce media efficiency tuned to 
marketing objectives (see page 26). 

Mr. Bond took his strong stand in a 

speech prepared for delivery last Fri- 
day, just three days before the sched- 
uled release of the official AAAA re- 
port -which comes to grips with a 

problem that has plagued advertising 
agencies, station representatives and 
stations themselves on an unprecedented 
scale over the past few months: How 
to cope with outside groups that profess 
to be able to deliver media schedules, 
particularly in spot broadcasting, at 
prices substantially below those that ad- 
vertising agencies are able to obtain. 

The association's study apparently 
evolved from the emergence in the past 
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18 months of the independent media - 
buying service, which, at the direction 
of advertising agencies, promises and 
often seems to deliver campaigns at re- 
duced costs. 

The impact of these outside buyer - 
negotiators has been felt only over the 
past few months and has touched off 
confusion and controversy in the adver- 
tising and media communities (BROAD- 
CASTING, July 15 et seq.). 

Mr. Ewen 

Borden executive new 
ANA board chairman 
William H. Ewen, director of advertis- 
ing services for Borden Inc., was named 
chairman of the board of the Associa- 
tion of National Advertisers last Thurs- 
day (Oct. 31) as the ANA opened its 
59th annual meeting at The Homestead, 
Hot Springs, Va. (see page 26). 

John P. Kelley, director of advertising 
for the Goodyear Tire & Rubber Co., 
was elected vice chairman. 

Bröädästinq 

Though the independent buying serv- 
ices constitute the immediate concern, 
the AAAA's study also encompassed 
the barter house since both types of 
organizations, it was pointed out, af- 
fect "the availability and price of sta- 
tion time" and, on occasions, there 
seems to be a working relationship be- 
tween the two categories. 

Against this background, the report, 
titled "Barter and Brokerage of Media 

Mr. Kelley 

Peter Allport 
president. 

The following were elected directors: 
William A. Bartel, Celanese Corp.; A. 
Dexter Johnson, Eastman Kodak; Mar- 
vin H. Koslow, Bristol -Myers: Richard 
Q. Kress, North American Philips; Wil- 
liam P. MacFarland, Campbell Soup, 
and John J. Morrissey, Ford Division 
of Ford Motor Co. 

In addition, two current members of 
the ANA board were re- elected: H. 
Walton Cloke, North American Rock- 
well, and Howard M. List, Kellogg Co. 

was re- elected ANA 
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Time and Space," was prepared for the 
AAAA board of directors under the 
supervision of James J. McCaffrey, 
president of LaRoche, McCaffrey and 
McCall, New York. Mr. McCaffrey 
worked with a study group headed by 
Michael Donovan, who was, until sev- 
eral weeks ago, vice president and di- 
rector of media for Papert, Koenig, 
Lois and is now with CBS -TV in Chi- 
cago as director of market and sales 
development, central sales. The material 
was gathered by Mr. Donovan, then re- 
viewed with the study group and sent to 
the AAAA board of directors for com- 
ment. 

In a preface to the study, the AAAA 
noted that national -spot TV and radio 
today account for about $1.3 billion in 
annual advertising volume, almost one - 
fifth of all agency -placed advertising 
in the U. S. It called the barter house, 
"developing importantly since 1956," 
and the barter (or independent timebuy- 
ing service), emerging in 1967, as "two 
new factors in the availability and price 
of station time." 

The AAAA said it is "impossible to 
guess how much time is sold through 
barter and brokerage" but "it is surely 
at the rate of millions of dollars per 
year." The AAAA pointed out that 
the report was "an effort to collect 
relevant information, gathered from a 
number of sources," and added: "It is 
presented without recommendation, 
since each agency must decide individ- 
ually whether and when to use these 
outside services." 

The report stressed that both barter 

and brokerage flourish mainly in the 
spot- broadcasting field but the main 
difference between them is that barter is 
limited to the exchange of merchandise 
for time while the brokerage involves 
payment in cash for the media time or 
space. Some of the independent media - 
buying services evolved out of barter 
houses, it was noted, although most 
brokers maintain today that they do 
not engage in barter. 

The report hinted broadly that despite 
protestations there is still a relationship 
between the barter operations and the 
brokers. The latter may tap the in- 
ventories of barter houses in certain 
markets to obtain needed coverage 
there. But, at the same time, they may 
buy for cash in other markets, thereby 
reducing the overall cost of a campaign. 

Barter began to develop a special 
affinity for radio and television starting 
in 1956, the AAAA document stated, 
because, unlike the printed media which 
can control the size of their publica- 
tions, stations sometimes have time 
periods that are unfilled. The report 
indicated that most stations barter to 
sonic extent for merchandise to be used 
as prizes or to equip their offices. 
(There are only limited opportunites for 
barter or brokerage in the printed 
media, according to the report.) 

A station, for example, may allocate 
$50,000 worth of time to a barter op- 
erator in return for $25,000 worth of 
merchandise, it was explained. The 
barter operator, in turn, finds interested 
advertisers to buy the time at attractive 
rates, perhaps $33,000 to $35,000, and 

still turn a profit. 
Based on agency experience with 

barter houses, the AAAA report listed 
the following possible advantages of 
using a barter schedule for a client: It 
may occasionally provide staff relief for 
the purchase of time; it may provide 
rates that arc generally discounted at 
least as low as an agency can buy; it 
frequently is combined with "sweet- 
eners," such as car cards and merchan- 
dising; it may include rates not available 
to an agency. The possible disadvan- 
tages cited: Its schedules are mostly 
pre- cmptible: barter is not available to 
all clients; it is impossible to account 
fully for unit price of items on sched- 
ule: time positions available arc usually 
fringe in value, restricting the "cumc" 
potential; it is generally difficult to meet 
the specification of plans via barter, and 
agency staff must be employed to di- 
rect and screen schedules. 

The brokerage firms (independent 
media buyers) claim they will deliver 
a planned broadcast schedule at a lower 
cost -per -thousand impressions than that 
specified in the agency's media plan. 
The AAAA speculated on several ex- 
pedients they may use to accomplish 
the objective. 

"The service may tap the inventories 
of barter houses. It may take the risk 
of putting a higher proportion of the 
time into pre -emptible spots, a higher 
proportion than the agency would or- 
dinarily see fit to hazard. It may actual- 
ly take a loss on some of the media 
facilities and buy at card rates, if cer- 
tain media refuse to 'deal' but are 

Agency rules on middlemen 

Doyle Dane Bernbach sets up guidelines 
for working with outside organizations 

Doyle Dane Bernbach, New York, has 
formulated "guidelines for spot broad- 
cast purchases made through barter 
companies of timebuying service organi- 
zations," setting up conditions under 
which DDB will work with outside or- 
ganizations. The guidelines, attached as 
an exhibit to the American Association 
of Advertising Agencies, are as follows: 

"(1) All schedules to be purchased 
must be approved by our timebuyer be- 
fore a dollar commitment is made. 

"(2) Target group specification and 
program environment will be made 
available to the barter or timebuying 
organization along with schedule dates, 
rating goals, type of announcements, 
day -part specifications and the desired 
proportionate distribution among these 
separate factors expressed in either dol- 

lars or rating points. 
"(3) When the barter or timebuying 

organization is unable to meet schedule 
requirements in terms of either circula- 
tion or program environment, we will 
negotiate with another competitive or- 
ganization or with the stations and /or 
their representatives directly. Unless our 
buyer agrees otherwise, schedules must 
be in his hands at least 11 working days 
in advance of the proposed start date 
for a campaign. 

"Failure to deliver within the dead- 
line will automatically mean that we will 
arrange for an alternate source. Fail- 
ure to deliver' includes nonreceipt of 
schedules and nonfulfillment of speci- 
fications established by our timebuyer. 

"(4) We may use more than one or- 
ganization for any given advertising 

campaign on a single account, but in- 
tend not to use two competitive organi- 
zations the same market during a ne- 
gotiating period. 

"(5) We intend not to negotiate with 
the stations and /or their representatives 
while a barter or buying service organi- 
zation is in the process of negotiating 
prior to the deadlines specified in para- 
graph three above. 

"(6) Upon approval of the author- 
ized schedule. written confirmations will 
be delivered to our timebuyer within 24 
hours. Failure to forward written con- 
firmations will automatically be con- 
strued as 'failure to deliver', and the 
agency will then proceed at its sole dis- 
cretion to arrange for alternate sources. 

"(7) No spot schedules will be pur- 
chased subject to pre- emption without 
notice except for those pre- emptions due 
to emergency broadcasting in the public 
interest. It will be permitted to purchase 
schedules subject to pre -emption upon 
advance notification provided that al- 
ternate scheduling or pre -empted spots 
is approved by our timebuyer. No an- 
nouncements will run as make -goods 
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needed for the specifications of the 
media plan. 

"Heavy reliance is put on the ability 
to wring concessions from stations. 
This does not always work out; many 
major stations in major markets state 
that they offer the same deal to agencies 
as to the timebuying services. The 
greatest leverage for the outside services 
undoubtedly is in middle to small -size 
markets and among independent sta- 
tions in any markets which are subject 
to heavy competitive pressure." 

The AAAA report commented that 
the buying services "seem able to make 
a substantial profit," which is estimated 
to run between 10% and 15 %. Their 
profit, after the agency commission, is 

the difference between their bid price 
and the actual cost of buying the sched- 
ule. "As in the case of barter opera- 
tions," the AAAA noted, "the bill [to 
the agency] will not fully disclose the 
unit costs of the spots in the schedule." 

Among the possible advantages to 
an agency of using independent time- 
buying services (brokers), the AAAA 
mentioned these: They can provide staff 
relief for the purchaser of time; they 
claim to be more expert than the aver- 
age agency buyer in negotiating rates; 
they claim to have an inventory avail- 
able to them not available to agencies, 
and they will frequently "sweeten" 
schedules with other sources, including 
other media, marketing services and! 
or merchandising. 

Among the possible disadvantages 
pointed out by the AAAA: Terms of 
unit buys made by brokers are not dis- 

closed, making it impossible to account 
fully for the unit price or source of 
items on schedule; brokering is not 
available to all accounts; agency sur- 
renders control to a third party without 
full knowledge of the deportment of 
that party, and an agency staff must be 
employed to direct and screen sched- 
ules. 

The AAAA report pointed out that 
agencies regard it as their obligation to 
obtain the lowest possible rates for 
clients. Most agencies arc likely to con- 
sider the use of outside services if they 
can indeed deliver at the lower rates 
with requisite effectiveness, it added. 
The AAAA study included in its ap- 
pendix guidelines established by Doyle 
Dane Bcrnbach for spot broadcast pur- 
chases made through barter or time- 
buying organizations (separate story, 
page 24). 

AAAA raised the question: Will 
barter and brokerage continue to 
grow in spot broadcasting? The answer, 
it said, hinges on six considerations: 

The economic condition of the spot 
broadcast market. In a tighter market 
in which station time is in demand, 
barter and timebuying services will find 
it difficult to obtain attractive offerings. 

The policies of individual stations. 
Leading stations assert that they make 
the same offering to all buyers, but few 
stations have as yet "proclaimed such 
policies," the AAAA noted. 

The influence of station representa- 
tives. Some representatives have pro- 
posed "basic ground rules" when deal- 
ing with outside services, under which 

stations would send copies of all con- 
tracts to advertising agencies as well as 

to the outside companies. 
The influence of advertising agen- 

cies. Some agencies have notified sta- 
tions that they must know specifically 
what stations arc doing in terms of the 
organizations through which stations 
arc selling time. 

The competence of advertising - 
agency timebuyers. To whatever extent 
the outside services can really surpass 
agency timebuyers in buying proficiency 
and as long as advertisers will accept 
nondisclosure of unit prices, outside 
services arc sure to be a force in 
broadcasting. 

The attitude of advertisers. If 
clients believe that outside services can 
consistently deliver better values, they 
will insist that the services be used. 

The AAAA report, in one section, 
considered the legality of barter and 
brokerage and concluded that lawyers 
seem to agree that both barter and 
brokerage of time and space are legal. 
But the report touched on speculation 
that some advertising agencies them- 
selves might elect to venture into 
brokerage and commented that, in this 
eventuality, "harder legal questions 
might arise." AAAA made this observa- 
tion: 

"What if an advertising agency today 
should combine its purchases of time 
to purchase blocks of time or space and 
re -sell to all clients? What if an agency, 
more simply, combined purchases for 
all clients into one buying pool? What 
if "several" agencies joined forces to 

for pre -emptions without such approval. 
"(8) A dollar value will be assigned 

to each announcement purchased and 
failure to broadcast for any reason 
whatsoever other than our negligence 
will he credited to the amount of the 
value assigned unless a make -good has 
been authorized by our buyer. 

"(9) Make -goods for pre -empted an- 
nouncements will be authorized by the 
timebuyer provided the make -good an- 
nouncement equals the pre -empted an- 
nouncement in terms of specified values. 

"(10) The rating source upon which 
circulation values will be determined 
will be specified in advance by the time - 
buyer to the barter or time -buying serv- 
ice organization; wherever estimates of 
seasonal rating adjustments are to be 
made, the timebuyer will furnish the 
adjustment factors to be used in each 
market assigned. 

"(11) The barter or time -buying 
service organization will specify in ad- 
vance of the submission of schedules for 
approval of the exact cancellation priv- 
ileges of each transaction under ques- 
tion. 

"(12) Proof of performance will be 
furnished to us in the form of notarized 
station affidavits of performance. 

"(13) As new market rating reports 
are received from the specified rating 
sources during the life of a campaign, 
substantially disadvantageous changes 
to the purchased schedule will constitute 
grounds for renegotiation to time peri- 
ods meeting the original specifications. 
A loss of audience of 5% or more will 
be considered a substantially disad- 
vantageous change. 

"(14) The barter service and /or 
time- buying service organization must 
agree to maintain strict confidentiality 
on all information given to it by us. 

"(15) The barter and /or time -buying 
service organization will assign only 
people fully employed by it to handle 
any aspect of our assignment. Part- 
time employes will be acceptable to us 
provided that they are not simultaneous- 
ly on the payroll of any other adver- 
tising agency. any advertiser, any broad- 
caster or any other organization en- 
gaged in any aspect of advertising, pub- 
lic relations, promotion or press. 

"(16) The barter and /or time -buying 
service organization will specify at the 
time schedules are submitted for ap- 
proval whether the schedules are corn - 
missionable to us or not. 

"(17) All invoices from the barter 
or time- buying service organization for 
a specified campaign assigned to it by 
us will he submitted only to us, with as 

many copies as we may specify, it be- 
ing understood that we will not re- 
quest more than its normal practices 
require. 

"(18) We ask that the barter or 
time- buying organization produce ei- 
ther: ( I ) a statement by a broadcast 
station's financial officer on station let- 
terhead that payment in full has been 
received by the station before DDB 
pays invoices, or (2) a statement by a 

broadcast station's financial officer on 
station letterhead that neither DDB nor 
its clients' other advertising agencies 
will be held responsible for payments 
for schedules placed by the barter or 
timebuying organization. This confir- 
mation from stations will be required 
before DDB pays any invoices." 
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enhance their buying power? 
"These are possibilities for an adver- 

tising agency to consider, based on the 
business judgment of its management 
and the advice of its legal counsel. 

"It might well be held that such pools 
would enhance the buying power of 
larger agencies at the expense of smaller 
agencies. It might also be complained 
that they would enhance the buying 
power of larger advertisers, at the ex- 
pense of small advertisers. The pur- 
ported ability of large advertisers to 
secure substantial discounts for televi- 
sion advertising was one of the princi- 
pal factors relied upon by the Federal 
Trade Commission in disapproving the 
acquisition of Clorox by Procter & 

Gamble, a decision affirmed by the 
Supreme Court." 

The report stressed that it was mak- 
ing no recommendations and did not 
disclose the identity of companies active 
in barter and brokerage. One adver- 
tising agency official who had read the 
report and was highly conversant with 

the subject had this comment: 
"The report is intended solely to pro- 

vide a broad outline of what is going 
on in bartering and brokerage today. 
An association has to be careful, not 
only because of the possible legal im- 
plications of recommendations it might 
make, but also because the Four A's 
consists of both large and smaller agen- 
cies and the latter may well find barter 
and brokerage suitable avenues for 
their businesses. Presumably, barter and 
brokerage companies were not identi- 
fied because they are known to advertis- 
ing agencies." 

Though both barter and brokerage 
organizations ordinarily shun publicity, 
the identities of a number are known. 
Among the barter companies are At- 
wood Richards, New York; Pepper 
Sound Studios, Memphis, Tenn.: Uni- 
versal Communications, New York; 
Promotional Services Inc., New York; 
RDR Associates, New York; Linwood 
Associates, New York, and Regal Ad- 
vertising Associates, New York. Broker- 

age firms, whose growth is a recent de- 
velopment, embrace four known com- 
panies: U. S. Media -International, New 
York; Adonis Radio Corp., New York; 
Timebuying Services Inc., New York, 
and Broadcast Media Corp., Chicago. 
(Atwood Richards, said to be the larg- 
est barter organization, was acquired 
earlier this year by the Chemway Corp. 
U. S. Media, the acknowledged leader 
in brokerage, has reported that it plans 
to "go public" in the near future. 
Adonis Radio, another broker, was 
acquired recently by LIN Broadcasting 
Corp., a conglomerate that also owns 
broadcasting stations.) 

The Four A's report shied away from 
estimating the advertising volumes 
placed by these outside organizations. 
But based purely on what officials in 
these fields claim for billing when they 
consent to talk for publication, barter 
in 1968 could run to approximately $30 
million and brokering to about $40 
million. Some officials think these fig- 
ures are inflated, but who can tell? 

Fee system growing, Bond tells ANA 
Speaking of middlemen, Y &R chairman warns 
that advertiser will pay for apparent savings 

The newly emerging media -buying serv- 
ices and the older institutions of barter 
and brokerage were brought under fire 
last week at the 59th annual meeting of 
the Association of National Advertisers. 

Edward L. Bond Jr., chairman of 
Young & Rubicam and of the American 
Association of Advertising Agencies, 
made the attack in a speech prepared 
for delivery Friday (Nov. I) at a ses- 
sion on "The Future of the Advertising 
Agency Business." 

Mr. Bond's speech preceded by three 
days the issuance of a major report on 
barter and brokerage by the agency 
association he heads (see page 23). 

Mr. Bond devoted to the subject 
about one -fifth of a wide- ranging speech 
that foresaw a marked reduction in 
agency activities in providing marketing 
and merchandising services for clients, 
increased use of the fee system to sup- 
plement the basic media -commission 
system of agency compensation and in- 
creased government involvement in ad- 
vertising and marketing. 

The session was a highlight of two 
and a half days of meetings that ranged 
across a broad spectrum of advertising 
issues from the social responsibilities of 
advertisers to the use of computers, 
research and the almost -always -present 
question of "creativity," what it is and 
how it works (see stories this issue). 

One of four closed workshops sched- 

uled Friday afternoon was to deal with 
TV problems, and "independent media - 
buying services (middlemen) for spot 
TV" was on the agenda there, too. 
Along with use of minorities in tele- 
vision, violence in programing. new 
efforts to improve TV rating services 
and electric monitoring of commercials. 

Mr. Bond said that although cost 
savings offered by media -buying serv- 
ices suggest that the advertiser benefits 
at the expense of the station, "the his- 
tory of business has shown that this 
kind of expense will eventually be paid 
for by the advertiser." 

He traced the rise of the media - 
buying services to softness in the spot 
TV market, asserting that "an average 
station's net profit had dropped from 
34% in 1966 to 18% in 1967." Nego- 
tiation with respect to price became ob- 
vious, he said, "and attracted the media 
specialists and lent believability to their 
claim. There should certainly be better 
negotiating with respect to price. And 
price, to my way of thinking, should be 
based on competitiveness, ingenuity and 
the worth of the product -not on block 
buying." 

Mr. Bond questioned whether "brok- 
erage buying," as distinct from "tradi- 
tional" buying, "truly serves the best 
interests of the advertiser." In one sys- 
tem, he said, "you pick your market" 
and "aim your dollars specifically at 
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the defined market," while the other 
system doesn't pick a brand target but 
"buys big, perhaps in the millions, and 
hopes to hit everyone, everywhere." 

"On a short -term basis this will, very 
likely, deliver the dollar savings; but I 
question whether, in the long run, it 
will work for the good of the various 
brands. Is CPM everything? Aren't tim- 
ing and impact part of the yardstick 
you need to evaluate what is, and isn't, 
a good buy? 

"Could it be that with your dollar - 
savings plan you are indeed talking to 
more people -but less often? Is this 
good for the individual brand? Until 
you know the answers to these ques- 
tions, you don't really know whether 
you've made a good buy after all." 

To those who "would separate the 
media -buying function from the agen- 
cy on the assumption that others can 
get it for them wholesale," Mr. Bond 
had this to say: "Lowered CPM does 
not necessarily lead to consumer ac- 
tion. And the buying function cannot 
be disassociated from the planning, 
creative and concept areas of advertis- 
ing. If you separate the creative effort 
from the media -selection area, or media 
planning from media negotiation, it is 
impossible to give the brand the consid- 
eration it must have to meet the com- 
petitive conditions of the world it lives 
in." 

"I am not," he continued, "opposed 
to equitable rate reductions. A station 
is entitled to cost out and sell its prod- 
uct at any price it chooses. What I am 
firmly against is price cutting, or barter, 
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on the assumption that the buyer is 
getting the same items for which he 
formerly paid full price -when he isn't. 
If, in such purchases, the advertiser 
loses control over when his advertising 
will run, if the degree of precision has 
been reduced, if the purchase means 
that the brand franchise is in any way 
sacrificed then I question whether the 
bargain is really a bargain." 

If it is time for a change, Mr. Bond 
suggested, "logic and common purpose 
should dictate that mutually advanta- 
geous pricing reforms could be better 
implemented if the four principals -ad- 
vertiser, agency, station and station rep 
-worked together to create the most 
efficient packages -efficient in terms of 
cost, objective and implementation. 

"I think that the arrival on the scene 
of the barter -brokerage house has been 
good for the advertising business be- 
cause it has shaken up so many people. 
It's good for every business once in a 
while to re- examine all its functions and 
find out whether it's still organized to 
serve the current needs of its clients in 
the best possible way. Our business has 
always existed under the threat of being 
replaced by a direct relationship be- 
tween the media and the advertiser." 

Mr. Bond spoke out against house 
agencies as unable to match the service 
of independent agencies except, per- 
haps at far greater expense, and said 
that economic reasons, if nothing else, 
will curtail the marketing merchandis- 
ing and research services that agencies 
currently provide for clients. He main- 
tained that "creativity," despite all the 
talk about it, is no new break through 
but dates back at least 45 years. 

"If there is anything new and big 
coming up," he said, "it's the advent of 
the systems approach -the application 
of scientific method to solving business 
problems ... the new approach to un- 
derstanding people and understanding 
markets -an understanding far greater 
than we have ever had before of how 
advertising works in the marketplace." 

Mr. Bond, speaking on "Time for a 

Change," said one of the prime reasons 
for change is economic: "Of member 
agencies who reported their profits to 
AAAA, the agencies billing over $40 
million showed that on the average, 
their profit margins in 1967 were the 
lowest of any of the preceding five 
years. The reasons for lower profits are 
many, and not the least of them is the 
increase in our costs. The cost of good 
talent has skyrocketed, a matter of sup- 
ply and demand. 

He doubted that agencies would 
"grow much beyond the current share - 
of- market levels," because of problems 
of competition, client conflicts and nor- 
mal attrition. "Somewhere between 5% 
and 7% of national advertising would 
seem to me to be about all any one 
agency is likely to get, no matter how 

good its product." 
Mr. Bond said he thought the 15% 

commission system "will continue to be 
the nucleus of agency compensation," 
but foresaw a continuing trend toward 
special fee arrangements as a supple- 
ment. He thought more and more ad- 
vertisers would agree to define product 
conflict" as that between products that 
are directly competitive, and would al- 
low their agencies to represent a non - 
competing product even when produced 
by a corporate competitor. 

Goverment's interest in "consumer- 
ism," Mr. Bond said, "will inevitably 
peck away at our freedom of opera- 
tion" and "we will be more and more 
restricted in what we can say and, to a 
lesser degree, where we can say it, and 
this of course, puts an even greater 
premium on sound creativity." 

In another speech prepared for the 
same session, Marvin Bower, of Mc- 
Kinsey & Co., management consultants, 
bluntly attacked the media -commission 
system of agency compensation as "a 
cancerous growth that destroys the very 
foundations of a true professional re- 
lationship" between agency and client. 
When an agency's compensation is tied 
directly to client spending, he said, any 
agency recommendation for an increase 
in spending may be suspect. 

"The ultimate answer," he said, "is 
not difficult to state: just use the free 
basis employed by legal, accounting 
and management consulting firms." He 
did not appear optimistic about early 
success in wholesale substitution of this 
system, but said failure should not stem 
from lack of effort. 

Equally bluntly, Mr. Bower came out 
for total elimination of policies against 
letting agencies handle products that 
compete with one another: "Law, ac- 
counting and management consulting 
firms serve directly competing compa- 
nies with their full knowledge and with 
no harmful effects to any of the parties." 

As to computer -based media services 

and who should provide them, adver- 
tisers and agencies themselves or spe- 
cialized independent companies, Mr. 
Bower said the answer "is not to be 
found in efficiency and cost alone; con- 
sideration should also be given to the 
intangible of relating message to media, 
apart from the demographics. The inde- 
pendent judgment of the agency on 
media decisions should not be given up 
lightly." 

Some other aspects of agency- adver- 
tiser relations were explored by client 
and agency representatives in a follow - 
up session. 

Television was one of the major 
factors cited by Richard L. Gilbert, of 
Gilbert Advertising, as contributing to 
the emergency of "today's bold new 
ways of communication." 

All of the economic and social 
changes already in progress, he said, 
"were complicated by the fact that TV 
was creating a huge new gap between 
the generations- between those who 
learned to read and write before the 
advent of television and those who 
came to TV first. This cynical, terribly 
aware generation grew up with TV. 
The visual tranquilizer awaited their re- 
turn from the hospital and by high 
school graduation, they had clocked 
more than 10,000 hours of TV viewing 
time. They are the only citizens who are 
natives of this new electronic environ- 
ment. It is their terrain -and unless 
you give them depth and involvement 
you will be ignored." 

Earle Ludgin of Earle Ludgin & Co., 
like Mr. Bond of Y &R, disagreed that 
"creative" agencies are something new, 
but, he cautioned, "the brilliant crea- 
tive work that is being produced today 
is not being emulated so much as it is 
being initiated. Its brilliance is being 
confused with cleverness. Alas, there is 
a world of difference." 

Creativity was also to get a full ses- 
sion of its own on Saturday (Nov. 2) 
with speeches by three of the more 

Arthur Bagge explains 
BMC's buying practices 
Arthur W. Bagee, president of Broad- 
cast Media Corp., Chicago -based na- 
tional timebuying service company. 
wrote agency clients and prospects 
last week to clarify his firm's position 
in the public debate over what such 
firms do or do not do. Bartering or 
brokering of time headed the list of 
things BMC does not do, Mr. Bagge 
said. 

Neither does BMC "cut out the 
rep," he said, since the firm works with 
station representatives. Mr. Bagge 
added: "We are not cuttine or lower- 
ing station profit, not middlemen and 

not wheelers or dealers." 
BMC, Mr. Bagge explained. is com- 

posed of "hard -nosed deliberate buyers 
of time. Our major objective is to 
execute a media plan in order to 
achieve the very best efficiencies with 
optimum values for our clients." 

As long as there is more than one 
station or availability in a market, Mr. 
Bagge said, "maximum evaluation and 
judgments are necessary to scrutinize 
the several potentially best media mixes 
for the greatest efficiencies." 

Mr. Bagge emphasized: "We are to- 
tally committed to spot ... the more 
efficient the investment in spot, the 
greater investment. This is growth for 
the spot industry." 
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widely recognized "creative types" in 
the business today: Jack Roberts of 
Carson /Roberts, Carl Ally of Carl Ally 
Inc., and Charles H. Brower of BBDU. 

Herbert D. Strauss of Grey Advertis- 
ing, a publicly held agency, told the 
session on advertiser- agency relations of 
some of the advantages of "going pub- 
lic," including the "disciplining effect" 
of public reports on "both an agency's 
people and its performance." 

He speculated that the reason some 
publicly owned agencies stocks have 
not performed up to expectations is that 
there was "too great an initial emphasis 
on the so-called "glamour" of the busi- 
ness, attended by subsequent disappoint- 
ment at the same time, he said, "there 
has doubtless been too little emphasis 
on, and understanding of, the long -term 
growth and solidity of the agency 
business." 

In a session on computers, Dr. 
Charles Raymond of Marketing Con- 
trol Inc., related computer develop- 
ments in medicine and education to 
those that may come in marketing. 
"In advertising today," he said, "as in 
medicine and education yesterday, the 
chief obstacle to the profitable use of 
the computer is the absence of suffi- 
cient information reliable enough to 
warrant fast processing." 

He showed how the computer may be 
used to collect as well as analyze data. 
and Dudley Fich of the Pillsbury Com- 
pany, and Dr. Benjamin Lipestein of 
Sullivan, Stauffer, Colwell & Bayles 
showed how their companies got deci- 
sion- makers themselves to use com- 
puters "because they wanted to" and 
"because they were rewarded by doing 
so." 

Advertising can 
help solve problems 
Business urged to use 
powerful medium to aid 
nation in time of crisis 

What business is doing -and how it 
could and should do more -to use ad- 
vertising to attack social and racial 
problems was emphasized by Norman 
E. Cash, president of the Television 
Bureau of Advertising, at the opening 
session of the 59th annual meeting of 
the Association of National Advertisers 
last Thursday (Oct. 31) at the Home- 
stead, Hot Springs, Va. 

Mr. Cash showed examples of broad- 
cast and print advertising being used by 
individual advertisers as well as by the 
Advertising Council to help solve prob- 
lems ranging from unemployment to 
urban decay, poverty, better schools, 
juvenile delinquency and crime control. 

All these problems are business prob- 
lems as well as social problems, he em- 
phasized, and there are business as well 
as humane reasons for advertisers to 
help solve them. 

He cited commercials by General 
Electric that worked recruitment into 
an argument that better -lighted streets 
would reduce crime, by Gulf Oil stress- 
ing employe training in the ghettos, 
by the Institute of Life Insurance urging 
viewers' help in solving urban problems. 

Xerox, Hines, Polaroid, and Royal 
Globe Insurance Co.'s were among 
other advertisers whose efforts to attack 
basic social problems through adver- 

ANA gold medal for 
Clarence Eldridge 
Clarence Eldridge, marketing consultant 
and former key advertising executive of 
General Foods, Campbell Soup and 
Young & Rubicam, was awarded the 
Association of National Advertisers' 
Gold Medal for leadership last Thurs- 
day (Oct. 31) as the ANA opened its 
59th annual meeting (see above, page 
26). 

"He has given us more through our 
association than has anyone in or out 
of our membership," Joseph V. Getlin 
of Ralston Purina, ANA chairman for 
1968, said in making the award. "He 
has spoken to us- wisely and well - 
almost innumerable times, but generally 
away from the limelight under the au- 
spices of our off -the -record seminars." 

Mr. Eldridge's career has included 
service at Y &R as vice president and 
supervisor of the General Foods ac- 
count and chairman of the plans board; 
at General Foods as vice president in 
charge of marketing, and at Campbell 

Soup as executive vice president, mar- 
keting. He is the author of a series of 
essays, "The Management of the Mar- 
keting Function," published by ANA. 

tising were shown. The CBS News 
program on hunger was cited as another 
effort tnat produced affirmative results. 

Mr. Cash said: "It speaks well for us 
in the advertising business that our larg- 
est advertiser is also our most impor- 
tant one" not Procter and Gamble or 
General Motors but the Advertising 
Council. Last year it received $320 
million in media time and space or 90% 
of the combined P&G and GM ad- 
vertising expenditures. 

But individual advertisers, he said, 
can pick up the theme of the Ad Coun- 
cil-or of many other public service or 
trade association organizations -in ad- 
vertising of their own that can advance 
the cause of social, public and individ- 
ual advertiser interests. 

Mr. Cash also released results of a 
survey, conducted for TVB by R. H. 
Ruskin Associates for presentation at 
the ANA meeting, which showed that 
most people in the U.S. think govern- 
ment, not business, should be primarily 
involved in helping resolve today's so- 
cial problems. In many cases schools 
and religious groups were rated ahead 
of business as factors that ought to be 
involved in solving these problems. 

But that was not true, Mr. Cash said, 
of respondents who were younger, bet- 
ter educated, or in higher income brack- 
ets. These, he noted are "the people 
most important to business as con- 
sumers and as manpower" -and the 
ones whose views should not be ignored. 

In the same session C. W. Cook, 
chairman of General Foods, stressed 
that it is "merely enlightened self- inter- 
est for us to help to create the climate 
in which business can continue to 
prosper." Much as advertisers can and 
should do, however, he stressed, they 
cannot do all- government must help. 

"Only with the full cooperation of 
government -government at all levels- 
can business make maximum contri- 
butions in this vital work," and he 
added this "must have a profit and, if 
the government expects business to help 
solve social problems it must make it 
possible for business to do so at a 
profit." 

Mr. Cook noted that business leaders 
are often called into government service 
and praised for their contributions, 
"only to be criticized severely by some 
government people for their steward- 
ships of their business activities." 

The result, he said, "is bound to be 
an undermining of public confidence in 
business." 

Mr. Cook said that "the administra- 
tion voted into office next Tuesday - 
whatever its party designation -must 
make it clear all down the line, to every- 
one serving in it, that government does 
indeed welcome business as its partner 
in trying to progress meaningfully in 
our national goals of creating a better 
life for all America. 
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wcco 
Radio. 
Bigger 
than TV. 
(In Minneapolis.St.Patil.) 
WCCO Radio is the biggest thing in 
broadcasting in the Minneapolis -St. Paul 
market. Our most dramatic and convincing 
point: WCCO Radio is bigger than TV! 

Check these comparisons, based on average 
quarter -hour estimates from ARB: 

ALL DAY...ALL WEEK: WCCO Radio 
attracts larger audiences than any television 
station in the Twin Cities. (6:00 AM -12:00 
Midnight, Monday- Sunday). 

DAYTIME: The WCCO Radio audience 
is bigger than all four Minneapolis -St. Paul 
TV stations COMBINED. 
(6:00 AM -6:00 PM, Monday- Friday). 

PRIME TIME: WCCO Radio's morning 
audience is greater than the evening audience 
of any Twin Cities TV station. (6:00 -10:00 AM, 
Monday- Friday, for WCCO Radio; 6:30 -10:30 
PM, Monday- Friday, for TV). 

On each point, WCCO Radio is the clear -cut 
leader among all persons 12 and older. Also 
adults, women and men. 

Before setting your next 
budget, get full details of 
WCCO Radio's bigger - 
than-TV story. You'll find 
there's more to adver- 
tising than meets the eye. 

WCCO À io 
MINNEAPOLIS , ST PAUL Represented by CBS RADIO SPOT SALES 

Source: ARB estimates. Radio: Oct: Nov. 1967 and April -May 1968. TV: Oct. 1967, Nov. 1967, Jan. 1968 Feb. March 1968 and July 1968. 

Total survey areas. All data subject to qualifications which WCCO Radio will supply on request. 



Threat to co -op advertising fought 
Tide of opposition rises against FTC's 

restrictions on promotional allowances 

A potential storni is brewing at the 
Federal Trade Commission over an 

FTC- proposed set of guidelines affect- 
ing commercial advertising allowances 
that, if promulgated, could cause a 

definite crimp in, and possible demise 
of broadcast cooperative advertising. 

That spectre has been conjured up 
by one Washington law firm -Howrey, 
Simon, Baker & Murchison -that is 

vigorously opposed to the guidelines. 
Once they are effected, the firm claims, 
sellers concerned with avoiding viola- 
tions of the law "will be encouraged to 
avoid cooperative advertising and con- 
centrate their budgets on their own 
advertising where they can control all 
aspects of the program...." 

The law firm is but one of 65 -plus 
associations and individual proprietors 
representing a broad spectrum of Amer- 
ican business that have filed nearly 
unanimous opposition to those FTC 
guidelines proposed in July. Among 
those groups filing are heavy spot -TV 
users- Procter & Gamble, Bristol - 
Myers, Miles Laboratories -Chas. Pfizer 
& Co.; the Electronic industries Asso- 
ciation; Grey Advertising, and various 
trade associations and marketing or- 
ganizations representing such diverse 
business interests as drugs, soap, tobac- 
co, toilet goods, beer, toys, popcorn 
and avocadoes. 

The issue was recently joined by 
the American Advertising Federation, 
which, although it had not filed com- 
ments, sent a letter to each of the five 
FTC commissioners last week request- 

ing an en banc hearing on the pro- 
posed guidelines. AAF stresses that it 
is "vitally important for the members 
of the commission to appreciate the 
practical and sometimes insurmountable 
difficulties that will be confronted in 
the industry's attempts to conform to 
the guidelines." They will have a "sub- 
stantial impact on all sellers who have 
advertising allowance programs." it is 

alleged. and "advertising itself will be 
seriously affected." 

In anticipation of the proposed hear- 
ing AAF has retained the Washington 
law firm of Pierson, Ball & Dowd to 
assist it in the proceeding. 

What the commission has proposed 
are guidelines designed to provide a 

"useful and comprehensive tool for as- 
sessing the impact" of certain legal re- 
quirements contained in the Robinson - 
Patman Act, an amendment to the 
1914 Clayton Antitrust Act. 

Rohinson- Patman purportedly pre- 
vents competitive inequalities that come 
from certain types of discrimination 
(in promotional payments and services, 
for one) by sellers in interstate com- 
merce. it requires sellers to treat com- 
peting customers for their services on 
proportionally equal terms, a stipula- 
tion that the commission implies is 
honored more in the breach than in the 
observance. Those covered by the act 
include "any kind of advertising, in- 
cluding cooperative advertising." 

The FTC was prompted to write the 
new guidelines by a recent U. S. Su- 
preme Court decision that in substance 

How TV- network billings stand in BAR's ranking 
Broadcast Advertisers Reports' network -TV dollar revenue estimate -week ended Oct. 20, 1963 
(net time and talent charges in thousands of dollars) 

expanded the term "customer." The 
court said that advertisin'i allowances 
offered by sellers to direct buying re- 
tailers (customers) must be equally 
available to competitive "indirect" buy- 
ing retailers. 

'The commission's proposed guidelines 
include the expanded definition. In ad- 
dition the commission goes beyond 
Robinson -Patman to apply legal penal- 
ties to sellers who pay customers for 
services that are not rendered, or who 
overpay for services which have been 
rendered, and to customers who know- 
ingly (or the commission says, "should 
know") receive discriminatory or other 
"improper" payments. The onus for 
determining whether the advertising has 
been placed as contracted or what's im- 
proper falls on the seller and customer, 
respectively. 

According to the guidelines the seller 
has "a duty to inform" all customers, 
direct and indirect, of its promotion 
plan with a notice that "must prove 
to be effective in practice." The chain 
of information may wind from whole- 
saler to distributor to letters to tele- 
grams to trade publication announce- 
ments, but if it's apparent to the seller 
that his notice is not effective, then the 
FTC says "a more effective means must 
be adopted promptly." 

The commission will further require 
that if a promotional plan doesn't suit 
all customers, the seller must provide 
alternatives to the plan that will per- 
mit participation "by all competing 
customers on proportionally equal 
terms." As an example the commission 
cites a case where the seller might 
offer a cooperative radio -TV advertis- 
ing plan which some of his customers 
may be too small to use. The seller then 
must offer them some "usable" alter- 
native "on proportionally equal terms," 

Cay parts 

Week 
ended 
Oct. 20 

ABC 
Cume 
Jan 1- 
Oct. 20 

Week 
ended 
Oct.20 

CBS NBC 
Cume Week Cume 
Jan.1 ended Jan. 1- 
Oct.20 Oct. 20 Oct.20 

Total 
minutes 

week I 

ended 
Oct. 20 I 

I Total 
dollars 

week 
ended 

Oct. 20 

19tí8 
total 

minuses 

1968 
total 

dollars 

Monday. Friday 
Sign -on -10 a.m. 5 $ 145.8 $ 22.?.8 5 3,290.1 5 346.5 5 13.96.4 116 5 567.3 3,075 $ 17.342.8 

Monday -Friday 
10 a.m. -6 p.m. 1,762.9 48,674.9 2,959.7 114,003/ 2,408.8 93,973.2 964 ' 7,131.4 37,058 256,651.3 

Saturday- Sunday 
Sign -on -6 p.m. 2,198.3 41,770.8 2,019.1 39.477.5 884.2 26,002.2 333 5.101.6 10,396 107,250.5 

Monday. Saturday 
I 

6 p.m. -7:30 p.m. 1,451.4 14,001.4 756.1 22.944.9 k9.5 23,970.6 122 2,917.0 I 3,775 60,916.9 

Sunday 
6 p.m. -7:30 p.m. 460.0 4.411.6 278.3 8,022.1 225.7 7,321.4 , 31 964.0 837 19,755.1 

Monday- Sunday 
7:30 -11 p.m. 6.910.6 193,148.3 7,355.1 236.817.4 8,184.3 238,753.4 457 

Ì 22,451.0 18,403 668,719.1 

Monday- Sunday 
11 p.m.- Sign -off 503.3 13,856.7 149.1 4,741.2 461.3 18,829.9 86 ¡ 1,113.7 3,254 37,427.8 

Total $13,286.5 5316,009.5 $13,738.2 $429,296.4 I $13,220.3 5422,757.6 : 2,109 I $40,245..) 76,798 1 51,168,063.5 
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Donald's gottem! 
(W- 

mariiiisin Aar ?. rv. 

W% of Ameri's TY 1i1aes. 
Source :SRDS1968 

WHEW New York 
KTTV Los Angeles 
WKBS Philadelphia 
WKBG Boston 
WWI Detroit 
KNEW San Francisco 
WKBF Cleveland 
WTTG Washington,D.C. 
WIIC Pittsburgh 
KPLR St. Louis 
KDTV Dallas 
WTTV Indianapolis 
WBAL Baltimore 
KOMO Seattle 
KHTV Houston 
WJRJ Atlanta 
WTIC Hartford 
WCKT Miami 
KTXL Sacramento 
KMBC Kansas City 
KGW Portia nd,Ore. 
WFLA Tampa 
KBTV Denver 
WOWE Albany 
XETV San Diego 
WATU Augusta, Ga. 
WSWO Dayton -Springfield 
WBJA Binghamton 
KPHO Phoenix 

(And that's for openers!) 

52 weeks with 46 weeks of 1st run -only 6 weeks of repeat. 

90 minutes or 60 minutes! Never loses momentum! 

More entertainment and more involvement! 

theDonald -ti ConnorÍAow 
MPC METROMEDIA PRODUCERS CORPORATION 
(Formerly Wolper TV Sales) 
485 Lexington Avenue, New York, N.Y. 10017, 682 -9100 
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such as advertising in neighborhood 
or weekly newspapers, envelope stuffers, 
and handbills. 

One alleged detrimental effect regard- 
ing TV advertising budgets for former 
users under these guidelines is noted 
by Calgon Corp. Calgon claims that 
large advertisers are given a lower "per - 
minute" rate for TV time because of 
their annual purchases of advertising. 
"Stripped of the use of promotional 
allowances, the smaller seller would in 
point of fact be at a competitive dis- 
advantage were he to allocate those 
dollars to ... TV at higher rates," a 
factor which Calgon says would dis- 
courage manufacturers from using this 
form of competitive marketing. 

The commission further won't accept 
so- called "tripartite" plans where pro- 
motional assistance is administered by 
third parties who are neither suppliers 
nor customers. It cites one example 
where a seller may not buy advertising 
time from a radio station and have the 
station furnish free radio time only to 
certain favored customers of the seller. 

Industry practices which contravene 
these guidelines will not be excused on 
the basis of competition is "very keen," 
or special allowances must be given to 
some customers in order to be com- 
petitive, the commission says. Nor will 
such practices be condoned if they are 
justified through savings in the cost of 
manufacture, sale or delivery. 

If the filings are any indication, the 
business community is buying little or 
none of this apparent legal labyrinth. 
One major drug firm says it would have 
to mail 20 million letters alone to 
inform its customers of a cooperative 
plan -that is, if it knew who all of its 
customers were. A major contention 
of many firms is that outside the whole- 

Schick's shtick: 
to shave the hippie 
In a television campaign begun last 
week, Schick Electric has undertaken 
the task of convincing hippies to adopt 
the "clean -cut" look. 

Two 40- second commercials for 
Schick electric razors, to be run with 
other 20- second Schick commercials, 
were created by Dancer- Fitzgerald -Sam- 
ple and filmed by VPI, both New York. 

The campaign will run until Christ- 
mas on all three networks and on spot 
television in 18 large markets. 

The Lancaster, Pa. -based company 
chose the hippie theme despite its ac- 
knowledgement that "research has 
shown the alienated, extremist youth 
group to be surprisingly small." Schick 
reasoned the "sullen, bearded element 
is the more publicized; thus the theme 
to convert the far -out is dramatic and 
appropriate for an electric razor that's 
so new and different from competition." 

sale distribution process, the identity 
and location of its customers is an un- 
known quantity, The burdensome cost 
notifying hundreds of thousands of cus- 
tomers is also cited. 

"One stroke of [your] pen [will] put 
the independent wholesale and retail 
grocery business back 40 years," claims 
one trade association. Another group 
charges the guidelines will initiate a 
"complete re- orientation of selling 
practices to the detriment of manu- 
facturers and jobbers alike." A Florida 
marketing consultant sarcastically notes: 
"What the Supreme Court and the do- 
gooders in FTC have done is to damn 
98% of the people involved to get at 
2 %." 

Whether or not the FTC has damned 
a majority of the business community 
may yet be determined in a hearing. 
But one attitude is evident: If the guide- 
lines are promulgated, cooperative ad- 
vertising may be avoided like the plague. 

Bell voices concern 
with advertising's image 
Advertising's battered image was the 
focal point of a speech delivered to 
West Coast media representatives by 
Howard H. Bell, president of the Amer- 
ican Advertising Federation, Washing- 
ton. The thrust of his presentation was 
that advertising is now being blamed 
for everything that happens in our so- 
ciety from violence to rising prices of 
goods. 

Explained Mr. Bell: "The role of ad- 
vertising and its contributions to our 
economic well -being are not universally 
understood or aporeciated or even ac- 
cepted in some government and public 
circles, including academia." Mr. Bell 
also told the AAF's western regional 
conference in Palm Springs. Calif "Our 
shortcomings are magnified and ex- 
rloited by our detractors while few sup- 
porters of the free enterprise system 
rally to the defense of the industry 
which has done so much to build that 
system." 

The four -day convention (Oct. 24- 
27), also heard major addresses by Ted 
H. Factor, senior vice president in 
charge of West Coast operations for 
Doyle Dane Bernbach, Los Angeles, 
and John P. Cunningham, one of the 
founders and now honorary board 
chairman of Cunningham & Walsh, 
New York. 

Both stressed the importance of strong 
ideas in successful advertising. "It's 
ideas that motivate oeohl -," Mr. Factor 
said. "The clever arrangement of pic- 
tures and words amuses people, but only 
an idea will move them." 

Mr. Cunningham, who expressed be- 
lief that the industry is generating more 
creative ideas than ever before, pointed 
out too that advertising ideas have to be 

sought deliberately, "just as we would 
set out on a planned excursion, or a 
safari, or an exploration." 

Theme for the regional convention 
was "advertising climate -the weather 
you can do something about." 

FTC to view Geritol spots 
regarding false claims 
The Federal Trade Commission is 
scheduled to screen Geritol TV corn - 
mercials Thursday (Nov. 7) during a 
public hearing the agency is holding to 
determine whether the commercials 
violate a 1967 order on misleading 
claims for the product. 

The FTC originally ordered the 
manufacturer, J. B. Williams Co., and 
its agency, Parkson Advertising, both 
New York, to stop making "false and 
misleading claims" to the effect that 
Geritol is a remedy for tiredness and 
that tiredness is a symptom of iron de- 
ficiency in 1965. Last December the 
order became final. 

The FTC said a review of a report 
purporting to show the company's com- 
pliance with the final order indicated 
Geritol advertising, mostly in TV com- 
mercials. may not comply with the 
order. 

`SNAP' computer gives 
ad media quick answers 
Dancer - Fitzgerald - Sample has an- 
nounced creation of a computerized 
mathematical model for evaluating na- 
tional and local advertising media in 
every market. 

DFS said SNAP (Spot /Network Al- 
location Program) "is the first system 
designed to allocate media weight 
(audience) rather than dollars on a 
market - by - market basis, depending 
upon the advertiser's requirements." 

Although first used for broadcast 
media, it also can be adapted to national 
and local print media. SNAP uses both 
IBM 360/30 and IBM 360/65 com- 
puters, utilizing two banks, one to store 
marketing information for all geograph- 
ical areas and the other audience data, 
including demographics. 

Agency appointments: 
Shulton Inc., New York, has moved 

two accounts totaling estimated $2.5 
million billing. half in broadcast, to 
Compton Advertising, New York. Prod- 
ucts are Manpower men's toiletries, 
about $1.2 million, and Technique hair 
preparations, about $1.3 million. 

Brown Bottle Inc., Chicago, new self - 
service restaurant franchise system, 
has named North Advertising there. 
TV -radio are included in advertising 
plans that will be national by end of 
1969. 
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MARRIS 

WDXL's top talent is getting bunions. 

BROADCASTING, Nov. 4, 1968 

Ben Enochs 
says we're to blame. 
Says Ben, "Automation worked so well for our FM operation, 
we decided to automate our AM. Some people say it doesn't 
pay to automate an AM station with small -town programming. 
But the Gates people built an Automatic Tape Control System to 
fit our format, worked with us until we had exactly what we 
wanted. Now even our log is automated. We've got the boys out 
on the street selling spots while they're on the air." 
WDXL is another station that has found a new source of profit 
in Gates Automatic Tape Control. 
What about you? We have a wide and flexible choice of 
automatic systems. We might be able to get you automated for 
as little as $65 a week. And how much would that save you? 
We're all experienced broadcasters here and we'll be glad 
to help you figure. Just dial (309) 829 -7006. 

Ben Enochs, Chief Engineer, 

WDXL, Lexington, Tennessee 

GATES INTE 

AUTOMATIC TAPE CONTROL DIVISION 
1107 Fail Crosson Avenue 

Bloomington, Illinois 61702, U.S.A. 
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Network billings up 2.46% 
BAR reports NBC -TV only network with increase 
for first 9 months; Procter & Gamble top spender 

Broadcast Advertisers Reports esti- 
mates network television advertising 
expenditures for the first nine months 
of 1968 at $1,050,493,600, an increase 
of 2.46% over the $1,025,272,400 re- 
ported by BAR for thc first nine months 
of 1967. 

The only network to increase its sales 
was NBC -TV, which took in $376.5 
million as compared with $343 million 
in 1967. CBS -TV was still thc leader 
with $390.6 million, a drop from $395.2 
million last year, and ABC -TV took in 
$283.4 million as compared to $287 

million in 1967. 
The expenditures were divided among 

417 companies advertising 2.120 sepa- 
rate products. Procter & Gamble 
still led the list of spenders, but with 
$7 million less than last year. Bristol - 
Myers, second in line, also reduced its 
spending by about $4 million. The third 
ranked company, Colgate -Palmolive, 
increased its network television spend- 
ing by over $7 million. 

The heavily advertised products fell 
primarily into the drugs -toiletries and 
cigarettes categories. 

The top 50 advertisers and brands: 

Brand /product 
Jan. -Sept. 

1968 

(000) 

Jan. -Sept. 
1967 

(000) 

Parent companies 
Jan. -Sept. Jan. -Sept. 

1968 1967 
(000) (000) 

I. Anacin $ 9,903.9 $10,286.2 I. Procter & Gamble $74,831.0 $81,830.3 
2. Alka Seltzer 8,941.4 8,848.2 2. Bristol -Myers 36,474.5 40,274.5 
3. Salem cigarettes 8,494.9 7,442.9 3. Colgate -Palmolive 32,940.3 25,643.0 
4. Bayer aspirin 7,450.8 7,548.3 4. General Foods 31,354.1 37,109.7 
5. Winston cigarettes 7,392.5 7,091.6 5. American Home Products 31.165.0 32,099.7 
6. Bufferin 6,759.3 6,048.6 6. R. J. Reynolds 30,829.5 29,753.7 
7. AT &T (general) 6,109.6 3,926.4 7. General Motors 28,213.3 23,197.2 
8. Listerine antiseptic 5,634.4 6,192.9 8. Sterling Drug 25,260.6 23,005.5 
9. Kodak camera outfits -Instamatic 5,489.5 4,214.0 9. Gillette 22,600.8 22,192.0 

10. Colgate Dental Cream 5,481.0 6,079.1 10. Lever Bros. 21,610.7 22.838.5 
11. Tareyton cigarettes 5,306.3 3,930.5 11. Warner- Lambert 20,514.3 19,058.9 
12. Kool cigarettes 5,166.6 6,291.9 12. American Tobacco 19,655.1 21,873.4 
13. Viceroy cigarettes 5,141.7 4,810.5 13. S. C. Johnson & Son 19,096.1 16,341.2 
14. Benson & Hedges 100's cigarettes 4,932.8 7,629.8 14. Philip Morris 18.887.5 19,522.7 
15. Chevrolet cars 4,862.3 2,980.1 15. General Mills 18,086.9 19,209.3 
16. Playtex girdles 4,668.3 3,623.5 16. Brown & Williamson 16,996.2 17,043.2 
17. Pall Mall Gold cigarettes 4,435.7 7,878.9 17. P. Lorillard 15.658.3 20,186.2 
18. Excedrin 4,383.6 4.320.0 18. Miles Laboratories 15,332.9 15.530.4 
19. Arrid Extra Dry 4,363.3 None 19. J. B. Williams 14,367.6 11,728.6 
20. Gillette super stainless blades 4,258.8 3,246.9 20. Chrysler Corp. 13.660.2 17,730.5 
21. Cheerios 4,163.6 4,323.0 21. Liggett & Myers 13.236.6 16,653.7 
22. Tide 4,040.6 4,746.6 22. Kellogg Co. 12,970.7 16.949.7 
23. Winston Super King cigarettes 3,998.2 3,883.5 23. Stanley Warner 12,806.9 11,072.0 
24. Crest regular toothpaste 3,809.4 5,014.6 24. Ford Motor Co. 12,743.6 13,404.5 
25. Crest mint toothpaste 3,809.3 572.1 25. Carnation Co. 12,263.2 10.475.6 
26. Miracle White cleaner 3,710.8 1,485.7 26. Gulf Oil 10,240.3 806.7 
27. Vanquish 3,705.4 3,732.2 27. Block Drug 9,918.8 10,580.7 
28. Contac 3,640.4 3,546.4 28. National Dairy Products 9,359.7 9,231.3 
29. Geritol tablets 3,574.7 2.706.8 29. Pepsico 8,997.7 9,051.8 
30. Parliament cigarettes 3,542.6 967.3 30. Norwich Pharmacal 7,975.5 5,427.4 
31. United Air Lines 3.512.2 1,741.3 31. Plough 7,972.1 3,797.3 
32. Polaroid cameras (Color Pak) 3,379.7 3.633.1 32. Alberto -Culver 7,685.3 8,325.8 
33. Marlboro Extra Long 100 cigarettes 3,356.8 3.144.3 33. Eastman Kodak 7,282.9 7,308.7 
34. Rolaids 3,342.6 2,803.3 34. AT &T 7.167.0 4,496.8 
35. Bold 3,321.8 4,785.6 35. Armour 7,071.1 5,963.2 
36. Kent cigarettes 3,291.3 6,611.9 36. National Biscuit 6,900.8 6,897.9 
37. Marlboro cigarettes 3,257.7 4.298.3 37. Union Carbide 6,434.3 6,908.2 
38. Ultra Brite 3,237.2 1.520.5 38. American Cyanamid 6,214.8 5,270.9 
39. Ajax laundry detergent 3,161.9 1,884.0 39. Coca -Cola 6,007.4 2,715.3 
40. Dristan 3,161.2 2,715.3 40. Campbell Soup 5,911.4 5,843.9 
41. Miller High Life beer 3,144.7 2,566.1 41. Shell Oil 5,900.3 5,844.9 
42. Silva -Thins 100's cigarettes 3.069.5 None 42. Quaker Oats 5,785.9 7,840.7 
43. Waterman Bic pens 3,054.3 1.162.0 43. Carter Wallace 5,744.6 2,375.5 
44. Gulf Dealers' service 3,042.7 277.4 44. Ralston Purina 5,681.0 5,264.9 
45. Goodyear Polyglas tires 3.033.7 None 45. Beecham Group 5,623.8 5,68 .4 
46. Certa mints 3,026.7 2,172.3 46. Pillsbury 5,407.0 4,935.9 
47. Secret Spray deodorant 3,023.9 2.511.8 47. Mattel 5,389.9 3,174.8 
48. Union Carbide- (general) 3,021.9 2,504.3 48. Charles Pfizer 5,387.3 4,345.0 
49. Gillette Techmatic razor 2,939.6 2,152.7 49. RCA 5,378.0 5,391.4 
50. Playtex bra 2,928.6 2.987.3 50. Polaroid 5,195.3 5,001.5 

Business briefly: 
Colgate -Palmolive, through Norman, 
Craig & Kummel, both New York, 
has bought time on CBS Radio's News 
on the Hour and Dimension. 
General Motors Parts Division, through 
Campbell- Ewald, both Detroit, has 
bought time on CBS Radio's Morning 
Report, 5 p.m. and 7 p.m. news pro- 
grams. The buy begins today (Nov. 4) 
and will run 13 weeks. 

Loma Linda Foods, Riverdale, Calif., 
through MacManus, John & Adams, 
Los Angeles, has started a spot radio 
campaign in six western states and 

selected eastern markets for its Gravy 
Quik brand. The spots are running on 
93 stations through November in Cali- 
fornia, Oregon, Washington, Arizona, 
Utah and Colorado. 

Noxell Corp., Baltimore, through Sul- 
livan, Stauffer, Colwell & Bayles, New 
York, will run a campaign to introduce 
Cover Girl Plus 3, skin medication. 
using network and spot television and 
spot radio. 

Eastman Kodak Co., Rochester, N. Y., 
through J. Walter Thompson Co., New 
York, and U.S. Time Corp., through 
Warwick & Legler, both New York, 
will sponsor upcoming specials on NBC- 

TV. The U. S. Time half -hour musical 
special Nov. 23 (8:30 -9 p.m. EST) will 
feature the Cowsill family, with guest 
star Buddy Ebsen. Kodak's ice show - 
variety program, Here's Peggy Flem- 
ing, will present the Olympic skating 
star with Welsh actor Richard Harris, 
Gene Kelly, and others from the world 
of entertainment. 

Xerox Corp., Rochester, N. Y., through 
Needham, Harper & Steers, New York, 
will sponsor a repeat of Hal Holbrook's 
Mark Twain Tonight! on CBS -TV 
Jan. 2, 1969, 7:30 -9 p.m. EST. The 
special was orginally on CBS-TV 
March 6. 1967. 
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Pupil at Brentwood School, East Palo Alto, California, points to the word on right screen that matches 
picture on left screen. The teacher monitoring 16 pupils' stations has just praised him for his good work. 

He is learning to read from a computer. Someday a single 
computer will give individual instruction to scores 
of students -in a dozen subjects at the same time. 

The computer will very probably 
revolutionize teaching -and learning - 
within a decade. It is already happen- 
ing in its early stages. 

Computerized instruction can 
practically (and pleasurably) allow 
each student to learn more, faster, but 
always at his own pace. Individual- 
ized instruction, the ultimate dream 
of effective education, is well within 
the range of possibility. And, by spur- 
ring students to think experimentally. 

BROADCASTING, Nov. 4, 1968 

computers may eventually spark 
imaginative, independent thinking. 

Computerized education will re- 
quire huge tonnages of steel. In addi- 
tion to computers themselves, this 
method of education will necessitate 
construction of new buildings, special 
communication systems, new steel 
furniture, movable interior steel walls 
and partitions. Required will be im- 
proved sheet and bar steels, and 
untold miles of highly dependable 
steel pipe and tubing. 

Republic Steel has anticipated the 
steel needs of the future. New mills, 
new processes, and intensified re- 

search and development will assure 
that the new, weight- saving, more 
durable steels will be ready when 
needed. 

At this moment, the long reach of 
steel from Republic is probing into 
every area where man's imagination 
needs it - from schoolroom to satel- 
lite, from the heartbeat of man to the 
drumbeat of defense. Republic Steel 
Corporation, Cleveland, Ohio 44101. 

You Can Take the Pulse of Progress at 

REPUBLIC STEEL 
CLf VClANO 0.0 .1ni01 
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Republican spot draws fire 
Democrats label it a "smear "; 
Nixon group takes it off air 

Viewers of the controversial Rowan & 
Martin Laugh -In on NBC -TV last week 
were witness to an even more contro- 
versial paid political spot. The NBC 
switchboard in New York Monday 
night (Oct. 28) received over 200 calls 
complaining about a Nixon -Agnew cam- 
paign announcement that alternated 
stills of a grinning Hubert Humphrey 
with shots of poverty, war and riots. 
The spot was withdrawn at midweek 
from the television campaign by the 
Nixon -Agnew Victory Committee. 

The Democratic National Committee 
responded to the broadcast with identi- 
cal telegrams to NBC and the Fair 
Campaign Practices Committee. The 
telegrams called the Republican spot 
"a smear in keeping with Nixon's be- 
low- the -belt reputation in politics and 
unworthy of a man running for the 
nation's highest office." 

NBC spokesmen said that Section 
315 of the Communications Act pro- 
hibited broadcasters from censorship of 
campaign broadcasts. NBC had further 
protected itself, according to a spokes- 
man at the Nixon agency, Fuller & 
Smith & Ross, New York, by notifying 
the agency Friday (Oct. 25) that the 
network had reservations about running 
the spot. An NBC official had requested 
the agency to review the soot and clear 
it again for broadcast. The agency gave 
the network the go- ahead. 

Samuel Archibald. executive director 
of the Fair Campaign Practices Com- 
mittee, which also received a protest 
telegram, said his committee does not 

ordinarily examine political advertis- 
ing. 

John Mitchell, Nixon -Agnew cam- 
paign manager, defended the spot in a 
statement issued Tuesday: "lt ill be- 
hooves the Democratic National Com- 
mittee to complain about this spot when 
compared with its media attempts to 
relate Richard Nixon to the atomic 
bomb and the vilification the Humphrey 
campaign has heaped upon Governor 

Agnew. The Democratic National Com- 
mittee has suggested a network review 
of TV commercials. We would welcome 
this. There has been a growing number 
of distasteful, distorted spots produced 
by the Humphrey campaign." 

Mr. Mitchell referred specifically to 
a Humphrey -Muskie spot aired after 
the movie "Dr. Strangelove" on ABC 
Oct. 9 showing an atomic explosion. He 
also singled out as objectionable a 
Humphrey -Muskie spot that asks 
"Agnew for Vice President ?" and fol- 
lows with a laugh track. 

None of the networks- including 
ABC which ran the controversial nu- 
clear explosion spot -could report in- 

Photos from Radio Reports 

Daytime means big money in radio 
Weekday billings lead way for the networks; 
Colgate -Palmolive is top spender in 3d quarter 

The billings strength of weekday day- 
time hours on network radio and the 
emergence of Colgate- Palmolive as a 
top spender are underscored in a third - 
quarter network radio report being is- 
sued today (Nov. 4) by Broadcast Ad- 
vertisers Reports. 

BAR puts total revenues for three 

radio networks -ABC, CBS and NBC 
(Mutual is not included) -at $15: 
039,400 for the quarter, bringing the 
three networks' nine -month total to 
$39,814,600. 

Weekday daytime was responsible 
for $7.497,500 in third -quarter reve- 
nues. night time for $3.836,400 and 

Parent companies Third quarter 
1. General Motors $ 841,700 
2, ColgatePalmolive 1,556,700 
3. Sterling Drug 743,400 
4, R. J. Reynolds 654,600 
5. P. Lorillard 662,100 
6. Ford Motor 140,300 
7. State Farm Insurance 486,200 
8. Plough 345,600 
9. Chrysler 399,900 

10. Bristol Myers 347,700 

weekend daytime for $3,705,500. 
General Motors continued in the time 

buying lead for the nine months with 
$3,110,000 but in the third quarter, 
C -P far oustripped GM's spending by 
placing an estimated $1,556,700 in net- 
work radio. BAR's report notes that 
Colgaté s Ultra Brite toothpaste alone 
had $484.200 in network radio billing 
in the third quarter, putting it in the 
top brand spending position for that 
period and for the nine months. 

The BAR breakdowns by day part, 
by months, parent company and prod- 
ucts. follow: 

Jan.-Sept. 
1968 

Product name 
I. Ultra Brite 

Third quarter 
$484,200 

Jan.-Sept. 
1968 

$1,055,800 
$3,110,000 2. Digel 233,600 799,500 
2,727,200 3. State Farm auto insurance 278,300 786,300 
1,998,600 4. Camel regular cigarettes 302,400 783,900 
1,794,900 5. Cold Power detergent 335,500 751,900 
1,693,500 6. Bayer aspirin 252,000 712,800 
1.320,800 7. American Express Travelers 
1,326,100 Cheques 261,000 683,500 
1,057,200 8. Sinclair dealers and game 281,800 612,700 
1,026,600 9. Fab detergent 464,600 597,000 
1,008,900 10. Quinsana spray 355,300 576,000 
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stances of adverse audience response to 
paid political announcements placed by 
the Democrats. An NBC spokesman 
said the network had received "no com- 
plaints from viewers regarding the taste 
of political announcements other than 
the one on Rowan & Martin the other 
night." He added that some viewers 
expressed disappointment at the pre- 
emption of favorite shows, however. 

The Nixon -Agnew spot was produced 
under the creative supervision of Harry 
Treleaven. Mr. Treleaven is on loan 
from J. Walter Thompson Co. to Fuller 
& Smith & Ross for the duration of the 
campaign. 

John Poister, a senior vice president 
at the Nixon agency and supervisor of 
the Nixon effort at F &S&R, said there 
would be no other direct attacks against 
Vice President Humphrey in Nixon - 
Agnew campaign advertising. 

As a showcase for the Republican 
spot, the Rowan & Martin Laugh -In 
provided the largest possible prime -time 
audience. The Laugh -In Nielsen rating 
for Oct. 14, one week prior to the con- 
troversial spot, was 28.3 with a 43 
share of audience. 

LNA produces diverse report 
The availability of a new multimedia 
brand expenditure report by market 
report for 1969 was announced last 
week by Leading National Advertisers 
Inc. 

The report will show brand expendi- 
tures across four media -consumer 
magazines, newspaper supplements, net- 
work television, and spot television. 
Sources for the report will be the PIB 
Magazine Analysis Service covering 
consumer magazines and newspaper 
supplements; the LNA Network Tele- 
vision Service and the LNA /Rorabaugh 
Spot Television Service. 

Rep appointments: 
KXII -TV Ardmore, Okla.; KLFY -TV 

Lafayette, La., and Kwrx -Tv Waco - 
Temple, Tex.: The Hollingbery Co.. 
New York. 

KYxt Oregon City -Portland. Ore.; 
Katz Radio, New York. 

Also in advertising: 
HR &P's new offices Harrington, 
Righter & Parsons, New York, station 
representative, has moved to the new 
Bankers Trust building (280 Park Ave- 
nue). Phone: 212- 687 -8777. 

`Egg' hatches A creative service group 
calling itself "The Egg," has been 
formed in Los Angeles. The group, 
made up of college students, is offering 
advertising services that include re- 
search, creative conception and produc- 
tion and plans and recommendations. It 
intends not to compete with West Coast 
agencies but instead to solicit assign- 
ments from them on various accounts. 

so 
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...ALL 
SPARKLING 

IN THESE 

FABULOUS 

WSYR 

FILM SHOWS: 

Monday Nite at the Movies (9 p.m.) 
Tuesday Movie Specials Hollywood Matinee 

(Mon. -Fri. 1 p.m.) Saturday Monster Movie 
Matinee (12:30 p.m.) Movietime (Sun. 9 a.m.) 

Sunday Movietime (5 p.m.) Saturday Cinema (5 p.m.) 
Sunday Movie of the Week (11:30 p.m.) 
Sunday Spectacular Showcase (Noon) 

Saturday Western Jamboree (7:30 a.m.) 

Get the Full Story from HARRINGTON, RIGHTER & PARSONS 

WSYR TV i 
NBC iire4Liwé` t__ 's b y 

Affiliate 
Channel 3 SYRACUSE, N. Y. 100 K W 

Plus WSYE -TV channel 18 ELMIRA, N.Y. 
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030UPR 
B U L L E T I N 

(ROME) - -- REPORTS REACHING ROME SAY A MAJOR DISASTER HAS HIT POMPEII. 

VOLCANIC STONE AND ASH FROM VESUVIUS RAINED DOWN ON THE BEAUTIFUL CITY 

NAPLES...AND THOUSANDS ARE REPORTED DEAD. 

MORE HR 103IPES 8/27 

03IUPR 

MORE WEATHERVANE XXX 79. 

ROME_...82 AND CLOUDY. 

NAPLES...80 AND CLOUDY. 

MORE HR 1033PES 8/27 

016NXR 

BULLETIN AUDIO ADVISORY 

NEAR 

AUDIO IS NOW RECEIVING REPORTS ON THE POMPEII DISASTER. PLEASE MONITOR 

N'TWORK. 

TT1034PES 8/27 

032UPR 

MORE POMPEII BULLETIN XXX DEAD. 

THE ROMAN FLEET OFF NAPLES REPORTS THAT THE CITY OF VILLAS AND FOUNTAINS 

HAS BEEN BURIED BENEATH 12 FEET OF VOLCANIC STONE AND ASH. IT WILL BE DAYS 

BEFORE THERE CAN BE AN 

RESIDENTS OF POMPEII. 

HR 1036PES 8/27 

ESTIMATE OF CASUALTIES AMONG THE SOME 20-THOUSAND 

033UPR 

MORE SECOND AUDIO ROUNDUP 

37. :26 A -WITH ROMAN FLEET OFF NAPLES (FLEET SPOKESMAN) POMPEII IS NO MORE 

(XXX LAST DAYS) 

38. :30 A -WITH ROMAN FLEET (SPOKESMAN) CHOKING FUMES IN AIR 

(XXX THEY SUFFERED) 

39. :24 .A- STABIAE (PLINY THE YOUNGER) DESCRIBES FATHER'S DEATH 

(XXX CHOKING FUMES) 

HRIO4OPES 8/27 
034UPR 

(SUB POMPEII) 

(WITH THE ROMAN FLEET OFF NAPLES) -- POMPEII HAS BEEN DESTROYED. 

THE BEAUTIFUL CITY OF VILLAS AND FOUNTAI:NS...AND MOST OF ITS RESIDENTS 

HAVE BEEN BURIED BENEATH VOLCANIC ASH AND STONE HURLED FROM MOUNT VESUVIUS. 

THE ERUPTIONS LASTED THREE DAYS. THEY FINALLY DIED DOWN YESTERDAY... 

BUT CHOKING FUMES HANG OVER THE AREA. 

LANDING PARTIES FROM THE ROMAN FLEET ALSO REPORTED THAT THE NEARBY TOWN 

OF HERCULANEUM AND THE PORT OF STABIAE WERE ENGULFED BY THE MIGHTY ERUPTION. 

FLEET OFFICERS SAID IT WILL BE DAYS BEFORE THERE CAN BE AN ACCURATE ESTIMATE 

OF THE CASUALTIES AMONG POMPEII'S SOME 20- THOUSAND INHABITANTS. AMONG THE 

CONFIRMED DEAD IS THE DISTINGUISHED WARRIOR. STATESMAN AND HISTORIAN...PLINY 

(PLIH:N -EE) THE ELDER. HE WAS 56-YEARS-OLD. HIS FLEET WAS AT MISENUM. 

WEST NAPLES. WHEN THE FIRST ERUPTION TOOX PLACE. 

PLINY THE ELDER SET SAIL IMMEDIATELY FOR HERCULANEUM TO SEE IF HE COULD 

RE OF HELP...RIIT ARRIVED TOO LATE. THEN HE MOVED HIS VESSELS TO STARIAE 

AND WENT ASHORE TO INVESTIGATE. HE WAS SUFFOCATED BY THE FUMES. 

PLINY THE YOUNGER TOLD U -P -I THAT THE FIRST ERUPTION FROM VESUVIUS SENT 

UP A CLOUD "LIKE A PINE TREE." HE SAID... "IT SHOT UP TO A GREAT HEIGHT 

ANO THEN SPLIT INTO SEVERAL BRANCHES. BLOTTING THE SUN FROM THE SKY." 

THE YOUNG PLINY SAID SURVIVORS FROM HIS UNCLE'S SHORE PARTY TOLD HIM 

RESIDENTS OF STABIAE RAN THROUGH THE STREETS WITH PILLOWS TIED TO THEIR 

HEADS TO PROTECT THEM FROM THE HAIL OF STONES FALLING FROM THE BLACK SKIES. 

THERE HAD BEEN WARNINGS OF POSSIBLE DISASTER FOR DAYS AS EARTHQUAKES 

SHOOK THE WHOLE CAMPANIA AREA. HOWEVER, TREMORS HAVE NOT BEEN UNUSUAL 

IN RECENT YEARS. BUT VESUVIUS ITSELF HAD BEEN DORMANT FOR CENTURIES. 

NOW RESCUE TEAMS WILL DIG THROUGH THE 12 FEET OF STONE AND ASH TO 

UNCOVER THE HORROR OF POMPEII...TO TRY TO PIECE TOGETHER THE STORY OF THE 

LAST DAYS OF THIS ONCE BEAUTIFUL CITY. 

HR 1050PES 8/27. 

40. :40 V /APOMPEII (DANIEL GILMORE W /SURVIVORS) INJURED CRY FOR WATER 

41. :32 V- POMPEIT (GILMORE) SURVIVORS SAY DAY TURNED INTO NIGHT AS 

ASH AND STONE RAINED. 

42+ :43 V /A- STABIAE (CHRIS LODGE W /PLINY THE YOUNGER) DESCRIBES FIRST 

ERUPTION. 

HR 1052PES 8/27 

When news erupts, 
will you 
get the report? 
6,500 subscribers all over the 
world rely on UPI for news 
coverage like this, 
the know -how that turns major 
news events into major 
reportorial events. 

So if your national -international 
coverage is dormant, make 
it erupt with UPI's reporting 
of history in the making. 

For full information at your 
desk, at your convenience - 
call or write Wayne Sargent, 
Vice President for Sales. 

is at the scene 

United Press International 
220 East 42nd Street, New York, N. Y.10017 
212- MU 2 -0400 



SodalReport 

Wits in, guns out next season 
Accent is on nonviolence in new programs 
being readied for TV networks in 1969 -70 

Now, some 11 months before the fact, 
it's possible- thanks to the acceler- 
ated pace of new - project development 
-to piece together a picture of net- 
work- television prime -time programing 
for next season. What stands out in 
sharpest focus is a texture of non- 
violence. For the 1969 -70 season there 
is so far an almost total absence of 
plot lines that inherently demand the 
use of physical force or the instruments 
of death to resolve conflicts. 

Unquestionably, the brakes that were 
applied to excessive violence on tele- 
vision this season, in the aftermath of 
the assassination of Senator Robert F. 
Kennedy (BROADCASTING, Aug. 19), 
have locked into even tighter controls. 
Virtually all of the film producers in 
Hollywood, in the initial planning of 
their new series, have steered purpose- 

fully clear of the obvious violent -type 
shows. 

"I don't have a western in a car- 
load," reports Herbert F. Solow, tele- 
vision production vice president at 
MGM TV. Also notably missing from 
the emerging 1969 -70 picture are war 
shows, police shows and spy shows. 
It's quite apparent that film producers 
are bending over backwards to avoid 
making series in which the protagonist 
has to be a man of violence in order 
to accomplish his job. 

A BROADCASTING study of some 65 
shows with either pilot or other com- 
mitments for next season or in develop- 
ment (see chart page 43), reveals only 
two westerns in the works -CBS -TV's 
Cutter's Trail and NBC -TV's Joaquin 
Murieta (although the latter is more 
Robin Hood than cowboy) -and a mere 

half -dozen action -adventure programs. 
Instead, indications are that a number 
of television heroes next season will 
wield a scalpel or a gavel in place of 
gun or knife. 

In the classic cyclical pattern of net- 
work television programing, medical 
and lawyer -judge shows are coming 
back into vogue. Among the doctor 
shows interning for next season are 
UMC (University Medical Center) out 
of MGM TV for CBS -TV and The New 
Medicine out of Universal TV for 
NBC -TV. Legal shows that are on the 
docket for 1969 -70 include The Judge 
in development at Paramount TV for 
CBS -TV and Universal's The Whole 
World Is Watching, drama about three 
lawyers for NBC -TV. 

It's evident that film producers, in- 
(Continued on page 46) 

Programs and pilots committed 
By networks 

ABC -TV CBS -TV NBC -TV 

Title Length Title Length Title Length 

Supergirls half -hour MacCauley's Ark half -hour Strange Report hour 
The Courtship of Eddie's Father half -hour The Queen and I half -hour (committed series 
Holly Golightly half -hour When in Rome half -hour currently in 
The Brady Bunch half -hour UMC* hour production) 
Mr. Deeds Goes To Town half -hour Houseboat half -hour The Bill Cosby Show half -hour 
Under the Yum Yum Tree half -hour Barefoot in the Park half -hour (committed for 
A Guide for the Married Man half -hour The Governor'slDaughter half -hour next season) 
Room 222 half -hour The Minnie Pearl Show half -hour Pioneer Spirit half -hour 
Nanny Will Do half -hour The Protectors* 90 minutes My Friend Tony hour 
Movie of the Week 90 minutes Me andlBenjie half -hour (committed series 
(committed series The Challengers* hour currently in 
currently in Lost Flight* hour production) 
production) Cutter's Trail* 90 minutes My World and Welcome to It half -hour 
The Survivors hour Vernon's Volunteers half -hour And Then Came Bronson* hour 
(committed series Godfrey Cambridge hour Just Good Friends half -hour 
currently in Comedy Show Shameful Secret of half -hour 
production) Friends and Nabors hour Hastings Corner 
The Tom Jones Show* hour The Punxatilly Pioneer half-hour Soul** hour 
What's It All About World ?* hour The Glen Campbell Hour hour The Swingles half-hour 
Lennon Sisters* hour Tiger, Tiger hour 
Justice for All 
In the Dead of Night 

half -hour 
hour * Feature film to serve as pilot. Bracken's World 

The Flim Flam Man 
Joaquin Murieta* 
Anderson and Co. 
The New Medicine*** 
The Whole World Is Watching* 
The Scavengers* 
Dead of Night* 
Summer Kill* 
Flip Out with Flip Wilson** 
A Country Happening** 
A Family Thing** 
The Vaudeville Thing 

hour 
half -hour 
hour 
half -hour 
hour 
hour 
hour 
hour 
hour 
hour 
half -hour 
half -hour 
hour 

* Taped special tó serve as pilot, 
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* Feature Film to serve as pilot. 
** Taped special to serve as pilot. 
*** Presentationnfilm,¡toerve instead of pilot 
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Network program development for 1969 -70 
By production company 

Title Type Length Network Stars Current Status 

ABC -TV PRODUCTIONS The Tom Jones musical- variety hour 
Show 

ABC -TV Tom Jones taped in London as 
special which will be 
shown in January and 
serve as basis for series 

What's It All contemporary hour ABC -TV Dean Jones to be taped in Holly - 
About World? variety (in association wood for possible re- 

with Saul Ilson placement use in 
and Ernest January or February 
Chambers) 

Lennon Sisters musical hour ABC -TV Lennon Sisters taped as special in 
Hollywood, which will 
serve as basis for pro- 
jected series 

Justice for All social situation half-hour ABC -TV Carrot O'Connor English version serves 
(formerly 'Till comedy as basis for projected 
Death Do Us series to be taped in 
Part) New York 

In the Dead of supernatural hour ABC -TV - 
Night mystery (in association 

with Dan 
Curtis) 

to be taped in New York 

ARENA PRODUCTIONS 
(Norman Felton) 

Strange Report suspense hour NBC -TV Anthony Quayle 
Kaz Garas 

Now drama /college hour NBC -TV - 
setti ng 

Love in the romantic hour NBC -TV - 
Round anthology 

Zoom! drama /young hour NBC -TV - 
people 

In production in Britain 
(sold without pilot) 

in development 

in development 

in development 

ARWIN PRODUCTIONS MacCauley's situation comedy half-hour CBS -TV - in development 
(Doris Day- Terence Ark 
Melcher) 

CHUCK BARRIS 
PRODUCTIONS 
(Chuck Barris) 

Supergirls comedy half -hour ABC -TV - pilot to be made 

THE CAMPBELL- SILVER- The Bill Cosby comedy about half -hour NBC -TV 
COSBY CORP. Show (tentative detective 
(Bruce Campbell, Roy title) 
Silver, Bill Cosby) 

Bill Cosby already committed for 
next season 

CBS -TV PRODUCTIONS Cutter's Trail western 90- minutes CBS -TV John Gavin 
(in association Marissa Pavan 
with John 
Mantley) 

Godfrey Cam- comedy -variety hour 
bridge Comedy 
Show 

feature film, basis for 
projected series, 
currently in production 

CBS -TV Godfrey Cambridge to be taped in New York 

Friends and comedy -variety hour CBS -TV Jim Nabors 
Nabors (in association 
Jim Nabors with Naborly 
Variety Hour Productions) 

The Punxatilly situation comedy half -hour CBS -TV - 
Pioneer about editor of (in association 

rural weekly news- with Sy 
paper Gomberg) 

Glen Campbell 
Hour 

variety 

to be taped in Hollywood 

pilot script being 
written 

hour CBS -TV Glen Campbell in development 

BING CROSBY 
PRODUCTIONS 
(Cox Broadcasting) 

The Queen 
and I 

comedy on 
luxury liner 

half -hour CBS -TV Larry Storch in production 

DON FEDDERSON 
PRODUCTIONS 
(Don Fedderson) 

When in 
Rome 

comedy about half -hour 
widower with 
three teenagers 

CBS -TV John Forsythe pilot to be filmed in 
Rome in early November 

FILMWAYS TV 
(Al Simon) 

Pioneer comedy about half -hour NBC -TV Rich Little in production 
Spirit Alaska Francine York 
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Network program development for 1969 -70 (continued) 

By production company 

Title Type Length Network Stars Current Status 

SHELDON LEONARD 
ENTERPRISES 
(Sheldon Leonard) 

My Friend 
Tony 

My World and 
Welcome to It 

mystery - 
Comedy 

hour 

comedy based half -hour 
on works of 
James Thurber 

NBC -T / 

NBC -TV 

James Whitmore 
Enzo Cerusico 

William Windom 

in production 
(sold as spinoff from 
"The Danny Thomas 
Hour ") 

in production 

MGM TV 
(Herb Solow) 

The Courtship 
of Eddie's 
Father 

comedy from 
movie of same 
title 

And Then Came contemporary 
Bronson Adventure 

UMC medical drama 
(University 
Medical Center) 

half -hour ABC -TV 

hour NBC -TV 

hour CBS -TV 

Bill Bixby 
Miyoshi Umeki 

Michael Parks 

Richard Bradford 

pilot completed 

feature film, basis for 
projected series, will be 
filmed in November 

feature film, basis for 
projected series, to be 
filmed in November 

NBC -TV PRODUCTIONS Flip Out with 
Flip Wilson 

A Country 
Happening 

comedy hour 

country and half -hour 
western musical 

A Family Thing variety 

Chinook 

Park West 

half -hour 

action- adventure hour 

musical 

The Vaudeville comedy 
Thing 

hour 

hour 

NBC -TV 

NBC -TV 

Flip Wilson 

Roy Rogers 
Dale Evans 

NBC -TV The Cowsills 
(in association 
with Greg 
Garrison) 

NBC -TV - 
(in association 
with David 
Dortort) 

NBC -TV - 
(in association 
with Saul 
Tutlellaub 
and Bernie 
Orenstein) 

NBC -TV - 
(in association 
with Perry 
Cross -Hank 
Sapperstein) 

Taped special to be 
shown as basis for 
projected series 

special already taped 
and will serve as basis 
for projected series 

special already taped 
and will serve as basis 
for projected series 

in development 

in development 

pilot taping 

PARAMOUNT TV 
(Doug Cramer) 

Houseboat 

Holly 
Gol ightly 

The Brady 
Bunch 

Barefoot in 
the Park 

The Judge 

comedy based half -hour CBS -TV 
on movie of 
same title 

comedy based half -hour ABC -TV 
on lead character 
in "Breakfast at 
Tiffany's" 

comedy about 
big family 

comedy from 
play of same 
title 

legal drama 

half -hour 

Arthur Hill 
Danielle DeMetz 

in production 

Stephanie Powers pilot starts filming in 
November 

ABC -TV Robert Reed pilot completed 
(in association Florence Henderson 
with Sherwood 
Schwartz) 

half -hour CBS -TV 

hour CBS -TV 

Skye Aubrey 
Phil Clarke 

pilot will be filmed in 
early November 

feature film, basis for 
projected series 

SCREEN GEMS INC. 
(Jackie Cooper -Harry 
Ackerman) 

Mr. Deeds 
Goes to Town 

Just Good 
Friends 

Under the Yum 
Yum Tree 

Shameful 
Secret of 
Hastings Corner 

comedy based 
on Gary Cooper 
movie of same 
title 

comedy 

comedy based on 
movie and play of 
same title 

comedy 

half -hour ABC -TV 

half -hour NBC -TV 

half -hour ABC -TV 

half -hour NBC -TV 

Monte Markham 

Larry Hagman 

pilot scheduled for 
November 

pilot scheduled to be 
filmed in November 

pilot scheduled to be 
filmed in November 

pilot scheduled to be 
filmed in November 
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Title Type Length Network Stars 

SCHLATTER- FRIENDLY Soul comedy -variety hour NBC -TV various 
PRODUCTIONS 
(George Schlatter -Ed 
Friendly Jr.) 

Kockamamie comedy half -hour for Bristol - 

The Swingles comedy half -hour 

Myers Co, 

NBC -TV - 
TALENT ASSOCIATES The Governor's comedy half -hour CBS -TV - 
(Leonard Stern) Daughter 

Vernon's situation half -hour CBS -TV Joe Flynn 
Volunteers comedy (in association Paul Winchell 

Current Status 

All -Negro show based 
on special of same 
title shown in October 

commitment from ad- 
vertiser for 16 taped 
half hours 

pilot to be taped 

with Si Rose, Mickey Shaughnessy 
Walter 
Kempley and 
Bob Howard) 

pilot to be filmed 

pilot to be filmed in 
November 

IVAN TORS PRODUCTIONS Tiger, Tiger 
(Ivan Tors) 

action drama hour NBC -TV Peter Jason hour pilot now being 
about veterinarian filmed 

20th CENTURY -FOX TV 
(William Self) 

The Minnie comedy 
Pearl Show 
(tentative title) 

half -hour CBS -TV Minnie Pearl in production 

A Guide for the comedy based half -hour ABC -TV Anthony Roberts pilot completed 
Married Man on movie of same Hal Buckley 

title Sally Ann Richards 
Ray Delaney 

Room 222 comedy -drama half -hour ABC -TV Lloyd Haynes pilot completed 
about Negro Denise Nicholas 
schoolteacher 

Bracken's contemporary hour NBC -TV - hour pilot to be filmed 
World drama about 

Hollywood 

The Flim Flam comedy based half -hour NBC -TV - pilot to be filmed in 
Man on movie of same, early December 

title 

Joaquin Murieta action -adventure hour NBC -TV Ricardo Montelban feature film, basis for 
based on true projected series in 
story of Mexican production 
Robin Hood of 
West 

Nanny Will Do situation comedy half -hour ABC -TV - pilot to be filmed in 
November 

Anderson and comedy 
Co. (tentative 
title) 

half -hour NBC -TV - pilot to be filmed in 
November 

Movie of the feature films 90- minutes ABC -TV various Fox is producing 13 of 
Week regular weekly series of 

features with such other 
companies as Thomas/ 
Spelling and Paramount 
TV producing others 

Its Great to comedy 
Be Alive 

half -hour NBC -TV in development 

Panic in the suspense -drama hour CBS -TV - in development as 
Streets drama from movie feature film, basis for 

of same title projected series 

UNIVERSAL TV 
(Jennings Lang, Sid 
Sheinberg, Grant Tinker, 
Norman Glenn) 

The New medical drama hour 
Medicine 

The Protectors drama with 
rotating stars 

NBC -TV Joseph Cotten 
Troy Donahue 

90- minutes CBS -TV Van Johnson 

presentation film to be 
shot in November 

feature film, basis for 
projected series, to be 
filmed in November 

Me and Benjie comedy about half -hour CBS -TV - New pilot -one was 
Negro boy and (in association shot last season -to be 
white boy with Kayro filmed in November 

Productions 
and Joe 
Connelly) 

The Whole drama about hour NBC -TV James Farentino feature film, basis for 
World Is lawyers (in association Burl Ives projected series, to be 
Watching with Roy filmed in November 

Huggins) 

The Challengers action -adventure hour 
about Grand Prix 
racing 

CBS -TV Nico Minardos 
(in association Sean Garrison 
with Roy 
Huggins) 

feature film, basis for 
projected series, 
completed 

(continued on page 46) 
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Network program development for 1969 -70 (continued) 

By production company 

Title Type Length Network Stars Current Status 

UNIVERSAL TV 
(continued) 

Lost Flight 

The Survivors 

The Scavengers 

Bedeviled 

drama about hour CBS -TV 
surviving airline 
passengers 

drama based on hour ABC -TV 
serialized TV 
novel created by 
Harold Robbins 

action -adventure hour 

supernatural 
mystery 

Lloyd Bridges 

Lana Turner 
George Hamilton 

NBC -TV Peter Deuel 
(in association Clinton Greyn 
with Roy 
Huggins) 

hour NBC -TV 

Summer Kill drama hour 
(tentative title) 
Men in the Middle would be title of series 

NBC-TV 

Louis Jourdan 

feature film, basis for 
projected series, to be 
filmed in November 

committed for next 
season and now filming 
in Europe 

feature film, basis for 
projected serles, is in 
production 

feature film, basis for 
projected series, in 
development 

feature film, basis for 
projected series, in 
development 

(Continued from page 42) 
sistently urged by the networks, have 
been forced to find ways other than 
physical force to resolve conflicts. What 
they've come up with- what's generally 
happening in the dramatic form -is an 
emphasis on conflicts of ideas and hu- 
man relationships. These conflicts, for 
the most part, will take place in a con- 
temporary setting. It will be a now sea- 
son on television in 1969 -70. There 
will be little remembrance of things 
past. 

Adding to the climate of de- empha- 
sized violence, and in itself the most 
sweeping trend of the future season, 
is the overwhelming return of half -hour 
family and comedy programs to the 
prime -time schedule. Of the new sea- 
son projects that show up on the sur- 
vey, 35 fall into the comedy- family 
category. And of the more than 50 
programs and pilots BROADCASTING esti- 
mates are already committed for 1969- 
70 (see chart page 43), 29 shows, again 
more than 50% of the aggregate, are 
half hours. 

It amounts to what some Hollywood 
observers feel is a plethora of half - 
hour situation comedies not only in 
development but actively being moved 
forward on the networks. Besides their 
traditional status as staple fare, the 
half -hours are being developed speci- 
fically, it would seem, to fill a need for 
short -subject filler from 8:30 to 9 p.m., 
before the movies begin. 

Perhaps influenced by the success of 
such family -type movies as "With Six 
You Get Egg Roll," network TV pro- 
gramers seem eager to encourage 
comedies where the humor is based on 
large family situations. Thus The Brady 
Bunch (ABC -TV), When in Rome 
(CBS -TV) and Anderson and Co. 
(NBC -TV) are not only family com- 
edies, they're comedies in which the 
families are big -numbering from four 

to as many as eight children. From the 
looks of things now, there will be 
plenty of teeny -boppers and their big 
brothers and sisters cavorting in prime 
time next season. 

Beyond the film comedies, live -on- 
tape comedy and variety shows also 
are coming on strong. New network 
television programing is frequently 
pegged to past successes. So it is that 
the big splurge of comedy- variety taped 
programs now in development owe their 
impetus to the ringing hits that are 
Dean Martin, the Smothers Brothers, 
and Rowan and Martin. 

At NBC -TV, basking in the Rowan 
and Martin glow, such taped programs 
as Flip Out with Flip Wilson, A Coun- 
try Happening with Roy Rogers and 
Dale Evans and A Family Thing with 
The Cowsills are in the works and 
highly possible offerings for the new 
season. CBS -TV is working on comedy - 
variety series that would star such per- 
formers as Godfrey Cambridge, Glen 
Campbell and Pat Paulsen, and Jim 
Nabors, while ABC -TV's taped comedy - 
variety- musical larder includes such 
headliners as British singer Tom Jones, 
American performer Dean Jones and 
the Lennon sisters. 

The climate of nonviolence, which 
so obviously will prevail, encourages 
breeding of the taped, light entertain- 
ment shows. They're approved fare 
even by Parents -Teachers Association 
standards. Comedy- variety -musical pro- 
grams also have proved effective counter - 
programing for feature films on tele- 
vision in the past. They provide a gen- 
uine alternative for viewers. 

What's more -and probably most 
important -the video -taped programs 
don't necessitate the sizeable cumulative 
investment of filmed series. Individual 
shows can be expensive. But over the 
long run they cost less and can be can- 
celled easier and with smaller loss of 

investment than the half -hour or hour 
filmed series. 

One of the side effects of added taped 
shows to the overall network schedule 
may be an increase in television produc- 
tion on the East Coast. ABC -TV's Jus- 
tice for All, a half -hour social comedy, 
and In the Dead of Night, an hour 
mystery, for example, would be taped 
in New York if they wind up on next 
season's schedule. 

Taped shows also are likely to be 
among the first choices for mid -season 
replacements when any of the current 
season series are dropped out. ABC -TV 
already has announced that The Tom 
Jones Show will make its debut as a 
special on Jan. 9, 1969, and then be 
moved into the 10 -11 p.m. EST slot 
on a weekly basis starting Feb. 7. Sim- 
ilarly, CBS -TV reportedly has Godfrey 
Cambridge warming on the sidelines for 
possible quick substitution, while NBC - 
TV may be considering Flip Wilson as 
lead man in its bullpen. 

The actuality of the current develop- 
ment season is that not in recent years 
have the networks been prepared so 
far in advance and so abundantly with 
new programing projects. Whether they 
are pilot commitments or merely devel- 
opment deals there seems to be an un- 
usually large number of projects in the 
works. Reportedly 20th Century-Fox 
TV has as many as 30 projects in 
various stages of development. And 
Universal TV, always toe -to-toe with 
Fox, also appears to have about that 
many kicking around. 

Among the networks, NBC -TV has 
made a particular point of being pre- 
pared far in advance of the 1969 -70 
season. Months ago commitments were 
given to producer Sheldon Leonard for 
the hour mystery- comedy, My Friend 
Tony, and to producer Norman Felton 
for the hour investigative suspense pro- 
gram. Strange Report. Both shows are 
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deep into production with several epi- 
sodes already in the can. 

More recently, the same network an- 
nounced that Bill Cosby has been signed 
to star in a weekly half -hour show 
next season. Added to the other com- 
mitments, this gives NBC -TV two -and- 
a -half hours of confirmed new program- 
ing for 1969 -70. 

In a like manner, ABC -TV as far 
back as last spring committed for a 
total of two -and -a -half hours of new 
programing for next season. The pro- 
grams involved are a series of 90- minute 
TV- tailored motion pictures scheduled 
under the title of Movie of the Week, 
and a one -hour dramatic series, The 
Survivors, currently in production in 
Europe. 

CBS -TV, for its part, has committed 
a comedy -variety hour for the 1969 -70 
season. Entitled, Friends and Nabors, 
it will star Jim Nabors, who gives up 
his long- running and still popular Gom- 
er Pyle series for the new show. 

The resurgence of program develop- 
ment in the industry is most evident 
in the number of pilots that have been 
or will be filmed. Last development 
season, 15 pilots were turned out for 
NBC -TV. This year the network will 
be able to look at about 20 pilots. ABC - 
TV had 12 pilots produced last year 
and may almost double that number 
this year. In all, there'll probably be 
close to 60 pilots turned out for the 
three networks. 

Why all the activity? The explana- 
tion of Leonard Goldberg, ABC -TV's 
vice president in charge of network 
programing, pretty much speaks for 
the entire industry. 

"For so many years the number of 
pilots had increased to the point where 
much money and talent were being 
wasted in development. So last year the 
cutback came,"' he explains. "It came 
much too sharply .and we found our- 
selves with not enough alternatives. 

"This year," Mr. Goldberg continues, 
"when Elton Rule came in [ABC -TV 
president] we discussed the situation 
and he said, "You make sure we have 
enough programing alternatives.' And 
that's why we've increased the number 
of pilots." 

Mr. Goldberg concludes that because 
of the lack of programing alternatives 
all three networks wound up putting 
some programs on the air this season 
or renewing some shows that they 
really didn't want. The problem was 
that they didn't have any other choice. 

Many of the pilots coming out of 
the current development season are 
being made as 100 -minute feature films 
tailored to play television in a regular 
movie slot and in that way serve also as 
the protoype for a projected weekly ser- 
ies that would be longer than a half - 
hour. CBS -TV has at least five and 

NBC -TV at least six projects slated to 
go this feature -plus -pilot route. It is, of 
course, the network way of hedging the 
pilot investment risk. A feature -pilot 
offers a chance for a network and film 
studio to recoup an investment even 
if the hoped -for series doesn't sell. 

Screening a potential series as a spe- 
cial program first is another way of 
minimizing the development risk. This 
technique, as was the feature -pilot ap- 
proach, has been pioneered by NBC - 
TV. When Laugh -In last season gained 
acceptance as a weekly series off its 
special turn, it paved the way for things 
to come for hopeful taped entertain- 
ment series in 1969 -70. Currently 
there are some half -dozen or more pro- 
grams among the three networks that 
have been and will be tested as special - 
pilots before their series fate is decided. 

The 10- to 20- minute presentation 
film that was supposed to solve the 
high -risk problem of pilots has all but 
been abandoned. It was used in several 
instances last development season as an 
economy measure. What happened, 
though, was that most everyone in- 
volved in the sales end of television 
production- networks, advertising agen- 
cies, advertisers- decided that they 
really require a fuller sample of the 
goods being offered. As a result, only 
one presentation film, The New Medi- 
cine, out of Universal TV for NBC -TV, 
shows up on the BROADCASTING survey. 

The hour pilot, too, seems to have 
been generally dropped in favor of the 
100 -minute feature -pilots. Only NBC - 
TV, the survey indicates, has hour pilots 
in development. The network has com- 
mitted for two, Tiger, Tiger in produc- 
tion with Ivan Tors, and Bracken's 
World, to be filmed at 20th Century - 
Fox TV. 

The reason for the diminishing hour 
pilots again is strictly one of economics. 
An hour pilot, based on recent history, 
cati cost between $400.000 and $700,- 
000 to produce. The networks and film 
studios won't and can't invest so steep- 
ly without an opportunity to recover 
the costs. An hour pilot that doesn't 
sell is as dead and useless as yesterday's 
new. 

Still, Herbert S. Schlosser, NBC -TV's 
vice president, programs, West Coast, 
points out that not every longer -form 
project can be developed as a feature 
film -pilot. It depends on the property, 
he explains, because some stories can 
be told best only in an hour and pad- 
ding them to feature -film length would 
be a mistake. 

Such expressions of flexibility of 
thinking is indicative of the general 
network programing bent these days. 
More and more the networks have come 
to realize that total programing is all 
important, just about the key to the 
kingdom. There's no slavish devotion 

to any one form of programing or any 
type. Even the half hours are not all 
that far advanced in recapturing the 
initiative from longer -form programing. 

"Up until the first of October, the 
strong, overriding trend was for the 
half -hour situation comedy," observes 
Douglass S. Cramer, executive vice 
president in charge of production for 
Paramount TV. "But when the ratings 
on the new season carne in and one 
saw the established, continuing success 
of some other forms, I think the net- 
works began to look around and evalu- 
ate whether or not they were moving 
too heavily in the direction of situation 
comedies. As a result there's a renewed 
interest in the hour form in dramatic 
action." 

According to Mr. Cramer, all of the 
"early, easy commitments" came for 
the half -hour form. "Now the ones 
that are up in the air and in which 
there is a great interest are in the longer 
form and more dramatic in nature." 

What Daug Cramer does question, 
as do some others, is the continuing 
success of feature films on television. 
He feels the industry may have finally 
reached that long foreboding time 
when the market is glutted with 
movies. Mr. Cramer believes there's 
some evidence that only the top fea- 
tures really get top ratings and this is 
a situation the networks, paying record 
prices for all the features in a package, 
can't abide. 

"I would not at all be surprised," he 
says, "one year from now to see only 
five movie nights a week and even 
less the following season." 

Similar thinking may be found in 
the programing sections of the three 
networks. Two weeks ago the network 
program chiefs, speaking to the Inter- 
national Radio and Television Society 
in New York felt that movie packages 
have leveled off somewhat, that better 
regular series programing was being 
placed opposite the movies and that 
movie watching on TV had become 
more a selective process (BROADCAST- 
ING, Oct. 28). 

Mr. Cramer, installed only this year 
as production head at Paramount, is 
making an aggressive effort to at long 
last bring his film studio up to major 
status in the television production com- 
petition. Paramount already has commit- 
ments for four half -hour pilots and 
that's more than the studio has ever 
turned out in a development season. 

MGM TV, completely shut out of 
the current network schedule, also is 

making a plucky try at joining the 
production pack, which as always will 
be led by 20th Century-Fox TV, Uni- 
versal TV, and Screen Gems. With 
Herb Solow, a young and capable ex- 
ecutive leading the way, MGM TV has 
racked up two feature -pilot deals, one 
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What if you had to buy 
your TV camera 

like you buy your car? 
I n both cases you've got quite a 

choice of makes, models and options. But 
a manufacturer of broadcast TV 

cameras gives you one more choice: 
the freedom to specify certain critical major 

components, the most critical of 
which is the lens system. You can 

specify and get immediate delivery of 
Rank Taylor Hobson Varotal V and 

XX series zoom lenses for use on Vidicon, 
Plumbicon and Image Orthicon 

format cameras. If you already own 
an RTH Varotal lens and want a newer 

model camera, good news. Keep 

your old friend, the Varotal. Rank Taylor 
Hobson now has a Lens -Pak which per- 

mits you to adapt your present RTH 
lens to fit almost any new camera. (It 

will work better too - the Lens -Pak 
has a "ride the rails" device that 

allows close -up focusing to less than 
one inch). We've also got the famous RTH 

zoom pre -set servo unit - the "shot box" 
with its 7- position, 11 -speed finger- 

tip control range. Tell us what camera 

you have in mind and the situations in 

which you'll use it. We'll send you 
detailed recommendations to help you 

select the right lens system. All it will 
cost you is a stamp -a small price 

for a choice that even Detroit 
won't give you. Write Albion Optical Co., 

Inc., 260 N. Rt.303, West Nyack, N.Y. 
10994. 

albioniVank taylor Hobson 
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last is subject to stockholders' approvai 
of a company -wide qualified stock - 

option plan. 
Mr. Richdale, who was vice president 

and general manager of Corinthian's 
KHOU -TV Houston, also was loaned, in- 
terest free, $14,500 to help him move 
from Texas to New York. He repaid 
this loan two months after it was made. 

This information is contained in a 
proxy statement mailed last week to 
stockholders calling a special meeting 
for Nov. 19 in New Yo: k. 

In connection with the sale of the 
3,000 shares of stock sold to Mr. 
Richdale on Aug. 23, referred to as 
an incentive for him to remain with 
the company, the proxy statement says 
the stock was acquired by the company 
on the open market for approximately 
$111,600. 

Also shown in the proxy notice are 
the salaries of C. Wrede Petersmeyer 
($75,000) and Charles H. Tower ($45,- 
201), president and executive vice pres- 
ident of the company. These were paid 
for the fiscal year ended April 30. 

The statement also discloses that 
under a stock -option plan for execu- 
tives, terminated last year when Corin- 
thian went public, Mr. Petersmeyer in 
1960 was given an option to purchase 
165,000 shares at $4.30 a share, and 
Mr. Tower in 1964. an option to buy 
23,100 shares at $9.09 a share. Both 
options were exercised in 1967, when 
the stock was selling at $22.75 a share. 
Corinthian closed at $37.375 last Thurs- 
day (Oct. 31). 

During the past five years, under 
informal bonus arrangements, Mr. 
Richdale has received a total of $37,- 
876, and Mr. Tower, $8,625, accord- 
ing to the company. 

At the meeting, stock,.olders will be 
asked to authorize the issuance of a 
new class of 500,000 shares of pre- 
ferred stock (per value $100) for use 
in negotiating acquisitions. 

Corinthian, the proxy statement says, 
plans to begin an acquisition program 
in both the broadcast and non- broad- 
cast field. Stockholders will also be 
asked to approve various retirement, 
stock owneship, executive incentive and 
stock option plans. 

At the present time Corinthian is in 
registration with the Securities and Ex- 
change Commission for the sale by 
John Hay Whitney and other stock- 
holders of 750.000 shares (BROADCAST- 

ING, Sept. 30). After the sale of these 
securities, Mr. Whitney will own di- 
rectly 33.59 %. and Whitcom Invest- 
ment Co., which Mr. Whitney controls, 
will own 13.93 %. At the present time 
Mr. Whitney in his own name owns 
40.72 %, and Whitcom Investment. 27.- 
08 %. Mr. Petersmeyer, who is one of 
the eight selling stockholders, will sell 
15,000 shares, leaving him with 100,- 
000 shares, the equivalent of 2.95 %. 

Storer stations, 
airlines gaining 
Increase in net earnings 
is 67% for first nine 
months, report shows 

Storer Broadcasting Co., Miami, re- 
ported a 67% increase in net earnings 
for the first nine months of 1968. 

The increase was attributed to major 
improvements in broadcast operating 
profits and a substantial gain in net re- 
sults of Northeast Airlines, an 85.6% - 
owned subsidiary. 

Total gross revenues of Storer -owned 
stations increased 14% to $46,128,000 
and pre -tax earnings rose 26% to $14,- 
044,665 over the first three quarters of 
1967. 

Unusual revenues were received from 
the Detroit newspaper strike during the 
first eight months of the year. For the 
nine months ended Sept. 30: 

1968 1967 
Earned per share $2.]6 $1.30 
Income before taxes 

(excluding nonbroad- 
cast subsidiaries) 14.044.665 

Income before taxes 12.810.320 
Net Income 9,078.420 
Average shares 

outstanding 4.199.281 

11,169.522 
7.338.650 
5.430,550 

4.176.973 

Filmways shows increase 
in profits for fiscal year 
Filmways Inc., New York, television 
commercial and program producer and 
distributor, last week reported record 
earnings for the fiscal year ended Aug. 
31. Filmways recently has acquired Pic 
Mount Corp.. Wally Heider Studios, 
Yorkshire Productions, Lee Rothberg 
Productions, and other entertainment - 
oriented companies, and has agreed to 
acquire KIMA -TV Yakima, KEPR -TV Ken - 
newich- Pasco -Richland, both Washing- 
ton, and KLEW -TV Lewiston, Idaho. 
(BROADCASTING, Sept. 30). 

For the fiscal year ended Aug. 31: 
1968 1967 

Earned per share $1.51 $1.47 
Revenues 46,367,409 35,097.823 
Net income 1,584,210 1,504.704 
Restated to reflect poolings of acquired 
companies. 

Company reports: 
Metromedia Inc., New York, reported 
a 56% increase in net income for nine 
months ended Sept. 29: 

1968 1967 
Earned per share $1.23 8.88 
Gross revenues 130.709.578 110.712,014 
Net income 6.344.072 4.066.710 

Scripps- Howard Broadcasting Co., Cin- 
cinnati, reported increases in net income 
and earnings per share for the year -to- 
date ended Oct. 5. despite the federal 
income tax surcharge averaging 13 
cents a share and depreciation expenses 
averaging 5 cents a share: 

1968 1967 
Earned per share $1.33 $1.29 
Revenues 15.741,832 14,297,664 
Net Income 3.430.479 3.338,117 

Four Star International Inc., North 
Hollywood, Calif., television production 
and syndication company, reported a 
more than $1 million drop in revenues 
but a marked increase in net earnings, 
turning a more than $1 million deficit 
last year into a slight profit this year. 
For the year ended June 29, 1968: 

1968 1967 
Earned per share $0.16 ($2.19) 
Revenues 8,904,116 10,031,326 
Net earnings 108,435 (1,460,359) 

Note: 1968 net profit includes extraordi- 
nary gain of $279.550, which resulted 
principally, from the settlement of a (labil- 
ity for an amount substantially, less than 
had been previously accrued. 
John Blair & Co., New York -based 
station representative, reported an in- 
crease in earnings and revenues for the 
nine -month period Sept. 30. Blair's 
three -month net earnings rose 76% 
from $358,000 to $629,000, with earn- 
ings per share increasing by 26 cents. 

For three months ended Sept. 30: 
1968 1967 

Earned per share $1.66 $1.40 
Revenues 22.611,000 19.355.000 
Net earnings 1.761,000 1.526.000 

Note: All 1967 figures have been restated 
to Include the operations of Alden Press Inc.. 
acquired Nov. 15, 1967. on a pooling of In- 
terests basis. 
Time Inc., group owner, has reported 
its revenues up 10% but share earnings 
down 17 cents for the third quarter and 
revenues up 7% with share earnings 
also up for the nine months ended 
Sept. 30: 

1968 1967 
Earned per share $3.03 $2.54 
Revenues 405.309.000 377.501,000 
Income before In- 

come taxes and 
extraordinary 

items 31,016,000 31,888,000 
Net Income 21.841.000 18,128.000 
Average shares 

outstanding 7.197.000 7,132,000 
Note: includes pooling of Interests In acqui- 
sition of Little Brown & Co. In August. 

Gannett Co., Rochester, N. Y., group 
broadcaster and newspaper chain, re- 
ported an 11.7% and 19.2% increase 
in revenues and net earnings respective- 
ly, for the nine months ended Sept. 30: 

1968 1967 
Earned per share 
Operating revenues 88,607 584 79,342,129 129 
Income before 

income taxes 12.954,443 9,551,500 
Net Income 5,755,242 4,827,990 
Average shares 

outstanding 4,735,700 4,236,792 

Financial Notes: 
Ogilvy & Mather International has 

declared a regular quarterly dividend of 
121 cents per share, payable Nov. 29 
to stockholders of record Nov. 11, 
1968. 

Foote, Cone & Belding, New York, 
has announced a regular quarterly divi- 
dend of 20 cents per share payable Dec. 
10 to shareholders of record Nov. 19. 

Wometco Enterprises Inc., Miami. 
will increase the regular quarterly divi- 
dend from 12 to 13 cents on class A 
stock and from 4% cents to 4%4 cents 
on class B stock. Dividends are payable 
Dec. 16 to stockholders of record Dec. 
2. 
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The Broadcasting stock index 
A weekly summary of markets movement in the shares of 69 companies 
associated with broadcasting, compiled by Roth Gerard & Co. 

Stock 
symbol 

Ex- 
change 

Closing 
Oct. 31 

Closing 
Oct. 24 

Closing 
Oct.17 High 

1968 
Low 

Approx. 
Shares 

Out 
(000) 

Tote 
Market 

Capitali- 
zation 
(000) 

Broadcasting 
ABC ABC N 6531 684 694 74 44 4.709 $330,200 
CBS CBS N 544 54 5634 61 44 23.665 1,269,000 
Capital Cities CCB N 75 74'/ 74 78 43 2.811 203,100 
Corinthian CRB N 37%8 364 37 41 23 3.384 119.700 
Cox COX N 5534 5534 5734 65 44 2.879 153,700 
Gross Telecasting GST 0 34 36 38 38 28 400 13,100 
Metromedia MET N 52% 52 514 53 34 4,862 224,300 
Reeves Broadcasting RBT A 35/8 3734 394 43 10 1,825 63,600 
Scripps- Howard SHB 0 31 3034 314 34 24 2.389 70,500 
Sonderling SDB A 37 374 3734 48 24 930 37,800 
Taft TFB N 423. 42 4131 45 30 3.363 137.000 
Wometco WOM N 3035 3134 314 34 18 3,815 121.600 

Total 55,032 $2,743,600 

Broadcasting with other major interests 
Avco AV N 4334 45 45+6 65 37 14,075 $659,800 
Bartell Media BMC A 154 154 16';, 21 9 2.106 30,800 
Boston Herald -Traveler BHT 0 64 66 66 71 48 569 34,100 
Chris -Craft CCN N 365, 3836 37%6 45 27 1,153 40,500 
Cowles Communications CWL N 15'3, 15% 1734 17 13 3,625 52,600 
Fuqua FQA N 3734 384 40 45 33 3,600 88,900 
Gannett 0 3934 4034 4034 44 23 4,736 198,900 
General Tire GY N 324 32 32,, 34 23 17,061 571,500 
Gray Communications 0 115, 124 1234 15 9 475 5,900 
LIN O 284 27 2844 31 16 1,550 46,500 
Meredith MOP N 4534 45 424 48 23 2.732 114,100 
The Outlet Co. OTU N 304 3036 2931 34 , 0 1,184 32,600 
Rollins ROL N 77 7534 744 78 43 3,959 302,900 
Rust Craft RUS A 47 46% 4434 52 29 779 37,830 
Storer SBK N 51% 5231 5434 63 36 4,188 236,600 
Time Inc. TL N 108% 10634 10534 109 86 7,018 722.900 

Total 68,810 53,176,400 

CATV 
Ameco ACO A 15 1534 14% 19 8 1,200 $19,400 
Entron NRN 0 104 11 11 11 4 607 6,100 
H & B American HBA A 224 21 19% 24 10 2,956 65,000 
Teleprompter TP A 63 6638 69 78 24 994 70,100 
Vikoa VIK A 2934 3034 314 37 13 1,364 48,400 

Total 7,121 $209,000 

Programing 
Columbia Pictures CPS N 444 42% 424 44 23 4,701 $185,100 
Commonwealth United CUC A 1850 194 194 22 7 6,087 118,900 
Disney DIS N 76 77% 784 82 42 4,230 313,000 
Filmways FWY A 373g 37 3744 39 17 961 35.800 
Four Star O 64 7 734 10 5 666 4,700 
Gulf & Western GW N 51 52 4934 66 39 11,680 535.800 
MCA MCA N 484 51 5184 53 43 7,764 39;,100 
MGM MGM N 47 494 50 55 36 5,759 301,600 
Screen Gems SGE A 42% 40% 41 42 23 4,048 150,800 
Trans -Lux TLX A 62 71 7144 84 22 753 60,800 
20th Century -Fox TF N 35 35 35 40 25 7,035 262,900 
Walter Reade O 1658 15% 144 16 7 1,662 22,200 
Warner -Seven Arts WBS A 4634 474 46% 48 26 3,810 168.100 
Wrather Corp. 0 134 144 1434 15 4 1,760 25,500 

Total 60,916 S2,576,300 

Service 
John Blair BLA O 414 4034 3934 41 20 1,080 540,560 
Comsat CQ N 53 554 534 65 42 10,000 540,000 
Doyle Dane Bernbach O 30% 324 3234 41 31 2,1 :4 63,100 
Foote, Cone & Belding FCB N 14% 15 1536 20 13 2,157 30,700 
Genera:EArtists 0 134 1434 13 26 10 610 9,200 
Grey Advertising O 1331 1434 154 20 12 1.201 19.500 
MPO Videotronics MPO A 154 15 164 18 11 517 8,900 
Movielab MOV A 13 13 1434 18 13 1,404 18,600 
Nielsen 0 344 3534 3534 40 27 5,130 192,400 
Ogilvy & Mather 0 2035 194 194 21 14 1,090 21.300 
Papert, Koenig, Lois PKL A 654 64 634 10 5 791 5,300 

Total 26,084 5949,500 

Manufacturing 
Admiral ADL N 194 194 2034 25 17 5,110 $107,900 
Ampex APX N 354 344 3734 38 27 9,629 351.500 
General Electric GE N 95 9634 944 100 80 91,068 7,763,500 
Magnavox MAG N 573., 58% 5736 59 37 15,442 847,400 
3M MMM N 108% 10834 10455 120 81 53,793 5,554,100 
Motorola MOT N 134 , 130% 13134 154 97 6,122 863,200 
National Video NVD A 134 134 1334 25 12 2.782 36.500 
RCA RCA N 47 4734 474 55 44 62.606 3,106,800 
Reeves Industries RSC A 7% 734 734 9 5 3.240 23,100 
Westinghouse WX N 75 734 7534 78 60 38,064 2,926.200 
Zenith Radio ZE N 575, 554 5715 66 51 18,860 1,096,200 

Total 306,716 S22,676,400 

Grand total 524,679 532,311,200 

Standard & Poor Industrial Average 112.86 113.43 113.58 113.58 95.05 

N -New York Stock Exchange 
A- America Stock Exchange 
0-Over the counter 

Shares outstanding and capitalization as of Sept. 30 
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TV stations get 
tax break on films 

U.S. Tax Court overrules 
IRS system; sliding -scale 
method granted on rentals 

Television stations that have been 
wrestling with the complexities of fea- 
ture -film amortization and the intran- 
sigence of the Internal Revenue Service 
to permit proportional depreciation can 
take heart. 

A U. S. Tax Court judge last week 
said the system of proportional write - 
offs of feature films is a standard prac- 
tice by television stations and is just 
as good as the IRS -supported straight - 
line basis. 

The ruling came in a 10- year -old 
case involving KIRO -Tv Seattle which 
had $245,507 disallowed by IRS in that 
station's 1958 income tax returns. 

Kmo had claimed $424,159 as a de- 

duction under a sliding -scale method of 
amortization for film rentals and pur- 
chases. IRS maintained that the total 
costs of TV films are deductible only 
under a straight -line method of amorti- 
zation. 

U.S. Tax Court Judge John G. Bruce 
held that the IRS erred in disallowing 
$213,759 of the disputed amount. The 
other $31,747, he said, was not proved 
in error by the TV station. He sided with 
the station in accepting the contention 
that the first showing of a film was 
more valuable to the station than sub- 
sequent showings. 

Involved were 41 contracts, 700 fea- 
tures from Paramount Pictures; 1,407 
features from 35 other leasors and a 

number of shorts and cartoons from 
five leasors. The Paramount contract, 
which amounted to the bulk of the 
disputed tax figure, was for 10 years 
and provided no more than seven tele- 
casts per film. Refunds for films were 
offered on a sliding scale beginning 
with a 40% rebate of the valuation of 
the single film after one showing, with 
5% for five subsequent showings and 
zero for the seventh showing. 

For amortization purposes, KIRO used 
a 60% valuation on the first showing 
of a film, 15% for the second showing 
and 5% for subsequent runs. 

In his opinion, Judge Bruce said the 
straight -line method, urged by IRS, 
does not produce the "reasonable allow- 
ance" called for in Section 167(a) of 
the tax code. He also noted that both 
KIRO and IRS agreed that there is no 

exclusive or single "correct" method of 
depreciation or amortization of film 
packages. He then concluded that the 
method used by KIRO was the correct 
one since "it coincides with the evi- 
dence and with the facts of life of the 
TV industry." First runs are the most 
important for TV stations, he said; 
"successive runs diminish rapidly in 

value." 
Judge Bruce also noted that an IRS 

study of 12 of the Paramount films dur- 
ing the first four runs showed that as 
far as gross revenues produced were 
concerned the second run brought in 

only 52.8 %, the third run only 44.2% 
and the fourth run only 29.5% of the 
revenues produced by the first run. 

The suit was initiated when KIRO -TV 

was owned by Queen City Broadcasting 
Co., with Saul Haas as president and 
one of the principal owners. The TV 
station. with its AM and FM adjuncts, 
was bought by Bonneville International 
Corp. in 1963 for $5 million. 

There was no indication from IRS 
whether the government will appeal. 

TV -radio holdings add 
to Wometco revenues 

Broadcast stations account 
for 56% of net income 
in diversified operation 

More than half the income of Wometco 
Enterprises Inc. for the first nine 
months of this year came from its TV- 
radio holdings, it was disclosed last 
week. 

Of Wometcò s net income for the 
period ended Sept. 7 of $3,191,343, its 
broadcast stations contributed 56 %. 
And 23% of its total revenues of $45,- 
567,335 for the same nine months came 
from that same source. 

These facts were revealed by Mitchell 
Wolfson, president, and other executives 
of the Miami- based, diversified com- 
pany that is engaged also in motion -pic- 
ture theater operation. soft -drink bot- 
tling, food services, and other activities 
in the United States and the Caribbean 
area. The Wometco officers discussed 
their company's activities with mem- 
bers of the New York Society of Secur- 
ity Analysts. 

Other divisions contributing to prof- 
its, after TV and radio, were entertain- 
ment, 22 %; bottling, 19 %, and mis- 
cellaneous, 3 %. Food services yielded 

no income, it was indicated. 
Food services accounted for 31% 

of the firm's revenues, bottling, 21 %; 
entertainment 18 %, and miscellaneous, 
7 %. 

Richard F. Wolfson, senior vice 
president of the company, in discussing 
the acquisition policy of Wometco (it 
has acquired seven companies so far 
this year), commented about TV sta- 
tion purchases: 

. If the price and market area 
were right, we could buy another tele- 
vision station, but I can assure you 
that we have no intention of paying 
30 to 40 times earnings to get one." 

He added that Wometco was looking 
for an individually owned station where 
the owner would be willing to accept 
stock in Wometco "on a reasonable 
times -earning basis" or, Mr. Wolfson 
added. "on a basis which would give him 
security and marketability and our 
stockholders the benefit of future prof- 
its." 

"We may be a long time in finding 
such an individual," he observed, "but 
we feel that given the present multiples 
at which television stations are selling 
today, we simply can see no other al- 
ternative at the present time." 

For the first 36 weeks of the year 
ended Sept, 7, Wometco had net income 
of $3,191,343 (86 cents a share) on 
revenues of $45,567,335 (BROADCAST - 
ING, Oct. 14). Wometco TV stations 
are wrv.(Tv) Miami; WLOS -TV Ashe- 
ville, N. C.; Kvos -ry Bellingham, 
Wash., and 45.5% of WFGA -TV Jackson- 
ville, Fla. It also owns WLOS-AM-FM in 
Asheville. 

Corinthian reveals 
executive incentive 
Stockholders meet Nov. 19 
to consider stock issue 
to support acquisitions 

The emoluments of high office in a 
major station group were made public 
last week in a proxy statement. James 
C. Richdale Jr., who became president 
of the Television Stations Division 
of Corinthian Broadcasting Corp. last 
June, is receiving $65,000 annual sal- 
ary; he was permitted to buy 3,000 
shares for $1.50 per share when Corin- 
thian stock was selling at $34.625, and 
he's been given an option to buy 7,000 
shares at $35.875. exercisable in in- 
stallments over the next five years. This 
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Opportunity available 
for land- mobile users 
A government scientist who acted as a 
consultant to the President's Task Force 
on Telecommunications Policy has told 
land- mobile users that there's "more op- 
portunity than crisis" in those frequen- 
cies. 

George Haydon, a member of the 
staff of the Department of Commerce's 
Institute for Technical Sciences at Boul- 
der, Colo., said that land- mobile fre- 
quency users had better begin thinking 
seriously of channel- sharing plans or 
common- carrier service in those cities 
where there are problems due to over- 
crowding in the radio spectrum. 

He said, in a talk to the Washington 
Group on Vehicular Technology of the 
Institute of Electrical and Electronic 
Engineers, that the future of land mo- 
bile users seems to call for an integrated 
service using the radio spectrum more 
efficiently, as well as cables, waveguides 
and other advances in technology. 

Mr. Haydon emphasized that his talk 
expressed his personal views and was 
not to be taken as an official indication 
of the Task Force staff report. In addi- 
tion to his work with the Task Force, 
Mr. Haydon also was a member of the 
land- mobile panel that was part of the 
report on spectrum engineering by the 
Joint Technical Advisory Committee 
last summer (BROADCASTING, July 22). 

Nowhere in his remarks did Mr. 
Haydon make any reference to the need 
for additional frequency space for the 
land mobile services. This is now under 
study by the FCC, which is awaiting 
comments on its proposed rulemaking 
proceeding that looks to having the 
land- mobile services share a number of 
lower UHF bands, and to turn over to 
them a number of the higher UHF 
frequencies in television. 

Technical briefs: 
Electronic editing International Video 
Corp., Mountain View, Calif., has add- 
ed electronic editing in color to its 
IVC -800 series of video -tape recorders. 
The new feature is available in the NC- 
860 portable unit. The IVC -860, which 
sells for $7,600, is similar to the IVC - 
810 color video -tape recorder intro- 
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duced last year, with the exception of 
the editing feature. 
Mono conversion Shure Brothers Inc., 
Evanston, Ill., has published a booklet 
to aid broadcasters in utilizing existing 
equipment in the conversion from mono 
facilities to handle stereo recordings. 
New for transmitters General Electric, 
Syracuse, N. Y., has developed a differ- 
ential phase and gain linearity compen- 
sation unit for VHF and UHF trans- 
mitters broadcasting in color. The solid - 
state device will be available in Janu- 
ary 1969 for $7,955. 
Low -light tubes Visual Electronics 
Corp.. New York, has introduced the 
P880 (three -inch) and P884 (four -and- 
a- half -inch) new isocon camera tubes 
for use in low light levels. Visual says 
the low light capability of the tubes 
makes it possible to use them to produce 
color TV pictures under adverse light- 
ing conditions. The tubes were devel- 
oped by the English Electric Valve Co.. 
Chelmsford, Essex, England. 
'Pepe' unit Ubique Marketing Co., a 
British firm, has come out with the 
"Pepe" Rush Portable Discotheque, a 
compact unit for disk jockeys. The 
Discotheque is composed of a 30 -w 
solid -state amplifier, a control unit. 
twin turntables, headphones, micro- 
phone foot switch for music -sound re- 
duction, microphone, a public address 
facility and a matching speaker system. 
Company is at 337 Finchley Road, Lon- 
don N. W. 3, England. C. F. J. Beacham 
is managing director. 

Split -cable technique 
given another patent 
Edward Wallerstein, inventor of the 
split -cable television testing research 
technique, has announced that the 
Canadian Patent Office had granted a 
patent for the split cable apparatus and 
methodology. Earlier this year a similar 
patent was granted by the U.S. Patent 
Office. 

The technique, according to Mr. 
Wallerstein, splits a community- anten- 
na cable in two in order to conduct 
tests on commercials and programing 
for advertising agencies and advertisers. 
He said split cable has been licensed by 
his firm, Communications & Media Re- 
search Services, New York, to operate 
in two cities in the U.S. and he said 
negotiations are being conducted to ex- 
tend the licensing to other cities in the 
U.S. and Canada. He said he could not 
disclose the cities for competitive rea- 
sons. 
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Bright 
new 

Saint Louis 
mornings 
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ROMPER ROOM .. 8:00 AM 

DICK CAVETT . . 9:00 AM 

PAY CARDS .. . 10:00 AM 

WHAT'S MY LINE . 10:30 AM 

Plus the popular 
Bewitched and Treasure Isle. 

Let The Bright Lineup 
Sell For You 
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Color spots, jazz, aim 
at pollution control 
The Federal Water Pollution Control 
Administration last week announced a 
new television and radio campaign for 
"Clean Water." Two one -minute color 
spots, produced in association with 
Quest Productions, New York, have 
been distributed to 811 television sta- 
tions. "Fishing ", with lyrics written and 
sung by Tom Paxton, features a little 
boy on his way to fish in a lake, but 
finds it polluted. The second spot, 
"Doomsday ", features a little girl 
playing on a sandy beach, which has 
also become polluted. 

The Chicago Footwarmers, a jazz 
group, is featured in a record album 
which contains several radio spots and 
three public affairs programs, "Down 
by the Riverside" and "Green River" 
and "Chesapeake Bay ". It has been dis- 
tributed to 5,300 radio stations. 

Drumbeats: 
`Stock merger' I. Scott Romer of 
Schenley Imports Co.. New York, ap- 
pealed to radio audiences in New York 
and Boston to name a new cocktail con- 
sisting half -and -half of Stock dry ver- 
mouth and Stock sweet vermouth. More 
than 2.200 listeners participated in the 
contest by sending in their suggestions 
to WNBC New York and WEEI Boston. 
"Stock Merger ", the winning name, was 
submitted by four entrants. and each re- 
ceived a prize. 
Dollars drive WLwT(TV) Cincinnati 
has produced a 15- minute color film 
titled "You Know I Can't Hear You 
when the Cash Register Is Ringing." 
which will be shown to major advertis- 
ers and agencies in nine large cities 
over the next few weeks. The "mod - 
style" film is designed to impress ad- 
vertisers with the advantages of in- 
vesting more substantially in the Cin- 
cinnati market. The presentation will 
be seen in New York, Chicago, Los 
Angeles, Philadelphia, San Francisco, 

Baltimore, Atlanta, Dallas and Cleve- 
land. 
Student competition Broadcast Music 
Inc., New York, is sponsoring the 17th 
annual Student Composers Awards 
competition. A total of $15,000 will be 
given as prizes. The competition closes 
Feb. 15, 1969. Information may be ob- 
tained from Oliver Daniel, director, 
SCA project, Broadcast Music Inc., 
589 Fifth Avenue, New York 10017. 

New home Arne Mann Associates, 
New York publicity, promotion and 
advertising firm. has moved to 535 
Fifth Avenue, New York. Telephone: 
(212) 867 -3964. 

Omaha museum WOW- AM -FM -TV 

Omaha plans to open Omaha's first 
broadcast museum in its building. The 
museum will be built around donated 
items, and donors' names will be placed 
on a commemorative plaque. 

Playable gift WIOD Miami has donat- 
ed 4,200 -78 rpm records to the Univer- 
sity of Miami School of Music. The 
gift includes recordings of the past 40 
years. 

Vote trim WVEC -TV Hampton -Nor- 
folk, Va., has instituted a "Barber Poll" 
to test the presidential preferences of 
barber shop customers. So far 46% of 
the votes cast in the more than 100 
barber shops choose George Wallace 
for president, with 43% going to Rich- 
ard Nixon and I1% to Hubert Hum- 
phrey. 

Political prognostication It's Nixon 
over Humphrey three to one, if re- 
turns last week in the WLS Chicago 
promotional mailing to national adver- 
tisers and agencies is considered a 
"straw vote" of the advertising indus- 
try. The mailing, titled "Games Ad- 
vertising People Play," contained a se- 
ries of wts trade advertisements and an 
entry form on which the recipient could 
guess vote totals of the presidential 
candidates. Wts is giving radios as 
prizes for the closest predictions. 

Intern information Intern training 
programs in TV -radio are studied in 
a new booklet published by the Broad- 
casters Promotion Association and now 
being mailed to BPA members. Copies 
are available from BPA. 1812 Hemp- 
stead Road. Lancaster, Pa. 17601. 

Farseeing Radio and television repre- 
sentatives were recipients of the Amer- 
ican Optometric Association's Public 
Service Awards in Journalism. Winners 
were Lee Allen of WEZE Boston for 
his program, Before I Got My Eyes 
Put Out, and Fred Rogers of WQED(TV) 

noncommercial Pittsburgh, for his Mis - 
terogers' Neighborhood programs. The 
$500 prizes were presented at the AOA 
National Communications Forum, Oct. 
22, in New York. 

SDX deadline Sigma Delta Chi has 
set a deadline of Feb. 1, 1969 for en- 
tries in its 37th annual Distinguished 
Service Awards contest. The awards 
are given for editorial writing. Wash- 
ington correspondence, magazine re- 
porting and TV reporting and editorial- 
izing, and public service by all media. 
Winners will be announced at the an- 
nual awards banquet in Rochester, 
N. Y., on May 10. 1969. Entry infor- 
mation is available from Sigma Delta 
Chi. 35 East Wacker Drive, Chicago 
6060 I . 

Opens own office Muriel Durand, for- 
mer account executive and radio -TV di- 
rector for Eleanor Lambert, fashion 
publicist, has opened her own office at 
14 East 52d Street, New York 10022. 
Miss Durand will continue to work in 
the area of women's interests, including 
radio, television and films. 

Christmas United Communications 
Mission Inc., Route 3, Box 399, Or- 
lando, Fla., is offering free to radio sta- 
tions a series of five 60- second spots on 
theme, What Child Is This. 

Westinghouse honored Westinghouse 
Broadcasting Co. has received the Wil- 
liam Freeman Show medallion of the 
American Social Association for its 
1967 -68 radio and television campaign 
on the dangers of venereal disease. 

Promotion book out Advertising & 

Sales Promotion, Chicago. has released 
its annual Sales Promotion Almanac. 
The 1969 edition has 428 events and 
is divided into three catagories: special 
days, weeks and months; conventions. 
and competitions for advertising and 
promotions. 

Timely data for retailers 
Increased use of radio and television 
advertising by retailers has led to the 
creation of a monthly newsletter de- 
voted specifically to developments in 
that field. Retail Broadcasters, accord- 
ing to editor and publisher Edward F. 
Engle, will contain news, concepts, re- 
ports, surveys and by -lined comments 
by store executives on aspects of broad- 
cast advertising. Mr. Engle, who for 
the past 13 years was vice president - 
sales promotion of the National Re- 
tail Merchants Association, also pub- 
lishes Retail Overview, a quarterly 
magazine for retail presidents and cor- 
porate executives. Address: 103 Park 
Avenue, New York 10017. 
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elstein added to previous reports of the 
agreement was that it gave ASCAP the 
right, for the first time, to have access 
to the financial reports that stations file 
with FCC for purposes of cross- check- 
ing with financial data that they file 
with ASCAP. 

Mr. Finkelstein said community -an- 
tenna interests were willing to pay copy- 
right owners of music they use, pro- 
vided acceptable rates could be worked 
out, and that negotiations were con- 
tinuing. 

The meeting, which differed little 
from the meeting of West Coast mem- 
bers a few weeks ago, also heard a re- 
port that ASCAP revenues for the first 
eight months of the year totaled $35,- 
406,490, as compared to $33,924,275 
for the same period a year ago (BRow- 
CASTING, Sept. 30). 

AFM won't picket 
during vote returns 
Musicians' union strikes 
for higher pay, against 
staff cutbacks at networks 

The American Federation of Musicians 
called a strike of its staff musicians 
against ABC, CBS and NBC last 
Wednesday (Oct. 30) but network 
operations continued unhampered. And 
there were indications that the labor 
problems would not affect election cov- 
erage or the candidates' final broadcast 
appeals. 

Network spokesmen said that most 
programing with music will not he 
affected for at least one week, and per- 
haps several weeks, because many seg- 
ments have been taped in advance. On 
live programs with music, the networks 
planned to use repeats of earlier shows 
or carry the programs without live 
music. 

The main issues appeared to be sal- 
ary and staff size. Musicians currently 
earn $257.50 per week and are de- 
manding a $64 weekly increase for the 
first year of a three -year contract, an 
additional 10% rise in the second year 
and a 5% hike in the third year. The 
networks' "final" offer was a $20 week- 
ly increase immediately and another 
$20 in 18 months. 

The networks also are insisting on 
the dismissal of 60 staff musicians in 
New York (20 each from ABC, CBS 
and NBC), claiming their services are 
not needed. The union is resisting this 
network proposal. 

The AFM said that about 800 musi- 
cians throughout the country are affect- 
ed by the strike. The current pact ex- 
pired last June 31 and new contract 
proposals have been rejected on two 

occasions by the union's membership. 
Appeals for support were made by 

the musician's union to the Internation- 
al Alliance of Theatrical Stage Em- 
ployes, the National Association of 
Broadcast Employes and Technicians, 
and the American Federation of Tele- 
vision and Radio Artists, but there was 
no immediate response from these other 
entertainment unions. 

Picket lines were established by the 
AFM in New York, Hollywood and in 
Miami where The Jackie Gleason Show 
is produced. Herman D. Kenin, AFM 
president, said that pickets will be re- 
moved temporarily during periods when 
political candidates are broadcasting 
and when the networks are carrying 
election returns Tuesday night (Nov. 
5). 

ABC -TV reported that both the day- 
time Dick Cavell Show and the late - 
night Joey Bishop Show began using 
records instead of orchestra music. Its 
two music- variety series, The Lawrence 
Welk Show and the Hollywood Palace, 
have several programs already taped. 

At CBS -TV, plans were made to sub- 
stitute a May 12 program of The Ed 
Sullivan Show if the walkout did not 
end by Sunday (Nov. 3). its other 
variety series, including Red Skelton 
Show, Carol Burnett Show. Jackie Glea- 
son Show. Jonathan Winters Show and 
Smothers Brothers, are taped from one 
week to three weeks in advance, a 
spokesman said. He added that re- 
corded organ music has been substi- 
tuted to accompany its daytime serials, 
which heretofore had used a profes- 
sional organist. 

An NBC -TV official said that at least 
one week of tapes are available for 

Dean Martin Show, Kraft Music Hall, 
Phyllis Diller Show, Jerry Lewis Show 
and Laugh -In. On the evening of the 
first day of the strike last Wednesday, 
the Johnny Carson Show, without its 
live orchestra, tried for a comic touch. 
In the usual places filled by the instru- 
mentalists were cardboard replicas of 
the musical performers. Guests on the 
program played kazoos. 

NBC issued two statements during 
the strike, both contending the main is- 
sue in the dispute was the "AFM's 
desire to retain an artificial quota for 
musicians." AFM President Kenin is- 
sued a denial, claiming the strike was 
called in support of improved wages, 
hours and working conditions. 

ABC -TV makes a deal 
for `Let's Make A Deal' 
Let's Make a Deal, a daytime game 
show on NBC -TV (1:30 -2 p.m. EST) 
will move to ABC -TV effective Dec. 30. 

The program will run at the same 
afternoon time on its new network and 
will also go night -time, at a time slot 
to be announced, during the first quar- 
ter of 1969. ABC's Funny You Should 
Ask, a new game show now in the 
1:30 -2 p.m. period, will move to a new 
time to be announced later. 

Monty Hall, host and producer of 
Let's Make a Deal. reportedly signed a 
two -year contract with ABC on the 
condition that the show would be broad- 
cast at night. 

The program began its NBC run 
Dec. 30, 1963. and was used at various 
times as a summer and mid -season re- 
placement in prime time periods. 

Program notes: 
Navy documentary Pelican Films. 
New York, has produced a 22- minute 
film, "Sauce for the Gander," for the 
U. S. Navy. The film is available free 
to TV stations. 

Mickey's birthday The world's most 
famous mouse, Mickey, is making a 
comeback on television. He will be the 
star of "The Mickey Mouse 40th Anni- 
versary Show." a Christmas special on 
NBC -TV's Walt Disney's Wonderful 
World of Color series. The occasion 
also will mark the 15th anniversary 
season of the Walt Disney series. 

Distribution partnership Hanna -Bar- 
bera Productions, Hollywood, and CBS 
Enterprises Inc., New York. have en- 
tered into a distribution deal that calls 
for the network company to handle 
international syndication of five H -B 
animated and live -action TV series. In- 
cluded is The Banana Splits Adventure 
Hour, which is on NBC -TV Saturday 
mornings. Other shows that CBS Enter- 

prises will distribute are Wacky Races, 
Space Kiddettes. Space Ghost and 
Young Gullivers. 
East Coast branch Murakami Wolf 
Films Inc., Hollywood -based TV and 
theatrical animation studio, will open 
an eastern branch in New York this 
month. Fred Wolf, partner in the pro- 
duction firm, will head the New York 
office. Other partner is Jimmy Mura - 
kami. who remains on West Coast. 
Four Star move Four Star Interna- 
tional Inc. is moving most of its oper- 
ation from CBS Studio Center in North 
Hollywood to MGM studios in Culver 
City. Calif. Four Star will have its own 
building housing executive and admin- 
istrative offices, and its own switch - 
hoard on the MGM lot. The company 
also will have full use of MGM's studio 
facilities for the production of televi- 
sion and theatrical films and video- 
taped programs. Some of Four Star's 
production operation, including filming 
of its ABC -TV series The Big Valley, 
will remain at Studio Center. 
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executive producers of CBS's Smothers 
Brothers weekly Sunday series. 

The Campbell show is the second re- 
placement to be announced this season. 
ABC -TV is placing a one -hour contem- 
porary- variety series starring British 
pop singer Tom Jones in its Friday, 
10 -11 p.m. time period (BROADCASTING, 
Oct. 21). 

The Daktari series this season has 
been hurting in the ratings. Its levels 
have not climbed above a 12.5 rating 
and its share has been in the low 20's. 
placing the show well down in the rank- 
ings (Nielsen's weekly list of programs 
rated range from 87 to 97, averaging 
92, and Daktari this season has placed 
in a range of number 77 to 80). 

Chicago police official 
revives coverage feud 
An official of the Chicago police depart- 
ment renewed last week the charges 
that the television networks' coverage 
of the Democratic convention was 
biased. 

Francis J. Sullivan, Chicago police 
public information director, told a New 
York meeting of the National Associa- 
tion of Independent Insurers on Tues- 
day that it is time the network news 
divisions realize they have lost touch 
with the mainstream of American 
thought. "The American people have 
made it clear they think television news 
coverage can be improved," he said. 

The police official noted, "I fully 
realize that it was not the role of tele- 
vision to side with the city of Chicago 
or the Chicago police department over 
the way they handled the thousands of 
demonstrators. But neither was it the 
role of television to be the ideological 
allies of the mob. Tt was not television's 

role to slant the news day after day in 
favor of the revolutionaries and against 
the elected representatives of the peo- 
ple and the police." 

Mr. Sullivan said policemen are an 
essential part of our lives and "the tele- 
vision men should be." But, he said, 
the TV reporters instead are "drawing 
away." He urged the TV broadcasters 
"to return and accept the fact that 
revolutionaries are not the wave of the 
future." He said "the nonrevolution- 
aries who like this country and what it 
stands for will prevail." 

Chicago was unprepared for "the 
tidal waves of inaccuracies which swept 
over the city during the closing days of 
August," Mr. Sullivan said. Chief 
among them, he alleged, was a CBS 
commentator who said the convention 
was "about to begin in a police state." 
He also claimed NBC was inaccurate 
in estimating how many police were 
detailed to convention duty. 

WNDT's sneak preview 
of LBJ's bombing halt 
President Johnson's announcement of 
the halt of the bombing in Vietnam 
was carried to the nation Oct. 31 on 
radio and in prime time on television 
with a film produced five hours earlier 
in Washington and fed to the networks 
about a half -hour before air -time (8 
p.m. EST). 

WNDr(TV) Newark, N. J. -New York, 
a noncommercial station which, along 
with other network and independent 
stations, received the pool feed from 
NBC -TV, carried the film at approxi- 
mately 7:40 p.m., breaking the em- 
bargo. Lee Hays, news director of 
wxor, explained later that the feed 
received at its master control came 

Pornovision shut down 
after one performance 
The case of the Palm Springs, Calif., 
phantom pornographer was closed last 
week, at least as far as KPLM -TV Palm 
Springs was concerned. Two employes 
were discharged after images of nude 
cavortings were distributed by cable via 
the station's facilities to surrounding 
areas about 1 a.m. The station tech- 
nically did not broadcast the illicit ma- 
terial over the air. 

But the case wasn't closed as far as 
Palm Springs law enforcers were con- 
cerned. Last week KPLM -TV's ex- video- 
operator, Robert Veatch, was in cus- 
tody but the charges and judicial juris- 
diction had not been resolved. The fact 
that the public showing of some very 
private footage was not broadcast and 
was unaccompanied by an audio signal 
was reported to be complicating the 

legal situation. 
Cause of the cable distribution of a 

video signal said to have been intended 
only for after -hours viewing on a mon- 
itor was an unthrown switch, Had it 
been thrown, the cable systems would 
have been fed less explosive fare -a 
war movie that was to have been im- 
ported from KABC -TV Los Angeles. 

As it was, with KPLM -TV off the air 
and the xABC -TV signals blocked, the 
extracurricular signals traversed a mi- 
crowave link to the cable systems' head 
ends and went out into subscribers' 
homes. Blinking viewers phoned local 
police, apparently more for confirma- 
tion on the unbelieveable late -late show 
than in anger. 

After the arrest of Mr. Veatch, the 
station aired an apology to viewers. The 
other employe discharged, James Dick- 
son, was a transmitter technician at a 
microwave repeater point where the 
unthrown switch was located. 

through with the picture of the Presi- 
dent as he was speaking without the 
advance notice that the film was to be 
released at 8 p.m. The station's engi- 
neer put the program on immediately, 
he stated. 

All three TV networks followed the 
President's address with panel discus- 
sions featuring their top correspondents 
and commentators. No special docu- 
mentaries were scheduled for Thursday 
night, with the networks returning to 
their normal programing. 

Following the early broadcast of the 
President's speech by WNDT, CBS Radio 
began its feed to affiliated stations at 
7:55 p.m. ABC Radio quoted the WNDT 

broadcast on its 7:55 p.m. news feed 
to its Contemporary network. NBC 
Radio aired the news at 8 p.m. 

An NBC spokesman said its pool 
feed was preceded by a two- minute- 
and -12- second display of a card ad- 
vising of the embargo. ABC was origin- 
ally scheduled to provide the pool feed 
but technical difficulties caused the 
switchover to NBC. 

ASCAP intends 
to diversify 

Strives to increase C &W 
membership, plans other 
expansions into new fields 

The American Society of Composers, 
Authors and Publishers, which in the 
past has represented the "traditional" 
kind of popular music, re- emphasized 
last week that it intends to become a 
power in other kinds as well. 

ASCAP is out to enlist composers 
and publishers of so- called country-and- 
western music in particular, in "a wed- 
ding of tradition with tomorrow," Pres- 
ident Stanley Adams told ASCAP 
members at a semi -annual meeting of 
eastern members in New York on Mon- 
day (Oct. 28). 

Mr. Adams's speech, read by 
Arthur Schwartz because Mr. Adams 
was suffering from laryngitis, reviewed 
ASCAP's intensification of effort in 
Nashville, heart of the C&W movement, 
and stressed the advantages that all 
ASCAP members would gain from 
ASCAP's expansion into new fields. 

Herman Finkelstein, general counsel, 
reported on the agreement between 
ASCAP and the All -Industry TV Sta- 
tion Music License Committee. This is 
a 10 -year deal covering TV stations' 
use of ASCAP music, running to the 
end of 1977 but with either side having 
the right to terminate the agreement 
after six years (BROADCASTING. Aug. 
26). 

The main new feature that Mr. Fink- 
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(with texts sent to the three major 
presidential candidates with offers of 
reply time) that "presidential hopefuls 
[use] tactics we would repel on the part 
of an advertiser of household products." 

The editorial said it was "distressing 
that broadcasters like ourselves are 
reaping blame for the appalling bad 
taste in some of the election spots." 

TV codes on product spots have 
"been remarkably effective," Mr. Rogers 
notes. The codes require that products 
be presented "on their positive merits," 
without "discrediting, disparaging or 
unfairly attacking competitors." 

Improvement must come from the 
candidates, it's observed, as under the 
law broadcasters are prevented from 
interfering with political campaigns. 

"We realize we are invited into your 
homes and we try to act accordingly," 
the Taft stations told audiences. "We 
wish presidential hopefuls would do 
likewise." 

Documentary probes 
dissent in the news 
WTOP -TV looks at strains 
imposed on journalists 
covering social dashes 

How the news media, particularly tele- 
vision, unwittingly became swept up in 
the U. S. protest movement during the 
Democratic national convention in Chi- 
cago and became themselves a subject of 
controversy is examined in a new one- 
hour documentary produced by wroP- 
Tv Washington. 

The documentary, Dissent in Ameri- 
ca: The Rising Chorus, focuses on the 
need to permit and encourage dissent, 
which it's said "can hasten the improve- 
ment of American institutions." A per- 
vading motive in dissent, wTOP -TV 
claims, is "rampant idealism" much of 
which "calls on the nation to make its 
deeds match the language of its prom- 
ises. When we curtail the struggle for 
that kind of goal," wTOP -TV says, "we 
will snuff out much of the highest 
meaning of human existence." 

While covering the Democratic con- 
vention, the press found itself at times 
at the very center of the turmoil and 
the target of as much criticism as the 
demonstrators who were being clubbed 
by Chicago police (BROADCASTING, 
Sept. 2). The question of whether the 
press accurately portrayed those events 
is explored in the documentary through 
interviews with police and network of- 
ficials, and congressmen. 

According to FBI Director J. Edgar 
Hoover, the press in Chicago was 
"guilty of distortion," and Representa- 
tive Roman C. Pucinski (D -Ill.) is 
quoted: "Never have so many been so 
badly informed by so few." Representa- 

Pre -election splurges 
cut into regular shows 
With campaigning for the White House 
in its last days, additional TV network 
shows were pre -empted to accommodate 
major political programs. 

CBS -TV announced the pre -emption 
of My Three Sons on Saturday (Nov. 
2) to make room for a half -hour Nixon - 
Agnew broadcast at 8:30 p.m. EST. 
The cost of the time is estimated at 
$75,000. 

Nixon -Agnew also purchased the 10- 
10:30 p.m. period Sunday (Oct. 27) 
on NBC -TV. The time for the political 
broadcast, which pre -empted The 
Beautiful Phyllis Diller Show, cost the 
candidates a reported $75,000. 

Also on NBC -TV, a broadcast for 

Humphrey -Muskie pre -empted The 
Mothers -in -Law Sunday, (Nov. 3) 8:30- 
9 p.m. EST. The time is costing the 
Humphrey -Muskie organization approx- 
imately $80,000. 

Totals for program buys on behalf 
of the major presidential candidates 
over the period, Oct. 27 through elec- 
tion eve on the TV networks: 

Humphrey -Muskie - $435,000; Nix- 
on-Agnew--$645,000, and Wallace -Le- 
May- $145,000. Included in these esti- 
mates are some production costs. The 
total comes to $1,230,000, a jump of 
$230,000 over previous buy orders in 
prime time over the final days before 
election (BROADCASTING, Oct. 28). Not 
included in the compilation are smaller 
political buys on the networks for the 
presidential candidates. 

tive John D. Dingell (D- Mich.) claims 
the "networks gave the appearance of 
trying to defame the Democratic Party" 
with their coverage. "I was there," he 
says, and the networks didn't show the 
abuse given the police by the demon- 
strators. 

Although the news presidents of NBC 
and ABC declined to appear on the pro- 
gram, Richard Salant, president of CBS 
News, and Walter Cronkite, managing 
editor of CBS News, did so. Both 
defend press performance. 

"Our coverage was fair," Mr. Salant 
says. Of the approximate 38 hours de- 
voted to convention coverage, about 32 
minutes or 1% of the total was di- 
rected toward the demonstrations, and 
Chicago Mayor Richard J. Daley was 
accorded more TV time than that given 
to the demonstrators, Mr. Salant claims. 
"The balanced coverage was there," he 
says, "but people remember vivid pic- 
tures." 

Bill Moyers, former White House 
news secretary and now publisher of 
Newsday (Long Island, N. Y.), claims 
the printed press "did well." But he 
adds, the "chief deficiency [of televi- 
sion], which was not deliberate, was 
that it showed the consequences, not the 
initiation [of violent action by the dem- 
onstrators]; the clubbing, but not the 
provocation. I think once television 
realized this, it tried to put the picture 
together." Television, he suggests, was 
"guilty of concentrating on the 'who, 
where and when' of the demonstrations 
and ignoring the 'why and what.'" 

Mr. Salant acknowledges some prob- 
lems in distortion: "We paid a price 
for it by lying back in Chicago so we 
wouldn't accentuate the problem." But 
he disputes allegations about the so- 
called "liberal bias" of the press: 
"That's a sterile debate," he says. "I 
don't know and I don't care what the 
politics of my reporters are." Mr. Cron - 
kite is more hesitant -"I'm not too sure 
there isn't some liberal bias; but re- 

porters must put this aside" -while 
Mr. Moyers is more blunt: "Objectivity 
is a myth." 

Because of the controversial conven- 
tion coverage Mr. Dingell suggests that 
what the media need are "more con- 
trols; a more forceful recasting of the 
fairness doctrine, equal -time provisions, 
and the personal attack rules." 

Neither Mr. Salant nor Mr. Cron - 
kite is sanguine about the pros- 
pects of governmental controls (that's 
termed a "horrifying notion ") or future 
criticism about the media's perform- 
ance. "Dissent cannot be ignored," Mr. 
Cronkite says. "We would be irrespon- 
sible in not reporting dissent. Let's face 
it. People are going to use us. After all, 
the purpose of a demonstration is creat- 
ing attention." Mr. Salant suggests that 
the problem resides in the "cascade of 
communications. The quiet voice isn't 
heard any more. Quiet voices are be- 
coming strident. We don't create the 
protests: they're there and we can't shut 
them off." 

'Daktari' is without cure 
for low Nielsen ratings 
The time for CBS -TV's Daktari, the 
Ivan Tors Films -MGM production now 
in its fourth season, has run out. The 
adventure drama set in the wilds of 
Africa will be replaced on Jan. 29, 
1969, in the Wednesday, 7:30 -8:30 
p.m. EST period, with a comedy- variety 
series starring Glen Campbell. Mr. 
Campbell was host on The Summer 
Brothers Smothers Show, a replacement 
series on CBS last summer, and is a 
popular recording artist. 

The new series with Mr. Campbell 
will have Ken Dragen and Ken Fritz 
as executive producers. John Hartford, 
songwriter, will be a writer and a per- 
former on the shows. The production 
company is Smo -Bros Productions, a 
division of Dragen, Smothers, Fritz 
Inc. Mr. Dragen and Mr. Fritz are also 
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To predict or not to predict 
That is the question facing networks 
in states where polls are still open 

Potentially bitter revival of a long- 
standing issue in political coverage 
loomed large for the three networks on 
the eve of their presidential election 
broadcasts. 

Once again under contention is the 
old question of when a network should 
predict an election winner and what 
effect it may have on voters in states 
where the polls are still open. 

In a closed- circuit election preview 
fed to affiliates Monday (Oct. 28). 
ABC News President Elmer W. Lower 
said: "We will make no projection re- 
garding the outcome of any election in 
any state until all the polls in that state 
have closed." 

But both NBC and CBS say they will 
go ahead with plans to project winners 
in races whenever their samplings of 
key precincts convince them they have 
reliable data for forecasting the out- 
come- whether the polls are still open 
or not. 

Reflecting the networks' extreme cau- 
tion in calling this year's tenuous pres- 
idential race (BROADCASTING, Oct. 14), 
Mr. Lower explained his network's 
stand by saying: "We here at ABC 
News are in no race with our competi- 
tors ... when faced with the decision 
of being first or being right, we -as 
professional journalists - will always 
choose to be right." 

Of paramount importance are the 
calls on the expectedly -close presiden- 
tial race. 

Amid rumors that House Com- 
merce Committee Chairman Harley O. 
Staggers (D -W. Va.) might call for 
some form of restrictive legislation 
should any network predict the presi- 
dential winner while West Coast polls 
are still open, election -unit represent- 
atives simply were keeping their fingers 
crossed that the issue will not come up. 

Mr. Staggers indicated he would 
have his eye on the election coverage 
but wouldn't confirm or deny plans for 
legislation. "Only circumstances will tell 
what we will do," he said. 

All three networks were in agree- 
ment that in the presidential race, hope- 
fully, either there will be a wide enough 
victory margin that the 270 electoral 
votes necessary for election already will 
have been rolled up in states where the 
polls have closed, or that the race will 
be so close that it will be after the 11 

p.m. (EST) California poll closing time 
before it becomes clear who has cap- 
tured the crucial final states. 

California, of course, could well be 
the pivotal state since it has the nation's 

second largest block of presidential 
electors, 40, and the widespread use of 
computerized voting in the state mark- 
edly slows down any fast counts of 
early returns. 

Frank Jordan, director of NBC News 
election operations, said: "We're just 
going to play it by ear on election night 
and consider the political realities. This 
situation may take care of itself either 
way. 

"If the projections in the early voting 
states show a candidate clearly winning, 
then the states' electoral votes are as- 
signed to him. Once the electoral votes 
add up to 270, you have the next Pres- 
ident, and obviously, it doesn't even 
take into account the states where the 
polls haven't closed. 

"In 1964, it was absolutely apparent 
to everybody by 7 p.m. [EST] that 
Johnson was going to be the winner, 
the only question was would he set a 
new record in his victory margin. 

"For us to know the winner and not 
report it would not only be foolish, we 
would not be doing our job. On the 
other hand, if it is going to be a very 
close election, we wouldn't be able to 
call it until late anyway." 

CBS News Vice President Bill Leon- 
ard also attacked any attempt to hold 
up reporting of returns until after a 
state's polls are closed. 

To do this, he noted, would foster 
the spread of rumors, and the only 
effective way to block dissemination of 
returns would be to not only stop their 
broadcast, but keep them from news 
wire services, newspapers and to shut 
off all telephones. "You would have to 

Tips for channel hoppers 
An experiment in using radio to supple- 
ment TV viewing will be conducted on 
election night by noncommercial WAMU- 
FM Washington, owned by American 
University. The station plans to as- 
semble a panel of viewers in the studio 
who will watch the election coverage 
on all three networks and advise home 
viewers on which channel might most 
bear watching at any given time. 

The station says as far as it knows 
no other radio station has provided such 
a service for television viewers. Mike 
Harris, WAMU -FM program director, 
is credited with developing the idea. 
The station plans to warn listeners that 
comment will be aired only when de- 
velopments warrant and that stretches 
of dead air are designed to minimize 
confusion for home viewers. 

black out all communications," he 
said. 

In the closed- circuit election preview 
feed to CBS affiliates Wednesday (Oct. 
30), Mr. Leonard quoted the report of 
the Senate Commerce Committee Com- 
munications Subcommittee in August, 
1967: "... there is no evidence of any 
discernible influence on voter behavior 
..." and "... prohibition of the broad- 
cast of election returns and projections 
until all the polls have closed is too 
drastic a step and raises grave constitu- 
tional questions of free speech." 

Broadcast observers noted that ABC's 
slowdown will come in reporting House, 
Senate and gubernatorial races in states 
with staggered voting hours, such as 
Tennessee, where although some rural 
polls close as early as 4 p.m. (EST) 
most close at 7 p.m. and 8 p.m. and 
Memphis stays open until 9 p.m. so the 
network will be able to make no pro- 
jections on Tennessee races until after 
that hour. 

In reviewing their previously -an- 
nounced plans for election night cov- 
erage (BROADCASTING, Oct. 28), offi- 
cials of all three networks stressed their 
caution in reporting and projecting re- 
sults. 

CBS's Mr. Leonard said: "Our em- 
phasis, of course, will be on accuracy 
and clarity. We like to think we've 
come to the point, like an air traveller, 
where we can take a certain amount of 
speed for granted." 

Robert Northshield, executive pro- 
ducer of NBC's election broadcast, said 
the network is being "terribly conserva- 
tive" about making projections, but 
projections "are information . and 
will be given. They will be given flat 
out. There won't be any hedging or 
'maybes' or anything of the sort. We 
will name the winners when we know 
who those winners are." 

Taft Broadcasting urges 
political TV ad codes 
In the wake of the controversy over an 
anti- Humphrey television spot using 
"energy film" techniques juxtaposing 
images of the Democratic contender 
with scenes of war, violence and 
poverty (see page 38), a broadcaster 
has suggested that the same criteria 
be applied to political advertisements 
as are applied, through radio and TV 
codes, to product advertising. 

Lawrence Rogers, president of Taft 
Broadcasting Co., Cincinnati, charged in 
an editorial aired over Taft outlets 
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separate complaints with the commis- 
sion charging KLAC with "gross prej- 
udice, bias, and slanted news broadcast- 
ing in favor of Proposition 9 [the ref- 
erendum]." 

However, the commission, in a wire to 
the group, said that the licensee, Metro- 
media Inc., has furnished evidence that 
it has presented the viewpoints of those 
opposing Proposition 9. The commis- 
sion said the licensee provided record- 
ings of portions of news programs 
broadcast between Oct. 10 and Oct. 18 
airing both pro and con viewpoints. 

Although the fairness doctrine re- 
quires that a licensee which has presented 
one side of a controversial issue of 
public importance "play a positive role 
in bringing about a balanced presenta- 
tion of the opposing viewpoints," those 
opposing viewpoints need not be pre- 
sented in a single broadcast or pro - 
grame series, the commission said. 

What is required is that the licensee, 
in its over -all programing, attempt to 
present opposing views, the commission 
said, adding that KLAC appears to have 
met that test in connection with the 
referendum issue. 

When informed that the commission 
had rejected his group's complaints, 
Harry Lerner, Southern California man- 
ager of the campaign against the refer- 
endum, and representing Whitaker & 
Baxter Campaigns Inc., San Francisco, 
said: "We certainly will not let it [the 
case] drop," he said. "Furthermore, we 
will demand to know why the FCC did 
not demand and get from Metromedia 
responses to the specific allegations of 
bias and prejudice that we made and 
that are in the hands of every com- 
missioner on the FCC. We're not 
just going to let them dismiss this 
complaint with a wave of the hand." 

The commission last week also re- 
sponded to a complaint filed by M. S. 
Novik, broadcast consultant to the 
AFL -CIO, with a statement calling li- 
censees' "attention to the desirability 
of making their facilities effectively 
available" to political candidates, even 
if it requires modification of station 
format. 

Mr. Novik wired the commission 
three weeks ago stating that station 
policies limiting or prohibiting accept- 
ance of paid political advertising are 
causing a "major problem" (BROAD- 
CASTING, Oct. 21). 

The commision statement did not re- 
fer specifically to the Novik complaint. 
It said only that the commission has 
received information indicating that 
some licensees have policies proscrib- 
ing or limiting political broadcasts. 
However, commission officials said the 
Novik wire was what the commission 
had in mind. 

BMI, radio committee 
resume negotiations 
A new round of talks was held in New 
York last week on new rates for radio 
stations' use of music in the Broadcast 
Music Inc. catalogue. The meetings will 
continue some time next week. 

The meetings, on two days (Oct. 28 
and 29), marked a resumption of nego- 
tiations which broke off abruptly after 
the initial meeting on BMI's request 
for a rate increase more than a month 
ago (BROADCASTING, Oct. 21, Sept. 23). 
Current BMI licenses, which expired 
Sept. 30, were extended by BMI to 
Dec. 1. 

Sessions were not set for this week 
because of the national elections, it 
was pointed out by BMI officials and by 
the All- Industry Radio Music License 
Committee. Both groups declined com- 
ment on deliberations, other than to 
acknowledge that BMI's request for 
higher radio fees was reviewed. 

Attending for the all- industry group 
at one or both of the meetings were 
Elliott M. Sanger, chairman; George W. 
Armstrong of Storz Stations; A. A. 
Church, assistant secretary of Storer 
Broadcasting Co.; David H. Morris, 
president of KNUZ Houston, and Mi- 
chael P. Malardi, vice president and 
general manager of the Straus broad- 
cast group. Mr. Sanger, retired execu- 

re 

Live of WQXR New York, has continued 
as a member of the station's board of 
directors and executive committee. Of 
the other committee members in at- 
tendance, all with the exception of Mr. 
Armstrong, were named recently in an 
expansion of the committee (BROAD- 
CASTING, Oct. 21). Also present were 
Emanuel Dannett, William W. Golub 
and Benard Buchholz, attorneys repre- 
senting the all- industry group. 

BMI officials in attendance were Ed- 
ward M. Cramer, president; Justin 
Bradshaw, vice president, broadcaster 
relations, and Edward J. Molinelli, vice 
president in charge of finance, and 
board members Dwight W. Martin of 
WDSU -TV New Orleans and Merrill 
Lindsay of wsor Decatur, Ill. Mr. Mar- 
tin is also a member of BMI's execu- 
tive committee. 

SG sells CBS -TV package deal 

The motto at CBS-TV in the feature 
films area is apparently "plan ahead." 
A package of 19 feature films acquired 
by CBS-TV from Screen Gems for $17 
million, carries telecasting dates vary- 
ing between September 1969 and Sep- 
tember 1974. Screen Gems said the 
transaction represents the highest aver- 
age price per picture it has ever ob- 
tained. A spokesman for the TV distri- 
bution company said titles of the fea- 
tures could not be revealed at this time. 

Put the middle 
of the mitten... 
in the palm of 
your hand 

WI IX-TV 
BATTLE CREEK ANN ARBOR 

>,' 

JACKSON 

1. More efficient distribution 
of circulation. 

2. Dominates southern half of 
circulation. (Lansing and south) 

3. Puts more advertising pressure 
where it's needed most. 

4. Gets you more complete coverage 
with less overlap. 

WILX -TV 

1048 Michigan National Tower 
Lansing, Michigan 48933 

IRA O; TELEVISION SALES, INC. 
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Election spurs fairness issues 
FCC's pre -election problems involve 
WOR -TV, WGR -TV, and KLAC among others 

A flood of equal -time and fairness- 
doctrine matters swept in on the FCC 
and its staff last week as political can- 
didates and citizens fought for free 
broadcast time in the final days of the 
1968 political campaign. 

Many of the complaints and queries 
were relatively routine and could be 
disposed of at staff level in a telephone 
call or wire. But some required corn - 
mission attention, and were handled in 
special meetings, on Monday and Thurs- 
day. 

One unusual case began as a straight 
equal -time matter, when a candidate 
for a House seat in New Jersey de- 
manded equal time from WOR -TV New 
York, then resolved itself into a fair- 
ness- doctrine issue before the commis- 
sion ruled in favor of the station. The 
decision turned principally on the fact 
that the congressional district involved 
is outside the station's coverage area. 

In one equal -time case, the commis- 
sion ruled against the station involved 
-WOR -TV Buffalo, N. Y.-on Monday 
and saw its decision upheld by the U.S. 
Circuit Court of Appeals on Thursday. 

And in a case that apparently is not 
closed so far as the complainants are 
concerned, the commission said it "can- 
not conclude" that KLAC Los Angeles 
violated the fairness doctrine in connec- 
tion with broadcasts dealing with a 
hotly controversial property tax ref- 
erendum in California. 

WOR -TV's problem grew out of the 
station's desire to present on its New 
Jersey Report, a Sunday -interview pro- 
gram, an opponent of a New Jersey 
bond issue. A supporter of the issue 
had appeared on a previous program in 
the series. 

WOR -Tv presented Representative 
Charles W. Sandman Jr., (R) of the 
second congressional district, on Oct. 
27 -then received a demand for equal 
time from his Democratic opponent, 
David Dichter. The station turned him 
down on two grounds -that the pro- 
gram is a bona fide news interview 
program, and, therefore, exempt from 
the requirements of the equal -time law, 
and that the congressional district in- 
volved is outside the station's coverage 
area. 

The commission agreed that the pro- 
gram was in an exempt category. How- 
ever, this still left a question as to the 
applicability of the fairness -doctrine as- 
pect of the law. It says that, regardless 
of whether programs are exempt, broad- 
casters must "operate in the public in- 
terest and ... afford reasonable oppor- 

tunity for the discussion of conflicting 
views on issues of public importance." 

The commission said that "on the 
showing before it, particularly the sta- 
tion coverage aspects of the matter, it 
cannot conclude that the judgment of 
the licensee was "inconsistent" with the 
requirements of the fairness doctrine. 

The WGR -TV case stemmed from 
a half -hour interview with the Demo- 
cratic Presidential candidate, Hubert 
H. Humphrey, that the station broad- 
cast on Sept. 17, during the Vice Pres- 
ident's visit to Buffalo. The station had 
arranged the interview, which was held 
at its studios, and chose the three in- 
terviewers. 

WGR -TV later denied an equal -time 
request by the Socialist Labor Party 
presidential candidate, Henning A. 
Blomen, arguing that the program con- 
stituted both an on- the -spot coverage 
of a bona fide news event and a bona 
fide news interview. Both categories of 
program are exempt from the require- 
ments of the equal -time law. 

However, the commission said the 
station was wrong on both counts. It 
recalled that in an "analagous" situa- 
tion in 1962, it ruled that a debate be- 
tween Edmund G. (Pat) Brown and 
Richard Nixon, during their contest for 
governor of California was not a bona 
fide news event. The televised debate 
was held at a convention of UPI editors 
in Los Angeles. 

And the commission said that a news 
interview is not exempt unless it is reg- 
ularly scheduled. The commission re- 
jected the station's argument that the 
exemption is not limited to regularly 
scheduled news interview programs but 
includes those that are not under the 
control of the candidate. 

WGR -TV asked the appeals court to 
stay the commission's order pending a 
hearing on the merits of the case. But 
the court not only denied the stay fol- 
lowing an argument on Thursday; re- 
ferring to the imminence of the elec- 
tion, it upheld the commission's ruling. 

The complaint against KLAC was 
pressed by the Californians Against the 
Tax Trap Initiative, a statewide organi- 
zation opposing a tax referendum that 
would limit the property tax to 1% of 
the market value of the real estate and 
eliminate, over a five -year period, the 
cost of schools and welfare from the 
property tax rolls. Opponents say that 
fiscal chaos will result if it is approved 
by the voters and that big landowners 
would realize a tremendous windfall. 

The anti -referendum group filed five 
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Space contributed as a public service by this magazine. 

"United,there is little 
we cannot do... 

With one gift you can help 
the homeless. Soothe the 
sick. Offer hope to the for - 
lorn. Brighten the future of 
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magic of giving the United 
Way. So many jobs get done. 
When you give yourfair share. 

Your fair share gift works many wonder UNITED WAY 
27.5 million families benefit from child care, family service, youth guidance, health programs. disaster relief and services for the Armed Forces through 31,300 United Way agencies. 
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audience at over 30 million, an un- 
usually high showing for a television 
play. 

ABC's Summer Olympics coverage 
achieved its highest rating Wednesday 
in the 8:30 -9 p.m. time slot, a 17.6 
with a 28 share. The various other 
Olympics coverage periods ranged in 
ratings from 9.7 to 15.3. 

NTI top 20 Oct. 14-20: 
1. Bob Hope special (NBC) 30.0 44 
2. Rowan & Martin (NBC) 28.3 43 
3. Bonanza (NBC) 25.7 38 
4. Julia (NBC) 25.2 37 
5. Red Skelton (CBS) 24.2 37 
6. Here's Lucy (CBS) 23.7 40 
7. Gomer Pyle (CBS) 23.2 40 
8. Mitzi Gaynor special 22.7 39 

(NBC) 
9. Gunsmoke (CBS) 22.6 37 

10. Saturday Movie 22.3 42 
"Hallelujah Trail" 
(NBC) 

10.*Phyllis Diller (NBC) 22.3 38 
(10.10:50 p.m.) 

10. Bewitched (ABC) 22.3 37 
10. Friday movie 22.3 34 

"Goodby Charlie" 
14. Ghost & Mrs. Muir (NBC) 22.0 35 
14. Mayberry R.F.D. (CBS) 22.0 32 
16. F.B.I. (ABC) 21.9 35 
17. Beverly Hillbillies (CBS) 21.3 33 
18. Pat Paulsen special (CBS) 21.2 31 
19. Sunday movie 21.1 33 

"Assault on a Queen" 
(ABC) 

20. CBS Playhouse 20.8 36 
"The People Next Door" 
(CBS) 

The Phyllis Diller show ran from 10 to 
10:50 p.m. NBC broadcast a special on the 
Jacqueline Kennedy -Aristotle Onassis wed- 
ding from 10 -50 -11 p.m. which achieved a 
21.8 rating considered separately. 

Wide discrepancy in 

Hooper -Nielsen ratings 
C. E. Hooper Inc. Thursday (Oct. 31) 
released the first general findings of its 
new national television index, and it 
varied widely from comparable A. C. 
Nielsen data. 

For the period of Sept. 15 -29, 
Hooper's sample for the average prime - 
time network program showed 19% 
more viewers in the 18 -34 age bracket 
than "brand X" (presumably Nielsen), 
and 14% fewer over -50 viewers. 

Hooper said that while the "brand X" 
survey indicates that only movie, science 
fiction and suspense -drama programs 
have more 18 -34 viewers than those 
over 50, the Hooper index shows those 
program types plus situation comedy, 
sports, mystery drama, quiz game and 
general drama programs have more 
younger than older viewers. 

In the Hooper service "a large ran- 
dom sample of telephone listings are 
called in a national sample, and re- 
spondents are asked about TV viewing 
at that precise instant in their homes." 

Hooper Vice President William Har- 
vey said that nine months of research 
showed the method more accurately re- 
flects television audience makeup than 
"the brand X diary data [which] re- 
flect smaller samples, much higher non- 
cooperation rates, dependence upon 

memory and attention to detail in diary - 
keeping, and the unknown conditioning 
effect of being in a permanent diary 
panel." 

Mr. Harvey said that after further 
study of the data, Hooper plans to ex- 
pand the service next season. Among 
clients are NBC, J. Walter Thompson 
Co., Leo Burnett and Norman Craig & 
Kummel. 

The prospect of 
pressure on news 
Repression threat cited 
by NBC's Hugh Downs 
and by Blair Clark 

Members of the New York chapter of 
the National Academy of Television 
Arts and Sciences last week got a 
gloomy warning of cautious days ahead 
for broadcast journalists from both a 
popular television personality and a 
broadcast newsman- turned -political 
strategist. 

Hugh Downs, host of the NBC 
Today show, told the season's first 
academy forum (Oct. 30) that in these 
emotion -charged times, broadcast news- 
men are subject to "dozens of pressures 
-the more we can stave off by an utter 
effort for objectivity, the better we will 
be." 

He said it is "important to suppress 
as much as possible emotional comment 
on issues which can bring on repres- 
sion." 

Blair Clark, former CBS News cor- 
respondent and executive who most re- 
cently was campaign manager for Sen- 
ator Eugene McCarthy's presidential 
bid, said he believes "the broadcast in- 
dustry is about to see itself threatened 
as it never has been." 

At the forum, titled "Impact: Tele- 
vision on Politics, Politics on Television," 
Mr. Clark said he has "a sharp and 
agonizing notion that we are in for a 
very bad period in this country -one 
that can only be called repression." He 
said that for broadcasting, it would 
come in repression of newsmen "trying 
to report any sort of dissent to the 
government." 

After predicting the election of 
Richard Nixon as President, Mr. Clark 
said: "When I talked about repression, 
what I meant was the fact that the last 
period of repression which affected the 
country, including the media, was after 
the [Senator Joseph] McCarthy era, 
when we lost China, or at least our il- 
lusion that it was ours, and we lost it 
not by war. 

"Here, when the Vietnam war ends, 
we will have lost our first war in history 
and out of the psychological reaction 
to that and other events of the times, 

the repression will come." 
As an example of caution which 

broadcast personnel must exercise, Mr. 
Downs cited a recent interview he con- 
ducted with Attorney General Ramsey 
Clark. 

"I betrayed that I'm an admirer of 
his," Mr. Downs said. "I feel he's a 
tough- minded but fair lawman, but my 
feeling is not in tune with the times. 
when people want a tougher, more 
policeman -like figure. 

"I got a memo from the network in 
effect reprimanding me for injecting 
personal feeling into the interview. I 
felt that this was not a campaign issue, . 

but the network said it was because Mr. 
Clark had been singled out by Mr. 
Nixon as a target. 

"In retrospect, I've come to feel that 
the network is right, we must stave off 
unnecessary pressure by this utter ef- 
fort for objectivity." 

Both Mr. Clark and one other panel- 
ist said television made possible Eugene 
McCarthy's unconventional presidential' 
bid. 

Paul O'Dwyer, one of the original 
backers of Senator McCarthy's cam- 
paign and himself the Democratic can- 
didate for U.S. senator from New York, 
called Senator McCarthy "the product 
of TV." He said that while newspapers 
said Senator McCarthy's candidacy 
"couldn't get off the ground, it was 
when we got TV coverage and what 
Senator McCarthy said began to come 
through" that his campaign was 
launched. 

KNX computer figures 
L.A. freeway traffic 
KNX Los Angeles, which already pro- 
grams 171/2 hours of solid news Mon- 
day through Friday and continuous 
news on weekends, has added 16 daily 
drive -time traffic reports to its coverage. 
The traffic reporting is computerized. 
ft's said to be the first broadcast use of 
an information service to drivers based 
on computer information. 

Traffic analysis and projections are 
being made through use of a SDS 940' 
computer, built by Scientific Data Sys- 
tems. Reportedly, the computer contains 
a memory bank with more than 10,000' 
pieces of information about traffic con- 
ditions affecting the maze of freeways 
in Los Angeles. Control units of the 
computer, located in the KNX news 
room, feed special information to the 
main computer at the Scientific Data 
laboratory in El Segundo, Calif. The 
station, which is owned by CBS, esti- 
mates that some 580 hours of plan- 
ning have gone into assembly of the 
computerized system. 

KNX is broadcasting eight morning 
and eight evening drive time reports ac- 
ro -ding to the station. 
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Five -year trend of second October TVQ scores for 
all evening network programs by program type 

1968 1967 

Total -all types (1) 
Number of programs 
Average TVQ ** 
Adventure (2) 
Number of programs 
Average TVQ 

Comedy 
Number of programs 
Average TVQ 

Drama 
Number of programs 
Average TVQ 

Musical (3) 
Number of programs 
Average TVQ 

Network movies 
Number of programs 
Average TVQ 

News & Documentaries 
Number of programs 
Average TVQ 

Quiz & panel 
Number of programs 
Average TVQ 

Suspense & mystery 
Number of programs 
Average TVQ 

Variety (4) 
Number of programs 
Average TVQ 

Western 
Number of programs 10 

Average¡TVQ 29 

d (I) Includes miscellaneous programs (2) Includes science -fiction 
(4) Includes comedy -variety * Multiepisode programs counted once 

1966 1965 1964 

83* 83* 91* 99* 97 

28 28 29 27 28 

6 12 14 7 7 

25 24 28 29 33 

22 20 28 
28 28 28 

35 38 
28 29 

3 6 6 12 11 

21 25 26 24 28 

2 4 5 

22 28 27 

7 6 5 

34 36 38 

2 3 2 

28 30 32 

2 2 4 

23 28 22 

14 9 9 

30 27 31 

14 7 7 

25 24 23 

11 9 
30 35 

fall is limited, according to TVQ. Three 
out of five program types show severe 
declines in appeal. The average TVQ 
for new shows is 26, with interest wan- 
ing in every age group except the under 
18's. The 35 to 49 age group held at a 
steady 17 TVQ from last year to the 
present. 

Adventures, drama and western pro- 
grams showed losses. There are two new 
adventure programs this season, as 
there were in 1967, but their average 
TVQ has dropped from 29 to 24. The 
adventure programs lost appeal con- 
sistently in all age groups but the 6 -11. 

With only one new drama show this 
year, compared to three last year, that 
program type dropped 11 points to an 
average TVQ of 19 this fall. The two 
new western offerings failed to win over 
the under -18 crowd and had to settle 
for a 24 TVQ, four points under last 
year's average. 

The two program types showing some 
promise among the new shows are 
suspense and mystery, and comedy. The 
five new suspense and mystery shows - 
two more than premiered last season - 
registered a 31 average, scoring heavily 
with the under -18 group. Comedy, with 
eight new offerings compared to last 
year's six, scored an average TVQ of 
30, winning new approval from the 
over -50 set. 

Two new shows made TVQ's top -I0 
list of evening programs, Julia (NBC) 
and Mod Squad (ABC). Only one fea- 
ture film made the list this year: the 

9 5 

25 27 

4 3 

32 35 

3 5 

25 22 

4 5 

21 23 

5 6 
30 28 

5 10 
25 24 

10 5 

33 37 

(3) Includes musical variety 
** All averages are weighted 

Saturday night movie (NBC) tied with 
Ironside (NBC) for seventh place. 
Three feature -film nights made last 
year's top -10 and four films in 1966. 

ABC, Truman Capote 
fall out over special 
Differences have erupted between ABC 
and Truman Capote, the novelist, over 
a Xerox special, Death Row, U.S.A., 
written and directed by Mr. Capote. 
The one -hour documentary gives an 
account of the lives of criminals await- 
ing execution in American prisons. 

Mr. Capote, who is the author of 
In Cold Blood, an examination of the 
criminal mind, demanded that the news 
special be shown before the pending 
U.S. Supreme Court consideration of 
whether lengthy delay of execution con- 
stitutes cruel or unusual punishment. 
Mr. Capote claimed that ABC had 
taken Death Row off the schedule, and 
the author questioned the right of com- 
mercial television to determine the fate 
of an artistic product. 

An ABC spokesman said, that while 
the program had been tentatively sched- 
uled for October, it had become neces- 
sary to postpone Death Row. "Mr. 
Capote requested that this show be 
scheduled earlier than we could sched- 
ule it," said the spokesman. 

Leland Hayward, producer of Death 
Row, said that there was no question 
of scheduling nor had Mr. Capote re- 
quested a release, but that "ABC de- 

cided not to do the show at all." The 
network had advised him last week, 
said Mr. Hayward, that they did not 
want the program-"they thought it 
was too grim." 

Walter Olesen, manager of advertising 
and sales promotion for Xerox, would 
not comment on the advertiser's role in 
the dispute except to say "it is an issue 
which is between Mr. Capote and 
ABC." Mr. Olesen added: "We have 
had good relations with both of them." 

Agenda, speakers set 
for RINDA convention 
Radio -TV news directors attending the 
23rd annual Radio Television News Di- 
rectors Association convention Nov. 19 
to 24 in Los Angeles will hear a wide 
variety of topical issues affecting broad- 
cast news. 

And on the opening day of the con- 
vention RTNDA members will be guests 
aboard the aircraft carrier USS Kitty 
Hawk for a full one -day at -sea cruise. 
Scheduled are a sea and air firepower 
demonstration, and tours of the carrier. 

Scheduled panels will include a dis- 
cussion of the controversial "Reardon" 
report affecting trial coverage. Judge 
Edward Deavitt, chairman of the Amer- 
ican Bar Association Legal Advisory 
Committee on Fair- Trial -Free Press, 
and RTNDA counsel Ted Pierson of 
Pierson, Ball & Dowd will appear, with 
Bill Roberts, Time -Life Broadcast, as 
moderator. 

A discussion of the Democratic na- 
tional convention coverage in Chicago 
will feature ABC News President El- 
mer Lower, NBC News President Reu- 
ven Frank, and CBS News Vice Pres- 
ident Bill Leonard. 

Guest speakers include California 
Governor Ronald Reagan; Los Angeles 
Mayor Sam Yorty; Whitney Young, di- 
rector of the Urban League; Repre- 
sentative Lionel Van Deerlin (D- 
Calif.), member of the House Commit- 
tee on Interstate and Foreign Com- 
merce; and Tom Cahill, president of 
the International Association of Chiefs 
of Police. 

NBC -TV rated No. 1 

again by Nielsen 
NBC -TV maintained its lead in the 
Nielsen Television Index ratings for a 
second consecutive week (Oct. 14 -20) 
with an average rating of 20. CBS -TV 
ran a close second with 18.9 and ABC - 
TV was third with 15.3. 

Specials and movies moved up 
throughout the top 20, and CBS's first 
CBS Playhouse drama of the season, 
"The People Next Door" (Oct. 15), 
took 20th place with a 20.8 rating and 
36 share. The network estimates the 
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New shows sag 
in popularity 
Movies still have 
the most appeal; 
drama is least liked 

Although the number of network shows 
and their average appeal have leveled 
off this year, the season's new shows 
have shown a drastic decline in over -all 
appeal, according to a TVQ study. Net- 
work feature films emerge again this 
year as having the highest average ap- 
peal of all program types, although the 
movies slipped slightly under last year's 
average. 

These conclusions were drawn from 
the annual survey conducted for BROAD- 
CASTING by the TVQ service of the 
Home Testing Institute, a marketing re- 
search firm in Manhasset, N. Y. The 
TVQ score is based on a nationwide 
survey and represents the proportion of 
respondents who would term a program 
"one of my favorites." 

TVQ interviewing during the 10 
days beginning Sept. 30 produced a 28 
average score for night -time programs, 
the same score as resulted from last 
year's sample. The number of network 
programs has been tapering off in re- 
cent years as feature films and other 
long program forms moved to dominate 
the schedule. This year, however, there 
are 83 programs, the same total as at 
this time last year. 

Feature films scored a 34 this year, 
down from last year's 36, but still the 
program type with highest appeal, an 
honor the movies have carried off for 
three years straight. Lowest appeal was 
registered by drama shows with a score 
of 21, down four points from last fall. 
Last year, adventure programs were 
lowest in appeal with a 24 score, but 
they gained another point in 1968. 

Of the program types that declined 
in number this year, which include 
adventure, drama, musical, news and 
documentary, and western, all but ad- 
venture finished lower in appeal as 
well. Of those with increased repre- 
sentation on the schedule this season - 
comedy, movies, suspense and mystery, 
and variety- suspense and mystery and 
variety shows had higher appeal, 
comedy registered the same 28 score 
it claimed last year and movies came 
in two points lower. 

Other than feature films, the pro- 
grams with averages that exceeded the 
average for all shows were suspense 
and mystery (30) and westerns (29). 
Westerns, however, have continued to 
show the steady decline that began 
when they lost the number -one spot to 
the movies in 1966. 

The appeal of the new programs this 

Five -year trend of second October TVQ scores for new evening network 
programs by selected types, totals and by age group 

Total new programs 
Number of new programs 
Average TVQ 
Age 6 -11 

12 -17 
18 -34 
35 -49 
50+ 

1968 1967 1966 1965 1964 

21 
26 
50 
38 
21 
17 
19 

25 
27 
49 
33 
22 
17 
20 

35 
27 
51 
40 
23 
20 
17 

35 
28 
52 
43 
26 
18 
17 

37 
30 
57 
43 
24 
21 
17 

Adventure 
Number of new programs 2 2 6 3 6 

Average TVQ 24 29 33 30 31 
Age 6 -11 57 49 56 59 64 

12 -17 32 37 48 48 42 
18 -34 14 27 27 29 23 
35-49 11 23 23 17 22 
50+ 10 20 17 15 18 

Comedy 
Number of new programs 8 6 14 16 21 
Average TVQ 30 28 25 30 30 
Age 6 -11 58 54 56 62 60 

12 -17 41 40 40 49 46 
18-34 20 21 18 22 22 
35-49 19 14 14 16 19 
50+ 23 15 13 13 17 

Drama 
Number of new programs 1 3 4 

Average TVQ 19 30 23 22 
Age 6-11 24 58 19 27 

12 -17 38 30 24 33 
18-34 24 20 29 23 
35 -49 10 15 20 18 
50+ 19 24 18 17 

Suspense & mystery 
Number of new programs 5 3 6 4 1 

Average TVQ 31 26 29 27 29 
Age 6-11 44 31 48 42 54 

12 -17 47 24 41 40 59 
18-34 31 29 27 28 32 
35-49 20 20 21 19 18 

50+ 19 24 17 18 11 

Western 
Number of new programs 2 6 4 5 

Average TVQ 24 28 32 29 
Age 6 -11 31 46 46 39 

12 -17 27 35 41 40 
18 -34 26 25 31 30 
35-49 17 18 25 22 
50+ 23 23 29 21 

Top 10 evening network programs from second October 1968 TVQ report by age 

Rank Program 

Total 
audience 6 -11 12-17 18 -34 35-49 50+ 

Fam TVQ Fam TVQ Fam TVQ Fam TVQ Fam TVQ Fam TVQ 

1. Rowan & 
Martin's 
Laugh -In 75 45 70 62 87 58 83 51 77 38 61 28 

2. Walt Disney 89 44 97 66 92 34 89 37 86 38 85 49 

3. Julia 53 43 53 73 64 59 59 36 47 25 46 39 

3. Mission: 
Impossible 77 43 58 40 92 52 89 52 83 36 65 32 

5. Family Affair 76 41 76 66 89 38 79 26 72 33 70 52 

6. Mod Squad 41 39 45 50 70 62 45 39 37 27 26 17 

7. Ironside 70 38 50 30 78 31 76 42 72 29 71 50 

7. Saturday Night 
Movie 78 38 47 34 88 45 93 43 87 32 67 35 

9. Bonanza 90 37 75 34 96 35 94 25 91 30 91 54 

10. High Chaparral 64 36 45 46 64 39 69 34 66 25 69 41 

Note: Data covers opinions held by respondents during 10 -day period beg .nning Oct. 12 

Copyright: Home Testing Institu e/TVQ Inc., 1968 

Top five and bottom five new shows from second October 1968 TVQ 

Top Five Inverse Bottom Five 

Rank Program TVQ Rank Program TVQ 

1. Julia 43 1. That's Life 12 

2. Mod Squad 39 2. Don Rickles 14 

3. Ghost & Mrs. Muir 35 2. Phyllis Oilier 14 

4. Adam 12 34 4. Huck Finn 18 

5. Here Come the Brides 32 5. Good Guys 20 
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tended to Congress. But it certainly 
hasn't occurred to me to be indignant 
about this. There are too many other 
things to worry about right now." 

NBC's new policy requiring financial 
disclosures by its news personnel was 
described in a letter to the FCC that 
the network made public last week. The 
commission two months ago had re- 
buked NBC for failing to exercise suf- 
ficient diligence to prevent a conflict 
from developing between Mr. Huntley's 
interest in the cattle industry and his 
radio broadcasts on the importation of 
Australian beef and federal meat -in- 
spection act (BROADCASTING. Sept. 10). 
It asked the network to report on any 
provisions in procedures to prevent 
a similar occurrence. 

The policy requires news personnel 
"in responsible positions" to complete a 
questionnaire that calls for disclosure 
of whether the journalist or any mem- 
ber of his immediate family has a finan- 
cial interest in any enterprise other 
than NBC, its parent, RCA, or their 
subsidiaries. He need not include any 
investment of less than 1% of the mar- 
ket value of the outstanding shares of a 
corporation listed on a national ex- 
change or one regularly traded by na- 
tional dealers. 

The newsman is also requested to 
report whether he or any member of 
his immediate family holds an office, 
directorship, partnership or employ- 
ment in any business other than NBC, 
RCA or their subsidiaries. 

NBC's letter said that conferences, in 
which NBC News officers would par- 
ticipate, will be held with employes 
whose statements reveal "a significant 
private interest." The purpose of the 
conference will be to determine how 
that private interest might affect the 
"employe's news judgment or reasonably 
be considered as capable of affecting 
that judgment." 

NBC also said the employe will be 
instructed to inform his superiors when- 
ever he is assigned to a story which 
might provide grounds for a conflict - 
of- interest problem. Top NBC News of- 
ficials would determine what steps 
should be taken -whether, for instance, 
to assign another reporter to the story 
or to make a disclosure of the interest 
involved. 

The NBC letter, which was signed 
by Howard Monderer, NBC's assistant 
general attorney in Washington, also 
served to refute suggestions that Mr. 
Huntley had deliberately distorted the 
news in one of his broadcasts critical 
of the meat -inspection law. 

This was a reference to a statement 
by Mr. Huntley that truck drivers in 
New York were quitting their jobs to 
become federal meat inspectors and 
were talking openly of fringe benefits 
in the form of money under the table 
in return for an inspection stamp. The 

letter said Mr. Huntley has stated he 
had sources for that information. And 
"Mr. Huntley is a reporter in whom 
we have complete confidence and we 
are satisfied that those sources do 
exist," it added. 

The letter also took issue with a 
passage in the commission's letter con- 
cerning Mr. Huntley's statement assert- 
ing that "NBC was under an affirma- 
tive obligation to encourage the presen- 
tation of contrasting viewpoints... . 

NBC said it did not understand the 
fairness doctrine to require that li- 
censees solicit and broadcast a response 
to each separate statement or charge 
contained in a broadcast expressing a 
point of view on some issue. 

NBC noted it had broadcast a re- 
sponse by Representative Neal Smith 
(D- Iowa), who was the sponsor of the 
act attacked by Mr. Huntley and whose 
complaint led to the FCC rebuke of 
NBC. Mr. Smith did not discuss the con- 
troversial statement in his broadcast. 

NBC said it does not think the fair- 
ness doctrine requires -or should re- 
quire-"a licensee, once it has provided 
an opportunity for the expression of a 
contrasting viewpoint on the basic issue 
involved, to go further and solicit ma- 
terial taking issue with each specific 
factual statement which the responder 
may have chosen to ignore." 

An object lesson 
in closing the switch 
The four little words otherwise known 
as "SOB" that slipped out on the air 
at WBBM Chicago in reference to presi- 
dential candidate Richard Nixon have 
lost newsman Dan Price his $40,000 - 
a -year job and the case is "settled," 
wester affirmed last week in the wake of 
local reports that the veteran newscaster 
might be taken back because the 
Illinois Nixon committee felt the pun- 
ishment too harsh. 

WBBM said that a settlement was 
made with Mr. Price on his contract 
which still had two years to run. The 
engineer who worked Mr. Price's show 
is still on the payroll, WBBM said. 

The CBS -owned all -news station ex- 
plained that between 5:30 a.m. and 
6 a.m. on Oct. 11 when Mr, Price was 
on the air a seven -minute Nixon news 
special was aired followed by a tele- 
phone weather report and a commercial. 
WBBM said Mr. Price forgot to hang up 
the phone, leaving an open line. 

During the commercial Mr. Price was 
checking the program sheet for the seg- 
mentstarting at 6 a.m. and noting another 
Nixon story coming up he commented 
about it to the engineer and used the 
unfortunate expression, WBBM said. 
Later that day, the station related, Mr. 
Price offered his resignation and it was 
accepted. 

NEED A CBS 
VOLUMAX? 
CONTACT CCA THEM) 

CCA 
CCA ELECTRONICS CORP. 
GLOUCESTER CITY. N. J. 

(609)-456-1716 

Broadcasting 
is for 
business people 
... too busy to plow through 
a stack of business papers 
each week. 

Your Blair Man Knows . . . 

CENTRAL SEVEN! Elegant design and 20,- 
000 bricks are "out front" inviting pass- 
ersby into the brand new WTRF -TV and 
WTRF -FM communication center. This ultra- 
modern glass and brick structure now 
houses 24,000 square feet of studios, pro- 
duction facilities and the newest color 
TV and FM stereo equipment atop the 
underground parking garage. Sixty -one 
full time and talented employees are 
"about your business" at new CENTRAL 
SEVEN (and enthusiastically welcome the 
opportunity to handle more). Drop in to 
see CENTRAL SEVEN and help WTRF -TV 
celebrate its fifteenth anniversary of serv- 
ing the Wheeling -Steubenville Market 
from the heart of downtown Wheeling, 
hub of the rich and busy industrial upper 
Ohio River Valley. 

BLAIR TELEVISION 
Representative for 

WTRF-TV 
Color Channel 7 -NBC 

Wheeling, West Virginia 
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the increase for a comparable period in 
1967 -figures, the article notes, which 
are "remarkable when compared with 
the increase nationally of about 8 %." 

(In June BROADCASTING found among 
Detroit radio -TV stations polled that 
they were cautious about claiming too 
much credit for retail gains. They cited 
the broad trend upward of business na- 
tionally [BROADCASTING, June 17].) 

The article adds that Detroiters 
"seemed in no way" less informed about 
world events than they were before the 
strike: "The broad array of broadcast 
and print [suburban newspapers and na- 
tional magazines] media gave them all 
[the news] they could use." 

Broadcasting majors 
now at 147 colleges 
There are 147 American colleges and 
universities offering a major in broad- 
casting leading to one or more degrees, 

Prvgralm14 

according to a survey by Dr. Haold 
Niven, vice president for planning and 
development of the National Associa- 
tion of Broadcasters. 

The 1968 study, the 11th report of 
"Broadcast Education," says that 146 
schools offer the bachelor's degree, 14 
more than in 1967; 75 offer the master's 
degree, an increase of 11 from the 
previous year, and 18 have a doctoral 
program in broadcasting. 

Carol Music Inc. gets 
$18,000 settlement 
A $530,000 lawsuit against a Wash- 
ington law firm by Carol Music Inc., 
one -time licensee of WCLM(FM) Chi- 
cago, has been settled for $18,000, ac- 
cording to William G. Drenthe, a prin- 
cipal of Carol Music. 

The suit was filed last spring against 
the now defunct law firm of Roberts 
and McTnnis. The law firm represented 

Carol Music after its license for wcLM 
had been revoked in 1964 by the FCC. 

The commission said the station had 
failed to operate within the terms of 
its license, had misrepresented and con- 
cealed facts and had violated various 
technical rules. The station originally 
was cited for allegedly airing infor- 
mation used by bookies. 

Media reports: 
Moving day WHB Kansas City, Mo., 
is moving to new studios and offices in 
the Power and Light building, 14th and 
Baltimore Streets, Dec. 15. Since 1954 
the WHB studios have been located in 
the Pickwick hotel. WHB founded in 
1922, is owned by the Storz Broad- 
casting Co. of Omaha. 

RKO move WNAC -TV, WRKO and 
WROR(FM) have moved to the RKO 
General building, Government Center, 
Boston 02114. Phone: (617) 742 -9000. 

Mixed reaction to NBC's disclosure policy 
Order to newsmen to bare investments 
meets both acceptance and resentment 

Major network news correspondents ap- 
peared split last week over NBC's an- 
nouncement of a new polidy requiring 
all news personnel to furnish reports of 
private financial investments and out- 
side employment. 

Although no newsman registered 
personal objection to filing a report of 
his own finances, several expresssed 
resentment of what they considered a 
slur on the integrity of the profession. 

"It's a bit of an insult, it seems to 
me," said CBS's Eric Sevareid. "If I 
were asked, I would do it, but I would 
resent it. This is a function of the pri- 
vate purse, and I don't think it fair to 
ask a journalist in television to do some- 
thing a congressman wouldn't." 

But at the same time, Mr. Sevareid's 
fellow CBS newsman, Mike Wallace, 
said: "My first instinct is that it's a 
good idea. Congress should be like 
Caesar's wife, and by the same token 
so should anyone who reports and 
analyzes the news." 

CBS has not joined in the new dis- 
closure practice outlined by NBC in 
a letter to the FCC, which was made 
public last Monday. However, CBS 
News officials said that in addition to 
standard conflict -of- interest question- 
naires required of employes at all three 
networks, they were asking their legal 

department to determine whether fur- 
ther measures are feasible. 

Chet Huntley, the newsman whose 
outside cattle- industry holdings spurred 
the NBC action, sees the move as one 
piece of a larger attack ail broadcast 
journalism. 

"I have two feelings about this thing," 
he said. "Personally, as far as I'm con- 
cerned if I were singled out, I wouldn't 
mind divulging my personal interest to 
anyone. But taken as a group -all of 
us in broadcasting -I do resent an air 
of suspicion cast on the whole profes- 
sion. 

"It seems to me part of the malaise 
of the year," Mr. Huntley added, "from 
Mayor Daley in Chicago to some con- 
gressmen and FCC commissioners and 
the rest. Many very plainly want to 
throttle the press. They can't [throttle] 
the print media, but they apparently are 
trying to go after TV. 

"There's something more at work 
there than some congressman raising a 
damn -fool question about my beef in- 
terests. It goes deeper." 

Mr. Huntley's partner, David Brink- 
ley, said only that he doesn't "mind in 
the slightest" disclosing his outside 
holdings. 

ABC's Howard K. Smith said: "I 
don't know that I can have any simple 

view. While I don't have any personal 
objection to it, I do find it ironic and 
a little silly that members of Congress 
don't have to go through such a pro- 
cedure, but this is being done to ap- 
pease Congress." 

ABC officials said that at this time 
they plan no further disclosure regula- 
tions than the traditional conflict -of- 
interest questionnaires for all personnel, 
which date from the wake of the payola 
investigations of 1960. 

While dismissing the NBC move as 
being blown out of proportion because 
"we've always had a disclosure form 
and so have they," one ABC News 
source, when asked if he keeps the 
form updated, said, "you're supposed 
to, but -you know...." 

The situation at CBS appeared simi- 
lar. Mr. Sevareid said: "I have a faint 
memory" of filing a conflict -of- interest 
form, and Mr. Wallace said that al- 
though "I think it is in the contract, 
I don't remember signing anything. 
They don't know what securities or 
real estate I own." 

Some newsmen remain relatively un- 
concerned. Said NBC's Edwin Newman, 
"I really haven't thought about it, al- 
though I have no personal objections. 
If there is any justification for it. I 
would tend to think it should be ex- 

60 BROADCASTING, Nov. 4, 1968 



"I consider the ARB Station Seminars 

most valuable and would like to see them 

continued." 

"I did find your seminar of significant 
value and I would look forward to attend- 

ing future sessions." 

"The coverage of material was excellent 
-and this pace should be kept up." 

"I think the seminars are worthwhile 

and look forward to attending the second 
annual meeting." 

I I 

A second series of ARB Station Seminars & Research 
Clinics will begin soon, and the emphasis is on selling better 
with ARB. 

We've streamlined the agenda to include more "how to 
use" information you've asked us to provide. In addition, 
you'll get the story behind ARB data and learn of more 
improvements in methodology that have been added. 

The Clinic portion of the meetings will offer time for 
discussion of your special research problems. You'll also 
have an opportunity to tell ARB about additional information 
you would like added to future reports. 

The ARB executives who will be conducting the seminars 
are men who understand station sales and research prob- 
lems. The ideas they will offer are sure to be of special 
value to managers, sales managers, research and promotion 
managers of every television station. 

Here's this season's schedule - expanded to ten cen- 
trally located cities and slated in two cycles. The first series 
follows October report delivery and offers the added ad- 
vantage of those in markets scheduled for November surveys 
to attend prior to their first report of the season. The 
second series follows delivery of November sweep reports. 

BROADCASTING, Nov. 4, 1968 

Philadelphia Thursday, November 21, 1968 
St. Louis Tuesday, December 3, 1968 
San Francisco Monday, December 9, 1968 

Washington Thursday, January 9, 1969 
Boston Tuesday, January 14, 1969 
Detroit Thursday, January 16, 1969 
Atlanta Tuesday, January 21, 1969 
Dallas Thursday, January 23, 1969 
Denver Tuesday, January 28, 1969 
Los Angeles Thursday, January 30, 1969 

Ask your ARB representative for registration material now 
(open to the staff of all commercial television stations at no 
charge). You're sure to profit by our efforts to put real 
meaning into "selling better with ARB." 

AMERICAN RESEARCH BUREAU 
A CE.I.R SUBSIDIARY OF CONTROL DATA CORPORATION 

WASHINGTON NEW YORK CHICAGO ATLANTA 

LOS ANGELES SAN FRANCISCO 

59 



Lively discussions held on CATV industry 
Public is receptive to cable originations, 
Commissioner Cox tells UHF broadcasters 

The joint FCC -industry Committee for 
the Full Development of All- Channel 
Broadcasting met at FCC headquarters 
in Washington last week with CATV 
on the agenda and two commissioners 
on the scene. The ensuing dialogue al- 
ternately cheered and chilled UHF 
broadcasters seeking harder regulation 
of the mushrooming cable industry. 

Commissioner Robert E. Lee, CAB 
chairman and a consistent supporter 
of UHF, sounded a positive note for 
the broadcasters: A proposed rulemak- 
ing to prohibit CATV systems that 
relay TV signals from originating com- 
mercials- previously contemplated and 
then withdrawn for want of a com- 
mission majority (BROADCASTING, Oct. 
21) -will be reintroduced and, Mr. Lee 
believes, issued for comment within 60 
days. 

More typical of the day's discussion, 
however, was a cordial but spirited 
series of exchanges in which Commis- 
sioner Kenneth A. Cox, an unaccus- 
tomed presence at CAB meetings, 
played a firm public- interest counter- 
point to the broadcasters' pleas for 
stiffer CATV regulation. 

After silently taking notes for over 
an hour while the committee pondered 
the questions of CATV origination and 
possible FCC licensing of cable systems, 
Mr. Cox got up to suggest that the 
broadcasters too often merely made 
assertions and demands, instead of 
spelling out in precise terms the grounds 
for their concern. The FCC, he re- 
minded them, must answer to the 
criterion of public interest; as an ad- 
visory appendage to the commission, 
CAB should also bear that in mind, 
Mr. Cox said. 

What followed was a classic en- 
counter between regulator and broad- 
caster. Among the commissioner's com- 
ments: 

On program origination: "To the 
public, this is going to look like a 
good idea -unless you can persuade 
the public that one or two additional 
channels of programing are going to 
threaten your ability to provide stand- 
ard broadcast service.... If you oppose 
CATV operators carrying anything 
other than broadcast signals, you're 
going to run into public resistance and 
resentment" 

On a CAB proposed resolution urg- 
ing that the FCC ask New York City 
to withhold authorization of CATV 
program origination pending comple- 
tion of commission studies: "What are 
your grounds? The commission can't 
ask a local governing body not to act 
when it has power to do so." All the 

commission can do, Mr. Cox went on, 
is to remind the city that whatever 
emerges from FCC deliberations on 
cable policy will be binding on fran- 
chise holders. As Messrs. Cox and Lee 
both noted, this was the thrust of a 
letter already sent to the New York 
City board of estimates by acting Chair- 
man Robert T. Bartley (BROADCASTING, 
Oct. 21). 

On licensing of CATV systems: 
CATV is more analogous to the tele- 
phone companies than to broadcasting, 
Mr. Cox said, since excessive duplica- 
tion of facilities is inefficient. Any 
system of licensing would have to he 
accompanied by some sort of alloca- 
tions system, he added. 

On the government as a factor in 
communications: "If [the commission] 
felt that some new form of communi- 
cation would better inform and enter- 
tain the public -and if this meant that 
every broadcast station in the country 
would go bankrupt -we would be 
obliged to take steps which would 
permit that to happen." 

Another of the commissioner's com- 
ments, however, put his view of com- 
mercial broadcasting in a different per- 
spective: "If the public realized their 
stake in free broadcasting, they wouldn't 
respond so joyously to something 
[CATV origination] they're getting 
somewhere else for nothing." 

CAB's proposed resolution on cur- 
tailing program origination in New 
York prompted the broadcasters to 
comment that franchise holders in that 
city are trying to effectuate what would 
actually be a pay -TV system; that 
they're operating only with revenues in 
mind, and that their systems damage 
UHF, which can't afford fragmentation 
of its audience. During subsequent dis- 
cussion, however, the two commission- 
ers emphasized that the FCC had done 
all it had power to do, and that the 
spirit of the committee's request re- 
sembled to a large extent Mr. Bartley's 
previous letter. The resolution was 
withdrawn. 

CAB also received the report of its 
research subcommittee on ratings, pre- 
sented by the FCC's assistant chief of 
research, Alexander Korn. The report 
dealt with three possible inequities in 
the rating methods, with emphasis on 
their effect on all- channel development: 
The possible understatement of ratings 
for ethnic UHF's; the possible under- 
statement of UHF ratings as compared 
to VHF, and the effect of these possi- 
ble inaccuracies on UHF development. 

Ethnic audiences are a special rating 
problem because of illiteracy, lower 

cooperation rate, lower telephone pene- 
tration rate, and language difficulties, 
according to the report. It was sug- 
gested that ethnic stations make use 
of special surveys provided both by 
rating services and nonsyndicated re- 
search services. 

In general, UHF audiences are ap- 
parently not understated by the rating 
services, the report said, although it 
was noted that electronic rating sys- 
tems, which provide their own record 
of set tuning, show UHF's to better 
advantage than the "diary" systems, 
which rely upon recall. 

Newspaper value 
is questioned 
Despite 267 -day strike 
in Detroit, radio -TV helped 
to boost retail business 

Detroiters learned to live without their 
newspapers for 267 days during that 
historic 1967 -68 strike against the city's 
major dailies. When both readers and 
advertisers turned in droves to other 
media, principally radio and television, 
a question is raised whether metro- 
politan newspapers are any longer in- 
dispensable to a major city. 

According to an article in the No- 
vember issue of Fortune magazine, 
"local dailies, no matter how integral 
to the life of the city, no matter how 
effectively they do their jobs, are now 
simply competitors for a share of mind." 

One major pre- strike function of the 
Detroit dailies, the article contends, 
apparently was "to get [their readers] 
to the television set on time." During 
the strike TV Guide registered the "big- 
gest single increase of any publication 
in newsstand sales," from 50,000 weekly 
to more than 500,000. 

Local retail and classified advertisers 
apparently found many alternatives to 
their metropolitan press: "Radio and 
television stations had hardly an un- 
sold moment." the article claims. 
"Though it may have been more costly 
to use broadcasting than papers, time 
availabilities were as tight as they have 
ever been in Detroit." 

J. L. Hudson Co., Detroit's largest 
department store: Allied Supermarkets. 
Detroit -based Midwestern food chain, 
and numerous city automobile dealers 
placed part of their advertising budgets 
in radio and /or television, with the re- 
sult that retail business, during the first 
half of 1968, rose 13.6 %, "well above" 
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lion merger because MCA is operating 
under a 1962 consent judgment which 
resulted in that company divesting it- 
self of its talent representation busi- 
ness. The consent order also forbids 
MCA for seven years from merging 
with or acquiring any other major tele- 
vision, motion picture or phonograph 
production or distribution company 
without the consent of the government, 
or unless it can persuade a federal 
judge that the move won't unduly re- 
strain or substantially lessen competi- 
tion in those fields. The 1962 order also 
forbids MCA from engaging in tie -in 
practices in conjunction with the sale 
or lease of any of its programs or 
products. 

The MCA -Westinghouse deal, an- 
nounced last August, calls for Westing- 
house to pay MCA stockholders 0.677 
of a share of Westinghouse convertible 
preference $3 cumulative dividend stock 
for each share of MCA common. This 
is calculated to amount to 5,348,600 
Westinghouse preference shares for 
MCA's 7.6 million shares. In the first 
five years, the Westinghouse preference 
stock would be convertible on a share - 
for -share basis; after that it would be 
redeemable at $85 a share. 

Westinghouse, which is one of the 
electrical power giants of American 
industry, owns Westinghouse Broad- 
casting Co. WBC is a multiple station 
group, owns CATV systems, is in the 
station representation business, pro- 
duces and distributes programs for its 
own stations and for syndication to 
other stations, and is, in a limited way, 
engaged in feature -film making. 

MCA is one of the biggest producers 
and distributors of movies and tele- 
vision programs, owns Universal City, 
one of the major Hollywood studios, 
a record company and is in real estate 
and banking. 

ARB sets 2d flight 
of station seminars 
The American Research Bureau has 
scheduled another series of 10 seminars 
and research clinics to help TV sta- 
tion management understand and use 
ARB reports. 

The first three seminars, in Philadel- 
phia, St. Louis and San Francisco in 
late November and early December, will 
follow closely the mailing of October 
ARB reports in 42 major markets. The 
seven remaining seminars are all sched- 
uled for January 1969, following the 
mailing of the November survey re- 
ports. Personnel at stations whose mar- 
kets are not surveyed until November 
may attend one of the seminars in the 
early round to prepare for their fall re- 
port. 

About 350 TV station managers, sales 
and promotion people attended the first 

series of seminars last February and 
March. 

The new seminars begin Nov. 21 in 
Philadelphia and continue in St. Louis, 
Dec. 3 and San Francisco, Dec. 9. The 
January 1969 seminars begin in Wash- 
ington Jan. 9, and move to Boston, Jan. 
14; Detroit, Jan. 16; Atlanta, Jan. 21; 
Dallas, Jan. 23; Denver, Jan. 28, and 
Los Angeles Jan. 30. 

WBBH -TV NBC affiliate 
WBBH -TV Fort Myers, Fla., a new UHF 
on channel 20, will begin operations 
around Nov. 20 as an NBC -TV affili- 
ate. The station will have 524 kw vis- 

ual with an antenna height of 970 feet. 
WBBH -TV is owned by Broadcasting - 
Telecasting Services Inc. Joseph Buerry 
Jr. is president and general manager. 

KBET joins CBS Radio 
KBET Reno, owned and operated by 
Sierra Broadcasting Co., will join CBS 
Radio Dec. 30. The station has been 
affiliated with ABC Radio's American 
Information and American Entertain- 
ment networks. R. L. Stoddard is pres- 
ident and general manager of KBET, 
which operates on 1340 kc with 1 kw 
days and 250 w nights. 

The WJEF Countrypolitan 

Just average listeners - 

but what an average! 
What's the average WJEF Country- 
politan like? 

He or she is about 29, married, 
and has three children. Typically, 
the family has two cars and is buy- 
ing their home. 

They have quite a lot already - 
but they need a lot, and are buying 
more every day. 

What kind of income are they 
buying with? Well, Countrypolitans 
span the spectrum of professions, 
services, trades, and farming. But 
often as not he works in one of the 

50 Kent and Ottawa County plants 
employing over 400 people at real 
good salaries and wages. 

They're inquisitive; they listen to 
WJEF to know what's going on, as 
well as to be entertained. 

And they're acquisitive; they're 
prompted to get the things she hears 
about while making her shopping 
list, or he hears about driving home. 

Ask Avery- Knodel about WJEF 
-the country music station listened 
to by people with lots of needs and 
the means to meet them. 
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tions in neighboring major markets 
whose grade B or A signals overlap. 
At present, these situations are dealt 
with on a case -by -case basis. But ABC 
would treat them as any other distant - 
signal situation; ABC would prohibit 
CATV systems from carrying grade A 
or B signals that overlap the grade A 
contour of one or more stations in a 
separate market. 

ABC also suggested measures for 
streamlining commission procedures 
under which stations that want program 
exclusivity protection must proceed. 
They now are required to provide 
CATV systems with written notice as 
much as eight days in advance of the 
programs they want to protect. 

Since the one -day protection now 
available under the rules is meaningful 
only in terms of network programing, 
ABC said, it would drop the require- 
ment for notice and simply prohibit 
CATV systems from duplicating, with- 
in a 24 -hour period, network program- 
ing. The only notice that would be 
required would be for a station to in- 
form a system of network programs 
the station intended to preempt. 

One of the benefits ABC sees result- 
ing from the proposed change is the 
elimination of the automatic stay that 
is granted when a CATV system re- 
quests a waiver of the exclusivity re- 
quirement. 

H. Rex Lee sworn in 

as FCC commissioner 
The FCC had its full complement of 
seven members last week following the 
swearing -in on Monday (Oct. 28) of 
H. Rex Lee for a term ending June 30, 
1975. The commission had been lacking 
a member since June 30, when Lee 
Loevinger retired. 

The swearing -in, administered by 
Chief Hearing Examiner James D. 
Cunningham, was attended by a stand- 
ing -room only audience in the commis- 
sion's hearing room. 

On hand with fellow commissioners, 
commission staff members, communica- 
tions industry representatives and mem- 
bers of the public were Secretary of the 
Interior Stewart Udall and John W. 
Macy Jr., chairman of the Civil Service 
Commission. 

Mr. Lee had been an Interior Depart- 
ment official when Secretary Udall rec- 
ommended him in 1961 for the post of 
governor of Samoa, a post he held until 
August 1967, when he was named 
assistant administrator for the Agency 
for International Development. 

Present also were friends he had 
made when he was governor of Amer- 
ican Samoa -Senator Laeno Reed, and 
his wife and Muagututi'a Tuia. speaker 
of the House of Representatives. The 
legislators, who were in Washington on 

H. Rex Lee, bedecked in a shell lei 
presented by friends from his days as 
governor of American Samoa, is shown 
with his wife, Lillian. following his 
swearing -in as a member of the FCC 
on Monday. 

territory matters, and Mrs. Reed pre- 
sented Mr. Lee with a shell lei, in a 
traditional form of greeting or congrat- 
ulations. 

The new commissioner, in brief re- 
marks, indicated his interest in the 
problems and opportunities he sees 
being created for both government and 
the communications industry by the 
rapid advances in communications tech- 
nology. "People in industry and govern- 
ment have had a difficult job keeping 
up" with the technology which, he said, 
can lead to improvements in every area 
of life. 

As governor of Samoa he established 
a system of educational television that 
is believed to outrank any other in the 
world. He had fastened on ETV as the 
most practical way of overhauling what 
was generally regarded as a sadly inade- 
quate island educational system. 

Mr. Lee attended his first meeting as 
a commissioner Wednesday but did not 
participate in any actions. However, he 
has made the first appointment to his 
office staff -Edwin Spievak. 36, assist- 
ant general counsel of U. S. Informa- 
tion Agency since 1966, who will be 
his legal assistant. 

Networks requested to 
answer Having query 
Broadcasters were reacting warily last 
week to the latest ploy by Thomas P. F. 
Hoving, head of the National Citizens 
Committee for Broadcasting -a ques- 
tionnaire ostensibly sent to "all TV sta- 
tions, network affiliates and independ- 
ents" asking commercial outlets to 
itemize cash and equipment donations 
to noncommercial stations. 

ABC, CBS and NBC in New York 
all said they had received the Hoving 

request but none had responded to it 
as of Thursday (Oct. 31). Beyond ac- 
knowledging receipt, it was a "no com- 
ment" situation. A spot check showed 
that some nonnetwork New York sta- 
tions had also received the request, but 
some had not. Washington stations had 
no knowledge of the letter. In New 
York, only WNEW -TV, a Metromedia 
station, said it was in the process of 
assembling the requested information. 

The citizens committee says it has 
received "quite a few" responses -some 
with incomplete information -but says 
it won't summarize early returns. A re- 
port has been promised after a better 
return of questionnaires has been re- 
ceived. 

The questionnaire asks for contribu- 
tions by year, to which ETV organiza- 
tions, and the "type, year, model, orig- 
inal cost, estimated cost at time of 
donation, etc.," of equipment provided. 
The detail sought on equipment gifts 
prompted some broadcasters to private- 
ly suspect that the committee was seek- 
ing to gather information that could be 
compared with tax credits claimed by 
stations when equipment was donated. 

Although the networks are reluctant 
to discuss Mr. Hoving's request for a 
listing of contributions to noncommer- 
cial television, one network -owned sta- 
tion willingly lists its own "educational" 
programing. 

WCBS -TV New York, which will be- 
gin a three -hour -per -week Black Herit- 
age series early next year, pointed out 
last week that it already programs eight 
hours of "educational" material each 
week. 

Justice Dept. slows 
MCA -WEC merger 
Backlog of pending business 
prevents completion 
of detailed study 

Delay in the closing of the MCA - 
Westinghouse Electric Corp. merger, 
approved by the boards of both com- 
panies and by the stockholders of MCA 
last month, is attributed to "continuing 
discussions with the Department of 
Justice." 

This announcement was made last 
week by Lew R. Wasserman, president 
of MCA. MCA and Westinghouse of- 
ficials declined to amplify that state- 
ment. It was learned, however, that the 
Department of Justice has told officials 
of the two companies that it is so over- 
whelmed with investigations of pending 
business mergers that it has not had 
time to complete its study of the MCA - 
Westinghouse amalgamation. 

A Department of Justice waiver is 
necessary for the estimated $360 -mil- 
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Zenith Celebrates Its Golden Anniversary 

50 years of leadership in electronics... 
50 years of constant dedication to quality! 
An important reason for Zenith's growth and leadership in 
consumer products is our continuing pursuit of perfection in 
everything we do. Every Zenith, from the smallest radio to the 
largest home entertainment center, benefits greatly from the 
depth and dimension of our research and development programs 
in many diversified scientific fields. And this complete and un- 
swerving dedication to quality in every facet of electronics is 

what we mean when we say ... "At Zenith, the quality goes in 
before the name goes on." 

A. Zenith Neo -meter permits children's hearing to be screened 
within hours of birth. B. Zenith's Monopulse DC Defibrillator 
is used for restoring proper rhythm to a failing heart. C. Micro- 
circuit Research develops technology for use in the future. 
Here, a Zenith scientist prepares microcircuit base for coating 
process by evaporation in vacuum chamber. D. Air Traffic 
Control. Zenith's dual neck tube with rear projection port opens 
the way to more reliable civilian and military air traffic control. 
E. Integrated Circuits in high -speed data system developed by 
Zenith enable scientists to take pulses transmitted from space. 

EN /f/y 
The quality goes in before the name goes on 
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ABC presents proposals on CATV rules 
Urges Congress to hold up action on copyright 
legislation until FCC revises its CATV policy 

With the FCC concerned about and 
working on plans for restructuring its 
CATV regulations and with Congress 
still undecided as to how it should 
bring CATV into the scheme of copy- 
right liability, ABC last week published 
its views on both matters. 

In a 47 -page memorandum to the 
commission, ABC spelled out its rec- 
ommendations for commission action 
in three areas of CATV regulation. 

Program origination by CATV sys- 
tems- impose a freeze on mass- enter- 
tainment originations pending the con- 
clusion of a rulemaking proceeding on 
the subject. 

Carriage of distant signals -adopt 
general regulations of a "go- no -go" 
type that would, ABC says, eliminate 
the need for most hearings on this 
subject; they would also restrict CATV 
activity in the major markets. 

Program exclusivity -simplify ex- 
isting rules for the broadcasters. 

And, in a letter to Senator John L. 
McClellan (D- Ark.), chairman of the 
Senate Judiciary Committee's subcom- 
mittee on copyright, ABC said Congress 
should defer action on copyright legis- 
lation governing CATV until the com- 
mission completes revision of its CATV 
policy. A bill overhauling the nation's 
basic copyright law never emerged from 
the subcommittee in the last session of 
Congress, principally because of con- 
troversy over a section dealing with 
CATV. The House had passed the bill 
-but only after deleting the CATV 
section. 

Subcommittee staffers, last week how- 
ever, saw no conflict likely to develop 
between congressional and commission 
action on CATV. They said that any 
copyright measure emerging from the 
next session of Congress would contain 
"nonregulatory" CATV copyright pro- 
visions only. Regulatory provisions - 
like those originally in the House - 
passed bill, which attempted to attribute 
degrees of copyright liability to systems 
on the basis of how far they departed 
from CATV's historic role as a fill -in 
service -are seen as having no chance 
of enactment. The question before the 
Senate subcommittee is seen to be sim- 
ply whether CATV, as an industry, is 
liable for payment of copyright fees 
and, if so, how large those fees should 
be and how they should be collected. 

ABC's letter to Senator McClellan 
was in answer to an invitation to inter- 
ested parties, originally issued on July 
31, for comment on the CATV provi- 

sions on the copyright legislation. The 
memorandum to the commission was in 
response to a request from Chairman 
Rosel H. Hyde, expressed in a speech 
at the National Cable Television Asso- 
ciation convention in Boston on July 1, 
for suggestions as to how the commis- 
sion might modify its CATV regula- 
tions. 

The memorandum comes at a time 
when the commission is caught between 
conflicting pressures. On the one hand 
there are separate Supreme Court de- 
cisions affirming commission authority 
to regulate CATV systems and finding 
no copyright liability for conventional 
CATV systems that relay broadcast 
signals; the latter decision was a blow 
to the commission, since it believed a 
holding that the systems were liable 
would have brought the forces of the 
market place into play and thereby 
relieved it of much of its regulatory 
burden. 

And, on the other hand, there is the 
knowledge that existing procedures for 
regulating CATV are burdensome and 
awkward and in danger of breaking 
down. ABC noted that the hundreds 
of requests for hearings that have been 
made under the present rules- particu- 
larly in connection with the relay of 
distant signals -"have imposed a stag- 
gering administrative burden on the 
commission." 

But the matter to which the commis- 
sion must give top priority, in ABC's 
view, involves program originations by 
CATV systems. ABC's proposal on this 
is the same as that it suggested in a 
proposed rulemaking proceeding involv- 
ing the CATV systems' use of Commu- 
nity Antenna Relay Service frequencies 
(BROADCASTING, Sept. 23). 

ABC, expressing concern about both 
the possible impact of CATV systems' 
originations of mass -appeal programs of 
UHF and the capability of those sys- 
tems providing the basis for a nationwide 
system of pay television, said the com- 
mission should institute a notice of rule - 
making and inquiry dealing with those 
and related matters. 

But in the meantime, ABC added, 
the commission should prohibit by rule 
CATV program originations except for 
weather, time, news reports free from 
editorial comments; agricultural or stock 
market reports, and other locally pro- 
duced programs of special appeal. 

ABC said the freeze is required since 
the CATV systems are "rushing to com- 
mence program originations." And once 
systems have instituted such services, 

ABC added, "it defies experience to 
think ... that they can easily be with- 
drawn." ABC likened the present situa- 
tion in CATV program originations to 
that existing in 1965, when CATV sys- 
tems hurried to begin providing distant 
signals ahead of commission action re- 
stricting such service. The commission's 
CATV rules were adopted in 1966. 

ABC sees as the chief bottleneck in the 
commission's CATV procedures the 
rules requiring hearings in cases where 
CATV systems propose to relay distant 
signals into any one of the top 100 
markets. ABC also noted that the com- 
mission is burdened with requests for 
hearings in cases involving markets be- 
low the top 100. 

ABC said the aim of the present 
regulations -"to promote diversity and 
to bring that diversity about through 
maximum utilization of UHF facilities 
which can provide service to all persons 
within the area of their operations and 
can provide additional facilities for 
local self -expression -could be achieved 
by rules which would automatically bar 
or permit the importation of distant 
signals depending on conditions. 

ABC would bar the importation of 
distant signals into any of the top 50 
markets, since "the economic strength 
of these markets provides the best pos- 
sible opportunity for the activation and 
development of competitive UHF tele- 
vision facilities," ABC said. 

(Certain to make this proposal even 
less pleasing to CATV interests is that 
ABC would define distant as applying 
to the area with a station's grade A 
contour rather than its grade B, as is 

now provided in the rules.) 
In markets 51 -100, ABC would per- 

mit the importation of distant signals 
where there are less than four grade 
A off -the -air services providing the pro- 
graming of the three networks and an 
independent station of general rather 
than ethnic appeal. The systems would 
also be permitted limited program orig- 
inations but would not be allowed to 
carry more than the four broadcast 
services indicated -local or distant. 

In the markets below the top 100, 
ABC would continue the present case - 
by -case approach to CATV proposals, 
in which the commission acts on the 
basis of petitions for hearings. This 
approach preserves a "maximum flexi- 
bility for considering special problems," 
ABC said. 

ABC would also. toughen up the 
distant signal rule as it applies to sta- 
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plicant" from a comparative standpoint. 
Ultravision, the board said, met two 
primary objectives of the comparative 
process -maximum diffusion of media 
control and best practicable service to 
the public (with preference accorded 
to local residence and broadcast ex- 
perience). 

Ultravision is a partnership of three 
Buffalo residents -Florian R. Burczyn- 
ski (45 %), Stanley J. Jasinski (45 %) 
and Roger K. Lund (10 %). WEBR Inc. 
is licensee of WEBR -AM -FM Buffalo and 
is a subsidiary of the Buffalo Courier - 
Express. 

NAB presents views 
on copyright liability 
A persistant advocate of copyright lia- 
bility for CATV systems presented its 
case before a new forum last year. 

The National Association of Broad- 
casters stated its views on the knotty 
copyright problem in a letter to Sen- 
ator John McClellan, chairman of the 
Senate Subcommittee on Patents, Trade- 
marks and Copyrights. The subcom- 
mittee which reports to the Senate 
Committee on the Judiciary, requested 
the comments as part of its ongoing 
attempt to formulate the first major 
overhaul of U. S. copyright law since 
1909. 

"There is ample theoretical and 
practical justification why CATV sys- 
tems should be subject to copyright 
laws on essentially the same basis as 
any other enterprise that is based on the 
exploitation of copyrighted works," 
NAB said. Central to that belief is 
NAB's conception of CATV as "an 
auxiliary to free over- the -air television 
broadcasting." And the legislative ex- 
pression of its basic views, NAB said, 
was contained in the section of a 1967 
copyright bill that would have made 
CATV liable for copyright payments, 
with certain exemptions -such as sys- 
tems carrying only local signals and 
not originating programing (Section 111, 
H. R. 2512). The section was ultimately 
stricken by the House of Representa- 
tives when it approved the bill. 

If reintroduced, NAB said, the House 
bill would be more effective "with cer- 
tain clarifying amendments." Among 
its suggestions: Recognition of the right 
of a TV station to bargain for exclu- 
sivity in its market, specifically refer- 
ring to CATV as well as broadcast 

so 
sa 

W 

transmissions; copyright protection for 
live broadcasts, with provision "for 
remedial aotion in the event of infringe- 
ment before the material can be copy- 
righted," and imposition of full copy- 
right liability on programs coming from 
beyond a station's generally recognized 
coverage area into adequately served 
areas, with "adequately served area" 
being defined as one receiving off -the- 
air service from all three national net- 
works. 

Sources at the Senate Copyright Sub- 
committee said late Thursday (Oct. 31) 
that most filings had not been received 
in advance of the subcommittee's Nov. 
1 deadline. The panel is expected to 
release the filings en bloc later this 
week. 

Comments from other viewpoints are 
expected to include those of the Na- 
tional Cable Television Association 
and the Motion Picture Association of 
America. 

It's noted that the comments are the 
first to be assembled since the twin 
U. S. Supreme Court decisions of last 
summer that affirmed the FCC's sweep- 
ing jurdisdiction over cable matters and 
unexpectedly ruled that CATV's (of the 
sort at issue in the case before the 
court -no origination or importation 
of distant signals) were not subject to 
copyright fees under existing statutes 
(BROADCASTING, June 17, 24). 

Land report substantiates 
importance of news 
An "impact studies" service to radio 
and television stations was announced 
last week by Herman W. Land Associ- 
ates Inc., New York. 

Mr. Land, the consultant firm's pres- 
ident, said the impetus to provide such 
services grew out of the two -month 
crash study of program diversity corn - 
missioned by the National Association 
of Broadcasters. 

He noted that the Land report 
(BROADCASTING, July 22 et seq.) among 
other things stressed how local stations 
function in their role as a "central com- 
munications institution" and that "more 
and more" it's becoming evident that 
the emphasis on news and public af- 
fairs "is the core" of how stations stand 
competitively in the community from 
a viewpoint of identity and image. 

The new service is being called "sta- 
tion impact studies." Mr. Land said 
they'll include viewer attitude studies; 
reports on what impact a station has on 
community leaders and organizations, 
and evaluations of actual station opera- 
tions in these areas. The company will 
recommend strategy in addition to re- 
porting findings and providing evalua- 
tions and will assist in the implementa- 
tion if stations so desire, he said. 

LET THE PROFESSIONALS DO IT! 

Because of twenty-two years of experience, because we 
maintain coast -to -coast offices, because we find buyers when 
others fail, the brokers of Hamilton- Landis are the recognized 
"pros" in the broadcast industry. 
So, if you have thoughts of selling or need an appraisal of 
your facility, give us a call. 
Our awareness of values and our merchandising approach 
have paid off for others and it will for you. 

AND ASSOCIATES, INC. 

Brokers of Radio, TV, CATV & Newspaper Properties 
Appraisals and Financing 

AMERICA'S MOST EXPERIENCED MEDIA BROKERS 

WASHINGTON, D.C. 
1100 Connecticut Ave., N.W. 
20036 202/393 -3456 

CHICAGO 
1507 Tribune Tower 60611 
312/337.2754 

DALLAS 
1234 Fidelity Union Life Bldg. 
75201 
214/748.0345 

SAN FRANCISCO 
111 Sutter St. 94104 
415/392 -5671 
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programs of interest to Battle Creek 
viewers. Programs designed primarily 
for Battle Creek will originate in that 
city for broadcast over both stations, 
Mr. Dempsey said. 

$2.5 million paid for 
Dynamic radio group 
Cypress Communications Corp., a pub- 
licly owned community antenna firm 
that came into existence under its cur- 
rent corporate name last March, is pay- 
ing approximately $2.5 million in cash, 
notes and convertible debentures for 
Dynamic Broadcasting Co., a multiple 
broadcast radio group with stations in 
Pittsburgh, Boston, Miami and Buffalo, 
N. Y. 

The figure for the acquisition, an- 
nounced last month (BROADCASTING, 
Oct. 21) , was made public in Cypress's 
first annual report issued last week. 
Cypress owns eight CATV systems serv- 
ing about 41,000 subscribers; it also 
owns IcTxL(Tv) (ch. 40) Sacramento, 
Calif., which it bought last December. 

For the fiscal year ended June 30, 
Cypress reported net earnings of $114,- 
238 (18 cents a share) on revenues of 
$2,325,999 (BROADCASTING, Oct. 21). 

In two separate transactions, also re- 
vealed in the annual report, Cypress is 
acquiring CATV systems in Kenton and 

in Fort Shawnee, both Ohio, for about 
$810,000. They will be operated by 
Shardco Cablevision Inc., a Cypress 
subsidiary that already serves three 
other communities in the area. The two 
new systems, both constructed within 
the last two years, serve 2,500 sub- 
scribers out of a total of some 6,200 
homes passed by existing cables. 

In another agreement reached in 
principle and disclosed in the annual 
report, Cypress will purchase all the 
outstanding shares of Lopeco, Inc., 
Chattanooga, a dealer and installer of 
leased intrusion detection systems cov- 
ering a four -state area. Terms of the 
acquisition call for the exchange of a 
maximum of 5,000 shares of Cypress 
common stock and a commitment for 
expansion capital. 

ChangingNands 

Announced: 
The following station sales were re- 
ported last week, subject to FCC ap- 
proval: 

WoRC Worcester, Mass.: Sold by 
Robert F. Bryar, A. Abbott Coblentz 
and others to Slate Broadcasting Co. 
for $600.000 (see page 50). 

WMVB -AM -FM Miliville, N. J.: Sold 

Outstanding Values 
in Radio -TV Properties 

FLORIDA $120.000 
Clean, single station growth market, absentee -owned daytimer 
has not been fully developed because of severe lack of capital. 
Presently profitable, but nowhere near potential. Price represents 
less than twice gross. $80,000 cash required with balance in 
covenant over 10 years. 

OREGON $275.000 
Major market Oregon radio station. A good daytime facility with 
an excellent potential. Liberal terms. 

BLACKBURN & Company, Inc. 

RADIO TV CATV NEWSPAPER BROKERS 
NEGOTIATIONS FINANCING APPRAISALS 

WASHINGTON, D.C. 
James W. Blackburn 
Jack V. Harvey 
Joseph M. Silrick 
RCA Building 
1725 K Sr. N.W. 
333.9270 

CHICAGO 
H. W. Cassill 
William B. Ryon 
Hub Jackson 
Eugene Corr 
333 N. Michigan Ave. 
346.6460 

ATLANTA 
Clifford B. Marshall 
Robert A, Marshell 
Harold Walker 
MONY Building 
1655 Peachtree Rd. 
873-5626 

BEVERLY HILLS 
Colin M. Selph 
Roy Rowan 
Bank of America Bldg. 
9465 Wilshire Blvd. 

N.E. 274 -8151 

by Fred M. Wood to William F. 
Schnaudt for approximately $300,000. 
WMVB is a daytimer on 1440 kc with 
i kw. WMVB -FM is on 97.3 me with 5.2 
kw. Broker: Edwin Tornberg & Co. 

WWWU -TV Battle Creek, Mich: Con- 
struction permit sold by Mary Jane 
Morris and others to West Michigan 
Telecasters Inc. for amount said to be 
"in excess of $50,000" (see page 51). 

Approved: 
The following transfer of station owner- 
ship was approved by the FCC last 
week: (For other FCC activities see 
"For the Record," page 83.) 

WGOE Richmond, Va.: Sold by J. 
Sargeant Reynolds and others to Stan- 
ley H. and Irvin L. Fox and Seymour 
L. Dworsky for $182,500. Messrs. Fox 
and Dworsky have interest in was 
Henderson, WRMT Rocky Mount and 
WEYE Sanford, all North Carolina. 
WGOE is a daytimer on 1590 kc with 5 
kw. 

U translator authorized 
over KEPR -TV objections 
The FCC has granted an application by 
Peoples TV Association Inc. for a new 
100 -w UHF translator station to serve 
Moses Lake, Warden, Royal City and 
Othello. all Washington, by rebroad- 
casting on ch. 79 programs of ch. 4, 
KXLY -TV Spokane. Wash. Peoples TV, 
a community- owned, nonprofit organiza- 
tion, is to provide usable signals to 
approximately 23,000 persons now un- 
able to receive them. 

The commission denied an opposing 
petition by KEPR -TV Pasco, Wash., in 
which the station alleged that it would 
suffer economic injury and lose viewers 
and advertising revenue if KXLY -TV'S 
signals were rebroadcast within KEPR- 
TV'S predicted grade -B contours. 

In refusing KEPR-TV'S request for non - 
duplication protection, the commission 
said that its rules require the imposi- 
tion of a nonduplication condition only 
upon a licensee -owned VHF translator 
which is located within the grade -A con- 
tour of a station whose programing 
would be duplicated, and is outside the 
predicted principal city contour of the 
primary station. 

FCC denies review 
of WEBR application 
The FCC last week denied an applica- 
tion by WEBR Inc., Buffalo, N. Y., for 
review of an FCC review board de- 
cision granting channel 29 in that city 
to Ultravision Broadcasting Co. 

The board had ruled in January that 
both Ultravision and WEBR were qual- 
ified to be licensees, but that Ultravision 
was "unquestionably the superior ap- 
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early this year to become a consultant. 
Before World War II, he was with CBS, 
as a writer of documentaries and serv- 
ing as publicity- merchandising director; 
with the National Association of Manu- 
facturers as a writer producer of that 
organization's radio series: and with 
Phillips H. Lord Inc., handling pro- 
motion and merchandising for that 
firm's programs. 

WORC, which is principally owned by 
Robert F. Bryar and A. Abbott Cob - 
lentz, is a full time station on 1310 kc 
with 5 kw days, and 1 kw nights. It is 
affiliated with .MBS. 

Hamilton -Landis and Associates was 
the broker. 

WZZM -TV Grand Rapids 
buys Battle Creek U 

West Michigan Telecasters (wzzM -Tv 
Grand Rapids, Mich.) has completed 
negotiations to acquire the construction 
permit of wwwU -TV (ch. 41) Battle 
Creek, Mich., for $50,300. subject to 
FCC approval. 

Seller of the permit, BCU -TV, num- 
bers among its principals Miss Mary 
Jane Morris, former secretary of the 
FCC. 

The agreement of transfer leaves in 
its wake a dispute between the two 
stations over the effect that a wzzM -Tv 
translator station in Battle Creek would 
have on the proposed operation of 
WWWU -TV. The UHF had argued that 
its ability to compete successfully in 
its market would be frustrated by the 
translator, particularly since wzzM -Tv 
is an ABC affiliate and the Battle 
Creek station was a would -be affiliate 
of the same network. 

Further complicating WWWU-TV'S 
history was a court remand of the com- 
mission's grant of a CP to the station. 
The federal court said the commission 
wasn't specific enough in its denial of 
wzzM -TV's request for a hearing on the 
case. WZZM -TV challenged BCU -TV's 
financial qualifications and its stated 
intention to affiliate with ABC, among 
other issues (BROADCASTING. June 10). 

The commission denied WZZM -TV 

permission to operate its translator dur- 
ing a hearing on that facility, then 
stayed its order to permit the District 
of Columbia appellate court to rule 
on the station's request for a stay of 
that decision (BROADCASTING. Feb. 12). 
No further action had been taken prior 
to the transfer agreement on the court's 
suggestion that a hearing should have 
been held. 

According to West Michigan presi- 
dent John Dempsey, the new station 
will be operated as a satellite of wzzM- 
Tv. This means, Mr. Dempsey said, 
that the station will receive ABC pro- 
grams, WZZM -TV originations. and local 

Dr. David D. Palmer, President, WHO Broad- 
casting Company, presents check to W. Earl 
Hall, Northern Iowa Red Cross Disaster Chair- 
man, Wednesday, June 12, 1968. 

Who Cares When Disaster Strikes? 

The WHO Stations, that's who! 

When a May, 1968 tornado took 
17 lives and wreaked unbeliev- 
able destruction in northeastern 
Iowa, the WHO Stations appealed 
for aid. 
Within two weeks, the WHO Sta- 

tions received $68,600 from 
more than 6,000 sympathetic 
members of the WHO radio and 
television family. 
Yes, Iowans care. And, the WHO 

Stations care about Iowans. It's 
a pleasant way of life. 

WH 
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and then pick up its affiliates and its 
billings. . Unless the commission 
acts with dispatch, MBS may not be 
able to continue in business." 

MBS said that in the 10 months in 
which the four -network plan has been 
in operation, it has lost 25 of its affili- 
ates to ABC- almost as many as the 
number it had lost to that network 
over the preceding five years (27). In 
the same period, NBC has not lost any 
affiliates to ABC and CBS only two - 
a sign that ABC is concentrating on 
MBS affiliates, MBS said. 

ABC's total number of affiliates, 
MBS went on, has shot up from 222 
in December to an ABC -claimed figure 
of "almost 950" or almost half the 
number of stations affiliated with any 
network. MBS, which said it fears ad- 
ditional defections. has 488 affiliates, 
according to a Sept. 10 issue of 
SRDS Network Rate and Data Service. 
(The ABC total includes FM affiliates; 
the other network totals do not, since 
CBS, NBC and MBS do not offer sepa- 
rate FM programing.) 

MBS also pointed out that ABC has 
acquired outlets for each of its four 
networks in 19 markets, including such 
major ones as New York, Chicago and 
Washington. Wherever ABC has signed 
up three or four affiliates in a market, 
MBS added, "it's extremely difficult if 
not impossible" for other networks to 
find outlets for their programs. 

MBS said it had reports from previ- 
ous MBS affiliates that said they had 
switched to ABC after receiving prom- 
ises of guaranteed income -of up to 
$40,000 a year in the case of Rust 
Craft's WRCP Philadelphia. KDAY Los 
Angeles, a non -MBS affiliate, was re- 
ported to have signed with ABC after 
receiving a guarantee of $50,000 a year 
for two years. Before the four -network 
plan was initiated, MBS said, ABC 
paid stations on the basis of a percent- 
age (usually 30% ) of the station's 
network rate, after a certain number of 
free hours. 

MBS noted that the erosion of its 
affiliates to ABC had occurred at a 
time when ABC was seeking commis- 
sion protection against raids by NBC on 
ABC -TV VHF affiliates in two -VHF 
markets. ABC had said the loss of such 
affiliates would deal it a serious blow 
in its efforts to compete with NBC and 
CBS (BROADCASTING, April 22). The 
commission in September rejected the 
request for help, which included a sug- 
gestion that the license- renewal appli- 
cations of two stations that had 
switched from ABC to NBC be called 
up prematurely and designated for hear- 
ing. 

MBS, which accompanied its peti- 
tion with a request for expedited action, 
said it was refraining from requesting 
hearings on the renewal applications 

pending for six ABC stations (KABC- 
AM-FM-TV Los Angeles and KGO- AM -FM- 
TV San Francisco), at least partly on the 
ground that it lacks the time that would 
be consumed in a hearing. 

Rather, it asked that the commission 
rescind its waiver of the chain- broad- 
casting rule, find that ABC's operation 
of the four- network plan violates that 
rule, and direct that network "to cease 
operation of more than one radio net- 
work forthwith." 

MBS asked that, as an interim 
measure, the commission order ABC 
to stop selling its networks in combina- 
tion and affording internetwork dis- 
counts and other special rates to ad- 
vertisers. It also asked that the renewal 
applications of the ABC California 
stations be deferred pending the out- 
come of the proceeding. 

In its pleading, MBS cast itself in the 
role of disadvantaged competitor that 
ABC has occupied in petitions it has 
filed with the commission for help in 
competing in television with CBS and 
NBC. "Compared to MBS." it said, 
"American Broadcasting Co.'s is a 
tower of financial strength." 

MBS noted that while it owned only 
the radio network, ABC owns radio 
and television stations (both domestic 
and foreign) and the radio and tele- 
vision networks, an extensive theater 
chain, record and music publishing 
business, and newspaper publishing 
businesses, among other interests. 

WORC first purchase 
made by Slate group 
A new broadcast group, formed last 
month to acquire its full portfolio of 
radio stations, has made its first pur- 
chase. 

Slate Broadcasting Co., headed by 
veteran broadcaster Sam J. Slate, for- 
mer vice president and general manager 
of CBS -owned wcss New York, has 
bought WORC Worcester, Mass. Price is 
reported at $600,000. The acquisition is 
subject to FCC approval. 

Associated with Mr. Slate in the re- 
cently incorporated firm are Roger B. 
Knowles, president of Polyply Inc., a 
plastics firm in Amsterdam, N.Y., and 
Grand Haven, Mich.; his wife, Maryan 
F. Knowles; Jack W. Ferguson, a vice 
president of the New York investment 
firm of Clark, Dodge & Co. Inc., and 
New York lawyer Robert C. Hubbard, 
a partner in Satterlee, Warfield and 
Stephens. 

Mr. Slate was program manager of 
the New York office of the British 
Broadcasting Corp. after World War II, 
joining wcss in 1951 as program direc- 
tor. He was put in charge of the net- 
work's New York radio outlet in 1957. 
Beginning in 1964, he was assistant to 
the president of RKO General, leaving 
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each with CBS -TV and NBC -TV, and 
has completed a half -hour pilot. The 
projected half -hour series, The Court- 
ship of Eddie's Father, has been all but 
sold to ABC -TV and may be a mid - 
season replacement for that network. 

Schlatter- Friendly Productions, just 
about the hottest thing in television 
production based on the soaring ratings 
for Laugh -In, is the surprise new con- 
tender among the production companies 
hoping to crack next season's schedule. 
With an hour comedy- variety and two 
half -hour comedies as possibilities, 
Schlatter- Friendly really has a chance 
to sock it to viewers in force next 
season. 

One of the Schlatter- Friendly po- 
tentials is Soul, the all -Negro version of 
Laugh -In, presented as a special -pilot 
by NBC -TV last month. As a weekly 

TheMedia 

series, Soul would be only one of sev- 
eral new programs that would cast 
Negroes in prominent roles. The already 
committed Bill Cosby half hour and 
the projected Godfrey Cambridge and 
Flip Wilson hours would have black 
men as stars of their own shows. In 
addition, Room 222, a half hour for 
ABC -TV out of 20th Century -Fox TV, 
and Me and Benjie, a half hour for 
CBS -TV out of Kayro Productions and 
Universal TV, would be about black - 
and -white relationships. It seems certain 
that entertainment programing will be 
even more of a black- and -white medium 
in 1969 -70 than it became in 1968 -69. 

A final apparent trend that is worth 
noting is the widespread use of old, 
familiar theatrical -motion- pictures, or 
stage properties as springboards for 
new television projects. Owing their 

titles or basis (in most cases both) to 
presold tried -and -true movie and stage 
works are such projected TV series as 
The Courtship of Eddie's Father, 
Houseboat, Holly Golightly, Barefoot 
in the Park, The Flim Flam Man, Mr. 
Deeds Goes to Town, Under the Yum 
Yum Tree, A Guide for the Married 
Man, Panic in the Streets and Dead of 
Night. 

It's easy to see that movies, one way 
or another, are likely to retain their 
massive influence on television program- 
ing. Maybe only in action movies shown 
on television next season will the casual 
TV viewer be able to glimpse scenes of 
outright physical violence. Otherwise 
it figures to be a busy time for laugh 
tracks and video -tape makers and a 
satisfying time for those who believe 
words should speak louder than action. 

Mutual says ABC Radio is illegal 
It claims threat to its own existence, 
asks FCC to pull four -network plug 

ABC, which in the past has asked the 
FCC for protection in the jungle of 
network competition, last week found 
itself accused of being a predator that 
should he leashed. 

The accuser was Mutual Broadcast- 
ing System, whose concern was directed 
at ABC's four specialized "American 
Radio Networks," which the commis- 
sion authorized ABC to initiate on a 
one -year trial basis in January. MBS 
says the networks threaten its existence. 

MBS, in a petition filed with the 
commission, said that ABC has violated 
the conditions under which the com- 
mission waived its rules to permit the 
operation of the four -network plan, 
and asked the commission to put an 
immediate halt to that plan's continued 
operation. 

MBS, which also claims operation 
of the plan violates the antitrust laws, 
sent a copy of its petition to Edwin M. 
Zimmerman, assistant attorney general 
in charge of the Justice Department's 
antitrust division. In an accompany- 
ing letter, MBS requested the Justice 
Department's support for the petition. 

MBS claims special authority for its 
description of ABC's operations. Rob- 
ert R. Pauley, MBS president, was pres- 
ident of ABC Radio from September 
1961 to September 1967, leaving just 
before ABC announced its four -network 
plan. The statements concerning ABC's 

operations, therefore, "are based upon 
Mr. Pauley's personal knowledge," the 
petition said in a footnote. 

ABC declined to comment on the 
MBS protest. A spokesman said the 
petition had not been studied, but noted 
that "prior to the establishment of its 
four radio networks," ABC had inform- 
ed the FCC of its plans "and received 
FCC approval of the four -network con- 
cept." 

The four -network plan provides for 
ABC feeding four different kinds of 
programing, each tailored to a need of 
a specific type of station -FM, middle - 
of- the -road, entertainment- feature ori- 
ented, and rock- and -roll. 

The commission cleared the way for 
the plan by granting ABC a one -year 
waiver of the chain -broadcasting rule, 
which prohibits networks from serv- 
ing more than one affiliate in the same 
market at the same time. over the ob- 
jection of the Station Representatives 
Association Inc. SRA had argued the 
plan would increase the advantage it 
said networks enjoy as against national 
spot in the sale of time to national 
and regional advertisers. 

MBS charged that ABC is violating 
the conditions under which it was per- 
mitted to initiate its plan -as well as 
the antitrust laws -by selling all of its 
networks in combination, with inter - 
network discounts and with joint rates 

being employed. 
MBS buttressed its petition with state- 

ments and affidavits from its own em- 
ployes and present and former ABC 
officials that show, MBS said, that ABC 
intended to sell its networks in com- 
bination from the start. One state- 
ment, from John Paley, who had been 
western sales manager of ABC Radio 
until last July, said that when the plan 
went into operation the network's sales 
department was "under direct instruc- 
tion from management to combine the 
pieces of each network into a single 
network buy. We were to do this at 
almost any rate it took to do the busi- 
ness and not lose an order." 

MBS also said ABC went back on its 
representations to the commission by 
engaging in far more simultaneous net- 
working (which is barred by the chain 
broadcasting rule) than the "minimal" 
amount ABC had said would occur. 
MBS added that the network- station 
relationships that have evolved under 
the four -network plan violate the letter 
and spirit of the commission rules bar- 
ring common ownership of the sanie 
class of station in a market. 

But MBS bore down on its concern 
about its own fate. "ABC appears to 
be using the commission's waiver in 
a calculated attempt to drive MBS out 
of the radio network business," it said. 
"ABC apparently hopes to destroy MBS 
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International 

CBS Radio gets 
back in shortwave 
Most of network's programs 
to be retransmitted 
by N.Y. international outlet 
CBS Radio programing will be broad- 
cast to Europe, Central and South 
America and Africa via shortwave 
starting today (Nov. 4) through a newly 
consummated affiliate agreement with 
Radio New York Worldwide and its 
international station, WNYW New York. 

The station will send only the pro- 
graming overseas via its five transmit- 
ters in Scituate, Mass. Network com- 
mercials will be excluded, according to 
Paul R. Bartlett, president of Radio New 
York Worldwide, because of product 
difference in foreign markets. The sta- 
tion will then sell commercial time on 
its own, with John Butler as its repre- 
sentative. 

Under the agreement, the network 
pays no compensation to the station, but 
WNYW will reimburse CBS for the pro- 
graming. The station plans to transmit 
initially about 85% of the CBS broad- 
casts. 

The agreement puts CBS Radio back 
into shortwave broadcasting after a 20- 
year hiatus. From May 1942 to October 
1948 CBS operated its own shortwave 
service to Latin America that encom- 
passed 126 stations at its maximum. 
These facilities were taken over by the 
U.S. government during World War II, 
and consolidated into the Voice of 
America. 

Subscription -TV test 
called off in England 
The British are dropping an experiment 
in pay television, according to the House 
of Commons. 

Three TV companies were granted 
pay -TV licenses by the government in 
1964. Two of the firms withdrew serv- 
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ice after a short time. The third com- 
pany. Pay -TV Ltd.. started service in 
London in January 1966 and in Shef- 
field in November 1966. Pay TV has 
8,000 customers in London and 18.000 
in Sheffield. Postmaster General John 
Stonehouse indicated the company had 
suggested a greatly increased service in 
London. 

One reason for the government's lack 
of enthusiasm for pay -TV was said to 
be the fear that some of the best sport- 
ing events might be obtained by pay TV 
instead of by the British Broadcasting 
Corp. or the Independent Television 
Authority. 

Intertel proposes talk 
with new President 
The International Television Federation 
has made a proposal to Hubert Hum- 
phrey and Richard M. Nixon that a 

television interview be conducted with 
the newly inaugurated President. 

Questioners would be journalists, 
historians or political scientists from 
the four member nations: Canada, Aus- 
tralia, Great Britain and the U.S. The 
interview might utilize satellite broad- 
casting. 

The Intertel council meeting last 
week also proposed that cooperative ef- 
forts on law and order, debates and in- 
ternational conversations be included 
among individual documentaries planned 
for the 1969 season. The U.S. repre- 
sentative at the Intertel meeting was 
John White, president of National Edu- 
cational Television. 

MWW goes to Australia 
for its 12th agency 
Masius, Wynne -Williams, Britain's sec- 
ond largest advertising agency, has ex- 
panded its international agency group 
by acquisition of the total share hold- 
ing of Goldberg Advertising Ltd., Syd- 
ney, Australia. Masius' overseas affili- 
ates now number 12. 

Goldberg Advertising bills an esti- 
mated $3 million, and handles such 
clients as Johnnie Walker, Nestle Co., 
Irish Linen Guild, Breck Shampoo, 
Playtex, Sony Corp. and various gov- 
ernment departments. The combined 
agency will be called Masius, Wynne - 

Williams & Goldberg Pty. Ltd. 
Masius' International clients include 

Colgate- Palmolive, General Motors, 
Mobil Oil, Kimberly -Clark, Libby, 
Nestle, Wilkinson Sword and Simoniz. 
World billings are estimated at $90 

MI 
Researches Your 

Personality 
Every television and radio station 
has a personality which, like that 
of a person, its audience can define 
and articulate with amazing and 
sometimes startling candor. 
This personality (or image) is the 
result of the effect of everything that 
happens on the station. Each in- 
dividual on the air is part of the call 
letters or channel personality. 
We have completed over 130 market 
studies, encompassing more than 60,- 
000 depth interviews, studying the 
images of TV and radio stations 
from coast to coast in the United 
States as well as in Canada. 
Our company uses the unique skills 
of the social scientist to examine in 
detail, program -by- program and per - 
sonality-by- personality, the strengths 
and weaknesses of your station and 
the competing stations in your mar- 
ket. 
Our clients know where they stand, 
and more importantly, they know 
reasons why their ratings tabulate 
the way they do, particularly for 
the programs under their control - 
news. weather, sports, documenta- 
ries. women's programs, movies, 
children's programs, etc. 
One of the principal reasons for our 
contract renewals year after year is 
that we do more than just supervise 
a research project. We stay with the 
station for a whole year to make 
sure you understand the study and 
that it works for you. 
Our contribution has helped the ag- 
gressive management effort of some 
of our clients to move from third 
to first place in several of the coun- 
try's most competitive markets. As 
a matter of fact, over one -half of our 
current clients are number one in 
their markets. Why do they use us? 
They want to know why they are in 
first place and be sure they stay 
there. 
if you are concerned about ratings 
and would like a sound objective 
look at your station and its relation- 
ship to the market, give us a call 
for a presentation with absolutely 
no obligation on your part. 

McHUGH AND HOFFMAN, INC. 
Television & Advertising Consultants 

430 N. Woodward Avenue 
Birmingham, Mich. 48011 

Area Code 313 
644 -9200 
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million. 
Masius became a major shareholder 

in the New York agency Street & Fin- 
ney Inc. earlier this year (BROADCAST- 
ING, May 27). 

Abroad in brief: 
British accent RCA Magnetic Produc- 
tions Ltd. has been formed to manu- 
facture tape and other forms of mag- 
netic products in Great Britain for the 
British and export markets. The new 
company is 75% owned by RCA Great 

Britain Ltd., the wholly owned British 
subsidiary of RCA, and 25% by Inter- 
national Computers Ltd., a computer 
manufacturing firm. 

British thrust Compton U. K. Part- 
ners Ltd., has been formed in London 
with Garland- Compton Ltd., as the 
major operating company. It includes 
Downton -Dixon Ltd.: Powney Furness 
Compton Ltd.. and Le Bon Studio Ltd. 
Compton U. K. Partners is a member 
of the Compton international network 

of 26 agencies with a total billing of 
more than $200 million. 

New accounts Benton & Bowles Ltd., 
London. has been named to handle 
advertising for the Mace Organization, 
independent grocery retailers; the fer- 
tilizer division of Fisons Ltd.; and the 
Robbialac division of the Berger J &N 
Paints group. McKim /Benton & Bowles, 
Vancouver, B.C. has been named by 
Koret of California Ltd. for its line 
of women's sportswear. 

Telestatus 

TELEVISION 

Survey of multiset homes 
Thirty percent of U. S. television homes have more than 
one set, according to Papert, Koenig, Lois multiset TV 
ownership estimates for November 1968. prepared for 
BROADCASTING. Today as many homes own color sets as own 
second sets, reflecting the slowdown in multiset growth in 
recent years. 

Although there is substantial overlap between the color 
and multiset owning groups. the patterns are surprisingly 
different. By Nielsen territory multiset ownership is highest 
in the Northeast (36% ) where color ownership is below 
average (28 %). The Pacific Coast, highest in color penetra- 
tion (33% ) has only average multiset levels (3I %). (For 
color penetration, market -by- market, see BROADCASTING. 
Oct. 7.) 

Ownership patterns again differ by size of market. Multi - 
set ownerships correlate directly with market size. Color 
ownership remains fairly uniform until market 151 -and- 
smaller where it drops substantially. 

The following local- market multi -TV set ownership data 
are Papert, Koenig, Lois estimates as of November 1968. 
They are projections from NSI February /March 1968 data 
adjusted to regional growth patterns developed by Nielsen 
from census and Nielsen survey data. The markets listed are 
NSI- defined "designated market areas." 

Nielsen cautions that because NSI survey data are sam- 
ple -base estimates. they are subject to both survey and sam- 
pling error, and thus should not be regarded as exact to 
precise mathematical values. The PKL projections have the 
additional error -possibility associated with forecasting. 

( "Telestatus" appears in the first BROADCASTING issue of 
each month. A "Telestatus" report on UHF penetration 
will appear Dec. 2.) 

Nielsen 
Station Index 

PKL 
Projections 

9/1/68 
DMA area TV 
Households 

11/1/68 
Multi-TV Sets: 

% Households 

1. New York 5,638,920 42 2,390,900 
2. Los Angeles 3,201,990 36 1,164,800 
3. Chicago 2,449,950 36 879,000 
4. Philadelphia 2,051,340 39 803.700 
5. Boston -Manchester, N.H. 1.429,000 33 477, 000 

Worcester, Mass. 
6. San Francisco -Oakland 1,404,900 30 426,800 
7. Detroit 1,344,150 43 584,400 
8. Cleveland- Akron' 1,239,470 35 429,800 
9. Washington 989,910 33 323.500 

10. Pittsburgh 950,920 34 321,200 
Average for markets 1 -10 36 

11. St. Louis 834,530 28 231,000 
12. Dallas -Ft, Worth 813,340 27 221,900 
13. Minneapolis -St, Paul 678,760 27 185,200 

Nielsen 
Station Index 

PKL 
Projections 

9/1/68 
DMA area TV 
Households 

11/1/68 
Multi -TV Sets: 

% Households 

14. Seattle- TacomaBellingham 650,860 26 171,700 
15. Indianapolis-Lafayette- 632,540 35 222,500 

Muncie-Marion 
16. Houston 631,950 26 167,400 
17. Baltimore 627,470 40 252,100 
18. Atlanta 591,500 26 151,900 
19. Kansas City -St. Joseph, Mo. 572,860 25 146,000 
20. Cincinnati 560,950 35 195.100 

Average for markets 11 -20 30 
Average for markets 1-20 36 

21. Miami -Ft. Lauderdale 552,700 28 153,000 
22. Hartford -New Haven, Conn. 549,960 28 153,400 
23. Buffalo, N.Y. (U.S. only) 543.010 27 149,200 
24. Milwaukee 532,820 34 179,500 
25. Memphis -Jackson, Tenn. - 496,130 20 98,200 

Jonesboro, Ark. 
26. Providence, R.I. 487,910 31 151,200 
27. Portland, Ore. 479,120 27 130,700 
28. Tampa -St. Petersburg, Fla. 472,100 22 104,300 
29, Sacramento -Stockton, Calif. 466,950 28 133,000 
30. New Orleans -Biloxi, Miss. 441,590 27 120,500 

Average for markets 21 -30 27 
Average for markets 1 -30 34 

31. Columbus, Ohio 434,000 38 166,100 
32. Nashville -Bowling Green, Ky. 428,730 20 84,000 
33. Denver 421,030 30 126,700 
34. Birmingham, Ala. 408,130 21 84,400 
35. Charleston- Huntington. 405,540 23 94,800 

Parkersburg. W.Va. 
36. Grand Rapids -Kalamazoo, 383,950 30 113,600 

Mich. 
37. Albany- Schenectady -Troy, N.Y. 382,620 27 102,100 
38. Dayton, Ohio 374,010 38 142,400 
39. San Diego 369,810 33 121,600 
40. Charlotte, N.C. 366,880 18 65,600 

Average for markets 31 -40 28 
Average for markets 1-40 34 

41. Louisville, Ky. 366,370 23 83,900 
42. Oklahoma City 348.770 23 80,200 
43. Greenville- Spartanburg, 339,880 22 74,100 

Anderson, S.C. -Asheville, 
N.C. 

44. Lancaster -Harrisburg- 337,600 27 92,400 
Lebanon -York, Pa. 

45. WichitaHutchinson, Ensign- 329,180 22 73,000 
Garden City, Hays -Goodland, 
Kan.-McCook, Neb. 

46. Norfolk -Portsmouth- Newport 322,730 26 82,600 
News, Va. 

47. San Antonio, Tex. 322,580 23 72,900 
48. Phoenix 317,530 29 93,300 
49. Flint -Saginaw -Bay City, Mich. 315,010 33 102,600 
50. Syracuse, N.Y, 313,420 29 89,600 

Average for markets 41 -50 26 
Average for markets 1 -50 33 

51. Orlando- Daytona Beach, Fla. 304,260 24 72,400 
52. Salt Lake City 296,040 28 83,400 
53. Tulsa, Okla, 286,690 19 54,700 
54. Greensboro -High Point - 284,810 20 55,800 

Winston- Salem, N.C. 
55. Toledo, Ohio 277,710 32 89,100 
56. Richmond.Petersburg, Va. 275,870 25 69,200 
57. Shreveport, La. 273,280 23 63.900 
58. Wilkes- Barre -Scranton, Pa. 272,010 27 73,100 
59. Little Rock -Pine Bluff, Ark. 263,420 17 44,800 
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Nielsen 
Station Index 

PKL 
Projections 

Nielsen 
Station Index 

PKL 
Projections 

9/1/68 
DMA area TV 
Households 

11/1/68 
Multi -TV Sets: 

% Households 

9/1/68 
DMA area TV 
Households 

11/1/68 
Multi -TV Sets: 

% Households 

60. Rochester, N.Y. 
Average for markets 51 -60 
Average for markets 1 -60 

256,620 32 
25 
32 

81,300 126. Western North Dakota 
127. Topeka, Kan. 
128. Auston, Tex. 
129. Erie, Pa. 
130. Eugene, Ore. 
131. Mason City, Iowa- Austin- 

Rochester, Minn. 
132. Wausau -Rhinelander, Wis. 
133. Yakima, Wash. 
134. Macon, Ga. 
135. Cadillac- Traverse City, 

Mich. 
136. Odessa- Midland -Monahans, 

Tex. 
137. Savannah, Ga. 
138. Las Vegas 
139. Bakersfield, Calif. 
140. Chico -Redding, Calif. 
141. Boise, Idaho 
142. Wilmington, Del. 
143. Beckley -Bluefield, W.Va. 
144. Harlingen -Weslaco, Tex. 
145. Huntsville- Decatur, Ala. 
146. Tallahassee, Fla. 
147. Santa Barbara, Calif. 
148. Bangor, Me. 
149. Abilene- Sweetwater, Tex. 
150. La Crosse, Wis. 

Average for market. 126 -150 
Average for market. 1 -150 

105,160 
101,380 
99,630 
99,010 
96,080 
95,870 

95,670 
92,110 
91,610 
90,510 

89,620 

87,050 
86,820 
85,910 
85,880 
82,990 
81,400 
80,460 
80,020 
79,380 
79,290 
76,950 
74,440 
73,220 
71,780 

16 
18 
22 
27 
26 
21 

22 
22 
22 
21 

24 

20 
40 
25 
22 
21 
16 
24 
24 
19 
20 
29 
19 
14 
20 
22 
30 

16,800 
18,300 
21,900 
26,800 
25,200 
20,500 

21,500 
20,400 
20,300 
19,400 

21,300 

17,100 
34,400 
21,300 
18,500 
17,700 
13,000 
19,300 
19,400 
14,800 
15,500 
22,000 
14,400 
10,100 
14,300 

61. Davenport, lowaRock Island- 
Moline, Ill. 

62. Omaha 
63. Jacksonville, Fla. 
64. Knoxville, Tenn. 
65. Des Moines.AnlesFt. Dodge, 

Iowa 
66. ChampaignSpringfield 

Decatur, III. 
67. Mobile, Ala.- Pensacola, Fla. 
68. Fresno, Calif. 
69. Raleigh -Durham, N.C. 
70. Roanoke -Lynchburg, Va. 

Average for markets 61 -70 
Average for markets 1 -70 

252,660 

251,900 
251,420 
250,810 
249,760 

244,740 

240,040 
237,850 
237,770 
237,620 

25 

25 
23 
19 
22 

23 

19 
22 
18 
21 
22 
32 

62,400 

62,200 
58,300 
48,400 
55,700 

56,500 

46,800 
52,800 
43,700 
49,600 

71. Johnstown -Altoona, Pa. 
72. Green Bay, Wis. 
73. Cedar Rapids-Waterloo, Iowa 
74. Spokane, Wash. 
75. Jackson -Greenwood, Miss. 
76. Paducah, Ky.-Cape Girardeau, 

Mo.-Harrisburg, III. 
77. Portland.Poland Spring, Me. 
78. Lincoln- HastingsKearney, 

North Platte- Hayes, Neb. 
79. Greenville -New Bern. 

Washington, N.C. 
80. Chattanooga 

Average for markets 71 -80 
Average for markets 1-80 

235,990 
231,520 
224,410 
222,420 
218,190 
209,210 

206,250 
204,080 

194,800 

187,770 

25 
28 
19 

26 
20 
21 

24 
18 

19 

22 
22 
31 

58,300 
64,800 
41,700 
58,100 
43,800 
44,300 

49,900 
37,300 

36,800 

42,200 151. Alexandria, Minn. 
152. Reno 
153. Albany, Ga. 
154. Florence, S.C. 
155. Watertown, N.Y. 
156. Meridian, Miss. 
157. Clarksburg -Weston, W.Va. 
158. Billings, Mont. 
159. Dothan, Ala. 
160. Great Falls, Mont. 
161. Ft. Smith, Ark. 
162. Cheyenne, Wyo.- Scottsbluff, 

Neb.- Sterling, Colo. 
163. Mankato, Minn. 
164. Alexandria, La. 
165. Marquette, Mich. 
166. Idaho Falls, Idaho 
167. Lima, Ohio 
168. Roswell, N.M. 
169. Lake Charles, La. 
170. Rapid City, S.D. 
171. Columbia, Miss. 
172. AdaArdmore, Okla. 
173. Medford, Ore. 
174. Ottumwa, Iowa 
175. Eureka, Calif. 

Average for markets 151 -175 
Average for markets 1 -175 

71,660 
68,040 
67,890 
67,820 
63,820 
61,810 
59,900 
58,990 
58,180 
58,150 
56,210 
55,400 

54,770 
50,530 
50,300 
49,880 
49,370 
47,530 
45,110 
43,890 
43,500 
42,220 
40,460 
39,500 
39,450 

9 
26 
20 
17 
19 
12 
19 
18 
18 
20 
14 
20 

13 
19 
20 
18 
28 
18 
22 
17 
13 
14 
22 
13 
24 
18 
30 

6,500 
17,500 
13,900 
11,700 
12,200 
7,300 

11,400 
10,500 
10,300 
11,500 
7,700 

11,200 

7,200 
9,600 
9,900 
9,200 

13,800 
8,600 
9,800 
7,400 
5,500 
5,700 
9,000 
5,300 
9,500 

81. Springfield -Holyoke, Mass. 
82. Albuquerque, N.M. 
83. Honolulu 
84. Sioux Falls- Aberdeen 

Mitchell, S.D. 
85. Peoria, III. 
86. South Bend -Elkhart, Ind. 
87. Ft. Wayne, Ind. 
88. Evansville, Ind. 
89. Fargo -Valley City -Pembina, 

N.D. 
90. Tri -Cities, Tenn. -Va. 

Average for markets 81-90 
Average for markets 1 -90 

178,410 
177,200 
173,380 
170,330 

167,860 
153,890 
152,600 
151,430 
149,100 

145,910 

29 
23 
22 
14 

26 
36 
29 
23 
18 

20 
24 
31 

51,000 
40,000 
38,800 
24,300 

43,100 
55,400 
45,000 
35,400 
27,300 

28,900 

91. Lansing, Mich. 
92. Amarillo, Tex. 
93. Binghamton. N.Y. 
94. Rockford, Ill. 
95. Duluth, Minn. -Superior, Wis. 
96. Wheeling, W.Va.- Steubenville, 

Ohio 
97. Springfield, Mo. 
98. Monterey -Salinas, Calif. 
99. West Palm Beach, Fla. 

100. Augusta, Ga. 
Average for markets 91 -100 
Average for markets 1 -100 

145,900 
142,460 
142,420 
141,650 
139,890 
138,850 

136,920 
136,900 
136,490 
135,570 

34 
22 
24 
29 
24 
30 

16 
30 
21 
21 
25 
31 

49,300 
30,800 
34,600 
41,600 
32,900 
41,200 

22,000 
41,300 
28,400 
28,500 176. Hattiesburg, Miss. 

177. Florence, Ala. 
178. Tyler, Tex. 
179. Butte, Mont. 
180. Eau Claire, Wis. 
181. Harrisonburg, Va. 
182. Ft. Myers, Fla. 
183. Grand Junction -Montrose, 

Colo. 
184. Casper, Wyo. 
185. Panama City, Fia. 
186. Twin Falls, Idaho 
187. Salisbury, Md. 
188. Lufkin, Tex. 
189. San Angelo, Tex. 
190. Zanesville, Ohio 
191. Presque Isle, Me. 
192. Missoula, Mont. 
193. Tupelo, Miss. 
194. Laredo, Tex. 
195. Klamath Falls, Ore. 
196. Yuma, Ariz. 
197. Riverton, Wyo. 
198. Glendive, Mont. 

Average for markets 176 -198 
Average for market. 1 -198 

38,700 
36,180 
36,090 
34,820 
33,420 
32,550 
32,430 
31,750 

31,140 
30,150 
28,830 
27,710 
27,320 
25,990 
24,230 
24,220 
22,210 
19,980 
16,140 
16,000 
14,420 
10,460 
4,280 

18 
13 
20 
17 
23 
19 
16 
13 

21 
16 
19 
21 
18 
22 
28 
17 
10 
17 
24 
21 
28 
13 
16 
19 
30 

7,000 
4,600 
7,100 
6,000 
7,700 
6,300 
5,100 
4,000 

6,600 
4,900 
5,400 
5,800 
4,800 
5,700 
6,800 
4,000 
2,300 
3,400 
3,800 
3,400 
4,100 
1,400 

700 

101. Wichita Falls, Tex.Lawton, 
Okla. 

102. Sioux City, Iowa 
103. Baton Rouge 
104. Columbus, Ga. 
105. Waco -Temple, Tex. 
106. Madison, Wis. 
107. Columbia, S.C. 
108. El Paso 
109. Terre Haute, Ind. 
110. Colorado Springs -Pueblo, 

Colo. 
111. Monroe, La. -El Dorado, Ark. 
112. Beaumont -Port Arthur, Tex. 
113. Youngstown, Ohio 
114. Joplin, Mo.-Pittsburg, Kan. 
115. Quincy, III. -Hannibal, Mo.- 

Keokuk,Iowa 
116. Tucson, Ariz. 
117. Utica -Rome, N.Y. 
118. Charleston, S.C. 
119. Lafayette, La. 
120. Burlington, Vt.- Plattsburgh, 

N.Y. 
121. Lubbock, Tex. 
122. Columbia -Jefferson City, Mo. 
123. Montgomery-Selma, Ala. 
124. Corpus Christi, Tex. 
125. Lexington, Ky. 

Average for markets 101 -125 
Average for markets 1 -125 

135,480 

134,930 
134,210 
132,990 
129,300 
128,870 
128,260 
127,690 
126,690 
126,400 

126,260 
126,000 
124,280 
122,850 
122,620 

118,290 
117,330 
113,750 
111,130 
110,430 

109,660 
108,580 
106,490 
105,690 
105,490 

20 

15 
25 
22 
18 
23 
23 
30 
25 
28 

19 
21 
35 
14 
18 

29 
24 
25 
20 
19 

22 
18 
18 
25 
20 
22 
31 

27,400 

20,800 
34,200 
29,800 
23,500 
29,800 
29,000 
37,800 
31,900 
36,000 

24,500 
26,700 
44,100 
17,200 
22,300 

34,300 
27,600 
27,900 
21,700 
21,200 

23,600 
19,400 
19,500 
26,500 
21,400 

Nielsen Territory 
Northeast 
East Central 
West Central 
South 
Pacific 

Total U.S. (excluding Alaska 
and Hawaii) 

14,931,290 
9,151,890 

10,255,800 
13,912,340 

8,737,150 
56,988,470 

36 
33 
27 
22 
31 
30 

5,384,600 
3,035,400 
2,730,700 
3,106,400 
2,725,500 

16,982,600 
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fates &fortunes 

Broadcast advertising 
Samuel John Biondolillo, account super- 
visor, Benton & Bowles, New York, 
named VP. 
Donald J. Quinn, VP and director of 
sales, RKO General National Sales, 
New York, joins Percon Systems Inc. 
there as VP. 

John C. Lawton, account supervisor, 
Rumrill -Hoyt Inc., New York, named 
VP. George H. Schnake, president of 
Parker -Rumrill International, agency 
affiliate, also named VP of Rumrill- 
Hoyt. 
John E. Fisher, VP and creative direc- 
tor, Bozell & Jacobs, Chicago, moves 
to New York headquarters as associate 
national creative director. 
Roger C. Harvey, senior radio -TV pro- 
ducer, Warwick & Legler, New York, 
appointed manager, radio -TV produc- 
tion. 
John Casado II, art director, Young & 
Rubicam, Los Angeles, joins Dancer - 
Fitzgerald- Sample, San Francisco, as 
art director. 
John G. Hoagland, VP- television, Ogil- 
vy & Mather, New York, joins Paul 
Stafford Associates, that city, as VP. 
Paul W. Kohler, VP, Howard Swink 
Advertising Inc., Marion, Ohio, named 
chairman of board of directors. James 
W. McNoldy, VP. named president, 
treasurer and chief executive officer. 
Owen E. Poling, VP. named to newly - 
created position of executive VP. Ap- 
pointments were made following death 
of Howard Swink (see page 83) . 

Don Wickes, assistant sales manager. 
KCOP Los Angeles, joins Tele -Rep Inc.. 
San Francisco, as sales manager. 
Jim Kumph, radio manager, H -R Tele- 
vision, Dallas, appointed television man- 
ager. He is succeeded by Ed Robbins 
Jr., manager, McGavren - Guild - POW 
Radio Inc., that city. 

Milton Ledet, general sales manager, 
KDTV(TV) Dallas, joins WJRJ -TV At- 
lanta as sales VP. 

Thomas M. Fleming, with TR Produc- 
tions Inc., Boston, joins WJZ -TV Balti- 
more, as creative services director. 
Albert S. Goustin, with Four Star Tele- 
vision, Hollywood, named sales man- 
ager for special projects, Walter Schwim- 
mer division, Bing Crosby Productions, 
New York. 
Robert L. Fox, associate creative di- 
rector, VanSant, Dugdale and Co., Bal- 
timore, joins Luckie & Forney Inc., 
Birmingham, Ala., as creative director. 

Joseph H. Gamache, president, auto- 
mated business systems group, Litton 
Industries Inc., Carlstadt, N. J., joins 
Norton Simon Inc., Fullerton, Calif., 
as corporate VP. 

George Ross Irving, staff, Training Re- 
sources for Youth Inc., Brooklyn, N. Y., 
joins Selected Area Surveys Inc., divi- 
sion of Audits & Surveys, New York, 
as executive director. 
Richard Seideman, senior creative su- 
pervisor, Compton Advertising, New 
York, joins Leo A. Gutman Inc. there 
as principal and VP. 

Robert C. Canepa, account executive, 
KMOx St. Louis. named sales manager. 
C. Robert Thompson Jr., with WBEN -TV 
Buffalo, N. Y., appointed national sales 
director. 

Jim Mergen, local sales manager, KLAC 
Los Angeles, appointed general sales 
manager. 
Michael P. Romig, salesman with WTLB 
Utica, N. Y., appointed local sales 
manager. 
Diran R. Demirgian, account executive, 
NBC Television Spot Sales, New York, 
joins NBC -owned WKYC -TV Cleveland, 
as local sales manager. 

Media 

Air. NorJord 

George Norford, 
general executive, Westing- 
house Broadcast- 
ing Co., New 
York, elected VP- 
general executive. 
Robert J. Somer- 
ville, general sales 
manager / assist- 
ant general man- 
ager, KBHK -TV San 

Francisco, appointed general manager. 
He succeeds L. William White, who 
joins WKBG -TV Cambridge- Boston, as 
general manager. William L. McGee, 
sales manager, KBHK -TV, appointed gen- 
eral sales manager. Both are Kaiser - 
owned stations. 

Philip C. Davis, board member and 
senior VP of Kwlz Santa Ana, Calif., 
and KLOK San Jose, Calif., elected pres- 
ident of KLOK. 

Milton Friedland, VP and general man- 
ager, wics(TV) Springfield, Ill., elected 
president of Illinois Broadcasters Asso- 
ciation. Others elected: James Hanlon, 
WGN Chicago, VP- radio; Robert Lem- 
on, WMAQ -TV Chicago, VP -TV, and 
Milton Stuckwish, WTIM Taylorville, 
secretary- treasurer. 

Art Grunewald, station and commercial 
manager, WSON Henderson, elected 
president of Kentucky Broadcasters As- 
sociation. Clovis Sadler, WKAY Glassgow, 
elected 1st VP, and Oris Gowen, WTLo 
Somerset, elected 2d VP. 
Don Curran, WABC New York, elected 
chairman of newly- formed New York 
Market Radio Broadcasters Association. 
Bob Mazur, WMCA, that city, elected 
vice chairman and Bob Hosking, WCBS 
there, elected secretary -treasurer. 

Programing 
Philip Capice, VP in charge of program 
development, Benton & Bowles, New 
York, joins CBS -TV there as director, 
special programs. 
Hugh Barr, operations director -program 
director, KLO Ogden, Utah, joins WHAS 
Louisville, Ky., as program director. He 
succeeds George Walsh, who becomes 
operations director, WHAS-AM-FM-TV. 

Edward (Whitey) Ford, coach and for- 
mer pitcher for New York Yankees, 
joins Trans National Communications 
Inc., New York, as VP and director. 

John Killough, plant supervisor, Acme 
Film & Videotape Laboratories, Holly- 
wood, elected VP. 
Keith McKeen, announcer. WMKR Mil - 
linocket, Me., appointed program direc- 
tor. 

Roel van de Wijngaard, director of 
photography, Jamieson Film Co., Dal- 
las, joins Technisonic Studios Inc., St. 
Louis, in same capacity. 

News 
Tom Weitzel, with WFIL Philadelphia. 
joins WDVR(FM) there as news director. 

B i l l Harrington, 
with WLWD(TV) 
Dayton, Ohio, 
joins KcPx -TV Salt 
Lake City, as 
sports director. 
Rod Carr, news 
editor. WTRY 
Troy. N. Y., ap- 
pointed news di- 
rector. 
Don Scott, news 

director, KELO Tulsa. Okla.. joins WRAF 
Kansas City. Mo.. news department. 
Robert E. Hoyt, news program produc- 
er /editor, Canadian Broadcasting Corp., 
Ottawa, joins KINO -TV Seattle, as man- 
aging director, news. 

Bill Wehrman, with news staff, KOMu- 

Mr. Harrington 
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TV Columbia, Mo., joins KMOX-TV St. 
Louis, as newsman. 
Jim Riddle, U. S. Army, joins WFAA -TV 
Dallas -Fort Worth, as news department 
member. 
David Houston Daughtry, news direc- 
tor, WHNT -TV Huntsville, Ala., joins 
news staff of WSM -TV Nashville. 
Wayne Harris, news director, WINA -AM- 
FM Charlottesville, Va., joins WSVA -AM- 
FM-TV Harrisonburg, Va., as manager 
of its Charlottesville news bureau. 
John Marshall, newsman with KFwn 
Los Angeles, joins xrTv(Tv) Los An- 
geles, in same capacity. 

Promotion 
Martin A. Grove, manager of business 
publicity, ABC -TV, New York, joins 
Metromedia Radio group there as di- 
rector of public relations. 

James M. Munro 
Jr., advertising 
and sales promo- 
tion manager, 
KYW Philadel- 
phia, joins woR- 
TV New York, as 
director of adver- 
tising and promo- 
tion. 

Gene Godt, di- 
rector of adver- 

tising and sales promotion, WJW -TV 
Cleveland, joins WHDH -AM -TV Boston, 
in same capacity. 
Loren R. Hollembaek, sales promotion 
manager, CBS Radio information serv- 
ices department, New York, named di- 
rector of sales promotion. 
Paul Guthrie, associate editor, Televi- 
sion Age, New York, joins Nation- 
al Academy of Television Arts and 
Sciences, that city, as director of public 
relations and awards administrator, 
East. 

Harriet Margulies, formerly New York 
representative in West Coast offices of 
The Film Daily and Radio -TV Daily, 
joins The Sutton Public Relations Co., 
Beverly Hills, Calif., as executive VP. 
Ronald G. Klayman, promotion man- 
ager, wQAD -Tv Moline, Ill., joins claw 
Windsor, Ont.-Detroit. as promotion 
manager. 

Mr. Munro 

Equipment & engineering 
Nicholas Rabiecki, director of market- 
ing services and planning, CBS Elec- 
tronic Video Recording division, New 
York, elected VP. Gilbert P. Wyland, 
director of technical services, CBS -TV, 
Hollywood, joins Broadcast EVR, com- 
ponent of CBS /Comtec Group, in new- 
ly created position of director of oper- 
tions. 

Robert J. Galvin, manager, studio field 

operations, NBC -TV, New York, ap- 
pointed director, studio field operations. 
Thomas H. Phelan, manager, technical 
facilities and maintenance, named di- 
rector, technical facilities and mainte- 
nance. John B. Rogers, manager, video- 
tape, film and kinescope recording op- 
erations, named director, video -tape, 
film and kinescope recording opera- 
tions. John J. P. Weir, manager, broad- 
cast operations and communications, 
named director, broadcast operations 
and communications. 
Thomas F. Bost, manager -field sales, 
visual communication products depart- 
ment, General Electric Co., Syracuse, 
N. Y., named to newly created position 
of manager -group owner sales. He is 
succeeded by Robert E. Lauterbach, 
manager -headquarters sales. 

Allied fields 
Orville J. Montgomery, deputy general 
counsel for U. S. Information Agency, 
named general counsel. He succeeds 
Richard Schmidt, who has resigned to 
join law firm of Marcus Cohn (BROAD- 
CASTING, Oct. 28). 
Dr. David P. Forsyth, director of AD- 
CHART services and manager of com- 
munications research for Chilton Co., 
Philadelphia, joins newly formed Hagen 
Communications Inc., Upper Montclair, 
N. J., as VP and director of manage- 
ment studies division. 

Richard A. Zimmerman, law clerk to 
U. S. District Judge William B. Jones, 
Washington, and Hugh J. Yarrington, 
in private practice, and counsel to Photo 
Magnetic Systems Inc. there, join Wash- 
ington law office of Wilkinson, Cragun 
and Barker. 
Thomas K. Hull Jr., program director, 
WDOS Oneonta. N. Y., joins State Uni- 
versity of New York's College, New 
Paltz, N. Y., as television production di- 
rector. 

William J. Levy, with antitrust division. 
Department of Justice, joins Washing- 
ton communications law firm of Cole. 
Zylstra & Raywid. 

International 
Ian Trethowan, political broadcaster, 
British Broardcasting Corp. -TV Lon- 
don, named managing director. BBC 
Radio. He succeeds Frank Gillard, who 
retires. Robin Scott, controller, BBC 
Radio One and Two, named controller. 
BBC -TV2. He succeeds David Atten- 
borough, who becomes director of pro- 
grams, BBC -TV. 

Howard L. Chernoff, executive assist- 
ant to director of U. S. Information 
Agency, Washington, and former broad- 
caster, named commissioner general of 
United States Pavilion at Expo '70 in 
Osaka, Japan. 

Mel Watson, account executive, net- 

NEED A SPOTMASTER or 

SPARTA TAPE CARTRIDGE? 

CONTACT CCA (WT EM) 
1t 

CCA 
CCA ELECTRONICS CORP. 
GLOUCESTER CITY. N. J. 

(609) -456 -1716 

WEATHER INSTRUMENTS 

Manufacturers of Precision 
Meteorological Instruments 
In Use Around the World 

TEXAS ELECTRONICS, INC. 

P. O. Box 7151 

5529 Redfield Street Dallas, Texas 

W 
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PROFESSIONAL CARDS 

JANSKY & BAILEY 
Consulting Engineers 

1812 K St., N.W. 

Wash., D.C. 20006 296 -6400 

Member AFCCE 

COMMERCIAL RADIO 
EQUIPMENT CO. 

Everett L. Dillard, Gen. Mgr. 
Edward F. Lorentz, Chief Engr. 

PRUDENTIAL BLDG. 
347 -1319 

WASHINGTON, D. C. 20005 
Member AFCCE 

KEAR & KENNEDY 

1302 18th St., N.W. Hudson 3 -9000 
WASHINGTON, D. C. 20006 

Member AFCCE 

GEO. P. ADAIR ENG. CO. 
CONSULTING ENGINEERS 

Radio -Television 
Communications -Electronics 
2029 K St., N.W., 4th Floor 

Washington, D. C. 20006 
Telephone: (2021 223 -4664 

Member AFCCE 

JULES COHEN 
& ASSOCIATES 

Suite 716, Associations Bldg. 
1145 19th St., N.W., 659 -3707 

Washington, D. C. 20036 

Member AFCCE 

PETE JOHNSON 
& Associates 

CONSULTING am -fm -tv ENGINEERS 

P.O. Box 4318 304 -925 -6281 
Charleston. West Virginia 

E. HAROLD MUNN, JR. 
BROADCAST ENGINEERING 

CONSULTANT 
Box 220 

Coldwater, Michigan -49036 
Phone: 517- 278 -6733 

JAMES C. McNARY 
Consulting Engineer 

National Press Bldg. 
Wash., D. C. 20004 

Telephone District 7 -1205 
Member AFCCE 

A. D. Ring & Associates 
42 Years' Experience in Radio 

Engineering 

1710 H St., N.W. 298 -6850 
WASHINGTON, D. C. 20006 

Member. AFCCE 

A. EARL CULLUM, JR. 
CONSULTING ENGINEERS 

INWOOD POST OFFICE 
DALLAS, TEXAS 75209 

1214) 631 -8360 

Member AFCCE 

KEAN, SKLOM & STEPHENS 

CONSULTING RADIO ENGINEERS 

19 E. Quincy Street 
Riverside, Illinois 60546 

,A Chicago Suburb) 
Phone 312 -447 -2401 
Member AFCCE 

CARL E. SMITH 
CONSULTING RADIO ENGINEERS 

8200 Snowville Road 

Cleveland. Ohio 44141 

Phone: 216 -526 -4386 
Member AFCCE 

MERL SAXON 

CONSULTING RADIO ENGINEER 

622 Hoskins Street 

Lufkin, Texas 75901 

634 -9558 632 -2821 

JOHN H. MULLANEY 
and ASSOCIATES 

Suite 71, 
1150 Connecticut Ave., N W 

Washington, D. C. 20036 
Phone 202 -223 -1180 
Member AFCCE 

SERVICE DIRECTORY 

COMMERCIAL RADIO 
MONITORING CO. 
PRECISION FREQUENCY 

MEASUREMENTS 
AM -FM -TV 

103 S. Market St. 
Lee's Summit, Mo. 

Phone Kansas City, Laclede 4 -3777 

CAMBRIDGE CRYSTALS 
PRECISION FREQUENCY 
MEASURING SERVICE 

SPECIALISTS FOR AM -FM -TV 
445 Concord Ave. 

Cambridge, Mass. 02138 
Phone 16171 876 -2810 

-Established 1926 - 
PAUL GODLEY CO. 

CONSULTING ENGINEERS 

8,x 798, Upper Montclair, N.1. 07043 
Phone: (2011 746 -3000 

Member AFCCE 

GAUTNEY & JONES 

CONSULTING RADIO ENGINEERS 

930 Warner Bldg. National 8 -7757 
Washington, D. C. 20004 

Member AFCCE 

GUY C. HUTCHESON 
817 -261 -8721 

P. 0. Box 808 

1100 W. Abram 

Arlington, Texas 76010 

HAMMETT & EDISON 
CONSULTING ENGINEERS 

Radio Cr Television 

Box 68, International Airport 
San Francisco, California 94128 

14151 342 -5208 
Member AFCCE 

VIR N. JAMES 
CONSULTING RADIO ENGINEERS 
Application and Field Engineering 

345 Colorado Blvd.- -80206 
Phono. (Area Code 3031 333 -5562 

TWX 910 -931 -0514 
DENVER, COLORADO 

Member AFCCE 

WILLIAM B. CARR 
CONSULTING ENGINEERS 

Welker Bldg., 4028 Daley 
Fort Worth. Texas 

AT 4 -9311 
Member AFCCE 

ROSNER TELEVISION 
SYSTEMS 

ENGINEERS 
120 E. 56 St. 
New York 
N. Y. 10022 

CONTRACTORS 
29 South Mall 
Plainview 
N. Y. 11803 

FRANK A. ZOELLER 
TELEVISION SYSTEMS 

CONSULTANT 

20 Years Experience 

Box 366 San Carlos, Cal. 94070 
14151 593 -1751 

TelecommunicatIoe Consultants 
International, Inc. RCI) 

Offers Consulting Srmices 
in Telecommunications 

Gerold C. Gross, President 
1028 Connecticut Avenue, N.W. 

Suite 1024 -1030 Wash., D.C. 20036 
Phone: 1202) 659 -1155 

GEORGE C. DAVIS 
CONSULTING ENGINEERS 

RADIO G TELEVISION 
527 Munsey Bldg. 

783 -0111 

Washington, D. C. 20004 
Member AFCCE 

Lohnes & Culver 

Munsey Building District 7 -8215 

Washington, D. C. 20005 

Member AFCCE 

SILLIMAN, MOFFET 
& KOWALSKI 

711 14th St., N.W. 
Republic 7 -6646 

Washington, D. C. 20005 

Member AFCCE 

JOHN B. HEFFELFINGER 

9208 Wyoming PI. Hiland 4 -7018 

KANSAS CITY, MISSOURI 64114 

A. E. Towne Assocs., Inc. 

TELEVISION and RADIO 
ENGINEERING CONSULTANTS 

727 Industrial Road 

San Carlos. California 94070 
.4151 592 -1394 

RAYMOND E. ROHRER 
Consulting Radio Engineers 

317 Wyatt Bldg. 
Washington, D. C. 20005 

Phone: 347 -9061 
Member AFCCE 

Serving The SOUTHEAST 

FREDERICK A. SMITH, P.E. 

Consulting Engineer 

5 Exchange St. 
Charleston S. C. 29401 

A/C 803 723 -4775 

TERRELL W. KIRKSEY 

Consulting Engineer 

5210 Avenue F 

Austin, Texas 78751 

15121 454 -7014 

TELCOM, INC. 
Offering The Services Of 
Its Registered Structural 

Engineers 
8027 Leesburg Pike 
McLean Va. 22101 

(703) 893 -7700 
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work sales, ABC Films, Toronto, named 
director of sales for Canada. Bill Han- 
nah, account executive, station sales, 
named sales manager for Canada. 
John Radford, CFJR Brockville. Ont., 
elected president of Central Canada 
Broadcasters' Association. Other officers 
elected: Bob Redmond, cHSC St. Cath- 
arines, Ont., VP; Doug Trowel!, CKEY 
Toronto, secretary- treasurer. 
Marc Thibault, director, radio program- 
ing and educational and public affairs 
programing, Canadian Broadcasting 
Corp. French -language radio and tele- 
vision service, Montreal, appointed di- 
rector, news and public affairs. 
G. D. Speake, director of research, The 
Marconi Co. Ltd., Chelmsford, Essex, 
England, appointed general manager, 
telecommunications. 

Deaths 
Edwin Ware Hullinger, 75, motion pic- 
ture and television producer, died Oct. 
26 in Miami. Mr. Hullinger began ca- 
reer as newspaper reporter and corre- 
spondent. In addition to his work as 
motion picture and television producer 
he held various U. S. government posts, 
including that of assistant director of 
foreign broadcast intelligence service 
FCC, 1943 -1945. He is survived by his 
wife, Helen, and four daughters. 
Edwin I. Halbert, 61, radio -television 
director, savings bond division, Treas- 
ury Department, Washington, died Oct. 
24 in Arlington, Va., of heart attack. 
During 1940's Mr. Halbert was with 
CBS in New York, producing or direct- 
ing such radio shows as The Aldrich 
Family, Helen Hayes Theater, and Ar- 

Char Godfrey Show, among others. 
Prior to joining Treasury Department in 
1952, Mr. Halbert was program direc- 
tor of WTOP -TV Washington. He is sur- 
vived by his wife, Margaret, son and 
daughter. 
C. L. Sherwood, 62, Kansas City radio 
pioneer and founder of Calvin Produc- 
tions Inc., Kansas City, Mo., died Oct. 
14 in Punta Gorda, Fla. Mr. Sherwood 
was general manager, KCMO Kansas 
City, and production manager, KMBC 
(now KMBZ) there before joining Cal- 
vin, non -theatrical motion picture pro- 
duction firm. He is survived by his wife, 
Bertha, and three sons. 

Howard Swink, 67, president and chief 
executive officer of Howard Swink Ad- 
vertising Inc., Marion, Ohio, died Oct. 
22 in Marion. He is survived by his 
wife, Martha, and two daughters. 

IYIlklKirlr//O 

As compiled by BROADCASTING, Oct. 23 
through Oct. 30 and based on filings, 
authorizations and other FCC actions. 

Abbreviations: Ann. -announced. ant. -an- 
tenna, aur.- aural. CATV -community an- 
tenna television. CH- critical hours. CP- 
construction permit. D -day. DA- direction- 
al antenna. ERP- effective radiated power. kc kilocycles. kw- kilowatts. LS -Local sun- 
set. mc-megacycles. mod. -modification. N 
-night. PSA- presunrise service authority. 
SCA- subsidiary communications authoriza- 
tion. SH- specified hours. SSA -special serv- 
ice authorization. STA- special temporary 
authorization. trans. -transmitter UHF -ul- 
tra high frequency. U- unlimited hours. 
VHF -very high frequency. tIs.-visual. w- 
watts. - educational. 

New TV stations 
Final action 

Savannah, Ga. -Lewis Broadcasting Corp. 
Review board granted UHF ch. 22 (518 -524 
me): ERP 577 kw vis, 115 kw aur. Ant. 
height above average terrain 507 ft.: ant. 
height above ground 505 ft. P.O. address: 
c/o J. C. Lewis Jr., Box 6447, Savannah. 
Ga. 31401. Estimated construction cost 
$686.425; first -year operating cost $420.000: 
revenue $480.000. Geographic coordinates 
3T 04, 37" north lat.: 81. 05. 47" west long. 
Type trans. RCA TTU -30A. Type ant. RCA 
TFU- 3OJDA. Legal counsel Pierson. Ball 
and Dowd: consulting engineer Lohnes and 
Culver, both Washington. Principal: J. C. 
Lewis Jr., sole owner. Mr. Lewis is mayor of 
Savannah and has multiple business in- 
terests, Including cab company, automobile 
dealership, investment firms and tractor 
and loan companies. In same action applica- 
tion of WSGA Television Inc. was dismissed 
with prejudice. Action Oct. 28. 

Other actions 
Review board in Orlando. Fla.. TV broad- 

cast proceeding, Docs. 11081 -11083, 17339- 
17341-42, 17344, denied appeal to review 
board of order of hearing examiner setting 
forth procedural hearing dates filed Sept. 
27 by Florida Heartland Television Inc., 
TV-9 Inc. and Central Nine Corp. Action 
Oct. 24. 

Review board in Baltimore. TV broadcast 
proceeding. Does. 17740 -41, granted petition 
filed Oct. 23 by Broadcast Bureau, extended 
to Nov. 4 time to file responsive pleadings 
to joint request for approval of agreement 
filed by Baltimore Broadcasting Co. and 
Meadows Broadcasting Co. Action Oct. 25. 

Existing TV stations 
Final actions 

Review board members Berkemeyer, Pin - 
cock and Kessler adopted decision denying 
application of KCOY -TV Santa Maria, Calif. 
for a CP to relocate trans. near Santa 
Barbara (Doc. 16430). Ann. Oct. 29. 

KRMA -TV Denver- Broadcast Bureau 
granted license covering changes. Action 
Oct. 25. 

WEDW(TV) Bridgeport. Conn.- Broad- 
cats Bureau granted license covering new 
station. Action Oct. 24. 

WVUT(TV) Vincennes. Ind. -Broadcast 
Bureau granted license covering permit: 
redescribe studio location as 1029 North 4th 
Street, Vincennes. Action Oct. 22. 

KETC(TV) St. Louis- Broadcast Bureau 
granted license covering new station. Action 
Oct. 22. 

KETA(TV) Oklahoma City- Broadcast 
Bureau granted license covering changes. 
Action Oct. 25. 

WLJY -TV Lexington, Tenn. -Broadcast 
Bureau granted license covering permit for 
new station. Action Oct. 22. 

Other actions 
FCC informed WISH -TV Indianapolis that 

its action when broadcasting taped debate 
with Senator Birch Bayh, which had some 
technical defects, substantially compiled 
with requirements of Sec. 315 and commis- 
sion's rules. Action Oct. 25 . 

FCC Informed WGR -TV Buffalo, N. Y. 
that program with Vice President Hubert 
H. Humphrey broadcast Sept. 17 came under 
provisions of Sec. 315 of Communications 
Act and that station was required to grant 
request for equal opportunity submitted by 
Socialist Labor Party Presidenial candidate. 
Henning A. Biomen. Ann. Oct. 29. 

FCC notified WOR -TV New York that 
Miss Hedda Garza. Socialist Workers Party 
candidate for U. S. senator from New York, 
would be entitled to equal opportunity 
under Sec. 315 by reason of time WOR -TV 
granted to John Emanuel. Socialist Labor 
Party candidate. Action Oct. 23. 

WMUL-TV Huntington, W. Va.- Broad- 
cast Bureau approved engineering data sub- 
mitted pursuant to report and order adopted 
July 31 in Doc. 18126. to change from ch 
67. (788 -794 mes, to ch. 33, 584 -590 mcs) 
change ERP to 398 kw vis., 79.4 kw aur. 
specify trans. location as Barker Ridge 
near Milton, W. Va.; studio location to be 
determined at Huntington: specify type 
ant. height 1280 ft. Action Oct. 22. 

Actions on motions 
Chief Hearing Examiner James D. Cun- 

ningham in Rapid City and Lead, both 
South Dakota (Heart of the Black Hills 
Stations). renewal of licenses of KRSD-TV 
and KDSJ -TV. designated Hearing Exam- 
iner Thomas H. Donahue as presiding of- 
ficer. scheduled prehearing conference for 
Nov. 27 in Washington and hearing for 
Jan. 20, 1969 in Rapid City, S. D. (Does. 

EDWIN TORNBERG 
& COMPANY, INC. 

Negotiators For The Purchase And Sale Of 
Radio And TV Stations CATV 

Appraisers Financial Advisors 

New York -60 East 42nd St., New York 17, N. Y. MU 7.4242 
West Coast -1357 Jewell Ave., Pacific Grove, Calif. FR 5 -3164 
Washington -711 14th St., N.W.. Washington, D.C. Dl 7 -8531 
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18358 -9). Action Oct. 22. 
Hearing Examiner Thomas H. Donahue 

in Panama City Fla. (Bay Video Inc. 
[WBVI -TV], TV proceeding, issued order 
following conference held Oct. 16, set cer- 
tain procedural dates and continued hear- 
ing from Nov. 25 to Dec. 12 (Doc. 18301). 
Action Oct. 23. 

Hearing Examiner Millard F. French in 
Montgomery, Ala. (Cosmos Broadcasting 
Corp. [WSFA -TV]), TV proceeding, granted 
request by Cosmos Broadcasting Corp. and 
extended time to Nov. 15 to file reply find- 
ings and conclusions (Doc. 16984). Action 
Oct. 23. 

Hearing Examiner Isadore A. Honig In 
Miami (Coral Television Corp. LWCIX -TV)), 
TV proceeding, granted motion by Coral 
Television Corp. and continued pre- hearing 
conference from Oct. 31 to Nov. 14 and hear- 
ing from Nov. 27 to Dec. 11 (Doc. 18325). 
Action Oct. 22. 

Rulemaking petition 
WTVU -TV New Haven, Conn. -Requests 

institution of rulemaking to amend table of TV allocations to exchange ch. 59 at New 
Haven for ch. 26 at New London, Conn. and to modify permit to specify operation on 
ch. 26 in lieu of ch. 59. Ann. Oct. 25. 

Call letter application 
WECO -TV, U. S. Communications Corp., Pittsburgh. Requests WPGH -TV. 

New AM stations 
Application 

Clark Broadcasting Co.. Waterloo. Iowa -Seeks amendment to application for new 
AM CP to make changes in ant. system. Ann. Oct. 25. 

Start authorized 
WRDN Durand, Wis.- Authorized pro- gram operation on 1430 kc, 1 kw -D. Action Oct. 17. 

Initial decision 
Hearing Examiner Chester F. Naumowicz Jr. in initial decision proposed grant of ap- 

plication by Bahcom Inc. to operate day- time AM on 1060 kc, 500 w in Springfield, 
Mo. Initial decision would deny mutually exclusive application by Giant Broadcasting 
Co. to operate in Ozark, Ark. Grant stands unless appealed or reviewed by commission on own motion. Ann. Oct. 24. 

Other actions 
Review board in Costa Mesa -Newport Beach. Calif., AM broadcast proceeding, 

Doc. 15752 et al. denied motion to enlarge Issues filed Aug. 14 by Western Broadcast- ing Corp.. Crown City Broadcasting Co. and Pasadena Broadcasting Co. Action Oct. 23. 
Review board in Elmhurst. Ill.. AM broad- cast proceeding. Docs. 16965 -66. granted petition for extension of time filed Oct. 21 by Du Page County Broadcasting Inc.. ex- tended to Nov. 1 time within which to file replies to exceptions to initial decision. Action Oct. 23. 
Review board in Collinsville. Va.. AM broadcasting proceeding, Does. 18245 -46. granted to extent Indicated and denied in all other respects petition to enlarge issues filed Aug. 9 by 1530 Radio. Action Oct. 24. 

Actions on motions 
Chief Hearing Examiner James D. Cun- ningham In Boynton Beach and Naples. both Florida (North American Broadcasting 

Co., Radio Boynton Beach Inc., Boynton Beach Community Services Inc. and Radio Voice of Naples), AM proceeding, designated Hearing Examiner Chester F. Naumowicz Jr. as presiding officer In lieu of Hearing Examiner Basil P. Cooper (Does. 18310 -3). Action Oct. 22. 
is Hearing Examiner Chester F. Naumowicz Jr. in Boynton Beach and Naples, both Florida (North American Broadcasting Co.. Radio Boynton Beach Inc., Boynton Beach Community Services Inc. and Radio Voice of Naples), AM proceeding. granted petition by Radio Voice of Naples for leave to amend application to show activity in the area of ascertainment of programing needs (Does. 18310 -3). Action Oct. 24. 

Hearing Examiner Herbert Sharfman in Globe, Ariz. (Mace Broadcasting Co. and Herb Newcomb). AM proceeding, resched- uled hearing from Nov. 18 to Dec. 16 (Does. 18225-6). Action Oct. 23. 

Summary of broadcasting 
Compiled by BROADCASTING, Oct. 30, 1968 

On Aft 
Licensed CP's 

Total 
On Air 

Not 
On Air Total 

CP's Authorized 

Commercial AM 
Commercial FM 
Commercial TV -VHF 
Commercial TV -UHF 
Educational FM 
Educational TV -VHF 
Educational TV -UHF 

4,212' 
1,857 

495' 
117' 
344 

70 
64 

18 
58 

10 
46 

14 

4 

29 

4,230' 
1,915 

505' 
162' 
358 
74 
93 

69 4,299' 
194 2,109 

12 517' 
159 322' 
28 386 

3 77 

18 111 

Station boxscore 
Compiled by FCC, Oct. 1, 1968 

Com'i AM Com'i FM Com'i TV Educ FM Educ TV 

Licensed (all on air) 
CP's on air (new stations) 
Total on air 
CP's not on air (new stations) 
Total authorized stations 
Licenses deleted 
CP's deleted 

4.201' 
25 

4,2261 
72 

4,2981 
o 
o 

1.840 
59 

1.899 
209 

2,108 
1 

1 

612' 
54 

665' 
173 
839' 

0 

o 

343 134 
12 33 

355 167 
29 21 

384 188 
0 0 

0 0 

' Includes two AM's operating with Special Temporary Authorization, and 25 educational AM's. 
includes two VHF's operating with STA's, and one licensed UHF that Is not on the air. 

Existing AM stations 
Final actions 

WFIX Huntsville. Ala. -Broadcast Bureau 
granted CP to change location of auxiliary 
trans. to Mill Street, Huntsville. with re- 
mote control from main studio. Action Oct. 
23. 

KMYC and KRFD(FM). both Marysville, 
California- Broadcast Bureau granted mod. 
of licenses to change name to California 
First Broadcasting Corp. Action Oct. 25. 

KCBQ San Diego- Broadcast Bureau 
granted CP to make changes in daytime DA 
pattern; conditions. Action Oct. 23. 

WDDT Greenville. Mass -Broadcast Bureau 
granted mod. of license covering change in 
studio and remote control location to 988 
N. Broadway, Greenville; condition. Action 
Oct. 25. 

Actions on motions 
Chief Hearing Examiner James D. Cun- 

ningham In Jackson, Mo. and Mattoon, Ill. 
(Jackson Missouri Broadcasting Co and Mat- 
toon Broadcasting Co. [WLBH)), AM pro- 
ceeding. designated hearing Examiner For- 
est L. McClenning as presiding officer, 
scheduled prehearing conference for Nov. 
26 and hearing for Dec. 27 (Does 18354 -5). 
Action Oct. 22. 

Chief Hearing Examiner James D. Cun- 
ningham in Medford, Ore. (Medford Broad- 
casters Inc. [KDOVI, W. H. Hansen, Radio 
Medford Inc.), AM and FM proceeding, 
designated Hearing Examiner David I. 
Kraushaar as presiding officer, scheduled 
prehearing conference for Nov. 29 In Wash- 
ington and hearing for Jan. 21, 1969 in 
Medford. (Does. 18349 -53). Oction Oct. 22. 

Hearing Examiner Millard F. French in 
Lexington, Ky. (Bluegrass Broadcasting 
Co.). renewal of license of WVLK. continued 
hearing from Oct. 29 to Feb. 25. 1969 at 
10 a.m. in Lexington. Ky.; scheduled fur- 
ther prehearing conference for Jan. 29, 1969 
in Washington (Doc. 18285). Action Oct. 23. 

Hearing Examiner Herbert Sharfman in 
Clifton Forge and Roanoke, both Virginia, 
(Image Radio Inc. and Impact Radio Inc.), 

AM proceeding, renewal of licenses of 
WCFV and WPXI, rescheduled hearing 
from Nov. 12 to Dec. 3 in Roanoke, Va. 
(Does. 17945 -6). Action Oct. 22. 

Fines 
FCC issued notices of apparent liability to 

WPGA -AM -FM Perry and WFPM Fort Val- 
ley, both Georgia, In amounts of $7,500 and 
$4,000, respectively, for alleged double bill- 
ing practices. Action Oct. 23. 

FCC notified WHOL Allentown, Pa. of 
apparent liability for forfeiture of $500 for 
apparent violations of rules, including 
failing to make daily observations of tower 
lights to insure that all lights were function- 
ing properly, failing to enter vis. observa- 
tion of tower lights in operating log, failing 
to enter In operating log times carrier was 
on or off and failing to note in program 

log that required station identification an- 
nouncements had been made. Ann. Oct. 24. 

Call letter application 
WKLZ. The Circle Corp., Kalamazoo, 

Mich. Requests WYYY. 

Call letter actions 
WBAD. John R. Dorsey, College Park, 

Ga. Granted WSSA. 
KGFL. Southwestern Broadcasters Inc.. 

Roswell, N. M. Granted KKAT. 

New FM stations 
Applications 

Geneva. Ala. -Geneva County Broadcast- 
ing Co. Seeks 93.5 mc, ch. 228A. 3 kw. Ant. 
height above average terrain 199.75 ft. P.O. 
address: c/o James C. Helms, Box 337, 
Geneva, Ala. 36340. Estimated construction 
cost $15,371: first -year operating cost $9.- 
781.50: revenue $14,000. Principals: Olin 
Johnson, president (7.4%), James Kelly, vice 
president (7.2 %), M. L. Strickland, secre- 
tary- treasurer (6.9 %) et al. Mr. Johnson 
owns furniture company and Mr. Kelly is 
attorney. Principals own WGEA Geneva. 
Ann. Oct. 25. 

*Chico. Calif. -Chico State College Foun- 
dation. Seeks 91.1 mc, ch. 216, 7.2 w. Ant. 
height above ground 100 ft. P.O. address: 
c/o Dr John Sutthoff, West 1st and Normal 
Avenue, Chico, Calif. 95926. Estimated con- 
struction cost $4.500; first -year operating 
cost $2.000; revenue none. Principals: Chico 
State College Foundation, Dr. Frank Ben- 
nett, chairman. Ned Richardson, vice chair- 
man et al. Mr. Bennett is dentist. Mr. 
Richardson owns KPAY Chico and holds 
CP for KPAY -FM, that city. Ann. Oct. 25. 

Branson, Mo. -John M. Rushton. Seeks 
106.3 mc. ch. 292A. 3 kw. Ant. height above 
average terrain 206 ft. P.O. address: 1625 
East Cherokee, Springfield, Mo. 65804. Esti- 
mated construction cost $8,039; first -year 
operating cost $7,000: revenue $20.000. Prin- 
cipal: John M. Rushton, sole owner. Mr. 
Rushton manages shoe store. Ann. Oct. 29. 

Lexington. Mo.- Lexington Broadcasting 
Co. Seeks 106.3 mc, ch. 292A, 3 kw. Ant. 
height above average terrain 205 ft. P.O. 
address: c/o Ralph E. Meador, Box 188. 
Lexington. Mo. 64067. Estimated construc- 
tion cost $7.319.92; first -year operating cost 
$3.000; revenue $15,000. Principal: Ralph E. 
Meador. sole owner. Mr. Meador owns KLEX 
Lexington. Ann. Oct. 25. 

Poteau. Okla. -Indian Nation Broadcasting 
Co. Seeks 107.3 mc, ch. 297, 70 kw horiz., 
30 kw vert. Ant. height above average ter- 
rain 1,842.8 ft. P.O. address: c/o V. F. Now- 
lin, Box H, Poteau, Okla. 74953. Estimated 
construction cost $56,631.23: first -year operat- 
ing cost $23,682; revenue $37,500. Principals: 
V. F. Nowlin and Hosea Austin (each 50 %). 
Mr. Nowlin is announcer -salesman for KNED 
McAlester, Okla. Mr. Austin has extensive 
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land and livestock holdings. Ann. Oct. 23. 

Starts authorized 
KAFF -FM Flagstaff, Ariz. - Authorized 

program operation on 92.9 me, ch. 225, ERP 
30 kw. Action Oct. 21. 

KCOE -FM Cedar Rapids. Iowa- Author- 
ized program operation on 90.5 mc, ch. 213. 
Action Oct. 18. 

KTWN(FM) Anoka. Minn. - Authorized 
program operation on 107.9 mc, ch. 300, 
ERP 57 kw. Action Oct. 18. 

WRNS(FM) Kinston. N. C.- Authorized 
program operation on 95.1 mc, ch. 236, ERP 
50 kw. Action Oct. 22. 

WCFW(FM) Chippewa Falls. Wis.-Au- 
thorized program operation on 105.5 mc, ch. 
288, ERP 3 kw. Action Oct. 18. 

Final actions 
El Centro. Call(.- Imperial Valley Broad- 

casters. Broadcast Bureau granted 98.5 mc, 
ch. 253 19.5 kw. Ant. height above average 
terrain 99 ft. P. O. address: 5224 Lewison 
Avenue, San Diego 92120. Estimated con- 
struction cost $14.900; first -year operating 
cost $18.000; revenue $20,000. Principals: 
Clay H. and Charles N. Duncan (each 50 %). 
Mr. Clay Duncan is 29.6% owner of farm. 
Action Oct. 24. 

Pacific Grove. Calif.- Lawrence Gahagan 
and Darry Allen Sragow. FCC granted 104.9 
mc, eh. 285, 470 w. Ant. height above aver- 
age terrain 640 ft. P.O. address: 240 State 
Street. Los Altos. Calif. 94022. Estimated 
construction cost $27,181.50; first -year oper- 
ating cost $32,000; revenue $36,000. Prin- 
cipals: Lawrence Gahagan (75 %) and Darry 
Allen Sragow (25 %). Mr. Gahagan has in- 
terest in KPGM(FM) Los Altos. Calif. Mr. 
Sragow Is former newsman for WFIL -AM- 
FM-TV Philadelphia. Action Oct. 30. 

*Morrison. Colo.- Western Bible Institute. 
Broadcast Bureau granted 91.1 mc, ch. 216, 
30 kw. Ant. height above average terrain 
85 ft. P.O. address: 16075 West Belleview 
Avenue. Box 812. Morrison. Colo. 80465. 
Estimated construction cost $19,400; first - 
year operating cost $6,500: revenue none. 
Principals: Western Bible Institute, Stanley 
Harwood, chairman. Ann. Oct. 28. 

Savannah. Ga.- Regency Broadcasting Inc. 
Broadcast Bureau granted 97.3 mc, ch. 247. 
100 kw. Ant. height above average terrain 
230 ft. P.O. address: 111. West Congress St.. 
Savannah. Ga. 31402. Estimated construction 
cost $60,400; first -year operating cost $46.- 
200; revenue $78.840. Principals: John Fred 
Pierce, president, Russell L. Fredrick. sec- 
retary- treasurer (each 49.75 %) and Ogden 
Doremus, vice president (.5 %). Mr. Pierce 
is account executive for WTOC -TV Savan- 
nah. Mr. Fredrick is sales manager for 
WTOC -AM -FM Savannah. Mr. Doremus is 
partner in law firm. Action Oct. 24. 

Other actions 
Review board in Miami. FM broadcast 

proceeding, Does. 17401 -17903. granted re- 
quest filed Oct. 24 by Broadcast Bureau, ex- 
tended to Nov. 8 time within which to file 
responses to exceptions and brief to initial 
decision. Action Oct. 25. 

Review board in New Orleans. FM broad- 
cast proceeding, Does. 17607-08. granted re- 
quest filed Oct. 23 by Americana Broad- 
casting Corp., extended to Oct. 29 time with- 
in which to file exception to initial decision. 
Action Oct. 25. 
a Review board In New Orleans, FM broad- 
cast proceeding. Does. 17607-08, granted re- 
quest for extension of time tiled Oct. 28 by 
Americana Broadcasting Corp.. extended to 
Nov. 1 time within which to file exceptions 
to Initial decision. Action Oct. 30. 

Review board in Port Jervis, N. Y.. FM 
broadcast proceeding, Does. 18267 -68, denied 
petition to enlarge issues filed Aug. 19 by 
Port Jervis Broadcasting Co. Action Oct. 28. 

Review board in Berwick. Pa., FM broad- 
cast proceeding, Does. 17884 -85, granted 
joint petition for extension of time filed 
Oct. 22 by Berwick Broadcasting Corp. and 
P.A.L. Broadcasters Inc., extended to Nov. 
8 time within which to file reply to Broad- 
cast Bureau's comments to joint petition 
under Sec. 1.525. Action Oct. 24. 

Actions on motions 
Chief Hearing Examiner James D. Cun- 

ningham in Albuquerque, N. M. (R. Edward 
Certes and Jack C. Hughes), FM proceed- 
ing, cancelled procedural dates and ordered 
new dates will be announced by subsequent 

order (Does. 18213 -4). Action Oct. 22. 

Chief Hearing Examiner James D. Cun- 
ningham in Kenedy- Karnes City, Tex. 
(Camel Company), FM proceeding, designated 
Hearing Examiner Isadore A. Honig as 
presiding officer, scheduled prehearing con- 
ference for Nov. 22 and hearing for Jan. 2, 
1969 (Doc. 18362). Action Oct. 22. 

Rulemaking petitions 
Cape Cod Broadcasting Co., North Quincy, 

Mass. -Requests initiation of rulemaking 
proceeding to amend FM table of assign- 
ments to assign ch. 2608 to Barnstable, 
Mass., and change assignment of Nantucket. 
Mass. from ch, 260B to ch, 284B or 228A. 
Ann. Oct. 25. 

Mountain State Broadcasting Co., Prince- 
ton. W. Va.- Requests amendment of rules 
to assign FM ch. 240A, that meets require- 
ments of Sec. 73.207 of rules as to minimum 
separation standards, for assignment to 
Princeton. Ann. Oct. 25. 

Call letter application 
State University of New York, Oswego, 

N. Y. Requests WRVR(FM). 
Call letter actions 

Rainbow Communication Service, Dun - 
nellon, Fla. Granted WTRS(FM). 

Frederick W. Selbold, Tuscola, III. Granted 
WITT(FM), 

Great River Communications, Hannibal, 
Mo. Granted KGRC(FM). 

Existing FM stations 
Final actions 

KERN-FM Bakersfield. Calif.- Broadcast 
Bureau granted CP to change ant. -trans. 
location to 16 miles east of Bakersfield near 
Mt. Adelaide; install new type trans.: in- 
stall circular polarized ant. ; make changes 
in ant. system. ERP 4.7 kw, ant. height 
1280 ft.; remote control permitted. Action 
Oct. 24. 

KADX(FM) Denver - Broadcast Bureau 
granted request for SCA on subcarrler fre- 
quency of 67 kc. Action Oct. 24. 

WSBT -FM South Bend, Ind.- Broadcast 
Bureau granted CP to install new type 
trans.: ERP 10 kw: ant. height 960 ft.; 
condition. Action Oct. 24. 

KUWS -FM Newton, Iowa- Broadcast Bu- 
reau granted CP to change ant-trans. and 
studio location to 0.7 mile south of U.S. 
Highway 6, east of Newton; ERP 3 kw; 
ant. height 200 ft.: conditions. Action Oct. 
24. 

WPOR -FM Portland, Me.- Broadcast Bu- 
reau granted request for SCA on subcarrier 
frequency of 67 kc. Action Oct. 24. 

WFMM -FM Baltimore-Broadcast Bureau 
granted CP to change ERP to 6.3 kw: ant. 
height 830 ft.; remote control permitted. 
Action Oct. 22. 

KQWB -FM Moorhead, Minn.- Broadcast 
Bureau granted mod. of SCA to make 
changes in programing. Action Oct. 24. 

KSVP -FM Artesia, N. M.- Broadcast Bu- 
reau granted request for SCA on subcarrier 
frequency of 41. and 67 kc. Action Oct. 24. 

WDAS -FM Philadelphia - Broadcast Bu- 

reau granted CP to install new ant.; con- 
ditions. Action Oct. 23. 

WBVB(FM) Union City, Pa.- Broadcast 
Bureau granted CP to change ant.-trans., 
studio and remote control location to Old 
Lincolnville Road, 2 miles southwest of 
Union City: install new type ant.; make 
changes in ant. system. ant. height 300 ft., 
ERP 440 w. Action Oct. 22. 

KSJT(FM) San Angelo, Tex. -Broadcast 
Bureau granted request for SCA on subear- 
rier frequency of 67 kc. Action Oct. 24. 

WBNB -FM Charlotte Amalie, V. I.- 
Broadcast Bureau granted mod. of CP to 
change studio location to Virgin Island 
Hilton Hotel. Charlotte Amalie; change 
type ant.: ERP 50 kw: remote control per- mitted. Action Oct. 24. 

Other action 
FCC notified Mrs. Ruth Orange of Socialist 

Labor Party, New York, in staff ruling that 
the program "Politics" on WRVR(FM) New 
York apparently meets requirements of bona 
fide news interview program within mean- 
ing of Sec. 315(a)(2) and appearance by 
Democratic Party senatorial candidate Paul 
O'Dwyer was exempt from equal opportuni- 
ties requirement of section. Action Oct. 22. 

Call letter applications 
KGW -FM, King Broadcasting Co., Port- 

land, Ore. Requests KINK(FM), 
WRSC -FM, Endorea Corp., State College. Pa. Requests WQWK(FM), 

Call letter action 
KGB -FM. KGB Inc., San Diego. Granted 

KBKB(FM). 

Renewal of licenses, 
all stations 

Broadcast Bureau granted renewal of li- 
censes of following stations and co-pending 
auxiliaries: KBOR Brownsville and KCMC 
Texarkana, both Texas; KEZU Rapid City, 
S. D.; KGVM -FM Idaho Falls, Idaho; KODI 
Cody, Wyo.: KOLJ Quanah, Tex.: KOVE 
Lander, Wyo.: KVEL Vernal and KVNU 
Logan, both Utah: KWMC Del Rio, Tex. 
Actions Oct. 24. 

Other actions, all services 
FCC rescheduled oral argument for May 

12, 1969 on pending proposal to amend 
part 73 of rules to limit network ownership 
of evening programing and prohibit net- 
works from syndicating and from foreign 
market distribution of programs of others. 
In same action commission extended to 
March 17, 1969 time for filing comments and 
to submit relevant information. Filing date 
for reply comments was extended to April 
14. 1969 (Doe. 12782). Action Oct. 23. 

Translators 
Actions 

W74AL Guin. Ala. - Broadcast Bureau 
granted mod. of CP to change trans. loca- 

(Continued on page 91) 
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BROADCASTERS! CCA STOCKS 
AMPEX, MAGNECORD, SCULLY, SPARTA, 
ELECTROVOICE, MARTI, SPOTMASTER, QRK 

(We Also Manufacture The World's Greatest 
AM -FM Transmitters) 

CCA ELECTRONICS CORP. GLOUCESTER CITY, N . J . (609) 456 1716 
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CLASSIFIED ADVERTISING 
Payable in advance. Check or money order orly. 

Situations Wanted 25e per word -$2.00 

Applicants: If tapes or films are submitted, please sera ÿ1.:C for each package 

to cover handling charge. Forward remittance separately. All transcriptions, pho- 
tos etc., addressed to box numbers are ser.t at owner's risk. BROADCASTING 
expressly repudiates any liability or responsibility for tr..e ;r custody or retie ;. 

Help Wanted 302 per 

Deadline: Monday preceding D.blicat:en dre. 
Display ads 525.00 per inch. 5" or over billed at run -of -book rate-Stations for 
Sale, Wanted to Buy Stations, Employment Agencies, and Business Opportunity 
advertising require display space. Agency commission only on display space. 

All other classifications 35e per word -$4.00 min:T.m. 
No charge for blind box number. 

Address replies: c o BRO^.CCASIIf :C, iT33 De`.a'e_ _ , N.V,. Washington, D. C. 

RADIO 
Help Wanted 
Management 

Good manager who can sell, will earn part owner- 
ship of this station in major city in Oklahoma. 
Will take hard work. Box K -145, BROADCASTING. 

Sales manager by successful Florida station in 

growing market. Excellent opportunity for man 

with proven record. Box L -3, BROADCASTING. 

Sales minded station manager. Salary and bonus 
plus chance to earn part ownership. Small market 
in Carolinas. Box L -55, BROADCASTING. 

Station manager wanted. Outstanding opportunity 
for a strong sales manager or sales -oriented man- 
ager to move into top berth in a top 50 market. 
Replies confidential. Box L -60, BROADCASTING. 

Aggressive young California Broadcasters desire ex- 
perienced successful manager for their AM Raoio 
property. If you meet the following qualifications: 
I Currently employed; 2 Annual salary $24,000 
without bonus; 3 Experienced in sales, program- 
ing, and promotion; 4 Present station No. I in mar- 
ket; 5 Present station making good profit, then you 
may qualify to head AM Radio Station with per- 
centage of profit and unlimited future. Apply to: 
Jon S. Kelly, Kelly Broadcasting Co., KCRA -TV, 
KCRA -AM, KCTCIFMI, California Television Cor- 
poration, 310 -10th Street. Sacramento, California 
95814. 

Branch studio manager, city of 5,000. Must handle 
sales and local news. Midwestern small town or 
rural background preferred. Send resume, tape, 
photo, Mr. Talley, WSMI, Litchfield, Illinois. 

Branch studio manager, long established, midwest, 
excellent salary. Call V. Warren or R. Clark, 212- 
549 -6672 or 219 -356 -1641. 

Capable, loyal manager for established 1000 watt 
community radio station. Must be familiar with all 
phases of AM radio. Preferably someone with ex- 
perience within the Commonwealth of Virginia. 
Send resume and references to Box 672, Culpeper, 
Virginia 22701. After 18 years, present manager 
retiring. 

Sales 
3rd ticket -combo, board and sales position open with 
upstate New York, vacation heartland small market 
station. Opportunity to advance with group. Salary 
commensurate to experience, plus commission and 
fringes. Send audition photo, resume and salary re- 
quirements to Box J -`127, BROADCASTING. 

Major league sports team seeking young man, 25 -40 
with broadcast experience for interesting sales pro- 
motion position. Must have feet on the ground and 
be willing to work. Send full resume to Box K -168, 
BROADCASTING. 

Midwest most desired market for living and selling 
offers remarkable opportunity for young creative 
salesman with chance for management. Cur sales- 
men are among the highest paid in the country. 
Box K -195, BROADCASTING. 

South Florida Cost- medium size market. 5 kw 
fulitime facility. The experienced sales person we 
are looking for is now employed at a northern 
radio station. Each year he dreams of making his 
present income and potentially more in Florida 
where he and his family can enjoy outdoor living 
year around. This is your golden opportunity. Com- 
pensation mutually set after we are in contact. 
Write Box K -271, BROADCASTING today with 
resume. Replies confidential. 

Central N. Y.-One of area's leading FM stations is 
enlarging sales staff. Desires enthusiastic, creative, 
salesman. Opportunity for advancement. State sal- 
ary requirements and experience. Box L -5, BROAD- 

CASTING. 

Branch studio manager, long esta:I,sed. midwest, 
excellent salary. Call V. Warren or R. Clark, 212- 
549 -6672 or 219 -356 -1641. 

Sales -(eont'd) 
Detroit area's most dynamic FM radio station needs 
equally dynamic account executive. Opportunity to 
move into management. Primary requisite is en- 
thusiasm. Call 313 -689 -1737. 

Announcers 
Talk man -Experienced communicator for regular 
shift at one of nation's outstanding all -talk, two - 
way radio stations -with substantial experience. 
Must have first phone ticket, but will do no main- 
tenance. Top station in a top market. Send resume. 
air check and references to Box H -3, BROADCAST- 
ING. 

If you want to grow -grow with our chain. Im- 
mediate opening for announcer with 1st ticket, No 
maintenance, 6 to midnight shift at MOR on the 
east's beautiful DelMarVa peninsula. Send tape, re- 
sume and references to Box H -253, BROADCASTING. 

Professional jock for professional top 40 with pride. 
Hard worker will be the next P.D. of this eastern 
5 kw regional powerhouse. Tape, resume, picture, 
Box K -201, BROADCASTING. 

Announcer /first phone for MOR morning shift. Pro- 
duction or news background asset. NW operation. 
Rush tape. picture and complete resume to Box 
K -216, BROADCAST INC 

IMITATION IS THE 
SINCEREST FORM 

... and are we being flattered! 

Would you believe our classi- 
fied users are receiving more 
responses than ever before, 
including "soles talk" from other 
publications? Evidently, BROAD- 
CASTING'S expanding reader- 
ship is paying off and making 
BROADCASTING THE market- 
place for everything and every- 
body in broadcasting. 
When you have something to 
buy or sell, fill a vacancy, or 
want a better job let BROAD - 
CASTING's classified section 
help you. 

Announcer with good knowledge of middle -music 
or Texas Gulf Coast station. No tape please. Box 

K -219, BROADCASTING. 

New Jersey independent MOR station seeks anno,lnc- 
ers on the way up. Send tape and resume to Box 
K -261, BROADCASTING. 

Florida -$150.00 per week to start. Bright young 
personality- today's music, experienced in contem- 
porary music format. Send tape and resume to 
Box K -272, BROADCASTING. 

Immediate opening for up -tempo MOR morning 
man. 1000 w. 24 hour midwest regional station. 
#1 in market. Chance for advancement. Many 
fringe benefits. Write Box K -281, BROADCASTING. 

Mature announcer for MOR afternoon shift with 
Western Pennsylvania single -station market. Send 
tape, resume. photo and salary requirements first 
letter. Box K -285, BROADCASTING. 

We want you -if you are a pro . can take di- 
rection . and have talent. Top rated Virginia 
5 kw looking for quality C&W morning man. Tight 
fast paced format. Good production essential. Send 
resume and references in confidence to Box L -6. 
BROADCASTING. 

Announcers- (eont'd) 
MOR station, authoritative voice. Ability to handle 
music, talk, news. Good opportunity for right man. 
Send tape, picture, resume. Tapes returned. W 
Penna. network affiliate. Good starting salary. 
Reply Box L -8, BROADCASTING. 

Mature announcer -first phone. We need a mature 
announcer for a MOR format with a first, who can 
either do record shows until the cows come home. 
or can move into management. 5000 watt daytimer 
in central Penna. Benefits. Money excellent. Good 
working conditions. Fine community. Send resume 
letter and tape to Box L -IB, BROADCASTING. 

Enlarging staff- AM /FM. Need music men, news- 
men, engineers 1 1st phone/ G salesmen. Contact 
immediately - resume and tapes. CBS -Middle At- 
lantic area. Box L -25, BROADCASTING. 

Immediate opening at number one rated station in 
New England market. Needs number one rated 
lock, the money is excellent if you're a pro. Sem: 
tape and resume to Box L -28, BROADCASTING. 

Medium market with maior market sound wants 
stable morning man with first ticket. Contem- 
porary music. No maintenance. Photo, tape, resume 
to Operation Director. Box L -33, BROADCASTING. 

Need immediately. Contemporary all -night man with 
first ticket; no maintenance. An equal opportunity 
employer. Tape, resume to Box L -34, BROADCAST- 
ING. 

Open -line personality with exceptional ability and 
aggressive, clear. sensible approach, for three hour 
daily open line program for Canadian Pacific 
Coast 50,C0 watt Radio Station -5 or 6 days week - ly- wonderful opportunity -please send audition 
tape, photograph, complete history, salary or con- 
ditions required and when available. Box L -39. 
BROADCAST INC. 

Need personality jock for metro midwest group sta- 
tion. Modem format. Sena tape, resume soonest tu 
Box L -56, BROADCASTING. 

Staff announcer for one of midwest's finest radin 
and television stations. Great opportunity for young 
man with radio and television experience. Sens: 
complete resume and /ar air check to: Box L -58. 
BROADCASTING. 

Top 40 night announcer, experienced, near $12.: 
weekly, tape to Torn N. Tyler, Program Director. 
KILE, Galveston, Texas. 

first phone combo, no maintenance. Up tempo MOR 
format. Lots of production. Must have good voice 
and willing to work. Lots of benefits, plus the 
good life. Call now. Manager, Lyle Richardson, 714- 
757 -1320, KUDE, Oceanside, California. 

Announcer wanted for permanent position: Experi- 
enced announcer -continuity writer at a top notch 
southeastern Ohio MOR station. Contact Jim Saul. 

Radio Station WATH, Athens, Ohio. 

Immediate opening for afternoon drive man ex- 
perienced only -no floaters. Rush tape, photo and 
resume to Jack Gale, WAYS, Charlotte, North 
Carolina. 

WDBQ, Dubuque, Iowa needs young talented MOR' 
contemporary jock. Strong on production and music 
too. Good step up to -1 medium market station. 
Contact Phil Robbins. 

Announcer -salesman, mature voice- experienced, for 
small market on Seneca Lake, WGMF, 607 -535- 
2779- Watkins Glen, New York. 

Good opportunity for morning disc jockey. Moder, 
music format. $100 per week to start. Direct re. 
plies to: Monte Hale, WGNS Radio, Murfreesboro, 
Tennessee 37130. 

Swingin' operation in St. Louis area needs first 
ticket dee jay who can operate a tight board. Send 
resume to Chuck Norman, SA/GNU, Granite City, 
Illinois. 

Immediate opening for announcer with first phone. 
Good hours. Good working conditions. Call Mr. 
Doll, WISZ Radio, Clen Burnie, Maryland. 301- 
761 -1590. 
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Announcers -(cont'd) 
At once: Mature announcer 3rd. MOR -FM, 4 
season resort city. WLDR -FM, Traverse City, Michi- 
gan. 

Immediate opening for announcer loci:ing for per - 
-.anent position. First class license an asset. Good 
nay. Send tape and resume to: Don Wealer, General 
Manager, Radio Station WMIX, Southern Illinois' 
Most Powerful Radio Voice, Mt. Vernon, Illinois. 

WPEO -Peoria, Ill., needs an announcer to replace 
enlistee -3rd enoorsed -immediate opening. Call 
S09- 674 -1020. 

Philadelphia's fastest grossing FM /stereo station 
wants an announcer witn a good voice to join our 
small staff in the 4m largest market playing the 
world's most beautiful music. Approximately SI00.00 
a week to start. Call 215 -CH 8 -4900 or send tape 
and resume to John Beaty, Station Manager, WQAL, 
1230 East Mermaid Lane, PM la., Penna. 19118. All 

tapes will be returned. 

Announcer -strong on prcauction WPTH -Fort 
Wayne, Indiana. An interesting opporli .nily with a 

good future for right man. 

Experienced air personality for daytime slot with 
contemporary MOR format modern studios and 
equipment. Six station medium market. Minimum 
three years experience. Contact Rod Wolf, Mgr. 
WRTA, Altoona, Pa. 

Immediate opening for young staff announcer with 
minimum of two years experience for North Florida 
station, call 904- 627 -6700.. 

Immediate opening: Announcer -first phone, air work 
wain concern, will train, nc maintenance. Sanilac 
Broadcasting Co., 19 S. Elk, Sandusky. Michigan. 

Technical 
Chief engineer needed for Ohio ti-see stations 
St once. Must be experienced in maintenance and 
constructing AM and FM. Bos J -77, BP.OADC/sST- 
ING. 

Chief engineer for AM directional. Possible 
minor air trick. NW vacation area. Send resume, 
references, tape, picture. Box K -217, BROADCAST- 
ING. 

Radio engineer with excelle ̂ t technical e alifica- 
I ons for Texas resort city. Box K --.C, BROAD- 
CASTING, 

Chief engineer- upstate Ness York. Station ' 

market of 100,0íq. Excellent grc.st, potential. Bos 
K -274, BROADCASTING. 

Engineer for studio ano mansmitter duties. First 
class license necessary. Interview desired. Send 
resume with small photo to Box L -19, BROAD- 
CASTING. 

Ist phone engineer. Transmitter watch maintenance 
position under Chief Engineer Southeastern Con 
necticut. Immediate opening. Box L -fC, BROAD- 
CASTING. 

Phoenix area 5 kw fulltime directional with 100 kw 
stereo FM, stereo STL from studios, and remote 
control of both transmitters needs knowledgeable 
chief who takes pride in ss'ork and profession to put 
finishing touches on installation, perform mainte- 
nance and lake charge of technical activities of 
combo men. This is an immediate opening for a 
full -time, permanent position with no announcing 
duties in one of the nation's outstanding resort 
areas. Salary open. If yo -1 are experienced, re- 
rponsible, and can get things done with some 
beautiful new gear, call collect to Hal Starr. Gen- 
eral Manager, KBUZ G KBUZ-FM, Mesa, Arizona. 
Area code 602 -phone 95S-6111. 

Chief engineer for northern Utah 5 kw Station with 
rndern sound. Chance for right man to join a great 
staff ... some air work y.culd be helpful ... call 
or write Kim Ward, t:LO, Ogoen, Utah. 

First Class for east Pa. `..COO ss'att full-time station. 
Well- established clean operation offers profit -shar- 
ing plan. other good benefits. WCO), Coatesville. 
Pa. 19320. 

First class engineer for chief at establisned AM. 
Want man who can take complete charge of equip- 
ment. Must be able to install new FM including 
control room. If you know and like the technical 
side of radio, this is the ich vou:'re looking for. 
Contact Edward Marzca, Station WIV.L, George- 
town, Del. 19947. 

1st phone needed. Opportunity for beginner. Large 
directional array. Established Engineering Depart- 
ment. No announcing, Complete details to Chief 
Engineer, WPHM,' Port Huron, Michigan. 

Staff opening for professional Engineer, part field 
and part office engineering and management work. 
'ir James Associates. Consulting Radio Engineers, 
i5 Colorado Blvd., Denver, Colo. E0 2C6. Tel. 3C?- 
33 -5562. 

NEWS 
.t1 Pulse rated in five station Eastern market 
wants a newsman for afternoon news shift. Station 
is MOR, news oriented. and highly respected in 
the community. Box K -206, BROADCASTING. 

Radio -TV operation in major southeastern market 
needs editorial researcher- writer, moderate conser- 
vative philosophy. Will consider news reporter de- 
siring to get into editorial field, if he meets qual- 
ifications. Write Box L -9, BROADCASTING, giving 
resume, writing samples. 

Experienced, dedicated newsman. Midwest fulltimer. 
Company benefits. Salary open. Send tape, resume, 
sample of news copy. Box L -32, BROADCASTING. 

Need News director for metro midwest group sta- 
tion Modern format. Send tape, resume soonest 
to Box L -57, BROADCASTING. 

Newsman wanted. Fulltime. network station, Brand 
new facilities. 150.000 market in New York state. 
News experience required. Send tape, photo ana 
resume to Box L -59, BROADCASTING. 

Immediate opening for newsman to gather, write 
and read news. Send rewrite and tape to Manager, 
KSYL, Alexandria, La. 

Wanted: Experienced news director to be part of 
progressive community. Gather, write. air local news. 
Jack Hackman, WDI-B, Marshfield, Wis. 

Sports play -by -play: news; top station; great mar- 
ket: summer playground of southwestern Michigan; 
send tape -resssume; salary open. Jim Blake, WHFB, 
Box 628, Benton Harbor, Mich. 

Radio newsman with authoritative voice, brisk 
delivery, and zest for news to join top rated me- 
dium- market radio TV news operation. Small sta- 
tion experience preferred, bi.t will train promising 
beginner. Send short news tape, writing samples, 
and resume to Durham Caldwell, WHYN, Spring- 
field, Mass. 01101. Or call 411-785-1911. 

Northern Illinois -southern Wisconsin 5 kw foulure 
radio station looking for assistant news editor. 
Should have news gathering, writing, typing and 
announcing experience or college journalism back- 
ground. Great opportunity for young man seeking 
future promotion within station. group. If you have 
sincere interest in news and like part time d¡ 
work, send resume and short newscast tape to 
P. O. Box IICS, Beloit, Wisconsin or phone t6CEr 
365 -6641. 

Programing, Production, Others 
Wanted: fulltime instructor for fast growing broad- 
casting school . must have management poten- 
tial, three years successful broadcasting experience 

more interested in teaching abilities than 
academic laurels. Salary open. Box L -41, BROAD- 
CASTING. 

Program director with first phone and good voice. 
Aggressive station. up tempo MOR format. Excel- 
lent opportunities for the right man. Many fringe 
benefits, insurance retirement plan. etc. Present 
man moving up Good staff. Fun living in country's 
finest climate. Don't wait- -call now -Manager, Lyle 
Richardson, 714-757-1320. KUDE, Oceanside, Calif. 

Continuity -male or female - background in produc- 
tion, airsvork, traffic, good pluses. We're growing. 
Contact Phil Robbins, WDBQ, Dubuque, Iowa. 

Good music suburban station needs quality an- 
nouncer. Minimum 2 years production, programing 
a must. Rapid advancement to pd. Send resume 
and tape to WPVL, Painesville, Onjo. 

Situations Wanted Management 
Seasoned sales manager seeks opportunity in larger 
market Heasy radio experience, fiscal and physical, 
five years TV too, Westerner past 30 presently 
sales managing a western station. Communicate in 
confidence. Box K -210. BROADCASTING. 

Manager /Comm. manager. best references. small. 
medium markets. Full responsibility. 36 years old/ 
civic leader. Experienced all phases, Box K -282, 
BROADCASTING. 

Radio Sales Executive under 35. presently In a 

high level job with a national station representative, 
interested in exploring alternatives to present posi- 
tion. The odds are you know me or know of me. If 
not, 1 can put you in touch with a lot of station 
managers who do. These station managers will tell 
you that I am responsible for consistently deliver- 
ing billing increases far in excess of those reported 
in the trade press by the RAB and competing rep- 
resentatives. I feel I am dangerously close to full 
potential in challenge and money with my present 
company. I am looking for increases in both cate- 
gories in either New York City or the San Fran- 
cisco Ba: Area. Bc. L -23. BROADCASTING. 

Management- (cont'd) 
Sales or programing executive position sought by 
USAF Captain completing service obligation De- 
cember 2nd. Will organize and lead your team. 
Family. Community minded. Successful radio back- 
ground. Write: Captain Rooney, Box 26, APO 96263. 

Attention absentee owners of small or medium 
market stations. If you have a problem station, let 
me help you get it back on the right track. I have 
had 15 years of experience in all phases of radio, 
including 1st phone. Previous employer will vouch 
for my honesty and dedication to working for your 
best interests, if interested call 615 -562 -8628. 
Minimum 5 figure salary. 

Sales 
Sales Management. Varied background in MOP., 
Ethnic, familiar with DC, Baltimore; some knowl- 
edge Philadelphia, New York. Write Box K -276, 
BROADCASTING. 

Versatile Media background in print, electronic and 
direct mail. Presently in major eastern market, 
ethnic sales manager. Available November 15 at 
15 plus. Call Noble at 301 -434 -2811. 

Sales Manager available in 30 days. Successful in 
MOR medium market, Ethnic major market. sales 
and sales management. Earning above 15.000.00. 
Write R. V.. 1532 Metzerott Road, Apt. 31, Adel - 
phi, Md. 2C783. 

Announcers 
No cute gimmicks, just a plea for a job. Some 
experience. good voice and talent. For tape and 
resume, write Box J -212, BROADCASTING. 

What do you look for in T -40? A pro: no. I show. 
56 -M, 6 to 10 p.m. Experienced: 3Y=. years. 1b5 
with present station -air work, production, promos. 
Stability: Married, completed service. Searching for 
several months for the right major or higher T -40- 
M. Want the right station: I move the music with 
Personality. Ron Savage 413- 739 -6889. Box K -251, 
BROADCASTING. 

Experienced beginner. Broadcast school graduate. 

3rd endorsed. Good potential. College. sales. acting 
background. Prefer northeast. Box K -260, BROAD- 
CASTING. 

Third phone announcer. two years experience seeks 
position. Box K -2.89, BROADCASTING. 

DI announcer, 3rd endorsed, mature. Will invest 
55000 in small southern California station. Box L -I, 
BROADCASTING. 

C and W, first phone. sales. Now is top 20 market. 
Box L -4, BROADCASTING. 

Top rated, talented. 3rd endorsed. 1 Y, seeks posi- 
tion. Tight board. production. some news. 816 -233- 
1071, Box L -10, BROADCASTING. 

Real pro . great record, must return to native 
southern California. Versatile, hard working, di. 
news, pd. sales. production experience. 3rd, draft 
exempt. Box L -2-1, BROADCASTING. 

Sports announcer desires play -by -play position in 
city of 150,000 or more. Has done conversation 
show, extensive play -by -play, news, dj, and sales. 
Has medium market experience. Box L -27, BROAD- 
CASTING. 

Experienced cg-announcer, third phone, tight board. 
good news. commercials, MOR. Interested in New 
York area. Box L -29, BROADCASTING. 

D, thoroughly trained, excellent musical taste, 
medium key, good board and commercials. Relocate. 
For tape and resume reply. Box L -30, BROAD- 
CASTING. 

Dependable di, tight board, third endorsed, versatile. 
Relocate. Box L -37, BROADCASTING. 

DJ with 1st phone, will relocate, service completed, 
need 150 a week. Box L -40, BROADCASTING. 

Michigan contemporary, 21, single, draft exempt, 
Fred, 313- 928 -5104. Box L -42, BROADCASTING. 

DI /announcer, newscaster, married, northeast only. 
Bcx L -44, BROADCASTING. 

DI, tight board, good news. commercials, third 
phone. Box L -51, BROADCASTING. 

I'm not the greatest, but I am a pro. Ist phone. 
married, 4 yrs. experience including major markets. 
Richard Crandall 1419) 531 -6143. 

Sports director wishing to re- locate in sports ori- 
ented market with sports oriented station. Four 
years experience in seasonal play -by -play plus three 
years unlimited hydroplane races Tapes avail- 
able. Bud Blair. 1520 East Main, Puyallup, Washing- 
ton. 2CE -345 -1450. Hurry. I'm hungry! FCC Ist. 
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A cers- (cont'd) 
Announcer for top forty or up tempo MOR. Some 
experience. Third endorsed. Broadcasting school. 
Draft exempt. Interested all states. David Solinske, 
282 Marlborough Street, Boston, Massachusetts. 

Young talented beginner dj draft exempt, broad- 
cast school grad. licensed. Good sound tight board. 
sales experience willing to relocate. Frank Marshall, 
740 Reading Road, Mason, Ohio 45040. 1513) 393- 
3379. 

Soul, rock, RGB, or jazz. Will relocate. 3rd end. 
Prefer nite show. Buck Buchanan, 32 N. Stone, Rm. 
1000, Tucson, Arizona 85701. 

Bible radio: College graduate. third endorsed. some 
experience, draft deferred. Phone 513- 322 -6074. 

Technical 
First phone man desires transmitter watch at hard 
roder. No MOR, maintenance, nor announcing. Mili- 
tary completed. $130 start required. 412 -521 -6510. 
Box K -254, BROADCASTING. 

Experienced first phone transmitter engineer de- 
sires permanent position. Prefer mid -west. Box 
K -286, BROADCASTING. 

Chief engineer seeking support from management. 
freedom from antagonists; inspiration to progress. 

Box L -I I, BROADCASTING. 

Engineer 1st phone, console and tape editing exp. 
Seeks position with NYC radio station or recording 
studio. Call 212 -823 -6445. Box L -61, BROADCAST- 
ING. 

Experienced 1st phone engineer, radio -TV, avail- 
able now. Contact Downie, 505 S. 45th Street. 
Philadelphia, Pa. 19104 or phone 10 to II a.m. EST 

only (when hired calls not answered specified houri 
215 -EV 6 -2550. 

NEWS 
Digging, imaginative reporter. Writer, editor. Have 
scored many exclusives. 19 years radio -newspaper 
experience in NYC market. 37 years old. Mature. 
pleasant, convincing air voice. Seeking correspondent 
newscaster and /or news director position. Box K- 
193, BROADCASTING. 

NYC radio news editor /reporter looking to direct 
thorough news operation. Have master's in journal- 
ism, ABC -TV, Westinghouse, voice. writing talent. 
and stamina. c/o Snipman, 74O E. 51st Street, 
NYC 10022. 

Programing, Production, Others 
Have changed top 40 to highly rated modern coun- 
try in 350,000 market. Could do the same for you. 
Experienced professionals. First class tickets. Prefer 
southeast. Relocate in near future. Let's talk. Box 
L -13, BROADCASTING. 

First phone, sales, announcing. Limited experience. 
Want programing and office routine. $1'25. Married, 
age thirty. Available January. Prefer southeas.t. 
Box L-17, BROADCASTING. 

Past: Program director for top station in top 7 
market. Musically programed a half dozen stations. 
Know automation. Future: Right hand man to 
industry leader of pd'ship. College degree. Box 
L -52, BROADCASTING. 

TELEVISION 

Help Wanted 

Sales 
Great opportunity to join the sales staff of the 
most progressive station in the Rockies. Need some- 
one who knows television and has a desire to 
help the advertiser. Our best producers are people 
who have come to sales thru the ranks. Enjoy the 
climate and mountains. Sell in an area that is 
booming. Only hustler who will try hard need 
apply. Send complete resume plus picture. Two 
years of college required. Box K -213, BROADCAST- 
ING. 

Experienced professional local TV salesman needed 
for an independent in four station major market. 
Potential is unlimited. Excellent pay and incentive 
plan with substantial broadcasting company. Send 
complete resume, including recent photograph, in 
confidence, to Box L -35, BROADCASTING. 

Technical 
KAUS- AM -FM -TV Austin, Minnesota, has opening 
for studio maintenance supervisor. Recently re- 
modeled studios, equipped with RCA and IGM solid 
state equipment. Contact Tony Mulder, Ch. Eng. 
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Technical- (cont'd) 
Chief engineer for full color UHF operation in Day- 
ton, Ohio. Must be thoroughly familiar with RCA 
tape facilities and TK -42's_ Our man must be 
capable of training an alert, conscientious crew 
with limited experience. Sena resume and salary 
requirements to: Steve Fisher, WKTR -TV, 1630 East 
Shoop Road, Kettering, Ohio. 

Wanted now: UHF transmitter supervisor for new 
30 kw educational station; Huntington, West Vir- 
ginia. Send resume to Chief Engineer, WMUL -TV 
1737 Third Avenue, Huntington, West Virginia 

25701. 

Senior engineering position need engineer with di- 
versified experience for responsible position, with 
full color two station ETV operation opportunity 
for advancement to supervisory position. Top salary, 
benefits. Apply Chief Engineer, WMVS -WMVT, 
1015 North Sisth Street, Milwaukee, Wisconsin 
53203. 

NEWS 
Color CBS network affiliate in intermountain va- 
cationland seeks qualified young aggressive news- 
man capable of writing and airing radio news and 
television sports in addition to handling general 
assignment and feature work. College degree pre- 
ferred but not required. Salary commensurate with 
experience and abilities. Position available imme- 
diately to fill key vacancy on nine man news and 
public affairs staff. Excellent working conditions 
and fringe benefits. Only qualified need apply. Box 
K- III, BROADCASTING. 

We are an aggressive news oriented AM -FM -TV 
news operation. Our need is for an experienced 
television newsman who may or may not have 
worked with a modern music station news opera- 
tion. We offer an excellent pay plan, company 
retirement program, health and hospitalization and 
other fringes. Our community has fine schools and 
is in a great hunting and fishing and winter recre- 
atihn area. Salary open. Box K -237, BROADCAST- 
ING. 

Young, experienced reporter, anchorman for noon 
news, production experience Small, but agressive 
station, N.E. Send resume, picture, salary to Box 
Y. -257, BROADCASTING. 

Reporter for TV -radio news department in major 
southeastern city. One year of experience desirable. 
Send resume and audio tape to Box K -275, BROAD- 
CASTING. 

TV news -eastern market . . We need an attrac- 
tive woman reporter with experience in stand -un 
film work and on camera reporting. She must know 
what she is doing and be able to dig up, produce 
and report stories without constant supervision. 
Salary commensurate with productivity. Immediate 
opening. Send film and /or videotape with first reply. 
Box L -12, BROADCASTIG. 

Experienced television news reporters, writers and 
photographers sought by Eastern, major market sta- 
tion now expanding news department. Send detailed 
resume to Box L -17, BROADCASTING. An equal 
opportunity employer. 

Programing, Production, Others 
Program /operations manager wit's film buying expe- 
rience for growing Florida ABC affiliate. Send 
complete resume to Box L -31, BROADCASTING. 

TV- Situations Wanted 
Management 

Experienced local -regional- national -general sales 
manager. VHF -UHF. Excellent references. Box 
K -141, BROADCASTING. 

TV /radio general manager, IS years all phases TV, 
radio, advertising looking for challenge. Resume 
available. Box K -243, BROADCASTING. 

General Manager -National Sales Manager for 
medium to large market or group. Thoroughly ex- 
perienced all phases: station- ownership, manage- 
ment, sales management -saies (national and local), 
promotion, programing, film -buying, network news- 
casting- announcing. Leader in community affairs. 
15 years in television; 13 prior years in radio. 
Total experience: 23 years. Age 44. Nationally 
known as successful administrator, developer. trou- 
bleshooter. A professional, quality competitor. Ac- 
customed to much responsibility. Capable of develop- 
ing prestige properties and substantially increase 
profits. Box L -21, BROADCASTING. 

A cers 
Mature Announcer with 18 sears experience seeks 
position in large market. Excellent references.. Box 
K -259, BROADCASTING. 

Technical 
TV engineer, 1st phone, e.perience, GE -RCA. UHF 
transmitter, studio. sv.i-ching, camera and film 
projection Boy L -7, BROADCASTING. 

Engineer, first phone, F,':r years USAF radio sys- 
tems, tape machines and console maintenance, 
mostly solid state. Studied color /monochrome tele- 
vision systems. Resume C`ar'ts t,mman, ^21 West 
3rd St. . Azusa. Calif. 91 . -. 

NEWS 
News and rrr.r.., ri_n . Vietnam news c.peri- 
ence a.cna mar directing experience . . 

puhlic re'ara -s . family man with four 
17 years in We nevus business . . available thy. y 
IS. VTR acailale.Box K -209, BROADCASTING. 

Television news reporter in market of 30 thousand 
wishes to advance to 'arger market . preferably 
metro. Would also con ; :ner either all -talk or all 
news radio Bo'. L -a=, BROADCASTING. 

Programing, Production, Others 
Snorts director- aggressive, creative. organizational, 
Want oad, comnetiri'.e market with station com- 
mitment to "specials." Ambitious local 'ports 
mindnd stations only. Br: H -255, BROADCASTING. 

Producer /director, 7 year; experience in all phases 
of live and sideo type c-eative, writer credits a 
real idea ran.. Resume .:n request. Sox L -2, BROAD- 
CAST ING. 

Need an experienced production manager' Young. 
proven coordinator; well- organized, creative. deci- 
sion -maker seeks onporttimty to create dynamic 
production department. V.esr. Boni L -14, BROAD- 
CASTING. 

Sales- minded art direct r, would lite to be trained 
for prnn'ot,on mgr. p,;siti :n. 8.3.< L -16, BROAD- 
CASTING. 

Graphic artist /illustrat;r, oriented in TV produc- 
tion and sales promotion. No small markets. Please: 
Box L -22, BROADCASTING. 

AD /graphic designer. seeking position in medium 
size market. Box L -26. BROADCASTING. 

Production manager / oroducer- director position 
sought by creative producer-director currently em- 
ployed in top 20 market. Commercial, remote, net- 
work, educational background. B.S. degree. Looking 
for group or station doing rap quality programing. 
Box L -4S, BROADCASTINL,. 

Successful producer/director/writer for French Tele- 
vision: I have had c year; experience with film and 
television news and documentaries. I am 35, a 
French citizen witn American wife. I speak and 
write absolutely fluenr English. Due to recent crisis 
in France. I am seeking a creative Audio -visual job 
in USA or Canada. Please write to: Stanislas Faure, 
c/o Wister, Fidelity Blcg , 27th Floor, Philadelphia. 
Pa. 19109. Available for interview in USA- Novens- 
;'er Rth through 25:ï-. 

WANTED TO BUY -Equipment 
We need used, ?_:, SCO. 1 KW Cr 10 KW AM and 
FM trans/,' :'ers. No ions:. Guarantee Radio Supply 
Corp., 1314 ILULioe St., Laredo, Texas 76040. 

5 kw low band VHF transmitter. Prefer General 
Electric, TT -4C. Phone 206 -624 -6000. 

Altec 660 -A microp ̂ ones --any condition. 240 foot 
Wincharger tower. KO'_E, Lewiston, Idaho. 

Late model 1 KW FM transmitter, monitors, 2-bay 
Ant., 270 Coax, tunable 101.7 Mc /s. Central Broad- 
casting, Inc., P.O. Drawer A, Independence, Kansas 

67301. 

Wanted -mobile unit. Monochrome, 3 or 4 cameras. 
Write or call. Furo Anderson, Channel 6, 43 W. 61st 
New York, N. Y. 10023. 212 -536 -2826. 

FOR SALE - Equipment 
Coaxial -cable- Heliax, Styroflex, Spiroline, etc., and 
fittings. Unused marl -large stock -surplus prices. 
Write for price list, S -W Elect., Box 4668, Oakland, 
Calif. 94623, phone 415- 832 -3527. 

RCA TTU -1B UHF Transmitter. Some parts missing. 
Exciters alone worth the price. Dick Lange, WHUT, 
Box 131, Anderson, Indiana 46015. 

Best deals -Sportmasters. Scully, Crown, QRK, 
Russco and other top brands. Lease, trade, finance. 
Audiovox, Box 7067 -55. Miami, Florida 33155. 

Gates FM5B transmitter, excellent condition, oper- 
ating recently and like new MC5534 Exciter on 
100.7. Exciter easily retuned. Also over 500 feet 
of 3 1/8" rigid transmission line for FM.'Available 
immediately. Real good price. John R. Kreiver, 
KVET, 113 West Stn Street, Austin ;! Texas 78701. 
A.C. 512 -GR 8 -8521. 
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FOR SALE -Equipment 
(eont'd) 

Used 380 ft. -7,W' Heliex, SI.00 per foot. Box 
K -270, BROADCASTING 

Coaxial Lines: Used, in good condition, stored inside. 
30- Steatite 51.5 ohm Section 20r -31;" Line Flanged 
MI- 19113 -I; 11- Universal Elbows MI- 27791 -4; 66- 
Teflon 50 ohm Section 2O' -318" Universal Line 
MI- 27791 -D -1 -A using Marmon Clamps rated 35 Ib. 
Contact: H. A. Higgins, 1S4 Barton Street, Buffalo. 
New York 14213 -Phone 716 -551 -2222. 

Television broadcast station equipment. Generai 
Electric -$40,000.00. Transmitter, antenna, trans- 
mission line, cameras projectors, consoles, micro- 
phones. lights, sync generator, test equipment. etc. 
Enough to place UHF station on the air. Chapmar. 
Box 3297, Birmingham, Alabama 3520.;. 

Immediately available. 3M Drop cut Compe"- 
sator, Rear Screen Projector, Kleigl Lighting Equip- 
ment, TP -I1 Multiplexers, Color Cradle Heads, 
Pedestals, Doily, Solid State Color Switchers. Wave- 
form Monitors Special Effects Generator a n d many 
many more high quality used and surplus equipment 
bargains. For details contact: Ed Ries and Associ- 
ates, 414 No. Alfied Street, Los Angeles 9CC -I'. 
12131 651 -5080. 

Cates TE -1, 100% solid state DCFM IO wart Ft.' 
esciter. Latest model, never used. Save hundred,. 
Current price $2,995.00. This one only $2,295.CC. 
Box L -36, BROADCASTING. 

Nems Clark 108 -E phase monitor for two tower 
array. Immediately, cash, Box L -43, BROADCAST- 
ING. 

UHF transmitter, custom built, Eimac Klystrons, e- 
citer, SBF. Save up to $100.000. Box L -15, BROAD- 
CASTING. 

Increase FM power -Westinghouse FM -10. Cnmplere 
10 KW amplifier and power supply. Companion for 
to the Westinghouse FM -3. Mal :e offer. Box L -20, 
BROADCASTING. 

Broadcast crystals. New or repairs for fates. RCA, 
Bliley, W. E. and J -K oven holders. AM monitors 
serviced, bought and sold. What have you, what do 
you need? Fastest service, reasonable prices. Over 25 
years in business. Eidson, Electric Co., Box 1115, 

Temple, Texas 76501. Phone S17- 773 -39C1. 

Eastman 250 projector in excellent condition. ;ase 
54,000 over new. Still frame. new intermittent, 
new style lake up. 203-834-1712. 

MISCELLANEOUS 
Deejays! 6000 classified Rag lines, 55.00. Come-; 
catalog free. Ed Orrin, Boyer Rd., Mariposa, Caiif. 
95338. 

Station breaks! A fresh collection of fast one line 
gags and fillers for sharp dj's. 53 CO- -write for free 
--Broadcast Comedy" catalog. Show -Biz Comedy 
Service. 'Dept Bi, 1735 East 26 St., Brooklyn, 
New York 11229. 

INSTRUCTIONS 
F.C.C. License Course available by correspondence. 
Combination correspondence- residence curriculum 
available for BSEE Degree. Grantham Schools, I5C3 
N. Western Ave., Hollywood, California 90027. 

New Orleans now has Elkins' famous 12 -week 
Broadcast course. Professional staff, top -notch 
equipment. Elkins Institute, 333 St. Charlcs Avenue, 
New Orleans, Louisiana. 

The nationally known six -weeks Elkins Training for 
an FCC first class license. Conveniently located on 
the loop in Chicago. Fully GI approved. Elkins Radio 
License School of Chicago, 14 East Jackson Street, 
Chicago, Illinois 60604. 

Elkins is the nation's largest and most respected 
name in First Class FCC licensing. Complete course 
in six weeks. Fully approved for Veteran's Training. 
Accredited by the National Association of Trade 
and Technical Schools. Write Elkins Institute, 2603 
Inwood Road, Dallas, Texas 75235. 

First Class License in six weeks. Highest success rate 
in the Great North Country. Theory and laboratory 
training. Approved for Veterans Training. Elkins 
Radio License School of Minneapolis, 4119 East Lake 
Street, Minneapolis, Minnesota 554C6. 

The Masters, Elkins Radio License School of Atlanta, 
offers the highest success rate of all First Class 
License schools. Fully approved for Veterans Train- 
ing. Elkins Radio License School of Atlanta, 1139 
Spring Street, Atlanta, Georgia 30309. 

Be prepared. First Class FCC License in six weeks. 
Top quality theory and laboratory instruction. Fully 
approved for Veterans. Training. Elkins Radio License 
School of New Orleans, 333 St. Charles Avenue, 
New Orleans, Louisiana 70130. 
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INSTRUCTIONS - -- -- (coutil) ------ _. - - - -- 
Announcing, programing, productien, newscastir g, 
sports- casting, console operation, desk jockeying and 
-II phases of Radio and TV broadcasting. All taug.t 
try highly qualified professional teachers. The na- 
tion's newest, finest and most complete facilities 
including our own commercial broadcast station - 
KEIP. Fully approved for veterans tra'dng. Accred - 
ited by the National Association of Troie and Tech- 
nical Schools. Elkins Instih.te, _old Irrs :33 Rcai, 
Dallas, Tcras 

First phone in six to t.se:ve eé s tI rough i 
recorderl fcsso "s dt home ph,s nne v.,. -'s: perssra 
instruction :n W'ashinglun, Minneapclis .:r Los A.:- 
gales. Oar se.enteenth year cf teaclnng FCC license 
!.nurses. Bou Jolnsnn kadio License Instruction, 
1060.D Duncan, Man -atten Beach. Calif. 902á6. 

Since 1946. Original course tor FCC brit class radio 
telephone operators license in six weeks. Approved 
for veterans. Low-cost dormitory faci',ties at school. 
Reservations required. Several months ahead advis- 

I Enrolling au a n w F .o or an 8 lsrd2.Frinforma- I April 
Yin, references and rnsorveCans writs William B. 
Ogden Radio Opera tioral E' gineenng S-hpol. 5075 
Warner Avenue. Huntington Beach, California 92647, 
!Formerly of B rnank. Cali tornio), 

New York City's ht phone sc!aonl fcr people v.i 
cannot aif;rd to make rusts. es. res'dh: 
April L'. graduating class passed FCC 2nd class 
exams. 100% passed FCC ist Class exams; New 
programed methods and earn v.h:lo you learn job 
opportunities. Contact ATS. 27 W. 4ìr': St., N.Y.C. 
Phone OX 

5 
-0245. Training for - fechnicienc, Combo- 

men, and Announcers. 

Radio Engineering Incorporated Schools has the 
finest and fastest course availaule for Me 1st class 
Radio Telephone License (famous 5 week course). 
Total tuition S350. Classes Legm at all R.E.I. 
Schools Nov. II, Ian. 6. Feo. 10. \'ark 17. Call or 
write the R.E.I. School nearest you for information. 

R.E.I. in Beautiful Sarasota, tt.: I. :. --e office, 1336 
Main Skeet, ,i:uu_la, FICrica c. -,77. Call 1513) 
955 -6'T_. 

R.E.I. in Fascinating K. C. a: 3125 Glli:am 
Gansas C:ly, Mc. 64:39, Call 1-:444. 

R.E.I. in Delightful Glendale at á2ï E. Colorado St., 
CL,'d,le, Cabfcrma 5120:. Call ,2131 244 -6771. 

R.E.I. in Historic Fredericksburg at SC9 Caroline St., 
Frecerlc; surg, \ a, 22.101. Cali I7C;1 373 -14..1, 

Why pay more? First phone license in four weer; 
tuition $295.00 Results guaranteed, rooms 

5800 weekly. Tennessee Institute of Broadcasting, 
2106 -A 8th Ase., ScuI'u, Nashville, Tenn. Phone 
297 -8Ca4. 

We train broadcasters. . . The Don Martin ccho)l 
tAmerica's foremost School of Broadcasting. Estab- 
lished in 1937. offers training in FCC 1st Class 
License preparation. Radio G TV Announcing cover- 
ing News, Sports. Commercials, Narrative Cr De- 
scriptive reading and Languages. Radio Production 
utilizing RCA, Gates & Collins consoles with pro- 
duction problems for all types of Di formats, Script 
Cr Commercial writing and producing. Sales fi Station 
Management. Television Production including Cam- 
era Operation. Floor Management. Prcduction Cr Tech 
Directing, 16mm filming, video taping. Audio. 
Lighting, and Makeup. All Courses are approved 
for veteran training. For further information call 
or write DON MARTIN SCHOOL O. RADIO E1 T \'. 
1653 No. Cherokee. Hollywood, Catf. Hollywood 
2 -3:31. 

n JHetllot(alll 

Butcher, Jesse. beloved father of Lawrence Butcher 
Services were held October 24, 1964 at 3 p.m. a 

Westwood Memorial Park, Los Angeles, California. 
Westwood Village Mortuary Directors. 

Broadcasting 
business 
is good 
Start a subscription for 
your clients, prospects, 
staffers, associates . 

RADIO -Help Wanted 
Management 

MANAGER WANTED 
Radin .station in expanding Northern 
I lliuuls Market. 25(1.0n0 Comity popula- 
tion. Xesd aggressive salve nriented 
lunnn_,r. .nhiry, bonus nud equity for 
right 

R'rite Box 1.-38, Broadcasting. 

Sales 

SALES MANAGER 
Group No. I rated station in Top 20 Market. 
Applicants must have successful track record 
as salas manager in competitive market. 
Excellent salary, fringes. A once-in- 
a-lifetime 

g o 
a- lifetime opportunity, 

bonus, 
equal opportunity 

employer. 
I;ux 1< -!eo. Itrnadrastlne. 

DIVISION 
SALES MANAGER 

Responsible eni c5 :Jlenq ;nq position for a 
self- starter with broadcast sales know -how, 
leadership skills and demonstrated ability 
to keep learning and growing. We are the 
leading regional rep firm in the country 
and can offer a very competitive salary, 
full fringe benefits ana excellent growth 
po'enfial. Send sesame including salary 
his:o-y in confidence to: 

Don O. Hays, VP -Sales 
REGIONAL REPS CORP. 
P.O. Box 5010 
Cincinnati, Ohio 45205 

SUPERSOUND! 
NEEDS REPS 
20% SALES COMMISSION 
PROTECTED TERRITORY 

Media reps, salesmen, ad agency per- 
sonnel: SUPERSOUND! of Nashville, 
Tenn. is setting up exclusive sales terri- 
tories throughout the country. 

We are producers of fresh, maginative 
musical commercials, station ID packages 
and syndicated radio programs. We supply 
everything; demonstration tapes, brochures, 
contracts, etc. 

Protected territories are now open in most 
areas of the country. This can be a full -time 
¡ob or a part -time "moonlight' position. 
We pay 20% commission on all sales:. 

The SUPERSOUND! rep network is expand- 
ing rapidly. If you are a professional sales- 
man capable of making more than $15,000 
a year, investigate this high earnings op- 
portunity now before your area is covered. 
Send us a short resume, furnish references 
and tell us the market area you are inter- 
ested in. 

SUPERSOUND! INC. 
805 18th Avenue, South 

Nashville, Tennessee 37203 

Chicago 
Lending Chicago Radio Station has immediate 
opening for aggressive. young Salesman. Prefer 
married man under 30 years old with degree 
now working in the Midwest. Base salary of 

518.000 plus bonus. Send resume to 

Box L-43, Broadcasting. 
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ANNOUNCERS 

\bijor mid -Atlantic Television station 
needs young, mature sluff announcers. 
Require experienced and versatile per- 
sonnel. Salaries commensurate with mar- 
ket size. Opportunities unlimited for 
persons willing to produce. 

An Equal Opportunity Employer 
Box K -293, Broadcasting. 

,;;go-.....:..... 'X ..:.:. 
. 'i' ....:....:::.:.:..:::.a.:. . ::::::.. hen..:: ::.,..........:,..,.:sna...h. 
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Continuity 
Director 

Southeast TV Station needs experienced Con- 
tinuity Director. Sharp woman preferred but 
will consider male applicants. Starting salary 
5125 to $150 per week depending on background 
and experience. Call Ron Curtis at 312.337- 
sate or send resume to 

Nationwide Broadcast Consultants, 645 
N. Michigan Avenue, Chicago, Illinois 
60611. No fee. 

21111111111111 C 1111111IIIIIIOIIIIIIIIIIIICIIIIIIIIIIII C11111I011111 tlIIIII l mulos. 

Sales- (cont'd) 

r 
YOUNG TIGER FOR 

STEREO FM 
Powerful new stereo FM ready 
to take off needs aggressive young 
tiger to take controls. Selling 
ability most important qualifica- 
tion for this GM position. Sell 
us and we'll provide guarantee 
against percentage, plus full 
package of fringe benefits and 
opportunity to grow with pro- 
gressive chain. Send resume and 
picture to 
Mr. Marvin Rosenblatt, Kops -Mona- 
han Communications, 152 Temple 
St., New Haven, Conn. 06510. 

A J 

Announcers 

Dee Jays: 
Top market. major el Lion, needs slickest. 
sharpest Dee Jays in the U.S. Morning 
Drive, Early Evening, All Night, and 
Afternoon Drive. Five figure salaries. No 
matter what slot you now fill, send tape, 
and short resume to 

Box K -277, Broadcasting. 

Technical 
1:7111111111111(111111I1111110111111111111t1111I11111111C1111111111111C11I1111 111111 0 1g 

° 6 = 
i= Chief Engineer 

.ranted for Rest Virginia ?let ropnlitan full 
time station. Will handle all maintenance and 

help reconstruct nation. Excellent salary and 

opportunity for the right man. ?lust not be 

afraid of work. Send full resume including 
present salary in strict confidence to Director 
of Engineering, 

Box K-211, Broadcasting. 

a 
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NEWS 

NEWSMAN WANTED 
For WGBS Miami, 50 kw, Storer Broad. 
casting Co. Station. Sharp Broadcast Jour. 
nalist with authoritative delivery. Aggres- 
sive and devoted profeuional. Rush resume 
and tape to: 
Barry W. Sheft, News Director 1VOBS- 
AM, 710 Briekell Avenue, Niami, Florida 
33131. No phone calls. 

Situation Wanted 
Announcers 

Air Personalities and 
Newsmen Available! 

Call Nationwide for tapes and re- 

sumes of air personalities and news- 

men for all size markets. Dial 312- 
337 -5318 and ask for 

Dick Werges today, or write Na- 
tionwide Broadcast Consultants, 
645 N. Michigan Ave., Chicago, 
Illinois 60611 
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Announcers- (cont'd) 

Are You a llr>,ior Market 
Looking for a 

WARM. HUMOROUS. CONTEMPORARY 
MOR daytime PERSONALITY who can 
win and hold a large audience. Contact: 
Paul Genil, 665 Second Avenue, New 
York, N.Y. 10016, 212 -889.6497. 

TELEVISION -Help Wanted 
Management 

. . .;..>..... ,. 
`c. 

TV RADIO är 

. 

OPENINGS 
We need applicants in the following 
job categories only. Please send your 
typewritten resume immediately to be 
confidentially represented to our station 
clients. No fee to applicants. 

CHECK AREA OF INTEREST 
TV RADIO 
General Manager 
Program Director 
Sales Manager 
Salesman 
Broadcast Equipment Sales 
Chief Engineer 
Studio Maintenance 
Transmitter Maintenance 
Video Tape Technician 
Broadcast Equipment Design 
First Phone Announcer 
Continuity Director 
Art Director 
Sales Promotion Mgr. 
CATV System Manager 
CATV Chief Technician 

Name 
Address 
Salary desired 
*'s PLACEMENT FEE! ! ! 

Rif 
Nationwide 
Broadcast 

Consultants 

645 NORTH MICHIGAN AVENUE 
CHICAGO 60611 

312. 337.5318 
:*o ÄSV9"xá ":in A,< i.......,..>.......:..,:.,.>... :.,``áò:t .,t,c 

Sales 

TV's oldest 
real estate program (17th year) now ex- 
panding into additional major markets. 
Need several experienced Salesman -An. 
nouncers immediately. Please send com- 
plete resume, recent photo, when avail. 
able to 
Cy Newman. 1504 Vista Dot Mar Ave., 
Hollywood. Cal. 90028. 

Salesman 
Top rated VHF in large Midwest 
market needs ezperienced salesman 
with minimum of 2 years experi- 
ence in smaller market. Salary 
$15,000.00 with opportunity to earn 
$25,000.00. Send resume to 

Box L -46, Broadcasting. 

Announcers 

Technical 

Large 
electronics manufacturing /broadcasting cor- 
poration has been awarded a three year 
operation and maintenance program of 
television stations in Saudi, Arabia. Open- 
ings exist in the following areas: 

CHIEF ENGINEERS 
BSEE or equivalent plus 10 years' enperieono 
In overall VHF stations operations. 

BROADCAST 
TECHNICIANS 

Television technical school plus 5 years' ripen - 

once in VHF station equipments operation and 
maintenance. 

INSTRUCTORS 
Television technical school plus 5 years' experi- 
ence in VHF station mai ntenanee plus 2 years' 
experience in formal classroom instruction on 
electronics ago lament. 

Generous salary- completion bonus -living allow 
am-excellent fringe benefits. Send resume in 
confidence to 

Box L -53, Broadcasting. 

NEWS 

PHOTOGRAPHERS 
Needed as additional staff members for major 
nudAtlantic television station. Must be experi- 
enced in silent, S.O.F. equipment and editing 
techniques. Salary dependent on experience and 
background. Au Equal Opportunity Employer. 

Box K -295, Broadcasting. 

#******************7tr******* 
* 
# 
# NEWSMEN 

Additional staff members needed for major 
market mid -Atlantic Television station. Must 
be experienced dig- out -and -deliver report- 
ers who can write, deliver on the spot, on 
camera film reports, as well as on camera 
portions of live news casts. Salaries depend- 
ent cn background. We are looking for 
professional -minded personnel who 
want real opportunity and challenge, in- 
cluding possibility of anchorman on daily 
news cast. An Equal Opportunity Employer. 

Box K -292, Broadcasting. 

444.4011.4411***ìt*****ìs****ìs*islF 4t 

Program. Production, Others 

TV- Situations Wanted 
Sales 

TV PROGRAM SALES 
Exp. in TV program sales Advertising 

.Agency TV prod., and direction Theatrical 
Talent Agcy. Available soon. For information 
call: 

ac 312- 787 -6463 or write suite 3009, 777 North 
Michigan Ave., Chicago, Illinois. 
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TV Vice President/ 
General Manager 

Desires change. Unique ability to make 
profits grow. Over sixteen years of sales 
success and designing budgets that work 1 

to increase profits. Completely responsible 
for all management, sales, programing, ad- I 

ministration and contracts. Outstanding 
track record at network station and group 1 

levels. Presently employed, looking for chal- 
I lenge with growth opportunity. 37, mar- 

ried with four children. Well known in 
the industry, excellent references. 

Kos 1.-34. Broadrnstinx. 

i.- 

Management Employment Service 

THE AMPS AGENCY 
BY BROADCASTERS FOR BROADCASTERS 

Join the list of stations and applicants who 
have been pleased with our services. Backed 
by 25 years of experience in Broadcasting 
we have successfully filled all job categories 
of this industry and allied fields, throughout 
the country- Management, Sales Promotion, 
Publicity, Engineering, Secretarial, Traffic. 
Bookkeeping, Programming, and Announcing. 
Employers and applicants send us your re- 
quest or resume in confidence. 

* THE AMPS AGENCY * 
All Media Placement Service 

3924 Wilshire Blvd., Los Angeles, Calif. 90005 
Telephone 213- 388 -3116 

MISCELLANEOUS 

} Attention All Markets! 
Sta. Mgrs. 4":' P.D.'s 

Disc Jockeys! 
Add personality to the sound of your 
shows promoting your personalities, 
news, features, commercials, etc., with 
authentic sounding impersonations of 
Walter Brennan, Ed Sullivan, Jimmy , Cagney, Edward G. Robinson, Arthur 
Godfrey, Jimmy Stewart, Boris Karloff, ; Peter Lorre, etc. You write what you 
want the voices to say, or we'll write 
them for you. Package of 12 promo's 
tailormade for you, exclusive in your 
market for only $25.00! Also commer- 

' ciels with voices at low rates! "Free 
sample tape on request ". 

0. BE DIFFERENT! 
RAISE RATINGS! 

VOICES UNLLNITED 
ti 9536 W. OHIO PLACE 
} DENVER, COLORADO 
r.:.wed t: atiW°Y: t: t: aLmev s 

il:ii1BeNiel111111110 Sill 11111 111 illl11lIII 1111IIIIP'A 
SIRHAN TRIAL COVERAGE 

Custom tailored for your station via daily phone 
reports. For low fees applicable to your saoion 
n,.6Ì.0 

]l 
II 

Mark S,'ott -Sews Ifirector 
West toast Audio News 
6723 Sunset Itoulerard 

Lns Angeles, California 90028 
213- 466 -9063 

M 1111Ili 1ll1lUIIIIHIFilUUIIIIIINIII 

ONE GREAT VOICE 
added to your staff for : Toot special 
client" station promos . whenever 
you want that extra professional touch. 
FREE DEMO. Scud today. 

9_ 

Quality . Studios, Soc . 221 
Lake .Grove,. N.V.. 117 55 ipmmmwmsmmiPm 

BAH HUMBUG BAH HUMBUG BAH HUMBUG 

Attention All Markets! 
Special offer for the holiday season: 
"Voices Unlimited" presents the 
voice of Scrooge in hi Ira Vig- 
nettes, "Shopping ideas Iar the In- 
dividual who has every thing, a wad 
of bubble gum which was puce ac- 
tually chewed by Debby I :reen, as IL 

child!" These have inimical in cos 
and sl Ingers. They're great i.,r conn- 
ing out of news, or spot rep ;ua fors! 
These are ':a" material, high qual- 
ity. 36 of them. all different. exclu- 
sive In your market for only .913.011! 
Perfect for the bolitLcy season. Cor- 
der today! 

I'O /C /s.S' f'.\ "1.1.1 //Tlsl) 
9536 IV. O / //O PLACE 

DENVER. COLORADO 80226 
efBIIAH HVB ef9Wnk MVO efBtlf1H HVB 

FIGHT 

MUSCULAR 

DYSTROPHY 

FOR SALE -Stations 

Confidential Listings 
RADIO-TV-CATV 
N.E. - S.E. - S.W. - N.W. 

G. BENNETT LARSON,INC. 
R.C.A. Building. 6363 Sunset Blvd., Suite 701 
Hollywood, California 90028.213/469 1171 

BROKERS- CONSULTANTS 

Initgtte catlebla -1-..Grol:CrS tic. 

116 CENTRAL PARK SOUTH 

NEW YORK. N. Y. 

265.3430 

Ga. 

Fla. 

Fla. 

III. 

East 

small 

small 

medium 

metro 

major 

daytime 

fulltime 

daytime 

daytime 

daytime 

S 65M 

100M 

102M 

310M 

160N1 

terms 

nego 

SOLD 

29% 

nego 

Pa. 

M.W. 

La. 

M.W. 

East 

shall 

medium 

suburban 

major 

m etro 

daytime 

AM &FM 

FM 

daytime 

daytime 

YÌ 
CHAPMAN ASSOCIATES 
media brokerage service° 

2045 Peachtree Road 

$115M 

200M 

200M 

168h1 

128M 

nego 

$ 70M 

100M 

nego 

SOLD 

Atlanta, Ga. 30309 

(Continued front page 85) 

tion to approximately 1 mile southeast of 
Guin; change type trans.; make changes 
in ant. system of UHF TV translator; 
granted mod. of CP to extend completion 
date to April 22, 1969. Action Oct. 22. 

W70AN Hamilton. Ala.- Broadcast Bureau 
granted mod. of CP of UHF TV translator 
to change trans. location to Highway 78, 
2 miles west of Hamilton; change type 
trans.: make changes in ant. system; 
granted mod. of CP to extend completion 
date to April 22. 1969. Action Oct. 22. 

W7'2AH Winfield. Ala. -Broadcast Bureau 
granted mod. of CP to UHF TV translator 
to change trans. location to approximately 
1 mile southeast of Winfield; change type 
trans.: make changes in ant. system; 
granted mod. of CP and extended comple- 
tion date to April 22, 1969. Action Oct. 22. 

K11HS Bridgeport, Calif.- Broadcast Bu- 
reau granted CP for VHF TV translator to 
serve Bridgeport on ch. 11 by rebroadcast- 
ing KCRA -TV Sacramento, Calif. Action 
Oct. 22. 

North Mendocina County Chamber of Com- 
merce. Laytonville. Calif.- Broadcast Bu- 
reau granted CP for new VHF TV transla- 
tor to serve Laytonville on ch. 8 by re- 
broadcasting KRON -TV San Francisco. Ac- 
tion Oct. 22. 

KO4DD Weaverville. Calif.- Broadcast Bu- 
reau granted CP for VHF TV translator to 
change trans. location to Oregon Mountain, 
near Weaverville: make changes in ant. sys- 
tem. Action Oct. 22. 

KO5CF Weaverville. Calif.- Broadcast Bu- 
reau granted CP for VHF TV translator to 
change trans. location to Oregon Mountain. 
near Weaverville: make changes in ant. 
System. Action Oct. 22. 

K81BH Gypsum. Gypsum Valley, Dotsero 
and Riland. all Colorado- Broadcast Bureau 
granted CP to replace expired permit of 
UHF TV translator. Action Oct. 22. 

K72DE Radium and Sheephorn, both Colo- rado- Broadcast Bureau granted CP to re- 
place expired permit of UHF TV translator. 
Action Oct. 22. 

Hearing Examiner Forest L. McClenning 
In Battle Creek. Mich. (West Michigan Tele- 
casters Inc.). UHF TV translator proceed- 
ing. granted request by West Michigan 
Telecasters Inc. and continued hearing from 
Oct. 28 to Feb. 3, 1969 (Doc. 17976). Action 
Oct. 24. 

Review hoard in Iron Mountain, Mich., 
TV translator proceeding. Docs. 18216 -17, 
granted joint petition for approval of agree- 
ment filed Aug. 2 by WLUC Inc. and NOr- 
bertine Fathers; agreement approved; ap- 
pllcation of Norhertine Fathers dismissed 
with prejudice: application of WLUC Inc. 
granted and proceeding terminated. Action 
Oct. 24. 

Plevna TV Booster Club. Plevna, Mont. - 
Broadcast Bureau granted CP for new VHF 
TV translator to serve Plevna on ch. 9 by 
rebroadcasting KXGN -TV Glendive. Action 
Oct. 24. 

Multimedia Inc.. Cherokee, N. C.- Broad- 
cast Bureau granted CP for new VHF TV 
translator to service Cherokee on ch. 10 by 
rebroadcasting WFBC -TV Greenville, S. C. 
Action Oct. 22. 

FCC granted application by Peoples TV 
Association Inc. for new 100 w UHF TV 
translator to serve Moses Lake, Warden. 
Royal City, and Othella areas. all Wash- 
ington. by rebroadcasting KXLY -TV Spo- 
kane, bVash. on ch. 79. action Oct. 30. 

K72CT Mossyrock and Onalaska, both 
Washington- Broadcast Bureau granted CP 
for UHF TV translator to include Glenoma 
Hill translator in principal community: 
change trans. location to approximately 7 
miles northeast of center of Mossyrock; 
make changes in ant. system. Action Oct. 22. 

CATV 
Applications 

Community TV Corp. - Requests distant 
signals from WSBK -TV and WKBG -TV, 
both Boston. to Laconia. N. H. (Manchester, 
N. H. ARB54). Ann. Oct. 25. 

Leesburg Cablevision Inc. -Requests dis- 
tant signals from WJKS -TV Jacksonville. 
WTOG -TV St. Petersburg and WSUN -TV 
St. Petersburg- Tampa, all Florida, to Lees- 
burg and Fruitland Park, both Florida. 
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(Orlando-Daytona Beach, Fla.- ARB58). Ann. 
Oct. 25. 

McPherson CATV Inc. -Requests distant 
signals from KMBC -TV and WDAF -TV. both 
Kansas City, Missouri: and WIBW -TV and 
KTWU -TV, both Topeka, Kansas, to Mc- 
Pherson, Kan. (Wichita, Kansas- ARB60). 
Ann. Oct. 25. 

Westermoreland Cable Co.- Requests dis- 
tant signals from WPIX(TV), WOR -TV and 
WNEW -TV, all New York. to Arnold, Brack- 
enridge borough, East Deer township, Har- 
rison township. Lower Burrell, New Kens- 
ington, Tarentum borough, Springdale bor- 
ough and Cheswick borough, all Pennsyl- 
vania. (Pa. ARB -101. Ann. Oct. 25. 

Other actions 
Review board in Buffalo, N. Y., CATV 

proceeding, Doc. 16921, scheduled oral argu- 
ment before panel of review board for Nov. 
19 in Washington. Action Oct. 24. 

Action on motion 
Chief Hearing Examiner James D. Cun- ningham in Whitehall and Circleville both 

Ohio (Multi-Channel Cable Co.), CATV 
proceeding in Columbus, Ohio TV market, 
designated Hearing Examiner Jay A. Kyle 
as presiding officer, scheduled prehearing 
conference for Nov. 27 and hearing for Dec. 
17 (Does. 18356 -7). Action Oct. 22. 

Ownership changes 
Applications 

WCTV(TV) Thomasville. Ga. -Seeks as- 
signment of license from John H. Phipps to 
John H. Phipps Broadcasting Stations Inc. 
for purpose of incorporation. No considera- 
tion involved. Ann. Oct. 29. 

WWWU -TV Battle Creek. Mich. -Seeks 
assignment of CP from BCU -TV to Mary 
Jane Morris. trustee for partnership. No 
consideration involved. Principals of BCU- 
TV: Mary Jane Morris. James R. Searer. Frederik G. H. Meijer et al. Ann. Oct. 28. 

R' \VV'U -TV Battle Creek, Mich. -Seeks 

k 

STL 
Inter -City Relay 
STEREO " REMOTE CONTROL 

MONAURAL TELEMETRY 

With Two separate STL systems, there 
Is no measurable amount of cross talk 
between channels. The dual system also 
offers protection against loss of air time. 
Additionally, this system has the cap- 
ability for transmission of remote control 
and SCA multiplex subcarriers. Write 

Box 661, Cleburne, Texas 
76031 for information. 

Now! 

i, 

MARTI electronics 
A DIVISION OF MARTI, INC 

assignment of CP from Mary Jane Morris, 
trustee for partnership. to West Michigan 
Telecasters Inc. for $50.300. Principals: 
William C. Dempsey, president (11.1 %) et 
al. Principals own WZZM -FM -TV Grand 
Rapids, Mich. Ann. Oct. 28. 

WOW- AM -FM -TV Omaha and WHEN -AM- 
TV Syracuse, N. Y. -Seek assignment of 
licenses from Meredith WOW Inc., Meredith 
Syracuse Radio Corp. and Meredith Syra- 
cuse Television Corp. to Meredith Broadcast- 
ing Co. for purpose of merger. No considera- 
tion Involved. Principal: Meredith Broad- 
casting is sole owner of the three licensee 
corporations. Ann. Oct. 28. 

WWKO Fair Bluff, N. C. -Seeks assign- 
ment of license from Carl Meares. Marion 
H. Davis, Bobby G. Morgan and Mrs. Jesse 
P. Chance, executrix of estate of Jesse P. 
Chance. deceased (each 25 %) to Universal 
Broadcasting Co. for purpose of incorpora- 
tion. No consideration Involved. Principals: 
Marion H. Davis. president. Bobby Morgan, 
secretary- treasurer. Carl Meares (each 25% 
before, 33 1/3% after) and Mrs. Jesse P. 
Chance (25% before, none after). Con- 
sideration: $3.900. Ann. Oct. 23. 

KVET -TV Austin. Tex. -Seeks assignment 
of CP from KVET Broadcasting Co. to 
McAlister Television Enterprises Inc. for 
$44.137.82 Sellers: John R. Kreiger. Roy 
A. and Ann S. Butler. Robert Mueller et 
al. Sellers own KVET -AM -FM Austin. Buy- 
ers: R. B. McAlister. chairman of board. 
Bill B. McAlister. president et al. Buyers 
own KSEL- AM -FM -TV Lubbock. Tex. Ann. 
Oct. 25. 

WPDX Clarksburg, W. Va. -Seeks as- 
signment of license from WPDX Radio 
Corp. to Continental Communications Inc. 
for $185.000. Sellers: L. Clark Tierney Jr.. 
C. M. and Helen S. Tierney and Claude E. 
Wheeler. Buyers: Henry C. Wilson, presi- 
dent- treasurer (37.43 %). Louis S. Amann 
(11.02 %) et al. Mr. Wilson is with defense 
electronics firm. Mr. Amann is representa- 
tive for two stockbrokers, owns 75% of 
real estate investments firm and has 4% in- 
terest In real estate development company. 
Ann. Oct. 23. 

Actions 
KIFM(FM) Bakersfield. Cal If.-Broadcast 

Bureau granted assignment of license from 
Stereo Broadcasting Co. to KERN Interna- 
tional Communications for $90.000. Principals 
of Stereo Broadcasting Co.: Harold J. 
Brown, president (51 %) and James W. Sum- 
mers. vice president (49 %). Principals of 
KERN International Communications: Joel 
John Greenberg. president. Norman D. 
Louis, vice president (each 35 %), Guy 
Henry Saleme, vice president and general 
manager (20 %1 et al. Mr. Greenberg owns 
dress shop chain. Mr. Louis is more than 
25% owner of hardware manufacturing com- 
pany. Mr. Salerne is general manager of 
KKOP Redondo Beach, Calif. and is sole 
owner of advertising agency. Action Oct. 24. 

KVML Sonora. Calif.- Broadcast Bureau 
granted assignment of license from Ralph 

Bowen. sole owner. Buyers: Joseph L. 
P. Bowen to Joseph L. Herold and Charles 
W. Herold Sr. for $100,000. Seller: Ralph P. 
Harold and Charles W. Sr. (each 50 %). 
Joseph L. Herold is sole owner real estate 
sales and investment company. Charles W. 
has 40% interest in wholesale grocery dis- 
tributor firm, 371,Z% interest In sporting 
goods company and has other business in- 
terests. Action Oct. 22. 

WSMB New Orleans- Broadcast Bureau 
granted transfer of control of WSMB Inc. 
from Radio Hawaii Inc. (50% before, none 
after) to Macmillan Ring -Free Oil Co. (none 
before. 50% after). Principals: John M. 
Shaheen. president et al. Mr. Shaheen is 
controlling stockholder of both Radio Hawaii 
and Macmillan. Mr. Shaheen has interest in 
KORL Honolulu. WFBL and WNYS -TV, 
both Syracuse. New York. Consideration: 
$1,350,000. Action Oct. 23. 

WBIP Bonneville. Miss.- Broadcast Bu- 
reau granted assignment of license from 
E. O. Roden to Booneville Broadcasting Co. 
for purpose of incorporation. No considera- 
tion involved. Mr. Roden is sole owner of 
WBIP. Action Oct. 24. 

KIRL St. Charles, Mo.- Broadcast Bureau 
granted assignment of license from Michael 
S. Rice to Contemporary Media Inc. for 
purpose of Incorporation. No consideration 
Involved. Principals: Michael S. Rice. presi- 
dent- treasurer (60 %) and alcolm R. Rice, 
vice president (40 %). Michael S. Rice is 
general manager of KIRL. Malcolm R. Rice 
is president of construction company. Action 
Oct. 22. 

KWTO -AM -FM Springfield, Mo.- Broad- 
cast Bureau granted transfer of control of 
Ozarks Broadcasting Co. from Lester E. 
Cox. deceased (49.9% before, none after) to 
Mildred L. and Lester L. Cox, executors 
(jointly .1% before. 50% after). Principals: 
Lester L. Cox owns 37.5% of KOAM Pitts- 
burg, Kan. and has minority interest in 
KOAM -TV. that city. He also has interest 
in KYTV(TV) Springfield. Mo. No consid- 
eration involved. Action Oct. 24. 

WEEX -AM -FM Easton. Pa.- Broadcast 
Bureau granted relinquishment of positive 
control of Easton Publishing Co. by J. L. 
Stackhouse. Adele S. Frezt. Henrietta A. 
McPherson and George F. Coffin Jr. (as a 
group 96% before, same after) through ex- 
piration of voting trust agreement. Easton 
Publishing Co. is parent company of WEEX 
Inc.. licensee of WEEX. No consideration 
involved. Action Oct. 22. 

WKBY Chatham. Va.- Broadcast Bureau 
granted assignment of license from George 
G. Beasley to Pittsylvania County Broad- 
casters Inc. for purpose of incorporation. 
No consideration involved. Principal: George 
G. Beasley. sole owner. Mr. Beasley owns 
60% of WFMC Goldsboro. N. C. 50% of 
WASC Spartanburg. S. C., 3335% of WKYX- 
AM-FM Paducah. Ky. and has 35% interest 
In CP for new AM at Lenoir, N. C. Action 
Oct. 24. 

Cable- antenna activities 
The following are activities in com- 
munity antenna television reported to 
BROADCASTING, through Oct. 30. Reports 
include applications or permission to 
install and operate CATV's, grants of 
CATV franchises and sales of existing 
installations. 

Franchise grants shown in italics. 
Fort Rucker, Ala. -Daleville Cablevision 

Inc., Daleville. has been granted a franchise 
for a 13-channel system. Monthly fees will 
be $4. 

St. Petersburg, Fla.- Teleprompter Corp. 
(multiple CATV owner). has applied for a 
franchise. Previous applicant was Florida 
CATV Inc., St. Petersburg. (multiple CATV 
owner). 

Arlington. Mass.- Patriot Cable Vision 
Inc., Arlington. has applied for a franchise. 
Installation and monthly fees would be 
$17.50 and $4.95. respectively. Patriot also 
proposed service for Lexington, Winchester 
and Woburn. 

Sleepy Eye, Minn. -International TV Cable 
Inc., International Falls, has applied for a 
franchise. Installation and monthly fees 
would be $15 and $5. respectively. 

Norfolk. Neb.- Norfolk CATV Co. has ap- 
plied for a nonexclusive 20 -year franchise 
for a 10- channel system. Installation and 
monthly fees would be $5 and $5.50, re- 
spectively. City would receive 2% of gross 
annual revenues. 

Wayne, N. J. -Tele -Mark Communications 
Inc.. Newark (multiple CATV owner), has been granted a franchise. 

Adams. N. Y.- Howard Maxon, Brownville, 
has applied for a franchise for a 12- channel 
system. Installation and monthly fees would 
be $20 and $5. respectively. City would re- 
ceive 5% of gross annual revenues. 

Richfield Springs. N. Y. -KWR Systems Inc., New Hartford. has applied for a fran- chise. City would receive 3% of gross an- nual revenues. 
Barlow, Olio -Miller's TV Cable Corp.. Watertown. has been granted a franchise. 

System will also serve Vincent. 
Riddle. Ore. -Nu -View TV Service has ap- 

plied for a 10 -year franchise. 
West Mifflin. Pa.- Dynamic Cablevision 

Inc., Homestead. has been granted a fran- 
chise. 
monthly. 

Charges will be $54 yearly or $4.95 

is Aberdeen, S. D.- Midcontinent Broadcast- 
ing Co., Sioux Falls (group broadcaster-mul - 
tiple CATV owner), has purchased Aberdeen 
Cable TV Service Inc. 

Sturgis, S. D. -South Dakota Cable, Inc., 
Rapid City (multiple CATV owner), has 
been granted a franchise. 
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Back in the early 1960's when the 
New Frontier was new and Newton 
N. Minow was chairman of the FCC, 
Henry Geller, a liberal. young, govern- 
ment lawyer, was the commission's 
deputy general counsel and was do- 
ing his bit to give the agency an activ- 
ist image. The agency has long since 
lost that image -if it had ever acquired 
it -and Mr. Geller. general counsel 
since 1964, faces an uncertain future -a win by Republican Richard Nixon 
tomorrow could well result in his be- 
ing swept into the dustbin of FCC his- 
tory. But Mr. Geller has never quit 
trying to push the commission toward 
more assertive ways. 

He was a key figure. for instance, 
in the commission's decision last year 
to apply the fairness doctrine to ciga- 
rette advertising. And the proposed 
rule issued last summer and aimed 
at prohibiting broadcasters from dis- 
criminating in employment on the basis 
of race, although it originated with a 
petition from the United Church of 
Christ, is now regarded at the commis- 
sion as a Geller production. 

Mr. Geller is in his third tour with 
the commission -he returned. from the 
Justice Department in 1961 at the ex- 
press invitation of Mr. Minow, with 
whom he had become friendly when 
both were students at Northwestern 
University Law School in the late 
1940's. And he sees no reason why 
a regulatory agency charged with serv- 
ing the public interest should shrink 
from regulating; he will never admit 
any doubts as to the commission's 
authority in any area. He feels the 
commission made a great deal of 
mischief for itself in the 1950's when 
it told practically anyone who asked that 
it lacked authority to regulate CATV. 
He played no small role in turning the 
commission around on that point. 

Given his zest for action. it's no 
wonder that he has managed to unite 
those normally antagonistic camps - 
broadcasting and CATV -on at least 
one point: a not always polite antipathy 
to Henry Geller. But lawyers in and 
out of the commission. including those 
not counted among his admirers, re- 
gard him as bright and extremely able. 
One communications attorney whose 
conservatism is matched by his tact 
says of Mr. Geller: "He's a brilliant 
regulator." 

He has his detractors. too. of course. 
Former Commissioner Lee Loevinger 
frequently berated him for the quality 
of the work being turned out by the 
general counsel's office. although the 
basic difference between them appeared 
to be ideological. And there are those 
within the commission who question 
his principles. "He does not suffer from 
an ends -means dilemma," says one 
staffer who has tangled with him. 

Henry Geller: 
an activist 
in the FCC 

However, this appears to be a mi- 
nority view. His own staff members and 
officials throughout the commission ex- 
press considerable respect for him, and 
the commissioners themselves lean 
heavily on Mr. Geller for advice -none 
more so than Chairman Rosel H. Hyde, 
who has been a commissioner since 
1946 and, before that, a member of 
the commission's staff from the cre- 
ation of the agency in 1934. 

In view of the chairman's reputa- 
tion for preferring the light touch in 
regulatory matters. Messrs. Hyde and 
Geller might he described as the odd 

WeeksProfile 

Henry Geller -general counsel, 
FCC; b. Springfield Mass., Feb. 
14, 1924, grew up in Detroit, 
graduated from University of 
Michigan, Ann Arbor, 1943, and 
Northwestern University Law 
School, Evanston, 111., 1949; dur- 
ing World War II. served with 
U. S. Army in Pacific, discharged 
in 1946; joined FCC in 1949 as 
attorney in bureau of law; served 
with staff of National Labor Rela- 
tions Board in 1950; was law 
clerk to Illinois Supreme Court 
Justice Walter V. Schaffer in 
1951; rejoined commission in 
1952 as trial attorney; in 1957 
moved over to Justice Depart- 
ment's antitrust division, rejoined 
commission again in 1961 as 
deputy general counsel: named 
general counsel in 1964; m. 
Judith Foelak, of New York 
City, Oct. 14, 1955; children - 
Peter, 9, and Kathryn, 11; hob- 
bies- golf, skiing. 

couple of the regulatory business. But 
those who know them both say they 
share a mutual loyalty. 

"He's a very able ally," Chairman 
Hyde said recently of Mr. Geller, "the 
kind of individual one can have com- 
plete confidence in as to his integrity." 

According to a source who has 
worked closely with both men, this 
confidence is based in part at least on 
Mr. Hyde's belief that "although Mr. 
Geller's regulatory philosophy is well 
known and firmly held," the general 
counsel "is not beyond performing as 
a lawyer and carrying out the chair- 
man's wishes and commission's wishes 
even if he is in disagreement, and do- 
ing just as good a job as if he did 
agree. He always gives 100 %." 

Given Mr. Geller's reputation and 
his position -as a GS 18 he has reached 
the topmost rung on the civil- service 
ladder and is earning $28,000 annually 
-his appearance is, as a colleague 
puts it, "deceptive." At 44, he still looks 
and talks more like a graduate student 
at some urban college campus than the 
top legal officer of a federal agency. 
In his office, and occasionally on the 
street in hot, muggy Washington sum- 
mers, he can be seen with his jacket 
off, his shirtsleeves rolled up and his 
tie yanked down to halfmast. And in 
discussing court cases -frequently in 
the rat -a- tat -tat tempo of machine gun 
bursts -he slips into an argot not 
learned from Blackstone. "We killed 
them in court," he will say about a 
particularly sweet victory, or "we got 
creamed." 

But the attitude of nonchalance is 
indeed deceptive. He is tough minded 
and the possessor of a large capacity 
for work. (To hear subordinates and 
colleagues tell it, he absorbs facts like 
a sponge and spews out drafts of orders 
and memorandums like a machine. 
Even allowing for wide -eyed hyperbole, 
it sounds impressive.) 

It is because of these qualities, plus 
the confidence that has been placed 
in him by the last three FCC chairmen 
(he became general counsel during the 
chairmanship of E. William Henry), 
Mr. Geller has been able to extend the 
authority and influence of his office into 
so many areas -fairness doctrine, equal 
time, domestic satellites and CATV. 

At the moment, his office is as usual 
deeply involved in a number of critical 
issues. But since Mr. Nixon is favored 
to win tomorrow. and since FCC gen- 
eral counsels traditionally come and go 
with changes in the party that controls 
the Presidency, it is doubtful that Mr. 
Geller will be around much longer to 
help fashion policy. But if he should 
go, at least he will have a considerable 
body of communications law and FCC 
policy and rules to point to as evidence 
of where he's been the last seven years. 
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Editorials 

More about abuse 
We have received quite a bit of reaction -all favorable -to 
our editorial last week suggesting that broadcasters use their 
own media to counter the unwarranted abuse and criticism 
coming from pressure groups, politicians and competitive 
media. Mainly these inquirers wanted to know how we 
would implement our suggestion that stations, irrespective 
of competition or affiliation, air several times each day, as 
they do weather, a summary of "Last Week in Broadcast- 
ing," highlighting the outstanding coverage that the public 
gets for free under our free -enterprise system. 

Since we are not program or promotion experts we would 
prefer to leave implementation to those who have that re- 
sponsibility -the trade associations, for example. It would 
not take a lot of money for the National Association of 
Broadcasters to reorient its public -relations activities to co- 
ordinate the project. And certainly the Television Informa- 
tion Office, which promotes prestige programing in the areas 
of opinion- making and academia could pitch in. 

How would "Last Week in Broadcasting" be distributed 
in timely fashion? We haven't investigated this, but we 
would wager all the "spotlight" money that networks spend 
in antibroadcasting daily papers and magazines that the 
news associations--AP and UPI -would be willing, if not 
anxious, to move such copy, which would run only a couple 
of minutes or so, on their "clear" time in the wee hours or 
Sunday or Monday mornings. Broadcasters are pretty -good, 
if not the best, customers of the news services which, inci- 
dentally, are upgrading their broadcast -news reports. 

Why walk into a trap? 
Thomas P. F. Hoving, head of the National Citizens Com- 
mittee for Broadcasting (which is really a misnomer for an 
organization that is neither "national" nor "for" broadcast- 
ing), has asked commercial broadcasters to report to him the 
amount of money and equipment they have donated to edu- 
cational television. 

On the surface this may seem to be a reasonable request. 
Certainly the many broadcasters who have contributed time. 
money, staff and hardware to ETV have no cause to conceal 
their generosities. But Mr. Hoving's recent record invites 
no cboperation in any enterprise he cooks up. 

It is only logical to speculate that whatever information 
Mr. }loving obtains will be corrupted into criticism of the 
broadcasting system. Any man who formally declares, as 
Mr. Hoving did a few weeks ago, that the networks and 
AT &T are conspiring to debase television programing is not 
to be trusted to use facts with any care. 

The place for Mr. Hoving's questionnaire on contributions 
to educational television is the wastebasket. 

Keeping things straight 
The American Association of Advertising Agencies has ac- 
corded institutional recognition to the recent development 
of "middlemen" in the buying of spot television. As de- 
scribed elsewhere in this issue, the AAAA has issued to 
members an outline of services performed by these new- 
comers and of problems they may create. 

The AAAA stops short of telling agencies how to handle 
middlemen, although it appends to its report a set of in- 
structions issued by Doyle Dane Bernbach for internal use 
in dealing with middlemen and barter outfits. It may be as- 

suined, however, that agencies will set up controls to make 
sure they are getting what they pay for when they deal 
through middlemen. 

It seems to us that the stations that deal with middlemen 
also have a responsibility. As some have recognized, there 
is a possibility of double billing when a station sells its time 
to a third party representing the agency of record for an 
advertiser. That possibility would be minimized if stations 
submitted duplicates of invoices to middleman and agency. 

Post -election 
Whatever the outcome of the elections, the broadcasting 
sector of the nation's economy in the months ahead will be 
able to determine for itself whether a candidate for the 
highest public office is as good as his word. 

As we reported a month ago (BROADCASTING, Oct. 7) 
each of the three presidential aspirants has promised a 
toned -down FCC and less regulation. And each said he had 
no built -in prejudices against appointment of practical, ex- 
perienced broadcasters to the FCC. 

Events in the closing days of the campaign, waged mainly 
before TV cameras and radio microphones, seem to belie 
these airy promises. Some candidates have taken unkind 
cuts at broadcasters -mainly television. Each in his secret 
heart, if elected, would want to keep opinion broadcasting 
as bland as possible during his incumbency. 

As always, there have been low blows in political adver- 
tising. NBC contended it couldn't "censor" political broad- 
casts and therefore allowed an obviously bad -taste, if not 
sadistic, anti- Humphrey spot on the highly rated Laugh -In 
show. Four years ago the shock treatment was in reverse 
when the Democrats used an anti- Goldwater spot implying 
his affinity for dropping the bomb. 

What all these events point up is the necessity for out- 
right repeal of Section 315. There then would be no worry 
about the promises of the presidential candidates, or the 
demands for equal time. Broadcasters would exercise their 
own editorial judgments. as do the newspapers and maga- 
zines. They would be subject to the libel laws and to the in- 
exorable loss of prestige and business if they overextended 
or plain goofed. 

i.urn LOC BROADCASTING by Sld Hix 
'He said, 'Come over Thanksgiving. we're killing a turkey.' 
.. Is it a dinner invitation, or is he axing our show ?" 
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A Texas Size 

Television Station 

- on wheels 
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- DALLAS- FORT WORTH 
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Represented Nationally by Peters, Griffin, Woodward, Inc. 

Ready to roll . . any time, any- 
where, WBAP -TV's custom color 
mobile unit carries TV production 
potential to new long- distance 
lengths. Full station facilities equal 
to the most complex assignment are 
integrated into forty feet of stream- 
lined mobile housing - designed 
and engineered to WBAP -TV's ex- 
acting specifications . . . outfitted 
with the most technologically ad- 
vanced equipment . . . manned by 
one of the most technically qualified, 
highly experienced TV crews any- 
where. 

WBAPTV EEO 
DALLAS - FORT WORTH 



ComPPulse 
Pulse Distribution System 
Remarkable new digital distribution system combines -in a single 
coax cable -sync generator subcarrier and all output pulses for 
distribution throughout the television station. 

FEATURES 

Revolutionizes pulse assignment switching 

Totally immune to noise and other spurious transients 

Digital encoding and decoding assures absolute stability and reliability 

Provides two encoded outputs 

Decoder provides for delay compensation 

Eliminates cable trimming and timing problems between locations 

Decoder regenerates six signals, with three outputs each, for 
full color operation 

Encoder and decoder available in modular plug -in and rack -mount models ILI 

SARKES TARZIAN SYSTEMS /DIGILOGIC BROADCAST EQUIPMENT © IM i 
Bloomington, Indiana 47401 


