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Broadcasting at 50: Can it adapt? Special report

In sight: first major study of TV commercials

Refuting critics, TV widens lead as news medium

How spreading protest movement has stalled renewals
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In the past

S50 years,
broadcasting
has helped make

- the world
a smaller place.

Now comes
the hard part.




On November 2, 1920 in a makeshift shack
in East Pittsburgh, six men sat up all night report-
ing the Presidential election returns on KDKA, the
first licensed broadcasting station in America.

And broadcasting was born.

Since then it’s grown at an astonishing rate.

And, at an equally astonishing rate, the world
has shrunk.

Countries halfway around the globe are now
no farther away than your nearest radio or TV set.
You've had ringside seats at Olympic games, inau-
gurations and coronations. You've even been to the
moon.

But broadcasting brings you more than ath-
letes and astronauts. We bring you war and poverty,
rats and junkies.

We show you how it feels to be old and alone.
Or how it feels to be a kid sharing your bed with four
other Kkids.

We show you all this because we believe it is
broadcasting’s responsibility to make people care;
for only when they care do they act.

Fifty years ago on KDKA, broadcasting
started making the world a smaller place. But as
broadcasters, we now face a much harder job: help-
ing it become a better place.

GROUP

WESTINGHOUSE BROADCASTING COMPANY
Broadcasting’s 50th anniversary.



A chronicle
Of community
SERVICE ...

: hey who “‘see visions and dream dreams” oftentimes build a reality
much greater than envisioned. Channel 4 is such a reality! Channel 4 was
begun with a creative desire to inspire the community which it was given to
serve. Through the years, foresighted and enthusiastic leadership has fash-
ioned a flagship in the Southwest that is recognized far and wide as a leader.
Channel 4, characterized by its vitality as a community servant, has devoted
countless hours of air time to the civic projects and objectives of the Dallas-
Fort Worth area. Awards and honors — including the coveted Freedom’s
Foundation George Washington medal offer vivid testimony to the ideal of
community service. Today, Channel 4 “sees visions” of a community which
will double in size during the next decade and recognizes the problems and
pressures that will certainly beset such dynamic growth. However, KDFW-TV,
Channel 4, is eagerly involved with the Dallas-Fort Worth communities in the

Search for Solutions of the seventies.

Join with KDFW-TV as we reach for new heights of responsible broadcasting

to the Southwest’s largest television audience.

The Dallas

KDFW-TV Times Herald Station #

CLYDE W. REMBERT, President

DALLAS-FORT WORTH represented nationally by




.

[

e el

Closedbircuit

No kidding

Petition of Action for Children’s Tele-
vision to strip all commercials from
children’s television programing, which
once drew snickers from broadcasters
and their attorneys, may become deadly
serious business. If nose count attributed
to Chairman Dean Burch is to be be-
lieved, there are three votes among
present six commissioners for ACT’s
proposal, not counting chairman’s; he
is said to be still undecided. It’s assumed
that, if report is accurate, votes are
those of Commissioners Nicholas John-
son, Robert T. Bartley and H. Rex Lee.

Commissioners will have opportunity
to discuss matter within next two weeks.
Staff is preparing draft of general in-
quiry on ACT’s proposals—to require
broadcasters to devote 14 hours week-
ly to children’s programing as well as
to ban commercials—as means of ob-
taining industry comment.

Slow turnover

Whatever outcome of tomorrow's elec-
tions, White House patronage dispensers
are intensifying efforts to get at “super-
grade” holdover Democrats in govern-
ment, particularly at administrative
agencies, including, if not particularly,
FCC. Quiet inquiries were being made
jast week about half-dozen positions—
specifically department heads and dep-
uties in grades 16 and above, which pay
between $25,000 and $35,000 at FCC.

Only two top-level posts at FCC—
chief of Broadcast Bureau (where Re-
publican replaced Republican) and gen-
eral counselship, where Democrat was
replaced by Republican (but with Dem-
ocrat moving into chairman’s domain as
planning aide)—have changed hands
since Presidency shifted to Republicans
nearly two years ago. It's no secret that
inquiries have been made by GOP con-
gressional leadership in behalf of con-
stituents seeking FCC posts, some of
whom have complained about being re-
buffed. White House inquiries have re-
lated to incumbent heads and subchiefs
in such posts as executive director, Com-
mon Carrier, CATV Bureau and chair-
man’s office itself.

10-foot pole

Call by General Foods and Ogilvy &
Mather for broad-based support for re-
search on so-called clutter in TV (see
page 29) apparently did not start out
exactly that way. At one point, sponsors
reportedly sought to involve Television

Bureau of Advertising in clutter re-
search. But TVB counterproposed study
of relative effectiveness of high-rated
and low-rated commercials. If such
study established that, for example, 10
commercials with 2 ratings were as good
as or better than two 10-rated spots—
both combinations representing 20 gross
rating points—TVB felt pressure on
high-rated spots would be eased and
better market for lower-rated availabili-
ties would be created. But GF and O&M
said no to that.

TVB is currently moving into re-
search on still another subject: spon-
sorship of public-service messages “on
behalf of society” (drug-abuse, ecology,
etc.). Bureau officials have long held
that “sponsorship makes it better,” both
for advertiser and in terms of public
acceptance of message. Exploratory re-
search now getting under way is slated
to test this theory and also examine rel-
ative effectiveness of such messages
when presented in name of advertiser,
of station, of public-service organization
or, in some cases, with no tag at all.
Officials would like to expand this proj-
ect and perhaps also explore results of
such campaigns in practical terms where
official data, such as crime rates, make
measurement possible.

Which Lee?

Until last week semiofficial word was
that H. Rex Lee, Idaho agricultural
economist and FCC’s junior Democratic
commissioner, would head U.S. delega-
tion to World Radio Conference in
Geneva next June. Now it's official that
it was all mistake—that Robert E. Lee,
FCC'’s senior Republican member and
alternate space commissioner, will head
delegation to extraordinary conference
which will decide allocations for space-
satellite frequencies, develop interna-
tional rules on their use. FCC’s space
commissioner is Chairman Dean Burch,
whose commitments preclude his ab-
sence from Washington for month to
six weeks Geneva conference will go on.

Undermeasured blacks?

Plans of Black Efforts for Soul in Tele-
vision to go after rating services in
effort to obtain what it considers more
meaningful programs for blacks (BROAD-
CASTING, Oct. 26) involve possible Sen-
ate investigation and complaints to
FCC, to Federal Trade Commission, or

to both. All of those routes are under
consideration, and although BEST has
no commitment yet for Senate inquiry
into rating services, its officials feel
confident hearing could be obtained.

BEST is nearing end of investigation
of accuracy of Nielsen and American
Research Bureau local-market studies as
they apply to blacks, and it was that
investigation that BEST coordinator,
William Wright, had in mind, on wWTTG-
Tv Washington program two weeks ago,
when he called ratings “bunch of gar-
bage.” BEST feels blacks’ viewing habits
are not being accurately reflected in
ratings. Gilbert Mendelson, director of
BEST’s study, will meet within two
weeks with researchers for ARB and
Nielsen, but only to check on meth-
odology.

Doubts on data

Serious questions will be raised next
week about usefulness and validity of
all those product-usage figures turning
up these days in local-market TV-
audience reports. John A. Dimling, VP,
research, National Association of Broad-
casters, is readying report for delivery
Nov. 9 to Advertising Research Foun-
dation conference in New York.

Mr. Dimling's report will be based on
$40,000 study conducted by independ-
ent firm and funded by NAB, net-
works, some station groups and others.
Study is said to find that there’s not
much use made of such data as how
many cups of instant coffee audience to
certain station in certain time period
presumably drinks, and that there’s
some doubt about validity of such data
based on samples in present measure-
ments. Both American Research Bu-
reau and A. C. Nielsen Co. have in-
cluded such information in station
measurements in recent years.

Job hunters

Applications for three executive vice
presidencies to be created at MNational
Association of Broadcasters are piling
up on President Vincent T. Wasilewski’s
desk. Several are from candidates now
on NAB staff. Whether internal promo-
tions to EVP’s of public relations and
station relations would satisfy associa-
tion’s policy heads is problematical,
though government-relations EVP is
seen as set for Paul Comstock, now
chief counsel and VP of government
relations.
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BEFORE MAKING YOUR NEXT TV BUY, REMEMBER:

Metropolitan
Washington, D.C.

is Now the Nation’s
~ 7th Largest Market

According to the 1970 Census

WTTG-TV | WMAL-TV | WTOP-TV | WFAN-TV | WDCA-TV
Channel 5 Channel 7 Channel 9 Channel 14 Channel 20



Weskinbrief

Television's second biggest spender, General Foods Corp.,
to spend $600,000 to find most effective combinations of
commercial lengths and program interruptions; solicits
help from broadcasters, agencies, advertisers. See . . .

What TV combination pays off best? ... 29

Court overturns FCC order which renewed Ohio AM and
denied fairness complaint by employe union that station
refused to air strike messages. Implications for labor-
management only the beginning. See . . .

How ‘fairness’ can be perilous ... 36

U.S. district court in New York orders CBS-TV to pay
Broadcast Music Inc. $1.6 million in annual music-iicense
fees until tangled litigation between them is settled. interim
rate is retroactive to Jan. 1. See . . .

Court calls the tune for CBS-BMI ... 45

November marks 50th birthday of broadcasting, and after
months of research and penetrating interviews with in-
dustry pioneers, here's broad overview of first half century.
See...

Broadcasting at 50: Can it adapt?... 65

Comprehensive chronological listing traces significant
events in development of radio and television, as reported
week by week in BROADCASTING since its first issue
Oct. 15,1931, See . . .

A play-by-play retrospective ... 74

'New York Times' and Cowles Communications wrap up
package in which ‘Times’ would acquire Cowles-owned
WREC-TV Memphis (subject to FCC approval) and four
publications for stock valued over $50 million. See . . .

‘New York Times’ buys first TV... 161

At conference sponsored by Thomas P. F. Hoving’s Na-
tional Citizens Committee for Broadcasting, television is
subject of wide-ranging criticism, but committee itself is
rapped for talking instead of acting. See . . .

Seldom was heard an encouraging word ... 162

Black Efforts for Soul in Television demands more minority
hiring in broadcasting as device for representing needs
and interests of communities, and promises more license
renewal challenges to reach that goal. See . . .

Stiffer demands on black employment ... 166

FCC hard pressed to 'cope’ with flocd of deferred radio-
TV renewals. Spawned by citizen-group complaints and
denial petitions, renewal contests hold back 60 applica-
tions; number could swell to 100. See . . .

Renewal protests swamp the FCC ... 168

Only clear signals coming in from comments on FCC pro-
posals for CATV regulation are diversity of views on
majority of proposals but general disagreement with so-
called 'Public Dividend’ plan. See . . .

FCC's cable plan gets its lumps ...170

Departments Broadeasting
AT DEADLINE ............... 9 PROGRAMING ............... 45 | Published every Monday by Broad-
BROADCAST ADVERTISING 29 PROMOTION ................ 60 ; casting Publications Inc. Second-class
CHANGING FORMATS ........ 52 SPECIAL REPORT ............ 85 gg;t_‘t‘s:nﬁa::ﬁ :sWashmgton, D.C., and
CHANGING HANDS ........... 164 WEEK'S HEADLINERS ......... 10 S'u;mipﬁon orices: Anaoal subscrip-
CLOSED CIRCUIT ............ 5 WEEK'S PROFILE ............ 187 | tion for 52 weekly issues $14.00. Add
DATEBOOK ................. 21 $4.00 per year for Canada and $6.00
EDITORIALS ..........c.vnt. 188 for all other foreign countries. Sub-
EQUIPMENT & ENGINEERING .. 174 scriber’s occupation required. Regular
FATES & FORTUNES 175 issues $1.00 per copy. BROADCASTING
""""" YEARBOOK published each January,
FOCUS ON FINANCE ......... 52 it $13.50 per copy.
FOR THE RECORD ........... 177 JUMERICAN BUSNESS PRESS, WE. Subscription orders and address
INTERNATIONAL ............. 61 ISTION changes: Send to BroapcasTNg Circu-
LEAD STORY ................ 29 :». lation D&;)aﬁment, 1735 cl:)eszzgg; GStreSt,
P e N.W., Washington, D.C. . On
THE MEDIA . ................ 161 “e‘“.‘\ﬁ changes, please include both old and
MONDAY MEMO ............. 27 new address plus address label from
OPEN MIKE .......oooiivnn 12 front cover of the magazine.
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our weathermen say 1ts par Suy.

Everybody’s heard the old adage
about the glass being either half full or
half empty.

The pessimists say it's half empty.
And the optimists say it's half full.

Of course, they’re both right. It
just depends on how they look at it.

At the ABC Owned Television
Stations we like to think the glass is half
full.

Whether we're giving you
tomorrow’s weather or today’s news.

This doesn’t mean we're
Pollyannas. We give you the news, and
that means all the news. Straight. No

holds barred. No punches held.

That’s our commitment as
professional newsmen.

But we also feel we have another
commitment. A commitment to the
people who have to listen to today’s
news.

So our men deliver the news with a
little more hope. A little more warmth.
And a lot more concern for the viewer.

Even if that means making sure our
weathermen have sunny dispositions
when the weather doesn't.

It’s our style. Our delivery. Call it
whatever you like.

But the simple truth is, it’s working.
Since our stations have begun showing
more concern for the viewer .. . there
have been more viewers. Over one
million of them.* And there are more
coming every day.

Which just goes to prove—there’s a
bright side to looking at the bright side.

Our weathermen with their sunny
dispositions are: John Coleman at
WLS.TV, Chicago, Jim Smith at
WXYZ-TV in Detroit, Peter Giddings
at KGO-TV in San Francisco, Alan
Sloane at KABC-TV in Los Angeles and
Tex Antoine at WABC-TV in New York.

We let the sun shinein.

ABC Owned Television Stations.

FAUDIENMCE INFORMATION BASED ON ARS ESTIMATES, FEB/MAR. * 70 VERSUS OCC, 63 NEW YORK, AUG, *£3 DETROIT, AN, 68 CHICAGO, JULY 768 SAN FRANCISCO, AFAIL *69 108 ANGERES, SUSECT TO QUALIZICATION AYAILABLE ON REQUEST.
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Late news breaks on this page and overleaf.
Complete coverage of the week begins on page 29.

AtDeadline

McGraw-Hill buys into TV in big way

It picks up Time-Life group; will spin-off radio

Agreement in principal for sale of all
Time-Life Broadcast's U.S. TV and
radio stations to McGraw-Hill for $80.1
million was announced Friday (Oct. 30)
by two companies.

McCraw-Hill plans to spin-off all
radio properties to comply with FCC's
one-to-acustomer rule. Unofficial esti-
mates of their combined market value
have ranged from $8 million to $12 mil-
lion. Whether radio spin-offs will occur
before transaction is submitted to FCC
for approval, or whether whole pack-
age will be submitted with assurances
that radio stations will be spun off with-
in reasonable time, apparently has not
been decided.

Announcement said sales price is
$80.1 million, to be paid in cash and
notes, and includes assumption of cer-
tain liabilities. Both sides emphasized
that deal is dependent on preparation of
definitive agreement, approval by their
two boards of directors and approval
by FCC.

Deal with McGraw-Hill, major pub-
lishing organization, was negotiated
after talks with Combined Communica-
tions Corp. of Phoenix, at price unoffi-
cially said to be in “mid to upper sev-
enties” (millions), failed to reach agree-
ment. CCC financing reportedly did not
work out. Howard Stark was broker
representing McGraw-Hill in negotia-
tions.

McGraw-Hill's only current broad-
cast interest is about 3% of common
stock of Taft Broadcasting. McGraw-
Hill said it would dispose of this inter-
est after FCC approval of Time-Life
agreement and before taking control of
Time-Life stations.

Time-Life Broadcast TV stations are:
wrFBM-Tv Indianapolis, KLZ-Tv Denver,
woon-Tv Grand Rapids, Mich., KoGo-
Tv San Diego and xero-Tv Bakersfield,
Calif. All are V's except KERO-Tv. Radio
stations are wFBM-aM-FM Indianapolis,
KLZ-AM-FM Denver, woopn-aM-FM Grand
Rapids and xK0Go-AM-FM San Diego.

None of Time-Life’s extensive cable-
TV franchises and systems or its mi-
nority holdings in foreign broadcasting
properties are involved in McGraw-Hill
agreement. Officials said Time-Life
Broadcast would continue as entity of
Time Inc. “for the foreseeable future”
after consummation of proposed sale,
concentrating on cable and foreign ac-
tivities and seeking new interests.

Andrew Heiskell, board chairman of

Time Inc., said: “We have had a warm
relationship with the talented people
who manage and run these stations.
They have served us well for the past
16 years, but we feel that the time is
right for us to undertake a reallocation
of our resources.”

Shelton Fisher, president of McGraw-
Hill, said his company “has been inter-
ested in the broadcast media for many
years.” As result of its experience as
minority shareholder in Taft since 1961
and representation on Taft board since
1965, plus other studies, McGraw-Hill
“concluded some time ago” that it
should expand into broadcasting, Mr.
Fisher said.

Reeves's CATV's go to TPT

Teleprompter Corp., New York, an-
nounced plans Friday (Oct. 30) to buy
seven cable systems from Reeves Tele-
com Corp., New York, for $17 million.

Transaction price includes $4.5 mil-
lion in cash; $10.8 million in 12-year
notes, plus assumption of $1.7 million
of Reeves indebtedness.

Te'eprompter also has agreed to buy
4,500-subscriber cable-TV system in
Lakeland, Fla., from Media General
Inc., for $1 million in cash, assumption
of about $900,000 of debt and issuance
of 5,000 shares of Teleprompter com-
mon stock.

At same time, Irving B. Kahn, chair-
man and president, Teleprompter, said
his firm would issue initially 250,000
shares of common stock under agree-
ment terms to acquire Muzak Inc. stock
from Wrather Corp., Beverly Hills,
Calif. (BROADCASTING, Oct. 26).

Muzak agreement also calls for con-
tingent issuance of up to 150,000 addi-
tional shares, depending on selling price
of Teleprompter shares at end of three-
year period. Sale is subject to approval
of Teleprompter’s board and share-
holders; board will meet Nov. 11; spe-
cial shareholder meeting is scheduled
for early 1971.

Nation's largest CATV system oper-
ator, Teleprompter currently serves
about 440,000 subscribers in 29 states.

Objectors get more time

Three citizens groups in Chicago have
additional two weeks in which to peti-
tion to deny licenses of Chicago radio
and television stations. FCC on Friday

(Oct. 30) voted to extend deadline
from Nov. 2 until Nov. 16.

Commission acted 5 to O in petitions
of Task Force for Community Broad-
casting, Illinois Citizens Committee for
Broadcasting, and Better Broadcasting
Council, which had asked for deadline
extension to Nov. 30 (BROADCASTING,
Oct. 26). Groups said they needed ad-
ditional time to complete discussions
with stations concerning “improved
service to the minority and minority
communities.”

Deadline extension affects licenses of
42 stations and brings to more than 100
number of stations whose renewal ap-
plications are on deferred list as result
of complaints and other actions by citi-
zens groups (see page 168).

ARB plans peace meeting

Plans for joint meeting with represent-
atives of managements of TV stations
and advertising agencies have been an-
nounced by American Research Bureau
in hope of resolving differences that
have led about one-third of ARB's TV-
station clients to withhold signatures
from 1970-71 contracts for ARB local-
market TV reports (BROADCASTING,
Aug. 3, et seq.).

Dr. Peter Langhoff, ARB president,
said meeting would be he!d mid-Novem-
ber in New York. He said ARB expects
that “plans can be laid for the progres-
sive development of a better under-
standing and a system which will be
responsive to the needs of both the
buyer and the seller of TV advertising
opportunities.”

Some ARB critics said they hoped
but were not overly optimistic that
meeting would lead to satisfactory set-
tlement of differences. They also were
critical of letter they said had come
from “a major agency” saying in effect
that salesmen for stations not subscrib-

Program pay is ad time
Kellogg Co., Battle Creek, Mich,,

through its advertising agency, Leo Bur-

nett Co., Chicago, has purchased tele-
vision rights to half-hour film series,
Untamed World, from Metromedia Pro-
ducers Corp., New York. Series, total-
ing 52 episodes, will be offered to sta-
tions by Burnett on basis of advertising
announcements for Kellogg in return for
program at no cost to outlets. Burnett
will place programs nationally, with
specific number of markets not an-
nounced.

More “At Deadline” on page 10

BROADCASTING, Nov. 2, 1970
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ing to ARB would find it difficult to
“service our agency.” ARB spokesman
denied reports ARB had asked agencies
to send out such letters.

ARB meanwhile has told holdout
stations that if they sign by Nov. 5—
just before first ARB reports for Octo-
ber are due out—they will be assured
of no more than 7.5% rate increase
year from now. After Nov. 5, they will
lose that rate protection. (Those who
signed before original Sept. 1 deadline
were offered two-year contracts with no
price increase in second year.)

Atlanta classicists rule

Atlanta citizens committee opposing
sale of WKGA-AM-FM there because of
new owner’s proposal to abandon sta-
tions’ classical-music format won vic-
tory in U.S. Court of Appzals in Wash-
ington Friday (Oct. 30).

Court overturned commission order
in 1968 approving Glenkaren Associ-
ates Inc.'s sale of stations to Strauss
Broadcasting Co. of Atlanta, and re-
manded case for evidentiary hearing.

Court, in unanimous decision, held.

that “commission’s judgmental function
[in deciding whether to approve station
transfers] does not end simply upon a
showing that a numerical majority [of
audience] prefer the Beatles to Beet-
hoven, impressive as that fact may be
in the eyes of the advertisers.” Buyer
had shown that 739 of those polled
preferred proposed format: only 16%
continuation of classics format.

Court decision is climax to battle of
Citizens Committee to preserve pro-
graming of only classical music station
in Atlanta. Notification of transfer of
stations to Strauss produced outcry in
Atlanta and flood of 2,000 letters and
petitions to FCC—in part at least stim-
ulated by stories in local press.

Commission, in denying petition of
reconsideration held that choice of pro-
graming is matter of licensee judgment.

Conflict on smoking rule

Broadcasters lined up against anti-
smoking interests in comments filed at
deadline Friday (Oct. 30) on FCC'’s in-
quiry on responsibilities of licensees on
smoking-and-health issue after cigarette
commercials are banned from air after
Jan. 1, 1971.

Specifically, commission asked for
comments on two questions—possible
fairness-doctrine obligations of broad-
casters who do not carry cigarette com-
mercials but do air antismoking spots,
and public-interest obligations broad-
casters will face after cigarette com-
mercials are banned.

Action on Smoking and Health, anti-
cigarette organization headed by John
F. Banzhaf III, urged commission to
adopt rule requiring broadcasters to

WeeksHeadliners

Mr. Fuchs

George H. Fuchs, formerly executive
VP in charge of personnel, planning and
research, NBC, New York, named exec-
utive VP, industrial relations, for RCA,
New York. He succeeds Edward M.
Tufts, executive VP, personnel, who re-
tires on Feb. 1, 1971. Until then Mr.
Tufts will serve as executive VP on
staff of Robert Sarnoff, chairman and
president. Mr. Fuchs will be responsible
for RCA policies and programs in labor
relations, organization development, em-
ployment and other personnel areas.

For other personnel changes
of the week see “Fates & Fortunes”

continue to devote “significant amount
of time” to antismoking spots “at least
for the foreseeable future.”” ASH further
said that FCC can hold that broadcasters
are not obligated to make free time
available for pro-tobacco interests—but
only because tobacco viewpoint has been
presented extensively on air over past
30 years.

Tobacco Institute maintained that if
licensees are required to carry anti-
smoking spots after Jan. ! or decide to
carry them, they would be under fair-
ness-doctrine obligation to present other
side of issue.

Among other comments:

CBS told commission that mandatory
requirements in area would be “inap-
propriate” and that after cigarette ad-
vertising is banned broadcasters should
be permitted to exercise discretion.

NBC held that issue of cigarette
smoking and health cannot be regarded
as controversial or under fairness doc-
trine after Jan. 1.

Westinghouse Broadcasting Co. said
it will continue to carry antismoking
spots as public service material, con-
tending cigarette ad ban should not
affect policies on public service an-
nouncements generally or announce-
ments relating to public health spe-
cifically.

Conflict issue raised

Claim that International Digisonics
Corp. received support for electronic

monitoring in papers filed with FCC
by IDC stockholders who did not iden-
tify themselves as stockholders is made
in new letter by Phil Edwards, chairman
of Broadcast Advertisers Reports, to
FCC Chairman Dean Burch.

Letter, dated last Thursday (Oct. 29),
was reply to one from Chairman Burch
characterizing earlier protest of Mr.
Edwards against IDC and its counsel,
former FCC Chairman Newton Minow,
as “scandalous” and “offensive” (BroaD-
CASTING, Oct. 5, 19). Mr. Edwards'’s
firm is potential competitor of IDC,
currently only company actively moni-
toring TV commercials electronically.

Mr. Edwards said when IDC case
was pending, papers supporting elec-
tronic monitoring were filed with FCC
by officials of three advertising agencies
and by committee of American Associa-
tion of Advertising Agencies.

“It is our judgment and your word,”
Mr. Edwards wrote to Mr. Burch, “quite
‘scandalous’ and in extremely ‘poor
taste’ that three of the four documents
bear the signatures of IDC stockholders,
neither of whom is so identified.” He
identified them as David W. Dole of
Leo Burnett Co. and Harold J. Saz, who
filed both as vice president of Ted Bates
& Co. and as chairman of AAAA
Broadcast Administration Committee.

Mr. Dole told BroapcasTING Friday
(Oct. 30) that he was not IDC stock-
holder when he filed with FCC and that
his views would not have been affected
if he had been. He said he has since
acquired small interest in company and
that his agency was aware of that ac-
quisition. Mr. Saz could not be reached
for comment.

Mr. Edwards also said that BAR had
received letter from Sanford 1. Wolff,
national executive secretary of Ameri-
can Federation of Television and Radio
Artists, strongly supporting electronic
monitoring. Mr. Edwards said this
would seem to be “reasonable union
position until one learns that Mr. Wolff
personally is a substantial stockholder”
in IDC.

Network takes Agnew poll

Nationwide telephone poll, conducted
by CBS News Oct. 25-27, showed that
37% of persons asked thought Vice
President Spiro T. Agnew would make
poor or very poor President, while an-
other 26% thought he would be good or
excellent.

Results were broadcast Friday (Oct.
30) on CBS-TV’s Morning News with
John Hart.

Vice President Agnew, in his speeches,
speaks for himself in the opinion of
51%; for President Nixon, 23% and
for both, 14%.

10
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‘‘As the twig is

As recent events have established the
alarming spread of narcotics into
junior-high and even grade-school age
groups, Storer stations have stepped
up their efforts to alert both children
and parents to the tragic end results
of drug addiction. WIBK-TV, using a
new “cumulative impact” approach,
produced an intensive week-long
series, in three news-broadcast periods
daily, covering every phase of De-
troit’s drug problem—its scope,
effects, economic and social aspects,

bent..."”

dren, recognition signs for parents
and the role of police and courts.
Atlanta’s WAGA-TV interviewed
nearly a thousand students, regularly
reported their attitudes, usage and
knowledge of usage by others to spur
official recognition of the city’s grow-
ing drug problem. In New York, WHN
explored with legislative representa-
tives the possibilities of a presidential
commission on marijuana. WITI.TV,
Milwaukee, aired a three-day series
on addiction featuring specialists of

nic. WIW and WIW-TV, Cleveland;
WGBS, Miami and Toledo’s WSPD
are also placing major emphasis on
the drug problem under guidelines
laid down for all Storer stations. This
Storer concept of good citizenshé{p
takes a lot of doing, but the rewards
are great—in the often expressed
appreciation of community leaders
and concerned citizens wherever
“Storer Serves.”

cures, educational programs for chil-

San Francisco’s Haight-Ashbury Cli-

STORER

CLEVELAND DETROIT TOLEDO BOSTON MILWAUKEE ATLANTA
viw.TV WJBK-TV WSPD-TV WSBK-TV WITITV WAGA-TV
CLEVELAND DETROIT TOLEDO MIAMI NEW YORK LOS ANGELES BROADCASTING COMPANY
L4L4 WDEE ~ WSPD WGBS WHN KGBS




WTTW

Videotape-to-film transfers
color or black & white

We believe in making them fast,
better, reasonable. If you need
one or want more information,
call Miss Toni Roth at

(312) 583-5000 or complete
and mail coupon.

We don’t play games at WTTW.
We don't have any “reel” time to.

ldid it.

|

I

0O We're already your customer. Hello anyway. [
O I'm interested. Send more information. |
O Contact us fast. We have a job ready to go. |
0 We're using someone else but we'll |
give you a chance. |
Name |
Company {
Address |
I

l

S, oQ City/State/Zip
‘ Phone

WTTW RECORDING SERVICES |

5400 North St. Louis Avenue »  Chicago, Ilinois 60625 __l

SEE US AT THE NAEB CONVENTION

UpenMike -

More on Nixon veto

Eprror: The thoughtful comments con-
tained in President Nixon’s very reason-
able veto of the campaign-spending bill
show that he is sensitive to recent at-
tempts to tamper with free and inde-
pendent broadcasting in our country. I
can’t resist the obsérvation that Presi-
dent Nixon came up with better and
more significant reasons why this was a
bad bill than our own industry whose
initial reaction was defensive, rather
narrow and somewhat parochial.—
William F. O’'Shaughnessy, president,
wvoX-AM-FM New Rochelle, N.Y .

Eprror: I have written President Nixon
the following pertaining.to his veto of
the political-broadcasting bill: “Often
those of us in the broadcasting business
are too busy crying and complaining of
government regulation to say ‘thank
you' when something good comes to us
from Washington. Allow us at XNCY to
thank you for your recent veto of
S. 3637 . . . your help and understand-
ing in this matter is appreciated by all
of us.”—Sincerely, Robert ‘A. Clark,
vice president-general manager, KNCY-
(AM) Nebraska City, Neb.

Plight of the beginner

Eprror: This observation is in response
to letters by Elliot Kohen (BROADCAST-
ING, Sept. 7) and Jim Chirimbolo
(BROADCASTING, Sept. 21). It has been
four months now since I was graduated
with honors from our state university. I
have a background in all facets of tele-
vision studio production, along with two
years’ working experience at the univer-
sity’s TV station. And yet in four
months’ time, I have been turned down
by a total of 16 stations in my state for
jobs in production, for such reasons as
“no jobs available,” “no experience,”
“no budget,” “minority-group prefer-
ence regardless of qualifications,” etc.
The most souring turn-away I received
was from a production manager at a
small independent in Miami who, after
losing almost half his production staff
to a competing station, told me he was
“sticking to internal promotions.”

Digest this, if you will. Out of a total
of approximately 50 broadcasting grad-
vates in my class, only three or four
had tentative commitments for employ-
ment upon graduation. Not one had a
concrete position awaiting him, after
graduation.

I am sure I speak for the majority of
the thousands of bright, energetic hope-

12
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Caring about others
is a natural part
of growing up

-even for a grown-up
steel company
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Martha Clarkis a housewife. With a husband and four kids, she's
too busy to help other people's kids. But somehow she finds time.

Mrs. Clark is Den Mother to a bunch of disadvantaged boys.
Because she cares. She tries to teach them to care, for others. She
knows that the day a boy helps somebody who needs it is the day
he will start to grow up—inside.

We at Republic have many opportunities to help others. In
developing superior new steels and steel products, we continually
upgrade 0ld jobs and create new ones. The econemic impact
created by these jobs spreads across a broad area of modern living.
Republic trains the disadvantaged for jobs, too, and helps educate
the deserving. Together with our employees, we contribute millions
of dollars each year to help those in need of help.

In this our 40th year of business, programs for hiring, training, and
helping the disadvantaged are an integral part of Republic Steel. It's
one way we demonstrate our conviction that a good corporate

citizen cares about the problems of its many neighbors and
communities. And does something about them. Republic Steel
Corporation, Cleveland, Ohio 44101.
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FOR SALE:

IDEAL SPOT IN WESTERN MICHIGAN
SURROUNDED BY THESE NEW PERSON-

ABLE NEIGHBORS — Johnny Cash, Roger
Miller, Tammy Wynette, Glen Campbell,
Eddie Arnold, June Carter, Roy Clark, Lo-
retta Lynn, Jean Taylor, Bobby Gentry,
Marty Robbins, Porter Waggoner, Hank

Snow, Roy Acuff, David Houston

and more.
Top Nashville deejay Ralph Emery on
hand with four hours daily of top contem-
porary country music in stereo.

:-lalfuas million watts, the most powerful commercia! stereo station in
he 5
. Michigan's biggest outside-Detroit market 25,000 sq. mile coverage
gty-grade signals in Muskegon, Kalamazoo, Grand Rapids, Battle
reek.
See your Avery-Knodel man for details.

CBS RADIC FOR GRAND RAPIDS AND KENT COUNTY
Avary.Knedel, Int., Ex¢lvsive Nalional Represuntalives

Please send SUBSCRIBER
- SERVICE
01 year $14
THE BUSINESSWEEKLY OF TELEVISION ANO RADID 0 3 years $35
Canada Add $4 Per Year
Name Position Foreign Add $6 Per Year
0 1971 Yelarbook $13.50 |
January Publication
e 07 1971 CATV Sourcebook
Business Address $8.50
Home Address OfF press fall 1570
. s Zi (O Payment enclosed
. fate 3 Bill me

BROADCASTING, 1735 DeSales Street, NW., Washington, D. C. 20036

-

ADDRESS CHANGE: Priot mew address ahove and attach address labei from a recent issus. or lm:i old address

inciuding zip code. Pleass silow two weeks for procsssing, mailing labels are addresssd one to two fssues In advanes.

fuls leaving college to find their first jobs
in the broadcasting industry. Don't dis-
illusion us. Give us a chance to show
you what we're worth. All we want is
the opportunity to begin our careers and
our lives. Don't make our frustrations
your lossl-—Laurence A. Lancit, Miami.

Eptror: Perhaps one of the most under-
rated sources of new talent for our in-
dustry is the college and university
radio-TV department. In many cases,
the future broadcaster is given an excel-
lent background in the history and,
more important, the daily workings of
the industry. Yet many graduates of
these schools are laughed off for their
lack of “commercial” experience.

It might be wise for small and me-
dium-market stations to look to schools
with broadcasting departments for new
personnel when needed. In fact, broad-
casters would be wise to check into the
courses offered in these schools. They
would be doing themselves a two-fold
service. They would find a source of
personnel interested and willing to learn
about the industry, and perhaps they
could contribute to the development of
a curriculum that fits the needs these
young people will face upon gradu-
ation.—Mirch Davis, wvip(aM) Mount
Kisco, N.Y.

TV isn't a stepchild

EpiTor: Happy to see your item on
Montgomery-Ward's new radio manual
(“Closed Circuit,” Oct. 5). I want to
add two further points:

1. Montgomery-Ward as part of its
mailing to store managers also has in-
cluded a 50-page lead-off section on
television in addition to the 27-page
section on radio.

2. Montgomery-Ward’s billings in
television have recently shown sharp
increases. The first quarter of 1970 bill-
ings totaled $800,000, a 147% increase
over the same quarter last year.~—Paul
Benson, vice president, local sales, Tele-
vision Bureau of Advertising, New York.

Johnson's youngest critic?

Eptror: 1 was amazed to read that FCC
Commissioner Nicholas Johnson accused
wrC-Tv Washington of censorship be-
cause the station deleted language he
used during his appearance on George-
town University Forum { BROADCASTING,
Oct. 19, 26).

Commissioner Johnson seems to be
questioning the validity of [the FCC
rule] which, in summary, states that if
an operator hears profanity being used
on his station, he should take steps to
conclude the transmission, enter the de-
tails in the station log, and report the
incident to the FCC. Fortunately, wWrc-

(Continued on page 19)
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WHAT IS AVCO BROADCASTING?

Avco Broadcasting is tomorrow’s rain, sunshine, cloudy skies, sleet or snow.

Avco Broadcasting’s unique Weather Service does much more than just report
today’s weather. There are special weather summaries for farmers. Forecasts are
related to upcoming sports events. Weather information becomes an integral part
of helicopter highway reports.

Veteran meteorologists, Tony Sands and Frank Pierce compute their own forecasts
utilizing Avco Broadcasting radar installations, satellite receivers and special data
circuits. The exclusive weather information is then transmitted to Avco Broadcast-
ing’s midwestern stations for their use.

This combination of men and machines has proven so successful and accurate
that many companies buy private weather information service provided by Avco
Broadcasting’s Meteorologists.

It may seem like a lot of extra effort. It is, But our viewers and listeners benefit
from this timely, comprehensive weather coverage. We have a reputation, in sales
and service, for making the extra effort. We think that’s what it’s all about.

Avco Broadcasting . . . a progressive, involved group of twelve stations serving eight cities. RADIO:

WLW Cincinnati, WOA! San Antonio, KYA & KOIT San Francisco, WWDC & WWDC-FM Washing- T e HEGR

ton, D.C. and WRTH Wood River/St. Louis. TELEVISION: WLWT Cincinnati, WLWC Cotumbus, WLWD R e e
Dayton, WLWI Indianapolis and WOAL-TVSan Antonio. Represented by Avco RadioTelevision Sales,Inc. . “ . . . shaping the 70’s through communication.”
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- Wealways reach out
1 to the people
wereach.

At the ABC Owned Radio Stations,
it’s our responsibility not only to
entertain the communities we serve, but
to inform and educate as well.

That's why all our stations engage in
an active campaign of documentaries and
editorials on the public behalf. True they
may not always move mountains, or
mesh with majority opinion, but they
make the community aware of its
obligations. And a lot of good comes from
the concern we help create.

"Two of our stations came out strongly
against air pollution. As a result, their
communities applied pressure to local
government and industry to institute new
programs of rigid control.

Another station organizes a talent
hunt each year. To give underprivileged
kids a chance to show that they have more
talent for doing right than wrong.

One station cancelled its regular
programming for five hours so young
people could listen to a documentary on
drug addiction and call in to air their
opinions. So many called in that the show
ran two hours longer than scheduled.

On that same subject, another

station is cooperating with the White
House in developing a new public
awareness campaign.

And we were one of the first
broadcasters to devote twenty-four hours
to in-depth probing of an important
community issue: like school bussing,
abortion, and the generation gap.

Yet we're not white knights tilting
at any windmill that comes along. Our
involvement is backed by long hours of
research into community affairs and
problems. And longer hours into offering
constructive solutions to those problems.

The ABC Owned Radio Stations,

WABC WABC FM/New York
KQV  KQV FM/Pittsburgh
WXYZ WXYZ FM /Detroit
KXYZ KXYZ¥FM/Houston
WLS  WLS FM /Chicago
KGO KGO FM/San Francisco
KABC KABC FM /Los Angeles

have deep commitments to the
communities theyserve. And all our
stations are run by executives who live in
those communities. Sothey get
personally involved.

Because once you reach out, you
canreach anyone.

ABC OWNED RADIO STATIONSS
We've made a sound business out of sound.



Families who can view
PGW represented
TVstations
will spend $2,700,000
on cake mix
this month.

Do you sell cake mix?

Youcan sell more
‘withyspotTV

.and, we can show you Row
~market by market
..‘season by season

Pl II RS (nRII}‘I “I\“\\()()I)\\ \RI) I\(a.

Source S ILB nd'Rating Index Analysis oned by PGW research and projected to Ié‘"hl{[:n rse:
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(Continued from page 14)

Tv was able to delete this portion of the
tape before it was aired.

The key word in this rule, as far as
Commissioner Johnson’s charges are
concerned, is “profanity.” “Webster's
New Collegiate Dictionary” defines pro-
fane in the verb transitive form: “to vio-
late or treat with irreverence, obloquy
or contempt [something regarded as
sacred]; to desecrate.” Commissioner
Johnson, by use of such language, de-
valued the meaningful relationship of
woman’s love with a man. In so doing,
he . . . set a very bad example by using
profanity and then accusing the televi-
sion station of censorship. I would like
o0 see anyone else try to pull a stunt like
that.

As I am 19 years old and have only
recently acquired a managerial position,
I am trying to follow the example of
older members of the broadcasting field.
With examples such as that of Commis-
sioner Johnson, I am going to have to
learn my own way, through trial and
error—Debra A. Spotts, station man-
ager, WLEM({AM) Emporium, Pa.

Telethon brings flood relief

EpiToR: Telethons are a dime a dozen,
but the one wapa-Tv just did for the
flood relief in Puerto Rico was one of
the most outstanding in which I've par-
ticipated. We made up our minds on a
Wednesday to do it, promoted it on the
air, put it on the following Saturday
night for approximately 10 hours, and
raised better than $300,000 in actual
cash, which we turned over to the gov-
ernment of Puerto Rico. Surprisingly,
the bulk of the money came in after the
telethon in the form of checks and cash
. I've never seen a community react
to an emergency the way the Puerto
Ricans came forward for this one.—
Norman Louvau, president, WAPA-TV
Broadcasting Corp., San Juan.

Honorable Luis A. Ferre (1), governor
of Puerto Rico; Norman Louvau, presi-
dent, WAPA-TV Broadcasting Corp.,
San Juan; and Hector L. Modestti, vice
president, WAPA-TV, count flood relief
donations.

Exactly what you
want from Visual’s
custom series 24-10
vertical mterval
switching
systems.

for further information write:

= VISUAL ELECTRONICS CORPORATION
356 West 40th St., New York, N.Y. 10018
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The computer-compatible IGM
Maodel 630 system installed at
WFIR, Roanoke, Va.

Six features that put IGM Series 600

automation systems out in front:

1. Control by punched cards, for
unequaled simplicity and reliability.

2. Automatic production of a
complete FCC log, including a veri-
fication code from the source itself
as it is switched on the air.

3. Realtime capability tosmooth-
ly join net, to fade, switch and mix
audio, and to actuate transmitters or
other equipment.

4. Control of up to 960 inputs. If
needed or desired, the system has
the capacity to schedule a virtually

For “‘tomorrow’s engineering today” in automation equipment,
write or call International Good Music, P. 0. Box 943,
Tel (206) 733-4567.

unlimited variety and number of pro-
gram events, without repetition.

5. Use with IGM Instacarts, as
shown, provides instant random ac-
cess to each of the 48 cartridges in
each Instacart. No waiting for the
system to cue up the right spot or
feature.

6. Manual addressing from a
10-key keyboard for last-minute
changes. Full remote control allows
live participation to any degree
desired.

Bellingham, Wa.

In short, IGM Series 600 systems
are special purpose computers de-
signed expressly for radio, and fully
compatible with computerized
accounting and billing.




Datehook .

A calendar of important meetings and events in communications

m Indicates first or revised listing.

’Nov. 13-14—Meeting of Marylam}-DJgr!ct of Co-
Pgh 5 oy

November

Nov, 2—Deadline for reply comments on policies
and procedures concerning FCC's proposal to per-
mit Specialized common carriers tg provide point-
to-point microwave radio Service (Doc. 18920).

Nov. 2—Deadline for comments on FCC's pro-
posed rule permitting radio stations to use third-
class operators on routine basis if proper show-
ings are made regarding transmitter stability end
employment of first-class operators (Doc. 18930).

Nov. 2-4—Program _ origination seminar spon-
sored by National Cable Television Association.
Atlanta American hotel, Atlanta.

Nov. 3—Willard Walbridge, chairman, National
Association of Broadcasting, speaks, and Roger
W. Clipp, president, Broadcast Management, and
co-chairman, Broadcast Pioneers Educational
Fund, is honored, at joint luncheon of Delaware
Valley chapter of Broadcast Pioneers and Poor
Richard Club. Poor Richard Club, Philadelphia.

Nov. 3-6—New York State Educational Com-
munlcation Association convocation. Grossinger’s,
Grossinger, N.Y.

mNov, 4—Chicago chapter, National Academy of
Television Arts and Sciences, luncheon to_honor
Hallmark Cards Inc. and Foote, Cone & Belding
for 20 years of TV series Hallmark Hall of Fame.
Continental Plaza Hotel.

Nov. 4-7—Annual Western cable television show
and convention, California Community Television
Association. Hotel de Coronado, Coronado, Calif.

Nov. 5-6—Annual fall meeting, Oregon Associa-
tion of Broadcasters. Ramada inn, Portland, Ore.

Nov. 5-7—Eleventh annual conference of Informa-
tion Film Producers of America. Newporter inn,
Newport Beach, Calif.

Nov, 7—I15th annual Petty promotion seminar.
conducted by Edward Petry & Co. Astroworld
motel, Houston.

Nov. 7-8—Meeting of lowa Associatlon of Broad-
casters. Ramada inn/Memorial Union, Ames.

Nov. 7-21—Sixth Chicage International Flim Fes-
tival. Includes U.S. TV commercials competition.
Write: Michael J. Kutza, 12 East Grand Avenue,
Rm. 301, Chicago 60611.

Nov. 8-11—Annual convention, National Associ-
ation _of Edtcational Broadcasters. Sheraton Park
and Shoreham hotels, Washington.

Nov. 9-10—Convention, Eastern chapter,
tlonal Religious Broadcasters. Yonkers, N.Y.

Nov. 9-11—Annual convention, Broadcast Promo-
tlon Association. Astroworld complex, Houston.

Nov. 10—University of Southern California Jour-
nalism Alumnl Association awards. Winners in-
clude Joseph Alsop and John Chancellor. Beverly
Hilton hotel, Los Angeles.

Nov. 10—Public hearing of the Canadlan Radio-
Teievision Commission. Winnipeg inn, Winnipeg.

mNov. 10-11—First annua] conference of National
Industrial Television Association, in conjunction
with NAEB convention. Sheraton Park hotel,
‘Washington.

Nov. 11-14—Sigmna Delta Chi convention. Palmer
Houseé, Chicago.

Nov. 12-13—Tutorial seminar on “Technologies In
Motion Picture Film Laboratories’, cosponsored
by Society of Motion Picture & Television Engi-
neers. Airport Marina, Los Angeles.

Nov. 13—Annual FM Day, Georgia Association
of Broadcasters. Featured speaker will be FCC
Commissioner Robert E, Lee. Marriott Motor
hotel, Atlanta.

Nov. 13—New deadline for reply comments on
FCC’s proposed rule concerning broadcast an-
nouncements of station and network employes’
financial interests in advertised services and com-
;rﬂditim. Previous deadline was Oct. 13 (Doc.

Na-

Balance of 1970 National Association of Broad.
casters conference schedule:

Nov. 12-13—Monteleone, New Orleans.
Nov. 16-17—Brown Palace, Denver.
Nov. 19-20—Mark Hopkins, San Francisco.

éFor list of NAB’s 1971 fall conference dates, sce
ROADCASTING June 29).

bia-Delaware  As. 7S,
Tidewater inn, Easton, Md.

Nov. 13-15—Meeting of board of directors of
American Women in Radio and Television Inc.
Shoreham hotel, Washington.

mNov, 16-19—-National A lation of Regudlatory
Utility Commissloners’ 82d annual meeting.
Speakers to include FCC Chairman Dean Burch
discussing a “New Reéulatory Profile for Com-
munications” and Dr. Clay T. Whitehead, special
assistant to the President for telecommunications
policy, on "The Role of the White House in For-
mulating National Communications Policy.” Inter-
national hotel, Las Vegas.

Nov. 16-20—Annual meeting, Television Bureau
of Advertising, New York Hilton,

aNov. 17—Meeting of Institute of Electrical and
Electronics Engineers. New London, Conn.

mNov. 17-18—Board meetings, American Adver-
tising Federation. DuPont Plaza hotel, Washing-
ton. .

Nov. 20—Meeting of Kansas Association of
Broadcasters. Radisson hotel, Wichita.

Nov. 20—Third I fall mana seminar,
Kansas Association of Raaio Broadcasters. Radis-
son hotel, Wichita.

Nov. 20-22—Annual Radlo Program Conference
sponsored and directed by Bill Gavin. Speakers
and special presentations will relate 10 conference
theme, which celebrates golden anniversary of
broadcasting. Century Plaza hotel, Los Angeles.

mNov, 23—New deadline for reply comments on
FCC's proposals concerning technical standards
for CATV systems {Doc. 1889%4).

Nov. 23—Deadline for reply comments on FCC's
proposed rules concerning extent of local, state
and federal regulation of CATV and limitation of
franchise fees; deadline for reply comments on
prorosal to permit CATV’s to import distant Sif'
nals subject to a specified payment for public
broadcasting (Doc. 18397).

Nov. 23—Deadline for filing reply comments on
FCC's proposal to permit CATV systems to im-
nort distant signals subject to a srecified payment
for public broadcasting (Doc. 18397-A).

ENov. 23—New deadline for filing reply comments
on FCC's proposed rules concerning diversifica-
tion of contro]l of CATV systems and inquiry into
formulation of regulatory policy (Doc. 18891).

December

Dec. 1—Deadline for filing applications with FCC
for domestic satellite systems to_be considered in
conjunction with applications filed by Western
Unlon July 30.

Dec. 1—Deadline for reply comments on FCC's
proposed rule permitting radio stations to use
third-class operators on routine basls if proper
showings are made regarding transmitter stability
agg employment of first-class operators (Doc.
1

mDec. 3-4—Special meeting of board of directors,
Association of Maximum Service Telecasters.
Mauna Kea Beach hotel, Hawaii.

Dec. 4—Annual meeting, Arizona Broadcasters
Agssociation. Mountain Shadows, Scottsdale.

Dec. 4-6—Post-election conference, University of
Maryland depariment of Journalism, on new com-
munications techniques used in political cam-
Faigns this year. Center of adult education, Col-
lege Park.

mDec. 6-9—First CATV Advertising-Programing
Seminar. Walter Conkite, Jerry Della Famina and
Bill Daniels are among speakers. Ambassador
hotel, Los Angeles.

mDec. 7-9—Nationai Cable Television Association
cablccasting seminar. Chicago.

Dec. 14—New deadline for comments on FCC's
proposed rule pcrmitting inclusion of coded in-
tormation in aural transmissions of radio and TV
stations for program identification. Previous dead-
line was Aug. 21 (Doc. 18877).

January, 1971 B

Jan. S—Deadline for comments on FCC's pro-
posed rulemaking regarding estabtishment of do-

Me&EP

“ARE THINGS
GETTING TOUGH?"

Only you know. You may not
know why, but you know if the
decision making process is getting
tougher.

Competition itself is tougher. Is it
because the competitors are young-
er, smarter, or just better in-
formed? It can’t all be luck.

The bitter truth is, it takes more
information at hand for manage-
ment to make the right decisions
now than it used to. Everybody’s
newscast is getting better. How do
you make yours the best in town?
How do you tell which of your on-
the-air people from sign on to sign
off are really helping you, and
which ones aren’t pulling their
weight in rating points? The rat-
ing hooks can give you clues about
fifteen minute segments; but these
“estimates” tell you very little
ahout people, and nothing about
why things go wrong, particularly
these days when rating points
mean dollars that are even tougher
to get.

The solution? That’s our problem.
Basic, hardworking research with
TV viewers in their own homes,
provides the first key. But then, spe-
cific recommendations, long term
surveillance, monitoring, making
specific follow-up suggestions —
these are all part of it. Give us a
call for a no obligation presenta-
tion. Make your life a little easier.

McHUGH Axp HOFFMAN, INC.

Television & Advertising Consulianis

480 N. Woodward Aveniue
Birmingham, Mich. 48011

Area Code 213
644-9200
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“Our Norelco PC-70s
are as rugged as

the Vikings games
they cover.” ”

John M. Sherman
Director of Engineering
WCCO-TV, Minneapolis-St. Paul




When WCCO-TV took delivery of the 1000th 3-Plumbicon* camera,
the station highlighted the unprecedented popularity of the PC-70
family. There are more Norelco color cameras than any other on
independent and network television.

The reasons are easy to find. WCCO Engineering Director John
Sherman tells them with the voice of experience:

“This is the fourth season WCCO-TV has originated NFL Foot-
ball for CBS in color, not only in Minneapolis-St. Paul, but in other
cities. (Before 1967, we did NFL pickups in biack and white.) For
assignments like these, our cameras have to deliver studio quality
and sharpness . . . and do it after the repeated rough-and-tumble
of moving from game, to studio, to game.

“That's why we replaced our color cameras with Norelcos.
Ever since we began the color originations for CBS, we've used
nothing but Norelco cameras for football, and now we are 100 per
cent Norelco.

“We have ten Norelcos, seven in our studios and three in our
40-foot mobile unit, but we bicycle studio cameras back and forth
for remotes and have used up to eight on some NFL pickups.
We've handled remotes for every network—elections, baseball,

news, you name it. We had beautiful color at 50-70 foot-candles
for a Packers-Bears Shriner’s Benefit in Milwaukee County Stadium.

"These cameras are as hard to stop as a 300-pound fullback.
Picture quality is unbeatable, and maintenance requirements ex-
tremely low."”

Now, the PC-70S-2. Our newest generation Norelco PC-70S-2
sets today's standard for superk color fidelity and control. Features
include lower noise with level-dependent comb-filtered contour
enhancement; better low-light performance with 48 dB signal-to-
noise FET preamps; and optional non-linear matrixing.

Rugged as a Viking, but a faithful and sensitive artist with color...
for the camera that is number one worldwide, come to Nerelco.

*Reg. TM N.v. Philips of Holland

Norelco

PHILIPS BROADCAST EQUIPMENT CORP.

[ A NORTH AMERICAN PHILIPS COMPANY

One Philips Parkway,
Montvale, N.J. 07645
(201) 391-1000




San Antonio’s

Golden Sound

RADIO
ADVERTISING
REPRESENTATIVES
NOW REPRESENT
THE DOUBLEDAY
BROADCASTING
STATIONS

IN SAN ANTONIO

KilE

RADIO 930

KEXL

RADIO 104.5

]
Ir
RADIO ADVERTISING
REPRESENTATIVES. INC.
New York (212} 867.2900
Chicago (312) 664-6555
Detroit (313) 965-2420
Los Angeles (213) 4692923
* San Francisco (415) 434.2866

mestic communications satellite system.

wlan. 8-9—Midwister meeting, Florida Association
of Broadcasters. Hilton South, Orlando.

Jan. 11-17—Triannual meeting, Unda, international
Catholic association lor radio and TV. Loyola
University, New Orleans.

mJan, 18—New deadline for reply comments on
FCC's proposed rule permitting inclusion of coded
information in aural transmissions of radio and
TV stations for program identification. Previous
deadline was Oct. 1, 1970 (Doc, 18877).

WJan. 18-20—Nationai Cable Television Associa-
tion cablecasting seminar, Burlingame hotel, Bur-
lingame, Calif.

mJan, 19—Annual radlo commercmls workshop,
SDC d by Ins ! Radio and Television
Saciety. Waldorf Astoria hotel, New York.

lJan. 21 B—Meelins of Alabama_Assoclation of
Par t House, Birmingham.

BookNotes

“The Image Empire,” A History of
Broadcasting in the United States. Vol.
3: from 1953. By Erik Barnouw. Oxford
University Press, New York. 396 pp.
$9.75.

This is the final volume of Erik Bar-
nouw’s comprehensive history of Ameri-
can broadcasting, and it displays the
same vigorous style, knowing commen-
tary and thorough research that won
wide critical acclaim for the preceding
books, “A Tower in Babel” and “The
Golden Web.” Mr. Barnouw's subject
in “The Image Empire” is, of course,
the age of television—as both an Amer-
ican and an international phenomenon
—and many of the events he chronicles
have been given ample study elsewhere.
Nevertheless, Mr. Barnouw’s hardhead-
ed and fast-paced account seems certain
to outlive its competitors. Of particular
distinction are the sections that describe
how American television is bursting its
national boundaries to become an im-
portant, and sometimes troubling, influ-
ence on the entire globe.

“Case Studies in Broadcast Manage-
ment,” 1970, by Howard W. Coleman.
Communication Arts Books, Hastings
House Publishers Inc., New York. 95
pp. $4.95.

This short book is a collection of case
studies in the problems of running a
broadcast operation. In a section en-
titled “Case Study Problems,” readers
can explore the dilemmas of long-range
planning—how to enlarge audiences, in-
crease revenue and operate more effi-
ciently. Another section, “Case Study
Profiles,” is based upon actual situations
and presents more immediate problems
in areas such as editorializing and pub-
lic-service programing. The author,
Howard W. Coleman, is associate direc-
tor of the Commission on Press, Radio
and Television, Lutheran Church in
America. He has also. written “Color
Television—The Business of Colorcast-
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AmericanTelesports Network

Formed to specialize in the presentation of televised Utilizing Transmedia’s mobile teleproduction fleet, the

sports programming, American Telesports Network will nation's largest and finest, and with Century Broadcast
enable stations to obtain comprehensive sports Communications in charge of sales/ distribution,
programming as well as permitting advertisers to reach American Telesports Network will kick off with the
national audiences with predictable frequency and wide 1970 Supernationals, foremost U. 8. drag racing event.
market selectivity. American Telesports Network will Already scheduled for 1971 are top golf tournaments,
provide comprehensive, continuous coverage of sports, fhorse races, auto races, rodeos and major tennis events.
pre-scheduled months ahead so that stations and For all the facts about American Telesporis Network,
advertisers can take complete advantage of the the outfit bringing new clout to sports programming,
marketing and merchandising potential of the pregrams. call Century Broadcast* today.

AmericanTelesports Network nc.

A Transmedia Company

120 East 56th Street, New York 10022 * (212) 832-9200
*Sales/Distribution: Century Broadcast Communications
321 East 51st Street, New York, 10022 - (212} 755-6400
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They don't listen to everyone, But they’re listening to us.

Everyone thinks they've got something to say.
But whether you're listened to is a different story.
The same’s true with radio stations.
Some you just hear. And some, like the ABC FM Stations,
are heard by people who listen,
Listeners who communicate through their music.

Who respond to social issues with personal involvement.
And the products they purchase with a certain amount of cynicism.
The 18-34 audience today is highly selective.

They buy what they believe in.

And above all they ask that you be truthful and honest with them.
Atthe ABC FM Stations we listen to what they want.
In return, they listen to us.

ABC-FM Y5 Jpot JalesInc.e

Representing: WABC FM/New York KABC FM/Los Angeles KQvV FM/Pittsburgh
WLS FM/Chicage WXYZ FM/Detroit KGO FM/San Francisco KXYZ FM/Houston

Offices: New York (212) LT-1-7777 Chicago (312) 372-2267 Los Angeles (213) 663-3311




M””Mg”l” from Robert Ammon, MacManus, John & Adams, Bloomfield Hills, Mich.

Computers add a new dimension to commercial animation

Last spring, while our agency was
working on plans for the fall announce-
ment of the 1971 Pontiacs, the people
at Pontiac asked us to help them with
their dealer presentation of the new
cars. They had a basic outline and
format for the full presentation, but
they wanted something unique to get
things started . . . a kickoff that would
tell a story about dealers to dealers,
and about Pontiac to dealers, and how
and why the new Pontiacs, particularly
a completely new Pontiac, came about.
The presentation would not be a “com-
mercial” in the standard sense, but it
would require precisely the same kinds
of innovative minds, technical ability,
selling power.

Jim Graham, director of marketing
for Pontiac, thought that a fable could
be a charming and effective way to go.
So he wrote a script. Ron Monchak, our
creative director at MJ&A, helped; so
did Hal Bay, who heads our Pontiac
creative group. Then we all looked at
each other and said: “How do we do it,
and make it new and different and ex-
citing? Slide film? Live action? Full or
kmited animation? Stills on an anima-
tion stand? Location?”

Among a multitude of screenings
and meetings and soundings last year,
a gentleman representing Dolphin Pro-
ductions appeared one day and showed
us a reel of strange, wonderful film—
film made by computer-generated ani-
mation. Here were images unlike any
we had ever seen before. They weren’t
automatic, geometri¢ designs as you
would expect, but intricate, exciting
motion created from flat, static artwork.
John Pike, our associate creative direc-
tor for broadcast, said “What if . . .?”

Meanwhile, Jim Graham, who had
been the account supervisor on Ameri-
can Airlines for a number of years,
recalled the magic of an American
Airlines campaign that had featured
the unique cartoons of Charles Saxon,
and said “What if . . .?”

And Ron Monchak later said: “What
if we put Saxon and the computer
together?”

So we went to New York to talk with
Mr. Saxon and Alan Stanley, president,
of Dolphin, which is a division of Com-
puter Image Corp. What we discovered
was an unimposing “hybrid” computer
system called Scanimate. Animation is
achieved by first converting artwork to
high contrast Kodalith film, which is

then scanned by a special camera which
feeds the image into the computer. The
image re-emerges on a high-resolution
screen,

The computer can split a piece of art
into as many as five separate sections,
each moving independently of the others.
The speed of the sequence or section
can be regulated, too. With the help of
a computer animator, you manipulate
what looks like the control board of a
747 until you get each sequence ani-
mating just the way you want it, then
you film directly from the high-resolu-
tion screen. The filming is done in black
and white, and colors are added at the
optical negative stage. This gives you
better control of colors. Color correc-
tion is kept to a minimum. It also gives
you the advantage of changing or add-
ing colors after you've finished shooting.
And to make it easier, there is an art
department to work right along with
you and the computer operators.

Originally, we had planned on 25 to
30 Saxon drawings to tell our story with
computer-animated transitions from one
drawing to another, and occasionally a
piece of pure computer animation to
add a little extra action to the film.
Then someone suggested “animating”
Saxon’s art.

Now, Charlie Saxon is extremely
knowledgeable about production tech-
niques and is one of the most diligent
craftsmen in our business. And he has
had his work animated before. So he’d
become very fussy about the way his art
is “moved,” because nobody had moved
it the way he wanted it moved. But that
first day at Dolphin, Saxon was asking
most of the questions, and ended up

claiming that Scanimate could be a very
useful aspect of his trade. “Technology
used properly,” he later said, “‘makes art
more important as pure art.” Besides,
this was an opportunity for him #o
direct the animation of his work just
the way he wanted—with a brand-new
method of movement.

As the days rolled by, Saxon’s original
drawings evolved into sequences of
action that both frustrated and fasci-
nated us. We discovered many new di-
rections. Saxon would re-draw whole
areas to get the effect we could see
evolving. And all the time, we were de-
veloping something new. Pioneering, if
you will, a relatively untried area in
film making. Soon we were pushing the
limits of the Scanimate system, taking
it where it had never been before and
discovering that it could deliver much
more than we had ever dared hope.
The film was being directed as though
it were a live-action production!

Before completion of filming, we had
animated some 75 key drawings—90
including variations-—for 24 scenes, and
we were at a first workprint in two and
a half weeks. To achieve the same
amount of movement, conventional ani-
mation would have required more than
5,000 drawings, and at least three full
months of inking, painting, in-between-
ing and camera-stand shooting. And
besides, with the computer we were able
to achieve visuals that would have been
virtually impossible to duplicate with
standard animation. This marriage of
technology and art opens new vistas to
anyone concerned with animation,
whether in commercials or any other
realm.

Robert Ammon has a comprehensive crea-

tive background in advertising. A former art
director and commercial photographer, he
also spent three years as a writer, art direc-
tor and producer on the Chevrolet and Fire-
stone accounts at Campbeli-Ewald, Detroit.
He joined MacManus, John & Adams in
1969 as senior TV-radio producer, the posi-
tion he now holds. In the above article Mr.
Ammon describes how the computer opened
up new possibilities in animation and what it
portends for the creative process.
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The God that
gave us Life—

gave us Liberty
at the same time!

Thomas Jefferson

ARTICLE THE THIRD.....Congress shall make no law . . . abridging the freedom of

speeach, or of the press. Bill of Rights
FREEDOM.......cccovvvvvvvvnnenn. A state of exemption from the power or control of an-
other . . . liberty. Waebster's 20th Century Dictionary
SPEECH. ....ccvvvveevvvevrarrnans Thoughts expressed in words, whether written or spoken.

Webster's 20th Century Dictionary

The Prerequisite and the Prerogative are sometimes contused.

Establishing order in the public airwaves through the allocation of call letters,
frequencies, power, and other basic mores of broadcast responsibility is an
acknowledged prerequisite.

Filling the broadcast hours with programming based on cautious research, is a
prerogative. it's the responsibility of broadcast management to perceive the full-
ness of life around us, with all of its foibles, fears, and yearnings, and to mirror
faithfully this life . . . through communications, unpressured.

After 45 years, the Washington Star Station Group anticipates eagerly the next
half-century . . . fully aware of the need for careful assessment of daily events,
honest and objective delivery of Total Information News, and continual evaluation
of our programming efforts in serving community needs.

WASHINGTON STAR STATION GROUP

WMAL-TV # WMAL RADIO % WMAL FM & WASHINGTON, D.C.
WLVA-TV #* WLVA RADIO @ LYNCHBURG, VA.
WCIV TV # CHARLESTON, S.C.
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What TV combination pays off best?

That's what General Foods, medium’s second-largest
customer, plans to spend $600,000 to determine

Industry-wide support from broad-
casters, advertisers and agencies for a
test to find the most effective combina-
tions of TV commercial lengths and
program interruptions was urged last
week by General Foods Corp., tele-
vision’s second biggest spender.

The call came from Archa O. Knowl-
ton, director of media services for Gen-
eral Foods, and Jules Fine, senior vice
president and director of marketing
services for Ogilvy and Mather, a GF
agency, in a panel session Tuesday
afternoon (Oct. 27) during the 61st
annual Association of National Adver-
tisers Convention (also see pages 31,
175).

“Since the very inception of television
there has never been any fundamental
industry research done to determine the
most appropriate commercial format
policies,” Mr. Fine told the panel ses-
sion.

“In its early days television utilized
the radio formats as its operating con-
cept. Since then it has been patched
and mended, but always in reaction to
specific circumstances, and on judg-
ment, parochial interests have dictated
many actions.

“Even the last important [National
Association of Broadcasters] code
change, which restructured the number
of interruptions and commercial time
concepts, was made without any evi-
dence on hand that this was the right
direction.

“It is appalling that the television
business, with advertising revenues over
$3 billion last year, has not done any
fundamental marketing research on this
issue.”

The research program outlined by
Mr. Fine would cost, he estimated,
from $600,000 up and there were
indications that this would not include
the cost of the TV commercial time in-
volved, which Mr. Knowlton said “we
would be buying anyway.”

Mr. Knowlton also said, in response
to questions, that the proposed TV re-

The Association of National Adver-
tisers last week elected William A. Bar-
tel (r), of Celanese Corp., as its new
chairman, succeeding John P. Kelley

search might be considered similar to
the magazine-TV advertising tests Gen-
eral Foods conducted in cooperation
with Life, Look and Reader's Digest,
which concluded that the effectiveness
of magazine advertising is generally
comparable to that of TV advertising—
and which also produced considerable
criticism from broadcast rescarchers on
methodological grounds.

Current plans call for the test to deal
with various groupings of 30-second
announcements, and indications last
week were that it would be conducted
basically if not wholly in spot TV.

Jay Eliasberg, director of TV net-
work research for the CBS/Broadcast
Group, was a member of the panel and
when asked for network reaction he re-
plied that if there were substantial de-
mands for such a study he thought
CBS-TV would want to cooperate, but
he also feit that the project involves
complicated research.

Mr. Fine went further, indicating that
the networks show some reservations
about whether they can or will partici-
pate. As a resuit, he said, planning cur-
rently is concentrated in the spot-TV
area, and a separate study of network
commercial formats might be needed.

Mr. Fine said that “the study as it is
now conceived would attempt to take
several possible commercial patterns,
run brands in each commercial in test
cities and measure sales, attitude and
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ubber. Mar-
vin H. Koslow (1), of Bristql-Myers, was

elected vice chairman for the coming
year.

awareness, and viewer reaction to the
various alternative schemes.”

For example, he continued, five for-
mats might be tested: one that repre-
sents the current comimercial pattern,
two that increase the number of inter-
ruptions but leave the amount of com-
mercial time unchanged, and two that
change the amount of commercial time
but leave the interruptions unchanged.
The various formats would be tested in
five cities, according to plans presented
at the ANA meeting.

Mr. Fine emphasized that “if there
is a better way to study the problem we
welcome your comments.” The impor-
tant thing now, he said, is the forma-
tion of an industry study group, which
he said, is getting under way.

Over the past several months, he
said, “a significant number of broad-
casters and rep groups have expressed
interest in continuing discussions about
the possibility of participating. Several
advertisers have also indicated interest.

“It is an enormously expensive and a
complex test. It will require the help,
support and enthusiasm of the entire
industry to make it work right. I solicit
your support.”

The call for support, which had been
anticipated (BROADCASTING, Oct. 26),
came duting an ANA panel session that
also included these highlights:
® Mr. Eliasberg reviewed the work of
the Committee on Nationwide Televi-
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sion Audience Measurement (Contam),
of which he is a member, in “separating
fact from fiction"” regarding national TV
ratings over the years and also refuted
the most recent “myth,” stemming from
the American Research Bureau’s local-
market findings last fall, that there has
been a steep drop-off in TV viewing.

“There has been no precipitous de-
cline,” Mr. Eliasberg said. “There was a
less-than-1% decline between March of
1969 and 1970, but an examination of
the recent history of television usage
could hardly lead to the conclusion that
it is on the way down. Clearly the long-
term trend of television use is up. In
fact, over the last seven years, it has
gone up some 10%. Another fiction
bites the dust.”

Mr. Eliasberg based his conclusions
on A. C. Nielsen Co.’s National Televi-
sion Index figures. The Nielsen station
index measurements, competitive to
ARB’s, did not find the 5% decline re-
ported by ARB, he said, but beyond
that, neither did Nielsen’s NTI service,
which, though produced by the same
company as NSI, “is done with com-
pletely different techniques and a com-
pletely different sample, so it is a truly
independent measure. I have described
for you how much methodological re-
search we have done on this (NTI)
technique and I think you will agree
with me that, in general, we can rely
on it.”

B Joseph W. Ostrow, senior vice presi-
dent and director of media relations and
planning for Young & Rubicam, warned
that for all its values, electronic moni-
toring of commercial performance may
involve hidden costs—in terms of fol-
low-up by advertisers and agencies—as
much as five times as high as the actual
monitoring costs and, in fact, could

drive spot-TV costs up to a point where
spot’s advantages over other media are
lost.

Unless handled right, he said, elec-
tronic monitoring could prove to be *a
huge cannon to kill a very small flea”
and, if carried too far, “may price some
media out of existence.”

He noted that International Digison-
ics Corp., the only electronic commer-
cial-monitoring service now in opera-
tion, has encountered technical diffi-
culties and received a 90-day stay from
the FCC (BROADCASTING, Oct. 26).
Before that reprieve is up, he said, an-
other monitoring service, Audicom, is
due to go before FCC for approval, so
there will be competition in the field
“and I don't think that’s bad.”
® Mr. Eliasberg, responding to a ques-
tion from the audience about the future
of video cassettes or home-TV record-
ings as an advertising medium, said that
he personally had not been able to see
this field as “a big entertainment me-
dium, much less an advertising medi-
um.” His company developed and is
pushing Electronic Video Recording
(EVR), though currently in the indus-
trial and educational rather than home-
entertainment field.
® In response to another question, Mr.
Fine speculated that, whether they fill
it with news or with syndicated pro-
grams, the nightly half-hour returned
to stations for programing next fall un-
der FCC’s prime-time access rule will,
in most cases, probably carry more com-
mercials than it does now when pro-
gramed by the networks. Most stations
will probably need the extra commer-
cials to cover the costs of the program-
ing, he said.

In presenting the General Foods
pleas for a study of so-called clutter,

Klein expands on Nixon
veto of spending bill

Herbert Klein, director of communica-
tions for the White House, chided “the
networks” last week for criticizing
President Nixon’s veto of the bill to
limit political spending in TV.

He said the bill “sounds good” but on
examination proves to be discriminatory
against broadcasting and would defeat
its own purpose, but that the networks,
which had been critical of other admin-
istration policies and particularly of
Vice President Agnew, had also criti-
cized the veto of the bill. On the other
hand, he said, many stations supported
the veto.

He apparently was alluding to com-
mentaries by network newsmen. His
only specific mention, however, was of
Richard S. Salant, president of CBS
News. Mr. Salant, he said, made a

speech about “the bill of rights” and the
need for media to be on guard against
erosion of those rights. And yet, Mr.
Klein continued, “networks” criticized
the veto of the political-spending bill
even though the veto safeguarded
against the sort of erosion Mr. Salant
was warning against.

There is need for reform in political
spending, Mr. Klein said, but it ought
to be carefully thought out and fair to
all media.

His references were contained in a
wide-ranging speech last Tuesday (Oct.
27), presenting “A Look Ahead From
the White House” on a large number
of problems and issues at the convention
of the Association of National Adver-
tisers.

Mr. Klein was especially complimen-
tary to TV and radio broadcasters as
well as other media for their support of
the national campaign against drug
abuse.

Mr. Fine said that “over the last year
or two there has been mounting criti-
cism of the cluttered environment in the
television medium,

“There is a growing restlessness about
the unending commercial clusters, the
tedious display of show credits, station
promos and other nonentertainment
material. These concerns have been
voiced by advertisers, agencies, govern-
ment and the public.”

He cited figures showing almost a
75% increase in the number of prime-
time commercials since 1964, but also
noted that most of the increase came
from increased use of 30-second an-
nouncements, with only a 5% increase
in total commercial-television time
since 1965.

“How easy it would be to clean the
slate by reverting back to 60-second
announcements, or even going whole-
hog and use only two-minute commer-
cials,” Mr. Fine said. “Intuition may
say [this] but I would not want to cut
advertising delivery by 50%, or more,
simply on intuition.”

Yet, he said, while virtually all of
the critics of TV clutter imply that ad-
vertising effectiveness is being seriously
diluted, that “viewers are rebelling”
and that “the vitality of the medium is
diminishing,” other research has shown
that “total hours of television viewing
has increased consistently since 1966,”
that viewers are no more antagonistic
toward TV commercials than in 1963
and that, “in fact, most people con-
tinue to believe that commercials are
a reasonable price to pay for TV.”

He also cited two studies by Foote,
Cone & Belding that, he said, “do not
indicate a drastic decline in how many
are in the room for television commer-
cials,” and a series of on-air recall tests
by Burke Research Co., whose average
related-recall scores are the same today
as in 1965.

With all the claims and counter-
claims, he said, “the issue is not clear-
cut” and “precipitous action can be
questioned, particularly since there are
no hard facts on which to formulate a
p'an for remedial action, if it is needed.”
What he was looking for in the pro-
posed test, he said, was simply data—
“information on which to make a good
business decision.”

He asked: “Can anyone here imagine
offering a product to the consumer
without investigating how to package
and merchandise that product to attain
maximum consumer acceptance and
sales return?

“It is time for the industry—agencies,
advertisers and broadcasters—to join
together to correct this deficiency. I an-
ticipate your cynicism. Everyone always
begs for more research. It's motherhood
to preach it, but (with this General
Foods proposal) I would like to offer
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an opportunity to practice it.”

In behalf of the plan, Mr. Fine also
invoked FCC authority, quoting Com-
missioner Robert E. Lee as having told
an ANA meeting earlier this year that
“some maximum limits must be estab-
lished as to total time per hour and fre-
quency of commercial matter . . . if
this cannot be solved at the industry
level the commission now has ample
authority to set standards.”

Commissioner Lee’s statement, Mr.
Fine told the ANA audience, “leaves
little room for doubt that if we don't
do something, it scon will be out of our
control. It's a challenge that cannot be
taken lightly.”

In give and take near the end of the
panel session General Foods® Mr.
Knowlton said he could not recall when
he had seen so much criticism of
“blandness” on TV as this year. And
yet, he noted, “the charts” show TV
viewing is still increasing.

CBS-TV’s Mr. Eliasberg responded
that “Jack Gould [New York Times TV
critic) makes up a very small part of the
audience . . . critics make a lot of noise
but are not representative of the public.
If the people really thought television
was not as good as it used to be, they
would be watching less, not more.”

In his formal presentation Mr. Elias-
berg reviewed the findings of Contam
studies—conducted at a cost of more
than $400,000 since Contam was
formed in 1963 by the three TV net-
works and the National Association of
Broadcasters—which he said disproved
once-popular notions that sampling
doesn't work for the measurement
of TV audiences, that national samples
are too small for accurate measure-
ments, and that different rating serv-
ices produce vastly different ratings and
therefore are all inaccurate,

Mr. Eliasberg also revealed results
of two new Contam studies. One, he
said, reinforced previous findings that
“carefully done telephone coincidental
ratings agree very closely with meter
ratings,” but he emphasized that he was
talking about “carefully done” telephone
coincidentals and not those “where as
sometimes happens, a telephone inter-
viewer called her mother and multiplied
the answer by 100,000.”

Another study, he said, destroyed the
fiction that meter readings on daytime
programs are inadequate, finding that
the two methods—carefully done tele-
phone coincidentals and meters—*“pro-
duced almost identical results in the
daytime, with meter ratings understat-
ing audiences by 49%.” This, he felt,
was “most interesting in light of the fact
that the fiction writers generally have it
that meter ratings are too high.”

The new studies were all conducted
for Contam by Statistical Research Inc.,
Westfield, N.J.

PR Lo
Archa O. Knowlion,
director of media services (1), was panel
moderator at the 6ist Association of
National Advertisers convention last
week when the second largest. TV adver-
tiser presented its proposal for TV-com-
mercials research. With Mr. Knowlton
were (I to r) Norton Garfinkle, presi-
dent of Brand Rating Research Corp.;
Jay Eliasberg, director of TV network

General Foods- ;

research for the CBS Broadcast Group;
Joseph W. Ostrow, senior vice president
and director of media relations and
planning for Young & Rubicam; Jules
Fine, senior vice president and director
of marketing services for Ogilvy &

Mather, who presented the General
Foods research plan, and Peter .
Spengler, director of advertising serv-
ices for Bristol-Myers Co.

Who'll heed consumer cries?

ANA is told business must back ETV efforts
to ‘educate’ on product whats, whys, hows

A call for business support of a far-
reaching program of consumer educa-
tion, extending eventually into the class-
room but starting on noncommercial
television, was issued to the nation’s
biggest advertisers last week by Elisha
Gray 2d, chairman of the Whirlpool
Corp.

Mr. Gray, speaking at the Associa-
tion of National Advertisers’ 61st an-
nual meeting (also see pages 29, 175),
said such a program may be advertis-
ing’s biggest opportunity to answer the
consumer’s cries for help—“what to do,
where to go, how to learn”—in an age
when the development and advertising
of new products “may be outstripping
product understanding.”

He cited a Better Business Bureau
analysis showing that 89% of its calls
were inquiries, against only 11% that
were complaints, as evidence of a need
for advertisers to provide ‘“consumer
education” as well as “just plain, old-
fashioned information about consumer
products and services.” On the latter
point, he thought that “for the most
part” advertising is doing “a commend-
able job.”

He also thought that the National As-
sociation of Broadcasters’ TV and radio
codes, and other industry codes like
them, are doing a good job. But, he
said, business needs to go further “and
take a hand in public education” at all
levels.

“Think of the basic benefits to the
consumer if we bring the disciplines of
business into the development of edu-
cational curricula in both formal and in-

formal halls of learning . . . including
adult education and educational TV,”
he said.

Mr. Gray acknowledged that he got
at least part of his idea from plans for
the Ralph Nader series for the “average
American consumer”’ on noncommer-
cial educational TV stations, starting in
November. Upon reading those plans,
he said, a number of ideas came into
focus:

“First, that educational TV, and for-
mal education, too. need help from
business. Educators do not have the
facts nor the research resources for de-
veloping course content and curricula
on many of the topics that worry con-
sumers. They do not have R&D man-
power, nor longer-term investment
disciplines. In fact, they usually are
short of teachers, short of fiscal budget,
running to catch up with current de-
mands.”

He proposed a two-phase program,
with consumer education outside the
formal school system to be phase one.

“Public television is the logical me-
dium,” he said. “Many of us already
are involved as directors, sponsors or
committee workers. Many of you, and
your agencies, have the expertise for
production of objective and sound edu-
cational programing—and for audience
promotion, an essential part of the job.”

He also called for work to start at
once on phase two, incorporation of
consumer-education courses into formal
school programs. This, he conceded,
may take years and require legislation,
but for starters he thought that “non-
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How TV-network billings stand in BAR's ranking

Broadcast Advertf'etu Reporl: network-TV d('!llar revenue sstimate—week ended Oct. 11, 1970
" n th ds of dollars)

(net time and talen

ABC cBs NBC Total Total
minutes doliars
Week Cume Week Cume Week Cume week week 1970 1970
ehded Jan, 1- ended Jan. 1- ended Jan, 1- onded onded total total
Day parts Oct. 11 Oct. 11 Oct. 11 Oct. 11 Oct. 11 Oct. 11 Oct. 11 QOct. 11 minutes dollars
M"s'?g:’-'éfﬂd@im. E3 500000 $ i § 2340 § 44837 § 3387 § 128125 106 $§ 5727 3.277 $ 17,2962
M("lr(‘)daa.yn-:-réd;.ym. 1.562.0 68,036.6 3,608.1 122,992.6 2,700.8 72,564.2 933 7.870.9 35,312 263,593.4
Sug‘l‘r’%fz;‘s_gn:gly. 1,929 36,129.6 1,897.7 50,402.4 4,363.0 37,046.8 343 7.589.8 11,324 123,578.8
day-Saturda
M%np.n‘:,-ha% p,r‘::. 529.1 9.816.7 8379 29,786.2 521.8 22,329.4 75 1,888.8 3,171 61,932.3
Sunda
ut? p.r¥:,-7:30 p.m. 65.6 4.850.7 465.1 10,138.2 320.7 7.814.8 24 851.4 an 22,804,7
day-Sunda
M%’:‘aoyn Lll)r.‘m.v 7.186.8 211,670.5 7.285.2 260,410.8 7.481.1 262,480.7 435 21,9731 17.936 734,852.1
Monday-Sunda: .
11 :}:‘n.-snlgnyoﬂ 785.3 13.445.3 377.7 14,952,3 613.0 28,948.3 125 1,976.0 4.750 57,345.9
Total $11,467.9  $344,039.4 $14,715.7  $493,167.2 $16,539.1  $443,906.7 2,041 $42,722.7 76,581 $1,281,203.4
commercial, educationally acceptable public know what is being done. moderated the session.

course material” could be pulled to-
gether quickly by “some of our trade
associations.” He said the Association
of Home Appliance Manufacturers, for
example, already has material for home-
economics classes that “needs only re-
organization and editing for broader ap-
plication in courses of more formal
design.”

Ideally, he felt, implementation of the
consumer-education programs should be
administered by the Better Business
Bureaus-—an impartial organization—
and funding could be handled in many
cases by redistribution of current corpo-
ration grants to put more support
behind consumer-education projects.

William Bernbach, chairman of Doyle
Dane Bernbach, warned that the cur-
rent combination of *“an unhappy
economy” and a rising tide of consum-
erism raises a danger of “frantic neg-
lect” of the basic need to create adver-
tising that will stand out and be noticed.

He also felt that “tremendous sins”
may be committed in advertising in sup-
port of social needs at the expense of
sales of the advertiser’'s products. The
businessman must sell himself as well
as ideals or he cannot survive, Mr.
Bernbach said, but the advertiser who
sells both ideals and himself will have
much to gain.

He emphasized, however, that adver-
tising is no substitute for a good pro-
duct: “It's up to business to give us
something better to say.”

The responsibility of business was
also stressed by Richard J. Wiechmann,
communications vice president of Riegel
Paper Corp., who told a panel session
Tuesday afternoon (Oct. 27) that
“we’re all responsible for contributing
to environmental pollution—and had
better do something about it and let the

Willard F. Rockwell Jr., board chair-
man and chief executive officer of North
American Rockwell Corp., thought that
“many of today’s advertising techniques
are on a collision course with public
opinion.”

In his view, “we need more advertis-
ing that explains the problems that
plague this country and less puffery
about the solutions we don’t have.”

Mr. Rockwell's speech—which was
presented by H. Walton Cloke, adver-
tising and public relations vice presi-
dent of North American Rockwell be-
cause fog delayed Mr. Rockwell’s plane
—stressed that “the need for an in-
formed, knowledgeable public is para-
mount to the future of this country,”
and added:

“I'm not suggesting that we eliminate
sell. I'm urging that we indulge in
creditable sell. We don’t have to stop
advertising or go out of business to get
off the collision course with the public.
Let's stop puffing and stress perform-
ance—but only when it's justified. Let’s
recognize that an informed and knowl-
edgeable public is a far more under-
standing public.”

Views on contemporary communica-
tions in a world considerably outside
advertising were presented in the wind-
up session Wednesday morning (Oct.
28) by Hillard Elkins, producer of the
controversial “Oh! Caleutta!”, Saul
Bass, design consultant and producer;
Kevin Eggers, president of Poppy
Records, and Clay Felker, editor of
New York magazine.

“This world is becoming more and
more permissive with pornography per-
mitted, nudity expected, sex demanded;
with political views frequently injected
into what professes to be pure entertain-
ment,” said Anthony C. Chevins, presi-
dent of Cunningham & Walsh, who

Like it or not, he said, “freedom of
expression means just that. Censorship
today is a bad joke, and permissiveness
is becoming more and more prevalent
in the world of the arts.”

Advertising, he feared, is heading in
the opposite direction.

“In my opinion,” he said, “we are
in danger of being censored and clob-
bered into a league of frightened mum-
blers instead of enlightened communi-
cators; bludgeoned by the bureaucratic
bat-boys who seem to be trying their
best to pound us into creating and pro-
ducing only inanities, badgered con-
stantly by nihilistic Naders and headline
hypochondriacs.

“These unrealistic umpires seem to
want us to publish all and every ingred-
ient of our products and those of our
competitors, what they will and what
they will not do, under any and all con-
ditions in comparison with anything
and everything in a 30-second com-
mercial.”

Rep appointments:

® Kwtv(Tv) Oklahoma City: Blair
Television, New York.

" WFLY-FM Albany-Schenectady-Troy,
N.Y., wyNE(aM) Appleton, Wis., and
wLix(aM) Islip, N.Y.; Young Radio
Sales, New York.

® Krre(aM) and KEXL(¥M), both San
Antonio, Tex.: Radio Advertising Rep-
resentatives Inc., New York.

8 WpEo(aM) Peoria, Ill.: Walton
Broadoasting Sales Corp., Chicago.

® KwsT-FM Los Angeles, WRCP-AM-FM
Philadelphia, wwMaD(AM)  Madison,
Wis., KGBX(aM) Springfield, Mo.: Jack
Masla & Co., New York.

® KkHi-AM-FM San Francisco: Edward
Petry & Co., New York.
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Reflecting community spirit
while preserving community pride

There’s a unique educational program taking place
in three elementary schools in Pittsburgh’s black
communities. It's called Project Self-Esteem and
involves 210 fifth graders whose cyrriculum consists
of art, music, dance, social studies, drama and
photography, as well as after-school activities.

As part of its continving series of TVII Reports,
WIIC-TV recently telecast a half hour color film
appraisal of Project Self-Esteem. The program,
titled I Am Someone,” and produced by the
WIIC-TV Public Affairs Department, was more than
a mere ook at an isolated experiment.. It showed
dramatically what human beings instilled with a

motivating force can accomplish. In this case, it
was the desire to restore the sense of being
“someone” to black children who have been
separated from their heritage and identity. But

the proof of the Project’s success brought to the fore
meanings far deeper.

WIIC-TV, in examining a community project, came
up with a projection that may well be the
forerunner of all the communities of the future.

A reflection of Pittsburgh

VIIC Television

= A Communicalions Service of

€8BS Cox Broodcosting Corporation

COX BROADCASTING CORPORATION STATIONS: WIIC-TV Pittsburgh, wSB AM-FM-TV Atlanta, WHIO AM-FM-Tv Dayton, WSOC AM-FM-TV Charlotte, w100 AM-FM Miami, KTVU San Francisco-Oakland



When a broadcasting company
- gives away programs about premarital sex,
divorce and drugs,it’s either very show=biz
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or very troubled about the worid.




Several years ago, an unsigned letter
arrived at the office of a producer of one of the
big afternoon soaps.

It was funny. And tragic. And we hope it
was a fake.

It read in part...“and so I blame television
for my troubles. Because if that girl on your
show hadn’t had an illegitimate baby, my
daughter wouldn’t have been influenced to do
the same”

Television has been accused of a lot of
things. Like talking about life, Now while we
readily admit that net all television today 1s
entirely without controversy, we must argue
that life 1s not without controversy.

To learn, one must see and hear.

This belief is the reason for a new kind of
series. A controversial series. One that deals
with pre-marital sex. Marriage. Kids. Divorce.
The whole bit.

We ran the first one-hour public service
special on our five TV stations and when the
thousands of grateful letters from parents,
teenagers, doctors, educators and clergymen
started to pour in, we knew we'd hit a nerve.

We'd like to tell you a bit about it.

The series is called “A Visit with Franz E.
Winkler, M.D., produced by Peabody Award
Winner, Milton Fruchtman. It explores, in
depth, the real, no-nonsense questions that
trouble Americans today. Eight Capital Cities
correspondents in cities all over the country
established a dialogue with viewers and serve as
a sounding board for the issues that concern
them most.

The questions our correspondents ask Dr.
Winkler probed these anxieties and fears.

The first program, “Sex and Search for
Adventure” dealt with the questions of
changing sexual standards in our society. And
Dr. Winkler responded with provocative,
candid and totally unexpected opinions. In
today’s liberated society, Dr. Winkler had a lot of
very “square” things to say about pre-marital

can remember what I've learned tonight for
her sake as well as mine” ‘

“This kind of program is the type of thing
I thought television was primarily going to be”

“Your manner of talking on the subject of
sex 1s so delicate and beautiful that we feel it
should be required listening for all. Young
and old”

“It wasn’t preacherish, nor boringly
statistical, but hard- hlttmg and timely. Pleq§e
give us more of the same” B

The next program did just that. :

“What's Happening to the Family”, ran
the gamut, with no holds barred. Marriage for
the sake of the kids. Alcohol. Drugs. The
commercial exploitation of sex. Femininity:snd
women’s liberation. Adultery. Masculinity and
leadership. Inner fulﬁllment and
self-confidence. e -

And once again the mail was astoundmg

We think the following letter sent to
WKBW Buffalo sums up th? otal feeling,

“Dear Channel 7, be carétul. If you puton-
more Dr. Winklers, you will solve the problems
of millions of families. What would we do
without broken homes, violes# and sad sad,,.
children? Many of our psychologists, socnalﬂ'
workers and paid do-gooders:would be put out -
of work. A ,

The program is terrlﬁq ‘but as a university
teacher I can assure you that you will geta . =
strong reaction from a whole buinch of stupid
experts who will tell you that‘lf

don’t kno '
anything about sex, drugs and' freedom. I dm

watch much television, but my. wife and I and
any friends we talk to will be 1 rhr_re to hear Dr.

Winkler next time. ;-«"F‘

This is the first breath of’ h‘E)pe that our
sick society has heard for a lorgflong time? 7

The “stupid experts” happily didn’t writ_e;-,k -

But a lot of other good people hke our teachert?

friend did. g ¥
fable free, tou{’gﬁ,

Dr. Winkler’s series is ai
any station thatiwishes to use i

sex, parent-child conflict, and sex education. We realize nobody’s goifig to get rich on it.
Mail response came in like this: But we think we’ll all be_ tle
“I am 22 and have a baby girl. I hope 1 richerforit. | %
diat
Capital Cities Broadcasting b

We takk to people.
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How ‘fairness’ can be perilous

Court hints cigarette ruling may apply
to commercials for firm in labor dispute

A broadcaster caught in the crossfire of
a labor-management dispute may find
that adherence to conventional fairness-
doctrine standards may not be enough
to keep him out of trouble with the gov-
ernment. He may have to guard against
being used as a weapon by manage-
ment through the airing of its commer-
cials, even those having nothing to do
with the dispute.

The need for such care was suggested
last week in a decision handed down
by the U.S. Court of Appeals in Wash-
ington. And the implications for labor-
management disputes was only the be-
ginning. The decision cited some of the
principles underlying the ruling apply-
ing the fairmess doctrine to cigarette
advertising—among them the ruling’s
concern for “implicit” messages in the
commercials—and raised new fairness-
doctrine questions for the commission

itself.

The court's 2-to-1 decision over-
turned a commission order denying a
protest of the Retail Store Employes
Local 880 and renewing the license of
WwREO(AM) Ashtabula, Ohio, without a
hearing. The case was remanded to the
commission for further proceedings.

The opinion, written by Chief Judge
David L. Bazelon, turned on the ma-
jority’s conclusion that the commission
had failed to give sufficient considera-
tion to the possibility that wreo in
1966 had canceled union ads urging a
boycott of Hill's Department Store in
Ashtabula as a result of economic pres-
sure applied by Hill’s, a substantial ad-
vertiser on the station. The union was
calling for the boycott in support of a
strike it was conducting against the
store.

Hill’s manager denied that pressure

Business briefly:

Foundation For Kull Service Banks,
Philadelphia, through Dancer-Fitzger-
ald-Sample, New York, and Timex
Watches, through Warwick & Legler,
both New York, are co-sponsors of a
one-hour color special, Ethiopia: The
Hidden Empire, to be aired on CBS-TV
Wednesday, Dec. 2 (8-9 p.m. EST). The
special was produced by the National
Geographic Society in association with
Metromedia Producers Corp.

Timex Corp., through Warwick and
Legler, both New York, is sponsoring
the 1971 Emmy Awards show, sched-
uled for May 9 on NBC-TV. Timex had
shared sponsorship of the broadcast
during previous years. Originating solely
from Hollywood, the awards program
will be reduced to 90 minutes and will
feature on-air awards only to perform-
ers and shows in the entertainment area.
Bob Finkel will produce the broadcast.

General Foods Corp.,, White Plains,
N.Y., through Grey Advertising, New
York, has introduced a new dieters’ aid
—Jell-O brand Life Style—with TV and
print advertising. The product is being
tested in the Boston area.

Pharmaco Inc., Kenilworth, N.J.,
through Warwick and Legler Inc., New
York, will start a fourth-quarter TV ad-
vertising campaign in early November,
using 30-second commercials in daytime

programs and fringe talk shows on the
three TV networks.

American Gas Association, through J.
Walter Thompson Co., both New York,
will sponsor a one-hour musical-comedy
special, The First Nine Months Are The
Hardest, on NBC-TV Wednesday, Feb.
24 (9-10 p.m. EST). The special, in
which three celebrity couples appear as
expectant parents, features Dick Van
Dyke.

General Mills, Minneapolis, through
Wells, Rich, Greene, New York, is sup-
porting a new product, Cheez-Willekers
(salty cheese snack) through purchases
on daytime network and in night-time
spot-TV, beginning Nov. 12.

Faberge Inc., through Nadler & Lasimer
Inc., both New York, will sponsor The
Smokey Robinson Show, a one-hour
musical special on ABC-TV, Dec. 18
(10-11 p.m. EST). Program, which stars
Smokey Robinson and the Miracles and
features the Supremes, the Temptations
and Stevie Wonder, was produced for
Screen Gems Inc. by Jackie Barnett.

Cary Corp. through the New York
Hysterical Society, both New York,
is planning a series of humorous radio
spots for Cary’s Chaser, “first hangover
remedy to go into national distribution.”
The kick-off campaign will initiate in
New York and then expand regionally.

was applied. And the station said it
canceled the ads, after carrying 322
of them, as a result of listener com-
plaints that “the continuous repetition
of these partisan announcements had
become an irritant.” The commission
accepted these representations.

Judge Bazelon, however, said the
commission would have been justified
in suspecting “that something might
have been amiss.” He noted that the
station did not state how many com-
plaints it received or explained whether
the public’s objections might have been
met by fewer commercial spots or more
frequent changes in copy. Accordingly,
Judge Bazelon said it cannot find that
“the renewal of WREO’s license is prop-
erly supported by the record.”

But it is the fairness aspect of the
case that is likely to draw more atten-
tion and that the court majority treated
at some length. The majority reached
no conclusion on the issue—"since the
case is to be remanded in any event,
there is no need for a full discussion
of the question here”—but called on
the commission to face the issues the
decision raised. Judge Bazelon said
those issues “deserve far more compre-
hensive treatment” than the commission
gave them in its order denying the
union’s petition.

The commission had rejected the
union’s complaint that the station can-
celling the commercials had violated
the fairness doctrine. It noted that the
station had carried 322 union spots and,
after refusing to carry more, offered
free time to both sides for a “round-
table discussion” of the dispute. The
union did not accept the offer.

Judge Bazelon, however, pointed out
that the strike and the boycott were
both controversial issues of public im-
portance and that, during April and
December 1966, the station aired more
than 1,000 spots and more than 100
sponsored programs aimed at persuad-
ing the public to patronize Hill’s. Dur-
ing the same period, he added, the
union was denied a single opportunity,
beyond an offer of roundtable discus-
sion, as to why the public should not
patronize the store.

Judge Bazelon said it is not enough
to argue that Hill’s copy did not men-
tion the boycott. “In dealing with ciga-
rette advertising,” he added, “the com-
mission has recognized that a position
represented by an advertisement may be
implicit rather than explicit.” The com-
mission three years ago held that ciga-
rette commercial take one side of the
controversial issue as to whether ciga-
rette smoking is a health hazard.

And the majority had an answer for
those who would argue that the com-
mission limited to cigarettes the applica-
tion of fairness to advertising. The com-
mission did not say that other advertis-
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ing may not carry implicit messages,
Judge Bazelon said, only “that the im-
plicit and explicit messages of other
advertising do not ordinarily concern
controversial issues of public impor-
tance.”

He also cited other elements in the
cigarette ruling. He noted that the com-
mission held “the frequency of the pres-
entation of one side of the controversy
is a factor appropriately to be con-
sidered in our administration of the
fairness doctrine.”

He also noted that the ruling relied
on the judgment of other branches of
government that smoking was a health
hazard. And, in the field of labor-man-
agement relations, he added, Congress
has spoken, indicating “substantial con-
cern with cqualizing the bargaining
power of employes and their employ-
ers.”

And that fact alone, Judge Bazelon
said, could be controlling in the WREo
case: “It is at the very least a fair ques-
tion whether a radio station properly
serves the public interest by making
available to an employer broadcast
time for the purpose of urging the pub-
lic to patronize his store, while denying
the employes any remotely comparable
opportunity to urge the public to join
their side of the strife and boycott the
employer.”

The majority acknowledged that ad-
vertisements intended to serve mainly
as a weapon in a labor-management dis-
pute rather than to inform the public
on issues may not serve “the traditional
purposes of the fairness doctrine.” But
the doctrine, Judge Bazelon said, “is
only one aspect of the FCC’s implemen-
tation” of the requirement that broad-
cast stations service the public interest.

The court said the commission should
deal with that question if the union’s
claim is to be rejected. Judge Bazelon
wrote the opinion for himself and Judge
Spottswood Robinson III.

Judge Roger Robb, who dissented,
wrote a separate statement contending
that there is a reasonable basis in the
record for the .commission’s conclusion
that wrEo dealt with the union fairly
and in good faith. He said there was
no evidence of economic pressure being
applied by Hill's and no reason for
holding that the station violated the fair-
ness doctrine.

Judge Robb went further in contend-
ing that the commission’s assumption
that the fairness doctrine could be ap-
plied in the WREO case was not even
valid. “Specifically,” he said, “I cannot
accept the implicit premise of the ma-
jority’s opinion, but when a radio sta-
tion has broadcast advertisements of the
goods or services of a private business
which is engaged in-a dispute with a
labor union, the fairness doctrine re-
quires the station to broadcast the

union’s views on the labor dispute.”

The majority opinion, however, is
certain to be cited by those seeking a
broader application of the fairness doc-
trine than the commission itself has
been prepared to provide. The environ-
mentalist group, Friends of the Earth,
for instance, argues that the cigarette
ruling should be extended to commer-
cials for high-octane gasoline and auto-
mobiles. The commission has rejected
that argument, but FOE has taken its
case to the appeals court in Washington.

A major difference between the FOE
proceeding and the appeal involving
WREO is that FOE, unlike the union, is
seeking free time for anti-pollution spots
that would track the commercials it
says takes one side of a controversial
issue. (However, the commission has
held that a station cannot require pay-
ment for time as a condition for meet-
ing its fairness-doctrine obligation.)

In addition, the court in the wREo
case was not confronted with the ques-

tion of a wholesale application of the
fairness doctrine to all products whose
advertisements could be held to involve,
implicitly, controversial issues of like
importance.

Such an application, some observers
noted, could cause considerable damage
to the present system of advertising-
supported broadcasting.

Originally, the retail employes union
had filed complaints against three sta-
tions besides WREO, all located in com-
munities where the boycott against
Hill’s stores had spread—wrmJ(aM)
Youngstown, WHHH(AM) Warren and
WLEC(AM) Sandusky. The commission
denied the petitions against those sta-
tions while deferring action on the
WREO renewal, pending receipt of ad-
ditional information on that case.

It was the commission’s decision, on
Dec. 2, 1968, in which “no unresolved
questions of fact” were found remaining
regarding the controversy over WREO,
that the union appealed.

Now FTC, like FCC, lets Banzhafin

Consumer group wins cautious OK to intervene
in proceeding against Firestone advertising

The Federal Trade Commission an-
nounced Jast week it will allow a con-
sumer group to intervene to a limited
extent on behalf of the general public in
its proceeding against the Firestone Tire
& Rubber Co.—charged with misrepre-
senting the price and safety of its tires.

The commission’s general counsel,
Joseph Martin Jr., said the intervention
by Students Opposing Unfair Practices
(SOUP) marked the first time that an
organization “representing as amorphous
a group as consumers have been allowed
to intervene” before the FTC.

In pointing out the “potentially great
contribution” that interested groups c¢an
make in commission proceedings, the
FTC cited the United Church of Christ
Communications Office v. FCC proceed-
ing, certainly no stranger to broad-
casters. In this landmark case, the
United Church of Christ intervened in
an FCC proceeding and successfully
challenged the license renewal of wLBT-
(Tv) Jackson, Miss., on the grounds
that the station did not meet the needs
of the Negro community.

During that protracted legal battle,
the court of appeals ruled that ‘re-

_sponsible” members of the public should

be permitted to participate in license re-
newal hearings.

The FTC decision allowing SOUP to
intervene is, according to that consumer
group, another landmark in public rep-
resentation before federal regulatory

bodies.

John F. Banzhaf III, associate pro-
fessor at George Washington University
and adviser to SOUP, said, “It's a great
day for the American consumer. For the
first time the consumer is being allowed
to talk to the agency that is supposed
to be protecting him.”

The commission, however, was very
cautious in its language: “In allowing
intervention in the present case, we are
beginning a delicate experiment, one re-
quiring caution and close observation,”
the FTC order said. “Nothing in this
opinion should be construed as a perma-
nent or irreversible policy decision: we
have many apprehensions concerning
this step, and we find a need for a pe-
riod of probation.”

The FTC stated that there is a “‘need
to maintain an orderly and efficient ad-
judicative procedure . . .” and that “the
public would be ill-served by an agency
whose proceedings were vulnerable to
disruption and agonizing delay by means
of the proliferation of parties and other
participants.”

The commission also listed several
criteria used to establish when “good
cause” for intervention exists in a par-
ticular case. A group seeking to inter-
vene must desire to raise substantial is-
sues of law or fact which would not
otherwise be properly raised or argued,
the commission said. And the issues
raised must be of sufficient importance
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You can cut
spothiling
discrepancies
by 50% with
th|s Standard
Broadcast
Week /Month
calendar. |




JULY/AUGUST 1971
MON. TUES. WED. THURS. FRI.

26 27 28 29 30
2 3 4 5 6

9 10 11 12 13
16 17 18 19 20
23 24 25 26 27

AUG./SEPTEMBER 1971

30 31 1
6 7 8 9 10
13 14 15 16 17
20 21 22 23 24

N
w

SEPT,/OCTOBER 1971
27 28 29 30 1
4 5 6 7 8
1 12 13 14 15
18 19 20 21 22
25 26 27 28 29

SAT. SUN.
1! 1
7 8
14 15
21 22
28 29 Three months
from the
Standard Broadcast
4 5 Week/Month
1 12 | Calendar for 1971.
18 19 | Weeks run
25 28 Monday through
Sunday.
Months end on
their last
: 1'1 Sunday.
16 17
23 24
30 31

Because we at Katz do the billing and collecting for
the stations we represent, we process 12,000 Spot
invoices a month. We know a lot about billing dis-
crepancies because we work so hard to prevent them.

The Problem. We trace 50% of all disparities between
station bills and agency estimates to rotating Spot
plans. The use of rotation plans is growing. Until
agencies and stations agree on standard definitions
for a broadcast week and a broadcast month, Spot
broadcasting won't lick the discrepancy problem
caused by rotations.

The Cost. Right now a broadcast week can start on
Friday, or Tuesday, or any day, depending on the
agency issuing the order. A station may bil! for a full
calendar month, or through its last Sunday, depending
on its accounting system. This lack of uniformity
creates mountains of unnecessary paperwork for
everyone, It escalates communications cost and
slows payment of invoices. The toil in aggravation and
ill will is incalculabie.

A Solution. Several industry groups have been press-
ing for a standard broadcast week and month. The
4A's is close to winning agreement from 20 top agen-
cies on these definitions:
e A standard broadcast-rotation week begins on
Monday and ends on Sunday;
® 3 standard billing month ends on the last Sun-
day of the calendar month.
TvB and RAB agree.

STATION REPRESENTATIVES

To eliminate much of the Spot paperwork we ail com-
plain about, we must speed universal adoption of
these standards.

One System. Standardized definitions, no matter how
sensible they are, won't help unless everybody uses
them. Of course, this may mean abandonment of your
current system. But that's the price which must be
paid for reducing your discrepancy headaches by half.

We urge agencies, stations and representatives
to act now. Adopt this Standard Broadcast Week/
Month Calendar. If you agree, let us kn9w.

Fill in this coupon, mail it to us and we’ll send you
our 1971 Standard Broadcast Week/Month Calendar.

COMPANY

STREET ADDRESS.

CITY STATE ZIP.
Send to: Katz, 245 Park Ave., New York, N.Y. 10017

At Katz, we do things differently. But when it
comes to handling Spot paperwork, we're ready to
do it the same way as everybody else. We know
that's better.

Kat - - NEW YORK. CHICAGO. ATLANTA, BOSTON,
Z a lo e evlslon CHARLOTTE, DALLAS, DETROIT, LOS ANGELES,
PHILADELPHIA, ST. LOUIS, SAN FRANCISCO,



and immediacy to justify additional ex-
penditures of the agency’s limited re-
sources on a necessarily longer and more
complex case,

Despite the hesitancy of the FTC’s
first step, Mr. Banzhaf said the commis-
sion would have a difficult time keeping
out responsible citizens groups that want
to raise significant points of fact or law.

Intervention by SOUP in the Fire-
stone case is, however, limited. The
group, composed of law students at
George Washington University, Wash-
ington, will not participate in determin-
ing the guilt or innocence of Firestone,
but will be allowed to present evidence
as to whether the proposed cease-and-
desist order—which would be issued if
guilt is determined—adequately protects
the public interest. SOUP calls for
affirmative disclosure in which Fire-
stone, if. found guilty, would have to
clearly state in future advertising, both
broadcast and print, that certain of its
advertising had been judged deceptive
by the FTC. According to FTC General
Counsel Martin, SOUP’s evidence will
be superfluous, if Firestone is found in-
nocent of the deceptive-advertising
charges.

In May, SOUP first called for the ap-
plication of affirmative disclosure in ad-
vertising in an FTC complaint against
Campbell Soup Co., which was accused
of placing marbles in its soup to push
solid ingredients to the surface, making
it appear thicker in its commercials. No
reference to the matter was required
in future adventising in this case, but the
concept was later incorporated in two
consent orders proposed by the FTC in
early October. The two orders were filed
against Coca-Cola for allegedly false
nutrition claims for its Hi-C fruit drinks
and against Standard Oil of California
for allegedly false antipollution claims
made for its Chevron gasoline with
F-315.

In both instances, if the companies
agree to the proposed order, they are
faced with the unpleasant choice of
either halting advertising for one year
or making a positive admission of the
FTC findings. The admission, according
to the order, must occupy at least 25%
of the time of each radio and TV com-
mercial and 25% of the space in each
print advertisement (BROADCASTING,
Cct. 5). Both companies have served
notice they will fight the orders.

In the Firestone case, the FTC has
charged the company with falsely ad-
vertising that its tires were significantly
reduced from regular prices and that
purchasers were assured of getting de-
fect-free tires, safe under all conditions.

Among nationally distributed adver-
tising complained of by the FTC was
one stating: “The safe-tire Firestone.
When you buy a Firestone tire—no
matter how much or how little you pay

—yYyou get a safe tire. Firestone tires are
custom-built one by one by skilled
craftsmen. And they are personally in-
spected for an extra margin of safety.
If these tires don't pass all of the exact-
ing Firestone inspections, they don’t get
out.”

The commission also alleged that
Firestone falsely advertised that scien-
tific tests established its Super Sports
wide-oval tires could stop any car 25%
quicker under typical road and weather
conditions than other manufacturers’
tires of like construction. Also, said the
FTC, the company’s use of the name
“Safety Champion” created false im-
pressions that the tires were safer than
other brands by virtue of superior con-
struction.

A spokesman last week said Firestone
is confident of the “soundness of our
position and we expect ultimately to
prove to the commission that the adver-
tisements in question were not in viola-
tion of law or regulation.”

The Firestone case is expected to
come before an FTC hearing examiner
early next year. The hearing examiner
will decide on the charge of deception
and forward his findings to the five
commissioners. The company may ap-
peal any commission decision through
the courts.

Firestone advertising expenditures for
its tires were as follows, according to
the Radio Advertising Bureau and Tele-
vision Bureau of Advertising:

Radio for the first half of 1970: spot
$311,000, network $29,000. TV for the
first six months of 1970: spot $1,002,-
400, network $2,863,600.

The mystery of the
disappearing agency

A firm nobody can locate
placed smalfl-market spots
but never paid for them

A now-you-see-it-now-you-don’t adver-
tising agency is playing havoc with
small-market radio stations from Syra-
cuse, N.Y., to Fosston, Minn. As one
victimized station official puts it, the
stations “are being left holding the bag”
——in the form of advertising revenues
that never have been received.

Here is how the alleged scheme has
been worked: Signed time orders are
received from the “Williams & Lewis
Advertising Agency” in Houston for 30-
and 60-second spots suggesting that for
$1 a listener can get a form that would
help him prepare a legal will. Requests
are to be mailed to the radio station
and, once a week, they are forwarded to
a book-publishing company—variously
known as “Union Book Publishing Co.”
or “Gulf Book Publishing Co.” at a

Missouri City, Tex., box number.

The listeners have been getting their
forms, but the stations have not been
getting their advertising revenues. So,
as far as postal authorities are con-
cerned, there is no proof of the mails
being used for any fraudulent purposes.
It is, as National Association of Broad-
casters attorney Louise Knight observed,
“just a case of bad debts.”

No count of the number of victimized
stations nor of the amount of lost ad-
vertising is available, but according to
Miss Knight, the NAB has received
more than 20 complaints from stations.
The Houston Better Business Bureaun
reported more than 50 complaints.

The most persistent complainant, ac-
cording to the NAB, has been Ed DelLa
Hunt, president of five radio stations
in Minnesota, among them KEHG(AM)
Fosston, which has lost $1,300. But even
he has about given up, his only hope
being that other stations can be alerted.
The NAB reported it had notified sta-
tions not to accept orders or advertising
copy from the agency.

Beverly Harms, business manager,
wsoQ(aM) North Syracuse, N.Y.,
echoes the futility of other stations in
reporting her unsuccessful efforts to
locate the ad agency or the publishing
company.

“Dun & Bradstreet has been unable
to get a rating on any of the ad agencies
or publishing companies,” noted Mrs.
Harms, “and they seem to . . . evapo-
rate into thin air.”

Mr. DeLa Hunt, who claims that he
and police officials know the individual
behind the scheme, but caninot find him
or prove any wrongdoing, reported that
he spoke to a supposed agency repre-
sentative several weeks ago, asking for
his money. He was told, he said, “to
have patience.” The agency requested
90 more days for payment. The next
time he called, Mr. DeLa Hunt added,
there was no such number listed.

Gerald Marsales, operations manager,
Houston Better Business Bureau, said
his office began getting inquiries in
March. He tracked down the publishing
house to a trailer park with a letter drop
in Missouri City, Tex. But that's all.
Although not overly optimistic about
prospects of ending the scheme, Mr.
Marsales noted that the investigation is
continuing. “There are still some fingers
in the pie,” he indicated.

Meanwhile, the money flows in. Mrs.
Harms, for instance, said her station
has been getting between $60 and $70
a week from listeners.

To add insult to injury, Mrs. Harms
also noted that her station recently re-
ceived another mysterious advertising
time order—this one from the “R&R
Advertising Agency,” Pasadena, Tex.,
offering a special diet plan for $2. She
said the agency could not be located.
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Blair eyes multimarket
spots for election night

John Blair & Co., special projects divi-
sion, is utilizing its multi-market, spot-
sales franchise concept to include elec-
tion night coverage on 73 Blair-repre-
sented TV stations, it was announced
last week.

Blair Television said four advertisers
—the Dreyfus Fund, Volvo, Yuban
Coffee and Prince Macaroni—are signed
for portions of the election night plan.

Under the plan, a total of 939 com-
mercial minutes are offered for sponsor-
ship within or adjacent to stations’ local
election night coverage. All or part of
the plan is offered on a “one buy, one
bill” basis, with Blair handling liaison
with stations on behalf of the advertiser
for scheduling and fulfillment.

Jack W. Fritz, vice president and gen-
eral manager of Blair Television, said
the multi-market spot-sales franchise
concept has “great potential” in tele-
vision sales for election night, Apollo
coverage, sports, and many other special
events. He noted that Blair introduced
the concept last November at the time
of Apollo 13 coverage and said a similar
plan for Apollo 14’s moon flight next
Jan. 31 will be released shortly.

Bissell slates sounds of ‘Boots’

Bissell Inc., Grand Rapids, Mich., manu-
facturer of carpet sweepers and cleaning
products, announced last week it will
sponsor a one-hour special, “The Nash-
ville Sound of Boots Randolph,” in the
top-75 markets of the country the week
of March 15. The markets are being
cleared by Bissell’s agency, Norman,
Navan, Moore & Baird Inc., Grand
Rapids. The special has been produced
by 21st Century Productions, Nashville,
a subsidiary of wrac-rv Nashville. It
features Boots Randolph, Pete Foun-
tain, Jonah Jones and the Nashville
Strings Orchestra.

Agency appointments:

® Yardley of London, for tweed prod-
ucts; Tap Portuguese Airways, for U.S.
advertising, and Elgin Industries Inc.,
for its Elgin radio and Delmonico Inter-
national divisions, New York, have
named Herbert Arthur Morris Adver-
tising, New York, as agency. Three
new accounts are worth approximately
$2 million in billings. Plans for new
clients’ 1971 campaigns were not yet
announced.

® Western Publishing Co., Racine, Wis.,
children’s games and related products,
moves $1-million account from Leo
Burnett Co., Chicago, to N. W. Ayer
& Son there.

® Cunard Line, North America cruise

ship firm, has chosen Ogilvy & Mather
Inc., both New York, as its advertising
agency in the U.S. and Canada. Adver-
tising plans have not been set, accord-
ing to O&M. Former agency was Wyse
Advertising, Cleveland.

® Swedish Cellulose Co., Sudsvall, Swe-
den, paper products manufacturer, has
chosen Smith/Greenland Co., New
York, to handle its advertising in the
U.S. Company plans to enter the Ameri-
can market in 1971 with an advertising
campaign that includes the use of
broadcast, There was no former agency.

® Royal Air Maroc, Casablanca, Moroc-
co, has chosen Kenyon & Eckhardt,
New York, to handle its advertising in
the U.S. and Canada. Campaign plans
are still indefinite, but radio spots may
be used, according to K&E.

Group owner, rep merge

Western Broadcasting Co., Missoula,
Mont., group-broadcast owner, has ac-
quired Cam Co. Broadcast Media Sales,
a sales representative with offices in
Seattle and Portland, Ore. Cam Co. rep-
resents 19 radio and nine television
stations in six states. Western Broad-
casting Co. is the licensee of KGvo-AM-
Tv Missoula, kcFw-Tv Kalispell, KTvM-
Tv Butte, KCAP(aM) Helena, all Mon-
tana, and Kcoy-Tv Santa Maria, Calif.

150 radio markets
eyed for ARB sweep

Single-survey period study
touted as ‘first nationwide’
measurement ever offered

The American Research Bureau will
simultaneously survey 150 radio mar-
kets next spring, in what it calls the
“first nationwide radio sweep” ever
offered by a research organization.

In a statement issued last week, ARB
President Dr. Peter Langhoff said the
sweep is “the inevitable result of the
resurgence of radio as a major adver-
tising medium.” It will cover markets
that account for nearly 99% of all
national and regional radio spot billing
in the U.S. All have previously been
surveyed by ARB at least once a year,
but never before in a single survey
period.

“The need has long existed,” Dr.
Langhoff said, “for audience informa-
tion which better describes the true
power of radio, and provides the basis
on which to compare one market with
another for the same survey period. . . .
For the first time, our advertiser and
station clients will have comparable
data obtained from a single nationwide

Half-million pact signed
by Chicago S&L with FM

Praising the advertising effectiveness of
the station, Talman Federal Savings &
Loan Association of Chicago last week
signed for five more years of program-
ing on wFMT(FM), worth about $500,-
000. The half-million dollar renewal
covers Talman’s classical-music show,
Through the Nigh:, aired midnight to
6 a.m. The contract also covers other
shows, including news.

“WFEMT has been our most productive
advertising medium over the past 14
years in terms of traceable response,”
explained Bernard A. Polek, Talman
chairman and president, “and we are
pleased that such fine programing has
also been good business for Talman.”

Ray Nordstrand, wFMT’s president-
general manager, induced Talman, a
suburban institution, to try weMT for a
six-month test in 1957 and the savings
association has been with the station
ever since. Talman limits its commer-
cials, through RMO Associates, Chi-
cago, to one minute per hour.

WFMT, meanwhile, also has an-
nounced revised format for its monthly
program guide, expanding to a conven-
tional 8%2-by-11-page from present slim
two-column style. It claims paid circu-

Bernard A. Polek, (c) chairman and
president, Talman Federal Savings &
Loan Association of Chicago, signs half-
million-dollar advertising contract with
WFMT(FM), under approving eyes of
WEMT President-General Manager Ray
Nordstrand (r) and Jim Unrath, who is
host of station's Through the Night.

lation of 47,000. Many wWFMT Spon-
sors also advertise in the guide, which
now includes program schedules for
noncommercial wrTw(Tv) Chicago, its
sister operation. Both stations are oper-
ated by the Chicago Educational TV
Assn. The commercial FM outlet re-
cently was a gift to the ETV group by
WGN-AM-Tv there.
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survey to evaluate the total radio audi-
ence on a market-by-market basis.”

Dr. Langhoff also noted that, in addi-
tion to this comparabitity of stations
and markets, most markets will benefit
from the larger sample-size require-
ments that arise from overlapping non-
metro areas. (Total sample size will be
approximately 120,000 diaries.) And,
he added, better data can be obtained
on daytime-only stations because of the
longer operating hours in the spring
months, compared to the fall.

Thirty-one markets that have been
measured annually each fall will be in-
cluded in the new spring sweep. These
markets are being surveyed as usual this
fall, but in the future will be included
only in the spring. Markets which in
the past have been surveyed twice an-
nually will continue to receive fall and
spring market reports. In addition,
eight major markets will continue to be
surveyed four times a year.

Can computers bolster
commercial creativity?

To keep up with a rapidly changing
American society, the creative adver-
tising man must enlist the aid of modern
computer technology. The computer can
provide “up-to-the-minute” information
that “allows the creative man to come
up with the right idea at the right time.”

The call for technology to replace
the “two-year-old research” in adver-
tising preparation came last week for
Stanley Tannenbaum, chairman of the
board, Kenyon and Eckhardt, New
York, in a talk to the Atlanta Adver-
tising Club.

Mr. Tannenbaum stressed rapid
change in the U.S. of jobs and of places
of residence in a country “where pas-
senger miles traveled . . . increase at a
rate of six times greater than population
growth.”

In advertising and marketing, he said,
this is a society in which 55% of the
items sold in supermarkets did not exist
10 years ago and 42% of the products
then available have disappeared. He
said, “we may be moving swiftly into
the era of the temporary product, made
by temporary companies, to serve tem-
porary needs.”

One result, Mr. Tannenbaum said, is
a rapid increase in the consumption of
advertising: “good advertising ideas
burn out in months. Bad advertising
ideas are found out in days. Terming
this a “creative crisis,” Mr. Tannenbaum
suggested it be countered by enlisting
the aid of computer technology—"cur-
rent data that allows the creative man
to come up with the right idea at ¢he
right time.” But, he warned, the com-
puter will not replace the advertising
idea: “The creative man’s ability to

take facts and turn them into talked-
about, living ideas should never, never
be underestimated.”

This inspiration, he said, “is still the
most valuable commodity in the adver-
tising world” and ‘““always remember to
feed the computer; never forget to take
a creative man to lunch.”

Ex-Garroway writer opens
radio-commercial studio

Streeterville Studios, a major new radio
commercial recording and production
studio facility, has opened in Chicago,
it was announced last week by James
Dolan, president, who also heads Shield
Productions, a creative services firm
there. The Streeterville name comes
from an early folk hero of the city.

The new studio’s radio client list
already includes Pabst, 7-Up, Bud-
weiser, Schick, International Harvester,
Chevrolet, United Air Lines, McDon-
ald’s hamburgers, Kraft and similar
broadcast accounts, Mr. Dolan said.
The triple-studio, 7,000-sq.-ft. plant is
at 161 East Grand.

Mr. Dolan, at one time a writer for
Dave Garroway, said his vice president
and musical director is Martin Ruben-
stein, for seven years musical director
at Mister Kelly’s, Chicago nightclub,
who has done radio-TV commercial
work and arranged music for the Chi-
cago cast of “Hair.” Johnny Coons,
sales and production manager, began
his career in national radio serials as an
actor.

Carnation agrees to end
ads criticized by FTC

The Federal Trade Commission last
week provisionally accepted a consent
order prohibiting Carnation Co. from
making misleading nutritional claims
for its heavily advertised Carnation In-
stand Breakfast.

The complaint charges that both Car-

Agency likes four-day week

The four-day week with five-day pay
was tested during July at Knox Reeves
Advertising, Minneapolis, and the re-
sults indicate that agency management
and personnel were pleased. A con-
sultant firm’s conclusion was that the
agency workload was 20% higher dur-
ing July 1970 than the average of the
three preceding months (not a single
deadline was missed); 93% of all em-
ployes said the four-day week measured
up to their expectations; and 89% re-
sponded favorably to the possibility of
a shortened week schedule. Are you
listening, Madison Avenue?

nation’s broadcast and print advertise-
ments falsely imply that Carnation In-
stant Breakfast has as much or more
nutritional benefit as a breakfast of two
eggs, two slices of bacon, two slices of
buttered toast, and an orange or orange
juice.

The FTC also charged that the omis-
sion of certain facts contributed to the
deception. The advertisements, the com-
mission said, suggested that regular use
of Carnation Instant Breakfast is a good
nutritional practice but failed to state
that for good nutrition a variety of
foods should be eaten. The advertise-
ments also did not mention that the
nutritive values claimed were obtained
after the mixture of the product with
milk.

By signing the consent order, which
does not constitute an admission of
legal guilt, Carnation Co., Los Angeles,
agrees to halt the advertising practices
in question.

The FTC may withdraw its accept-
ance of the agreement following receipt
of public comments which become part
of the record of the proceeding.

The ultimate in gratitude

U.S. Communications Corp’s WPHL-TV
Philadelphia is commemorating its fifth
year on the air with a gift to all of its
faithful advertisers (those who have
been with the station for five years)—
one week of free air time. The gratis ex-
posure can run concurrently with the
advertiser’s present schedule or any
other way the client chooses. “It’s been
very interesting,” said Sam Feinberg,
general manager. ““So far no advertiser
has said ‘no’.”

Another agency for Pan Am

Pan American World Airways, New
York, has chosen Carl Ally Inc., that
city, as its third advertising agency. Pan
Am said that they will handle develop-
mental and broad-scope corporate ad-
vertising programs starting in January.
J. Walter Thompson Co., New York, is
the agency of record for Pan Am’s
over-all ad programs worldwide and
has handled passenger campaigns since
1942. Tatham-Laird & Kudner, also in
New York, has handled the ocargo
advertising since 1957.

June Colbert opens own firm

June Colbert Associates Inc., a company
specializing in advertising strategy, was
opened in New York last week. It will
work with advertising agencies and
client firms in all phases of client adver-
tising, from the conception of an idea to
its execution. The firm is headed by
June Colbert, formerly senior vice presi-
dent and partner in the Special Group,
arm of the Interpublic Companies.
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KORK-TV bet on a sure thing
when it went to color for local news.

“The mechanics of our switch to
the Kodak ME-4 Process weren't
very spectacular, but thatjust goes
to show how easy the:whole thing
was,’" says Herb Herpolsheimer,
Photo Chief for the Las Vegas sta-
tion. ‘‘But when we presented B&W
local news one day and color locat
news the next—now that got a re-
action from viewers, advertisers,
and competition.

*'Speaking of advertisers, we got
a lot of local advertiser interest
when we went full color. It's a lot
easier for us'and the advertiser
now that we can- shoot color film
-commercials at his business.

“We've got a new mini-ME-4
processor which we were able to
put into a small lab room because
it was so compact. It processes 20

feet of color film per minute, and
we're doing about 10,000 feet per

month for news, sports, and adver-

tising.

**We haven’t had any trouble
with the ME-4 Process. A Kodak
representative helped us mix our

_ first packaged chemicals, and we

haven't had-any bad film yet.
“*Management is very pleased

with the qha_nge, to full color. It re-

00T

inforced our number-one spot in

‘the market. It gave us increased

viewer and “advertiser interest. It

- saved us ‘fab space. And it's even

paying us back something through

. the Kodak Silver Recovery System.

We hit the jackpot!’’

Color for your station now:comes
in small, less expensive processors.
Packaged chemicals keep ‘it easy.
Kodak help is a call away. Find out
how easily you can get into full
color by calling a Kodak Regional
Chief Engineer. Call John Waner in
Hollywood. Dick Potter, Chicago.
Ray Wulf, New York, Go!

EASTMAN KODAK COMPANY

ATLANTA: 404/351-6510 CHICAGO: 312/654-0200
DALLAS: 214/FL 1:3221 HOLLYWOOD: 213/464-6131

NEW YORK: 212/MU 7-7080 SAN FRANCISCO:
415/776-6055




Top-50 Agencies in
Radio-TV...a Special
Report in Broadcast-
ing's November 23
ISsue.

The top-50 agencies in
radio and television control
just about all the spot
businessthereis. Last year
they placed more than
$3,200,000,000 in broad-
casting. Will this figure be
exceeded in 19707 Who are
the top-50 agencies? What
did their clients spend? Is
J. Walter Thompson still
number one? Answers to
these and similar questions
will be featured in Broad-
casting's November 23
issue.

Your advertising message
in this issue will do double
duty. For not only will it be
read by more than 120,000*
broadcasting influentials,
but it will also be kept for
frequent reference by
agency and advertiser per-
sonnel of dollars-and-cents
importance to you.

Don't miss this unique
advertising opportunity.
Closing date: November 13.
For complete details, con-
tactyour nearest Broad-
casting office.

*Source Ociaber 1970
Readershid Susvey Shovang
3.2 reagers per COPY.

o

1735 DeSales St., N.W. 20036
202-638-1022

New York

444 Madison Avenue 10022
212-755-0610

Chicago

360 N. Michigan Avenue 60601
312-236-4115

Hollywood -
1680 N. Vine Street 90028
213-463-3148
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Programing

Court calls the tune for CBS-BMI

Network is required to pay $1,607,000 a year;
ruling is based on BMI's competitive position

A U.S. district court judge in New York
ruled last week that CBS-TV must pay
Broadcast Music Inc. $1,607,000 a year
—the amount it paid in 1969 and also
the largest fee CBS-TV ever paid to
BMI—until the tangled litigation be-
tween them is settled. This interim rate
would be retroactive to Jan. 1.

The ruling would require BMI to is-
sue a license to CBS-TV to use BMI
music—a requirement that BMI had
sought to avoid because in one phase
of the litigation it is pressing copyright-
infringement charges that, at statutory
rates, add up to about $10 million. BMI
was given the option of accepting the
interim rate and issuing the license, or
giving up the interim payments and re-
taining its rights under the copyright
laws.

The ruling, by Judge Morris E. Las-
ker of U.S. Southern District Court in
New York, who is presiding over the
complex music-license litigation, said
the $1,607,000 figure was “based on the
record as it stands.” It said either CBS
or BMI might within 10 days or on
June 1 of any subsequent year while the
litigation is still pending-—request a joint
conference with the court in an effort
to show that the figure should be ad-
justed upward or downward.

Judge Lasker made clear that the in-
terim rate may be subject to retroactive
adjustment in line with the final deci-
sion, when the case is ultimately de-
cided.

Judge Lasker rejected, but without
prejudice, both (1) BMI's bid for in-
terim payments equal to 62% to 70%
of those that CBS pays to the American
Society of Composers, Authors and
Publishers, and (2) CBS’s bid to have
the interim payments put on a per-use
basis, tied directly to the amount of
BMI music that is used on CBS-TV.

While those issues must be decided
later, Judge Lasker said, “the circum-
stances’ and equities of the case” do
make it appropriate to require CBS to
make interim payments to BMI.

“Although BMI licenses the use of
its music by many others than CBS,”
he said, “the income received by BMI
from television usage of its music and,
in particular, from CBS, is an important

portion of its revenues [which totaled
about $30 million in 1969].

“Furthermore, the arrangements made
between CBS and BMI constitute some-
thing of a bellwether for the terms of
agreements between BMI and other
broadcasters. Indeed, BMI contends that
as an indirect result of CBS's nonpay-
ments to date in 1970, BMI has been
unable to consummate license agree-
ments with other television networks.

“BMI and ASCAP are each other’s
sole competitors of any consequence.
ASCAP is a considerably older orga-
nization than BMI, deriving substan-
tially more revenues from the television
industry than BMI; and ASCAP is pres-
ently being paid for the broadcasting of
its music by CBS and the other net-
works while BMI is not.

“It is impossible to measure with any
degree of accuracy the extent to which
this complex of factors puts ASCAP
at a present advantage over BMI, but

Nixon makes it official

President Nixon last week signed into
law the congressional reorganization act,
the first major revision of legislative
procedure since 1946.

The measure—which most strongly
affects House operations but also modi-
fies some Senate rules—opens House
committee hearings to radio and TV
coverage and to press photographers.
Rules governing that access are, how-
ever, strict and the affected committee
may still, by majority vote, close the
hearings (BROADCASTING, Oct. 16).

The rules do not permit tapes or film
of committee hearings to be used as
partisan campaign material; they bar
commercial sponsorship of live radio or
TV coverage of committees and permit
subpoenaed witnesses to reject broad-
cast and press photography from cover-
age of testimony. Only four TV cameras
are permitted in the chambers, and
lighting levels must be kept as low as
possible. No equipment may block vi-
sion and all broadcast personnel and
photographers must remain as “unob-
trusive” :as possible.

that it gives it some advantage, and per-
haps a substantial one, is not to be
doubted.

“It appears altogether inequitable to
permit CBS to continue to use BMI
music without making a fair [interim
payment], especially considering the
protracted nature of the instant litiga-
tion, while the networks continue to
make large payments to BMI's stronger
competitor. . . .

“It is in the public interest, certain-
ly, at this stage of the litigation that
BMTI's viability as competitor to ASCAP
not be weakened, and it is in the pub-
lic interest to have the choice of listen-
ing to BMI music on CBS’s many out-
lets. . ..”

“Golden Years” is first
series for Gold-Key

Gold-Key Entertainment Inc., Los An-
geles, has been formed for production
and distribution of motion pictures,
television and video-cassette programs,
by Harold Goldman and Samuel Firks.
First television project is The Golden
Years, a 90-minute series of specials
recreating some of the classic silent
movies. The silents will be color-tinted,
speed-corrected and have music sound
tracks added.

Mort Zarcoff, former producer-
writer with Universal Television, will
produce the series which will be offered
to the networks before being syndicated.
“The Big Parade,” 1925 film starring
John Gilbert and Karl Dane, will initiate
the series.

Gold-Key also reported plans to ex-
hibit first-run motion pictures, concur-
rently with their theater presentation,
in hospitals, via video cassettes. The
cassette movies would be fed into the
head-end of a hospital’s master antenna
system with patients charged only if
they watched the movie. Sony and Mo-
torola-EVR have been approached to
supply the hardware.

Mr. Goldman was president of Com-
monwealth United Entertainment Inc.,
Los Angeles, prior to formation of Gold-
Key. Mr. Firks is a Los Angeles real-
estate developer and former member
of the board of National General Corp.
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iq_[l{ér/nerican Independent Radio, Inc.
6290 Sunset Bivd,, Suite 1425 Hollywood, Califomia 90028

O Rush me the SOLID GOLD ROCK & ROLL demo tope
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OJ HISTORY OF ROCK & ROLL ] DRAKE JINGLE SERIES #1
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To listen to the

SOLID GOLD ROCK & ROLL demo tape \

Solid Geld Rock & Roll is the most

exciting contemporary sound ever developed
for automated FM stereo siations.

What can Solid Gold Rock & Rell do
for you?

It can build a solid audience in the
impartant 18 to 49 age group.

It con dramatically increase your rafings
—and revenues.

It can reduce your operating costs by
keeping your staff requirements to a bare
minimum.

Solid Gold Rock & Roll is the latest from
Drake-Chenauli, who also praduce the highly

successful HitParade 71, The History Of Rock
& Roll, and the Droke jingles.

Solid Gold is based on the fight unclut-
tered sound that has made WOR-FM in New
York a phenomenal success.

It is the very best of rock and roll music.
Net underground— but the top hits of the past
decade plus current favorites. And each selec-
fion is announced by a top disc jockey.

The package includes personalized
musical logos. An engineering breakthrough
provides the smoothest, tightest programming
possible. And the service is continuously
updated.

Solid Gold Rock & Roll is available on
an exclusive first come, first served basis in each
market through Americon Independent Rodic.

So act today. It could just passibly be the
most important 16 minutes in the future of your
FM station.

AIK[}Lnerimn Independent Radio, Inc.
6290 Sunset Blvd., Suite 1425
Hollywood, California 90028

Telephone (213) 461-4031



Television widens its lead as news force

Confirming trend of past decade, it gains

as source of most news and most credibility

In the face of mounting criticism of television journalism
from some politicians and the intellectual elite, the public
at large is depending more heavily than ever on television
as its primary source of news and is placing far more
confidence in television than in any other medium. These
are the findings of a survey conducted within the past
two months by R. H. Bruskin & Associates.

Indeed television has gained in primacy as a news source
and in its credibility since Vice President Agnew began
taking shots at it a year ago and while others, following
the Vice President’s example, have been venting their per-
sonal objections to television.

In November 1968, 59% of those interviewed in a survey
comparable to the latest by Bruskin said they got most of
their news from television while 49% said newspapers were
their primary source. In the Bruskin survey television was
cited by 60% and newspapers by 44%.

Over the same period the credibility of television has
risen even more sharply. In November 1968, 44% of the
respondents said television was the most believable source
while 21% accorded that status to newspapers. In Septem-
ber of this year the television percentage went up to 50%
while newspapers stayed at 21%.

In these and still earlier surveys other media have trailed
far behind.

Roy Danish, director of the Television Information Office,
New York, which has commissioned the series of surveys,
said last week that the latest “vote of confidence is par-
ticularly important at a time when shocking and distasteful
news events have generated criticism of traditional concepts
of television journalism.”

The latest study is the first that the Bruskin firm has con-
ducted for TIO, Six earlier studies were conducted by Elmo
Roper & Associates. The Bruskin firm was used-this year,
Mr. Danish explained, because it was able to include the
television-journalism questions in interviews being conducted
on other subjects. The Roper firm ‘'was not available at the
time.

Roper has done six surveys, beginning in December 1959,
the month after the television quiz scandals received national

attention (see story, page 124). Except for a couple of slight
wrigg'es, the curves of television acceptance have been rising
ever since.

The same questions have been asked in each of the seven
studies (see tables below). The Bruskin study was based on
personal interviews in 2,585 homes among persons 18 years
of age and older. The Roper studies were based on an
average of about 2,000 interviews of persons 21 years of age
and older.

“First, I'd like to ask where you usually get most of your
news about what's going on in the world today—from the
newspapers or radio or television or magazines or talking
to people or where?”

12/8% 11/61 11763 11764 1/67 11/68
Television 51% 52% 55% 58% 64% 59% 60%
Newspapers 57 57 53 56 55 49 44
Radlo 34 34 29 28 28 25 23
Magazines 8 9 6 8 7 7 8
Peopla 4 5 4 5 4 5 6
**DK or NA 1 3 3 3 2 3 1

Total mentlons *154% *157% *147% *153% *158% *145% *142%
*Multipla answars ware accepted.,

“If you. got conflicting or different reports of the ‘same news
story from radio, television, the magazines and the news-
papers, which o} the four versions would you be most in-
clined to believe—the one on radio or television or maga-
zines or newspapers?”

12/69 11/81 11/43 11/64 1/87 11/68

Television 29 39 36 41 41 44 50
Newspapers 32 24 24 23 24 21 21
Magazines 10 10 10 10 8 1 8
Radio 12 12 12 8 7 8 bl
**DK or NA 17 17 18 18 20 18 12

“Which of the four versions would you be least inclined to
believe—the one on radio, television, magazines or news-
papers?”’

12/59 11/81 11/83 11/64 1/87 11/68 9/70
Magazines 23 25 28 24 29 27 28
Newspapars 24 28 30 28 25 28 33
Radio 10 9 10 1 11 1 1
Television 9 7 7 8 s 9 9
**DK or NA kL] 32 27 3 30 25 19

**Don’t know or no answer,

r0

NBC-TV takes splinter
lead in Fast Nielsens

NBC-TV, by one-fifth of a point, took
the lead for the first time this season in
the Fast Nielsens, according to ratings
averages for the week ended Oct. 18.

The ratings differ only slightly, de-
pending on how the rating averages
were computed.

Researchers differ on how to treat
shows, such as movies or ABC's Mon-
day-night football, which runs past 11
p.m. NYT. NBC led—in one method of
averaging, NBC had 19.2, CBS 19.0
and ABC 17.1 and in another NBC had
19.3, CBS 19.1 and ABC 17.3

In the week previous, CBS led in the

averages, by nine-tenths of a pont in one
method of averaging, and by seven-
tenths in another.

In the week ended Oct. 18 and by
either computation, NBC won Thurs-
day, Friday and Saturday; CBS Mon-
day and Wednesday and ABC Tuesday
and Sunday.

NBC's Flip Wilson Show, which
placed second in show rankings, was
the only new program to appear in the
top 20. Six new programs were in the
next 20: NBC’s Four in One and Men
From Shiloh; ABC’s NFL Football;
NBC's Nancy; CBS's Mary Tyler
Moore, and NBC's Red Skelton.

In the next 20 in the list, there were
seven new programs: CBS’s Storefront
Lawyers; CBS’s Arnie; ABC’s Make

Room For Granddaddy and The Par-
tridge Family; NBC's Don Knotts Show;
CBS's Headmaster, and ABC's Young
Rebels.

ABC Radio to keep lines
open for all-night news

ABC Radio will provide around-the-
clock protection for late-breaking over-
night news to affiliates of its four net-
work services, effective Nov. 9.

Walter A, Schwartz, president of
ABC Radio, and Thomas A. O’Brien,
vice president and director of radio
news, said last week this marks the first
time in network broadcasting that such
a service is being provided on a regular
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basis. Starting at 1:05 am., ABC will
keep lines open to affiliates of its Con-
temporary, Entertainment, Information
and FM network services throughout
the night, with pre-taped music through
closed circuit. Music will be interrupted
every half-hour with a pre-taped an-
nouncement if there have been no major
news developments, and with a bulletin
alarm and a closed-circuit advisory on
significant news events.

ABC Radio also announced that it
has added to its network service a “Gen-
eral Sportscall,” to be fed on Saturday
and Sunday and four “Newscalls” seg-
ments each weekday.

Cartoonists will write
‘Curiosity Shop’ segments

ABC-TV announced last week that its
new children’s series, Curiosity Shop,
will be presented during the 1971-72
season on Saturdays, 10-11 a.m. NYT.
Created by Chuck Jones, ABC's vice
president, executive director, children’s
programing, the one-hour shows will
combine animation, film, live-action and
music. Producers are Sandler, Burns,
Marmer Productions.

Described as specials based on simple
ideas, the 17 original shows will be re-
peated during the season, Mr. Jones told
a news conference in New York. They
will try to give children viewers the
“peripheral viewpoint” and eliminate
“obvious questions,” he said.

Cartoonists John Hart, Hank Ketch-
am, Mell Lazarus, Irv Phillips, Virgil
Partch and Stan and Jan Berenstain
each will write one or more shows and
use their own cartoon characters for
animated segments.

To be syndicated throughout the
world by ABC Films, the special will be
distributed by sending foreign broad-
casting organizations video tapes, films,
scripts and basic props. Foreign broad-
casters then will reconstruct the pro-
gram to suit their needs.

Fairchild, RNI combine
their news services

Fairchild Communications Inc. and
Radio News International, both based
in New York, have agreed to combine
their audio news services into a new
organization called Fairchild Broadcast
News, effective yesterday (Nov. 1). No
exchange of money was involved in the
transaction.

Radio Pulse Beat News, the parent
company of Radio News International,
will become the sales representative of
FBN. Radio Pulse Beat News also op-
erates its audio feature service and the
Black Audio Network, which are not
involved in the agreement.

Fairchild began its audio news service

two years ago for its six owned-and-
operated stations. Radio News Interna-
tional has been operating for three years
and has 20 station clients.

Fairchild Broadcast News will offer
feeds twice a day, consisting of about 10
minutes of actualities and voiced re-
ports.

FCC loosens rules

on weather broadcasts

The FCC has announced that all broad-
casters may rebroadcast weather reports
originated by the Weather Bureau with-
out further commission authorization.
The new rules govern only those broad-
casts by the National Weather Service
on 162.55 mhz and 162.4 mhz.

The rules provide that when the
Emergency Action Notification signals
and fazilities are used in connection
with a weather emergency, such emer-
gency operations shall take precedence
over any monitoring and rebroadcasting
of Weather Bureau reports.

This blanket authority is also subject
to the conditions that messages must be
rebroadcast within one hour of receipt
from the Weather Bureau; that any ad-
vertisements given in connection with a
weather rebroadcast shall not directly
or indirectly convey an endorsement of
the products or services advertised by
the government, and that credit must
be given to indicate that the rebroadcast
messages originate with the National
Weather Service.

Glenn Ford gets a series

Veteran actor Glenn Ford will star in a
one-hour dramatic series, Cade’s County,
on CBS-TV in the 1971-72 season. The
new series was originally slated as a
half-hour, comedy-drama series, but ac-
cording to Robert D. Wood, president
of CBS-TV, “we prevailed upon Mr,
Ford to go into this new format.” The
new series, produced by David Gerber
Productions in association with 20th
Century-Fox Television and CBS-TV,
will depict a modern-day law-enforce-
ment officer in the Southwest.

Unitas to call jingle signais

Veteran Baltimore Colt quarterback
Johnny Unitas has entered into the
commercial jingle business as president
of Sideline Agency Inc., a new firm
operating out of Baltimore with offices
in Nashville. Sideline will work on
jingle production, talent guidance and
management. Mr. Unitas is also presi-
dent of Johnny Unitas Publishing Inc.,
Baltimore, a music-publishing firm.

More opposition to
talk-show controls

Broadcasters tell FCC
its proposals would
kill the entire genre

Broadcaster opposition continues to the
FCC's proposal requiring licensees to
establish more rigid controls over tele-
phone-interview programing.

The most recent comments on the
proposed rules express the same general
opinions previously stated by partici-
pants in the proceeding—that the pro-
posed rules raise freedom-of-speech
questions, would be burdensome and
costly to implement, would discourage
listener participation, and would result
in stations dropping such programs.

There have been more than 80 com-
ments. Under the proposal, issued last
month (BROADCASTING, Sept. 14), li-
censees would be required to record each
telephone-interview program and ascer-
tain the correct names and addresses of
callers. Recordings and caller-identifica-
tion lists would have to be made avail-
able for public inspection for 15 days.

In its comments, CBS agreed with
previous participants (BROADCASTING,
Sept. 14, et seq.) that the proposal
“raises serious First Amendment con-
siderations and practical problems . . .”
and that the commission has not shown
why the requirements are necessary. It
added that obtaining accurate informa-
tion would be difficult and maintaining
the physical facilities for tape storage
and playback would be burdensome.
And lists of callers would be subject to
misuse by those wishing to inspect them,
CBS pointed out.

NBC, the National Association of
Educational Broadcasters, Cox Broad-
casting and Avco Broadcasting—among
others—concurred that the proposal
would discourage telephone partici-
pants, and hence inhibit vigorous de-
bate on important issues, a policy that
the FCC has advocated in recent fair-
ness-doctrine decisions.

NAEB said it could see no public-
interest reason that programs not in-
volving controversial issues (such as
sports or musical programs) should be
recorded and retained.

In joint comments with other stations,
Time-Life Broadcast Inc.'s KLz-AM-FM-
Tv Denver and WFBM-AM-FM-TV Indi-
anapolis said the proposals raise ques-
tions with regard to television stations.
Are TV’s required to record the video,
the audio, or both signals? it asked. It
also wondered if the rules would be ap-
plicable to shows not involving discus-
sion of controversial issues, and sug-
gested exempting contest-type programs.
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WDCA-I'Von
the ‘cart’' machine:

Now that station WDCA-TV in Wash-
ington, D.C.,hasbheenusinga TCR-100
cartridge video tape recorder for al-
most six months, we thought you
might like to hear what they have to
say about it.

1.*“With this new cartridge VTR, one
man can run the station, as far as on-
air presentation is concerned...three
or four taped commercials in a row is
easy, because you just don't run out
of tape machines’’

2.“There’s no degradation of quality
in the cartridge tapes, even after
more than 100 plays...I've been tickled
to death with this ‘cart’ machine; it
just sits there and works.’

3.“The TCR saves us time during
station breaks...We're actually log-
ging 30% more promos since we got it.
And we're starting to

piggy-back our promos?’

andreliability has been terrific’’

5.“It can help sell prospects because
it really gives the station more pro-
duction time...and that's going to help
us become the most cooperative sta-
tion in town’'

6.“We're changing our station's
whole visual image. We're redoing all
promos and slides...and the ‘cart’
machine is giving us the extra produc-
tion capability to get the job done

7. ““The TCR-100 is the equivalent of
at least three reel-to-reel VIRs...I
frankly don’t think any of our engi-
neers would trade it for five regular
video tape recorders’’

8.“It’s the world's best machine for

programming commercials. They

run so smoothly that we sold more
national accounts.’

9.“0ur staff—Pro-
duction, Engineering,

4.“rd say the TCR-100
is a bigger advance
over reel-to-reel VTRs
than the audio car-
tridge was over reel-
type audio recorders...

Traffic, Promotion,
Sales—1is united in en-
thusiastic acceptance’

Thank you, lady and
gentlemen.




Program notes:

British import ® British comedian
Marty Feldman, who was featured on
the Dean Martin Presents The Gold-
diggers on NBC-TV last summer, has
been signed by ABC-TV to star in a
weekly comedy-variety series scheduled
for the 1971-72 season, the network an-
nounced last week. The series will be
produced in England by Associated
Television Corp. Ltd., London, with
Greg Garrison as producer.

Popular drama ® J.T., the Peabody
Award-winning drama by Jane Wagner,
originally broadcast in color on CBS-
TV in December of 1969, will be re-
peated on the network for the second
time Sunday, Dec. 20 (7-8 p.m. EST).
Miss Wagner’s poignant play about a
young black boy trapped in the despair
of urban ghetto life received such ex-
traordinary critical and viewer response
following its initial presentation on
CBS-TV, Saturday morning, Dec. 13,
1969, that it was rebroadcast by the net-
work only nine days later during prime
time on Dec. 22.

Tornado watch ® The Insurance Infor-
mation Institute, New York, has re-
ported that, in its first month of distri-
bution, that agency’s color film, “To
Ride the Whirlwind,” based on a dis-
astrous tornado in Lubbock, Tex., has
been screened before 37 live audiences
and broadcast on 17 television stations.
The film depicts the efforts of local,
state and national insurance organiza-
tions to aid the stricken residents of

Lubbock, after the tornado killed 26
persons and did some $100-million
damage.

Golden days ® WwonN-aM-FM Woon-
socket, R.I., has turned back the clock
to the early days of radio. Serving the
Providence, R.I. market, the AM facility

has brought back The Shadow, Sherlock
Holmes, Gangbusters and The Lone
Ranger radio shows on a regular basis.
Rory Theriault, station’s sales manager,

said the shows were “sold out to local
sponsors within a week.” Commercials
reflect radio’s golden days.

(hangingformats

The following modifications in program
schedules and formats were reported
last week.

8 Waix(aM) Jacksonville Beach, Fla.—
Twin-Ten Radio Inc., effective Oct. 26,
switched from country-and-western
music to gospel music and religious pro-
graming. The change was prompted by
requests from the station’s listeners for
more religious-oriented programing, Gil
Gilmore, program director, said. WBIX
is a daytimer on 1010 khz with 10 kw.

® Wexi(FM) Arlington Heights, Il.—
WEext Inc., effective last week, changed
from top-40 rock to good-music sounds
under theme of “clean air,” according
to Bob Norland, station manager. Sug-
gestive lyrics and juvenile appeal of
rock tunes combined to prompt switch,
he explained, with the new mood de-
signed to attract adults 24 to 50 years
old. Station operates on 92.7 mhz with
3 kw and an antenna 300 feet above
average terrain.

® Kpoa-FM Kennett, Mo.—KgBoa Inc.,
effective Nov. 2, will cease duplication

of middle-of-the-road programing of af-
filiate KBOA(AM) there to program
country music full time from Monday
through Friday. FM facility will con-
tinue to simulcast on Saturday and Sun-
day. KBoa(aM) is a daytimer on 830
khz with 1 kw. KBoAa-FM operates on
98.9 mhz with 6.9 kw and an antenna
320 feet above average terrain.

a8 Kovo(aM) Missoula, Mont.—KGvo
Broadcasters Inc., effective Aug. 27,
dropped its underground, progressive-
rock format, previously programed
from 7 p.m. to 1 a.m. each night, to
program middle-of-the-road music full
time. Station spokesman said they were
losing their audience with underground
music and “alienating older listeners.”
Kavo is full time on 1290 khz with 5
kw.

® Weco(am) Concord, N.C.— Con-
cord-Kannapolis Broadcasting Co., ef-
fective Oct. 12, switched from easy-
listening to country-and-western music.
Ray Cook, program director, termed the
new format “pop-corn,” meaning con-
temporary, country - oriented music.

FocusOnHnance .

Technicolor Inc. loss
comes to $10 million

Technicolor Inc., Hollywood film-pro-
cessing company, reported losses of over
$10 million for the fiscal year. These
nonrecurring and extraordinary losses,
not included in net income figures for
fiscal 1970, stem mainly from reversal
of the merger agreement between Tech-
nicolor and Byron Motion Pictures,
Washington, and financial arrangements
concerning the resignation of board
chairman Patrick Frawley (BROADCAST-
ING, Sept. 7).

Technicolor also reported it has
changed from a calendar year to a fiscal
year reporting basis. For the first quar-
ter of fiscal 1970—previously reported
as calendar third quarter—the company
reported net income of almost $280,000.

For the fiscal year ended June 27,
Technicolor reported a net loss of
$278,000 or 7 cents per share on reve-
nues of $104,540,000. Due to the al-

tered reporting method, comparable
figures are not available. Total non-
recurring losses for fiscal 1970 were
$10,360,000 or $2.50 per share with full
losses for the year set at $10,638,000 or

$2.57 per share.
For the three months ended Sept. 30:
1970 1969
Earned per share $ 0.18 § 0.23
Revenues 24,400,000 26,738,532
Net income 600,000 871,926

Note: Comparable figures for 1969 are derived from
previously published data for the 13-week period
from June 29 through Sept. 27, 1969, the com-
pany's calendar third quarter.

Times Mirror will buy
rest of ‘Newsday’

The Times Mirror Corp., Los Angeles,
publisher of the Los Angeles Times,
owners of KDFw-Tv Dallas and opera-
tors of 10 cable-TV systems through
TM Communications Corp., a subsidi-
ary, has agreed in principle 1o acquire
the remaining 49% of Newsday Inc.,
Long Island, N.Y. The transaction fol-

lows the purchase of 51% of Newsday
last May by Times Mirror.

In exchange for the minority interest,
now held by heirs and trusts of Alicia
Patterson Guggenheim, former News-
day publisher and wife of Harry F.
Guggenheim, Times Mirror will issue
1,042,500 shares of its common stock.
Estimated value, based on Wednesday’s
closing price, is $35,445,000.

When Times Mirror acquired 51%
earlier this year, it exchanged 500,000
shares of common stock along with
$10,000,000 in cash, payable in install-
ments through 1980. A proviso allows
the Los Angeles-based publishing com-
pany to issue up to 100,000 additional
shares in 1971 dependent upon News-
day’s profits for this year.

FCB earnings decrease
in first nine months

Foote, Cone & Belding Communications
Inc., New York, owner of advertising
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agencies and CATV operations, re-
ported last week a decline for the first
nine months of the year of nearly $8-
hillion in gross billings and of 24 cents
in per-share earnings.

The company is parent of Foote,
Cone & Belding, which handles advertis-
ing in this country; FC&B International,
which places advertising overseas, and
FCB Cablevision.

Foote, Cone & Belding, which is
listed on the New York Stock Exchange,
said per-share earnings fell from 59
cents to 35 cents in the period, noting
that the earnings total included a loss
of 17 cents from the company’s CATV
operations compared with a loss of 3
cents in the like period a year ago.

FC&B said in its report that it is
continuing a careful examination of its
cable-system costs to see whether “ef-
ficiencies and economies might be made
without jeopardizing the potential” of
the CATV subsidiary to contribute to
future corporate earnings,

The agency said that barring a change
in the economic climate, it was doubtful
its earnings would improve the rest of
this year or early next year.

For the nine months ended Sept. 30:

1970 1969
Earned per share $ 035 $ 0.59
Gross billings® 182,767,000 190,308,000
Operating income 27,401,000 28,571,000
Net Income 775,000 1,275,000

“Foote, Cone & Belding sald blliings for both pe-
tlods have been reported In accordance with In-
dustry practice of capitafizing fees. Operating In-
come (commissions and fees) were multiplied by
8.67. In its previous reporting method, FC&B had
given blllings for the first nine months of 1969 as
$184,186,000.

Metromedia income rises
84% in first nine months

Metromedia Inc. reported last week that
net income for the first nine months of
the year rose by 84% over the com-
parable period of 1969.

John W. Kluge, chairman and presi-
dent of Metromedia, said the third
quarter revenues reflect “substantially
improved sales over the first half of the
year in our broadcasting divisions as
well as our other media activities.” He
said operating income in the third quar-
ter was the second highest in Metro-
media history and added that the com-
pany has voluntarily prepaid $4.5-mil-
lion of its bank borrowings.

For the first nine months ended Sept.
30:

1970 1969
Earned per share 8 58 § .33
Gross revenues 130,212,773 131,542,967
Net income 3,319,462 1,800,364

Transamerica income down

Transamerica Corp., San Francisco,
a diversified conglomerate, and parent
of United Artists, the firm's largest
leisure-time subsidiary, reported a sub-

stantial drop in third-quarter net income.
Corresponding decrease in the nine-
month income figures was also reported.
The subsidiary, which includes Liberty/
UA records and tapes, was down to
$168,836,000 gross revenue from $183,-
068,000 last year.

The net loss was $8,845,000 versus a
profit of $11,340,000 a year ago. Trans-
america’s net dropped to $4,888,000 or
seven cents per share from $21,947,000
and 35 cents per share during the com-
parable third-quarter periods.

The nine months ended Sept. 30:

1970 1969
Earned per share § 0.60 1.12
Revenues 1,100,571,000 1,023,839,000
Net income 38,794,000 70,725,000

Third-quarter profits
rise 38%, LIN reports

LIN Broadcasting Corp., New York-
based group broadcaster, reported gains
last week for both the third quarter and
the first nine months of 1970.

Operating profits for the third quarter
ended Sept. 30, rose 38% to $329,465
against profits of $137,375 for the com-
parable 1969 period, The company's
LIN Communications, New York, re-
ported an operating profits gain of 35%
and Starday-King, New York, made a
small contribution to operating profits
in the third quarter.

For the nine months ended Sept. 30,
earnings increased to $805,846 com-
pared with a $4.7-million loss in the
corresponding period of 1969.

The company has agreed to purchase
radio station WFIL(AM) Philadelphia,
subject to FCC approval, for $11.5
million (BROADCASTING, Sept. 21).

For the nine months ended Sept. 30:

1970 1969
Earned per share, before
extraordinary ltems $ 0.36 ($ 2.17)
Revenues 13,678,164 13,303,960
Net Income (Loss) 805,846 ( 4,798,422)
Average shares
outstending 2,244,298 2,209,088

Company reports:
Capital Cities Broadcasting Corp., New
York-based group broadcaster, reported
a 2% drop in earnings for the nine
months ended Sept. 30:
1970

1969
Earned per share $ 114 § 1.1¢
Net revenues 64,407,000 62,389.000
Net income 8,266,000 8,187,000

Note: Sale of WSAZ(AM) Huntington, W. Va., re-
sulted in extraordinary gain of $220,000 after taxes.
Per share figures exclude extraordinary items equal
to 25 cents per share for nine months of 1970.

Cox Cable Communications Inc., At-
lanta-based group-CATV owner, re-
ported a decrease in net income of 6%
for the nine months ended Sept. 30 and
29% for the third quarter, as compared
to last year.

J. Leonard Reinsch, chairman and
president, attributed the decline in

profits for the three months to the
acquisition of a Lubbock, Tex., system
last July, currently operating at a loss,
and to an extensive sales-promotional
campaign begun in the third quarter.
Mr. Reinsch added that the Lubbock
system is expected to be in a profitable
position by late 1971 and that expenses
of the promotional campaign “will be
offset in a relatively short period” with
the addition of an estimated 15,000 new
subscribers.

For the nine months ended Sept. 30:

1970 1969
Earned per share $ 027 § 0.29
Operating revenues 7,718,037  6,993.698
Net income 969,621 1,028,416
Average shares
outstanding 3,550,466 3,548,885

Note: Income before extraordinary items, princlpally
tax loss carry forwards, for 1970 was $872,821 or
$0.24 per share, as against $764,416 or $0.22 per
share in 1989,

Cypress Communications Corp., Los
Angeles, multiple-CATV system owner,
reported a loss of nearly $400,000 for
its fiscal year ended June 30. An ex-
traordinary and nonrecurring charge of
$499,700 was cited as the reason. The
charges are estimated losses on an in-
vestment in and note receivable from
a television station subsidiary—XTXL-
(Tv) Sacramento, Calif.—divested by
Cypress prior to the merger with Har-
riscope Cable Corp., earlier this year.
For the year ended June 30:

1970 1969
Loss per share s 0.27) (% 0.11)
Net revenues 6,157,722 4,806,939
Net loss (398,781) (84,245)
Shares outstanding 1,731,376 1,576,753

Note: Income for 1970 before the extraordinary Item
was $114,586 or three cents per share compared
with a loss of $39,595 or eight cents per share In
1969. Alec Included were two other extraordinary
ltems, a $41,867 loss on abandonment of asseis
replaced, and a galn of $28,200 on reduced federal
Income taxes through utilizetlon of net oparating
loss carryovers,

Dun & Bradstreet Inc., a broadly based
data and business information service
company, whose merger with Corinth-
ian Broadcasting Corp. pends approval
by FCC approval, last week reported an
8.5% gain in profits for the nine months
over the comparable 1969 period.

A quarterly dividend of 30 cents a
share and an extra dividend of 25 cents
a share has been declared by the firm's
directors.

For the nine months ended Sept. 30:

1970 1969
Earned per share $ 1.62 1.50
Gross Income 230,011,000 214,890,000
Net income 16,898,000 15,577,000
Average shares
outstanding 10,450,000 10,399,000

Grass Valley Group Inc., Grass Valley,
Calif.,, broadcast-equipment manufac-
turer, reported a 4% increase in sales
and a 17% decrease in profits for the
nine months ended Sept. 30:

1970 1969
Earned per share 8 032 § 0.39
Sales 2,735,000 2,860,000
Net income 479,000 579,000

Gray Communications Systems Inc., Al-
bany, Ga., group broadcaster, news-
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Note: All times are NYT.

Tuesday/ Nov. 3
Election Coverage (6:30-Conclu-
sion) Anchorman David Brinkley
will be assisted by Frank McGee,

Wednesday/ Nov. 4
Highlights of the 1971 Ice Cap-
ades (9:00-10:00) David Janssen
John Chancellor, Sander Vanocur hosts this all-new show. Florence
and Edwin Newman in reporting Henderson is the special guest star.
country-wide returns for NBC News. ABell System Family Theatre Special.

Tuesday/ Nov. 17
Hamlet (9:00-11:00) A major
television event, Richard Chamber-
lain stars in a new production of the
Shakespeare tragedy, along with
Sir Michael Redgrave, Margaret
Leighton, Richard Johnson and Sir
John Gielgud. Ciaran Madden makes
her American debut as Ophelia in
this Hallmark Hall of Fame drama.

Wednesday / Nov. 25
The Unsinkable Molly Brown
{7:30-10:00) Debbie Reynolds
stars as the flamboyant Molly, ably
supported by prospector-husband
Harve Presnell and the wonderfully
spirited melodies of Meredith Willson.

Sunday/ Nov. 29
The Making of "Butch Cassidy and
the Sundance Kid” {6:30-7:30)
Abehind-the-scenes look at the
filming of the Paul Newman-Robert
Redford western. George Roy Hill,
director of the movie, narrates.

Saturday/ Nov. 28
Mattel /NBC Children’s Theatre

presents Pets Alowed{noon-1:00)
Sid Caesar narrates an entertaining
inquiry into the thoughts of animals
in a world dominated by humans.




Monday / Nov. 16
Timex Presents Jack Benny’s 20th
Anniversary Special (10:00-11:00)
Bob Hope, Mary Livingstone, Frank
Sinatra, Dinah Share, Dennis Day,
Eddie ““Rochester" Anderson and
Don Wilson help jack celebrate a
happy milestone.

Monday / Nov. 16
The Bob Hope Show (9:00-10:00)
Guests Lucille Ball, Tom Jones,

Danny Thomas and George Burns join
Bob in a demonstration of what killed
Monogram series fall premiere. vaudeville (or was it suicide?).

Thursday / Nov. 12

Kifaru: The Black Rhinoceros
(7:30-8:30) The cameras nose up
to a 3,000 pound African beast and
find him not so beastly, in this G-E

e R
Thursday/ Nov. 26
Festival ot Ford’s (8:30-9:30 pm)
Setin Washington's historic Ford's
Theatre, this special, narrated by
James Stewart and hosted by Andy
Williams, features some uniquely
American contributions to the
world's music. Among the guests:
Pearl Bailey, Ernie Ford, Bobbie
Gentry, Burl Ives, Henry Mancini,
The Supremes and Dionne Warwick.

Thursday/ Nov. 26
The Mouse on the Moyflower
(following football, approx. 3:00)
Encore of the droll, animated musical
special about the pilgrims’ big
voyage. Tennessee Ernie Ford
narrates, with Eddie Albert, John
Gary and Joanie Sommers as the
voices of the principals.

<
Thursday / Nov. 26
Macy's Thanksgiving Day Parade
(9:00 a.m.-noon) Lorne Greene,
Betty White co-host at 10:00,
following the pre-parade show.

AN
Sunday/ Nov. 29
The John Wayne Special: Swing
Out Sweet Land (8:30-10:00)
John Wayne in his first TV special,

a light-hearted look at American
history. Guests: Lucille Ball, Jack
Benny, Phyllis Diller, Bob Hope, Dean
Martin, Dan Rowan and Dick Martin,
Tom Smothers and Leslie Uggams.

Monday / Nov. 30
Winnie the Pooh and the
Blustery Day (7:30-8:00)

This Oscar winner by Walt Disney
follows the adventures of Winnie and
pals during a nasty storm. Sebastian
Cabot narrates, and Sterling Hollo-
way is the voice of Pooh.




The Broadcasting stock index

A weekly summary of market activity in the shares of 104 companies

associated with broadcasting.

Approx. Total Market
Shares Capitail-
Stock Ex- Ciosing Closing Closing 1970 Out zatlon
symbol change oct. 29 Oct. 22 Oct. 15 High Low (000} (000)

Broadcasting
ABC ABGC N 23% 25%, 27% 39% 19% 7,073 202,429
AS| Communications [+] 2% 2% 2% 7 2% 1,789 4,473
Capital Cltles cCB N 27% 27% 29 36Yz 19% 8,061 175,789
cBSs CBS N 28V 29% 29% 49% 23% 26,512 805,189
Corinthian CRB N 27% 26% 27% 33% 19% 3,381 98,455
Gox COX N 16% 18 19% 24% 10% 5,789 96,966
Gross Telecasting [elele] A 11% LA 12 17% 9% 803 9,435
Metromedia MET N 16% 16% 18 22% 9% 5,733 103,882
Mooney 0 6%z 8% 6% 8% 4% 250 1,813
Paciflc & Southern 0 13 14% 142 23 7% 1,836 22,086
Rahall Communications 4] 15% 14 135, 16%: 6 1,040 13,260
Reeves Telecom RBT A 4 3% % 15% 2 2,288 9,999
Scripps-Howard 0 18 18% 18% 24 15% 2,589 48,544
Sonderling SDB A 23% 25 25 34% 10% 991 24,032
Starr SBG M 8% 8% 8% 18 % 4861 4,034
Taft TFB N 20 21% 22% 29% 13% 3,n2 79,326

Total 70,108 1,099,672
Broadcasting with other major Interests
Avco AV N 10% 1% M% 25% 9 11,489 160.566
Bartell Media BMC A 5% 5% 5% 14 3% 2,254 15,778.
Boston Herald-Traveler 0 30 0% N 43 25 574 18,081
Chrls-Craft CGCN N 6% 7 7 11% 4% 3,680 28,804
Combined Communlications o] 12%2 "% -1 18% ] 1,845 14,10
Cowles Communications CWL N % 4% 4% 10% e 3,969 17,305
Fuqua FQA N 12% 1% 13 KIEA 7 8,180 86,6880
Gannett acl N 28 27Ys 27% 29% 18% 7117 185,042
General Tire ay N 18% 18% 19 20% 12% 18,434 313,378
Gray Communications o) 8 5% 5% ™% 4 475 2.612
Lambd CommunlcCations 0 3 3 3% 8 2 2,850 7,950
Lee Entarprises LNT A 16 18% 16% 20% 12 1,957 31,312
Liberty Corp. Lc N 15% 18 16% 21% 13 6,744 123,887
LIN 0 % 6% 8 1 % 2,244 16,269
Meradith Corp. MDP N 21Y 19% 22% 44%, 18 2,779 74,338
Outlet Co. oTU N 12Y 13 13% 17% 10 1,342 17,762
Plough Inc. PLO N % 88% 69 85 55 6,083 478,369
Post Corp. o 10 10 9% 17% 8 713 7,130
Ridder Publications 0 14%2 14% 15% 22 9% 8,217 90,147
Rolllns ROL N 25% 24%, 24% 40% 19% 8,044 185,977
Rust Craft RUS A 26 25% 26% 3z2ve 18% 1,159 26,947
Storer SBK N 19% 21 23% 30% 14 4,223 101,352
Time Inc. T N 33% 34% 347% 43% 25V 7,257 250,367
Trans-Natlonal Comm. ] 5% ¥ Y% 4V, Y 1,000 750
Turner Communications 0 % 3 3 8% 2% 1,328 3,652
Wometco woMm N 17 7% 17 20% 13% 5817 106,160

Total 116,444 2,364,718
CATV
Ameco ACO A .2 6% 6% 18 4 1,200 8,832
Amerlcan TV & Comm. o 132 14% 15% 22% 10% 1,775 26,400
Burnup & Sims o] 26% 24% 26% 26% 14 873 20,079
Cablecom-General CCG A 13% 13% 13% 23% ™ 1,805 21,854
Cable Information Systems 0 kb 3% kL7 5 %% 955 2,865
Citizens Financlal Corp. CPN A 11% 12% 12% 17V 9% 994 11,880
Columbla Cable o 9% 9. 10% 15% 6% 900 7,850
Communications Propertles 0 6% 7 7% 10% 8 644 4,907
Cox Cable Communications o] 17 15% 16% 24 12 3,550 59,463
Cypress Communications 0 8 8% 8% 17% 6 1,887 16,040
Entron ENT A 3% 3% % 8% 2% 1,320 4,620
General Instrument Corp, GRL N 3% 16% 17 30% 1% 6,250 117,188
Sterling Communications 0 v, 4 4% 7V 3 1,100 5,225
Tele-Communlcations o] 12%a 122 12 20% 9 2,704 30,420
Teleprompter TP A 75% 69% 74 133% 48 3,100 246,047
Telavision Communications 0 6% &Yz 7% 18% 5% 2,816 23,936
Vikoa VIK A 8Ya 6% 2L ) 27V 6Ys 2,316 23,739

Total 33,116 602,833

paper publisher and CATV operator,
reported that profits more than doubled
for the first quarter, and declared a
regular quarterly dividend of 7Y% cents
per share payable Nov. 16 to stock-
holders of record Oct. 30.

For the three months ended Sept. 30:

1970 1969
Earned per share $ 0.14 § 0.06
Operating revenues 1,410,238 1,251,256
Net income 68,398 26912

Plough Inc., Memphis-based pharma-
ceutical firm and group owner of radio
stations, reported record sales and net

income for the nine months ended Sept.
30:

1970 1969
Earned per share $ 185 § 1.70
Net sales 112,800,000 107,726,690
Net income 14,800,000 13,506,060
Average shares
outstanding 8,019,818 7,896,759

Note: 1969 results have been restated to reflect
pooling of interest of Master Bronze Powder Inc.

Transamerica Corp., San Francisco, di-
versified conglomerate and parent firm
of United Artists, leisure time sub-
sidiary, reported a substantial drop in
nine-month income figures, attributed to

continued softness in the economy and
lower earnings of the entertainment
services.

For the nine months ended Sept. 30:

1970 1969
Earned per share $ 060 § 112
Revenues 1,100,571,.000 1,023,839,000
Net Income 38,794,000 70,725,000
Shares outstanding 63,466,000 62,597,000

Gross Telecasting Inc., Lansing, Mich.,
group station owner, reported increased
revenues but a decline in net income for
the nine months ended Sept. 30, and
declared a quarterly dividend of 17%
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Approx. Total Markef
Shares Capitall-
Stock Ex- Closing Closing Closing 1970 Out zatlon
symbol change Oct, 29 Oct. 22 Oct. 15 High Low (000) (000}
Programing
Columbia Pictures CPS N 10% 11% 12% 31% 8% 5.942 86,159
Disney DIs N 120 116% 116 158 89% 5,894 722,722
Filmways Fwy A 7% 7% 8V 18% 5% 1,842 16,799
Four Star Internationat o] 1% 1% 2 4 1% 666 1.332
Gulf & Western GW N 16% 16 16% 20 9% 15,362 266,838
Kinney Natlonal KNS N 286% 28% 29 36 207 10,402 297,705
MCA MCA N 20% 21 22% 25% 1% 8,195 190,534
MGM MGM N 14% 14% 15 29% 12% 5.883 105,894
Music Makera Group o} 2% 2% 2% 9 Y 589 1.473
National Genaral NGC N 16% 16% 16% 20Y%a 9 4,910 84,698
Tele-Tape Productions [s} 2Y, 2% 2% 6% 2% 2,183 7.640
Transamerica TA N 12% 13%2 13% 26Y 1% 63,630 1,018,080
20th Gentury-Fox TF N 8% s 10 20% 6 8,562 85.620
Walter Reade Organization [o] k1A 3V 3% 13% 2% 2,414 9.053
Wrather Corp. WCO A 9 8% 9% 10% 4ve 221 14,637
Total 138,584 2,900,184
Service
John Blair BJ N 15% 15% 16 23% 10% 2,598 39,620
Comsat ca N 46% 45% 4TV 5% 25 10,000 448,700
Creative Management* CMA N 13% 12% 11% 14% 4%z 1,182 10,343
Doyle Dane Bernbach o] 1 21 20%: 24% 14 1,924 41,368
Foote, Cone & Belding FCB N % 8% 8% 12Ya Ve 2,175 17,661
Grey Advertising (o] 9% 9% 9% 13% 6% 1,207 10,863
LaRoche, McCalffrey & McCail o] 9 8% 8% 17 8% 585 5,265
Movielab MOV A 2% 3% 3Ya 7% 2 1,407 2,963
MPO Videotronics MPO A 6% 6% 5% 9% 4% 558 3.906
Nielsen o] 36Ya 36 36% 42 26% 5.299 178,641
Ogilvy & Mather 0 22% 23 23% 22% 15 1.098 21,920
PKL Co. PKL A a 3% 4 12% 2% 743 2,415
J. Walter Thompson JWT N 28 29 29% 36 21vs 2,746 71,396
Wells, Rich, Greens WRG A 12% 12% 13% 135 5 1,581 13,834
Total 33,101 869,113
Manufacturing
Admiral ADL N 8 8% 8Ya 14% 6% 5,158 47,041
Ampex APX N 17% 1% 18% 48%2 12% 10.874 209,325
CCA Electronics o] 2% 2% 2Y% ) 1% 800 2,296
Collins Radio CRI N 15 15% 16% 3% 9 2.968 48 972
Computer Equlpment CEC A 4% 4% 5 12% e 2,406 1MnN7
Conrac CAX N 13% 13% 15% 2% 1 1.262 21,454
General Electric GE N 85% 85% 84% 86% 60Ye 90,884 7,452,488
Harris-Intartype HI N 49% 49% 50Y 75 36% 6.357 324,207
Magnavox MAG N 3N 30% 0% 8% 22% 16,429 538,050
M MMM N 88Ys 89% 897% 14% n 56,058 5,045,220
Motorola MOT N 47% 46% 47 49% AN 13.334 840,032
RCA RCA N 22¥, 23% 23% 34% 18% 66,926 1,758,808
Reeves Industries ASC A 3% 3% 3% 5V 2% 3.458 13,740
Telemation o] 13 13 13% 24 8%a 1,080 9,450
Westinghouse wx N 64% 62% 64%s 69% 53% 39,803 2542218
Zenith Radio ZE N Ny, N 3% ITY. 22V 19,020 627,660
Total 336,818 19,280,818
Grand total 728,171 27,738,198
Standard & Poor Industrial Average 91.78 9.75 093.18

A-Amerlcan Stock Exchange
M-Midwest Stock Exchange

N-New York Exchange
O-Cver-the-counter (bid price shown)

Shares outstanding and capltaiization as of Sept. 24.
Over-the-counter bid prices supplied by Merrill Lynch.
Pierce, Fenner & Smith Inc., Washington.

*Now listed on ASE.

cents per share payable Nov, 10 to
stockholders of record Oct. 26.
For the nine months ended Sept. 30:

1970 1969
Earned per share H 078 § 0.83
Revenue 3,327,975 2,627,795
Net income 610,377 656,803

Note: 1970 figures include operation of WKET(TV)
La Crosse. Wis., acQuired Jan. 15, 1970.

Financial notes:

® Hal Roach Studios Inc., owner of a
library of motion pictures and television
films, and Innotek Corp., marketing

and management consultation firm, both
New York, have announced a merger
agreement whereby Roach will ex-
change 30% of its stock for all the
stock of Innotek. The arrangement,
valued between $300,000 and $340,000,
calls for assumption by Innotek’s man-
agement of the newly organized com-
pany. Peter F. M. Stewart of Innotek
will serve as president and chief execu-
tive officer of the combined companies.
Subject to stockholder approval at the
next annual meeting, Roach Studios will

change its name to reflect the new
business emphasis.

¥ Ogilvy and Mather International Inc.,
New York, declared last week the regu-
lar quarterly dividend of 17% cents
per share, payable Nov. 30 to share-
holders of record Nov. 10.

= Filmways Inc., New York, announced
last week that its board elected to omit
the company’s annual dividend because
of general economic conditions and the
company’s reduced operating earnings
during fiscal 1970.
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For three years, we've been
proving the practicality of this new
concept in CATV distribution. In the
concrete canyons of Manhattan.
Across remote reaches of
New Mexico.

Now we have FCC approval to
use AML in the 12 GHz band as a
supplement to cable distribution
systems. Anywhere.

Suppose you want to extend
your cable TV plantinto outlying
areas. Only they’re too far away to
warrant the trunk cable and headend
investment.
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Now we're set for CATV systems

A problem as old as CATV. But
now there’s an affordable answer:
leap-frog across the miles. A single
AML transmitter beams high-quality
signals to any number of receiving
points, up to 20 miles away.

Each point then becomes a
distribution center for a local cable
plant. In effect, an entirely new
headend.

AML stands for Amplitude
Modulated Link. It can transmit four
TV channels in the same spectrum
space used by one FM channel. It's
compatible with all existing CATV




And here.
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