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New TV shows score rousing commercial success abroad. p29 
Something for everyone at NAB roadshow in Louisville. p44 

EIA documents boom in color television set sales. p58 
SPECIAL REPORT: The growing sound of Country & Western. p69 

WCCO Teievision News presented the only live, 
coverage of President Lyndon B. Johnson's visit 
to the Twin City flood scene, April 14, 1965:: 
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For the 3rd time in 10 -years (1955, 1960 and 
now in 1965) the Radio Television News 
Directors Association has honored 
WCCO Television News for Outstanding 
Reporting. 
The current award is for Reporting of an 
On- the -Spot News Story ... Minnesota's 
1965 Floods. 
This recognition signifies that WCCO Tele- 
vision News continues to maintain its fun- 
damental goal of excellence in news coverage. 
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Circulation audits 

One of subjects expected to emerge 
at annual membership meeting of 
Audit Bureau of Circulations, Oct. 20- 
21 in Chicago, will be long pending 
proposal to extend its auditing service 
to other media, particularly broad- 
casting. But no definitive action can 
come until standards, new definitions 
and by -laws changes are effectuated. 
ABC board members have suggested 
to general membership, now confined 
to print media, to contribute their 
thinking on extension of circulation 
measurement beyond print media. 

TVQ's PDQ 

Networks, advertisers and their 
agencies moved quickly in New York 
last week to obtain show popularity 
measurements on new season as sup- 
plied by TVQ. Demand for data - 
slated for mails today (Oct. 18)- 
built up following release Monday of 
A. C. Nielsen Co. ratings covering 
first two weeks of season (see page 
93). By Thursday TVQ had three 
people relaying tabulations over phone 
piece -meal as data was fed out of 
computer. Greatest interest was in 
show popularity poll's audience 
demographics (sex, age -group etc.) 
for programs falling in Nielsen -rated 
"middle area" -below top 20 and 
above bottom 20. 

Small market spots 

National spot radio "sampling" plan 
with significant discounts to lure blue 
chip accounts to smaller market sta- 
tions expected to be disclosed soon 
by Universal Publicizers Inc., Chicago, 
which specializes in finding new local 
radio business through similar concept. 
Universal has signed Weed & Co. for 
unusual rep arrangement whereby reps 
of cooperating stations also will get 
commission on new business generat- 
ed. John L. Burroughs is Universal 
president. Firm is 18 years old. 

Jacksonville plans 

Expected soon is appointment of 
Fred Shawn, general manager of 
WSUN -AM -TV St. Petersburg, as vice 
president and general manager of new 
ch. 17 wJKS -TV Jacksonville, Fla.. 
ear -marked for ABC -TV. WJKS -TV, 
being built by Rust Craft at cost of 
approximately $800,000, has target 
date of late December or early Janu- 
ary. It will be Jacksonville's third TV 
outlet, other two being VHF's. 

CLOSED CIRCUIT® 
Mr. Shawn, who has headed city - 

owned St. Petersburg properties for 
past decade, formerly was with NBC 
in Washington and New York. He ex- 
pects to assume new post by Novem- 
ber 1, reporting to Executive Vice 
President Fred Weber.' WSUN -AM- 
TV have been acquired, subject to 
both city and FCC approval, for high 
bid of $1.13 million by H. Y. Levin- 
son, owner of WCAR Detroit. 

FCC vs. FTC 

Conflict is developing between FCC 
and Federal Trade Commission over 
how to handle alleged violations by 
some broadcasters in publicizing sta- 
tion ratings. At issue is investigation 
by FTC earlier this year of ratings 
claims with number found to be bor- 
derline or worse. At meeting several 
weeks ago between Henry Geller, FCC 
general counsel, and Charles A. 
Sweeny, director of FTC's Deceptive 
Practices Bureau, and aides, Mr. Gel- 
ler reportedly urged issuance of FTC 
complaints; Sweeney was reluctant to 
move contending investigations did not 
support legal action. 

Two for fairness 

FCC appears ready to reject fair- 
ness doctrine complaints filed in con- 
nection with two television programs 
dealing with foreign nations (CLOSED 
CIRCUIT, Sept. 6). Commission line- 
up hasn't jelled, but there is believed 
to be majority that will hold non- 
commercial WNDT(rv) New York did 
not abuse its discretion in its presenta- 
tion of documentary on South Africa 
and that nation's controversial apart- 
heid policy. 

Other case involves David Susskind 
interview with Israeli deputy prime 
minister, Abba Eban, carried on 
wPIx(Tv) New York. Representative 
of Arab group wanted time for pres- 
entation of Arab views. Commission, 
however, is expected to cite wPlx's 
representation that interview did not 
involve controversial issues and that, 
in any case, station has carried nu- 
merous programs on various aspects 
of Arab -Israeli conflict. 

Double Jeopardy 

Broadcasters concerned about bur- 
den imposed by one new requirement 
in amended version of FCC's local - 
filing rule may get reprieve. Revised 

rule, adopted Oct. 6, requires all sta- 
tions to place coverage maps in local 
file. Previously, that obligation was 
to fall only on applicants for new sta- 
tions or for modifications of facili- 
ties. Since such maps would cost 
broadcaster $300 -$400, complaints 
were prompt and loud. Washington 
apparently got message. 

Now commission staff is taking an- 
other look. Requirement becomes 
effective Nov. 15. Irony of new rul- 
ing is that map -filing regulation is 
part of provision which eliminates 
earlier requirement for filing general 
engineering information -rewrite that 
was designed to mollify critics, not 
arouse them. 

Super power abroad 

Latest compilation of AM stations 
in world shows 242 in 65 countries 
using power in excess of 50,000 w- 
highest allowed in U. S. Of these 102 
stations in 40 countries are listed with 
power of 150,000 w or more, ranging 
up to 1,200,000 w (Monaco). Sta- 
tions are in band ranging up to 1600 
kc -outer limit of AM band in U. S. 
In some countries AM stations are as- 
signed in long -wave band below U. S. 
cut -off of 540 kc. 

List, compiled by Foreign Broad- 
cast Information Service, arm of U. S. 
government, was printed by Govern- 
ment Printing Office. Survey shows 
that since 1948 number of stations 
with more than 50 kw has increased 
from 92 to 242 and number using 
150 kw or more has jumped from 19 
to 102. Among nations listed as hav- 
ing AM stations in one million watt 
or over category are East Germany 
(Berlin); West Germany (Munich); 
Luxembourg (Marnack); Philippines 
(Poro) and Ryukyu Islands (Oki- 
nawa) . 

NCTA defiant 

Still adamant in opposition to 
copyright law revision which would 
make CATV's liable to licensing, 
National Community Television Asso- 
ciation, in Nassau last week, grudging- 
ly agreed that its fall -back position 
would be to accept copyright liability 
for those programs which were brought 
into CATV community from outside 
home market. For programs broad- 
cast by TV stations in home area, 
however, CATVers insist they must 
be exempt. 

Published every Monday, 53rd issue (Yearbook Number) published in January, by BROADCASTING PUBLICATIONS Inc., 
1735 DeSales Street, N. W. Washington, D. C., 20036. Second -class postage paid at Washington, D. C., and additional offices. 



MORE 
PEOPLE 

everywhere 

listen to 
WI/ BG 

Radio 99 
than any other Philadelphia Radio Station 

MORE total listeners MORE total homes in 
MORE adult listeners MORE time periods 

Represented by Katz Agency 

STOKER 
BROADCASTING COWAN)" 

LOS ANGELES 
,4r ;h 

CLEVELAND 
117N 

MIAMI 
IPGBS 

TOLEDO 
BBPD 

DETROIT 
p_! /;A W 

NEW YORK 
WHN 

MILWAUKEE 
1HITI -TV 

CLEVELAND 
417,11'-TV 

ATLANTA 
II'AGA -TI- 

TOLEDO 
¡VSPD -TV 

DETROIT 
IVJBK -TI' FIRST IN PHILADELPHIA 

6 

All estimated and limited as shown i 

n 

reports: Based on overage audience estimates, Monday to Friday, 6 AM to 12 PM, PULSE - 
April -lune 1965; Adult Audience Age 19 -49 (Radio PULSE LQR III - April -lune, 19651 Leeds all other Philadelphia stations 
in circulation, Day and Night, Metro and Total, NCS - 61; Share of Audience -Total Rated Time Periods, HOOPER -April -lune, 1965. 
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WEEK IN BRIEF 

Foreign syndication of current network programing will 
make up 75% or $57 million of predicted $76 million year. 

Sales up more than 50% since 1963. Biggest markets: UK, 

Australia, Canada, Japan, Latin America. See . . . 

SMASH HIT ABROAD ... 29 

College football's move from NBC -TV to ABC -TV that 
can mean $32 million outlay by network over four years 
gets insight -NCAA wants to be network's 'top sports 
package' and wants network without pro contract. See ... 

BUSHNELL EXPLAINS ... 64 

WBC, in effort to sell WINS and KYW, took 85 media 
buyers to England to prove stations' business is news. 

Buyers given discourses in Common Market and Euro- 
pean politics. Cost: $100,000. See .. . 

TRIP TO HISTORY ... 100 

NAB's Anello in limelight at first fall conference in 

Louisville. Major questions raised concern about CATV, 

personnel, economics of UHF and editorials, but main 
interest was new program form. See .. . 

STEALS SPOTLIGHT ... 44 

FCPC conference on broadcasting and election cam- 
paigns absolved TV of biased reporting and credited 
medium with sharpening issues by adding information on 

which public could better make decisions. See . , . 

TV PASSES EXAM ... 96 

Color -set sales to distributors doubled last year's figure 
for first nine months according to report of EIA, and 
three -quarter total has already eclipsed total sales of 
previous year. See .. . 

BOOM IN COLOR SALES ... 58 

SPECIAL REPORT: COUNTRY MUSIC BOOM 
Country music, for years snubbed and scoffed at by 

advertisers and station owners, is emerging as booming 
business with large audience, numerous sponsors and 
changing public image. See .. . 

GROWING SOUND ... 69 

Country stations and switchers to C &W report increased 
audience, revenue and profits. They point out loyalty of 
advertisers and high retention rates, but warn that audi- 
ence 'can spot phony mile away.' See . . . 

BOOSTS AUDIENCE, REVENUES ... 74 

Blue -chip advertisers have aligned themselves with in- 
creasing country and western formatted stations so that 
type of programing no longer only sells groceries and 
chewing tobacco. Reason for move: ratings. See ... 

ADVERTISERS TO C &W ... 88 

Although C &W has its greatest exposure from some 

1,600 radio stations, syndicated and locally produced 
shows for TV amount to several hours weekly. Trend: in- 

crease. Main syndicators are WSM -TV and WGN -TV. See ... 

DASH OF COUNTRY ... 84 
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Immy Award 

presented by the 

National Academy of Television Arts and Sciences 
to WDSU -TV, Channel 6, New Orleans 

for "THE KU KLUX KLAN ", 
the single outstanding program of any television station 

Our advertisers have encouraged 
us to produce programs like the 

Emmy Award winner. Our corn- 

munity has supported our serious 

8 

and thoughtful special program- 
ming. Our people have the talents 

and resources needed to give these 

programs leadership stature. 

All share the honor bestowed on 

WDSU -TV 
EDGAR B. STERN, JR., President 

A. LOUIS READ, Executive Vice-President 
and Genera/ Manager 

BROADCASTING, October 18, 1965 



Late news breaks on this page and on page 10 

AT DEADLINE Complete coverage of week begins on page 29 

Clyne Maxon made 

BBDO unit in merger 
BBDO has purchased Clyne Maxon. 

New York, which on Jan. 1. 1966. be- 
comes wholly -owned subsidiary. Com- 
bined agencies will bill approximately 
$350 million including U. S. and over- 
seas. Transaction involves purchase of 
stock, with key members of Clyne 
Maxon management obtaining stock 
representation in BBDO. 

Merger does not include Maxon Inc., 
Detroit. Clyne Maxon, of which C. 
Terence Clyne is president, last year 
billed about $49 million in U. S. and 
another $6 million overseas: BBDO, 
one of world's largest agencies, billed 
S270,870,000 in U. S. and overseas 
(estimated $8 -9 million abroad). On 
basis of 1964 figures, its estimated that 
joint radio -TV billing would come to 
some $155 million. 

As subsidiary, Clyne Maxon will 
have own corporate identity. Both 
agencies will operate autonomously 
with Charles H. Brower. BBDO's board 
chairman, continuing as chief execu- 
tive officer, as will Mr. Clyne of Clyne 
Maxon. BBDO's facilities and services 
will now be available to Clyne Maxon. 

Among top accounts at Clyne 
Maxon: General Electric (housewares, 
some appliances), Gillette Safety Razor, 
Revere Copper & Brass, Stauffer Chemi- 
cal, A. E. Stanley Manufacturing, Mc- 
Kesson & Robbins, Mohawk Carpets 
and American Smelting. 

Clyne Maxon was established in De- 
troit in 1927 by Lou R. Maxon as 
Maxon Inc. Mr. Clyne joined Maxon 
Inc. in 1962 and in April of 1964 when 
Mr. Maxon suffered severe illness, Mr. 
Clyne moved up from chairman of 
executive committee to president and 
chief executive officer and subsequently 
headquarters was moved to New York 
and corporate name changed to Clyne 
Maxon. With new merger, Maxon Inc. 
remains as Detroit agency and as sepa- 
rate corporate entity not involved in 
merger. 

Clips on draft dodging 

questioned by senator 
Senator John Stennis (D- Miss.) Fri- 

day (Oct. 15) said movement to en- 
courage young men to avoid draft should 
be "jerked up by the roots" and ground 
to bits by government. 

He said such movements thrive on 

publicity and cited CBS newscasts as 
giving drive publicity, though he added, 
"I'm sure CBS presented this matter in 
good faith to call attention to this de- 
plorable and shameful activity on part 
of those who have no regard for duty, 
honor or their country" 

CBS spokesman said "you don't re- 
move a cancer by ignoring it," and said 
clips on movement were telecast by net- 
work on Evening News with Walter 
Cronkite last Monday and Tuesday 
(Oct. 11 -12). Network also said clips 
were shown to GI's in Vietnam and 
their reactions were put on air. 

Senator Stennis questioned judgment 
of showing clips to GI's because, "It 
must have had the effect of undermin- 
ing their morale." 

ABC -TV rejiggering; 
pilot ready in wings 

New two -parter called Barman, ac- 
tion- adventure series, appears strong 
contender on ABC -TV this season as 
replacement. This much was known late 
in week as ABC -TV continued process 
of lining up those programs it expects 
to drop and others which would move 
time periods. Batman is pilot, produced 
by Greenway Productions in association 
with 20th Century-Fox TV, original- 
ly conceived as one -hour with filming 
to start today (Oct. 18). Plan now is 
to program it in two half hours on dif- 
ferent nights of week. Batman has its 
genesis in comic strip of that name. 

Though reports circulated of pur- 
ported cancellations for three ABC -TV 
shows -The King Family, Shindig I 
and Amos Burke, Secret Agent, -effec- 
tive in mid -December, network authori- 
ties said no cancellations have been 
ordered. Reports also hinted at The 
Long Hot Summer, now one -hour 
series becoming two -parter; Peyton 
Place III and The Farmer's Daughter 
exchanging their Friday and Monday, 
9:30 -10 p.m. slots and Ozzie & Harriet 
moving to Saturday, 8 -8:30 p.m. Also 
mentioned: Two half -hour periods, 
each at 10:30 p.m., may revert to sta- 
tions, possibly on Wednesday and 
Thursday. 

Schmidt to sponsor fight 

C. Schmidt & Co., Philadelphia, will 
sponsor live telecast of middleweight 
championship bout between Joey 
Giardello and Dick Tiger Thursday 

(Oct. 21) over lineup of stations, in- 
cluding WFIL -TV Philadelphia, wltc(TV) 
Pittsburgh, WJZ -TV Baltimore, WMAL- 
TV Washington, wtcew(TV) Buffalo and 
WFBG -TV Altoona, Pa. Sportscaster Guy 
LeBow and former boxing champion 
Barney Ross will provide blow -by- 
blow and color commentary respec- 
tively. Agency is Ted Bates & Co., New 
York. 

Don't just sit there, 
do something: Dille 

Call for members to do more than 
just pay dues to National Association of 
Broadcasters was issued Friday (Oct. 
15) at second morning session of NAB's 
fall conference at Louisville, Ky., by 
John F. Dille Jr., Communicana Group 
of Indiana, joint NAB board chairman. 

"If you want a powerful trade organ- 
ization," he said, "you should give it 
your support and your participation." 
NAB needs participation of large and 
small members to produce variety of 
views, he said. He noted that although 
44- member board has sometimes been 
criticized as being too large it allows 
for wide range of opinion and points of 
view. 

Mr. Dille said it was "too early for 
a serious analytical report" of his terni 
as working chairman and he doesn't 
think he should reach any conclusions 
until at least six months have passed. 
He said report on his observations and 
findings would be given to joint board 
at January meeting. 

Chairman had highest praise for NAB 
staff, and in particular its president, 

Help wanted ... 
Want chance to help build 

statewide educational television - 
plus about $11,000 yearly and 8% 
retirement benefit as Civil Service 
employe? 

If you're television specialist 
with PhD (or MA) and would 
like to work with 231 New York 
institutions of higher learning to 
help prepare faculties and admin- 
istration to use TV to increase and 
extend instructional services, call, 
write, wire Bernard Cooper, Bu- 
reau of Mass Communications, 
University of State of New York, 
Albany, N. Y. 

more AT DEADLINE page 10 
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Mr. Gallagher 

Miss Robin 

Mr. Bowman 

Richard Bow- 
man, senior VP 
and creative di- 
rector, elected 
chairman of exec- 
utive committee 
at Norman, Craig 
& Kummel, New 
York. Mr. Bow- 
man joined agen- 
cy in 1955 as VP 
and copy chief. 
He was elected 

senior VP in 1963 and became member 
of board earlier this year. Also pro- 

WEEK'S HEADLINERS 

moled at NC &K: Joseph Gallagher, 
senior VP and copy chief, named senior 
associate creative director; Toni Robin, 
VP and associate copy chief, named 
senior VP and associate creative di- 
rector. 

John L. McClay, VP of operations 
for Taft Broadcasting Co., Cincinnati, 
elected executive VP. Taft stations in- 
clude WKRC- AM -FM -TV Cincinnati; 
WTVN- AM -FM -TV Columbus, Ohio; 
WBRC- AM -FM -TV Birmingham, Ala.; 
WKYT -TV Lexington, Ky.; WDAF- AM -FM- 
TV Kansas City, Mo.; WGR- AM -FM -TV 

Buffalo, N. Y., and WNEP -TV Scranton - 
Wilkes- Barre, Pa. Before joining Taft 
two years ago, Mr. McClay was VP and 
manager of broadcasting division of 
Gannett Newspapers. Prior to that, he 
was with Westinghouse Broadcasting 
Co. 

Len Firestone, former VP and gen- 
eral manager of Four Star Distribution 
Corp., New York, named VP in charge 
of TV syndication division of Landau/ 
Unger Co., that city. Landau /Unger, 
TV and motion picture -distribution 

firm, was recently organized by Ely 
Landau and Oliver A. Unger. To 
Bergmann named VP in charge of 
network TV for L/U last week (BROAD- 
CASTING, Oct. 11). Mr. Firestone ryy,-- 

signed from Four Star last mont'li' 
(BROADCASTING, Sept. 27). 

Mr. Firestone Mr. Muyskens 

William S. Muyskens, VP in charge 
of TV commercial production, elected 
senior VP at William Esty, New York. 
He joined agency in Jan. 1965 and was 
formerly VP, radio -TV commercial pro- 
duction at McCann -Erickson, New 
York. 

For other personnel changes of the week see FATES & FORTUNES 

Vincent T. Wasilewski. 
Questioned on whether community 

antenna television should be regulated, 
Commissioner James J. Wadsworth said 
he feels there should be more regula- 
tion "than is now apparent" and that all 
CATV's should be regulated. He ex- 
pressed wish, however, that "Congress 
say exactly what it wants to see," in 
way of such regulation. He indicated 
he has doubts over commission's power 
at present to regulate nonmicrowave 
systems. 

Commissioner answered questions af- 
ter his talk Friday (Oct. 15) to broad- 
casters in Louisville (see page 56). Con- 
ferences continue this week in Atlanta 
and Baltimore. 

Antenna farms get support 

FCC proposed rulemaking for es- 
tablishing antenna farms was endorsed 
last week by Air Transport Associa- 
tion in comment filed with com- 
mission. 

Rulemaking has been criticized by 
broadcasters on grounds that proposed 
cooperative arrangement with Federal 
Aviation Agency would give agency 
veto over selection of farm sites (BROAD- 
CASTING, Oct. 4). 

Air Transport Association, however. 
said joint participation of two federal 
agencies in selection of sites would con- 

10 

tribute to reduction of conflicts between 
broadcasting and aviation interests over 
use of air space. 

WCIU(TV) shifts work 
hours to stay on air 

Wctu(TV) Chicago, UHF ch. 26 
outlet, has worked out four -month 
plan with local 1220 of International 
Brotherhood of Electrical Workers 
(IBEW) to spread 40 -hour work week 
over six days to facilitate temporary 
cutback of daily operating hours rather 
than go dark one or two days weekly. 

Wctu stockholders are considering 
alternative refinancing -stock sale plans 
to keep station on air. One is implemen- 
tation of loan from broadcast financier 
Jay Schatz, who also may buy stock, 
and other is option to negotiate to buy 
from group including radio personality 
Bill O'Connor, Howard Shapiro of 
Chicago Engineers for Television, and 
Tully Friedman. Los Angeles investor. 

Expansions underway at 
four NBC -TV outlets 

NBC has underway extensive im- 
provement program for facilities of its 
owned stations in four cities. Some $1 
million is being invested in two cities 

alone: Washington, where 16,000'._ 

square feet of working space is being 
added for WRC- AM -FM -TV chiefly for 
expansion in news facilities (local and 
national), Los Angeles, where news de- 
partment annex is being built, includ- 
ing color laboratory, at KNBC(TV), 

In Chicago (WMAQ- AM- FM -TV), en- 
larged facilities include fifth color 
studio and revamp of central newsroom 
and editing center, and in Cleveland 
(WKYC- AM- FM -TV), expansion is in two 
color studios which will have total of 
4,300 square feet. 

Plans were blueprinted months ago. 
and, though dates for completion vary. 
no project will be completed at least 
until after first of year. 

Nets decline comment 

on McIntire request 

Three TV networks declined to com- 
ment Friday (Oct. 15) on request of 
Reverend Carl McIntire for free time 
because of extensive TV coverage ac- 
corded to visit of Pope Paul VI to 
New York on Oct. 4 (BROADCASTING. 
Oct. W. Dr. McIntire, fundamentalist 
Protestant preacher, sent networks let- 
ters seeking time to reply to what he 
called "sustained presentation of religi- 
ous propaganda" broadcast during all - 
day coverage of Pope Paul's visit. 
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TR-3 Player TR-4 Recorder Player TR-4 Recorder/Player 

For simultaneous record and playback, with spare function. 
Adding a second colorized TR-4 to the TR-4/TR-3 combination provides a system 
that is extremely versatile. It permits you to record and playback simultaneously-and 
still have a machine available for those unexpected jobs. It provides practically the 
equivalent, in studio time, of a three recorder setup. 

See your RCA Broadcast 
Representative for complete details 
on these economical systems 
for color recording and playback. 
Or write RCA Broadcast and 
Television Equipment, Building 15-5 
Camden, N. J. 

The Most Trusted Name in Television 
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PERSONAL 

Bill O'Donnell 
SPORTS 

Alas Mask 
MUSIC 

Kay Russell 
WOMEN 

Deacon Doubleday 
FARM 

Richard Hoffmann 
BUSINESS NEWS 

Live variety show news farm good 

music sports business women -what- 
ever the category, WSYR has Central New York's 

TOP PERSONALITIES. 

With WSYR's strong personalities selling for you 

in the 18-county area of Central New York, 

great things happen to sales. PUT 

THIS SALES POWER to work for you. 

Represented naranally by 

THE HENRY I. CHRISTAL CO., INC. 

NEW YORK BOSTON CHICAGO 
DETROIT SAN FRANCISCO 

Ed Murphy 
TIMEKEEPER 

Joel Martinis 
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DATEBOOK 
A calendar of important meetings and 
events in the field of communications. 
Indicates first or revised listing. 

OCTOBER 

Oct. 14-23--Twelfth annual meeting of 
MIFED, Milano International Film, TV Film 
and Documentary Market, including first 
presentation of TV Pearl awards for best 
feature or serialized film and best short 
film produced for TV in 1984 -65. During 
meeting MIFED is sponsoring EXCOT, Con- 
gress and Exhibition on World Progress in 
Electronics for Cinema, TV and Associated 
Industries. 

Oct. 17- 19- Annual fall meeting, West Vir- 
ginia and Mid -Atlantic Community Televi- 
sion Association. Greenbrier, White Sulpher 
Springs. 
Oct. 17- 19- Annual meeting and election of 
officers of North Dakota Broadcasters Asso- 
ciation. Grand Forks. 

Oct. 18- Federal Communications Bar As- 
sociation luncheon. Robert W. Hodgers, 
Western Union vice president, will speak on 
information systems and services. Willard 
hotel, Washington. 

Oct. 18 -The North Dakota Associated 
Press Broadcasters Association meeting, 
Grand Forks. 
Oct. 19- Annual stockholders meeting, Four 
Star Television. North Hollywood, Calif. 
Oct. 20 -"Spot Television: Today's Market- 
ing Equalizer" management conference con- 
ducted by The Katz Agency Inc., station rep- 
resentation firm. Speakers will include 
George W. Shine, vice president of adver- 
tising and public relations, Avon Products 
Inc. New York Hilton. 

Oct. 20- Annual Pulse Man of the Year 
luncheon honoring Leonard Goldenson, 
president of American Broadcasting Compa- 
nies. Plaza hotel, New York. 

Oct. 20- Deadline for comments on the 
FCC's rulemaking proposal looking toward 
adopting new field strength (propagation) 
curves for the FM and TV broadcast serv- 
ices. The proposal would update the F 
(50, 50) curves now in the rules to take ad- 
vantage of additional measurements, espe- 
cially in the UHF television band. Origi- 
nal deadline was Aug. 20. 

Oct. 20 -23 -20th annual international con- 
ference of Radio Television News Directors 
Association. Fred W. Friendly, president 
CBS News, will be main speaker at Paul 
White Memorial banquet. John F. Dille, 
president of Communicana Group of Indiana 
and board chairman of the National Asso- 
ciation of Broadcasters; Charles C. Barry, 
executive vice president for TV -radio at 
Young Sr Rubicam, New York, and Senator 
Vance Hartke (D -Ind.) will also speak dur- 
ing the convention. Tides hotel, St. Peters- 
burg, Fla. 

NAB CONFERENCE SCHEDULE 

Dates and places for the National 
Association of Broadcasters fall re- 
gional meetings: 

Oct. 18- 19- Marriott motor hotel. 
Atlanta. 

Oct. 21 -22- Lord Baltimore hotel, 
Ba ltimore. 

Oct. 25- 26- Statler Hilton, Boston. 
Nov. I1- 12- Sheraton- Chicago, Chi- 

ca go. 
Nov. 1S -l6-Brown Palace. Denver. 
Nov. 18 -19- Davenport hotel. Spo- 

kane. Wash. 
Nov. 22-23--Westward Ho hotel, 

Phoenix. 
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BEELINEJCOUNTRY.. . 

AWFULLY BIG IN FARM INCOME 

... and BEELINE RADIO is a proven 

You can bank on results when you put 
your sales message on Beeline Radio. The 
Inland California and Western Nevada 
counties covered by these four stations 
have more combined farm income than any 
one of 46 states - $2.01 billion. This is the 
audience Beeline Radio has been reaching 

way to reach this important market 

for many years. Beeline stations have the 
listener loyalty that produces sales results 
for you. In your next media schedule, be 
sure and include the four Beeline stations - the key to California's Inland Valley 
and Western Nevada. 

Data Source: SRDS, 1965 

McCLATCHY BROADCASTING 
PAUL H. RAYMER CO. NATIONAL REPRESENTATIVE 

KOH Reno KFBK Sacramento KBEE Modesto KMJ Fresno 
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on camera 

his majesty, the 

American citizen 
And he gets royal treatment. KELO- 
LAND TV's 19 hours a week of local, 
live programing are geared not simply 
as "public service," but as top -caliber 
production. To accomplish this goal, 
KELO -LAND TV employs 4 portable 
videotape units, an 11- vehicle motor- 
ized fleet, full time correspondents in 

major centers, and 132 stringers 
throughout KELO- LAND's nearly 75,- 

000 square miles. 

KELP LAN 
aELO.rv KDLO-tv KPLO-tv (interconnected) 

JOE FLOYD, President 
Evans Nord, Exec. VIce.Pres. & Gen. Mgr, 
Larry Bentsen, Vice -President 
General Officer Sioux Falls, S.D. 
Represented nationally by H -R 
In Minneapolis by Wayne Evans 
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ROct. 21- Southern California Broadcasters 
Association luncheon. Gerald Tolle, creative 
director, N. W. Ayer & Son, Los Angeles. 
will discuss "The Successful use of Radio by 
the Plymouth Dealers of Southern Cali- 
fornia." Michael's restaurant, Hollywood. 

Oct. 21- Television Executives Society Inc. 
dinner with FCC Commissioner Kenneth 
Cox as chief speaker. Beverly Wilshire ho- 
tel, Beverly Hills, Calif. 

Oct. 21 -All -day conference dealing with 
"Profitable Road to Supermarket Market- 
ing," scheduled by New York chapter of 
American Marketing Association. Speakers 
include Thomas E, Butler, president, Grand 
Union Co.; Peter Vold, board chairman, 
King Korn Stamp Co.; Michael J. O'Conner, 
Supermarket Institute, and others. Waldorf 
Astoria. 

ROct. 21- 22- Meeting of the Louisiana As- 
sociation of Cable TV Operators. Holiday 
Inn, Alexandria. 

Oct. 21-22--NBC Radio Network Affiliates 
annual meeting. Speakers include Robert 
W. Sarnoff, NBC board chairman; Robert 
E. Kintner, NBC president, and Stephen 
B. Labunski, executive vice president in 
charge of NBC Radio. Continental Plaza, 
Chicago. 

Oct. 21- 23- Fourteenth annual celebration 
of WSM's Grand Ole Opry birthday. An- 
drew Jackson hotel, Nashville. 

Oct. 21 -31 -San Francisco International 
Film Festival with special television com- 
petition for entertainment and documen- 
tary films. Masonic auditorium. 
Oct. 22- Deadline for reply comments on 
FCC's rulemaking to provide machinery for 
establishing antenna farms to accommodate 
tall broadcast antenna towers, while pro- 
tecting air safety. 
Oct. 22- Senator Robert F. Kennedy (D- 
N. Y.) to be featured at newsmaker 
luncheon held by the International Radio & 
Television Society. Grand Ballroom, Wal- 
dorf- Astoria, New York. 

Oct. 22- Deadline for comments on FCC's 
proposed rulemakine to allow remote con- 
trol operation of VHF stations. 
Oct. 22 - Deadline for comments on the 
FCC's notice of inquiry to determine If 
stereophonic sound transmissions could and 
should be used in television broadcasting. 
Oct. 23-UPI Broadcasters of Wisconsin 
fall meeting. Park Motor Inn, Madison. 
ROct. 25- Western States Advertising Agen- 
cies Association dinner meeting on "Mod- 
ern Art, Advertising." Everett Ball, Martin 
Klitten Co.. Los Angeles. will be chairman 
of panel discussion by Robert Miles Run- 
yan, designer; Glenn Embree. photographer, 
and Herbert Klynn. producer of TV com- 
mercials. Hotel Continental, Hollywood. 
Oct. 25 -27- National Electronics Confer- 
ence, sponsored by the University of Illi- 
nois, Northwestern University, Illinois In- 
stitute of Technology and Institute of Elec- 
trical and Electronics Engineers. McCormick 
Place, Chicago. 
Oct. 26 -27- Eastern annual conference of 
the American Association of Advertising 
Agencies. Among highlights: "New Realities 
in Television Advertising " -Charles A. 
Sweeny, director, Bureau of Deceptive 
Practices, Federal Trade Commission: 
Gordon Webber, Benton & Bowles; Alfred 
J. Scott, J. Walter Thompson Co.; John A. 
Sidebotham, C. J. LaRoche & Co.; "Chair- 
man's luncheon" on agency -client relation- 
ship- William E. Steers of Needham, Harper 
& Steers, Robert M. Granger of D'Arcy, 
Marion Harper Jr. of The Interpublic Group 
of Companies, Norman H. Strouse of JWT 
and Arthur E. Tatham of Tatham -Laird & 
Kudner; other sessions on creativity, fiscal 
control, color In print advertising and sales 
promotion. The Plaza, New York. 

Oct. 27- 30- Theater Owners of America 
convention. Ambassador hotel, Los Angeles. 
Oct. 28- Second annual forum on broad- 

cast controls held at Indiana University ra- 
dio-TV department. Panelists include A. 
Everette Maclntyre, Federal Trade Com- 
mission; FCC Commissioner Kenneth Cox; 
Sol Paul, publisher of TV Age; Douglas 
Anello general counsel, NAB. Bloomington. 

Oct. 28 -29 -Fall convention of Ohio As- 
sociation of Broadcàsters. Speakers include 
Vincent T. Wasilewski, president of Na- 
tional Association of Broadcasters. The 
Christopher Inn, Columbus. 

Oct. 28-29--Annual fall meeting of Missouri 
Broadcasters Association. Speakers include 
Dr. Paul Fisher, director, Freedom of In- 
formation Center, University of Missouri. 
and Howard H. Bell, director, National As- 
sociation of Broadcasters' Code Authority. 
Missouri hotel. Jefferson City. 

Oct. 28- 30- California Community Televi- 
sion Association semi -annual meeting. Vaca- 
tion Village hotel, San Diego. 

Oct. 31 -Nov. 3 -41st annual convention of 
the National Association of Educational 
Broadcasters. Sheraton -Park hotel, Wash- 
ington. 

Oct. 31 -Nov. 3- American Association of 
Advertising Agencies western region con- 
vention. Del Monte Lodge, Pebble Beach, 
Calif. 

Oct. 31 -Nov. 5- Annual technical conference 
and equipment exhibit, Society of Motion 
Picture & Television Engineers. Reports will 
be submitted on color TV In Europe, new 
UHF transmitter design, cable distribution 
of UHF signals, research work on quadrature 
distortion correction, vertical interval test- 
ing and monitoring, automatic video switch- 
ing, quality control procedures. Queen Eliza- 
beth hotel, Montreal. 

NOVEMBER 

Nov. 1- Deadline for comments on FCC 
rulemaking relating to network programs 
not available to certain television stations. 

Nov. 1 -New deadline for comments on 
FCC's further notice of proposed rulemak- 
ing relating to fostering expanded use of 
UHF television frequencies by setting aside 
channels 70 through 83 inclusive for new 
class of 10 -kw community TV stations with 
200 -foot antenna limitation. Former dead- 
line was Sept. 20. 

Nov. 1 -New deadline for comments on 
FCC Inquiry into question of who besides 
international common carriers is an au- 
thorized user of satellite systems under 
Communications Satellite Act of 1962. For- 
mer deadline was Oct. 1. 

Nov. 1- 2- Annual fall meeting of Wash- 
ington State Association of Broadcasters. 
Kennewick- Pasco -Richland. 

Nov. 1- 5- Seminar for senior coroprate 
executives presented by Institute of Mar- 
keting Communications at Center for Con- 
tinuing Education, University of Chicago. 
Marion Harper Jr., president and board 
chairman of The Interpublic Group, will be 
keynote speaker. University of Chicago. 

Nov. 4 -5-- Second annual FM Radio Day 
and multiplex conference of Georgia Asso- 
ciation of Broadcasters. Speakers include, 
Abe Voron, WQAL -FM Philadelphia, chair- 
man of National Association of FM Broad. 
casters; James Schulke, president, Quali- 
ty Inc., New York; Martin Hollinger, as- 
sistant vice president and media director, 
Burke Dowling Adams, Atlanta; Harold 
Kassens, FCC. Americana motor hotel, At- 
lanta. 

Nov. 5- Annual fall meeting. Oklahoma - 
Kansas CATV Association. Frederick W. 
Ford, president of the National Community 
Television Association, will be the featured 
speaker. Holiday Inn, Oklahoma City. 

Nov. 5-H -R Television, H -R Representa- 

Indicates first or revised listing. 
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Ina 15 station market, 

why dots WUAL get more 

than 1 out 01 every 4 

Baltimore radio dollars ?* 

Results T 

Alter all, more people 

listen to WEAL than 

to any other 

Baltimore radio s(alion. ** 

good sollfld radio 

Maryland's only 50,000 watt station /NBC affiliate /Nationally represented by Omen F. McGavren Co. lnc./or call 301 -467 -3000 
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DELIVERS 

SHARE OF 
CHILDREN VIEWERS 
IN KANSAS CITY, MO. 

ARB (JUNE 1965) IN "TOREY & FRIENDS" KMBC -TV 

RALAS- 
TELEVISION CORPORATION 

625 Matllson Avenue, N.Y. PLza 1 -3110 
CHICAGO HOLLYWOOD 

Trans,. Television International Corporation 
ruricn. Switzerland 

When 
you go 

caty, 
go first- 

class 
with the acknowledged 
industry leader 

JERROLD 
CATV SYSTEMS DIVISION 

JERROLD ELECTRONICS CORPORATION 

15th & Lehigh Ave., Philadelphia, Pa. 19132 

OVER 15 YEARS' CATV EXPERIENCE 

18 IPATEBOOK) 

tives annual promotion seminar. Shoreham 
hotel. Washington. 

Nov. 5- Deadline for reply comments on 
FCC's proposed rulemaking to allow remote 
control operation of VHF stations. 

Nov. 5- National Association of Broadcast- 
ers President Vincent Wasilewski will be 
featured speaker at the International Radio 
& Television Society newsmaker lunch- 
eon. Waldorf- Astoria, New York. 

Nov. 5 -6 -North Carolina Associated Press 
Broadcasters fall conference. Jack Younts, 
WEEB Southern Pines. president. presid- 
ing. Speakers include Sam Ragan, executive 
editor, News and Observer and the Raleigh 
Times, and "Chick" Carney, chief meterolo- 
gist, Carolinas Weather Reporting Center. 
Broadcast news styles and techniques work- 
shop will be featured, College Inn Lodge, 
Raleigh. 

Nov. 5- 6- Annual fall meeting of Maryland - 
D. C: Delware Broadcasters Association. 
Washingtonian Country Club, Gaithersburg, 
Md. 

Nov. 6- 7- Missouri Associated Press Radio - 
TV Association meeting. Muehlebach hotel, 
Kansas City, 

Nov. 6 -7- Wisconsin Associated Press Ra- 
dio -TV Association meeting. Milwaukee. 
Nov. 7- 10- Convention of Broadcast Pro- 
motion Association. Shoreham hotel, Wash- 
ington. 
Nov. 7- Annual communion breakfast of 

CARTA (Catholic Apostolate of Radio, Tele- 
vision and Advertising) will be held follow- 
ing mass in St. Patrick's cathedral. New- 
man F. McEvoy, senior vice president of 
Cunningham & Walsh, will be chairman. 
Waldorf- Astoria hotel, New York. 
Nov. 8- Meeting of North Central CATV 

Association. Frederick W. Ford, president 
of National Community Television Associa- 
tion, will be featured speaker. Leaming- 
ton hotel, Minneapolis. 

Nov. 8- Edward Petry & Co. promotion 
seminar conducted by Robert L. Hutton Jr.. 
vice president for television promotion and 
William H. Steese. vice president for radio 
promotion. Featured speaker will be Al 
Masini. vice president and TV group sales 
manager, Petry Co. Shoreham hotel. Wash- 
ington. 
Nov. 8 - Deadline for reply comments on 
the FCC's notice of inquiry to determine 
if stereophonic sound transmissions could 
and should be used in TV broadcasting. 
Nov. 10 -11- Eastern annual conference of 
American Association of Advertising Agen- 
cies. Hotel Plaza, New York. 
Nov. 10 -13 -56th national convention, Sigma 
Delta Chi, professional journalistic society. 
Biltmore hotel, Los Angeles. 

Nov. 11 -Radio Salesmen of Los Angeles 
luncheon. Sydney Roslow, director, The 
Pulse Inc., guest speaker. Cocoanut Grove, 
Hotel Ambassador. 
Nov. 11- 12- Annual fall meeting of Oregon 
Association of Broadcasters. Benson hotel, 
Portland. 
Nov. 11- 13- Annual fall meeting of Ala- 
bama Broadcasters Association. University 
of Alabama, Tuscaloosa. 
Nov. 14- 17- Association of National Adver- 
tisers fall meeting. Homestead, Hot Springs, 
Va. 

Nov, 15-New deadline for reply comments 
on FCC's further notice of proposed rule - 
making relating to fostering expanded use 
of UHF television frequencies by setting 
aside channels 70 through 83 inclusive for 
new class of 10 -kw community TV stations 
with 200 -foot antenna limitation. Old dead- 
line was Oct. 5. 

Nov. 15- 16- Organizational meeting for pro- 
posed Illinois -Indiana CATV Association. 
Holiday Inn, Danville, Ill. 

Indicates first or revised listing. 
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OPEN MIKE® 

Radio report popular 

EDITOR: I would appreciate it if you 
would send me 300 reprints of your 
article in the Oct. 4 . issue titled 
"Radio equals, beats TV and print." - 
Roger S. Davison. station manager, 
WJBO Baton Rouge. 

EDITOR: Please send . . . 250 reprints 
of the article "Radio equals, beats TV 
and print" ... Joseph R. Fife, general 
commercial manager, wvJS and WSTO 
(FM), Owensboro, Ky. 

EDITOR:... we would like to have 50 
copies of this article sent to us .. 
Ken Marsh, manager, WJCW -AM -FM 
Johnson City, Tenn. 

(Reprints of this article are available at 
15 cents each from Readers Service, 
BROADCASTING Magazine, 1735 DeSales 
St., N.W., Washington 20036.) 

Editorials commended 

EDITOR: I commend your editorial page 
as worthy of every broadcaster's atten- 
tion. It's acid, meaty and opinionated - 
and cruel -but invariably correct. When 
a field as obviously liquid as broadcast- 
ing -with so many diversified podia can 
be accurately set down in black and 
white with solid factual evidence ... no 
one in its scope can afford to miss an 
article. I refer to . particularly 
"What's behind it ?" Oct. 4 [about the 
survey being conducted by a California 
firm on a tax on radio and television 
advertising] and ... the article accom- 
panying the cartoon "The garbage man 
cometh" [Sept. 6. Entitled "Critics 
please copy" the editorial described 
news developments covered by televi- 
sion during August and prejudgment of 
the new TV season.] Your evaluations 
are superb. -Fred Stork, Wellsville, 
N. Y. 

Fumble by sportscasters 

EDITOR: Many television and radio 
newsmen use the term press conference 
when speaking of a news conference 
. . . the major networks included. In 
some instances we hear them say press 
secretary, when speaking of the presi- 
dential news secretary. 

As far back as 1950, an effort was 
made by some broadcast people to halt 
the practice. United Press International 
and the Associated Press New York 
offices were contacted, and both sent 
directives to their field men, asking 
their full cooperation in the move. For 
a number of years, results were very 
gratifying. 

But now we are falling back into the 

Üt ti NEW McC 

4400.AUDIO CONSOLE 

modern styling and customized desig 

Close-up of optional panel a: 
right side of console. 

SOLID -STATE DUAL CHANNEL CONSOLE 

The new McCurdy SS4400 is assembled to your requirements and delivered 
to you pre- tested and ready for use with minimum installation. 
FEATURES include: Thirty inputs selectable to ten mixer channels; 
two sets of seven input line selectors; announce and auxiliary inputs 

Two program channels, each providing fixed and switchable outputs 
Complete cue and monitoring facilities; interlocked talkback. OPTIONS. 
High or low level inputs on any channel Up to four monitor amplifiers 
Equalizer for each channel or one switchable equalizer Reverberation 

insertion module Auxiliary module - Basic console is prewired for 
all options. RESPONSE: within 1 db 20 - 20,000 cps. DISTORTION: less 
than 0.5% at max. levels. INPUT NOISE: -124 dbm unweighted. (Write for 
detailed Specifications). Available soon: SS4450 stereo version. 

If quality is your aim, can you afford less? 

McCurdy supplies a complete line of audio broadcast equipment - Turntables, 
Amplifiers, Power Supplies, Accessories, Consoles, etc. - Contact Visual 
for full information. 

Sold Nationally by: 

VISUAL ELECTRONICS CORPORATION 
356 west 40th street new york, n. y. 10018 (212) 736 -5840 

LOOK TO VISUAL FOR NEW CONCEPTS IN BROADCAST EQUIPMENT 
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Nobody in 
Washington 
argues about 
which is the 
important 
station. 

wtoP railio 
50,000 WATTS CBS WASHINGTON 

A POSTNEWSWEEK STATION 

22 

old rut. Some sportscasters are still us- 
ing the term press box instead of broad- 
cast booth. . . The press has taken a 
swing at broadcast media many times, 
and it seems [there is] no good reason 
to continue publicizing the press, by 
incorrectly referring to broadcast activi- 
ties as the press. J. M. McDonald, 
McDonald Advertising Agency, Mc- 
Allen, Tex. 

BOOK NOTES 

"The Kennedy Assassination and the 
American Public, Social Communica- 
tions in Crisis," edited by Bradley S. 
Greenberg and Edwin B. Parker. Stan- 
ford University Press, Stanford, Calif. 
392pp. $8.95. 

An impressive and unprecedented 
piece of sociological research, to which 
a total of 58 social scientists and news- 
men contributed, this volume is required 
reading for anyone who is concerned 
with the way in which the American 
news media operate in a national emer- 
gency. How the public first learned of 
the death of President Kennedy and 
for the next four days stayed glued 
to television is recounted in full detail, 
together with objective analyses of the 
differences in the way the tragedy and 
the ensuing events were reported and 
interpreted by the broadcast and print 
media. 

"For a student of communication," 
Wilbur Schramm, director of the Insti- 
tute for Communication Research at 
Stanford University, writes in his intro- 
duction, `one of the most important 
deductions from the events of late No- 
vember 1963 is that Americans trust 
their free press and their free broad- 
casting system. In this case it must be 
said that these did not fail the American 
people in any important way. The peo- 
ple got the full news, they got it fast 
and they got it, with very few ex- 
ceptions, accurately. . . If a suitable 
object for a great national anger had 
emerged from the news of the crisis, it 
is conceivable that a mass uprising 
might have occurred. But the very 
fullness of the news won confidence in 
it.. 

"The fact that the transition [to the 
new administration] was so orderly and 
reintegration was accomplished so 
quickly must be credited in no small 
degree to the efficiency and amount of 
media attention . The fact that 
most of the people of a nation felt 
that they could join together, even 
through television, in memorial services 
to a fallen leader must have helped 
greatly to expiate the grief and speed 
social reintegration." 
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The first National Nielsen report of 
the season confirms that NBC is the 
No.1 network, with television's biggest 
average nighttime audience. And, the 
NBC Television Network won more 
half-hours than any other network. 

Moreover, for the first two weeks of 
the season, NBC showed the biggest 
audience increase of any television 
network -up 15% over last season. 

And latest National Arbitron and 
Trendex reports show NBC's popula- 
rityis increasing as the season goes on. 

NBC TELEVISION NETWORK Q 
Based on: NTI Sept II, 1965; National Arbitron and Trendex, four weeks ended Oct. 10, 1965. 
Network Average Audience estimates 7:30 -11:00 pm EDT. Subject to qualifications available on request. 



MONDAYMEMO from NORMAN GLADNEY, Kane, Light, Gladney Inc., New York 

Buying creativity is not like buying bottle caps 

When Kane, Light, Gladney Inc., 
New York, was asked by an advertiser 
to evaluate the company's present radio 
commercials with the thought that 
KLG might offer ideas for bettering the 
ad strategy -and conceivably inherit the 
account -KLG reacted immediately and 
strongly. KLG, in objecting to the ad- 
vertiser's "ground rules," questioned 
whether some advertisers might be at- 
tempting to "buy creativity and talent" 
in the manner in which they buy labels 
for their products. 

KLG's "story" was disclosed in New 
York last week after the prospective 
client and the agency exchanged letters 
regarding the account -or more specifi- 
cally the radio advertising (as available 
for the agency's listing in New York). 
The agency's president, Gerald Light, 
is author of the letter. Norman Glad- 
ney, a partner and executive vice presi- 
dent, explains the situation in his own 
words: 

It was not the $100 per 60- second 
spot that nettled us (the going rate in 
Dubuque must be close to that figure). 
Rather it was the formula advocated by 
this once well known wine company 
entrepreneur that left us flushed with 
its excessive bad taste. 

We are no doubt one of many agen- 
cies that received the following letter. 
Our first impulse was to junk it. It hard- 
ly warranted an answer. We then ration- 
alized that this same act might be re- 
peated in umpteen other agencies, and 
someone should really care enough to 
rear up and strike a blow for all young 
and aspiring agencies that some adver- 
tisers (and they're very few, thank 
goodness) tend to regard as props and 
inanimate sops to their own prodigious 
egos. 

Now here is his letter, and then the 
letter from my colleague, Gerald Light. 
The Advertiser's Letter: 
Gentlemen: 

You have recently solicited our ac- 
count. 

However, you still have to show us 
that you can do something to improve 
our sales. 

We now have a comprehensive pro- 
gram of radio commercials on radio 
station (xxxx) which is becoming very 
popular and more adult, because it is 
broadcasting news items exclusively. 

If you are still interested in getting 
our account, here is the procedure 
which may get it for you. 

A. We suggest you listen in to the 
commercials we are now broadcasting 
over (xxxx). For your convenience, a 

copy of our schedule of current spots 
is attached herewith. 

B. Listen in to these spot announce- 
ments, and tell us what is "wrong" with 
them. 

C. Then Try to produce a 
better one for us! 

If you succeed in producing better 
commercials than we are presently 
using, you MAY get our account. 

At any rate, if we decide to use the 
copy you submit to us, which should 
be entirely new and fresh, and entirely 
different from anything we are now us- 
ing-or have used in the past -we agree 
to pay you the sum of $100 for each 
60- second spot announcement which 
you originate and which we use. 

If we decide to let you make a tran- 
scription of these spot announcements, 
we agree to pay you a minimum of 
$300 for each 60- second spot announce- 
ment, provided we approve all the 
voices, musical background, sound 
effects, etc., which appear on the final 
finished products, after they are com- 
pleted. There will be a minimum of at 
least 3 spots made up of these an- 
nouncements. 

In the event we do not like your 
proposed copy -(and we shall be the 
sole judge) -with which you furnish 
us, there shall be absolutely no obliga- 
tion on our part to you, of any kind. 

Now here is your chance to show us 
how good you are. 
The Agency's Reply: 
Dear Sir: 

I have your letter . addressed to 
our company. Your letter was so un- 
usual, that it was forwarded to my at- 
tention. I say unusual . because in 
25 years in the advertising business, I 
have never seen a major corporation 
seek the professional services of an- 
other company in the manner in which 

you suggest. Your proposal sounds like 
contest rules for a dog show. 

. . . I have listened to your radio 
commercials on the air, as you suggest. 
I do know what is wrong with them. It 
is not just that they sound contrived . . . 

What is wrong is you. You believe 
you can buy creativity and talent like 
you buy bottle caps or labels. Right 
now you are getting what you paid for, 
which is obviously very little. 

I am taking the time to write you, 
not in the interest of further solicitation 
of this account- because I do not be- 
lieve we could work with your com- 
pany with your philosophy of doing 
business. but rather to forestall other 
advertising agencies from being subject- 
ed to the professional degradation of 
receiving proposals such as yours. 

An Evaluation I think the problem 
for agencies like ours is this: We are, 
of course. looking for accounts to show- 
case. We are more than willing to, do 
time and a half, and two times as much 
again for our clients and inadvertently 
ourselves. Proportionately, smaller bud- 
gets demand more invention along with 
more efficient spending. Yet we buck 
a bias. a penalty, if you will, which 
large advertisers all too often impose on 
new and /or smaller agencies. It's simply 
their reluctance to see how smartly we 
li'l Davids can sling our shots. This, 
despite the fact that many newer agen- 
cies boast principals who, prior to set- 
ting up house for themselves, toiled 
long, hard and resultfully for the big 
name, big budget advertiser. 

We can certainly understand the hefty 
advertiser's inclination to run with the 
giant bellcow agency. But we have 
little comprehension of, and certainly no 
empathy with, the advertiser with modest 
budget who likes to play at "trick or 
treat" before making up his mind. 

; ., . 

. MNIMIRMS.. ., -.,W 

Norman Gladney, executive vice president 
and a partner in Kane, Light, Gladney Inc., 
New York, a three -year old agency that 
now bills more than $3 million, started 
his advertising career with Bulova Watch 
Co. where from 1951 -56 he was Bulova's 
radio -TV director. Later he was a prin- 
cipal and vice president in charge of 
radio -TV at Reach, Yates & Matoon and 
at Calkins & Holden (which since that 
time has merged into The Fletcher Rich- 
ards Co.) 
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Fall programs smash hit abroad 
While critics snarl about 1965 -'66 season, foreign 

markets are eager to buy; distributors expect 1965 

total to set record, led by programs still on networks 

The 1965 -66 crop of prime -time net- 
work series may be producing critical 
barbs in Boston, Baton Rouge and 
Butte, Mont., but they are scoring rous- 
ing commercial successes in Berlin, 
Bangkok and Brisbane, Australia. 

As the new season in the U.S. com- 
pletes its first month amid charges of 
"mediocrity" and "imitativeness.." the 
prime -time schedule of programs is 
racking up mounting sales in all corners 
of the globe, heralding a record- smash- 
ing year in 1965. 

A canvass of leading distributors in 
the U. S. indicates that total overseas 
sales this year would attain or exceed 
$76 million, a new high, and at least 
75% of this total, or $57 million, could 
be attributable to sales of series cur- 
rently on the networks. 

This pattern of "on- network" sales, 
meaning the offering of series abroad 
concurrently with their play on ABC - 
TV, CBS -TV and NBC -TV, is a phe- 
nomenon that has gained momentum 
over the past three or four years. Earli- 
er the accepted practice generally was 
to offer series in foreign markets after 
they had completed their network 
cycles in the U. S. but increasingly 
station and network operators in Toyko 
and Berlin and even smaller markets 
have been insisting on the program 
series that are carried in the U. S. 

Sales & Revenues Up The growth 
in the on- network procedure can be 
gauged by a comparison with a similar 
report made by BROADCASTING a few 
years ago (BROADCASTING, March 25, 
1963). At that time the sale of con- 
temporaneous programing abroad ac- 
counted for an estimated 60% of total 
global sales, as compared with 75% in 
1965, and "on- network" revenues 
amounted to approximately $36 mil- 
lion of the 1963 total of $60 million as 
against a projected $57 million this year. 

U. S. distributors stressed that their 
projections for 1965 are based on sales 
made to date and noted that many of 
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the current network series still are in 
negotiation in many overseas markets. 

The trend to "on- network" is not a 
development of recent years, since as 
early as 1963 a few series were mar- 
keted abroad. These were isolated cases 
involving a small number of programs 
in a limited number of major markets. 

By 1963, approximately 75% of the 
networks' prime schedule was offered 
and sold throughout the world. Dis- 
tributors estimated last week that at 
least 90% of the current schedule is 
carried in areas ranging from the 
United Kingdom, Canada, Australia 
and Japan, the most lucrative market- 
places, to Thailand, Poland, Iran and 
the emerging African nations. 

The most authoritative estimates 
place more than 80 prime -time network 
programs in distribution in 1965 to ap- 
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proximately 80 countries. Though con- 
current programing lures the most dol- 
lars because it is particularly attractive 
to the best -paying markets, there is 
still opportunity for sales for feature 
films, syndicated series and programs 
released subequent to their network 
runs (though the latter is a "dying" 
commodity). 

The Top Markets The world mar- 
kets that produce the most revenue for 
U. S. distributors remain consistent 
throughout the years. They are (not 
necessarily in order) : The United 
Kingdom, Canada, Australia, Japan and 
Latin America. 

The most active international mar- 
keters are, naturally enough, the most 
successful production companies, such 
as Screen Gems, MCA (Universal TV), 
United Artists, MGM Television and 
20th Century Fox. The three networks, 
too, are among the pace- setters because, 
in many instances, they have acquired 
the international and domestic syndi- 
cation rights to properties produced by 
independent companies without their 
own distribution arms. 

Undoubtedly the fastest -growing 
company in the international sphere 
has been 20th Century-Fox. Its global 
upsurge parallels its spectacular rise in 
landing network prime slots in the past 
two years. In 1963 -64 Fox had no net- 
work series; it gained four and a half - 
hours of programs on the networks in 
1964 -65 and this rose to seven and a 
half -hours for the current season. 

Despite expanding sales abroad, dis- 
tributors in the U. S. grumble loudly 
about one vital, bread -and -butter con- 
sideration: Prices. They maintain that 
despite proliferating set sales abroad, 
prices generally have been remaining 
static, rising modestly or actually de- 
clining, depending on the particular 
market or specific program offered. 

They contend unanimously that 
prices remain low because of such fac- 
tors as quotas; lack of interstation 
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FALL PROGRAMS SMASH HIT ABROAD continued 

competition; government monopolies 
and the availability of U. S. programs 
in abundance, which tends to create a 
"buyer's market" and perpetuate prices 
they consider inadequate. 

The United Kingdom was singled out 
by several distributors as the "worst 
offender." Because of quota restrictions 
that limit stringently the proportion of 
"foreign" product (meaning American 
for the most part), British program 
contractors are able to "play one dis- 
tributor against another," it was as- 
serted. 

One overseas specialist generalized 
that prices are "slightly higher" this 
year in Latin America; have declined 
a trifle in Japan and have remained 
"about the same" in Australia. Ger- 
many and the Philippines, he con- 
tinued, are fast- growing markets, 
though prices there are not comparable 
with those from the powerhouse areas. 

Though prices on the programs are 
negotiable, depending on the quality 
and popularity potential of each series, 
there is a "going rate" in the various 
global markets. They underscore the 
discontent articulated by some distribu- 
tors, who point out the disparity in 
prices in different markets adding that 
set circulation is not necessarily a 
meaningful criterion. 

In the United Kingdom for example, 
where there are approximately 13.5 
million TV sets, half -hour program for 
a network or national use brings in to 
a U. S. company between $2,800 and 
$4,000 with $3,000 the average; an 
hour show is bought for approximately 
$5,000 to $6,000. In contrast, Australia, 
with only slightly more than 2 million 
sets, pays $1,500- $2,000 for a half hour 

program nationally and $4,000 to 
$4,500 for an hour presentation. 

Again in Japan, where there are ap- 
proximately 20 million sets, the going 
rate is approximately $1,500 to $2,000 
for a half -hour and $4,000 -$5,000 for 
an hour program. Germany, on the 
other hand, with 11 million receivers 
(almost one -half of Japan's total) pays 
higher prices: $2,000- $3,000 for a net- 
work use of a half -hour program and 
$4,000- $5,000 for one hour. 

Other "going rates" as reported by 
several distributors: Iran (100,000 
sets) $60 half -hour; $120 one hour; 
Panama (50,000 sets), $50 half -hour; 
$75 -$100 one hour; the Philippines 
(135,000 sets) , $100 -$150 half -hour; 
$300 -400 one hour. 

U. S. marketers reported that in the 
main, the programs that are popular in 
this country also rank well abroad. 
Action -adventure series rate highly. 
Situation comedies that rely on visual 
appeal can score well in foreign areas, 
although those which accentuate spoken 
humor often fall flat. In recent years, 
some officials said, there has been a 

growing acceptance of U. S.-produced 
newsfilm and documentary programs as 
a source of both information and enter- 
tainment. 

Color No Factor Color programing, 
which has had a spectacular spurt in 
the U. S. this year, is not a factor 
abroad. Distributors noted that in the 
more sophisticated markets - Britain, 
Canada, Australia and Japan -station 
operators are following color develop- 
ments with interest, but it is not ex- 
pected to be an overriding consideration 
for at least several years. 

The pattern of on-network program 

NBC International sees record year abroad 

A block -buster sales year appears 
assured for programs distributed 
abroad by NBC International. Ac- 
cording to a report to be issued today 
(Oct. 18), sales of TV programing 
in foreign markets for the first nine 
months of 1965 already have sur- 
passed the entire 1964 sales by 22 %. 

George A. Graham Jr., president 
of NBC Enterprises, of which NBC 
International is a part, attributed the 
rise in sales to the new programs 
added to the roster of properties in 
distribution to hundreds of television 
outlets in 81 countries. 

Mr. Graham observed that all of 

the new programs except Convoy 
are in color. He said that although 
only the U.S. and Japan now regu- 
larly program tinted series, "we are 
working toward the inevitable break- 
through in world -wide color pro- 
graming." 

Joseph M. Klein. director, NBC 
International Enterprises, said the 
new NBC -TV programing -/ Spy, 
Convoy. Get Smart, Hank and La- 
redo, -have been received warmly 
by overseas buyers. He added that 
the seventh year of Bonanza, the 
fifth year of Dr. Kildare and Hulla- 
baloo are still popular. 
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scheduling varies from country to coun- 
try. In Canada, for example, buyers 
insist upon a pre -release of new 
series, scheduling programs before 
their presentation in the U. S. In other 
major markets, the series are presented 
several months after the U. S. telecast. 
In markets buying holdover series 
(those on the network for several years 
and continuing), they may commence 
with the first year's cycle and by sched- 
uling programs on a 52 -week basis ulti- 
mately "catch up" with the latest epi- 
sodes. 

The rise in overseas sales by U. S. 
companies is not expected to continue 
at the levels enjoyed in the past for 
several reasons. William H. Fineshriber 
Jr., vice president in charge of TV for 
the Motion Picture Association of 
America and the Motion Picture Ex- 
port Association of America, envisions 
"a continuous but unspectacular 
growth" over the next decade. 

Gains will be made steadily in Aus- 
tralia, Canada and Latin America as a 
whole, where the number of sets and 
stations are expected to grow, as well 
as in the developing nations of the Near 
and Far East and Africa, according to 
Mr. Fineshriber. 

In Europe advances can be expected 
in Italy and Germany, where commer- 
cial programing is expanding, and in 
Switzerland, which began commercial 
operations this year and currently is 
sold out. Britain remains a problem 
because of new rules which have had 
the effect of curtailing the amount of 
American films in the fall schedule. 
The aid of the State Department has 
been enlisted by the MPEA, Mr. Fine - 
shriber said, and he is hopeful of a 
solution in Britain through the use of 
diplomatic channels. 

A similarly cautious but optimistic 
forecast was offered by John McCarthy, 
president of the Television Program Ex- 
port Association, who recently returned 
from a fact -finding mission in Europe. 
He noted there is "considerable inter- 
est" in color in Europe, but a problem 
has arisen as to which color system 
should be adopted. Britain. France and 
Germany have devised systems of their 
own and each has gained additional but 
different adherents from other coun- 
tries in Europe. 

No Increase in Canada Canada and 
Japan, both top dollar markets, are not 
expected to grow in the immediate 
future for U. S. exporters. In Canada, 
there is strong sentiment for tax con- 
cessions on Canadian product and a 
curb on U. S. imports, several officials 
reported. In Japan, there has been a 
cut -back in prices for some U. S. pro- 
grams, resulting largely from stepped - 
up competition from the production 
activities of the Japanese themselves. 

One distributor summed up the fu- 
ture in these words: "We can't expect 
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These are the programs they buy overseas 

A list of prime time concurrent 
programing in world -wide distri- 
bution, with the name of the inter- 
national distributor follows (based 
on available information): 

ABC Films: Ben Casey, The 
Fugitive, Ozzie and Harriet, Shindig, 
The Addams Family, The King 
Family, Hollywood Palace, ABC 
Scope, Branded. 

CBS Films: Green Acres, Beverly 
Hillbillies, Ed Sullivan Show, Gun - 
smoke, Hogan's Heroes, Jackie 
Gleason Show, My Three Sons, 
Perry Mason, Slattery's People, 
Trials of O'Brien, Wild, Wild West 
and a number of public affairs series. 

Desilu: The Lucy Show. 

Four Star International: Honey 
West, Big Valley, Amos Burke 
Secret Agent and Smothers Brothers. 

Metro -Goldwyn -Mayer TV: A 
Man Called Shenandoah, Please 
Don't Eat the Daisies, Flipper and 
The Man from U.N.C.L.E. 

William Morris: Dick Van Dyke 
Show, My Favorite Martian, Comer 
Pyle, Andy Griffith Show and vari- 
ous entertainment specials. 

NBC International: Laredo, Get 
Smart, I Spy, Hank, Bonanza, Dr. 
Kildare, Hullabaloo, and various 
NBC News specials. 

Twentieth Century-Fox TV: Voy- 
age to the Bottom of the Sea, Lost 
in Space, The Long Hot Summer, 

Peyton Place, Jesse James, 12 
O'Clock High and The Loner. 

United Artists TV: My Mother, 
the Car, Mona McCluskey, Okay 
Crackerby, Gilligan's Island, and 
Patty Duke Show. 

Warner Brothers TV: The FBI, 
F Troop and Mr. Roberts. 

MCA -TV (Universal TV): Run 
For Your Life, McHale's Navy, The 
Munsters, Bob Hope Chrysler Thea- 
ter, Tammy, The Virginian, Convoy, 
Andy Williams Show and The John 
Forsythe Show. 

Screen Gems: I Dream of Jeannie, 
Gidget, The Wackiest Ship in the 
Army, Bewitched, Camp Runamuck, 
Farmer's Daughter, Hazel, Donna 
Reed Show and The Flintstones. 

the spectacular growth we have had in 
some years to continue forever. The 
world market will grow, and despite 
problems, which we have always had, 
the U. S. share will continue to expand, 
perhaps more modestly, but expand it 
will." 

Following is a roundup of comments 
by some leading U. S. distribution offi- 
cials : 

Harold J. Klein, senior vice president 
in charge of worldwide sales for ABC 
Films, said he is "pleased with our sales 
accomplishments to date in 1965," and 
that in the first nine months of this 
year, international volume has exceeded 
that of the entire year of 1964 by 25 %. 
He indicated there may be "some 
leveling -off" in the next few years, but 
felt there would be a resurgence as 
more stations go on the air and par- 
ticularly if and when commercial TV 
expands in Britain and begins in 
France. 

Willard Block, director of inter- 
national sales for CBS Films, placed 
company sales as "slightly ahead" of 
last year, but explained that the com- 
pany has been active and successful in 
the international sphere for a number 
of years and that its percentage of in- 
crease cannot be expected to rise radi- 
cally. He named Perry Mason, in 52 
overseas markets, as the company's 
top- selling series, followed by Beverly 
Hillbillies. Among the new shows that 
have sold well, he said, are Wild, Wild 
West and Trials of O'Brien (10 mar- 
kets each). He said CBS Films is par- 
ticularly proud that its newsfilm and 
public affairs programing contributes 
to almost 20% of the company's over- 
seas sales volume. 

Alan Silverbach. vice president in 
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charge of syndicated sales for 20th 
Century-Fox TV, stated that Fox's over- 
seas business is up about 100% over 
1964, attributable in part to the com- 
pany's success in landing additional 
network time slots this season. He 
singled out Voyage to the Bottom of 
the Sea as the company's "hottest" 
property with sales in 25 markets, fol- 
lowed by Lost in Space. He envisioned 
continued strides abroad for Fox with 
its large retinue of network programs. 

Business Good A spokesman for 
NBC International reported that the 
distributor is handling eight "on -net- 
work" program series abroad this year 
and expressed delight with the progress 
of business in 1965 over 1964 (story, 
p. 30). The biggest seller is Bonanza, 
which is slotted in 60 overseas mar- 
kets, followed by Dr. Kildare in 55 
markets. An official added there is "a 
good deal of interest in color over- 
seas," but it will not become "a major 
programing factor" for at least two to 
three years. 

MGM -TV, which became active in 
syndication only three years ago, cur- 
rently is represented abroad by five 
series, of which The Man from 
U. N. C. L. E. is the best -seller. MGM 
makes a policy of not syndicating pro- 
grams overseas until it has a backlog 
of 10 to 15 programs. 

An official of Warner Brothers TV 
voiced satisfaction with sales abroad, 
pointing out that its gross has jumped 
by 50% over 1964. Warner scored 
well on network schedules this season, 
represented by four prime -time series. 
He said The FBI is the company's in- 
ternational leader, followed by F Troop 
and Mr. Roberts. He noted that in 
most -but not all- foreign countries, 

prices tend to rise as set circulation in- 
creases. 

Herbert Banquer, vice president in 
charge of international operations for 
United Artists Television, is syndicating 
five regular nighttime series, plus a 
color special, The Incredible World of 
James Bond. He tabbed Gilligan's Is- 
land, now in its second year, as the 
company's most widely sold program 
internationally. 

Lloyd Burns, international vice presi- 
dent of Screen Gems, placed SG over- 
seas volume as "well ahead of last 
year," and tabbed I Dream of Jeannie, 
Wackiest Ship in the Army, and Gidget 
as top sellers thus far this year. He 
cautioned that it's "somewhat too 
early" to project sales on the new prime 
time shows because in some instances 
dubbed versions still are not available. 
He envisions continuous growth abroad, 
but pointed out that expansion will 
come in smaller markets with fewer 
dollars to pay for American imports. 

Manny Reiner, executive vice presi- 
dent of Four Star International, said 
that despite "tight situations" in such 
leading markets as Britain and Japan 
this year, the company has "done 
rather well." He noted that overseas 
buyers today are becoming "increasingly 
sophisticated, on a par with their do- 
mestic counterparts." He stressed that 
the number of markets in which a series 
is sold may not be so important as the 
area's size and the ability to pay. He is 
particularly optimistic over prospects 
for the new The Big Valley series and 
mentioned that a program that was 
dropped by NBC after last season, The 
Rogues, is reported to be doing very 
well abroad. 

31 



BROADCAST ADVERTISING 

4A theme: harnessing computer 
Man must be its master, Chicago meeting told; some 

see controversy over 15% fee part of statistical trend 

Don't be conquered by the com- 
puter. Learn its proper place and be 
master of the machine. 

So ran a thread of themes through 
portions of the 28th annual meeting 
of the central region of the American 
Association of Advertising Agencies in 
Chicago last week. Nearly 600 agency 
and advertiser representatives attended. 

William E. Steers, board chairman 
of Needham, Harper & Steers, New 
York, and national AAAA chairman, 
warned that in the new computer age 
an excessive reliance on statistics can 
result in an "incentive overkill" of the 
creative function. He questioned how 
intangible media qualities like the char- 
acter, editorial value or personality of 
a station or program could properly be 
put into computer language and pro- 
cessed properly. 

Citing how the "spirit of fun and 

put on a million -dollar idea the agency - 
man got while shaving in the morning 
at home, he asked. 

Joseph St. Georges, vice president of 
Young & Rubicam, New York, ex- 
plained how his agency is using its 
computer system to concentrate on the 
needs of people in solving advertising 
and marketing problems more quickly 
and more efficiently. He said computers 
and other office machines of themselves 
are relatively unimportant because "it 
is the capabilities and requirements of 
people" that make them significant. 

Describing how Y & R' Chicago 
office has been linked to the New York 
computer system, Mr. St. Georges re- 
ported that later this month the agency's 
Detroit, Los Angeles and San Francisco 
offices also will be connected. He 
demonstrated how the system helps 
find discrepancies in bookkeeping, 

Mr. Ross Mr. Steers 

creativity in advertising can't be sub- 
jected to statistical analysis," Mr. Steers 
said, "too many statistical crutches can 
result in creative laziness and get in 
the way of a good idea." He added 
that good judgment, experience and in- 
tuition also are values computers can't 
measure, yet they are important to an 
agency in carrying out its creative re- 
sponsibilities. 

Commission Or Fees? Mr. Steers 
felt that the controversy over whether 
agencies should retain the traditional 
15% commission plan or adopt fee 
systems is part of the statistical trend 
because the fee idea is based on statis- 
tical measures of an agency's contribu- 
tions to the client and his advertising. 
How can a time -work value ever be 
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Mr. St. Georges 

helps explore factors influencing mar- 
keting decisions and suggests possible 
profitability of alternatives, may be used 
for developing demographic data about 
various media and can be used to do 
such things as analyze spot -TV oppor- 
tunities, providing data on reach, fre- 
quency of exposure, efficiency and the 
effect of seasonal variations. 

Computer That Compares Robert 
Ross, vice president and creative direc- 
tor of Leo Burnett Co., Chicago, dis- 
closed that a computer technique is 
now known but not yet developed 
"which will finally measure the effec- 
tiveness of one advertising campaign 
against another." He noted that the 
variables involved have always been 
too intricate, including factors like pric- 

ing display, distributon, weather, com- 
petition, packaging, etc. 

"Now machinery exists," he said, 
"which can handle all the complica- 
tions we can think of. In the next few 
years, certainly we will get a model that 
really works. And when we do, one 
total campaign can be measured against 
another." 

When this is achieved, he suggested, 
"it seems that these machines are going 
to influence the creative process." But 
they won't replace the people, he said. 

Mr. Ross concluded: "A machine 
must do what I tell it to do. But I don't 
have to do what it tells me to do unless 
it gives me something that provokes 
me to have an idea." 

At a session devoted to agency in- 
novations, Eugene H. Mahany, vice 
president and director of merchandis- 
ing for Needham, Harper & Steers, Chi- 
cago, told how the advice obtained 
from the agency's unique grocery prod- 
ucts "buying committee" has helped 
improve its package goods advertising 
and planning. The committee is made 
up of leading representatives from the 
retail trade and is in its third year. 

Mr. Mahany related that the com- 
mittee has been interested in the role 
of the broadcast media in moving gro- 
cery products and indicated today's 
merchandisers want realistic facts, not 
merely "a few glib statistics." The corn - 
mittee's consensus, he said, "was that 
television is an unmatched medium for 
generating fast, immediate demand for 
products." 

Examples of outstanding contempor- 
ary radio commercials were reviewed 
for the convention by Thomas S. 
Magsino, Arthur Meyerhoff & Asso- 
ciates, Chicago. Alice M. Westbrook, 
North Advertising, Chicago, reviewed 
unusual TV commercials today. 

Dataspeed keeps eye 

on the competition 

A new computer program to supply 
up -to -date information about TV ad- 
vertising activity in the nation's top 
markets has been initiated at Carson/ 
Roberts, Los Angeles. "For the first 
time," C/R President Ralph Carson said 
in announcing the new service, "an in- 
dication of competitive advertising vol- 
ume will be in our hands in time to 
swiftly counteract any unusual competi- 
tive spot activity in any market." 

The new system has been named 
"Dataspeed" by Phil Ladau, media re- 
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HITTING ON ALL FOUR- That's "My Mother The Car," the new NBC 

comedy starring Jerry Van Dyke. If you're planning a Fall tune -up, add 

Atlanta to your crankcase. You'll run in high gear when you've bought 

a hard driving schedule on WSB -TV, the Atlanta market's quality station. Channel 2 Atlanta 
NBC affiliate. Represented by Petry 

COO BROADCASTING CORPORATION stations: WSG AM.FM -TV, Atlanta; 01010 AM- FM -TV, Dayton; WSOC AM- FM -TV, Charlotte; WIOD AM -FM, Miami; NM, San Francisco- oeklan0; WIIC, Pittsburgh, 
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search director of Carson /Roberts, who 
developed it in conjunction with John 
Postley of Informatics, Los Angeles - 
based computer applications firm, and 
Phil Edwards of Broadcast Advertising 
Reports, New York -based monitoring 
firm. It is essentially a method for fast 
reporting of the total TV advertising ac- 
tivity of any given industry in 75 ma- 
jor U. S. markets. 

Calling it the first system successfully 
developed to program BAR magnetic 
tapes on the computer, C/R said that 
Dataspeed provides increased speed of 
reporting, increased accuracy, flexibility 
in the selection of pertinent material and 
"a highly workable system with which 
advertisers can verify their own TV me- 
dia programing to investigate competi- 
tive activities." 

The Method The way Dataspeed 
works, according to the agency, is as 
follows: 

"One random week out of every 
month, BAR monitors on tape all tele- 
vision stations in 75 selected markets. 
Among the items reported upon are 
identification of each commercial by 
product, station, day, time, duration, 
cost, and the program or program 
adjacency." 

The BAR tape is rushed to Infor- 
matics which, using its file management 
systems, extracts requested product cate- 
gories in full detail and summarizes 
them by product class, manufacturers 
and industry groupings within each mar- 
ket. 

The speed with which the TV infor- 
mation becomes available -within hours 
rather than weeks -the agency noted 
as Dataspeed's most obvious advantage, 
enabling advertisers and agencies to re- 
late the status of their or their client's 
product to the total advertising picture 
in any market or group of markets in 
time to take whatever action is indi- 
cated. 

Mr. Carson said: "Dataspeed permits 
us to quickly compile a month -to -month 
trend of volume and type of television 
buys being made, to aid in evaluating 
our own media programs. This flexi- 

bility and fast delivery of reports is also 
invaluable for studying the results of 
advertising tests, of particular impor- 
tance in the case of clients such as Mat- 
tel, who market a product as dynamic 
as toys, requiring fast answers and 
precise timing of introductions." 

Three promises 
of more buying 
Agency men at IBA meet, 

spell out clients plans 

to increase radio -TV 

Continuation of strong broadcast bill- 
ings in 1966 was the common forecast 
of three agency executives last week 
in talks before the Illinois Broadcasters 
Association fall meeting in Chicago. 

William Barker, vice president -media 
director of D'Arcy Advertising, Chi- 
cago, reported that his office next year 
will put over 70% of its more than $22 
million billings into broadcast with the 
dominant part in TV. Chief accounts 
are American Oil, Rust -Oleum, Clima- 
lene -Linco and a regional portion of 
Royal Crown. 

Citing how TV sports programing 
helps promote petroleum products for 
American Oil as a specific example of 
the medium's strength, Mr. Barker 
noted its weaknesses too. "Television's 
greatest disadvantage," he explained, "is 
that its strongest appeal is to the lower 
end of the socio- economic group." 

Leonard Kaye, media director of 
Arthur Meyerhoff Associates, Chicago, 
said his agency's broadcast spending 
next year will at least equal if not ex- 
ceed 1965. "We are firm believers in 
TV as the basic medium," he said, but 
he charged that recent rate increases in 
TV have been "brutal and not justified." 
As a result Meyerhoff is making an 

TV network billings for August 
TV network billings by day parts 

(Source: TVB /LNA -BAR) 

(add 000) 
August January-August 

1964 1965 % Chg. 1964 1965 % Chg. 

Daytime $18,020.7 $24,891.3 +38.1 $183,436.7 $219,626.5 +19.7 
Mon. -Fri. 13,992.8 19,011.0 +35.9 140,614.1 166,215.7 +18.2 
Sat: Sun. 4,027.9 5,880.3 +46.0 42,822.6 53,410.8 +24.7 

Nighttime 49,003.1 54,197.5 +10.6 521,517.3 528,335.7 + 1.3 
Total $67,023.8 $79,088.8 +18.0 $704,954.0 $747,962.2 + 6.1 

% Chg. % Chg. 

1965 1964 '65/'64 1965 1964 '65 /'64 
Jan. $105,252.6 $103,667.0 + 1.5 May $94,956.2 $88,418.8 + 7.4 
Feb. 98,142.0 98,804.9 - 0.7 June $81,773.0 $74,291.3 +10.1 
March 107,059.8 105,230.4 + 1.7 July 79,055.8 69,411.3 +13.9 
April 102,634.0 98,107.0 + 4.6 Aug. 79,088.8 67,023.8 +18.0 

"agonizing reappraisal" of its buying 
strategies to find new ways to increase 
efficiency. 

Hearing Is Seeing Meyerhoff also 
uses considerable radio spot to support 
its TV buys for Wrigley gum. "We have 
a theory that radio spots not only add 
to product commercials on television, 
they multiply the effectiveness of TV 
spots," Mr. Kaye said. A spearmint gum 
test only in radio disclosed that listeners 
thought they had "seen" the commer- 
cials on TV. 

William Frame, media director of 
McCann -Erickson, Chicago, reported 
that Coca -Cola will use about two -thirds 
of all the radio and TV stations in the 
state next year while Swift & Co. also 
will have substantial radio -TV schedules 
in the area during 1966. He urged 
smaller market radio stations to group 
together and pool their resources to 
produce more useful market and audi- 
ence data for buyers as one way to get 
a bigger share of national spot dollars. 

The high cost of television was one 
factor pointing to a brighter future for 
radio, according to a panel of repre- 
sentatives from the major research serv- 
ices in radio. Frank Stisser, C. E. 
Hooper Inc., noted also that "New York 
agencies are getting concerned about too 
many eggs in one basket," meaning 
television. 

James Seiler, Mediastat, felt that the 
lack of documentation of radio audi- 
ences is a key factor holding back ra- 
dio's big resurgance. However he pre- 
dicted that next year all three of the 
major soap companies will be back in 
the medium. 

Rodney Erickson, American Research 
Bureau, noted that "the honeymoon in 
TV is over" and this spells business for 
radio. He also observed that agencies 
today are more willing to experiment 
"and that's a great advantage to radio" 
too. Fourth panel member was Larry 
Roslow, Pulse Inc. 

Agency appointments ... 
W. P. Fuller Paint Co., subsidiary of 

Hunt Foods and Industries Inc., Fuller- 
ton, Calif., names Los Angeles office 
of Campbell -Ewald Co. as consumer 
and industrial market agency. 

Adolph's Ltd. appoints Carson /Rob- 
erts, Los Angeles, for its meat tender- 
izers, sugar and salt substitutes, and 
names Foote, Cone & Belding, to handle 
the advertising of the new instant meat 
marinade. Adolph's advertising had 
been placed by McCann -Erickson, Los 
Angeles. 

Murray -Allen Imports Co., New Ro- 
chelle, N. Y., has appointed Daniel & 

Charles, New York, to handle its ad- 
vertising. The agency's first assignment 
will be on the English -import line of 
Regal Crown Sour Fruit Candies and 
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is a mighty healthy slice of the local TV advertising dollars in a three station Market. 
That slice belongs to WBAL -TV *. 
Year after year, advertisers who are able to evaluate the dynamics of Baltimore tele- 
vision in their own living rooms -men who know first -hand what delivers customers to 
the point of sale- invest the lion's share of their TV advertising dollars on WBAL -TV. 
Why? 
Maybe because WBAL -TV provides maximum response -the truly 
meaningful measure of advertising efficiency. 
Maybe that's why! 
Maybe that's why you use WBAL -TV, too. 

*BASED ON LATEST AVAILABLE FCC REPORTS 

"ViTSAL 2g WW- 3101.. SAL=MORF 
Maryland's Number One Channel of Communication- Pioneer and leader in color TV- Nationally represented by Edward Petry & Co.Ine. 
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In the restful hours after a 
busy day, most of 7% million 

Angelenos enjoy a well 
earned repast. Their companion 

in these twilight hours is 
of ten radio. And for those 
listeners who are affluent, 

informed adults there is 
50,000 -watt KPOL AM /FM 

. to provide genuinely 
beautiful music and stimulating 

news coverage and analysis. 
Pulse, and /or your own 

experience, will show that 
KPOL is always among 

audience leaders in adult 
listenership and consistently 
delivers the largest audience 

of any of Los Angeles' 
good music stations. 

EVENING, MORNING OR 
AFTERNOON ... KPOL REACHES 

SOUTHERN CALIFORNIA'S 
LARGEST AUDIENCE OF 

AFFLUENT ADULTS 

Distinguished Radio - Los Angeles 
Represented nationally by Paul H. Raymer Co. 

In San Francisco call 
MILT SEROPAN 
at YU 1 -1833 
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an expanded program for Hall's 
Mentho -Lyptus Drops. 

Bardahl Lubricants Inc., Norwood, 
Mass., has reappointed Ingalls Associ- 
ates, Boston, as its agency. Bardahl 
moved its billings from Ingalls to Jerome 
O'Leary Advertising, and later to Silton, 
Callaway & Hoffman, both Boston. A 
company spokesman indicated that the 
account, which used newspapers, would 
now switch its advertising to radio. 

The Chemway Corp., Wayne, N. J., 
has appointed Ketchum, MacLeod & 
Grove, New York, to handle its Zonite 
and Dr. West's toothbrushes, and Dele- 
hanty, Kumith & Geller, New York, as 
agency for its Pretty Feet and Lady 
Esther cosmetic products. Dr. West's 
toothbrushes, Pretty Feet and Lady 
Esther were formerly handled by Gum - 
binner- North, New York, while the 
Zonite account was previously serviced 
by Kastor, Hilton, Chesley, Clifford & 
Atherton, New York. 

Three -network campaign 

planned for C -P's All 

The Colgate- Palmolive Co., New 
York, is investing an estimated $6 mil- 
lion in network participations and TV 
spots in introducing nationally its new 
Cold -Water All powdered detergent. 
The product has been test -marketed 
since Oct., 1964, in Phoenix and Tuc- 
son, both Arizona. 

Network TV participations are sched- 
uled throughout the fall and winter on 
Colgate's prime -time and daytime show 
lineups on all three networks. A heavy 
spot saturation campaign is scheduled 
in major markets. 

Norman, Craig & Kummel, New 
York, is the agency for All. 

Court tells TWA: 

Stop using Barbra 

An order preventing Trans -World 
Airlines from using Barbra Streisand's 
name or picture in its advertisements 
was issued last week by the New York 
State Supreme Court. 

The court acted after Miss Streisand 
filed a $2.25 million suit against the 
airline and NBC, which presented some 
of the advertisements. The suit is pend- 
ing. 

Miss Streisand charged that at no 
time had she allowed her name and like- 
ness to be used to promote commercial 
products and services. TWA said its 
contract with Columbia Records per- 
mitted it to use the names and photos 
of the company's performing artists in 
its advertising. 
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Ocean Spray and 

McCann -Erickson part 

Ocean Spray Cranberries Inc., Han- 
son, Mass., and McCann -Erickson Inc., 
New York, disclosed last week that 
they have mutually agreed to terminate 
their relationship, effective Jan. 15, 
1966, because of "continuing differences 
in basic operating policy." 

Ocean Spray has annual billings of 
approximately $3 million, with about 
$2.1 million in network and spot TV 
and $365,000 in network radio. 

According to a statement issued by 
M -E, Ocean Spray has indicated that 
Doyle Dane Bernbach, New York, will 
be named as its new agency. 

Magnavox co -op ad 

campaign set for FM 

The Magnavox Co., Fort Wayne, 
Ind., has begun a $150,000 co-op ad- 
vertising campaign, buying one -minute 
announcements on 36 FM stations, 
represented by Quality Media Inc., 
New York, along with 20 additional 
FM outlets in key markets across the 
United States. 

Magnavox features its full line of 
home entertainment products and color 
TV sets in 50- second commercials, pro- 
duced by Kenyon & Eckhardt Inc., New 
York. The additional 10 seconds is 
open for live dealer tags as part of the 
co-op program. 

During the 1962 -63 season, Magna- 
vox invested $150,000, adding $50,000 
in the fall of 1963, on FM packages 
developed by the National Asociation 
of FM Broadcasters. Magnavox re- 
portedly will continue its use of FM as 
an advertising medium. 

Personnel shuffled 
at Coleman -Parr 

A realignment of executive personnel 
it Coleman -Parr Inc., Beverly Hills, 
:alit., advertising agency, is in prog- 
ess, following the resignation of Budd 
:oleman, executive vice president. Mr. 
:oleman sold his stock interest in the 
aency to the corporation for an un- 
lisclosed amount. He is negotiating to 
recome a principal in a Los Angeles 
lesign consultant firm. Charles Parr, 
resident of Coleman -Parr, has been 

elected chairman of the board, a newly 
reated position. Neil Jacoby, senior 
ice president, becomes president. Tom 
Mullins, vice president, is now execu- 
ive vice president. Bob Hammond, vice 

president, moves up to senior vice pres- 
ident. Ed Cunningham, art director, is 
named a vice president and will assume 
most of Mr. Coleman's responsibilities 
in art and production. John Nelson, 
vice president and member of the ex- 
ecutive board, will assist in the devel- 
opment of new business. 

Business briefly ... 
Weldon Farm Products, through Hicks 
and Greist, both New York, this week 
begins a New York -New Jersey intro- 
ductory spot TV campaign for Diet Milk, 
a new sugar -free and fat -free instant 
milk drink. Flights will continue un- 
til next spring on WCBS -TV, WNBC -TV, 
wPix(TV) and WNEW -TV, all New York. 

The Billy Graham Evangelistic Asso- 
ciation of Minneapolis, through Wal- 
ter F. Bennett & Co., Chicago, will 
sponsor Dr. Graham's Hour of Decision 
(Sundays, 1 -1:30 p.m. EDT) for the 
12th consecutive year on Mutual. 

Mission Pak through Carson /Roberts, 
Los Angeles, will begin its pre- Christ- 
mas broadcast campaign in mid- Novem- 
ber, using saturation TV and radio for 
four weeks in Los Angeles and San 
Francisco for the company's packages 
of fruit and confections. The broadcast 
campaign will be the same as in 1964, 
Nick Barnett, account executive at C /R, 
said, except that newspapers will be 
used in San Diego this year in place 
of the broadcast media which were used 
there a year ago. 

Campbell Soup Co., Camden, N. J., 
through Leo Burnett, Chicago, in a 
holiday campaign for its Franco- Ameri- 
can gravies, will use network TV day- 
time participations and spot TV in 
major markets in November and De- 
cember. 

Sunray Oil Co., Tulsa, through Gard- 
ner Advertising, St. Louis, is sched- 
uling a heavy radio -TV spot campaign 
until Christmas for toy promotion that 
ties in with gasoline purchases. Heavy 
TV spot is planned in 58 markets while 
radio spot will be used in 121 markets. 
This will be the second year Sunray 
has used toys for its Christmas pro- 
motion. 

The California Oil Co., Perth Amboy, 
N. J. (for Chevron gasolines) through 
BBDO, New York, will sponsor Road 
America 500, a half -hour film of the 
sports car race held Sept. 5 at Elkhardt 
Lake, Wis. The film, which will be 
on a lineup of 19 TV stations in the 
East during the next five weeks, is 
being syndicated by Triangle Stations. 

The Wool Bureau, through Gray Ad- 
vertising, both New York, begins today 
(Oct. 18) a four -week institutional TV 
and newspaper campaign for wool car- 

if all the 
people who 
worked 

on 
the 

"IN- NOVATORS" 
were gathered 
together 
on an open 

field 
there would 
be enough 
for... 
two softball teams 
four bridge games 
three doubles for tennis 
five singles for squash ... . 

.and... 
seven bird watchers. 

added up that 
comes to 65 

people. 
that should 
impress you... 
But not as 
much as the 
kind of people 
they are. 

the best writers, musicians, 
arrangers, singers, engineers. 
their combined talents created a 
new dimension in sound for the 
station identification package ... 
the "IN- NOVATORS" 
for 

the "IN" STATION... 
the "IN- NOVATORS "... 

front 

MARK CENTURY. 

see 
the 
man 
from 

MARK 

CENTURY 

3 East 57th Street, N Y. 10022 212 -7523035 
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pets. On TV, one -minute and 20- second 
spot commercials have been scheduled 
during prime -time and late night view- 
ing periods in 30 major markets. Tele- 
vision copy stresses the wool label as 
"the mark to look for" when shopping 
for carpet. 

Prince Motor Co. of Japan plans ex- 
tensive campaign next year in U.S. and 
Canada. Agency, Chusenko Co. Ltd., 
has affiliated with Kastor, Hilton, Ches- 
ley, Atherton, New York, and becomes 
Hilton -Senko Inc. Specifics of campaign 
are to be announced at later date. 

Rep. appointments ... 
KBIM -TV Roswell, N. M.: Venard, 

Torbet & McConnell, New York. 
Station plans to go on air Jan 1, 1966. 

WAIR -AM -FM Winston- Salem, N. C.: 
T -N Spot Sales, Raleigh, N. C. 

GM accounts dropped 

Tatham -Laird & Kudner, New York, 
has terminated a long- standing rela- 
tionship with the Fisher Body Division 
of General Motors and with two GM 
engine divisions -Detroit Diesel and 
Allison. 

C. R. Standen, TL&K's president, 
said last week that account service now 
demands a fully staffed Detroit office 

for proper handling and that the agency 
felt that the account's billings "could 
not support a complete office in De- 
troit." TL&K will continue to service 
the accounts until a new agency is 
selected. The division bills approxi- 
mately $2.4 million, with about 
$100,000 of Fisher's billings in network 
radio. 

RAB conferences 

outdraw '64 series 

The 1965 Radio Advertising Bureau 
Management Conferences ended with 
sessions in San Francisco last week, 
with attendance for the six meetings 
surpassing last year's attendance by 
20%. 

The large- market session heard James 
T. Butler, vice president and general 
manager of wISN Milwaukee, stress that 
his station salesmen are forbidden to use 
ratings in selling the station. Instead, 
salesmen sell the merits of the station - 
endorsements from advertisers; the 
in -depth features and the "impact" 
value of wlsN. 

Ted Snider, station manager, KAPY 

Chico, Calif., described promotion tech- 
niques which have helped sell the sta- 
tion. He said remote broadcast from 
fairs and grand openings and maps of 
the market distributed each year to 
local businessmen were two particularly 
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valuable projects. 
Other speakers at the large -market 

session were Clayton Brace, vice pres- 
ident and general manager, and Wilson 
Edwards, station manager, both of 
xoco San Diego; Charles E. Gates, 
general manager, WON Chicago; Lou 
Faust vice president and general man- 
ager, WKBW Buffalo, N. Y. and Stan 
Torgerson, station manager, WMc 
Memphis. 

Speaking at the small- market session 
were Steve Bellinger, general manager, 
WDZ Decatur, Ill.; Edward A. Wheeler, 
president, WEAW Evanston, Ill. and 
Eddie Allgood, vice president sales, 
WBTM Danville, Va. 

National Homes use NBC -TV 

National Homes Corp., Lafayette, 
Ind., has announced marketing plans 
to begin Jan. 4, 1966, with $1 million 
advertising budget, 30% channeled to 
weekly spots on NBC -TV in first three 
months. 

The program, coincidental with the 
company's 25th anniversary, asks 780 
franchised dealers in 32 states (Maine 
to Rocky Mountain area) to locally tie - 
in during last 11 seconds of commer- 
cials on NBC -TV's Today and Tonight 
shows. 

The campaign includes local radio, 
newspapers and national magazines, 
agency for National is The Biddle Co., 
Bloomington, Ill. 

Major sales total nearly $8 million 
Amarillo and Decatur properties to change hands; 

FCC gives its approval to another $5 million transfer 

Two major television sales plus as- 
sociated radio stations, aggregating al- 
most $8 million in purchase prices were 
announced last week. At the same time 
the FCC approved a $5 million transac- 
tion involving a radio -TV property. 

Announced were the sales of KGNC - 

AM-FM-TV Amarillo, Tex., by Roy N. 
and S. B. Whittenburg to Stauffer Pub- 
lications Inc. for $5.9 million (CLOSED 
CIRCUIT, Oct. 11), and of wTvP(Tv) 
Decatur, Ill., by Metromedia Inc. to 
LIN Broadcasting Co. for $2 million. 

The FCC approval involved the 
transfer of WMBG, WCOD(FM) and 
wTva(TV) Richmond, Va., by Wilbur 
M. Havens to Roy H. Park for 
$5,017,185. Also approved by the FCC 
last week were transfers of control of 
KNUZ -Tv Houston and the ownership of 
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WEZI(Tv) Louisville. 
Publisher -Broadcaster Stauffer Pub- 

lications, which publishes a chain of 
newspapers in Kansas, Missouri, Ne- 
braska and Oklahoma as well as several 
national farm publications, also owns 
WIBW- AM -FM -TV Topeka, KSEK Pittsburg 
and Ksox Arkansas City, all in Kansas, 
and KGFF Shawnee, Okla. Stauffer 
Publications got into the broadcast 
field in 1957 when it bought Capper 
Publications which then owned the 
WIBW stations. Among the Stauffer 
newspapers are the Topeka Daily Capi- 
tal and State Journal, Kansas City 
(Kan.) Kansan, Cappers Weekly, and 
Independence (Mo.) Examiner. 

The Whittenburgs are the publishers 
of the Amarillo News and Globe -Times, 
and of the Lubbock (Tex.) Avalanche 

and Journal and KFYO in Lubbock. 
They are retaining the Lubbock radio 
station. 

Willard W. Garvey and family, who 
own 4.85% of Stauffer Publications. 
owns KKAM Pueblo, KKFM(FM) and 
KKTV(Tv) Colorado Springs, Colo 
Stauffer Publications is principally own 
ed by Oscar S. Stauffer and his family 
Thad M. Sandstrom, vice president anc 
director of Stauffer broadcast proper. 
ties, said no basic changes of policy a 
personnel at the KGNC stations are con. 
templated. 

KGNC, which counts its years baci 
to 1922 (it was formed in 1935 by the 
Whittenburgs through the merger o 
WDAG and KGRS Amarillo), operate: 
fulltime on 710 kc with 10 kw. KGNC 
FM, founded in 1958 is on 93.1 mi 
with 14.1 kw. The 12- year -old KGNC 

TV operates on channel 4. All the sta 
tions are NBC affiliates. 

Sale of Metromedia's Decatur tele 
vision outlet came within seven month 
after Metromedia had sold its Peori: 
station. Both are UHF. 

The Decatur station, on channel l' 
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"He said he learned it 
watching television." 

What can you learn from television? Everything 
under the sun, including a close -up familiarity with 
the face of the moon. And some of the very best les- 
sons come from the five NBC Owned Television 
Stations in New York, Washington, Cleveland, Chi- 
cago and Los Angeles. 

Consider, for example, the NBC Owned Stations' 
cooperative venture into educational programming, 
"Education Exchange." 

It's a simple idea with a dramatic payoff. Each 
NBC Owned Station, working hand -in- camera with 
educators in its area, produces fifty educational pro- 

grams annually for the series. Then, each program 
is subsequently broadcast by its sister stations. 

The result is that widely acclaimed programs 
such as "Modern Math," produced by Chicago's 
WMAQ -TV in cooperation with the University of 
Chicago, can be viewed in our five cities instead of 
just one. 

Everyone benefits. Most of all, the 
viewer -whose TV curriculum becomes 
five times broader than ever before, 
thanks to the NBC Owned Television 
Stations' "Education Exchange." 

Stan up front with the NiltYownod stations 
NNBC -TV NEW YORK WRC -TV WASHINGTON WKYC -TV CLEVELAND WMAQ -TV CHICAGO KNBC LOS ANGELES 

REPRESENTED BY NBC SPOT SALES 



and affiliated with ABC, was sold to 
LIN Broadcasting Corp. for $2 million. 
This is LIN's first TV purchase. 

LIN Broadcasting, which is headed 
by Frederick Gregg Jr., with John R. 
Ozier as a second principal owner, 
owns WMAK Nashville, Tenn., WAKY 

Louisville, Ky., KEEL Shreveport, La., 
and KAAY Little Rock, Ark. LIN also has 
multiple community antenna system 
holdings through Gregg Cablevision Inc. 
Gregg Cablevision bought a group of 
Bruce Merrill's cable companies last July 
for $4 million (BROADCASTING, July, 
26). The CATV's are those in Yuma, 
Ariz.; El Centro, Holtsville, Brawley 
and Calexico, all in Southern California, 
serving approximately 10,000 subscrib- 
ers. Gregg Cablevision also operates or 
has franchises for more than two dozen 
CATV's in Illinois, Kentucky, Ten- 
nessee, Arkansas, Alabama, Florida and 
Georgia. 

Metromedia bought WTVP in 1960 
from John Bolas and associates for 
$570,000. 

Earlier this year, Metromedia sold 
wrvx(Tv) Peoria, Ill., on channel 19 
also affiliated with ABC, to the Mid - 
America group (Kankakee (Ill.) Jour- 
nal stations) for $2 million. Metro- 
media bought the Peoria UHF from 
Hilltop Broadcasting Co. (55% owned 
by the Peoria Star -Journal) in 1959 for 
$610,000. 

Broker in both the KGNC and the 
wrve sales was Blackburn & Co. 

One Objection The approval by the 
FCC of the transfer of the Richmond 
stations to Roy H. Park Broadcasting 
of Virginia Inc. brought one dissent. 
Commissioner Robert T. Bartley said 
he felt there should be a hearing. Mr. 
Bartley has taken this position in other 
sales applications, especially where the 
buyer is a group owner. 

Mr. Park owns WNCT- AM -FM -TV 
Greenville, N.C.; WDEF- AM -FM -TV 
Chattanooga, and WJHL -TV Johnson 
City, both Tennessee. Through the 
Greenville station, Mr. Park also owns 
30% of WECT(Tv) Wilmington, N.C. 

Mr. Park headquarters in Ithaca, 
N.Y., where he supervises his other in- 
terests (publishing, printing, advertis- 
ing, real estate and investments). 

WTVR began operating in 1948 and 
is on channel 6 with CBS affiliation. 
WMBG, affiliated with ABC, was found- 
ed by Mr. Havens in 1926 and is on 
1320 kc fulltime with 5 kw. WCOD 
went on the air in 1946 and is on 98.1 
me with 50 kw. 

The other two FCC approvals: 
'Eighty percent of KNUZ -TV, on chan- 

nel 39 and which has been off the air 
since June 1954 (it operated for less 
than a year) went to WKY Television 
System Inc. for $240,000. Principal 
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NBC gift to ETV 

NBC has contributed $100,000 
to wviz -TV Cleveland, a noncom- 
mercial station. This monetary 
aid, according to the network, rep- 
resents the largest yet received 
by wviz -TV from a private com- 
pany. 

Louis S. Peirce, (r.) chairman 
of the Educational Television As- 
sociation of Metropolitan Cleve- 
land, and Betty Cope, WVIZ -TV 
manager (c.), accepted the gift 
from Art Watson, vice president 
and general manager of NBC's 
WKYC- AM -FM -TV Cleveland. The 
ETV station started telecasting 
last February. 

owners are Max Jacobs and Irvin Shlen- 
ker, both with 40% each. 

WKY Television System is owned by 
the Oklahoma Publishing Co. (Daily 
Oklahoman and Times, Farmer- Stock- 
man); its broadcast holdings include 
WKY -AM -TV Oklahoma City, wrvT(Tv) 
Tampa -St. Petersburg, and xTvT(Tv) 
Fort Worth. 

Commissioner Bartley abstained from 
voting in this case. 

The commission exempted the Hous- 
ton purchase by WKY Television System 
from its top -50 market policy because 
the application for the transfer had been 
filed before that policy was adopted. 
The top -50 policy, enunciated by the 
commission last June, discourages the 
ownership by a single owner of more 
than three TV stations in the top 50 
markets. Only two of the three may 
be VHF, the commission holds. Acqui- 
sitions exceeding those limits are sub- 
ject to hearing. 

WEZI, the permittee of channel 21 
which went off the air in 1954, was 
sold by Air Trials stations (Charles 
Sawyer) to South Central Broadcasting 
Corp. for $25,000. South Central is 
owned by John A. Englebrecht and 

George F. Stoltz and families who also 
own W!KY -AM -FM Evansville, Ind. Air 
Trails continues to own WKLO -AM -FM 
Louisville, Ky., WING Dayton, WCOL- 
AM-FM Columbus, and 60.8% of WIZE 
Springfield, all in Ohio, and WIRT -AM- 
FM Milwaukee. 

Court upholds FCC 

in ch. 10 Largo case 

A U. S. Court of Appeals in Wash - 
ton last week upheld the FCC in its 
1962 grant of channel 10 at Largo 
(Tampa -St. Petersburg) Fla., to WTSP- 
Tv (now WLCY -TV) that city. 

In an unsigned order, the court found 
for the FCC in all respects, including 
the allegation that the FCC's criteria 
for choosing an applicant in a hearing 
requires subjective determination by the 
commission. The court said this argu 
ment was never raised before the FCC 
and therefore is not properly before 
the court. 

In response to arguments that the 
commission failed to properly evaluate 
WTSP -TV'S change in programs and tc 

penalize WTSP -TV for this and find i1 

favor of other applicants, the cour 
said, the FCC on its own motion re 
opened the hearings for this purpos, 
and made detailed findings. 

Bringing the appeal were the thre 
unsuccessful applicants for the channe 
10 facility: Florida Gulfcoast Broad 
casters Inc., Suncoast Cities Broaden. 
ing Corp., and Tampa Telecasters Inc 

Hearing the case were Circuit Judge 
Henry W. Edgerton, John A. Danahe 
and Edward A. Tamm. 

Two FM educasting 

services approved 

The student auditing the history cour: 
received on a special FM multiplex r 
ceiver is pondering a multiple -choir 
question the professor has asked. E 
makes his choice, presses one of thre 
buttons on the set, and, to his relie 
hears, "Your answer is correct." 

This is "educasting," a new kind 
educational broadcasting, which tv 
FM stations were given permission 1 

the FCC last week to initiate on 
regular basis. 

The system, which adds a new c 

mension to educational broadcasting a1 

opens up new sources of revenue f 
commercial FM's, employs four su 
carrier frequencies and a special "ed 
casting "' (multiplex) receiver. 

On one channel, instructional m 
terial is transmitted. The other thr 
are programed with evaluations of a 
swers the students give to multipl 
choice questions. If the student pt 
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/30Y) ARE YOU DRAB! 
YOU'RE NOT GOING ON THE AIR 

LOOKING LIKE THAT ARE YOU 

Not if WFGA -TV can help it. We air everything we 
can in color, and that includes spot announcements. 
Your color films and tapes are shown in color. Your 
live scripts are produced in color. And we never 

charge you a cent more than regular black and white 
rates. That's the advantage of advertising on a COLOR 
station. That's us. For details, see your Peters, Griffin, 
Woodward "Colonel." 

WFGA -TV /JACKSONVILLE 4`4`t 
AN AFFILIATE OF WOMETCO ENTERPRISES, INC. 
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ticipating in the history course had 
pressed a different button, he would 
have heard his answer was incorrect. 

The stations authorized last week to 
transmit multichannel subsidiary com- 
munications authorization material to 
provide the new service are the com- 
mercial WFIL -FM Philadelphia and the 
noncommercial educational wsuv(FM) 
Scranton, Pa. 

Wsuv, which is licensed to the Uni- 
versity of Scranton, has been testing 
the system under special FCC authority 
for several months. It intends to pro- 
vide educasting courses at no charge. 

However, WFIL -FM, a Triangle Pub- 
lications Inc., station, will charge $50 
for 10 -week, 30- lesson educasting 
courses. The fee will include the right 
to audit the course, work books, and 
use of the special educasting receiver. 

Red Cross ups Betsy fund 

The American Red Cross, which had 
reported that its aid to the area hit by 
hurricane Betsy would reach a total of 
more than $8 million (BROADCASTING, 
Oct. 11) last week revised the figure 
to $14 million. ARC's original an- 
nouncement followed a suggestion that 
a special fund be promoted by all broad- 
casters to aid southern Louisiana vic- 
tims. 

NBC Radio affiliates 
to hear three panels 

The NBC Radio affiliates' annual 
meeting this week (Oct. 21 -22) at the 
Continental Plaza hotel in Chicago will 
highlight three panel sessions, all mod- 
erated by Stephen B. Labunski, execu- 
tive vice president in charge of NBC 
Radio, and will treat the topics of news, 
programing and promotion. Robert W. 
Sarnoff and Robert E. Kintner, respec- 
tively board chairman and president of 
NBC, will address the affiliates. 

Each panel will have executives 
representing the network and affiliates: 
News: Julian Goodman, NBC News 
executive vice president; Russ Torna- 
bene, manager of NBC Radio network 
news; Mary Bossart, assistant news di- 
rector, WDAY Fargo, N. D.; A. Louis 
Read, executive vice president and gen- 
eral manager, WDSU New Orleans. Pro- 
graming: Robert Wogan, vice presi- 
dent, programs, NBC Radio; Dick 
Roberts, program manager of IcoGO 

San Diego; Kenneth MacDonald, presi- 
dent and general manager, WSAM Sagi- 
naw, Mich., and Graham Poyner, vice 
president, WPTF Raleigh, N. C. Promo- 
tion: Michael Laurence, NBC Radio di- 
rector of promotion -client services; Gene 

"Let's get a 

131aekbu rn appraisaT- 
What's it really worth? Blackburn's 
answer will depend on accurate market 

surveys and analyses, potential and pro- 

jected as well as actual earnings, knowl- 

edge of the ever -changing market. 

What are the services of Blackburn, the 

reliable broker, really worth to you? 

BLACKBURN & Company, Inc. 

RADIO TV CATV NEWSPAPER BROKERS 
NEGOTIATIONS FINANCING APPRAISALS 
WASHINGTON, D.C. CHICAGO ATLANTA BEVERLY HILLS 

lames W. Blackburn H. W. Cassill Clifford B. Markall Colin M. Sclph 
Jack V. Honey William B. Ryan lehn G. Williams C. Bennett Larson 
IYk M. f1Mck Hub Jackson Mony Building Bank of America Bldg. 
RCA 1/nllrrg Eugene Carr 1655 Peachtree Rd. 9465 Wilshire Blvd. 
333-9,271/ 333 N. Michigan Ave. 873 -5626 274 -8151 

34' -'.," 

Walsh, manager, business and trade 
publicity of NBC press department; 
Elmo Ellis, general manager, wsB At- 
lanta; Lee Gilbert, general manager of 
WMVA Martinsville, Va., and Richard 
Meeder, station manager, WAVY Nor- 
folk, Va. 

Bob Newhart, Al Capp, the Back 
Porch Majority, the Davis Trio with 
vocalist Joe Williams and guitarist Al 
Caiola headline a variety show at the 
Oct. 21 dinner, while Edgar Bergen, 
Joe Garagiola and the Van Damme 
quintet are on the entertainment pro- 
gram at the Oct. 22 luncheon. 

Changing hands 
ANNOUNCED 1 h following station 
sales were reported last week subject tc 
FCC approval: 

KGNC- AM -FM -TV Amarillo, Tex.: Solc 
by Roy N. and S. B. Whittenburg tc 
Stauffer Publications Inc. for $5.9 mil 
lion (see page 38). 

WTvP(Tv) Decatur, Ill.: Sold b 
Metromedia Inc. to LIN Broadcastin; 
Co. for $2 million (see page 38). 

KxGO Fargo, N. D.: Sold by Nortl 
Dakota Broadcasting Co. to Hart Cat 
doza for $500,000. Mr. Cardoza is th 
principal owner of KATE Albert Let 
Minn.; WDBQ Dubuque, Iowa, and WDB 
Escanaba, Mich. North Dakota Broac 
casting is a group owner, and is heade 
by John W. Boler. Kxoo operates ful 
time on 790 kc with 5 kw. Broker: Joh 
D. Stebbins. 

APPROVED The following transie 
of station interests were approved by ti 
FCC last week (For other commissic 
activities see FOR THE RECORD, pal 
108). 

WMBG, WCOD(FM), WTVR(TV) Ric. 
mond, Va.: Sold by Havens & Mart 
to Roy H. Park Broadcasting for 
million (see page 38). 

WDOK -AM -FM Cleveland - Sold I 

Northeastern Pennsylvania Broadca: 
ing Inc. to Westchester Corp. for $2. 
million. Northeastern Pennsylvania 
composed of stockholders of the no 
defunct Transcontinent Television Cot 
which sold off all its holdings except t 
Cleveland stations in 1964. Westchesl 
Corp., which is licensee of WFAS -AM -F 

White Plains, N. Y., is to be owned 
closing by Mrs. Lucille Stone, 51 %; L 

husband, Harry H. Stone, 17.2 %; Nc 
man Wain, Robert C. Weiss and Jose 
T. Zingale, 10% each, and others (r 
by the Valentine Macy family as i 

ported in CHANGING HANDS, Oct. 11 

Messrs. Wain, Weiss and Zingale we 
formerly with WHK -AM -FM Clevelar 
Buyers report that they are seeking 
expand their broadcast holdings in otl 
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communities. WDOK, founded in 1950, 
is fulltime on 1260 kc with 5 kw. 
WDOK -FM went on the air in 1954 and 
operates on 102.1 me with 31 kw. 

KVEN -AM -FM Ventura, Calif.: Sold 
by Carroll R. Hauser and group to 
KVEN Broadcasting Corp. for $500,000. 
KVEN Broadcasting is owned by Greater 
California Capital Corp., 70 %; Ira 
Laufer and Robert L. Fox, 15% each. 
Mr. Laufer was president of KHJ Los 
Angeles; Mr. Fox was general manager 
of that station. Mr. Hauser is 45.3% 
owner; other sellers are John P. Hearne, 
20.9 %, and Sidney Held, 8.5% among 
others. KVEN, founded in 1948, oper- 
ates fulltime on 1450 kc with 1 kw day 
250 w nighttime. KVEN -FM began 
broadcasting in 1962 on 100.7 me 
with 39 kw. 

WAAP Peoria, Ill.: Sold by Ray Diaz 
and associates to Syl Binkin, Melvin 
Friedman and Richard S. Cohen for 
$262,500. Messrs. Binkin and Feldman 
were part owners of WMAY Springfield, 
[Il. WAAP is 1 kw fulltime on 1350 kc. 

r KNUZ -TV Houston, Tex.: Eighty per - 
ient sold by Northeastern Pennsylvania 
3roadcasting Inc. (David Moore, presi- 
lent) to WKY Television System Inc. 
'or $240,000 (see page 38). 

Wezi(Tv) Louisville, Ky.: Construc- 
ion permit sold by Air Trails group to 
ohn Englebrecht and George F. Stoltz 
nd families for $25,000 (see page 38). 

:CC sets up group 
o develop ITFS 

The FCC last week announced for - 
tation of a national committee for the 
evelopment of Instructional Television 
'ixed Service. Commissioner Robert E. 
.ee will serve as permanent chairman 
f the committee. 
The commission said that because of 

le rapid growth of the service and be- 
tuse of the incipient shortage of chan- 
els in some areas due to uncoordi- 
ated planning, a committee of educa- 
rrs is needed to help achieve the effec- 
ve use of the channels. 
ITFS was first authorized by the 

Immission two years ago (BROADCAST - 

'G, July 29, 1963) . 

The first meeting of the committee 
ill be on Nov. 4 in Washington, D.C. 

ationwide opens in Chicago 

Nationwide Broadcast Services, radio- 
V employment agency, has opened 
fices in Chicago. The new bureau, 
anaged by Lee Fowler and located 
the Blair building, 645 North Mich - 

in Avenue, will specialize in broad - 
st personnel needs of the Midwest. 
ationwide's main office remains in 

Ford to buy CATV 

The president of the National 
Community Television Associ- 
ation is on the verge of be- 
coming a community antenna TV 
operator himself. 

Frederick W. Ford, who be- 
came president of NCTA after re- 
signing from the FCC in De- 
cember 1964, will acquire the 
1,000- subscriber Blythe, Calif., 
CATV system very shortly. Earli- 
er this month the city council of 
Blythe approved the transfer of 
ownership from Bruce Merrill's 
American Cablevision Inc. to Mr. 
Ford. 

Although no price has been an- 
nounced, it is understood the pur- 
chase price is over $200,000. 

If the system reaches its full 
potential of 2,200 customers, it 
will be worth, according to ex- 
pert appraisers, about $500,000 
(CLOSED CIRCUIT, July 12). 

Denver under Managing Director Jerry 
Jackson, former manager of KWBA 

Houston. 

ABC Radio regional meets 

ABC Radio last week began a series 
of regional affiliate meetings which will 
take the network's officials to eight 
cities. For the second consecutive year, 
the meetings will be held in conjunc- 
tion with regional sessions of the Na- 
tional Association of Broadcasters now 
underway and scheduled to run to the 
third week of November. 

Following last week's meeting in 
Louisville, Ky., the remaining sessions 
will be held today (Oct. 18) in Atlanta; 
Oct. 22 in Baltimore; Oct. 24 in Boston; 
Nov. 12 in Chicago; Nov. 14 in Den- 
ver; Nov. 19 in Spokane, Wash., and 
Nov. 23 in Phoenix. 

Says bureau is off base 

Black Hills Video Corp. has told the 
FCC that comments of the Broadcast 
Bureau on KOTA -TV Rapid City, S. D., 
charges of ex parte communications by 
Black Hills to the commission are not 
authorized under commission rules. 

The Broadcast Bureau had backed 
charges by KOTA -TV that Black Hills 
sought to exert pressure on the corn- 
mission through letters to a congress- 
man (BROADCASTING, Oct. 11.) 

EXCLUSIVE BROADCAST PROPERTIES! 

ROCKY -Network affiliated fulltime radio station 
MOUNTAIN modern, growing trading area of 100,000. 

AREA $72,000 in last twelve months. Total price 
000 cash or $105,000 on terms. 

serving 
Grossed 
of $85,- 

TEXAS -Owner forced to sell daytimer in single station mar- 
ket. This beautifully equipped facility grossed $55,- 
000 in 1964 and is capable of doing much better 
under an aggressive owner- manager. Priced at 
$100,000 on terms. 

Contact- DeWitt "Judge" Landis in our Dallas office. 

c4/ 
+ / / / / ,/J ^ ` %/J /l ....//.. / _.., ..._J 

& ASSOCIATES, INC. 

Joh,, F. Hardesty. President 

NEGOTIATIONS APPRAISALS FINANCING OF CHOICE PROPERTIES 

WASHINGTON, D.C. CHICAGO 

1737 DeSales St., N.W. 

EXecutive 3.3456 
Tribune Tower 
DElaware 7 -2754 

DALLAS 

1511 Bryan St. 
Riverside 8.1175 

SAN FRANCISCO 

111 Sutter St. 
EXbrook 2 -5671 
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SPECIAL REPORT: NAB FALL CONFERENCES 

Program forms steal spotlight 
First NAB fall conference gets answers to 

a lot of questions from Anello, discusses 

CATV, personnel, economics of UHF, editorials 

7 he National Association of Broad- 
casters opened its fall conferences in 
Louisville, Ky., last Thursday (Oct. 
14), and Douglas A. Anello, NAB 
general counsel, was the star of the 
roadshow, which has seven more stops 
to make before returning to Washing- 
ton (see schedule, page 14). 

At the afternoon session, Mr. Anello's 
presentation on the FCC's new radio 
program log and reporting form drew 
most of the 151 registered delegates, 
and attracted an additional 30 traffic 
managers of member stations. After 
more than one hour, hands were still 
popping up all over the audience as 
Mr. Anello got out of the program - 
form area and was answering dozens 
of questions relating to specific sta- 
tion problems. 

Response was so great that the sched- 
uled radio bull session was cancelled 
to allow further questioning. 

Discussing the new radio program 
logs and renewal forms, Mr. Anello said 
there is an improvement in the manner 
in which the commercial material is 
reported, but there is much to be de- 
sired in the required description of 

past and proposed program practices. 
Unofficial In explaining the new log, 

Mr. Anello pointed out that the NAB's 
proposed form is not official, but it 
has been coordinated with the commis- 
sion and has unofficial endorsement. 
He suggested that member stations use 
it as a base and add to it any additional 
information they feel should be carried. 

The tone of the conference -which 
covered the NAB's position on com- 
munity antenna TV regulation, involve- 
ment of broadcasters in politics, where 
to find station personnel, the radio 
code, color television, the Television 
Information Office, economics of UHF 
and TV editorials -was set at the 
opening. 

Vincent T. Wasilewski, attending his 
87th fall conference, but his first as 
president, told the broadcasters that 
this is an industry that "is virtually un- 
beatable in any issue in which every- 
one of us has a stake, because, under 
those circumstances, the unified voice of 
the entire industry is immensely power- 
ful." 

Preservation He urged broadcasters 
to support NAB in its actions with Con- 

gress and the FCC and called for their 
support for "fellow broadcasters, even 
though the issue may not directly bear 
upon your operation . . . for only by 
protecting the parts can we preserve 
the whole." 

Mr. Wasilewski noted that when 
there is need for unity, no call has to 
go out for support, because it is there. 
But, he added, at this time there are 
no major issues around which to rally. 
Instead broadcasters now face, he said, 
"a number of issues on which the 
unity is necessary but where it may not 
be apparent because not everyone has 
an immediate stake." 

He identified these issues as CATV 
the FCC proposal to cut back network 
prime -time programing, the FCC plar 
to limit ownership of stations in the for 
50 TV markets, the FM -AM nondupli. 
cation rule and the "long battle" ove: 
program logs. 

CATV Session The discussion sur 
rounding the NAB's position on CAT\ 
regulation took up most of the morn 
ing session. 

Stressing that NAB's approach t. 

CATV is that it "is and must remai: 

Douglas A. Anello (I), general counsel 
of the National Association of Broad- 
casters, confers with (second from I 

to r) Eula Costello, timebuyer, Ralph 
Jones Agency, Cincinnati; Ralph Jack- 
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son, WAVE Inc., Louisville; John 
CaselIo, Cincinnati consulting engi- 
neer, and Gormon Collins, WDOC 
Prestonburg, Ky., at the NAB meeting 
in Louisville. 

Gene Trace (I), WBBW Youngstowi 
Ohio, member of the National Ass( 
ciation of Broadcasters Radio Boari 
answers some questions from Juc 
and Joe Coons, of WOHI Elyria, Ohi 
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"The less of routine, 
the more of life. " 
This philosophy was advocated by the American 
educator -philosopher, Amos Bronson Alcott. A modern 
embodiment of this concept is the INDIVIDUALITY 
which characterizes Griffin -Leake management. 

GRIFFIN - LEAK E TV. INC. 
KATV -7, LITTLE ROCK 

KTUL -TV -8, TULSA 
KWTV -9, OKLAHOMA CITY 
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WGNTV Chicago - Channel 9 
Inner circle: Grade A 
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i WPIX New York . Channel 11 
Inner circle: Grade A 

Middle ring: Grade B 

Outer ring: Proposed new 
CAN grade 

To illustrate how the NAB -proposed CATV contour might 
look and its extent, contour maps for WGN -TV Chicago 
and WPIX (TV) New York were shown. The proposed con- 
tour, in effect a grade C, is only illustrative of the con- 
cept and is designed to show generally the restriction 

a supplement to the system of broad- 
casting which has grown and which 
serves so well the American people," 
William Carlisle, vice president for sta- 
tion services said CATV is an antenna 
system and should be one "whose sole 
function is to receive relatively weak 
and /or distant signals as they actually 
exist in the market the CATV proposes 
to serve." 

This latter point has become the key 
to NAB's new approach for control of 
leapfrogging -the importation of dis- 
tant signals, particularly independents. 

Using the coverage areas of wnix(Tv) 
New York and WGN -TV Chicago, both 
independent VHF's as examples, Mr. 
Carlisle explained how the CATV con- 
tour concept would work, and how far 
it would extend for those two stations. 
Admittedly, the figures are "arbitrary" 
and lend themselves to "additional 
study and refinement." 

The CATV contour would be that 
area beyond a station's grade B signal 
where a minimum signal strength of 
50 microvolts at 30 feet above average 
terrain is actually present over 70% of 
the proposed service area at least 50% 
of the time. If this or a stronger signal 
were available, he said, the cable oper- 
ator could bring the station into the 
market by cable or microwave. 

Honest Approach "Conversely," he 
added, "if this minimum signal strength 
cannot be demonstrated, he would not 
be permitted to bring the channel into 
the community. This approach is honest 
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on the signal. The figures by which the contours were 
determined are tentative and subject to change. 

NAB has proposed that the 21 operating independent 
VHF's and ultimately independent UHF's be carried or 
CATV's but only within the grade C area. 

and clearcut. It permits a reasonable 
extension of a station signal beyond its 
grade B contour, but it prevents the 
artificial import of that signal to areas 
where the signal does not, in fact, 
exist." 

Mr. Carlisle said this concept would 
apply "only to markets served by each 
of the three national networks, for we 
believe that the public is entitled, where 
posible, to receive all three." Applying 
this CATV contour to the existing 21 
independent VHF's and later using 
similar contours for independent U's, 
he said, "is a basis for solution of the 
leapfrogging and microwave problems; 
for under no circumstance could a New 
York station be picked up in Tennessee 
or a Chicago station in central Kansas." 

Following the Carlisle presentation, 
William Russell, Telesis Engineering 
Co., Evansville, Ind. group CATV 
owner; Guy Main, Midwest TV Inc. 
(wcw[Tv)), Champaign, Ill., joined 
Messrs. Carlisle and Anello in a dis- 
cussion of the subject from the broad- 
caster and system operators' points of 
views. 

On the subject of CATV origination, 
Mr. Anello contended that right now 
"there is a grave doubt whether the 
FCC has power to preclude origination 
by CATV systems, and additional legis- 
lation may be required in this area." 

Mr. Russell contended that the NAB's 
position on CATV is "designed to re- 
strict CATV and retard the industry. 
It is asking the FCC to restrict serv- 
ice to people. If additional competi- 

tion is the reason, it doesn't seem to b( 
valid." 

Mr. Main cited results of a surve' 
taken by Midwest TV which showee 
that three cable systems operating ii 

San Diego, where Midwest owns KFMB 

TV. This survey indicated that in home 
served by CATV's, the local station 
audiences had been cut "almost i 

half' by the importation of signal 
from Los Angeles. 

Mr. Anello, who took part in la: 
year's negotiations with National Cotr 
munity TV Association for a commo 
CATV policy, said he feels "a grey 

part of NCTA does not want any typ 
of regulation." But wiser heads seer 
to be prevailing and they feel son 
type of federal regulation is best. H 

added that 15 -days before and aft( 
protection did not seem to be the bas 
difference between the two groups. 

Although there was no over -animo 
ity expressed toward the NAB's CAT 
position by the broadcasters in ahem 
ance, Jack Lee, WSAZ- AM -FM -TV Hun 
ington, W. Va., and chairman of tl 

radio board, spoke in defense of tl 

NAB's actions as implemented by tl 

staff, but only acting under the poll( 
set by the joint board. That board, 1 

reminded the audience, is made up 
radio, TV and radio -TV members ar 
there are probably 35 to 40% involvi 
in CATV. 

"If you don't like the policy," I 

said, "come to the board membe( 
We represent you. The staff does( 
always agree with us, but we're t: 

BROADCASTING, October 18, 19 



738,719 voted 
in the primary. 

More than a million 
elected WNBC-TV. 

On Primary night, September 14, New York 
picked a Democratic candidate -and a television sta- 
tion on which to see the results. WNBC -TV won by 
a clear majority. 

It was a classic landslide. Backed by NBC News, 
the world's largest broadcast news organization, 
Channel 4 attracted an audience 51 % greater than 
the second -place station, according to Nielsen; the 
uivantage was 30% according to Arbitron: 
3ept. 14-15, '65 Nielsen 
11 pm -1 am Rating Share 

WNBC -TV 11.8 42% 
2nd station 7.8 27% 
3rd station* 2.6 9% 

Arbitron 
Rating Share 

11.3 38% 
8.7 29% 
3.2 11% 

Throughout Primary night, anchormen Robert 
MacNeil and Bill Ryan, plus correspondents Gabe 
Pressman, Jim Hartz, Bob Teague -and a staff of 
more than 200 experienced NBC News people -were 
at the right spot at the right time. The result - 
Channel 4 broadcast the most accurate projections 
throughout the evening, and was first in pronounc- 
ing Abe Beanie the winner. 

It's obvious that metropolitan New Yorkers con- 
tinue to look to Channel 4 when news is important. 
This trend indicates that when New York casts its 
Mayoral ballot in November, it will cast another 
vote for NBC News -and Channel 4's Election 
Night advertisers. 

WNBC-TV 
OWNED 

4 
3rd station covered the Primary from 11:00 to 11:30 pm; reverted to regularly- achedulcd programming at 11:30 pm. 
tating Source: Arbitron and Nielsen IA 11:00 pm September 14 to 1:00 am September 15, 1965. Number of WNBC -TV viewers based on 5,400,000 
Jew York television homes and June /July 1965 ARB audience composition figures for the time period, estimated by WNBC -TV. 
Audience and related data are based on estimates provided by the rating services indicated, and are subject to the qualifications issued by these services. 
;opies of such qualifications are available on request.) 
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board -and we're at your mercy." 
Politics Also on the morning agenda 

was the government relations depart- 
ment recommendation that "all broad- 
casters ought to take some part in poli- 
tics. To have a close relationship with 
our congressmen in the next Congress, 
we must act now." 

In urging broadcasters to take this 
role, Paul Comstock, vice president 
for government affairs, said that the 
first move is to assure a candidate of 
your support and "tell him that you, 
as a broadcaster, are vitally interested 
in the preservation of freedom to pro- 
gram your station to serve the people 
in your own area." 

He said experienced broadcasters are 
"experts in public affairs" since they 
know what the public wants. 

Mr. Comstock noted that broadcast- 
ers are "particularly equipped to advise 
on the use of the media. It would be 
proper to offer your service to a new 
candidate as a media adviser or media 
chairman and to offer any appropriate 
suggestions on this subject to an 
incumbent." 

Clee Fitzgerald, former administra- 
tive assistant to Senator Mike Monroney 
(D- Okla), attending the conference as 
part owner of xset Stillwater, Okla., 
suggested that broadcasters can serve 
"a real need and make a friend" of a 
legislator by giving him what he really 
needs -information about the people 
in his area. Broadcasters, he said, are 
supposed to have their finger on the 
public's pulse and should be serving 
their needs. 

TV Report By 1970 there will be 
850 TV stations on the air. These 
figures, William L. Walker told the 
Thursday afternoon TV session, are 
NAB's opinion based on interest in 
applying for additional stations, the 
effect of the all -channel set law, and 
the projected growth of the economy 
and population. 

The growth of the industry, he said, 
has produced a demand for UHF chan- 
nels by "hard- headed businessmen be- 
cause they know television, even UHF, 
is now profitable and the future looks 
bright." 

He cited NAB figures for the typi- 

cal TV station in 1964 which show 
revenues of more than $1.2 million, ex- 
penses of over $1 million and pretax 
profit of $229,000 for a profit margin 
of 18.1 %. Similar statistics based only 
on UHF stations show revenues of less 
than $625,000, expenses of $560,000, 
pretax profit of $58,000 for a 9.4% 
profit margin. The UHF figures, he 
noted, are the first compiled by NAB for 
membership distribution since the "pic- 
ture in prior years was somewhat dis- 
mal, so there was a reluctance to rub 
salt in wounds ... ' 

The all -channel law, he said, has 
theoretically made the problem of set 
conversion less overpowering each day. 
Since the law went into effect, 18.6% 
of the sets in the U.S. have been manu- 
factured and the UHF station going on 
the air in 1967 or '68 "should have 
50% of the sets in the market capable 
of receiving a UHF signal at that time. 
As time passes the question will more 
and more become, can this market sup- 
port a television station, rather, than 
can it support a UHF station." 

In discussing the "economics of com- 

NAB codes fight all the world's Dr. Buzzards 

After previews in Washington, 
New York and at several state 
broadcaster meetings, the National 
Association of Broadcasters Code 
Authority last week publicly unreeled 
"The People vs. Dr. Buzzard," a 
121/2- minute film promoting self - 
regulation, at the first fall regional 
conference in Louisville, Ky. 

Dr. Buzzard is a carefree, happy 
go -lucky cross between Fu Manchu 
and all of James Bond's enemies 
rolled into one. His one avowed 
purpose through the centuries has 
been to con people into mischief, 
misbehavior and old- fashioned evil. 

Although successful in his attempts 
in the garden of Eden, where the 
serpent was the original high - 
powered pitchman, and in the Coli- 
seum where a Lions -Christians match 
drew as many fans as the New York 

Mets do today, and in the French 
Revolution where heads rolled, the 
Doc met his downfall when he tried 
to move his proven tactics into the 
broadcasting field. 

In four attempts to sell the au- 
dience, he is thwarted by the radio 
and TV codes as he tries to use 
broadcasting for a phony medical 
program, a deceptive and harmful 
top commercial, a phony astrology 
program, and the spectacular end 
to all spectaculars: Extremism Play- 
house, which features a little sex, 
a modicum of sadism, a touch of 
masochism and general filth, and 
as Doc says "is the only television 
program that comes to you in a 
plain, brown wrapper." 

Between Dr. Buzzard's attempts 
to gain airtime and the code's firm 
stand on its rules and regulations, 

Bob "Road to the Code" Hope pro- 
vides some off -camera comments. 
And in closing the animated -live 
film, Mr. Hope notes that broad- 
casters and the public "have to be on 
guard against the Buzzards of this 
world . . . the responsible broad- 
caster is constantly on the alert to 
prevent programing and advertising 
practices which are not in the best 
interests of the public he serves. 
That's really what these codes are all 
about. . . . We are striving to stay 
on course, and in your behalf, we 
think this is the right road to travel." 

The film available from the code 
as a rental or outright purchase, is 
designed to be shown by stations to 
civic groups and organizations to 
make them aware of broadcasters' 
efforts to keep an eye on their own 
industry. 
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munity U's," Mr. Walker said several 
problems face potential small market: 
Low -powered UHF's, if there is no net- 
work affiliation available; how much 
will he be able to pay for filmed pro- 
grams and will the product be any 
more than features and syndicated 
shows that have already been well -ex- 
posed on larger- market stations? 

UHF Economics A system, us- 
ing basic film fare and on the air dur- 
ing limited hours, would still need a 
staff of about 13 at a bare minimum, 
he said, and this would allow it to oper- 
ate within a $200,000 budget. But spots 
would have to go for about $10 each 
and the station would practically have 
to be sold out to show a profit. 

Basic equipment needed to operate 
such a station would cost about 
$225,000, Mr. Walker said, and that 
does not include a building, real estate 
or tape equipment. 

Comparing the outright purchase of 
this equipment with loans and leasing, 
Mr. Walker produced these figures: 

Outright purchase: $225,000. 
Deferred payment through manufac- 

turer, with one -quarter down and 6% 
simple interest on the balance: $245,675. 

Bank loan with one -fifth down, a 
5% add on and a four -year payout: 
$261,000. 

Leasing with nothing down and 
monthly rental of $5,512.50: $264,600 
and the equipment is still the leasor's 
property. 

Radio Session A broadcaster will 
find audience acceptance, advertiser sup- 
port and should have a profitable sta- 
tion if he seeks good people, trains them 
to fit in his station, pays them what 
they're worth and uses their talent to 
produce programing oriented toward his 
audience. 

Discussing "People, Program and 

Guy Main (I), WCIA -TV Champaign, 
Ill., who spoke on the community an- 
tenna television panel, has a post - 
meeting discussion with Jim Hodge 
(c) and Tom Baker, both of WLAC -TV 
Nashville. 

Payments" at the radio session Thurs- 
day afternoon, Mr. Walker, said the 
three P's will equal a fourth- profits," if 
diligent attention is given to the other 
three components of the equation." 

APBE Speaking on tape, Hugh 
Cordier, radio and television chairman 
of the department of the University of 
Illinois, president of APBE, said the 
association is to provide broadcasters 
with students "who have a sound gen- 
eral education, a thorough knowledge 
of the broadcasting industry, and suffi- 
cient skills to get and hold that first 
job in radio or television. We don't 
pretend to be able to teach them every- 
thing about broadcasting.... The peo- 
ple we send to you, we fully expect 
some day to assume positions of re- 
sponsibility and leadership in the indus- 

try " 
Management Development Fred 

Houwink, general manager of WMAL- 
AM -FM -Tv Washington, told the broad- 
casters -via tape -that he instituted a 
management trainee program "to in- 
sure the perpetuation of the enterprise, 
and to provide for its growth and de- 
velopment." 

Although he admitted other station 
staffs could be raided, he called this 
"risky because mistakes made in selec- 
tion at upper executive levels are cost- 
ly and embarrassing. On the other hand, 
WMAL, Mr. Houwink said, has 17 
trainees out of a staff of 170. The ap- 
plicants have a two -year training pro- 
gram. Each trainee has a definite tour 
of duty in each department and handles 
various jobs within each department. 

He said that not all trainees are of- 
fered permanent positions, but that 21 
of the 50 or so trained in the past 
eight years have been kept at WMAL. 

Wilbur Kidd, president and general 
manager of WAYS Waynesboro, Va., 
speaking on tape, told the broadcasters 
that he had found this program to be 
helpful in freeing his one -girl copy de- 
partment from traffic and log prepara- 
tion. He said the girls supplied by the 
schools have good records there and 
they "get caught up in the spirit of re- 
sponsibility once they understand the 
importance of the traffic assignment." 

Mr. Walker asked the broadcasters if 
they were "really exploiting the possi- 
bilities within [their] own community 
for people with the talents you need for 
the operation of your station ?" He said 
that in the average town there has to be 
one person with "a talent for writing a 
bit of copy, who can read a decent 
script or take a rate card and sell a 
spot or two down on main street." 

Military Retirees Highly trained 
personnel are continually retiring after 

GOP's Morton happy with news coverage 

A call for broadcasters to work 
with the leaders of the Republican 
and Democratic parties to see "if we 
can do a better, more interesting, 
more dignified job" at the national 
conventions, was issued Thursday 
(Oct. 14) by Senator Thruston B. 
Morton (R -Ky.). 

Addressing the National Associa- 
tion of Broadcasters fall conference 
in Louisville, the former GOP chair- 
man said that together "the leaders 
of broadcasting plus political leaders 
with convention experience ... if we 
plan now, can put on a better show" 
and provide the public with "better 
dialogue and debate upon which rep- 

resentative government rests." 
Later, Vincent T. Wasilewski, 

NAB president, told BROADCASTING 
that Senator Morton had been of- 
fered the NAB's good offices to help 
implement this cause. 

The senator suggested that pool- 
ing "might be able to control the 
floor," recalling the difficulties he 
had as chairman at the 1964 San 
Francisco convention. He said a con- 
vention chairman needs "professional 
police that are under the chairman's 
orders -not Uncle Joe's nephew," 
who might be a nice person but is 
not trained to keep order on a con- 
vention floor. 

Saying he spoke for both political 
parties, Senator Morton said: "The 
Democrats too share my concern, be- 
cause it is not a partisan problem; 
it's an American problem." 

On the subject of fair treatment, 
he said he was one Republican who 
does not "keep complaining about 
mistreatment from the news media. 
I feel I've gotten very fair treatment. 
When I don't make news, its because 
I'm not worth news." 

Senator Morton expressed the 
same views in an address made to 
members of the National Press Club 
in Washington, last Tuesday (Oct. 
12). 
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Roper studies public's views of TV editorials 

Viewers are in favor of broad- 
cast editorials by a margin of almost 
2 to 1, and younger adults are the 
most receptive to them. In areas 
where viewers are familiar with the 
practice of televising editorials the 
favorable vote is even greater. 

These conclusions were drawn 
from an Elmo Roper & Associates 
study, "The Public's View of Tele- 
vision and other Media, 1959 -64," 
conducted for the Television In- 
formation Office. 

The editorializing feature of the 
study had not been disclosed last 
spring when the National Associa- 
tion of Broadcasters was presented 
with a 110 report (BROADCASTING, 
March 15). That report on the 
Roper study showed TV continuing 
to outrank all other media as the 
primary source of news and widen- 
ing its lead as the "most believable" 
and the "most desired" news me- 
dium. 

The new information on editorial- 
izing was presented last week at the 
NAB regional meeting in Louisville, 
Ky., by Roy Danish, TIO's director. 
The data was taken from special 
tabulations which hadn't been in- 

corporated in the original tabs made 
for the results announced at the 
NAB convention. 

Mr. Danish's presentation indi- 
cated that respondents to the ques- 
tion of whether TV stations ought to 
editorialize were 63% yes and 27% 
no. These responses included only 
those who had a "yes" or "no" 
opinion and excluded the "don't 
know" response and the respondents 
who failed to answer that question. 

Age Group Breakout There were 
several breakouts. Mr. Danish noted 
that by age group the responses 
were: 66% yes and 34% no in the 
21 -34 year old group; 64% yes and 
36% no in the 35-49 year old group 
and for 50 -years old and over the 
voting was 60% yes and 40% no. 

Mr. Danish also observed that the 
Roper study broke out the yes and 
no votes, according to those who 
said stations in their areas editorial- 
ized. A near three -to -one ratio of 
"yes" votes to "no" votes was re- 
corded for the areas where respon- 
dents said stations editorialized. The 
percentages: 74% said yes, stations 
should editorialize, and 26% said 
they should not. But the voting was 

52% for, and 48% against editorial- 
izing, in those areas where respon- 
dents specified stations did not air 
editorials. 

Mr. Danish also reviewed the con- 
demnation afforded TV entertain- 
ment in various segments of the 
print medium, and in some cases 
well in advance of the new television 
season, without regard to such ef- 
forts as entertainment and public 
information specials. He suggested 
that broadcasters challenge these 
attacks in their communities. 

Also highlighted in the 110 pres- 
entation: New TV spots (a 20- 
second and a one -minute) which 
point up diversity, attention and 
variety in TV. The 20- second spot 
has "fun with history" by asking 
"did you see this ?" with a reference 
to a TV program that explored an 
historical event. The lengthier com- 
mercial emphasizes TV as the place 
to obtain information about con- 
troversial issues. 

The 110 presentation discussed a 
new book that will deal with religious 
programing particularly and is sim- 
ilar to volumes published in the past 
by TIO on local public affairs. 

20 years of military service, Mr. 
Walker noted, and most of them are 
in their 40's and can be attracted by a 
modest salary in a comfortable town 
as a supplement to their retirement pay. 

He suggested that help wanted ads 
in service journals may turn up some 
of these experienced technicians, pub- 
lic information officers -who are po- 
tential newsmen -and others, many of 
them with poise and diction to be- 
come announcers. 

Speaking on tape, Ben Sanders, presi- 
dent of KICD, said the station has had 
a radar installation for 10 years and it 
is used in the station's program of spe- 
cializing in weather information. 

Mr. Sanders said the gross the year 
radar was put on IcUCD was $196,853.40. 
"This year with just a little luck," he 
said, "we'll hit $300,000. Who will ever 
know how much of it can be credited to 
radar? But we'll give you one clue - 
we're not going to get rid of it to find 
out." 

Radio Code Comments by adver- 
tisers and agency personnel as to the 
value of code subscription highlighted 
the radio code presentation by Howard 
Bell, code director, and Charles M. 
Stone, manager of the radio code. 

Mr. Bell noted that the code repre- 
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sents about 43% of all AM and FM 
stations on the air and membership 
stood at 2,304 as of Oct. 1, compared 
to 2,170 a year ago. He said the recent 
revision and updating of the code has 
strengthened its standards and made it 
"more realistic and flexible and better 
able to meet the requirements of radio 
today." 

The code director said lifting of the 
personal- products ban in June has put 
the radio code in commercial clearance 
"in a major way for the first time. And 
if we are able to do the job, the code 
will emerge far stronger." 

Mr. Stone told the broadcasters that 
there is no price tag on ethics. "The 
radio code doesn't sell ethics or anything 
else," he maintained. 

Advertiser- Agency Comments The 
radio broadcasters also heard taped 
comments made by two major adver- 
tisers and four agency executives to Lee 
Fondren, xt-z Denver, chairman of the 
radio code. 

Victor Elting, vice president for ad- 
vertising, Quaker Oats Co., Chicago, 
said his firm is "very much in favor of 
the code. While not necessarily limiting 
our opinions to this, I think that we 
would be much in favor of stations who 
regulate themselves and who would 

adhere to the high standards of the in- 
dustry represented by this code." 

C. B. Ryan, director of merchandis- 
ing, advertising and sales promotion, 
Firestone Tire & Rubber Co., Akron, 
Ohio, feels "it's in the self -interest of all 
stations to go along with the provisions 
of the code. 

From the agency point of view, Ken- 
neth Laird, board chairman of Tatham - 
Laird & Kudner, Chicago said when a 
broadcaster is sincere in his attempts at 
self -regulation it makes "his station a 
better vehicle for the advertising of our 
clients and I salute him." 

Douglas Smith, senior vice president 
of Lennen & Newell, New York, said he 
would like to see the code "supported 
and upheld in every way it can be... . 

all of us who have any sense of responsi- 
bility in the whole advertising business 
should endorse and support the code 
100% ." 

Editorials On TV TV editorializing 
was discussed at the Thursday after- 
noon session by David Moore, editorial 
writer -researcher for KMOX -Tv St. Louis. 
He said many editorials plan them- 
selves; "they stand up and shout for 
action." 

Mr. Moore found reporters, camera- 
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By the side of the road 

The NAB fall conferences which 
opened in Louisville, Ky., last Thurs- 
day almost became a road show on 
the interstate highway that runs from 
Lexington to Louisville, and where 
nine members of the NAB staff, in- 
cluding President Vincent Wasilew- 
ski, waited while a flat tire was 
changed on the limousine. 

Of course the group would never 
have been in the car and on the 
highway, if the Eastern Air Lines 
Electra which was taking them from 
Washington to Louisville hadn't de- 
veloped "mechanical trouble" in 
Lexington. 

Instead of waiting the "minimum 
hour and a half" it would take to 

fly a mechanic in and fix the en- 
gine, the NAB troupe piled in a 
limousine rented by Eastern and 
began moving toward Louisville. 
(John F. Dille, Jr., NAB board chair- 
man, decided to foresake the limou- 
sine and made the Lexington- Louis- 
ville leg in an air taxi.) 

The limousine, according to its 
passengers, wheezed its way slowly 
up hills and roared down hills, and 
it was coming down a grade only 
25 miles out of Louisville that the 
tire blew, the hubcap rolled off and 
"nuts and bolts flew in all directions." 
They finally arrived at 5:25 p.m. 
EDT P.S. The Electra also made it 
to Louisville at 5 p.m. 

men and news crews, because they are 
always out getting news, are "great 
sources of ideas" for editorials. 

He also spelled out a basic rule for 
editorial writers: They should "make 
every attempt to understand all the 
facets of a subject" before attempting to 
write. Research, he said, is 90% of the 
job. 

Mr. Moore also noted that mail fol- 
lowup of the editorial to community 
leaders and others "is just as important 
as the original editorial." 

Dr. Harold Niven, assistant to the 
president of NAB, noted that NAB has 
conducted two all- industry studies to get 
information on broadcast editorial prac- 
tices and that a third study is underway 
"to determine deterrents to editorializ- 
ing and to discover areas in which the 
association can lend assistance and en- 
couragement to its members" in this 
field. 

Illustrative editorials were shown 
from five stations: wrvr(Tv) Tampa, 
Fla., on road conditions; WSPD -TV To- 
ledo, Ohio, on Medicare; KNxT(TV) Los 

Angeles on school board candidates; 
wAnc -TV New York on the antipoverty 
program, and WBBM -TV Chicago on 
civil rights and schools. 

The subject of color television was 
covered by W. E. Hudson, WAVE Inc., 
Louisville. He said broadcasters plan- 
ning to convert to color should be sure 
there is enough space for the new equip- 
ment that will be required. "You may 
find yourself tearing down walls," he 
said. 

He urged his audience to check their 
film chains for color- corrected lenses 
because if a lens is bad, "you're better 
off on black- and -white rather than with 
a bad color picture." A ghost, he said, 
is much more severe in color than 
black -and- white, and indicated that 
CATV may resolve color reception 
problems by its direct wire feed. 

As a final word of advice, he urged 
broadcasters going into color to talk 
with broadcasters who have already 
made the transition and learn their mis- 
takes, so they're not repeated. 

John D. Stebbins 
MEDIA BROKER 

360 N. Michigan Avenue Chicago, Illinois 

Area Code 312 - 234 -4534 
Area Code 701 - 252 -3570 

I have recently opened my own brokerage company (note today's sales), 
and I would like the opportunity of working with buyer and seller. I 
have some excellent TV and radio properties for sale, and I invite in- 
quiries from interested parties. 
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He's no arbiter 
of public taste 

The FCC's newest commissioner, 
James J. Wadsworth, last week re- 
vealed some of the ideas and philosophy 
he will bring to bear on the regulatory 
problems affecting broadcasting that 
come before him. 

He doesn't want to be the ultimate 
"arbiter" of public tastes in programing. 
Viewers themselves can influence pro- 
gram decisions by expressing their opin- 
ions to sponsors and broadcasters. And 
unless broadcasters prosper, they can- 
not present public -service programing. 

The commissioner, who joined the 
agency in May (BROADCASTING, May 
10), expressed these views in a speech 
prepared for delivery at the National 
Association of Broadcasters' first fall 
conference, in Louisville, Ky. (see page 
44). It was his first appearance before 
an audience of broadcasters since his 
appointment. 

Education Commissioner Wads- 
worth recently received an indication 
of viewers' attitudes toward television 
programing following a broadcast in- 
terview with Representative Barber B. 
Conable Jr. (R -N. Y.). Commissioner 
Wadsworth had said that the public 
could do more to influence programing 
by writing sponsors than by complain- 
ing to the government. 

Listeners, however, promptly wrote 
directly to him to express their views. 
He received between 80 and 100 letters 
-and found them "educational." He 
was particularly struck by the lack of 
agreement among viewers "as to what 
is, in fact, the most desirable program- 
ing." 

Like most members of the public, 
he said, he likes some programing, dis- 
likes some. But he would "hate to be- 
come the ultimate arbiter of public 
tastes and to decide either what the pub- 
lic wants or what the public should 
have in the way of broadcast fare." 

In saying that viewers could and 
should take on the job of influencing 
program decisions by writing to spon- 
sors and broadcasters, he acknowledged 
that most members of the public don't 
bother to make their views known. He 
said that during August, when network 
"rewrites, reruns and retreads ... were 
at their zenith," the commission re- 
ceived only 782 complaints on "all sub- 
jects," not just programing. 

Ultimately, he said, the answer to 
public service is through free enter- 
prise and the profit motive. He said he 
understands that broadcasters "are not 
merely interested in the crude maxi- 
mization of profits in the short run" 
and that "most broadcasters are dedi- 
cated to service in the public interest." 
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EQUIPMENT & ENGINEERING 

EIA documents boom 

in color set sales 
Nine -month reports shows color sales doubled 

same period in '64; radio also makes big gains 

The bright hues of color TV sales 
were spelled out, in part at least, last 
week when the Electronic Industries 
Association for the first time issued a de- 
tailed, month -by -month breakdown of 
color TV set sales by manufacturers 
to distributors for the first nine months 
of this year and compared them on the 
same basis to color set sales last year. 

The readings showed that color set 
sales are more than double last year, 
and already total all color set sales in 
1964. 

For the period from January to Sep- 
tember this year, 1,783,952 color sets 
have been shipped to distributors. Dur- 
ing the same period last year 804,846 
sets were shipped. For the whole year 
of 1964, 1,366,301 color sets were sold 
to distributors. 

Brightest month in the color TV set 
spectrum was last month, when 463,- 
872 color sets were shipped to distribu- 
tors. This is a preliminary figure, but 
it is almost 80% more than the next 
highest shipment, August, when 258,- 
431 sets were sold to distributors and 
more than six times the ebb flow in May 
when only 73,876 sets were shipped. 

During the first nine months of this 
year, 5,628,856 monochrome TV sets 
have been shipped, compared to 5,402,- 

301 in the same period last year and 
7,684,960 for the whole year in 1964. 

Total TV sales to distributors for the 
nine months of this year were 7,412; 
808, compared to 6,207,147 for the 
January- September period in 1964. To- 
tal shipments in 1964 of all TV receivers 
were 9,051,261. 

Radio Sales Up Too Radio sales in 
all categories were also up over the 
same period last year. 

Home radios shipped in the nine 
months this year totaled 8,790,155; in 
the 1964 period, 6,980,845. Radios 
with FM this year were 1,557,562; last 
year 1,161,792. Auto radios this year 
were 7,379,042; last year, 6,198,760. 

In the regular monthly production 
figures, EIA reported that for the Janu- 
ary-July period this year, 5,641,736 
TV's were made, with 1,214,810 being 
color receivers. This compares to the 
same period last year when 5,010,218 
TV's were produced, with 689,531 be- 
ing color sets. 

For the same seven -month period, to- 
tal radios produced were 13,336,443 of 
which 1,660,374 were FM equipped. 
This compares with the total 9,994,785 
and 925,090 with FM in the same peri- 
od in 1964. 

EIA Summary of Sales to Retailers in Units 
TELEVISION 

Jan. 
Monochrome 
1964 588.555 
1965 632,009 
Color 
1964 83,692 
1965 145,694 
Total TV 
1964 672.247 
1965 777,703 

Home 
1964 544,815 
1965 693,005 FM' 
1964 89.399 
1965 145,353 
Auto 
1964 699.317 
1965 780,581 

Feb. 

644,062 
609,538 

97,091 
168,460 

741.153 
777.998 

664,671 
892,017 

108,047 
197,905 

613 238 
798,834 

March 

687.746 
682,755 

83.073 
166,943 

770.819 
829,698 

769,425 
1,056,047 

115,886 
241,043 

770.879 
1,010,225 

April May 

513.058 396,528 
524,418 425.092 

57,401 42.255 
111,340 73,876 

570.459 438.783 
635.758 498,968 

RADIO 

600,301 571.989 
745,221 705,901 

101,582 92,103 
145.640 120,983 

637.888 688.781 
797.112 800,121 

June 
613.124 
533,132 

93,902 
172,226 

707.026 
705,349 

868,247 
1,020,575 

140.422 
236,772 

742,551 
848.097 

July 

557,183 
658.907 

93.795 
223,110 

650.978 
882.017 

794.326 
1,160,053 

141.362 
246,220 

370,087 
720.599 

Aug. 

562.182 
647,539 

96 034 
258,431 

658.216 
905.970 

869,500 
1,031,745 

132.613 
223,646 

713.857 
755,764 

Sept. 

839.863 
935.475 

157.603 
463,872. 

997.466 
1,399,347* 

1.297.571 
1.485.591 

240.378 
na 

962.162 
867.719 

*Preliminary. 
Includes table, clock and portable. 

...Included in home radios and excluding auto FM. 
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Russians launch satellite 

A second Russian communica- 
tion satillite, launched last Thurs- 
day (Oct. 14), was used to relay 
television programs between Mos- 
cow and Vladivostock, a 4,000 - 
mile jump, the USSR news agency 
Tass reported. 

The first USSR sky switch- 
board for radio and TV was 
launched last April. Both are 
called Molniya 1. 

AT &T defends rates for 

color -TV transmission 

AT &T last week asked the FCC to 
dismiss the complaint of WDXI -TV Jack- 
son, Tenn., concerning an AT &T rate 
increase under one of its two tariffs 
for the interexchange transmission of 
color -TV signals. WDXI -TV asked the 
commission to suspend the increase of 
$4 per air line mile in the telephone 
company's 253 tariff which is for those 
who operate between company ex- 
changes only. 

AT &T said that since the increased 
rates became effective Sept. 13 any 
question of suspension "has been ren- 
dered moot." 

The rate increase did not apply to 
the other telephone company tariff 
(216), which is a superior service and 
can be used by either interexchange 
users or those dealing within a com- 
pany exchange. WDXI -TV protested the 
$4 increase for color transmission over 
monochrome transmission in the 253 
tariff because it said there is no dif- 
ference in rates under the 216 tariff. 

AT &T contends, however, that there 
is a difference in rates in the 216 tariff. 
It said the station connection charge 
under tariff 216 is $1,510 for color 
service, which is $450 higher than the 
monochrome charge. 

AT &T denied that there is a $450 
connection charge under tariff 253 as 
charged by WDXI -TV. The company said 
the only charges under tariff 253 are 
the monthly mileage charges. 

AT &T said that the higher cost of 
color transmission is paid for in 
higher connection charges under tariff 
216 whereas under tariff 253 it is paid 
for in higher monthly mileage charges. 
The carrier said that WDXI -TV, in charg- 
ing discriminatory rates, "is simply 
mistaken with respect to the facts." 
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North Carolina's 

eS1 
metropolitan market 

is served best by 

WSJS 
TELEVISION 
Winston -Salem 

Greensboro 

High Point 

Peters, Griffin, Woodward, Inc. 
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CALL FOR 

COPY 

r'roadcastinq 
YEARBOOK 

Final deadline for 
station advertising 

Nov. 1, 1965 
Write, or call collect 

today to any 
BROADCASTING 

office 

CATV microwaves moved 
New home found for them in 12,700- 13,200 mc band, 

qualifications changed for common -carrier status 

The FCC last week created a new 
class of service for noncommon- carrier 
microwave operators serving commu- 
nity antenna television systems, and 
found a new spectrum home for them - 
in the 12,700 -13,200 mc band. The new 
Community Antenna Relay (CAR) 
service will be administered by the 
Broadcast Bureau. 

At the same time, the commission 
adopted new rules prescribing the con- 
ditions applicants must meet to qualify 
for common carrier frequencies, in 
the 6,000 mc band, to serve CATV's. 
They must show that at least 50% of 
their customers are unrelated to them 
and will use at least 50% of the service. 

Both steps are part of a commission 
effort to adjust its rules and spectrum - 
allocation policies to the changes being 
wrought in the television and micro- 
wave -relay services by the rapidly grow- 
ing CATV industry. The notice of pro- 
posed rulemaking was issued 14 months 
ago (BROADCASTING, Aug. 3, 1964). 

Additional steps remain. The corn - 
mission is still considering the technical 
standard to be required of CAR oper- 
ators. Until this is done, CAR licensees 
will operate with an interim allocation 
of 250 mc, between the 12,700 and 
12,750 mc band, which is also used by 
TV auxiliary stations, and under the 
same standards applying to the aux- 
iliary stations. The commission is also 
considering a proposal to require short - 
hop CATV- serving common carriers 
to use frequencies in the 11,000 mc 
band. 

The commission vote approving the 
action was 5 to I, with Chairman E. 
William Henry and Commissioners Rob- 
ert E. Lee, Kenneth A. Cox, Lee Loev- 
inger and James J. Wadsworth in the 
majority. Commissioner Robert T. 
Bartley dissented. 

New Rulemaking The commission, 
in addition, issued another notice of 
proposed rulemaking affecting the new 
CAR service. It asks whether CAR li- 
censees and TV stations should be per- 
mitted to interconnect their relay 
facilities and whether they should share 
the program material obtained from the 
microwave facilities. Such arrange- 
ments, the commission suggests, might 
save not only spectrum space but money 
for the cooperating licensees. 

The rulemaking also asks for com- 
ments on provisions in the rules adopted 
last week which permit CATV owners 
not only to operate their own CAR 
systems but to provide other CATV's 
with microwave service on a cost -shar- 

ing, nonprofit basis, and to form co- 
operative enterprises to hold CAR 
licensees. 

The notice of rulemaking had pro- 
posed only that CATV operators be 
eligible for CAR licenses. There was 
no mention of cooperative arrangements 
or nonprofit, cost -sharing service. Last 
week's order makes clear that those 
provisions may be changed in the light 
of future comments. 

Business Radio Affected Under the 
new rules, the CAR service will event- 
ually absorb the present CATV- serving 
microwave relay systems in the business 
radio service of the Safety and Special 
Services Bureau, as well as the non - 
common carriers that provide CATV's 
with microwave service. The business 
radio service occupies the 12,200- 
12,700 mc band. 

No accurate count of the number of 
licensees involved is available. But 
commission officials estimate that some 
40 licensees in the business radio serv- 
ice will be required to move into the 
new CAR service and that 30 common - 
carrier licensees "will have difficulty" 
qualifying as bona fide common car - 
iers. 

CATV spokesmen have opposed the 
CAR rulemaking, largely on the 
grounds that moving carriers into the 
higher frequencies will increase their 
equipment costs and will provide them 
with less efficient frequencies than those 
available in the 6,000 mc band. 

The commission, however, feels the 
changes are necessary to provide for 
more efficient use of spectrum. 

The problem has its roots in the 
days, some 10 years ago, when the 
commission had no frequencies avail- 
able except in the common carrier band 
for the new breed of applicants who 
were seeking microwaves to serve their 
own CATV's and thus meet a private 
need. The commission granted the ap- 
plications but on condition that the op- 
erators would, like authentic common 
carriers, agree to offer service to any- 
one requesting it. 

The operators agreed to the condi- 
tion, but few if any customers appeared 
requesting service. And as the CATV 
industry grew, the commission became 
concerned about congestion in the 6,000 
mc band, which is used for long -haul 
common carriers. Some of the pressure 
was relieved when business radio serv- 
ice facilities were made available to 
CATV's to serve private needs. But 
that band now is becoming increlsin "tv 
crowded. It includes some 62,000 li- 
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WFIL-TV 

G -E 4 -V's "color" 94 programs a week -for Triangle 

General Electric 4 -V color film cameras are now at work 
for five Triangle stations...providing color for 94 pro- 
grams a week. 

Since late 1963, Triangle has demonstrated its leadership 
in local color film origination by installing G -E 4 -V sys- 
tems at WFIL -TV, Philadelphia; WNBF -TV, Binghamton, 
N.Y.; WFBG -TV, Altoona, Pa., and KFRE -TV, Fresno, Calif. 

Recently, Triangle decided to install a 4 -V at WLYH -TV, 

Lancaster -Lebanon, Pa. Because of the reliable and 
highly satisfactory performance of the other four G -E 

units, Triangle ordered its fifth G -E 4- V...even though 
there is now a competitive 4 -V unit on the market. 

BROADCASTING, October 18, 1965 

This is the kind of customer acceptance that will put more 
than 100 G -E 4 -V's on the air by autumn. No other manu- 
facturer can even approach this record of field -proven 
performance and market approval. For details on tele- 
vision's most -accepted 4 -V color film camera -the G -E 

PE -24- contact your G -E Broadcast Equipment Repre- 
sentative, or: General Electric Company, Visual Commu- 
nications Products, #7 -315, Electronics Park, Syracuse, 
N.Y. 13201 (Phone AC 315, 456 -2105). GE-17 

Visual Communications Products 

GENERAL ELECTRIC 

Electronics Park, Syracuse, New York 

61 



censees. 
No Abrupt Change The new rules 

will not require any sudden shift by 
existing licensees. New applications 
in the business radio service will not 
be accepted after the effective date of 
the new rules, Nov. 22, but licensees 
serving CATV's have until Feb. 1, 
1971, the expiration date of their next 
license period, to transfer to the CAR 
service. Pending applications will con- 
tinue to be processed. 

Existing licensees in the common 
carrier service that cannot meet the 
new 50% standard for common car- 
riers are given until 60 days after the 
effective date of the order adopting new 
technical standards for CAR licensees 
to elect to transfer to that new service. 
Those that do may continue to operate 
on common carrier frequencies until 
Feb. 1, 1971, the expiration date of 
their next license period. (Renewal ap- 
plications of those that seek to remain 
in the common carrier band will not 
be accepted by the commission.) 

Furthermore, those CATV's that 
have been providing other CATV's with 
microwave service at a profit will be 
able to continue that arrangement. The 
rules give "grandfather rights" in the 
CAR service to licensees transferring 
from the common -carrier service so 
far as present customers, facilities, and 
modes of business operation are con- 
cerned. 

West Coast ground 

station approved 

The FCC last week authorized the 
Communications Satellite Corp. to 
construct a communications satellite 
earth station complex at Brewster Flat, 
Wash. 

The grant allows Comsat to construct 
the facilities to receive signals from, and 
to transmit signals to, the satellite. An 
Early Bird type satellite is to be 
launched over the Pacific next fall. 

The Brewster Flat station will be 
used with an earth station to be con- 
structed at Paumalu, Hawaii, to pro- 
vide commercial satellite service be- 
tween the western part of the U. S., 
Hawaii, Japan and the western Pacific. 

The commission reserved decision on 
portions of the application dealing with 
the construction of a proposed inter- 
face center in the San Francisco area 
and a communication link between the 
center and the earth station. 

The commission also reserved de- 
cision on the question of ownership of 
the ground station. The present author- 
ization does not vest in Comsat any 
right to operate the ground station or 
any right in the use of the frequencies 
designated, the commission said. 
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Ampex plea for 
new trial denied 

Federal Judge Lloyd H. Burke last 
Thursday (Oct. 14) denied a motion by 
Ampex Corp. for a new trial of the 
multimillion dollar suit against it by 
Mach -Tronics in which a jury last month 
awarded damages totaling $1,200,000. 
(BROADCASTING, Sept. 27) 

The award of treble damages to 
Mach -Tronics, of Mountain View, 
Calif., and Precision Instrument of 
Palo Alto, which had joined in the 
monopoly complaint against Ampex, 
followed a trial of nearly four months. 

Judge Burke set Wednesday after- 
noon for opening of the trial of the 
Ampex cross -complaint against Mach - 
Tronics and Precision, charging patent 
infringement and piracy of trade sec- 
rets in the development of the first 
portable television tape recorder. 

Ampex asked damages totaling $3 
million. Mach -Tronics and Precision 
Instruments had sued Ampex for $3.75 
million under the antitrust violation 
charge which also names RCA, but not 
as a defendant. 

James Michael, chief Ampex coun- 
sel, told the court last Thursday that 
Ampex had not received a fair trial by 
the jury of six women and six men and 
that the verdict was "a gross miscar- 
riage of justice." He gave notice of 
appeal after his motion for a new trial 
was denied. 

It sometimes requires two years be- 
fore the U.S. Ninth Circuit Court of 
Appeals rules on a lower court ver- 
dict. Meanwhile, interest at the rate of 
7% will accrue on the jury's award of 
$ I.2 million to the two San Francisco 
peninsula electronics companies. That's 
$84,000 annually. 

Judge Burke urged both sides to con- 
sider an out -of -court settlement of the 
remaining issues. It was pointed out 
that even if the appelate court should 
overturn the jury verdict, it would 
mean empanelling a new jury and a 
repetition of long months of testimony 
and considerable trial expense. It is esti- 
mated that printing the trial transcript 
alone will cost $25,000. 

The judge deferred the fixing of at- 
torneys fees and trial costs until after 
Ampex completes its patent infringe- 
ment case against Mach -Tronics -a 
trial expected to take at least three 
weeks. 

Judge Burke's San Francisco court 
will hear that phase of the case without 
a jury. 

Technical topics ... 
Call- letter identification Under a 
proposed FCC rulemaking issued last 
week TV auxiliary broadcast stations 

would be permitted to use the call sign 
of the associated TV station as an al- 
ternative to the call sign of the auxili- 
ary at the beginning and end of each 
period of operation. TV pickup stations 
affiliated with networks would be al- 
lowed to meet the hourly identification 
requirements by transmission of the 
network identification. Under the pro- 
posal intercity relay stations would be 
exempted from any identification. 

Top order Reeves Soundcraft, Dan- 
bury, Conn., a division of Reeves In- 
dustries Inc., has received a contract 
from Army Electronics Command for 
over $250,000 worth of one- quarter- 
inch sound recording tape. It is the 
largest contract for this type of material 
in Reeves' history. 

Remote unit A silicon solid -state re- 
mote control transmitter system has 
been introduced by Moseley Associates 
Inc., Santa Barbara, Calif. The unit has 
a 10- channel capacity and operates on 
a single DC pair telephone circuit be- 
tween the studio and transmitter sites. 
Raise, lower, control as well as safety 
functions are carried on the same cir- 
cuit simultaneously. 

Color generator Ball Brothers Re- 
search Corp., Boulder, Colo., has avail- 
able a color generator for use with 
monochrome cameras to provide color 
capabilities for local advertisers. For 
full -color operation, it furnishes color 
inserts with black -and -white pickup. 
System can provide artificially keyed 
color inserts and split screen transition. 
Called Mark VII, system consists of 12 
plug -in modules, in relay rack card 
housing. Units start at $1,810 and are 
expandable on building -block concept. 

New tape recorder Stancil- Hoffman 
Corp., Hollywood, has introduced new 
design audio tape recorder specifically 
engineered for installations requiring 
continuous use. Recorder is available 
in five models with tape speeds from 
71/2 IPS for normal broadcast use, to 
15/32 IPS for communications and log- 
ging. Dubbed Model R70, unit can be 
purchased to record from one to eight 
separate tracks on quarter -inch tape. 
Unit utilizes silicon transistors, octal 
plug -in amplifiers and plug -in modules. 
Prices range from $775 to $1,215. 

More time for antenna farms 

The FCC last week again extended 
the deadline for filing comments on its 
rulemaking proposal to establish an- 
tenna farms for tall broadcast towers. 
The deadline for comments was changed 
from Oct. 14 to Nov. 15 and for replies 
from Oct. 29 to Nov. 30. The extension 
was requested by the Federal Commu- 
nications Bar Association. 
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Introducing the Ampex AG -350 with solid state electronics. 
This new recorder guarantees even greater reliability than its 
predecessor -the famous 350 Series. Here's reliability you 
can count on for continuous programming over long periods. 
Reliability you need for a major broadcast or recording 
assignment that may represent thousands of dollars in talent 
and studio set up. Reliability you must have for the 
"one chance" recording of a hot news event. 

The AG -350 offers the ideal combination of all -new, 100% 
solid state electronics (evolved from years of Ampex transistor 
research for reliable Aerospace recorders) and the 
famous 350 Series Transport. 
New features for greater operating convenience: overhead 
electronics in an all -new, functional console design; automatic 
equalization switching with change of speed; wide head 
gate opening for ease in editing, threading, cleaning heads; 
new, simplified control panel and switches; new ferrite 
erase heads for better erasure. 

The Ampex AG -350 is available in console, portable, or 
unmounted versions; mono or stereo; record /reproduce or 
reproduce only; single or two channel; 33A -7' , or 
71/2-15 ips speed. 

Mail the coupon for your free copy of our new illustrated 
brochure 41706 which contains a complete description and 
specifications of the new AG -350 Series. And if you'd 
like descriptive literature on Ampex spot programming 
recorders, portable recorders, mastering recorders, 
high -speed duplicators, mixers, tape and accessories, 
just check the box on our coupon. 
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AMPEX CORP. 1965 

r 
Please send me information on 

new AG -350 Series recorders 
other Ampex equipment 

(please specify) 

NAME TITLE 

COMPANY 

ADDRESS 

CITY STATE ZIP 

write today to 
Ampex Corp., 402 Broadway 

Redwood City, California 
L 

AMPEX 
J 
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PROGRAMING 

Bushnell explains 

NCAA pick of ABC -TV 
Tells rival networks that lack of pro football 

commitments will let ABC -TV give top treatment 

Football once again demonstrated its 
strength in negotiating with television 
last week. The TV committee of the 
National Collegiate Athletic Association 
will drop its present network carrier, 
NBC -TV, after this season and jump 
to a contract with ABC -TV under terms 
which could bind ABC into four years 
of college football for a total rights fee 
of $32 million. 

The new contract gives ABC -TV two 
years of the college games for $15.5 
million and contains a two -year renewal 
option at $16.5 million -but the option 
belongs to the NCAA. 

Asa Bushnell, TV program director 
for the NCAA, explained that if the 
college television plan as outlined for 
1966 -67 should be unchanged for 1968- 
69, then ABC -TV would be obliged to 
take the games for two more years. 
If the NCAA should decide to change 
some of the scheduling provisions per- 
taining to the number of appearances 
of individual colleges in the telecasts, 
then the committee would be free to 
negotiate a contract with another net- 
work. 

Both CBS -TV and NBC -TV ex- 
pressed dissatisfaction with the NCAA's 
decision to negotiate the new contract 
with ABC -TV alone (BROADCASTING, 
Oct. 11). Carl Lindemann, vice presi- 
dent, NBC Sports, and Bill MacPhail, 
vice president for sports at CBS -TV, in- 
formed Mr. Bushnell they felt the 
NCAA had acted unfairly in dealing 
exclusively with ABC -TV. 

The Big Show In his answers, Mr. 
Bushnell made it clear that the tele- 
vision committee had been guided by a 
desire to have the college games appear 
on a network which was not already 
committed to a professional football 
schedule. CBS -TV is in a two -year, $28- 
million contract with the National 
Football League and NBC -TV is in the 
first season of a $36- million, five -year 
deal with the American Football 
League. 

In letters to Messrs. Lindemann and 
MacPhail, Mr. Bushnell said not until 
the week of Oct. 5 had it decided to 
deal with ABC exclusively and that in 
doing so it was "prompted by the firm 
belief that ABC will treat NCAA foot- 

ball as its top sports package." How- 
ever, he denied there is anything in the 
ABC -TV agreement preventing that 
network from bidding on a future pro- 
fessional football package. 

Mr. Bushnell said a final contract had 
not yet been negotiated with ABC but 
that an initial agreement had been 
signed which would be refined as sched- 
uling arrangements are worked out. 

It's understood that ABC will carry 
NCAA football on 14 dates in each 
season. On eight of these dates there 
will be a single national telecast; on 
six dates, four regional telecasts. 

The NCAA expects ABC to carry all 
the national games in color as well as 
the game of major interest when the 
split schedules are presented. Accord- 
ing to the agreement, the NCAA must 
announce its 1966 TV schedule by 
April 1. 

FCC gets onto 
football scene, too 

The FCC on Oct. 8 fired off a tele- 
gram to KRLD -TV Dallas stating that 
the station's refusal to permit rebroad- 
cast of its coverage of the Texas -Okla- 
homa football game the next day was 
not in the public interest -the position 
of the National Collegiate Athletic As- 
sociation to the contrary notwithstand- 
ing. 

The commission thus paved the 
way for the rebroadcast of the game 
by KLTv(Tv) Tyler, Tex., and, in the 
process, overturned an NCAA policy 

Baseball to weigh fate of Saturday TV package 
Major league baseball's television 

committee is expected to meet in 
Chicago this week to discuss the 
future of its Saturday TV package. 

Only one year old, the first col- 
lective approach of baseball teams 
to TV revenues was sent into early 
limbo a week ago as ABC -TV de- 
clined to exercise its option on a 
second year of the plan. 

Whether baseball can attract a 
network again appears to depend on 
whether it will be willing to alter 
the present plan to decrease compe- 
tition of local telecasts with the 
national presentation. 

This year ABC -TV is reported to 
have lost around $1.5 million 
through a failure to gain adequate 

ratings for the games and a conse- 
quent lack of sponsor support. The 
network paid baseball $5.4 million 
for the 18 -team package and under 
the option would have increased that 
to $5.85 million for the same 18 
teams in the second year (BROAD- 
CASTING, Dec. 21, 1964). 

In its present form, all three net- 
works now deny interest in carrying 
Saturday baseball. 

Problem of Yankees Although 
no cities were blacked out in the 
national package this year, the tele- 
cast ran into competition with the 
New York Yankees Game of the 
Week presentations on CBS -TV. But 
more seriously, they faced the 
competition of local telecasts of 

home teams in major league cities. 
The Saturday games have not in- 
volved broadcasts of teams into their 
own home territories, a provision 
protecting local team sponsors from 
the national game advertisers. 

The Yankees' problem appeared 
to be solved for the coming season. 
The Yankees, owned by CBS Inc., 
agreed last month to give up their 
Game of the Week shows on CBS - 
TV and join the national package 
(BROADCASTING, Sept. 6), but only if 
all provisions of the present contract 
were kept intact. 

Even though no network voices 
interest in the current package none 
has denied it would be interested 
in a revised baseball plan. 
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Seven Arts Television presents 
A Half-Hour TV Sports Special in Color 

Starring the Baltimore Colts' quarterback -Johnny Unitas 
Commentary by Frank Gifford 

Produced through the cooperation of the National Football League 
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Johnny Unitas Frank Gifford 

A unique study of the action of a Pro - Football 
Quarterback ... how plays are made and how 

they are executed ... filmed in color in the 
Los Angeles Coliseum. 

Baltimore Colts' star Johnny Unitas, working 
with the Los Angeles Rams, demonstrates 
proper ball handling and the strategy and 

techniques of passing ... include the roll -out, 
screen, sideline pass and "bomb." The new 

"subjective camera" takes the viewer into the 
huddle and then behind center to see what 

Unitas sees just before the ball is snapped. 

Seven Arts Television 
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limiting the coverage it permits of a 
football game between two of its mem- 
ber colleges. 

Commission officials last week stressed 
that the decision set no precedent and 
contained no policy implications. "We 
made a fast decision in an emergency 
situation on possibly incomplete infor- 
mation," said one official. "We might 
have gone the other way not only in a 
different fact situation but in the same 
situation, given additional information." 

But the incident points up problems 
in connection with the NCAA policy 
that the commission may decide to look 
into more deeply. It also spotlights a 
problem involving community antenna 
television which the NCAA television 
committee is expected to consider in 
New York this week. 

Limited Coverage The NCAA poli- 
cy at issue prohibits the television cover- 
age of any NCAA game unless it's 
sold out -and then it can be carried 
only in the home towns of the teams 
involved and in the city in which it is 
being played, if that is neutral terri- 
tory. A condition attached to the per- 
mission given stations picked to broad- 
cast the game is that rebroadcasts won't 
be allowed. 

The Texas- Oklahoma game in the 
Cotton Bowl in Dallas was a sell -out. 
Accordingly, it was to be televised in 
Dallas, Austin and Oklahoma City. 

KLTV, however, wanted to carry the 
game in its area. The game was of 
interest there, and CATV's were pre- 
paring to transmit it -and they didn't 
face the broadcaster's problem of ob- 
taining rebroadcast permission. The sta- 
tion expressed concern about that kind 
of competition. 

KRLD -TV had no objection to KLTV'S 
rebroadcast plans. And KLTV told the 
commission later, there were no college 
games in the Tyler area whose box 
office would be hurt by KLTV'S rebroad- 
cast of the game. But the NCAA re- 
fused to grant KLTV's request for a 
waiver of the coverage -limiting rule. 

As a result, KLTV filed a complaint 
with the commission. And the commis- 
sion, acting on information obtained 
from the various parties less than two 
days before the game, informed KRLD -TV 
that regardless of the NCAA policy, 
the public interest would not be served 
by denying KLTV rebroadcast permis- 
sion. 

Closer Look While commission of- 
ficials insisted that the decision was 
not to be construed as setting a prece- 
dent, they also said that the commis- 
sion might want to take a closer look 
at the NCAA policy and the obligations 
it imposes on stations. 

Commissioner Kenneth A. Cox. who 
took the lead in the commission's action, 
said that some policy to protect the 
gate at college games is desirable. But 
he questioned whether or not there are 
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"incidentals" to those policies which 
restrict stations' service without serving 
the public interest. 

He said that if "a serious problem" 
appears to be involved, he would favor 
a rulemaking or notice of inquiry on 
the subject. 

Meanwhile, in New York, Asa Bush- 
nell, secretary of the NCAA television 
committee and NCAA TV program di- 
rector, was expressing concern about 
the impact of CATV on the restricted - 
coverage policy. He said this is a "grow- 
ing problem" for the NCAA. 

One example involves the WNDU -TV 
South Bend, Ind., broadcasts of Notre 
Dame games. Mr. Bushnell said the 
permission the NCAA has given for 
these broadcasts under the "sell -out" 
provision may be withdrawn because 
CATV's have been relaying the broad- 
casts beyond the boundaries of the au- 
thorized areas. 

This matter will be considered at the 
association's TV committee meeting ex- 
pected this week. 

Keep courtroom 
doors ajar 
RTNDA report cites need 

to correct misunderstanding 

after Estes ruling 

Every radio and television newsman 
should "make it his responsibility to 
correct" the impression that the U.S. 
Supreme Court's decision in the Billie 
Sol Estes case "barred radio and televi- 
sion from the courtroom." The freedom 
of information committee of the Radio 
Television News Directors Association 
will make this recommendation when it 
reports to the group's national confer- 
ence in St. Petersburg, Fla., on Wednes- 
day (Oct. 20). 

"The best plan of action," the report 
will note, "is to cite from the record 
itself the Supreme Court decision." The 
committee "strongly urges every 
RTNDA member to make contacts with 
local attorneys and judges in every pos- 
sible way to advance the idea of keep- 
ing the doors open." 

The committee will state: "It is im- 
possible to overstress the importance of 
action at the local and state levels." It 
will cite two examples: (I) a rule, re- 
cently adopted by the Michigan Senate 
forbidding cameras and recording equip- 
ment on the Senate floor while in ses- 
sion, which was withdrawn 48 hours 
later after RTNDA and Michigan 
broadcasters protested. (2) a Philadel- 

phia Bar Association policy statement 
which would bar newsmen from police 
records, offices of police officials and 
prosecutors which was the subject of a 
concerted attack from the Pennsylvania 
Broadcasters Association, the National 
Association of Broadcasters, RTNDA 
and Philadelphia newspapers. The com- 
mittee report will note that the bar asso- 
ciation agreed to meet with newsmen 
before putting the code into effect. And 
to date, the code has not been put into 
effect. 

Other Reports The membership 
committee will report that RTNDA re- 
cruited 253 new members in the 10 
months it has been in operation. Mem- 
bership is up only 133 over last 
year, however, as 120 members were 
dropped for nonpayment of dues. Only 
53 were dropped in the preceding year. 
The report will recommend that the 
committee's membership be increased to 
include one representative from each 
state. 

The financial development commit- 
tee will report to the conference that it 
has maintained a "two -year record of 
consistent failure" and will recommend 
that it be dissolved. Its report will 
state: "The premise that RTNDA could 
persuade foundations to contribute large 
sums of money in order to set up a 
scholarship program was ambitious in 
scope stimulating in concept and im- 
possible in execution." The committee's 
report will note that foundations with 
money for scholarships will administer 
them directly or let colleges do it. 

The placement service committee will 
report that it received over 150 requests 
for news personnel from radio and TV 
stations and listed over 200 individuals 
seeking employment. The committee 
prepared 22 job lists during the year. 
It will note "a flurry of increased atten- 
tion" after placing an ad in BROADCAST- 
ING and another flurry after NAB put 
a notice of RTNDA's placement service 
in a regular membership mailing. 

The ethics and standards committee 
will present a revised code of broadcast 
news ethics to the conference for mem- 
bership approval. 

Other reports will be made by the 
awards committee, the career informa- 
tion committee, the cooperation com- 
mittee, the special projects committee 
and the research committee. 

RINDA picks seven 

for news awards 
Three radio and four television sta- 

tions were announced today (Oct. 18) 
as the winners of the 1965 Radio -Tele- 
vision News Directors Association's 
news awards competition. The awards, 
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MINUTE 

The WWJ Stations have earned the trust of their 
community. For many reasons: Special emphasis on 
local affairs and news. A knowledgeable approach to 
total programming. A sincere devotion to community 
service. An affiliation with NBC dating back 39 years. 
And home ownership by The Detroit News. 

Because of this trust, the WWJ Stations provide 
advertisers with a more receptive atmosphere for 
their sales messages. Consistent results through the 
years have proved that the way to squeeze the most 
out of a Detroit Minute is to spend it on the WWJ 
Stations. Whether you sell exercisers or excursions. 

WWJ and WWJ TV 
Owned and Operated by The Detroit News Affiliated with NBC National Representatives: Peters, Griffin, Woodward, Inc. THE NEWS STATIONS 
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AIR FORCE PHOTO - By Robins A.F. Base, Ga. 
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presented annually, will be given Thurs- 
day at the RTNDA International Con- 
ference at St. Petersburg, Fla., Oct. 
20 -23. 

Awards for editorializing on radio 
and television will be given respectively 
to WMCA New York, for its successful 
campaign to reapportion the state legis- 
lature, and to WDSU -TV New Orleans, 
for effective use of editorial cartoons 
on the air. In the area of reporting 
community problems, KDKA Pittsburgh, 
for its series on poverty in the station's 
coverage area, and WSB -TV Atlanta, for 
its program on the new civil rights law's 
acceptance in Atlanta, will receive the 
citations. For reporting of spot news, 
awards will be given to KSTP St. Paul - 
Minneapolis for its coverage of the 
1965 floods, and to WCCO -TV Minne- 
apolis-St. Paul, also for its coverage of 
the 1965 floods. 

This year a special award for ex- 
cellence will be presented to wcx -ry 
Chicago for its enterprising reporting 
done with color newsfilm. 

Qualis prepares `Monroes' 

Qualis Productions, in association 
with 20th Century-Fox Television, is 
preparing the pilot for Them Monroes, 
a two -a -week color half -hour series for 
ABC -TV, with a 1966 -67 broadcast 
schedule in mind. Otis Carney wrote 
the projection and the first two epi- 
sodes which will be filmed at Jackson 
Hole, Wyo., starting Oct. 25. Fred 
Hamilton is currently directing tests for 
casting the series, which is a dramatic 
western dealing with the fight for sur- 
vival of five orphans in Wyoming in the 
year of 1875. Fred Brogger, president 
of Qualis, is producer of Them Mon- 
roes, which will be directed by Bernard 
Kowalski, with George Templeton as 
associate producer. 

Radio series sales ... 
Here's Heloise (King Features Syndi- 

cate) : WERE Cleveland, WCLT Newark, 
WFMJ Youngstown, WFIN Findlay, 
WSPD Toledo and WMAN Mansfield, all 
Ohio; KVIP Redding, Calif.; WHTC Hol- 
land, Mich.; WKXL Concord, N. H.: 
KROC Rochester, Minn.; WNAM Neenah, 
Wis.; WIKY Evansville, Ind.; KPEL La- 
fayette, La.; WCME Brunswick, Me.: 
KGBX Springfield, Mo.; WSVA Harrison- 
burg, Va.; Ksi. Salt Lake City; KWKH 
Shreveport, La.; KTBC Austin, Tex., and 
WMFG Hibbing, Minn. 

30 Hours of Christmas (Triangle): 
KLEM LeMars, Iowa, and WHSB -FM 
Alpena, Mich. 

[Programing department continues 
on p. 93.] 
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Growing sound of country music 
Though its definition varies, its popularity 

shows a steady upbeat even in heavily populated 

metropolitan areas where listeners never see a farm 

"Country " -a rural or rustic region, 
as opposed to a city or town. 

"Music " -combining a series of 
pleasing, expressive or intelligible tones 
into a set pattern. 

Put those together and you have 
country music. But it just doesn't read 
that way, Manny. 

There are still many stations where 
country, or country & western, music 
is restricted to the predawn hours when 
only the farmers and their cows can 
hear it. But this isn't representative of 
the business today. 

Country music practitioners were 
once stereotyped as fiddle -playing, gui- 
tar- strumming, jug -blowing old men or 
tall gangly boys in overalls with Joe 
Palooka -type shocks of hair over their 
foreheads. That isn't an accurate pic- 
ture today, if it ever was. 

There is no real definition of coun- 
try music. However, it has basic in- 
gredients: a simple melody, uncompli- 
cated lyrics, and when handled by a 
true country musician -soulful rendi- 
tion. 

In Nashville, where this programing 
surge of the '60's originated, the musi- 
cians take pride in feeling the music. 

Their arrangements are described as 
"generally loose." They know the mel- 
ody and they take it from there. 

Sound of a City The music has be- 
come identified with the Nashville 
sound -that combination of tones using 
fiddles, guitars and a driving bass - 
that has been applied to numerous pop 
records as well as country hits. And 
today the Nashville sound can be heard 
in Los Angeles, New York, Chicago, 
Honolulu, Washington, Seattle, Den- 
ver and Miami, as well as in Mount 
Jackson, Va.; Crane, Tex.; Eugene, 
Ore.; Aztec, N. M.; Moulton, Ala., and 
Clinton, Ill. 

And the music heard in those cities 
isn't an hour a day or a tune an hour 
token country, it's the real thing. Sign - 
on to sign -off, in most instances, its 
country music. 

The story of country and western's 
new -found success in this decade seems 
almost like a parody of the opening of 
Our Gal Sunday, the old radio serial in 
which the question was asked if this 
girl from a small mining town in the 
West could find happiness as the wife 
of one of England's richest, most hand- 
some lords. Sunday must have had her 

troubles, for the serial lasted for years 
and the question was asked daily. 

But the country music business has 
found happiness in coming up with a 
type of programing that stations in big 
and small markets have found produces 
clients and audiences. 

Bob McCluskey, assistant to the 
president of Acuff -Rose Publications, 
which was Nashville's first publishing 
house and whose two founders -Fred 
Rose and Roy Acuff -are enshrined in 
the Country Music Association's Hall 
of Fame, put it simply: "Radio and 
country got together similar to radio 
and pop 10 years ago." 

And many of the stations, in a 
BROADCASTING survey of fulltime coun- 
try music outlets, have apparently 
learned from pop or top-40 formats and 
applied their knowledge to C&W. 

If there is any trend among the 
country music stations today, it is to 
formatted country music. Just as there 
are top-40 pop lists, so are there top 
30 or 40 or 50 country lists and many 
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GROWING SOUND OF COUNTRY MUSIC continued 

stations use these as their programing 
basis. A typical format might call for 
a chart tune, oldie, pick -hit, gospel, 
anything by an established artist, and 
chart tune. 

Wide Audience Another trend, per- 
haps even more significant in terms of 
an industry growing up, is the aware- 
ness broadcasters have that their coun- 
try music audience isn't limited to hay- 
seeds, Okies, rubes or Jed Clampetts. 
Station owners and managers say in 
1965: "Our announcers don't talk down 
to the audience ....; "no more of that 
folksy 'friends and neighbors' stuff ... "; 
"we have mature -voiced announcers 
who have to really know country music 
because the audience is very discerning 
and can spot a phony... . 

Country music has been described as 
being folk music with a beat, although 
folk music usually has a story to tell 
of the times in which it was written, and 
more often than not the country tune is 
a simple boy- and -girl song. 

However, there is a definite bridge 
between folk and country music: blue- 
grass. This music originated in the hill 
country of the lower Appalachian range 
and many of today's true bluegrass mu- 
sicians have their origins in that region. 

Folk music enthusiasts describe blue- 
grass as "country jazz." Conversely, 
country music devotees call it "folk 
jazz." Whatever it's called, it has been 
a major link in the two musical cate- 
gories. 

But whatever else country music is, 
it has become known in broadcasting 
circles as a money maker, particularly 
if there are not many other country 
music stations in the market. And 
many stations which have switched to a 
country format appear to have drop- 
ped a top -40 or pop- oriented, middle- 

Governor Frank G. Clement, Tennes- 
see (c) and Eddy Arnold (I) listen to 
Steve Lawrence sing the Tennessee 
Waltz as it will be heard on 'The Steve 
Lawrence Show' today (Oct. 18) on 
CBS -TV. Governor Clement came to 
New York to thank Mr. Lawrence for 
his salute to country music and to 
Nashville, Tenn. 

of- the -road format. 
Competition The heavy competi- 

tion engendered by five rock stations 
in a seven -or- eight- station market was 
seen as too many trying to cut the pie. 
By going country, these stations say, 
they've gotten the action that no one 
else has or a share of the action of 
which some other station has only a 
fraction. 

One area where country music sta- 
tions say they are misunderstood is in 
audience composition. They say the 
image country stations have had, as 
playing strictly to the $1 down, $1 a 

Fulltime C &W for New York City 

On Sept. 15, the nation's largest 
market -the New York metropolitan 
area -got a fulltime country music 
outlet in WJRZ Newark, N. J. The 
station went from a middle- of -the- 
road contemporary sound to for- 
matted C &W on a 24 -hour schedule. 

The big question was: How would 
the sophisticated audience of New 
York react? Apparently they've 
reacted favorably for Lazar Emanuel, 
president and general manager of 
WJRZ, is very pleased with the spon- 
sor response to the country sound. 

He said since Sept. 15, WJRZ has 

picked up seven new national ac- 
counts: Coulmbia Records, Piels 
Beer, NBC -TV, Mercury Records, 
Diet Rite Bread, Humble Oil and 
Coca -Cola; 18 new local clients and 
business volume for September was 
75% over the August figure and 25- 
30% over September 1964. 

Mr. Emanuel says: "There's no 
question but that we're getting a big- 
ger response than before, especially 
at the national agency level." The 
added buying, he feels, takes on even 
more significance since there are no 
numbers yet for the new format. 

week crowd, who may or may not have 
steady employment, is far from the 
truth in 1965. And they pull out sur- 
veys, studies, reports and statistics to 
show that better- educated, higher -earn- 
ing adults listen to this Nashville - 
extracted music. As proof of their re- 
marks they point to the advertisers on 
the air -satisfied buyers, and in many 
instances, blue -chip local, regional and 
national accounts. 

Clients are no longer restricted to 
the feed store, farmers' cooperative or 
tractor dealer even in the small mar- 
kets. And when the country music sta- 
tions in large metro areas begin reeling 
off their sponsor lists, the clientele in- 
cludes airlines, Cadillac dealers, major 
chain stores, breweries and a flock of 
national and regional accounts. 

Perhaps the most impressive statis- 
tic being waved about by the country 
music stations is the Pulse 23- market 
survey on the penetration and socio- 
economic description of country & west- 
ern music homes. The survey's aims 
were simple: learn which households 
could be classified as country & western, 
and get demographic information about 
them. 

The Country Music Asociation was a 
driving force in this project; in urging 
country music stations to participate in 
the survey, and in providing the lists 
of music and artists which were used 
to judge the househoulds. 

Typical Household Issued in Au- 
gust, the report, sponsored by 24 sta- 
tions in all parts of the country, gives 
this type profile of the country & west- 
ern household: 

The median age for the male head 
of the household is 45.8. 

There is an average of 3.5 persons 
living in each household. 

The median family income is 
$5,675. 

There are two cars in 31.6% of 
the households; one car in 50.1%. 

Slightly more than three -fourths 
(75.9% ) of the respondents live in 
their own homes, only 23.3% rent 
homes. 

Savings accounts are held by 70.6% 
of the families, with 24% having more 
than one account. 

Among the occupational categories 
of the male head of the household, 
10.5% have executive, managerial posi- 
tions or are proprietors; 16.3% are 
craftsmen (skilled); 20.5% are classed 
as operative (semiskilled); 5.9% have 
professional or technical positions; 
3.8% are in clerical work; 3.9% in 
sales; 2.6% are students or in armed 
forces, and 10.5% are unemployed or 
retired. 

Of all the figures produced by the 
survey, perhaps the most interesting 
from a timebuyer or salesman's point 
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The Network 
no one 

knows about` 
*No one but the listeners to the hundreds of stations 

throughout Canada and the United States who schedule the 

daily Grand Ole Opry delayed broadcast. 

These daily fifty -five minute programs are recorded live 

at the Grand Ole Opry House on Saturday night delivering 

the full impact of audience reaction to the appearances of all 

the Opry stars. The show is pressed on quality LP vinyl 

twelve inch discs ... twenty -nine minutes on one side and 

twenty -four minutes on the other. They contain nine con-. 

tinuous spirals in each daily show allowing for nine one - 

minute commercials. The complete shows are shipped in sets 

of ten or fifteen at a time, prepaid. 

The first shows of the fourth twenty -six week series are 

now coming off the presses. 

Complete information and audition disc available from 

Tom Hanserd, Manager Grand Ole Opry Network, WSM 

Radio, 301 7th Avenue North, Nashville, Tennessee. 

WSM CLEAR CHANNEL 650 

Roy Acuff 
Bill Anderson 
Ernest Ashworth 
Margie Bowes 
The Browns 
Archie Campbell 
The Carlisles 
Carter Family 
June Carter 
Wilma Lee & 

Stoney Cooper 
Crook Brothers 
Skeeter Davis 
Roy Drusky 
Flatt & Scruggs 
Curly Fox 

Fruit Jar Drinkers 
Glaser Brothers 
George Hamilton IV 

Sonny James 
Jim & Jesse 
Cousin Jody 
Grandpa Jones 
Hank Locklin 
Lonzo & Oscar 
Bobby Lord 
Charlie Louvin 
Bobby Luman 
Loretta Lynn 
Sam & Kirk McGee 
Bill Monroe 
Willie Nelson 
Jimmy Newman 
Norma Jean 
Osborne Brothers 
Tex Ritter 
Marty Robbins 
Jean Shepard 
Connie Smith 
Hank Snow 
Stri ngbea n 

Ernest Tubb 
Leroy Van Dyke 

Porter Wagoner 
Billy Walker 
Dottie West 
Wilburn Brothers 
Willis Brothers 
Del Wood 

Marion Worth 

Owned and Operated by The National Life and Accident Insurance Company 
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ADAM YOUNG SPEAKS .. . 

What's New in Radio! 

The big new move is toward the 
country music format. This move does 
not detract one bit from the other suc- 
cessful formats but rather adds an- 
other important one. 

The new country music station is 
different from the old. It is sophisti- 
cated and yet still maintains the basic 
element - country music. This new 
sound contains all of the ingredients 
found in any good radio station re- 
gardless of format -the music merely 
weaves the fabric together. 

The new sound is alive, it is listen - 
able, it is warm and friendly. It con- 
tains good newscasts, public service 
and, above all, pleasant personalities. 

The net result is usually a number 
two position in most markets following 
only the "top forty" format. In at least 
one city, the country music format has 
been number one for over a year. 

A close examination of the country 
music stations' audience shows it is 
strictly adult, representing a great 
cross -section of all walks of life. This 
is not so surprising when we consider 
how basic this type of entertainment is. 

The ability of country music stations 
to gather audience is not restricted to 
any market size and /or geographical 
area: We are working with stations in 
Sacramento, Los Angeles, Seattle, Den- 
ver, Akron, Roanoke and now New 
York. This New York station has just 
started and is building rapidly -the 
others have arrived. 

adam 
young inc. 

NEW YORK CHICAGO ATLANTA BOSTON DALLAS 

DETROIT LOS ANGELES ST. LOUIS SAN FRANCISCO 

72 (SPECIAL REPORT: C &W MUSIC) 

of view is that of family income. 
Only 7.3% have less than $2,000 an- 

nual family income, 9.9% have $2,000 
to $2,999; 19.9% have $3,000 to 
$4,999: 24.5% have $5,000 to $6,499; 
18.9% has $6,500 to $7,999; 10.2% 
have $8,000 to $9,999, and 5.4% have 
$10,000 and over with 3.9% not re- 
ported. 

Stations participating in the survey 
were: KAYO Seattle; KAWA Waco, KBER 

San Antonio, KPCN Grand Prairie -Dal- 
las, KURV Edinburg, all Texas; KHAT 

Phoenix; KLAK Lakewood- Denver; K000 
Omaha; KRDR Gresham -Portland and 
KWJJ Portland, both Oregon; KSAY San 
Francisco; KSON San Diego; WBMD 

Baltimore; WEEP Pittsburgh; WENO 
Madison -Nashville; WHCQ Spartanburg, 
S. C.; waco Jackson, and WKMF Flint, 
both Michigan; WJJD Chicago; WKTC 

Charlotte, N. C.; wHOF Canton and 
WMOS Bowling Green, both Ohio; WQIK 

Jacksonville, Fla., and WYAM Bessemer - 
Birmingham, Ala. 

This study has given the country 
music stations a pennant to wave from 
their jousting sticks. 

Own Association Among country 
music stations, artists and others asso- 
ciated with the business, the Country 
Music Association has been called the 
"marshalling force" that Out a new 
shine on the country music image and 
helped an old -established industry gain 
stature. The CMA board at its June 
meeting took in a few new members and 
brought the association's membership 
roles up to 1,406 individual and 71 
organizational. Just two- and -a -half 
years ago the association had 737 indi- 
vidual and 27 organizational members 
(BROADCASTING, Jan. 28, 1963). 

Perhaps just as revealing a set of 
figures are the CMA's March 1965 sur- 
vey of the number of stations program- 
ing country and western music com- 
pared to similar figures in 1963. 

In 1965 there are at least 1,639 
radio stations programing country and 
western music from 2 to 24 hours a 
day. The 1963 figure was 1,300 sta- 
tions. In 1965 at least 208 of these 
stations program fulltime country, 
compared to 97 in 1963. 

But the CMA activities are not re- 
stricted to rebuilding country music's 
status on radio. It's aim is generally 
for the advancement and betterment 
of country music throughout the 
world. 

Although it is not generally pub- 
licized, CMA is given much of the 
credit for saving the Jimmy Dean Show 
on ABC -TV, which reportedly was to 
have been chopped from the schedule 
after last season. CMA used stations, 
promoters, talent and just about every- 
one else in the business to push for 
keeping the show on the air. And ap- 
parently it succeeded, for the Dean 
program is still on the ABC -TV schedule. 

KBER San Antontio promotes its coun- 
try and western format in many ways. 
One of the best known is the KBER 
miniature covered wagon which ap- 
pears in many publicity shots and 
other promotion material. Here's A. 
V. (Barn) Bamford (I) KBER manager 
with country stir Buck Owens. 

More Network Ahead Over at 
CBS -TV, the Oct. 18 program of the 
Steve Lawrence Show has a strong 
country flavor to it. And the word 
around Nashville is that country ar- 
tists will be tapped for more network 
TV slots this year than any previous 
year. Looking ahead, country enthu- 
siasts talk of other recording stars 
making pilots for possible network 
berths. 

There are many television stations 
carrying country music programs, 
either live, taped or film. Some are 
local, some are syndicated. Most of the 
syndicated programs are produced at 
wsM -TV Nashville, using Grand Ole 
Opry talent. 

The appeal of country music appears 
to be a natural one. The recording 
artists still smile with lots of teeth and 
they don't high -pressure their audiences. 
In fact, if there were ever purebred 
teachers of the low -pressure sell it 
would be the country music talent. 

Resplendent in their 10- gallon hats, 
boots, string ties, gold or silver- encrusted 
brightly colored outfits on stage, they 
drive away from the theaters at the 
wheels of their Cadillac, Lincoln or 
Chrysler in business suits. They're just 
poor country boys who have made 
good. And their audiences, whether in 
Fruitdale, Ala., or Chicago, love it. 

Maybe the most logical explanation 
of the resurgence in country music lies 
in an ancient cliche: You can take the 
boy out of the country, but you can't 
take the country out of the boy. 
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ACUFF -ROSE PUBLICATIONS, INC. 
2510 FRANKLIN ROAD, NASHVILLE, TENNESSEE 37204 

ACUFF -ROSE PUBLICATIONS, 
PTY. LTD. 

(Australia and New Zealand) 

EDITIONS ACUFF -ROSE BENELUX 
(Belgium, Holland, Republic of Congo 

and Luxembourg) 

EDITORA BRASILEIRA DE MUSICA 
ACUFF -ROSE, S. A. 

Brazil 

ACUFF -ROSE SCANDI 
(Norway, Sweden, Denmark, Finland 

and Iceland) 

ACUFF -ROSE MUSIC, LTD. 
(South Africa, British Isles, Eire, Poland, 

Czechoslovakia, Hungary and 
Jugoslavia) 

EDITIONS ACUFF -ROSE FRANCE 
(France, Monaco, Andorra and such other 

territories where S.A.C.E.M. collects 
public performance fees directly from 
users.) 

ACUFF -ROSE MUSIKVERLAGE K. G. 
(Germany and Austria) 

EDIZIONI ACUFF -ROSE S. R. L. 

Italy 

ACUFF -ROSE FAR EAST, INC. 
(Japan, Philippines and South East Asia) 

ACUFF -ROSE VERLAG A.G. 
Zurich, Switzerland 

EDITORIAL JULIO KORN 
(Argentina, Uruguay and Chile) 

MORRO MUSIC CORP. 
(Mexico, Colombo, Venezuela and 

Ecuador) 

EDICIONES HISPAVOX, S. A. 
(Spain and Portugal) 
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Change to C &W boosts audience, profit 
THOSE ARE RESULTS REPORTED MOST OFTEN BY STATION MANAGERS 

The format's the same, only the art- 
ists have been changed. The country 
and western music radio station in 1965, 
especially in large markets, usually is 
a top-40 type of operation. But the 
artists are Jim Reeves, Kitty Wells, 
Johnny Cash, Webb Pierce, Eddy Arn- 
old, Connie Smith, Jimmy Dean, Chet 
Adkins, Wanda Jackson, Sonny James 
and Roger Miller instead of the Beatles, 
Animals, Herman's Hermits, Sonny and 
Cher, Beachboys, Fortunes or Turtles. 

Forgetting the music, there isn't a 
great deal of difference between the two 
categories. Most country music has a 
beat, spoken of in the business as the 
Nashville sound. This same beat is 
found in many of the pop hits, too. 

The modern C&W station is, general- 
ly speaking, a tight ship. The disk 
jockeys go by the record charts, there 
is a minimum of talk and the old 
"friends- and -neighbors" approach ap- 
pears to have gone the way of the Hup- 
mobile, Tucker and Edsel. 

What country music stations do claim 
today are large and loyal audiences, 
happy sponsors and many of them. 

Almost without fail, the stations that 
have switched to country from another 
format report that the change has pro- 
duced a ratings and sales increase. But 
when the change was first made, it 
wasn't a rosy picture. 

Changeover Period At wrort 
Wheaton, Md.-Washington, Everett L. 

Dillard, president, said that when he 
changed from a basic top-40 station to 
country in late 1962, he lost many of 
his short -term advertisers. It took four 
months, he said, to recoup that loss, 
but then things moved up. By the end 
of its first complete year, the daytimer 
was showing more profit than under the 
old format and this year, Mr. Dillard 
expects WDON to bring in about two 
to three times as much revenue as it 
did as a rocker. 

He noted two areas of difference in 
the type of business that the different 
formats attract: direct call -in's where 
a potential client wants to get on the 
station and be associated with country 
music; and an interest in full sponsor- 
ship of 15 -and 30- minute shows, par- 
ticularly on the weekends. 

At KRZE in Farmington, N.M., the 
billing under a pop format was "as lit- 
tle as $10 a day," Bob Luningham, 
sales manager, reports. The station 
went fulltime country in 1961 and since 
then, he says, "our billing has never 
been below $7,000 per month, our 
average is $10,000 per month." 

WRPB Warner Robins, Ga., has 
found the C &W format "well received 
by national and regional clients; how- 
ever, the local retailer is yet to be sold 
on this format," according to Edgar 
M. Nobles, president. Currently busi- 
ness is 50% national and regional, and 
50% local. Before going country in 

They love country and western music 
in Chicago. This crowd in the Arie 
Crown Theatre paid $2.50 to $4.50 to 
see the WJJD Shower of Stars Show. 
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Representatives and researchers re- 
port large percentages of metropoli- 
tan populations listen to C &W music 
regularly. 

1964, he says, local made up 75 to 
80% of the business and only 20 to 
25% was national- regional. 

Roscoe Fleetwood, assistant general 
manager of WJEM Valdosta, Ga., said 
the audience increased and the adver- 
tisers all stayed when WJEM went 
country. In six months, "our income 
rose 25 %," he noted. 

Big Increases In Albany, Ga., Da- 
vid Fleagle, president of WLYB says 
"our sponsors like good country and 
western music, proven by our 500% 
increase in business. WLYB has been 
on the air three years, two of them as 
a fulltime C&W. 

In Sacramento, Calif., KRAK has been 
a 24- hour -a-day C &W station since 
Oct. 1, 1962, switching from an "up- 
beat, middle -of- the -road good music 
station." Under that format, according 
to Manning Slater, president, KRAK had 
gross sales of $308,096 in 1962. "At 
our current rate," he adds, "this year 
our gross sales are expected to exceed 
$750,000. This increase in sales is no 
accident since the same sales personnel 
who handled our so -called good music 
policies are now handling our country 
format." 

He says there was "a terrible reac- 
tion when we first made the switch. 
Advertisers obviously were prejudiced 
against our music, relying strongly on 
the erroneous cliche that people who 
like country music were poor credit 
risks. They soon learned differently." 

Overcoming advertiser resistance is 
not a new problem for country music 
broadcasters. It is perhaps their most 
difficult chore. 

M. Crawford Clark, vice president 
and general manager of KS1R Wichita, 
Kan., finds that "once an advertiser 
buys a country and western format, he 
may not like the music but he likes the 
results. The retention rate for spon- 
sors ... is probably higher than for any 
other format; 85% of our sponsors 
stay with us after their initial schedule, 
and 40% have been on the air since 
the day we signed on. . . 

Logic and Results "We concentrate 
on selling the selectivity instead of the 
music. Pure logic and results are our 
greatest sales tools. To counterbalance 
a sponsor's misunderstanding of the 
music, we have to be twice as sharp 
with our printed matter, our studio 
image, our news coverage and our per- 
sonalities' image in dealing with that 
sponsor." 

The need for image improvement is 
also cited by Jim Robinson, station 
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manager of Kwow Pomona, Calif. The 
station's rate card has doubled in the 
four years that it has been country, 
"but the product is much easier to sell 
now at the increased rates than it was 
prior to the change," he says. But he 
notes "there is still a 'Grapes of Wrath' 
stigma attached to this music. In the 
minds of many of the uninformed, the 
country music listener is a hillbilly, 
ridgerunner, Okie or any of the not -so- 
complimentary identifications. To over- 
come this unfavorable opinion requires 
great sales effort and unlimited pa- 
tience. But if an operator has the cour- 
age to do this, he will be greatly com- 
forted by the soft rustle of the added 
currency which he will be able to take 
to the bank." 

KIEV Glendale, Calif., has had "bet- 
ter than a 30% increase in billing in 
the two years we have programed 
C &W," according to W. J. Beaton, 
general manager. He notes the format 
has had good acceptance from local 
advertisers and from national accounts 
being placed through Los Angeles. 
However, he says a problem does exist 
in getting schedules from eastern agen- 
cies. 

Doubled Volume At WJJD Chicago, 
which went country from a pop- stand- 
ard format in February, George G. 

SANDIA 
i17 Q4AM rArry 

In Alburquerque, N. M., the Sandia 
Savings and Loan has found country 
and western an ideal format for their 

Dubinetz, vice president and general 
manager, says "the dollar volume has 
more than doubled" since the switch. 
Before going to C &W, he says, "we were 
able to get only about 15% schedule 
renewals. . . and now we are getting 
90% renewals. Obviously the adver- 
tiser must be able to feel tangible sales 

Ratings records of big city C &W stations 
What happens when a radio sta- 

tion converts to a country and west- 
ern format from more conventional 
programing fare? A random selec- 
tion by BROADCASTING of 10 major - 
market stations which have switched 
to C &W reveals that virtually all 
have gained increased shares in their 
markets -some spectacular, some 
modest. 

Based on data supplied by The 
Pulse and C. E. Hooper for different 
areas the share -of- the -market picture 
in the 10 markets selected was as 
follows: 

At station "A," share was 0.9 in 
the morning and 1.3 in the evening 
before the conversion to C&W and 
rose to 2.4 and 2.5 in five years; at 
station "B," share was 3.8 and 5.7 in 
the morning and evening respective- 
ly in 1963 before switch and rose 
to 9.0 and 6.4 in Aug.-September 
1965; at station "C," share was 1.3 
and 2.7 in December 1962- January 
1963 and dipped to 1.0 and 0.7 in 
recent months; station "D" had share 
of 0.7 and 1.5 in January 1965 and 
jumped to 3.2 and 4.0 by this fall; 
station "E" had share of 1.5 and 1.8 
in May -June 1965 and went to 1.3 

and 2.2 by this fall; station "F" rose 
from 0.1 and 0.0 in May -June 1965 
to 0.2 and 1.3 by this fall after mov- 
ing into C &W last July. 

Station "G" went up from a 4 in 
the morning and a 3 in the afternoon 
in March 1965, when it converted to 
a 6 and 5 respectively in the April - 
June 1965, survey; station "H's" rise 
in only a few months after conver- 
sion this year was from a 7 in the 
morning and a 3 in the afternoon to 
a 13 and 14 respectively in the April - 
June 1965, measurement; for station 
"I," the share before October 1963 
conversion was a 4 in both the morn- 
ing and afternoon periods, but a few 
months afterward had climbed to a 
9 and 11 and last spring was hold- 
ing at 7, both morning and after- 
noon. An even greater spiral was 
shown for station "J" where the 
shares at time of conversion in the 
fall of 1962 were a 4 and 7, then up 
to 7 in both periods a few months 
later, and by last June had climbed 
to a 14 and 12, morning and after- 
noon. 

Figures for stations A through 
F were supplied by Hooper, the 
stations G through J by Pulse. 

sales messages on KRZY. Here Dave 
Dudley and his band entertain at the 
Sandia fourth quarter party. 

results before he will renew. And he 
can more easily identify the results 
from country and western stations since 
the customer lets him know where he 
heard his advertising message." 

KRZY Albuquerque, N.M., has been 
country since May 1961 when it was 
purchased by John Burroughs. At the 
time it was KHAM and was doing about 
$2,000 monthly, Ray Moran, general 
manager says. As KRZY and a day - 
timer, "we did about $6,000 to $7,000." 
Then KRZY went from 1580 kc to 1450 
kc and became a fulltimer. Billing of 
the station is now "$24,000 to $25,000." 

In Spartanburg, S.C., WHCQ switched 
to a modern country top 40 in March 
after having been both a middle -of -the 
road station and a rocker. Thomas W. 
Thauman, president, finds that since 
the switch, "we have added many new 
advertisers, mainly new budgets for 
radio. The first month our billings in- 
creased 20% and have been climbing 
at the rate of 15% since." 

R. V. Thompson, general manager 
of KOYN Billings, Mont., says the for- 
mat there has been C &W for two years, 
switching from an up -tempo middle -of- 
the -road one. "Advertisers were ad- 
verse to the idea at first, but now swear 
by the sound. We increased our net 
by 300% the first year and reached the 
total net profits for last year by June 
30 of this year." 

If the sales figures and reports of 
these stations can be called indicative - 
and according to BROADCASTING'S 

cross -section survey of fulltime coun- 
try stations -they can be, then the 
question can be asked: How do you 
create a country sound that pays off? 
A key answer to the problem is intense 
promotion. 

Promotion Needed Jerry Glaser, 
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CHANGE TO C &W BOOSTS AUDIENCE, PROFIT continued . 

vice president of WENO Nashville, and 
member of the Country Music As- 
sociation's board of directors, phrases 
it just that way: "We have seen a luke- 
warm business develop into a bonanza. 
The key to our operation, as is the case 
of many country music broadcasters, 
is promotion." 

Among the WENO promotions are an 
annual Easter -egg hunt that usually 
adds about $3,000 net to the station's 
billings for that month; barrel -clad 
models promoting a giveaway when the 
station went to 5 kw; a barn -painting 
party, and its wENo- a -go -go road show 
which features a live band play- 
ing at remotes from a trailer stage and 
the now- expected dancing girls. The 
station's mobile unit also made ap- 
pearances at the a -go -go stops for a 
remote from that location. 

In San Diego, KSON celebrated its 
second anniversary as a C &W station 
on Oct. 1. It went this route after a 
year and a half of middle -of- the -road 
music with heavy local news coverage. 

In 28 states the governor has pro- 
claimed October as Country Music 
Month. Above Illinois Governor Otto 
Kerner (r) hands George G. Dubinetz, 
vice president and general manager 
of WJJD Chicago, the Illinois procla- 
mation. Below Oregon Governor Mark 
0. Hatfield (c) presents the Oregon 
proclamation to Rodney Johnson (I) 
president and owner of KWJJ Port- 
land. George Sanders (r) is assistant 
general manager and news director 
of the station. 

But KSON'S promotional changeover is*., 

a major part of the story. 
For an outlay of $25,000, the sta- 

tion used all newspapers in San Diego; 
had billboards; spots on two TV sta- 
tions; bus side posters; taxi -back signs; 
mail campaign; imprints on 25,000 dry - 
cleaning bags; 300,000 leaflets dis- 
tributed by grocery store chain; 30,000 
numbered window decals used in con- 
tests, promotional signs in music 
stores; weekly music survey lists; ban- 
ners streaming from airplanes, and 
KSON stickers on 30,000 bottles of water 
distributed to homes. 

Dan McKinnon, president of KSON, 
says the station is on "a nearly con- 
tinually sold -out basis." Among the 
station's latest promotion pieces to ad- 
vertisers and agencies is a folder not- 
ing that United Air Lines has bought 
a schedule, the first time that United 
has bought a country station. 

Wuxi Mobile, Ala., used to be WALA. 
The call letters were changed when the 
station was purchased last December. 
It has been a country music station 
since 1961. The problem of selling the 
new calls, called for a symbol and reno- 
vation of the on -air sound, according 
to J. T. Jackson. general manager. The 
device used was a Wuni -Bird and a '¿ 
club was formed replete with member- 
ship card and pin. Within a few 
weeks, 17,000 had been distributed. 

The WUNI sound also was over -. 
hauled. "All jingles singing the praises `± 
of the station were discarded," Mr. 
Jackson says. "There was no shouting 
and ranting the praises of the products 
advertised. We used a dignified and 
sensible approach to all commercials 
with a certain amount of production." 
The sponsors love the country music 
approach, he says, and WUNI "is now 
doing three times the business it did 
before changing to country." 

Another station with a large audi- 
ence- membership roll is WKMF Flint, 
Mich. John J. Carroll, president of the 
station, says there are more than 20,- 
000 members in the WKMF Country 
Club and that under the two -year -old 
country format, sales have increased 
60 %. He adds that "audience demand" 
was the reason WKMF began 24 -hour 
operations on Sept. 6. 

At KART Jerome, Idaho, Allen D. 
Lee, owner- manager, says the country 
music format, which has been in oper- 
ation for only 16 months, has tripled 
the station's billing. And like many sta- 
tions the DJ's are also classified as 
country talent. The result is continual 
promotion for the station as the DJ's 
play their guitars, front bands, sing 
and act as masters of ceremonies. 

Steadfast Listeners Country music 
stations have found that the audiences 
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California's 

1fljION 

3 major 
markets for 
the price of 1 

Yes, KRAK rates #1, 
#2 or #3 in three of the 
four major markets in 
California's Billion - 
Dollar Central Valleys. 
KRAK's the buy for 
Sacramento alone...and 
you get BONUS 
COVERAGE in Stockton 
and Modesto plus 
Marysville and Chico. 
Any other Sacramento 
buy requires you to buy 
three other stations to 
cover these other 
important markets. 
That's why smart 
Nationals are buying 
KRAK ... California's 
"One Station Network ". 
Ask your Adam Young 
Man for the 17- county 
Pulse on KRAK. 

THE KRAK FORMULA 
Popular Country Music 

plus ABC News 
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CHANGE TO C &W BOOSTS AUDIENCE, PROFIT continued 

they build with this format are loyal 
and since there is usually not great 
competition within a market for this 
type of format, the audience doesn't 
twist dials -it stays put. 

These audiences also like to see their 
country -music entertainers in person. 
The Beatles may pack New York's Shea 
Stadium, but how many other rock 'n' 
roll stations do this, and with year 
after year regularity? 

In the country music area, booking 
of name talent is a major promotion 
of virtually every station. And the 
audiences they draw are large. KBER 
San Antonio runs five or six shows an- 
nually at the municipal auditorium. 
Average attendance, says A. V. Bam- 
ford, owner and general manager, is 
8,000 to 10,000 people. 

WJJD, after 45 days as a country 
station, held a Shower of Stars show in 
Chicago's McCormick Place. The sta- 
tion was the only medium used to pro- 
mote the show and 11,000 seats were 
sold. Last month, WJJD held its sec- 
ond show at McCormick Place and Mr. 
Dubinetz says it "grossed the largest 
gate for any unit C &W show ever held 
in North America." 

WQIK Jacksonville, Fla., holds two or 
three country music spectaculars each 
year in the city's coliseum which seats 
11,800. However, for a recent live 
show, the station had 13,200 customers 
in the building. 

Lester Flatt and Earl Scruggs have 
proved top drawing cards for wcus 
Augusta, Ga. Richard Warner, vice 
president and general manager, says 
Flatt & Scruggs make one appearance 
there a year and "the crowds overflow. 
Last year the folks were lined along 
the walls six and seven deep. It's the 

KSON San Diego was so pleased with 
results of its country music format 
that it presented 300 miniature cakes 
to timebuyers on the first anniversary 
of the change in programing. Above 
Dan McKinnon (c), KSON president, 
presents cakes to Joy Harper (I) and 
Lew Kraus (r), both Doyle, Dane Bern - 
bach timebuyers. 

largest crowd the auditorium has ever 
had." 

Crowds for Jubilee In Baltimore, 
WBMD reports that a country jubilee 
drew 13,169 persons to the Civic Cen- 
ter with more than 3,000 turned away. 
KRAK had a standing room only crowd 
of 4,500 persons for each of two shows 
at the Sacramento Memorial Auditori- 
um for its Jan. 1 music spectacular. 
Manning Slater, president and general 
manager, says "it looked like television 
with its football games might kill us 
since we ran afternoon and evening 
performances. Actually, the perform- 
ances were both sold out." 

And in Akron, Ohio, Sheldon Singer, 
vice president and general manager of 
WSLR, said the station drew a crowd 
of over 3,000 for its first country show 
which featured local talent and only 
one Nashville star. 

Mr. Singer notes that before WSLR 

went to a country format on Feb. 1, it 
was the "fifth -rated station" in a four - 
station market. However, that is no 
longer the case. The DJ's are men with 
major market experience and only one 
is a country personality. Their de- 
livery is straight and the station is run 
like a tight, modern music operation. 

The emphasis that stations put on 
modern country music seems to relate 
in the manner in which they want 
their DJ's to act. 

J. Douglas Coombs, general man- 
ager of WHIY Orlando, Fla., says the 
format there is called "uptown coun- 
try. We are not hillbillies.... Our four 
disk jockeys could go to any station 
in the U.S. and get a job. No scream- 
ing, no yelling, but fine, deep, educated - 
sounding voices. Our programing is 
tight. No dead air, no needless chit- 
chat, no raunchy or hillbilly talk. We 
have a dedicated audience and we are 
not about to insult its intelligence." 
Under this operation, he adds, WHIY 

has "more than doubled our business." 
In the Northwest, George Sanders, 

assistant general manager of KWJJ 
Portland, Ore., uses the Nashville sound 
and "consistent with that smooth sound, 
KWJJ has no room for the homely 
bleatings of the old -fashioned C &W 
windbag of the past. Our disk jockeys 
do not assume phoney dialects meant 
to appeal to the so -called country list- 
ener. KWJJ listeners receive a steady 
diet of good, carefully programed C &W 
music that requires alert, intelligent, 
thoroughly experienced DJ's who never 
allow silent dead -air pauses, poor cue- 
ing, stuttering, giggling, inane com- 
ments or lack of professionalism to bog 
down the terrific pace we set every 
broadcast day." 

Homer Quann, manager of WHYS 

BROADCASTING, October 18, 1965 



it's Blue Collar Radio and they eat it up ! 

It's blue collar radio - the sound with the majority in mind. Blue collar 
radio is programmed to appeal to what we call "the blue collar 
workers" - the man in the factory ... the bricklayer ... the family 
next door... the everyday people who constitute the majority of the 
BUYING audience. It's the popular sound heard everyday in Wichita on 

KSIR Radio, and in Omaha on K000. It's a HIT combination of Country 
and Western music and sparkling personalities who "talk the 
language" of the working class. There's nothing classical or long hair 
about it ... it's simply wholesome, warm, and friendly... spiced with 
good humor, fun ... and above all - sincerity. KSIR and K000 have 

pioneered the way with results that are nothing less than fantastic! 
The blue collar sound reaches and sells - and there's a long, long 

string of statistics, surveys and listeners to prove that point! 

NEW SYNDICATED TV SHOW All KSIR and K000 air personalities are 
also talented working entertainers. Their weekly television show in 

Omaha, due to its popularity (it has been rated as one of the top 
shows in that market for the past three years) will now be seen in 

42 markets across the country, sponsored by the Cudahy Packing 

Company. These same warm personalities can effectively sell your 

product or service over KSIR and K000 Radio. Remember, we've got 
the listeners who respond and buy! 

WANT TO KNOW MORE? ... It's easy ... just send for our free, 
informative brochure about Blue Collar Radio. Then you'll have all the 
facts (and figures) right there in black and white ... about us and our 

listeners. Simply write KSIR in Wichita, or K000 in Omaha - today! 
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WE'RE UP 

TO OUR NECK 

IN SUCCESSFUL 
NATIONAL 
CLIENTS 

Douglas Oil Richfield Oil Shell Oil Texaco Oil 
Tidewater Oil Wilshire Oil Gulf Oil Ford 

Motor Company Ford Dealers Ford -Mustang 
Lincoln- Mercury Dealers Mercury -Comet Dealers 

Plymouth -Barracuda Plymouth Dealers Pon- 
tiac Motors Corp. VW Cars-Competition Olds- 
mobile Motors Corp. Bank of America Calif. 
Credit Union League Credit Advisors Dial 
Finance Local Loan Seaboard Finance Secur- 
ity First National Bank SIC Finance Budweiser 
Beer Burgenneister Beer Busch Bavarian Beer 

Carling Brewing Company Coca Cola Colt 45 
Malt Liquor Del Monte Falstaff Beer LaBatts 
Beer Olympia Beer Schlitz Beer Seven Up 
Sparkletts Drinking Water Kinney Shoes Robert 
Halt Clothes Alpha Beta Markets B & M Beans 

Bell Brand Potato Chips Best Foods. Inc. 
Calif. Turkey Advisory Board Campbell Soups 
Carnation -Albers Flap Jack Mix Continental Bak- 
ing Co. Mrs. Cubbison's Dressing Forger's 
Coffee Helms Bakeries James Country Style 
Sausage Jiffoam Laura Scudder Leo Quality 
Foods Lucky Stores MJB Coffee Metrecal 
Peter Paul Mounds Proctor & Gamble Roman 
Meal Bread . Roman Meal Cereal Rosarita Mexi- 
can Foods Safeway Stores TreeSweet Orange 
Juice Town Talk Bread Uncle Sam's Breakfast 
Cereal Webers Bread White King-I1 Wonder 
Bread American Bakeries Handlery Hotels 
Lee Hotels Mobile Home & Travel Service Olym- 
pie Hotel Trailer Corporation of America 
Christmas Valley Oregon Bardahl Manufacturing 
Company Bekin's Van & Storage Blue Rain 
Drops Water Softener Bonanza Airlines General 
Telephone Midas Muffler Pacific Airlines Pa- 
cific Southwest Airlines Pacific Telephone & 
Telegraph RCA -Victor Reza!! Drug Servisoft 
Soft Water Smog Device Thrifty Drugs United 
Airlines Western Airlines Zales Jewelers 
American Home Products American Tobacco 
Beckman Company Blis -To -Sol Book of the 
Month Club DWG Cigar Corporation E. C. DeWitt 
Co. Dupont Flavohist W. P. Fuller P. Loril- 
lard Luden's Cough Drops Lysol Lydia Pink - 
ham Profit Research Schick Blades Spring 
Mills Temple Time Tirend Vaseline Hair Tonic 

Western Union White Nall Pharmacal Wildroot 
Great Stars of C &W Music King Edward Cigars 
McCleans Tooth Paste Red Dot Cigars Roller 

Derby Games Mary Carter Paints Douglas Oil TRr 
nús$ic 

1240 in SAN DIEGO 
NATIONAL ACCOUNTS ON KSON RADIO SINCE 
OUR SWITCH TO COUNTRY WESTERN MUSIC 

OCTOBER, 1963 TO SEPTEMBER 2, 1965. 

J. A. LUCAS COMPANY - WEST 
BROADCAST TIMES SALES - EAST 

A McKinnon Enterprise 
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CHANGE TO C &W BOOSTS AUDIENCE, PROFIT continued 

Roanoke, Va., finds that only stations 
with "an honest desire to serve the 
country listener can be really success- 
ful. Country music fans can spot a 
phoney a mile off. Poorly operated 
country music stations are harmful to 
the industry. They are responsible for 
much of the criticism of good country 
operations." He adds that recently a 
man called "and thanked us for telling 
the truth about our advertisers. Adver- 
tisers, themselves, are the greatest 
boosters of the station. They seem to 
experience a 'belonging' when they ad- 
vertise on a good country music sta- 
tion." 

F. M. Smith, vice president and gen- 
eral manager of WLAU Laurel, Miss., 
observes that a "C &W format should 
be kept high -class with no corn -pone 
type personalities. In other words, we 
want to keep the educated business and 
professional men and women listening 
as well as the general population." 

Progressive Thinking To run a good 
country operation, in the opinion of 
Robert W. Taliaferro, operations man- 
ager of WXRA(FM) Woodbridge, Va., 
a Washington suburb, a station should 
get rid of "hayshakers and clodhoppers 
and twangy straw -in- the -teeth an- 
nouncers and replace them with an- 
nouncers skilled in the King's English." 
With this emphasis on personnel and a 
progressive country format, "the sta- 
tion has come from a substantial an- 
nual loss position to a profit picture." 

Ed Scott, president of KLAK Denver, 
maintains that for a C &W station to have 
maximum appeal, "it must be a good 
radio station. We avoid the barnyard 
or cornball approach as an audience 
killer.... From our mail, phone calls, 
inquiries and research we know that 
C&W fans are to be found in all walks 
of life; all educational, economic and 

age levels." 
Wooly Atlanta has three DJ's in the 

country field, and John Fulton, presi- 
dent, says "the reaction from our audi- 
ence is excellent. It carries much of 
the warmth and rapport that existed 
between the performer and audience in 
the early days of radio." 

R. E. Thomlinson, general manager 
of KATR Eugene, Ore., feels that al- 
though C &W stations, on the whole, are 
successful, "there is no sure -fire success 
guaranteed any station if they simply 
change their record library to country 
and western." The audience is a "loyal 
group, by far the most loyal of any 
audience segment, but they smell out 
a phoney. And the 'friends- and -neigh- 
bors' approach, if not sincere, will 
bomb out quickly.... Each station will 
have to decide for itself if there is a 
need for this type of programing, if 
they are up to the task and if they wish 
to be associated with 'country people'." 

After 40 Years John R. DiMeo is 
general manager of luyo Seattle, which 
went country in April 1963 after be- 
ing a top 40 station for 40 years. The 
gross in 1964, the first full year as a 
C &W operation, he says, was "over 
three times higher than the preceding 
year as a top -40 station." He feels a 
C &W station can be successful in any 
market. "However, stations must make 
up their minds to program it just as 
carefully as with any other format. By 
itself, C &W does not make a success- 
ful station. It requires a great deal of 
promotion, good promotion. Stations 
must develop true C &W personalities 
on the air. Most of all, they must de- 
velop a bond with their audience that 
is unknown in other types of formats." 

WISZ -AM -FM is a 24 -hour country 
music operation in Glen Burnie- Balti- 
more. Charlie Doll, general manager 

.ái ())ra,i .:'.`,Fykr"1 . TAKE J:15570N1 ... 
01 4 
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Annual country music spectaculars 
have paid off for WQIK Jacksonville, 
Fla. Advertisers receive an extra plus 

in identification. This particular spec- 
tacular was co- sponsored by Royal 
Crown Cola and SSS Tonic. 
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Country Boys Who Made Good in the Big City 
In just five short months -since switching to the Country/ 
Western brand of Music -WJJD has become one of the 

dominant radio stations in Chicago. 

If you need proof, ask our rep or just check Pulse. 

Then put your brand on the hottest brand in Chicago. 

RADI 
CHICAGO 

OWJJ D 
represented nationally by Stone Representatives, Inc 
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WISZ 
GETS 

RESULTS 
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1 
METRO- BALTIMORE'S ONLY 

AM & FM -24 HOUR 

Ì 
COUNTRY MUSIC STATION S 

SERVIN' 2,000,000 FOLKS 

... 

CASH IN 
on the Bay Area's 
Blue Collar Giant 
Here are just a few of the advertisers who have 
climbed aboard the Western Music bandwagon: 
Arata Pontiac 
B 
Coast Capitol 
Dodge Dealers 
Ford Dealers 

Golden Gate Fields Palm Homes 
Gateway Chevrolet 
Grand Auto 
P. Lorillard 
Montgomery Ward 

Sunstream Homes 
Singer Co. 

United Artists 
White Front Stores 

uD,000 ©O003,212 

SAN FRANCISCO 

1560 VAN NESS AVENUE - PROSPECT 6 -1717 

82 (SPECIAL REPORT C &W MUSIC) 

C &W spot commercials 

A top personality in the coun- 
try- western field, "Squeakin' Dea- 
con" Moore of KFOX Long Beach - 
Los Angeles, Calif., is preparing 
special radio spots for the new 
Metro -Goldyn -Mayer feature film, 
"Harum Scarum," starring Elvis 
Presley. The film is scheduled for 
saturation booking during the 
Thanksgiving season. The spots 
were recorded for use specifically 
on C &W outlets. 

of the station, offers no pat formula 
for success although WISZ -AM -FM has 
"doubled" its billing in less than a year. 
"We play what our listeners want to 
hear, which is why we are successful, 
and receive the audience response that 
we do." However, he adds, the same 
format, unlike top 40 operations, may 
not work the same way in other locales. 

Probably one of the less likely places 
one would expect to find a C &W oper- 
ation is in Hawaii. But on July 1, 

KAHU Honolulu went country around 
the clock. John Livingston, program 
manager, finds that the country audi- 
ence differs in many ways from other 
audiences, "practically all of these dif- 
ferences very desirable from the view- 
point of both the station and the spon- 
sor. We've found them to be loyal, 
ready to participate in our promotions, 
very sponsor -conscious and tending to 
fall into the adult listening classifica- 
tion. We have found that many ethnic 
groups in Hawaii are very receptive to 
our format. Audience reaction- custom- 
er response has improved about 70% 
over that of our former programing." 

WCMS -AM -FM Norfolk, Va., has been 
programing country for 12 years and 
was one of the pioneers for the for- 
matted country operation. Warren M. 
Miller, promotion director, explains 
this "uptown format" as virtually the 
same as an adult pop format except 
there is "more personality on the part 
of the air men; it is country and west- 
ern music instead of rock 'n' roll; there 
is more diversification of selections and 
program content. Otherwise there is 
the same fast -paced excitement, produc- 
tion and promotions." 

Maintaining that a country format 
cannot be just lifted and adopted from 
one market to another, Mr. Miller says 
that a station planning to go C &W must 
"know your potential, your market and 
your audience. Program with pacing 
and content in keeping with the pace of 
living, interests and standards of your 
own market" 

The men who are programing coun- 

try music fulltime have studied their 
subject carefully. They have dissected 
it, put it under a magnifying glass, and 
like what they see. In the terms of 
Madison Avenue, they've run it up the 
flagpole and find lots of people are 
saluting. 

43 C &W songs given 

achievement awards 
Forty -three outstanding country and 

western songs and their writers and 
publishers, will be given Broadcast 
Music Inc. Citations of Achievement 
at a BMI banquet in Nashville this 
Thursday (Oct. 21). The awards, to 
be presented by Syndey M. Kaye, BMI 
board chairman, and Frances Williams 
Preston, vice president of BMI's Nash- 
ville office, are based on record and 
sheet music sales, radio and TV per- 
formances, coin machine plays, and 
polls among various trdae papers. 

The titles of the songs, their writers 
and publishers are: 

"Before You Go," Buck Owens and 
Don Rich, Blue Book; "Blue Kentucky 
Girl," Johnny Mullins, Sure -Fire Music 
Company Inc.; "Chug -a- Lug," Roger 
Miller, Tree Publishing Inc.; "Cross 
the Brazos at Waco," Kay Arnold, 
Painted Desert Music Corp.; "Do What 
You Do Do Well," Ned Miller, Central 
Songs Inc.; "Don't be Angry," Wade 
Jackson, Acuff -Rose Publications Inc.; 
"Engine, Engine Number Nine," Roger 
Miller, Tree Publishing Inc.; "The First 
Thing Every Morning," Jimmy Dean 
and Ruth Roberts, Plainview Music 
Inc.; "Girl on the Billboard," Walter 
Haynes and Hank Mills, Moss Rose 
Publications Inc.; "Give Me Forty 
Acres," Earl Greene and John W. 
Greene, Starday Music. 

"Happy Birthday," Ron Kitson, Sure - 
Fire Music Inc.; "I Can't Remember," 
Bill Anderson and Betty Anderson, 
Moss Rose Publications Inc.; "I Don't 
Care (Just as Long as You Love Me)," 
Buck Owens, Blue Book; "I Thank My 
Lucky Stars," Wayne P. Walker, Cedar - 
wood Publishing Inc.; "I Washed My 
Hands in Muddy Water," Joseph T. 
Babcock, Maricana Music Inc.; "I Won't 
Forget You," Harlan Howard, Tucka- 
hoe Music Inc.; "I'll Keep Holding on 
(Just to Your Love)," Robert F. Tu- 
bert and Sonny James, Marson Music; 
"I'll Repossess My Heart," Paul Yan- 
dell, Kitty Wells Publications, "I'm 
Gonna Tie One On Tonight," Lee Nich- 
olas, Sure -Fire Music Inc.; "Is It Really 
Over," Jim Reeves, Tuckahoe Music 
Inc. 

"I've Got a Tiger by the Tail," Buck 
Owens and Harlan Howard, Blue Book; 
"King of the Road," Roger Miller, Tree 
Publishing Inc.; "The Lumberjack," Hal 
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Willis and Ginger Willis, English Music 
inc.; "Mad," Thomas Hall, Newkeys 
Music Inc.; "My Friend on the Right," 
Red Lane, Tree Publishing Inc.; "My 
Friends are Gonna be Strangers," Liz 
Anderson, Yonah Music Inc. and Owen 
Publications; "Once a Day," Bill An- 
derson, Moss Rose Publications Inc.; 
"The Other Woman," Don Rollins, 
Pamper Music Inc.; "Please Talk to my 
Heart," Jimmy Fautheree, Glad Music 
Co.; "The Race is On," Don Rollins, 
Acclaim Music Inc. and Glad Music 
Co.; "See the Big Man Cry," Edwin 
Bruce Jr., Tuneville Music Inc. and 
Lynlou Music Inc.; "Sittin' in an All 
Nite Cafe," James W. Glaser, Glaser 
Publications. 

"Ten Little Bottles," Johnny Bond, 
Red River Songs Inc.; "Then and Only 
Then," Bill Anderson, Moss Rose Pub- 
lications Inc.; "This is It," Cindy 
Walker, Acclaim Music Inc.; "Tiger 
Woman," Merle Kilgore and Claude 
King, Al Gallico Music Corp.; "A 
Tombstone Every Mile," Daniel B. 
Fulkerson, Aroostook Music Inc.; 
"Truck Drivin' Son of a Gun," Dixie 
Deen and Ray King, Newkeys Music 
Inc. and Raleigh Music Inc.; "What's 
He Doin' in my World," Carl Belew, 
Eddie Bush and B. J. Moore, Four Star 
Sales Co.; "Yakety Axe," James Rich 

Stars of the Wilburn Bros. show on 
WSM -TV Nashville include (I to r) 
Shorty Lavender, Don Helms, Harold 
Morrison, Leslie Wilburn, Doyle Wil- 

and Boots Randolph, Tree Publishing 
Inc.; "Yes, Mr. Peters," Larry Kolber 
and Steve Karliski, Screen Gems -Co- 
lumbia Music Inc.; "You Don't Hear," 

burn, Lester Wilburn, Loretta Lynn 
and Teddy Wilburn. The Wilburn 
Bros. show is seen in 40 markets and 
is sponsored by American Snuff. 

Jerry Huffman and Tom Cash, South - 
wind Music Inc., and "You're the Only 
World I Know," Robert F. Tubert and 
Sonny James, Marson Music. 

LORD...HOW HE GETS AROUND! 
Grand Ole Opry star Bobby Lord's a young man on-the-move. His 
sparkling country music show is seen weekly from coast to coast. 
And everywhere the Bobby Lord Show goes, it builds audiences, 
sales, and good will. 

Seen it yet? If it's not already in your market, move fast. Call Brad 
Crandall, WSMTV, Nashville, Tennessee. 

\AISM-TV 
NASHVILLE, TENNESSEE 

A SAMPLING OF STATIONS CARRYING 
WSM-TV'S "BOBBY LORD SHOW" 

KBTV KTVT 
Denver, Colorado Fort Worth, Texas 

WCSCTV 
Charleston, S. C. 

KCOP 

Los Angeles, Calif. 

KPTV 
Portland, Oregon 

KTVU 

San Francisco, Calif. 

WSJS 
Winston -Salem, North Carolina 
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AMERICA'S 

TOP RATED 
COUNTRY MUSIC 

STATIONS 

WE N O PULSE 

NASHVILLE 48.4% 

W G U S 
PULSE 

AUGUSTA 30.7% 

WYAMPULSE 

BIRMINGHAM 22.3% 

GENERAL OFFICES 

P. 0. BOX 5236 

NASHVILLE, TENN. 
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TV spices its format 
with dash of country 
Stations find sponsors pleased with resuts 

from programs built around established stars 

Although country music has gained 
its widest popularity through the more 
than 1,600 radio stations that daily pro- 
gram from two to 24 hours of it, neither 
the talent nor sponsors fail to appreci- 
ate the impact that TV has made on the 
country music audience. 

The Jimmy Dean Show on ABC -TV 
(Friday 10 -11 p.m.) is a regularly 
scheduled network country show. Now 
in its third season, the show may be 
indicative of the growing interest in 
country music that TV has shown. 

CBS -TV has also jumped on the 
country bandwagon this year. The 
Sieve Lawrence Show for tonight (Oct. 
18) features some of the top country 
talent in what the network modestly 
called "a royal salute" to country mu- 
sic. 

Station's Lead But the networks 
aren't the bread -and -butter shows for 
TV exposure. Several stations are run- 
ning local 30, 60 or 90- minute coun- 
try shows and the number of shows 
being put in syndication seems to be 
increasing. In addition, country music 
specials are being client -produced for 
showing in certain markets. 

Unquestionably the largest producer 
of syndicated TV shows for this audi- 
ence is wsM -ry Nashville. Utilizing the 
performers from the Grand Ole Opry, 
the station produces five weekly half - 
hour shows, all of them sponsored by 
clients of Noble -Dury & Associates, 
Nashville. 

There are two versions of the Opry 
out. One is the current series, spon- 
sored- through Noble -Dury-by Na- 
tional Life & Accident Co., which is 
also the owner of WSM- AM- FM -TV. The 
other is an open -end series, that was 
originally produced for Pet Milk Co.- 
one of the oldest and continuing spon- 
sors of country music on radio and 
TV -and is now being syndicated for 
local sponsorship. 

Under the banner of Noble -Dury and 
its accounts are the Bobby Lord Show, 
in 22 markets in its first season; the 
Porter Wagoner Show, in its sixth sea- 
son; the Fiait & Scruggs Show in its 
10th season, and the Wilburn Bros. 
Show, in its third season. 

Flats & Scruggs, now in 30 markets, 
has had Martha White Mills of Nash- 
ville as a sponsor for more than six 

Scheduled for showing in prime time 
on dozens of major market TV sta- 
tions this season is the Cudahy Pack- 
ing Co's 'Bar -S Jamboree.' First show 
is to be taped later this month at 
KEN (TV) Omaha. Shown signing the 
contract is Mack Sanders (r) of the 
Mack Sanders band. Representing the 
sponsor is Art Wechsler, vice presi- 
dent for marketing and merchandis- 
ing. Other well known country music 
stars will appear. 

years. Porter Wagoner is in 80 markets 
and is sponsored by Chattanooga Medi- 
cine Co., Chattanooga, for its Black - 
Draught laxative and Soltice cold reme- 
dies. The Wilburn Bros., seen in 40 
markets is sponsored by American 
Snuff Co., Memphis. 

In Middle West In Chicago, WON - 
TV took the long- standing successful 
WON radio version of the Barn Dance 
and added video. The result is 26 half - 
hours a year on tape produced by WON - 
TV's Mid -America Video Tape Produc- 
tions division and available in either 
color or black- and -white. Archway 
Cookies Inc., Battle Creek, Mich., 
through Marineau Advertising, there, 
sponsors the series on WON -Tv and in 
15 of the 26 other markets in which 
it is shown. 

That this program has done what 
the advertiser and agency wanted it to 
do -sell Archway cookies -is evi- 
denced by the comments of Edward 
Marineau, president of the agency. He 
noted that "without exception" sales 
have risen in every market in which 
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Most 

Country music 

writers license 

their music 

through BMI... 

At no time since its beginning has the 

influence and universal appeal of Country 

music been felt as deeply and emotionally 

as today. 

BMI, first to give Country writers a chance 

to share in the economic rewards of their 

talent, is deeply proud that most of the 

Country music heard both nationally and 

internationally, is licensed for public 

performance through BMI in the United 

States and through 23 foreign performing 

rights societies with which it is affiliated. 

Broadcast Music, Inc. shall continue to 

provide unlimited opportunity for Country 

writers as well as all composers of all 

music, certain they will continue to earn 

recognition and appreciation. 

All the worlds of music 

for all of today's audience. 

BMI 
BROADCAST MUSIC, INC. 



In... 
Washington, D. C. 

They .. . 

"Swing & Sway 

the 
Country Way" 

to 

WDON 
Wheaton, Md. 

The Washington Metro 
Area's Only Country 
and Western Station 

Everett L. Dillard, Gen. Mgr. 
Main Office: 1334 G St., N.W. 

Washington, D. C. 20005 
203- 347 -1356 

1150 KC 
A. V. Bamford, Gen. Mgr. 

PAUL H. RAYMER COMPANY 

WRPB 
1350 RADIO 

MACON- WARNER ROBINS 
GEORGIA 

YAKETY -AXE!! You know 
we're at least No. 2! 'cause seven 
other stations in middle Ga. claim to 

No. 1, 
format. 

with the same music 

ur - 
'Country Cousin' 

Ed 
P.S. ENTERTAINMENT WITH 5,000 WATTS OF 

COTTON PICK -IN COUNTRY MUSIC ALL 
DAY LONG! 
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TV SPICES ITS FORMAT WITH COUNTRY continued 

the Barn Dance has been shown, and in 
some areas the increase has been up 
to 30 %. "We feel," he said, "we are 
reaching people that we hadn't reached 
through specials or our TV spot cam- 
paigns." 

However, Archway is continuing to 
use specials and spot flights. It has two 
country music specials set for WON -TV 
this year: An Evening with the Back 
Porch Majority on Oct. 23, and The 
Best of Country and Western on Dec. 
7. 

Aside from Archway's Chicago buy, 
The Best of Country and Western -a 
one -hour Mid -America production- is 
being sponsored for prime -time show- 
ing in 76 markets in 21 states on Oct. 
25, 26 or 27 by Shurfine Central 
Corp., Northlake, Ill., through Nor- 
man, Navin, Moore & Baird, Grand 
Rapids, Mich. 

The special is geared to kick off 
Shurfine's annual fall food sale which 
runs during the last week in October 
and the first week in November, and 
it is a logical tie -in to the Shurfine 
theme for this year: "Year's greatest 
food sale- country style." 

$30 Million Sale Jack Norman, 
president of the agency, said this is 
the first time in the history of the sale 
that the 6,000 stores participating in 
the event will have their own show. 
He anticipates selling $30 million worth 
of products under the Shurfine label 
during the sale. 

Specials are also being used by Dan- 
cer- Fitzgerald- Sample, New York, to 
sell the meat products of Cudahy Pack- 
ing Co., Phoenix. A one -hour taped 
Bar -S Jamboree will be carried on 32 
stations this month and there are plans 
for more Cudahy specials. 

These shows are being taped at 
KETV(TV) Omaha featuring top coun- 
try entertainers and are being hosted 
by Mack Sanders. Mr. Sanders, a well - 
known songwriter and singer in coun- 
try and western circles, also stars in 
the weekly one -hour Country Music 
Jamboree on KETV, and is president of 
woo Omaha and KSIR Wichita, Kan., 
both fulltime C &W stations. 

The interest in C &W seems to be 
catching, and not only in the South and 
West with which it is most often 
associated. WCCO -TV Minneapolis-St. 
Paul, last month began a 30- minute 
local show, Wingding featuring C &W 
and folk music. 

And in Chicago, ABC -owned WBKB- 
TV has started a taped half -hour Satur- 
day night (9:30 -10 p.m.) series, Swing - 
around. Hosted by Chris Lane, oper- 
ations director of WJJD, fulltime Chi- 
cago country music outlet, the WBKB -TV 
series has used ideas which have been 

network -tested. 
Billed as a "modern country -western 

show," Swingaround boasts six Swing - 
around girls, not unlike the dancers on 
ABC -TV's Shindig or NBC -TV's Hulla- 
baloo. In addition, the WBKB -TV series 
has already begun doing the show from 
remote locations. Two shows were cut 
at the Great Lakes Naval Hospital. 

A new syndicated property is The 
Ernest Tubb Show, which is being taped 
at WSIx -Tv Nashville and distributed 
by Hal Smith TV Programs Inc., Nash- 
ville. Plans call for 156 shows to be 
cut. 

There is more. Other shows are in 
syndication, like the Bill Anderson 
Show from Poole Productions in 
Greeneville, S.C. And other stations 
have their own locally produced pro- 
grams. 

But if anyone doubts that country 
music and TV have an affinity for each 
other, he should look towards Okla- 
homa City where Jack Beasley, presi- 
dent of KLPR, intends to put his new 
UHF, KLPR -TV, on the air in February 
1966. The basic program fare: live, 
taped, filmed country and western mu- 
sic shows. And this approach to a spe- 
cialized audience may be an indication 
of the road that new U's in metro areas 
will have to take. 

Dottie West, winner of the Grammy 
Award for female singer in 1964, is 
one of the stars of National Life and 
Accident Company's 'Grand Ole Opry' 
on WSM -TV Nashville. She is shown 
here with John Cameron Swayze, 
spokesman for the company. 
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FLINT, 
MICHIGAN 

"Country music 

Capital 

of the 

North" 

The Swingaround Girls are dancing 
stars of WBKB -TV Chicago's new show 
'American Swingaround' which fea- 

`Opry' celebrating 

another anniversary 

This week more than 4,500 pilgrims 
-some on horseback, some flying their 
own planes -will journey to Mecca, 
which in this case is located in the 
Central Basin of Tennessee 

For this is the week that Nashville 
and the whole cotton -pickin' country 
music industry celebrate the 40th birth- 
day of WSM's Grand Ole Opry, radio's 
oldest continuous program -a program 
that has never been pre -empted, never 
had an intermission, never had a re- 
placement. 

The roster of Opry stars is more than 
a who's who of the singers, songwriters, 
publishers, record men and others as- 
sociated with country music. It is, in 
fact, country music. The birthplace of 
the industry as it is known today, the 
jumping -off place for countless stars, 
the home of the Nashville sound. 

Within the past year the Opry, which 
always enjoys a sold -out status, was 
expanded backward into Friday night 
performances. Next June there will be 
more expansion, in a continuing at- 
tempt to satisfy the demand for tickets. 
By the summer of 1966, the Opry will 
have four performances each weekend. 

Although the Opry and country music 
are synonomous, performers from other 

"TOP GUN" IN ROANOKE, VA, 

WSLS -610 
Country Music Radio 

24 HOURS A DAY 
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tures country and western music. The 
show premiered Sept. 18 and is slot- 
ted from 9:30 to 10 p.m. on Saturday. 

areas of music also appear on the show, 
among them Marguerite Piazza and 
Helen Traubel of the Metropolitan 
Opera. And it is this wide- ranging ap- 
peal of the music that has made Opry 
shows box -office smashes in East Over- 
shoe's high school auditorium and New 
York's Carnegie Hall. 

This week's Opry birthday celebra- 
tion will be the 14th, and like most 
other things that get bigger and better, 
it had humble beginnings. In 1952 
officials of WSM decided to hold a 
party and invited a few dozen disk 
jockeys who were programing Opry 
artists on their stations. 

The invitation list grew to 400 from 
40 states the following year, and in 
1954 nearly 600 DJ's and artists and 
about 200 representatives of music 
publishing firms, music publications 
and record companies were at the party. 

In 1955, the party more than doubled 
in size as more than 1,400 took part. 
By 1960, the registration had grown to 
more than 3,000. At last year's cele- 
bration, 4,327 were registered from 49 
states (only Hawaii was missing) and 
four foreign countries. 

The birthday celebration has also be- 
come a focal point for other organiza- 
tions to schedule their meetings around 
the Opry activities. This year the Coun- 
try Music Association and Nashville 
Junior Chamber of Commerce spon- 
sored a pro- amateur golf tournment 
Sunday (Oct. 17). Broadcast Music 
Inc. holds its annual awards dinner 
Thursday (Oct. 21). The CMA holds 
annual elections and meeting, and 
makes its Hall of Fame presentation 
during its annual membership meeting 
and election of directors Thursday, 
and on Friday, will have a banquet 
and dance. 

5,000 WATTS 
ABC NETWORK 

Covers The Saginaw Valley 

HOME OF THE 
"AWARD WINNING" 

FACTORY WHISTLE SHOW 
Corners The Adult 
Blue Collar Market 

Over 20,000 
Actual Members In Our 

"COUNTRY 
MUSIC CLUB" 

WKMF RADIO 
1470 

"Country Music" 
24 hours.` 

Represented By: 

MEEKER, INC. (National) 
MICHIGAN SPOT SALES 

(Regional) 

John Carroll (Pres. & Gen. Mgr.) 
Larry Jean (Sales Mgr.) 
Doug Smith (Program Director) 
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High ratings bring 
advertisers to C &W 
Numbers, rather than type of programing, proves 

attractive to those seeking mass audience 

The sound and excitement of coun- 
try and western music stations are 
luring national spot and local dollars 
from a wide segment of blue -chip ad- 
vertisers for one paramount reason: 
rating power. 

Sponsors, such as American Tobac- 
co, Bristol- Myers, Campbell Soup, Coca - 
Cola, Falstaff Brewing Corp., Lorillard 
and Maxwell House Coffee, to name 
a few, are creating the jingle- jangle- 
jingle of hard cash invested in the 
C&W medium in 1965. 

The overriding factor cited by an 
expanding list of advertisers represented 
on C &W outlets during a canvass by 
BROADCASTING last week is the strong 
audience -pulling power of these stations. 

Again and again, when advertisers 
were questioned as to the reason their 

REPRINTS AVAILABLE 

OF THE 

COUNTRY & 

WESTERN 
SPECIAL REPORT 

30¢ each 

25¢ each in 

quantities of 100 to 500 

20¢ each over 500 

Please send your order today 

Broadcasting 
THE SUSINESSWEENLY OF TELEVISION AND RADIO 

1735 DeSales Sf., N.W. 

Washington, D. C. 20036 

ME 8-1022 
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advertising messages are carried on 
C &W outlets, they responded that in 
radio, the crucial criterion for selecting 
a station is its rating strength. 

In some cases, advertisers create and 
present western -style commercials to 
reach stations' audiences, but the large 
majority of companies utilize conven- 
tional spots. This latter route is based 
on the conviction that advertisers are 
not buying a specialized audience but 
are selecting a particular radio outlet 
which attracts a substantial audience. 

Advertisers and agencies queried re- 
ported they had not conducted or had 
access to any research seeking to de- 
termine the characteristics (qualitative 
or quantitative) of the C &W audience. 

Long List of Buyers The list of 
advertisers represented on C &W is 
virtually endless. A sampling from 
several station representatives produced 
hundreds of names. Besides the afore- 
mentioned sponsors, C &W supporters, 
to name only a few, include: Ameri- 
can Home Products, Aluminum Co. of 
America, American Express, American 
Motors, American Oil, Bank of Ameri- 
ca, Anheuser- Busch, California Packing, 
Chesbrough Pond's, Colgate -Palmolive, 
Kellogg's, Lucky Lager Brewing, Mac - 
Lean's Toothpaste, Oscar Mayer Meat 
Co., Pacific Telephone Co., Pan Ameri- 
can Airlines, Shell Oil, Reader's Digest 
Association, Richfield Oil, STP Oil 
Additive, Union Oil, Tidewater Oil, 
Bulova Watch Co., Lutheran Laymen's 
League, Commonwealth of Pennsylvan- 
ia, Schaefer Brewing, New York Tele- 
phone Co., Esso, Equitable Life, Union 
Carbide. 

A roundup of C &W activities by 
some of the leading U. S. advertisers 
follows: 

P. Lorillard & Co., New York, on 
behalf of its various brands, is a spon- 
sor on a 52 -week basis of country and 
western music programs on wsM Nash- 
ville, xFOx Los Angeles and WAAF Chi- 
cago. In addition, during the summer 
months (From May 30 to Labor Day), 
Lorillard buys spot radio on an expand- 
ed basis, and, in some markets, C &W 
stations are utilized. 

A Lorillard official indicated that 
the use of C &W stations is related 
primarily to the audience power of 

One successful promotion on WCMS 
Norfolk, Va., is its Tower of Tunes 
contest which it holds in connection 
with the annual lzaak Walton Sports 
Show in Norfolk. Constructed of dup- 
licate records from the WCMS files 
the contest drew over 5,000 entries 
this year. Here hopeful participants 
eye the records. 

these stations, rather than to a planned 
effort to reach C &W listeners specifi- 
cally. He added that in instances in 
which the company buys into C&W 
programs, commercials in a C &W vein 
are prepared, often delivered by C &W 
personalities. 

The American Tobacco Co. is active 
in spot radio, buying in flights at var- 
ious times of the year. Neither the 
company nor its various agencies would 
discuss marketing strategy because of 
competitive considerations. It is under- 
stood that American Tobacco makes 
use of C &W outlets during its spot 
campaigns because in certain markets 
these stations are substantial audience- 
getters 

A spokesman for Du Pont said there 
is "no conscious effort" to reach the 
country and western music audience. 
Rather in instances in which Du Pont 
products are advertised on C &W out- 
lets, the deciding factor is the rating 
strength of the stations. 

A 'Must' Similarly, a representative 
of the Campbell Soup Co. indicated 
there is "no magical formula" involved 
in selecting C &W stations. He noted 
that Campbell has an extensive spot 
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radio list of more than 200 stations, 
and the substantial audiences that some 
C &W outlets draw make them a 
must for a national advertiser. 

The Chrysler Corp. divisions and 
dealers, highly active in spot radio, are 
represented on C &W stations, a 
spokesman said. But he stressed there 
is no specific intent to reach the C &W 
audience per se, but to reach a large 
potential buying segment, he added. 

General Foods' Maxwell House Cof- 
fee division reported that it buys the 
stations that "give us the most effi- 
ciency in a market." A spokesman said 
in some instances the leading outlets 
are C&W and they are bought for 
their audience reach. 

Bristol -Myers similarly buys country 
music stations in areas in which the 
outlet is a leading audience -getter. A 
spokesman noted that radio does not 
play a large role in B -M advertising 
activity. 

The Falstaff Brewing Corp., St. Louis, 
finds that country stations are well 
suited to its distribution pattern which 
covers the southeast, south and south- 
west areas where there is a plentiful 
amount of the country spread over 
the radio spectrum. 

James Hapeman, assistant director 
of advertising for media and program- 
ing, explains Falstaff uses radio as a 

'The Jimmy Dean Show' on the ABC - 
TV network stars the well -known coun- 
try and western singer, shown here 
with co -star Kay Starr. 

supplementary medium and within this 
framework, C &W plays an important 
part. 

C &W TV, Too? Falstaff schedules, 
placed by Dancer -Fitzgerald -Sample, 
New York, try to tie commercial copy 
in with the format of stations it buys. 
Mr. Hapeman describes the use of 
C &W by Falstaff as similar to the 
use of an ethnic station in a large urban 
market. Falstaff's C &W buys are con- 
fined mainly to spot radio but the corn- 

pany says it is exploring the possibility 
of country music programs on tele- 
vision. Country and western radio time 
is bought by Falstaff in long -term 
flights, generally of 13 weeks, just as 
it buys conventional stations. 

A D -F -S official says he doubts 
Falstaff will use C &W on a heavier 
basis in the near future because the 
company feels it is getting maximum 
benefit from the medium now. 

R. J. Reynolds Tobacco Co. uses 
C &W programing in two different 
ways according to Howard Gray, adver- 
tising manager. For its cigarettes Rey- 
nolds attempts to cover a broad adult 
listening audience, he says, and in some 
markets this may mean using a sub- 
stantial amount of country and western 
programing. Mr. Gray explains that 
C &W is not used expressly for any 
of its cigarette brands but that all may 
use this type of schedule at one time 
or another since the company's spot 
schedules are shifted periodically among 
its various brands. 

But for its Prince Albert tobacco, 
Reynolds takes a different approach. 
Prince Albert intentionally seeks out 
the rural audience that is attracted by 
the country music format. Reynolds 
does not change its commercial copy 
for delivery over C &W stations. 

The largest advertiser in the broad- 

IN YOUR MARKET! 
The most dangerous set of Station 
ID's ever to come out of the West! 
TOP GUN....a swinging new C & W series ... 
featuring 20 vocals and 10 instrumentals ...incor- 
porating a strong, fresh logo. 
Take dead aim on your market now! 
Call collect for free audition tape! 

CiteCOMMERC 
RECORDING CORPORATIOIAL N 
3103 Routh / Dallas, Texas 15201 / Phone: 214 -148 -8004 
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cast media, Procter & Gamble, is by 

no means overlooking the burgeoning 
C &W field. For the past year, P & G 

has purchased three minutes a week 
of time on Grand Ole Opry for Lava 
soap. A company spokesman said that 
while P & G had not conducted any 
research to document the sales results 
from the use of Opry, P & G is "satis- 
fied" with the program and will con- 
tinue sponsorship for an "indefinite" 
period. 

Colgate -Palmolive's radio usage has 
been growing significantly in recent 
months but C -P is concentrating its ra- 
dio schedules in the top 20 markets. 
C &W programing is used incidentally, 
not bought specifically for the special- 
ized audience which it may attract, ac- 
cording to Greg Lincoln, manager of 
radio -TV operations. Currently two C -P 
dentifrice products; Dental Cream (Ted 
Bates) and Cue (D'Arcy) are on C &W 
stations. 

The Coca -Cola Co., Atlanta, in pur- 
chasing radio, seeks to buy the station 
that "delivers the broadest reach during 
any time period," but does not specifi- 
cally buy country and western stations, 
an official said. Time is purchased 
by both the parent Coca -Cola Co. and 
by 1,000 local bottlers scattered across 
the U. S. Some of the bottlers buy 
country and western stations when and 
if they deliver the audience, he re- 
ported. 

The spokesman said that Coca -Cola 
currently has jingle commercials geared 
specifically for top 40 stations built 
around the theme "Things Go Better 
with Coke," and has tentative plans to 
produce Coke C &W jingles if the cur- 
rent interest in country and western 
music grows to greater proportions. 

Several agency spokesmen expressed 
the opinion that interest in country and 
western stations seems to be growing. 
Others said they felt it needed additional 
research to prove its value. 

Local advertisers find the C &W format 
on KSAY San Francisco effective. 
Here Clair Halverson (I), KSAY sta- 
tion manager talks with Bill Cody, 
manager of Sunstream Homes about 
a schedule. 

List of C &W 

stations grows 
Representatives find 

many advertisers 

buying new format 

A number of station representatives 
are active in promoting the appeal of 
country and western music to nation- 
al advertisers. Some typical representa- 
tive viewpoints follow. 

Adam Young Inc., New York, re- 
ports a list of 10 station clients which 
program the music full time on their 
facilities. According to Robert A. Burke, 
general sales manager, radio, with the 
rep firm, "we've seen a breakthrough 
in categories of advertisers." Adver- 
tisers, Mr. Burke reports, are finding 
that C &W music stations attract a 

"large, adult and loyal audience, and 

RADIO 

The go9dert nl acitie CJnoup 
Pioneers in Country & Western 

FULL TIME C &W MUSIC 

San Francisco Bay Area RADIO KEEN 
(Hollingbery) 

Hawaii RADIO KAHU 
(Bernard Howard & Co.) 

Las Vegas RADIO KVEG 
(Bernard Howard & Co.) 

Other Stations of The Golden Pacific Group 
KEENFM San Jose, Cal. KVEGFM (C.P.) Las Vegas, Nev. 

KCVRAM & FM Lodi -Stockton, Cal. Specialized Programming 
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that they are as much a good buy as any 
other big audience radio station." 

Mr. Burke, whose firm started rep - 
ping C &W stations with an initial con- 
tract three years ago with KRAK Sacra- 
mento, maintains that country music 
stations are "unlike any station broad- 
casting contemporary music ... demo- 
graphics of the listening audience show 
the audience will run 90% or more 
adult." 

Among various new national adver- 
tiser business on C &W music stations, 
Mr. Burke cites Pan American Air- 
ways, Northeast Air Lines, American 
Express Travelers Cheques, Cadillac 
motor cars and Equitable Life In- 
surance, noting that these advertisers 
seek presentable radio audiences. 

The rise of the C &W station is also 
noted by Mr. Burke in citing the billing 
of KRAK, which, he said, represents 
about one third of a market which FCC 
reported receiving $1.3 million in 1963. 

The Adam Young C &W list includes 
KRAK, WHIY Orlando, KAYO Seattle, KLAK 

Denver (Lakewood, Colo.), KFOX Los 
Angeles (Long Beach), WSLR Akron, 
Ohio, wsLS Roanoke, Va., WESC Green- 
ville, S. C., WEEE Albany, N. Y. (Rens- 
selear), and WJRZ Newark, N. J. (New 
York City). 

Exclusive C &W Charles Bernard 
of Charles Bernard Co., New York, sta- 
tion representation firm, and also of 
the Country Music Network, is in his 
10th year as exclusive national repre- 

When WGUS North Augusta, Ga., went 
on the air with a country and western 
format in 1961 they thought they 
should do something special. This is 
what they came up with. 
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Taking part in the WHCQ Spartanburg 
music spectacular last May were 
these 'ranch hands' (I to r): Sue Teele, 
Glenn Hamrik, Carl Butler, Dave Hed- 

sentative for stations which program 
country and western "folk" music. 

Mr. Bernard said C &W music "is at 
an all -time high." 

He said that country and western 
music "does a successful job for clients 
because there is no such thing as 'back- 
ground' music in this field. Every C &W 
music record is a folk story that en- 
courages the listener to listen to the 
lyrics -and these listeners are attuned 
to listen to the words of commercials. 
They listen to the sales message." 

An advertiser in point, he said, is the 
E. C. DeWitt & Co., New York, which 
markets DeWitt's Pills, health remedy. 
DeWitt, he recounted, had been exclu- 
sively in print for many years until 
early in 1964 when it test marketed ra- 
dio using a dozen C &W stations for 13 
weeks. Before the 13 -week schedule 
was up, DeWitt renewed for 52 weeks 
in more than 50 markets using C &W 
stations, is continuing its campaign and 
have cited sales increases of 30% and 
more of its products. 

Quick Appeal Stone Representatives 
Inc., New York, noted it "experienced 
much less advertiser antagonism than 
expected" for WJJD Chicago which 
went from a middle -of- the -road to a 
country- western format only last Febru- 
ary. Peggy Stone of Stone Representa- 
tives said the station, which had been 
suffering in ratings before the format 
change, now commands fourth position 
in the market and its appeal to adver- 
tisers was quickly established. Accept- 
ance, she said, came within six weeks 
of the format change and new adver- 
tisers, including national firms, are be- 
ing added. Under wJJD's general man- 
ager, George Dubinetz, the station was 
completely revamped. 

Among the rep firms which have been 
lengthening their lists of C &W stations 
is Venard, Torbet & McConnell Inc. 
The firm now represents nine C &W 
stations and adds a 10th on Nov. I. 

Lloyd George Venard, president of 
VT &M, said advertisers and agencies 
are showing a marked tendency to con- 
sider C &W stations for their clients. 
Though country stations are gaining 
recognition and identification in the 

rick, Bob McKay, Pearl Butler and 
Bill West. The spectacular was con- 
sidered an outstanding promotion for 
the C &W station and its advertisers. 

marketing scene, Mr. Venard cautioned 
that the music format alone does not 
guarantee "success." Good management 
and penetration, along with strong lo- 
cal news and community activity are 
necessary, he emphasized. C &W sta- 
tions repped by VT &M are KSOP Salt 
Lake City; WSEN Syracuse, N. Y.; WQIK 
Jacksonville, Fla.; KTRM Beaumont, 
Tex.; KATY El Paso, Tex.; K000 Omaha; 
NSIR Wichita, Kan.; KPUB Pueblo, 
Colo.; WNYR Rochester, N. Y. 

The Meeker Co., New York, which 
handles a number of C &W stations in 
the South and Midwest, notes an "edu- 
cation problem" for some buyers, but 
finds C &W gaining high ground both 
in advertiser lists and in audience. 

Meeker represents the following C &W 
stations: WCMS Norfolk, wxci Rich- 
mond, WHYE Roanoke, WBRG Lynch- 
burg, all Va.; KMOP Tucson, Ariz.; 
WCLU Covington, Ky. (Cincinnati) 
(Nov. 1); wisz Glen Burnie, Md. 
(Baltimore); KSAY San Francisco and 
some which program C &W part time. 

Still other station representatives in 
the field echoed these sentiments, not- 
ing in selling country music a move 
away from just "blue- collar" appeal to 
that of all segments of the radio audi- 
ence. Among them are McGavren- 
Guild (KCKN Kansas City, WMNI Co- 
lumbus, Ohio, and WNOW York, Pa.); 
Broadcast Time Sales (KSON San Diego, 
WEEP Pittsburgh, WEXT West Hartford, 
Conn., WMAS Springfield, Mass., WMIL 
Milwaukee, wmIN Minneapolis -St. Paul, 
KWNT Davenport, Iowa, and WSHO New 
Orleans); Savalli /Gates (KLPR Okla- 
homa City, KAOH Duluth, Minn., WTUF 
Mobile, Ala., WJQS Jackson, Miss., 
WYAM Bessemer, Ala., Krow Sand 
Springs, Okla., KTCS Fort Smith, Ark., 
WOOS North Augusta, S. C., and WDOD 

Chattanooga); Vic Piano Associates 
(Kwow Pomona, Calif., WYLO Jackson, 
Wis., KDKO Littleton, Colo., KHAT 
Phoenix, WTMT Louisville, WTOO Hen- 
derson, Nev., KIEV Glendale, Calif., 
KLOC Ceres, Calif., WTID Newport 
News, Va., WETB Johnson City, Tenn., 
WHCQ Spartanburg, S. C., WMMJ Lan- 
caster, N. Y., KHAP Aztec, N. M., and 
KHIP Albuquerque, N. M.). 
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New work horse 
of broadcasting 

from 

The all new Criterion tape cartridge 
system has become the new standard of 
the broadcasting industry. In broadcast 
installations all over this country 
and abroad, the Criterion system is 

supplying reliable tape information 
around the clock, day after day, year in 

year out. The all new solid state 
Criterion series has been designed to 
give the broadcaster the After Delivery 
Economies which mean more profits 
through superior performance. 

ABtdMATIC -i C TAPE CONTROL 

Completely transistorized. New direct capstan drive, quiet solenoid, plug -in connections and modules. 
Choice of one, two, three -tone and stereo operation Available in slide -out rack mount or slim -line, slide - 

out desk console. Conforms completely with recently adopted NAB standards. 
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For complete details phone Area Code 309 -829 -1228 

AUTOMATIC AT C TAPE CONTROL 
1107 E. Croxton Ave. Bloomington, Illinois 
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PROGRAMING coned from page 68 

TV networks look at 

low -rated shows 
First national Nielsens show '65 -66 season 

to be a tight race; changes almost certain 

A full review of weak spots in this 
season's nighttime schedule was under- 
way last week by the three television 
networks. 

The guidelines for shuffling or re- 
placing programs were for the most part 
known to network officials with the 
receipt last Monday (Oct. 11) of the 
first meaningful national Nielsen report 
covering the first two weeks of the 
current season. In addition, they had 
at hand other audience reports including 
overnight ratings, 30- market Nielsen's 
and TVQ's all of which pointed up 
general trends. 

In the NTI report, covering the 7:30- 
11 p.m. period of Sept. 13 -26, NBC -TV 
had an average audience rating of 18.7, 
CBS -TV had 17.9 and ABC -TV had 17. 
For a rundown on the top 40 programs 
and their ratings, see listings, this page. 

The evaluation of this season's pro- 
graming is proceeding almost simulta- 
neously with the first planning moves 
for the next program year- 1966 -67- 
with at least one network, CBS -TV, 
preparing for its first definitive discus- 
sions with West Coast producers next 
week (about Oct. 27). The CBS meet- 
ings in Hollywood will be conducted by 
Michael Dann, CBS -TV's vice presi- 
dent, programs. 

NBC -TV had been expected to win 
the first turn of the ratings sweepstakes, 
but the Nielsen averages for the sea- 
son's first two weeks indicated no leap 
ahead for any one of the networks. 
Neither do they preclude an eventual 
near dead heat for the season -a situa- 
tion that characterized most of the last 
season, particularly in its early stages. 

Several conclusions, however, were 
being drawn from the national Niel - 
sens and supported by other audience 
data: 

It was apparent that the earlier and 
simultaneous three -network introduc- 
tion of the new schedules in mid -Sep- 
tember is hastening an earlier pinpoint- 
ing of weak spots in the network sched- 
ules. 

NBC -TV seemed to be compiling its 
track record in the audience race as a 
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result of a combination of new and 
holdover programs, confirming a projec- 
tion to that effect made months ago in 
a cross -section sampling of top pro- 
graming and media officials at leading 
advertising agencies whose purchases 
for clients had helped build the prime - 
time schedule (BROADCASTING, Aug. 2). 

Both ABC -TV and CBS -TV scored 
well this season in the top 10 list, CBS - 
TV had six and ABC -TV three compared 
to NBC -TV's one (Bonanza). Moreover, 
out of the six CBS shows, two are new 
this season (Hogan's Heroes and Green 

The first Nielsens 

1. Bonanza (NBC) 31.1 
2. Bewitched (ABC) 27.6 
3. Gomer Pyle (CBS) 26.2 
4. Dick Van Dyke (CBS) 24.7 
5. Hogan's Heroes* (CBS) 24.6 
6. Lucy Show (CBS) 24.3 

7. Andy Griffith (CBS) 23.8 
8. Green Acres* (CBS) 23.8 
9. Shenandoah* (ABC) 23.7 

10. F Troop* (ABC) 23.3 
11. Red Skelton (CBS) 23 
12. Get Smart* (NBC) 22.4 
12. Man From U.N.C.L.E. (NBC) 22.4 
14. Gilligan's Island (CBS) 22.3 
15. Beverly Hillbillies (CBS) 21.6 
15. The Fugitive (ABC) 21.6 
17. Smothers Brothers* (CBS) 21.4 
17. My Three Sons (CBS) 21.4 
19. Saturday Movies* (NBC) 21.3 
20. Flipper (NBC) 21.1 
21. Run For Your Life* (NBC) 20.7 
21. Peyton Place II (ABC) 20.7 
23. McHale's Navy (ABC) 20.6 
24. Dean Martin* (NBC) 20.5 
25. Ed Sullivan (CBS) 20.4 
26. The FBI* (ABC) 20.3 
26. Lawrence Welk (ABC) 20.3 
28. Don't Eat the Daisies* (NBC) 20.2 
29. I Spy* (NBC) 20 
30. Jesse James* (ABC) 19.8 
31. I Dream of Jeannie* (NBC) 19.7 
31. Petticoat Junction (CBS) 19.7 
33. Hazel (CBS) 19.5 
33. The Munsters (CBS) 19.5 
35. Laredo* (NBC) 19.4 
35. Peyton Place I (ABC) 19.4 
37. Daniel Boone (NBC) 19.3 
38. The Virginian (NBC) 19.2 
38. Gunsmoke (CBS) 19.2 
38. Walt Disney (NBC) 19.2 

New show. 

Acres), and out of ABC's three, two (A 
Man Called Shenandoah and F Troop), 
also are new shows. CBS -TV also could 
call attention to a placement of 11 
shows in the top 20 Nielsen list, while 
NBC had placed 5 and ABC 4. 

Each network last week was analyz- 
ing various strengths which it claimed 
over the others on the basis of the first 
NTI report. NBC noted it had 27 half - 
hours in the top 40 program list, repre- 
senting 55% of its schedule, compared 
to CBS's 19 half -hours or 39% of that 
network's schedule and ABC's 13 half - 
hours or 27% of its schedule. 

ABC -TV pointed out that Nielsen 
credits delay- telecasts to the week in 
which they fall and, in an interdepart- 
ment memorandum, asserted that pro- 
grams with delays of seven or more 
days, a situation that exists with a 
substantial number of markets in ABC's 
prime -time program schedule, would 
have audience levels understated . for 
the first weeks of the season. ABC 
suggested it would probably be "penal- 
ized" by an average of about one -half 
a rating point in the first week and 
about 0.2 point in the second week of 
the season, but show gains in later 
NTI reports. 

The price structures of some shows 
already were reflecting the early season 
rating trends. NBC about Oct. I raised 
prices to advertisers an overall average 
5% on at least six shows -The Man 
from U.N.C.L.E., Daniel Boone, My 
Mother, the Car, I Spy, The Dean Mar- 
tin Show, and Run For Your Life. 
Similar adjustments in prices, a nor- 
mal practice after the start of the season, 
which accelerates as mid -season ap- 
proaches, were in process at the other 
networks. 

The Bottom 15 Where the decreases 
are most likely to be sought by advertis- 
ers and where the program changes are 
most likely to occur are in the lower 
scale of the Nielsen rating averages. 
The bottom 15 shows in the first na- 
tional Nielsen report in order of de- 
creasing rating rank: CBS's Rawhide 
and Steve Lawrence Show; ABC's 
Amos Burke, Secret Agent and The 
Jimmy Dean Show; Trials of O'Brien on 
CBS; ABC's The King Family and Oz- 
zie and Harriet; Camp Runamuck 
(NBC), Donna Reed Show (ABC), 
Slattery's People (CBS), Hank (NBC), 
ABC's Shindig I and Shindig II, Convoy 
(NBC) and CBS Reports (CBS). Raw- 
hide at the top of this listing had a 
12.7 rating, while the public affairs 
CBS Reports had a 4.81.) 

Each of the networks reported it 
was close to decision making for sched- 
ule overhauls but no new plans were 
disclosed. 
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Showdown on 

program form 
Long -lived effort 

to revise report nears 

final action by FCC 

The FCC this week begins what it 
hopes will be the final weeks of work 
in its drawn -out effort to devise a pro- 
gram- reporting form for television 
broadcasters. 

The commission has before it for 
consideration a new working draft, pre- 
pared by the staff, which closely re- 
sembles the form adopted for radio in 
August (CLOSED CIRCUIT, Oct. 4). But 
that resemblance is no guarantee that 
the controversy which has surrounded 
the form -revising project since it was 
started more than five years ago will 
evaporate. 

Few commissioners were satisfied 
with the radio document. Some, like 
Commissioner Kenneth A. Cox, felt it 
wouldn't provide sufficient information 
on programing and commercial prac- 
tices, and went along with it only in 
the interest of reaching agreement "on 
something" which would be an im- 
provement over the former, 30- year -old 
form. On the other hand, Commissioner 
Rosei H. Hyde was appalled by what he 
considered the radio form's potential 
for government censorship of pro- 
graming. 

Some Changes Many broadcasters 
expressed similar concern over the de- 
tailed questions in the last TV form 
that was issued for comment, last year 
(BROADCASTING, April 27, 1964). Many 
of these questions have been dropped 
from the staff's proposed form, but 
probably not enough of them to ward 
off renewed charges of possible im- 

proper government regulation. 
One of the key questions in the 

staff's recommendation involves ascer- 
tainment of community needs for pro- 
graming. It is identical with the one 
contained in the AM -FM form. It re- 
quires applicants to describe the meth- 
ods used to determine needs, to report 
on the needs that will be served and 
to list the typical programs that will 
be carried to meet those needs. 

And the staff's form would not, as 
would the last version of the form, re- 
quire license- renewal applicants to re- 
port on their programing in three 
composite weeks, one for each year of 
the license period, with detailed de- 
scriptions of the programs mentioned. 

Only one composite week would be 
reported on, as at present and as re- 
quired in the AM -FM form. The staff 
borrows from the radio -form questions 
on the time that applicants devoted in 
the composite week, and intend to de- 
vote in a typical future week, to news, 
public affairs and all other programs 
exclusive of entertainment and sports. 

The 14 categories on which appli- 
cants have had to report the percent- 
ages of time carried, and proposed to 
be carried, have long been missing 
from versions of the AM -FM and TV 
forms. 

Deeper Probing But then the TV 
proposal goes on to inquire more deeply 
into the public affairs and all other 
programs listed in the composite week. 
It asks for a description of them as 
well as their title, source, and category 
(agricultural, instructional, etc.), dura- 
tion, the number of times of broadcast 
and (if designed for children) the age 
group for which they are intended. 

The proposed form does not ask for 
similar information regarding pro- 
posed programing. But it does inquire 
into the source of news, entertainment 
and sports, and all other programs 
listed in the composite and proposed 
typical weeks. It asks whether they are 
locally produced, obtained by exchange 
with other stations or from networks, 
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or are recorded -as well as the seg- 
ments of the day in which they are 
broadcast. 

The form would also probe more 
deeply than does the radio form the 
applicant's efforts to involve the public 
in programing decisions. Added to a 
question lifted from the AM -FM form 
regarding typical programing carried to 
meet public needs is an inquiry as to 
which community leaders or groups 
were involved in the programs that 
were listed. 

Another question asks for a descrip- 
tion of the procedures used by appli- 
cants to consider complaints or sugges- 
tions from the public. But the form 
does not ask what programs were car- 
ried to meet such complaints and 
suggestions. 

Public Service There are also 
questions, lifted from a previous version 
of the TV form, that would reveal the 
applicant's willingness to present pub- 
lic- service programing. The form asks 
whether the applicant has a policy of 
carrying certain programs even if spon- 
sorship is not available and if he has 
a policy of pre -empting regularly sched- 
uled shows for special programs. 
Examples of such programs would be 
requested in the staff's proposed form. 

Questions on commercial practices 
follow the lines of those in the AM -FM 
form. The applicant would be required 
to report on the amount of "commer- 
cial matter" -that is, network and 
nonnetwork continuity and spot an- 
nouncements- broadcast, in terms both 
of hours and minutes and percentages 
of broadcast time. 

The applicant would also have to 
report on the number of 60- minute 
segments in the composite week which 
contained various amounts of commer- 
cial matter -ranging from no minutes 
to eight minutes, to more than 16 min- 
utes. The form would also ask appli- 
cants to report on the percentage of 
time they intended to devote to com- 
mercial matter between the hours of 
6 a.m. and 11 p.m. and in "all hours." 
And it would ask the maximum amount 
of commercial matter to be carried 
in any 60- minute segment. 

The staff document is stripped of 
references to program interruptions 
which had been in earlier versions of 
the form. The staff is said to feel that 
this use of the concept would present too 
many problems should they be de- 
fined to include public -service announce- 
ments, or program promotions as well 
as commercials. Furthermore, it's felt, 
if stations were required to note each 
interruption, there would be a strong 
inducement for broadcasters to pack 
half a dozen or more commercials and 
announcements into single interruption 
rather than spread them through an 
hour. 
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Color exchange 

The five CBS -owned TV sta- 
tions will cooperate in a five -part 
exchange series, USA -Land of 
Color, that will start in the spring 
of 1966. Each station will pre- 
sent a one -hour color special 
pointing up local points of inter- 
est, historical and modern, and 
after telecast the show will be 
exchanged among the stations. 
The series will join Repertoire 
Workshop and the Community 
Affairs Exchange as a coopera- 
tive venture of the owned out- 
lets. The stations are WCBS -TV 
New York, KNXT(TV) Los 
Angeles, WBBM -TV Chicago, 
WCAU -TV Philadelphia and xMOx- 
TV St. Louis. 

Arbiter's decision 

is taken under study 

The management of KFWB Los 
Angeles last week declined to comment 
on an arbitration decision ordering the 
station to put Joe Yocam, disc jockey 
at the station for 23 years back on the 
air and to pay him back salary from 
Jan. 24, when he left the station, to 
the date of his reinstatement. 

Joseph Drilling, president of Crowell - 
Collier Broadcasting Corp., owner of 
KEWB Oakland -San Francisco and 
KDWB St. Paul -Minneapolis, as well as 
KFWB, said the decision is being studied 
by the company's attorneys and that no 
statement would be made until the 
study has been completed. 

The ruling was issued by Edgar A. 
Jones Jr., professor of law at the Uni- 
versity of California at Los Angeles, 
who served as impartial arbitrator in 
the proceedings between KFWB and the 
American Federation of Radio Artists, 
which instituted the action on behalf 
of Mr. Yocam, a member of the un- 
ion's Los Angeles local. 

In his review of the testimony, Prof. 
Jones contrasts the union's claim that 
Mr. Yocam was discharged because of 
his activities on behalf of AFTRA dur- 
ing the union's 1961 strike against 
KFWB (before the present management 
was appointed) with the station's as- 
sertion that he had left the station after 
his removal from his disk jockey posi- 
tion, declining to accept proffered posts 
on the station' news staff or as a public 
relations representative. 

Good Rationings "Realistically, Mr. 
Yocam's removal from his air spot 
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cannot be sustained by resort to `poor 
ratings.' Actually, his ratings in the 
period involved showed up well rela- 
tive to his competition. But what of 
the 'tired' Yocam sound heard by the 
new 1964 program director who had 
been a 1961 replacement disk jockey 
during the strike? [Don French, a 
1961 program director at KEWB who 
returned to KFWB with other manage- 
ment personnel and served as a replace- 
ment for striking disk jockeys, became 
program director of KFWB in October 
1964. He was expelled from AFTRA 
for conduct unbecoming a member and 
the union subsequently rejected his re- 
quest for reinstatement of his member- 
ship.] 

The arbitrator briskly dismisses 
AFTRA assertions that the settlement 
agreed to at the end of the 1961 strike 
makes it impossible for KFWB to dis- 
charge any employe involved in the 
strike. "Mr. Yocam has not been given 
a lifelong ticket to the KFWB air wave," 
he stated. "The union argument that 
management in 1961 totally surren- 
dered its power to terminate any of the 
D.J.s named in the strike settlement 
agreement cannot withstand analysis. 
Suppose Mr. Yocam were to become 
a tippler whose tongue lisped thickly 
over commercials and stumbled through 

unfunny jokes? It is unthinkable in 
this industry that such an entertainer 
could not immediately be replaced on 
the air. . 

But he does not accept KFWB'S claim 
that Mr. Yocam quit or resigned. "He 
was abruptly removed from the air. 
The option allegedly given him was 
vague at best." 

Ike says debates 

didn't defeat Nixon 

Former President Dwight D. Eisen- 
hower last week said that the "Great 
Debates" of the 1960 presidential po- 
litical campaign were not the cause of 
the defeat of former Vice President 
Richard M. Nixon. Rather, the 75- 
year -old former chief executive said, 
"it was a whole series of things that 
Mr. Nixon had to overcome." 

The televised debates, given credit 
for the victory for former President 
Kennedy by his biographers and by 
past members of his staff, were dis- 
cussed by Mr. Eisenhower as he called 
Mr. Nixon's defeat his greatest politi- 
cal disappointment. 

The statement was recorded by won 
New York for broadcast on the birth- 
day of Mr. Eisenhower (Oct. 14). 
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ROHN CATV 
1 

owers Different? - 
Here Are Just A Few Reasons 
Why So Many CATV Owners Are 
Specifying ROHN Towers: 

EXPERIENCE - ROHN engi- 
neers have more experience and 
are among the pioneers in tower 
construction and design. 
DESIGN - ROHN towers are 
carefully and fully engineered to 
DO MORE THAN the job for 
which they are intended. They're 
proved by thousands of installa- 
tions for every conceivable type 
job. 
COMPLETENESS - The line is 
complete for every need. All 
accessories, lighting, and micro- 
wave reflectors are available 
from ONE reliable source. En- 
tire job can be "turn-key" pro- 
duction if desired. 

Shown above is a series of 4 special ROHN 
towers for a Jerrold -Taco CATV antenna 
installation. Towers engineered, tnanufac- 
Lured and installed under complete ROHN 
supervision. 

Write- Phone -Wire for Prompt Service Box 2000, Peoria, Illinois 
Phone 309 -637 -8416 R H Manufacturing Co. -TWX 309 -697 -1488 

"World's Largest EXCLUSIVE Manufacturer. of Towers; designers, engineers 
and installers of complete communication tower systems." 
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TV passes political examination 
Medium is praised at Fair Campaign Practices 

Committee conference for coverage of 

conventions and election campaigns 

Television, described as the most 
dynamic force in political campaigning 
today, was put under microscopic 
scrutiny and came out with flying colors 
at a two -day conference on broadcast- 
ing and election campaigns, sponsored 
by the Fair Campaign Practices Com- 
mittee, last week in Washington. 

The medium was chided for not 
having more documentaries in its pro- 
graming, but it was lauded for its cov- 
erage and its enlightenment of the 
American public on political matters 
and on the political personalities them- 
selves. 

Howard K. Smith, newscaster with 
ABC -TV Washington, set the stage for 
the ensuing discussions with his opening 
address in which he called broadcasting 
the medium "which can most vividly 
and absorbingly present the elements 
for making a choice." 

Service He called the half -hour 
news programs of television "a unique 
service to the democratic process." But 
he said that the decline of the television 
documentary program was "one of the 
sad developments of recent years" and 
he encouraged further use of this type 
of programing to make America's sys- 
tem work better, to draw attention to 
situations that should be remedied and, 
in political campaigns, to more clearly 
define the issues of the election for the 
voting public. 

Mr. Smith charged that broadcasting 
has neglected its duty to the public in 
two major ways: in the decline of the 
television documentary as a method of 
enlightening the public on the serious 
issues confronting the nation today, and 
in the decline of radio as a means of 
making democracy more real. 

However, he countered, "the world 
of politics has let down broadcasting" 
just as badly. He charged that speeches 
have remained uninspired and too long; 
that demonstrations (at the national 
conventions) are ridiculous and tire- 
some; that schedules are unpoliced and 
unobserved by the convention chair- 
man, and that, on the whole, politicians 
are "guilty of boring people to death in 
a realm in which boredom means less 
effective democracy." 

Welcome Chairman E. William 
Henry of the FCC opened the meeting 
with a summation of the problems to be 
discussed by the conferees. 

He said that although neither the 
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fairness doctrine or Section 315 of the 
Communications Act were sacrosanct, 
"improvement should be sought through 
reform and reshaping -not through 
repeal or abandonment." 

The conference was addressed the 
first day by four panelists on the 
changes in television's political coverage 
since 1952. 

The speakers, Tom Wicker, Washing- 

Mr. Smith Mr. Rogers 

Mr. Bullitt Mr. Goodman 

ton bureau chief of the New York 
Times; Dr. Joseph T. Klapper, director 
of the office of social research, CBS; 
Dr. William B. Prendergast, research 
director of House Republican Confer- 
ence and former research director of 
the Republican National Committee, 
and Kenneth P. O'Donnell, former 
special assistant to Presidents Kennedy 
and Johnson, discussed at some length 
the changes not only that the medium 
has made, but also the changes it has 
forced on the candidates and the cam- 
paigners. 

Mr. Wicker stated that the very 
nature of television gives both impact 
and drama to a political broadcast, 
and that the most and the best of these 
broadcasts occur on nationally tele- 
vised events with national figures. He 
felt that TV had increased the level of 
interest in not only the candidates, but 
also the races. But he found fault with 
some of the changes that television has 

forced on the political scene. 
Among these are the "placing of 

emphasis on things that are not im- 
portant to the political well -being of 
the country," and the rise in importance 
of merchandising and production as an 
effective tool to conduct a campaign. 

As for the television coverage of the 
national nominating conventions, Mr. 
Wicker said: "Television should adapt 
to the convention in its coverage, and 
not the convention to television." 

Persuasion Dr. Klapper said the 
audience for a political telecast would 
not be persuaded to vote differently 
than it had already planned, but that it 
would reinforce its viewpoint on the 
matter, retaining that which agreed with 
the viewer's point of view, and reject- 
ing that which would tend to refute 
the viewpoint. 

However, this in itself is noteworthy 
-reinforcement keeps the party in line, 
provides the viewer with propaganda 
he can use against the other party and 
keeps the potential voter interested 
enough to enter the polling station and 
cast that vote. 

Dr. Prendergast commented on the 
ability of both radio and television to 
spur interest in the national issues and 
to identify the politicians with one side 
of the issue or another. He inquired 
why interviewers on TV programs did 
not ask the principal the "why" of a 
politician's stand? 

Politician's Image Mr. O'Donnell, 
appearing in place of Pierre Salinger, 
who could not attend, told the confer- 
ence that the image of a political figure 
does not hold good unless the person 
can stand the test of time. 

The evening session was addressed 
by Julian Goodman, executive vice 
president of NBC News; Representa- 
tive Charles E. Goodell (R- N.Y.); Leon 
Brooks, vice president and general 
counsel of CBS; Henry Geller, FCC 
general counsel; Dr. Hyman Goldin, as- 
sistant chief of the Broadcast Bureau 
of the FCC, and Dr. Herbert E. Alex- 
ander, director of the Citizen's Re- 
search Foundation. 

Mr. Goodman said that the art of 
television news reporting had advanced 
more in the 25 years since the advent 
of the medium than reporting in news- 
papers in the 500 years since the in- 
vention of the printing press. He ex- 
plained this was not a criticism of 
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newspaper reporting, but an evaluation 
of achievements of broadcast reporters. 
And, he added, with the responsibility 
that TV journalism has achieved, "it 
deserves the same freedoms enjoyed by 
the press. Some of the regulation of 
broadcasting is necessary and is desir- 
able. But some is not. Broadcasters 
have shown that they can be fair with- 
out legislation to prove it and Section 
315 should be removed so that broad- 
casters will not be handicapped in full 
coverage of the candidates and the 
races." 

Representative Goodell said that 
broadcasters do not avail themselves 
of all the avenues on which they can 
use Section 315. He said the docu- 
mentary program has not been used 
enough to clarify the issues, to tell the 
people what the problems are and to 
bring new issues into adequate focus. 
He proposed that, rather than try to 
repeal Section 315 and the fairness doc- 
trine, broadcasters should work to re- 
vise the law so that a workable formula 
might be derived 

Not a Gift Mr. Brooks said that 
the free time given by the networks 
in 1960 was not a gift to the politicians; 
it was the journalistic function of the 
medium, a public service. He said that 
Section 315 was not installed for the 
candidates, but so the public would 
have the ability to hear all sides of an 
issue. 

Mr. Geller said that the suspension 
led to greater coverage but that with 
the gain of journalistic coverage by re- 
peal of Section 315, the noncensorship 
provision also would vanish, as well 
as the rule prohibiting broadcasters 
from charging premium prices for po- 
litical time. 

Drs. Goldin and Alexander addressed 
themselves to the problems of rising 
costs of campaign expenditures, par- 
ticularly in the purchase of broadcast 
time. Both agreed that the problem is 
a major one, and that something should 
be done, but neither claimed to know 
the answer although several plans were 
mentioned. Among them: federal sub- 
sidy, tax benefits for donors, tax ex- 
emptions for donors. 

Censorship Discussion on the merits 
of the censorship clause of Section 315 
followed the speeches. Mr. Goodman 
said that the exemption should not be 
allowed to the supporters of the candi- 
dates, due to libel laws which stations 
have to satisfy. Representative Goodell 
said that to discard the no censorship 
clause, would result in so many com- 
plexities that the law would not be 
workable. Mr. Brooks contended that 
there was "no reason for the no- censor- 
ship part. If the stations don't want the 
candidate's views, they can refuse him 
time on the air." 

The second day of the conference 
dealt with problems of misuse of the 
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Spotlight on Humphrey 

While the vast majority of the 
news media swarmed over Be- 
thesda (Md.) Naval hospital dur- 
ing President Johnson's gall blad- 
der operation and confinement 
there, KYW -TV Philadelphia also 
focused on the man who tempo- 
rarily was at the helm of the 
nation. 

Marcia Rose (in photo), KYw- 
Tv newscaster was granted an ex- 
clusive interview with Vice Presi- 
dent Hubert H. Humphrey in 
Washington. 

The interview provided the sta- 
tion with a five -part series on the 
life of the Vice President. The 
"number -two man" explained the 
specifics of the President's disa- 
bility, the close relationship of the 
President and himself, his brief- 
ings by the President on domestic 
and foreign problems, and he 
stated his own views on the Vice 
Presidency and its effects on his 
personal life and family. 

The series was telecast by 
KYW -TV Monday through Friday 
(Oct. 11 -Oct. 15) as part of the 
evening newscast of the station. 

airwaves to defame a politician or a 

public figure and with suggestions on 
how the medium could be used to bet- 
ter advantage of the politicians and the 
general public. 

Morning speakers, Bruce L. Felknor, 
executive director of the FCPC; Al- 
bert J. Zack, director of public rela- 
tions, AFL -CIO; Representative Walter 
Rogers (D- Tex.), chairman of the 
House Communications Subcommittee; 
John de J. Pemberton Jr. executive di- 
rector of American Civil Liberties Un- 
ion, and Noel E. Parmentel Jr., con- 
servative writer and producer of docu- 
mentaries, discussed the abuses and 
misuse of the media. 

Mr. Felknor said that "any nine -year- 

old child with a razor blade and some 
Scotch Tape can make a politician's 
voice do his own bidding," adding 
"I'm not so sure that we are far away 
from the time when the same can be 
done with video tape." 

Mr. Zack addressed himself to the 
"right wing extremists broadcasts car- 
ried in the name of God, which should 
not be on the air because the public 
should not be subjected to the one- 
sided views of extremist groups." He 
advocated a reply in the rural areas 
by the local citizenry to counteract the 
views expressed in such broadcasts. 

Libel Problems Congressman Rog- 
ers said that the problems are closely 
associated with libel laws and men- 
tioned the enactment of a federal 
libel statute since "broadcasts naturally 
transcend state lines and state laws 
are inadequate to cope with the prob- 
lem." He said that name -calling by 
politicians is not new in politics, but 
the politician is much more likely to 
learn of what has been said about him 
now than ever before. He said that ac- 
cording to existing state libel laws and 
Supreme Court cases, the broadcaster 
does not have the right to say the same 
things that a newspaper can say and get 
away with. He said that the law must 
decide criminal or civil libel. And he 
asked why a candidate could say some- 
thing without censorship that a station 
owner could not say in an editorial? 

Mr. Pemberton said that the equal - 
time rule was not easily defended, and 
he said "there is no worse blow to free- 
dom than to grant equal free time only 
to the two major political parties." He 
advanced the idea that neither govern- 
mental regulation, nor journalistic pro- 
fessionalism nor commercial competi- 
tion has been adequate to keep un- 
popular ideas off the air. 

But, he added, "there is a growing 
professional responsibility among broad- 
casters." 

Mr. Parmentel charged that television 
documentaries are merely extensions of 
editorials and that television was com- 
manded by a vast bureaucracy that 
would put the "Post Office Department 
to shame." 

Improvements Needed The after- 
noon session was devoted to ways in 
which the better use of the medium 
could be achieved. The speakers were 
Louis G. Cowan, director of the Morse 
Communications Research Center at 
Brandeis University, Rowland Evans, 
nationally syndicated columnist for the 
New York Herald Tribune, Stimson 
Bullitt, president of King Broadcasting 
Co. (KING- AM -FM -TV Seattle, and KREM- 
AM-FM-TV Spokane, both Washington, 
and KGw -AM -TV Portland, Ore.), and Dr. 
Stanley Kelley Jr., professor of politics, 
Princeton University. 

Mr. Cowan spoke about the use of 
educational television and how, he feels, 
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if the audience were built up, political 
telecasts could be made in prime time 
with no worry about rearranging sched- 
ules or of network clearances. 

Mr. Evans said that the television 
campaign is dynamic but that the dy- 
namism of the candidate meeting the 
voter face -to -face could never be 
achieved by any type of broadcast. He 
lauded broadcasting for exposing the 
voters to the candidate they are against. 

Access to the medium was of grave 
concern to Mr. Bullitt. He felt that TV 
sometimes has a tendency to exclude 
candidates of merit, in lieu of those who 
make better appearances before the 
camera, those who have more showman- 
ship and those who have more money. 

A Subsidy He would like to see 
some type of subsidy given to the can- 
didates, but he doubts any "best" way. 
He said that the free -time issue dis- 
criminates against the small broadcast- 
er and favors the larger station be- 
cause of the revenues and the compara- 
tive profit margins of the broadcast 
facilities. 

Dr. Kelley stressed the need for re- 
newing the debates and called them 
"the most mature and interesting dis- 
cussions of issues in the political arena 
before or since." He cited the can- 
didate's agreement on certain issues 
and the specific disagreements they had 
with each other as vastly beneficial to 
the voting public. 
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Weaver -Treyz hope 

for start in July 

The proposed Prime Network being 
organized by former TV network execu- 
tives Sylvester (Pat) Weaver and Oliver 
Treyz was describing its operating plan 
to "a few select agencies" last week 
and setting out to firm programing 
plans in time for a one -night -a -week 
start next July. 

Agencies were reluctant to give their 
reactions to the Sunday -night network 
concept although several had already 
seen presentations of the top- market 
network plan, among them Ted Bates 
& Co. 

One agency man who talked with 
Mr. Treyz about Prime Network had 
this to say about it: "It's not really a 
network at all, but a syndication plan 
where advertisers have to be sought 
and signed before programs can be dis- 
tributed and aired." 

The new network's financial blueprint 
calls for annual revenues from adver- 
tisers of about $20.8 million with spon- 
sors committing themselves to a mini- 
mum 26 -week buy of one minute per 
week at $15,000 per minute. 

Wall Street Backing President of 
the organization, which has not yet 
been incorporated, would be Mr. Wea- 
ver, one -time chairman and president 
of the inoperative Subscription Televi- 
sion Inc. He would hold stock in the 
company but reportedly not a major 
amount. Main financing would come 
from a group of Wall Street backers. 

Oliver Treyz, former ABC -TV presi- 
dent and currently president of his own 
representation firm, National Television 
Sales, would handle sales for the net- 
work, although he would hold neither 
officer's title nor stock in the organiza- 
tion. 

Principals in the Prime Network 
were not prepared last week to disclose 
who their financial backers are, what 
stations would agree to carry their pro- 
grams, or what compensation these sta- 
tions would receive, what program talent 
they would line up, or which adver- 
tisers had expressed interest in the plan. 
Operation of the network would be 
through distribution of film programing 
rather than interconnected stations. 

It was indicated that Prime Network 
would not be willing to attempt a start 
unless it could be assured advertiser - 
production company support for a full 
night's programing each week (7 -11 
p.m. Sunday). 

One of the proposed network's basic 
sales points is that it would provide 
blue -chip sponsors with a way of 
strengthening their advertising schedules 
in the major markets where television 

homes and customer buying power are 
concentrated. 

In theory this would give the adver- 
tiser a way of correcting an imbalance 
of his effort which may weigh conven- 
tional network TV expenditure too 
heavily in less populated areas. 

$15,000 a Minute According to 
Prime Network calculations, it will be 
able to offer a minute on its some 15 
top market VHF affiliates for $15,000. 
It estimates that the aggregate cost of 
40- second spots bought in the same 
cities on network -owned or affiliated 
stations would be over $18,000. Prime 
Network, characterized as a "Sunday 
supplement" for TV, would not be lim- 
ited to 15 stations. In fact, it hopes to 
include about 20 stations eventually, 
some of them possibly UHF outlets. 

According to one of the new net- 
work's architects, the plan will succeed 
or fail on its ability to swing its pro- 
graming arrangements. The idea is to 
present big name talent in comedy for- 
mats. This programing would be com- 
peting with fare of the three major 
networks on a night when they are 
light in comedy and when sets -in -use 
are at a weekly peak. As planned, each 
of the Sunday night series would have 
32 original segments and 20 of these 
would be run as repeats to round out 
the programing year. 

Programing would be provided on a 
coproduction basis between Prime Net- 
work and independent production com- 
panies. The network plan calls for an 
average outlay of $50,000 a half hour 
in production costs but anticipates 
production costs of $70,000 per half 
hour, the production cost of a compar- 
able network vehicle. The difference 
would be made up by the production 
company in first -run syndication of the 
programs beyond the markets where 
Prime Network will have outlets. 

What Stations? A New York out- 
let for the projected network would be 
a vital ingredient. Spokesmen for both 
WOR -TV and WNEW -TV, which are inde- 
pendents, said they had not been ap- 
proached by any of the principals of 
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the proposed network. A representative 
of wrnt(Tv) New York, another inde- 
pendent station, said that station execu- 
tives had been in discussions with Mr. 
Treyz and Mr. Weaver, but added that 
no decision has been reached. 

Cities mentioned as areas where 
Prime Network is seeking affiliations in 
addition to New York are Los Angeles, 
Chicago, Detroit, San Francisco, St. 
Louis, Washington, Seattle, Portland, 
Indianapolis, Denver, Dallas, Phoenix, 
Miami and Minneapolis -St. Paul. 

Ban on `confession' in 

crime news suggested 

A recommendation that police and 
newsmen refrain from using the word 
"confession" in connection with a state - 
men attributed to a person who has 
been arrested was proposed last week 
by the Kentucky Broadcasters Associ- 
ation at its fall meeting in Louisville 
(Oct. 12 -13) . 

A set of principles, developed by a 
KBA committee, says prior police 
records of those arrested should not be 
used unless the public interest demands 
it in unusual cases. The committee 
noted that such records are inadmiss- 
ible as evidence except under unusual 
conditions. 

The subject of trials, courts and news 
was also discussed by the luncheon 
speaker, Theodore Koop, vice president, 
CBS Washington. Mr. Koop told the 
broadcasters that the day is coming 
when TV and radio will gain access to 
the courts. However, he said the road 
to the courts would be filled with ob- 
stacles presented by bar associations, 
large and small. 

The KBA board also adopted a reso- 
lution urging the governor to take im- 
mediate steps to implement the Ken- 
tucky Educational TV Network. The 
network was authorized in 1962 but 
no money has been approved for it. 

Metromedia plans Sahl 

in discussion series 

Satirist Mort Sahl has been signed 
by Metromedia's WNEW -TV New York, 
to be host of a weekly open -end dis- 
cussion program, People. The program 
is scheduled to begin in a prime -time 
period Saturday evenings at a date to 
be selected in November. Tentative 
plans are for Metromedia to syndicate 
People to its other stations, including 
Metromedia outlets. 

Under the format, Mr. Sahl will en- 
courage guests from a variety of fields 
to participate in "no holds barred" dis- 
cussions of "often controversial" sub- 
jects. 
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Self- regulation on crime news urged 

A call for voluntary self- restraint 
on the part of news media and 
police, lawyers and courts was made 
by four out of five participants in a 
discussion of Fair Trial vs. Free 
Press, published last week by the 
Center for the Study of Democratic 
Institutions, Santa Barbara, Calif. 

Those holding the view that volun- 
tary guidelines are more effective 
than the passage of any laws were 
Donald H. McGannon, Westing- 
house Broadcasting Co.; Alfred 
Friendly, Washington Post; Gene 
Blake, Los Angeles Times, and Wil- 
liam H. Parker, chief of police, Los 
Angeles. 

Calling for legal restraints on the 
publication or dissemination of any 
material that might prejudice a de- 
fendant's right to a fair trial was 
Zelman Cowen, dean of the law 
school of the University of Mel- 
bourne, Australia. 

In discussing the aftermath of the 
Kennedy assassination in Dallas, 
Mr. McGannon noted that news- 
paper and broadcast newsmen in the 
Police and Courts building at the 
time Lee Oswald was being inter- 
rogated were disobeying no police 
regulation. In fact, he said, they 

were reporting no facts "except 
those given them by Dallas officials. 

"It seems too severe." he added, 
"to claim that newsmen who will 
understandably take any story given 
them in such circumstances, should 
be burdened with the awesome re- 
sponsibility for those awful events." 

Mr. Friendly asked whether it was 
a proven fact that pre -trial publicity 
influenced potential jurors. He sug- 
gested that a study would show few 
occasions when this is true; in any 
event, the trend is now toward a 
more responsible press (including 
radio and TV). 

Not only news media are guilty 
of actions prejudicial to a fair trial, 
the Washington editor stated: "The 
poisoning of the wellsprings of just- 
ice in most cases ... is done by the 
police and the courts through state- 
ments to the press by the arresting 
officers, by the prosecuting attorney, 
by the hangers -on and henchmen of 
the court." 

Mr. Blake criticized television 
news coverage of criminal cases. 
Newspapers, he said, have learned 
how to be responsible. Television is 
learning this lesson, he said. although 
equipment and technical men are 
still a problem. 

Ads permitted, but 

`Anatomy' can't be cut 

The New York State Supreme Court 
last week ruled that the Otto Preminger 
motion picture, "Anatomy of a Murder," 
can be shown on TV with commercial 
interruptions. 

Mr. Preminger had instituted the suit 
against Columbia Pictures and the TV 
distributor, Screen Gems, to prevent the 

film from being carried on TV with 
commercials and in an edited form. Mr. 
Preminger had contended that the artis- 
tic values of the film would be lowered 
if his conditions were not met (BROAD- 
CASTING, Oct. 1 1 ) . 

The court, however, directed Colum- 
bia Pictures and Screen Gems not to 
make any cuts in the film, which runs 
about three hours with commercials. It 
was scheduled to be carried on various 
stations over the past weekend in an 
uncut form. 

More !Zan a decade of//l,one//frucfive 

¡S 

Service 

to O..Sroadcas(ere and (he O.roadcaeling 9nduslry 

HOWARD E. STARK 

Brokers -Consultants 

50 EAST 58TH STREET NEW YORK, N. Y. ELDORADO 5 -0405 

99 



FANFARE 

A departure from New York. An arrival in London. 

Round trip to history in the making 
WESTINGHOUSE FIGURES A SUBLIMINAL WAY TO SELL TIME 

The Westinghouse Broacasting Co. 
put out about $100,000 worth of bait 
last week in hopes of catching several 
million dollars worth of business for 
its two all -news radio stations. 

It took 85 big- spending media buyers 
to London and back for a cram course 
in British politics, Common Market 
economics and Westinghouse enterprise. 
The last soaked in whether the others 
did or not. 

The expedition was a pitch without 
a pitch. In an exhausting schedule of 
talks, panels and presentations, not one 
word was said about the true purpose 
of the trip: to sell time on WINS New 
York and iYw Philadelphia. Westing- 
house called it "Forecast 1966- Europe 
in Perspective," and it rounded up some 
of Britain's brightest minds to brief the 
U. S. agency delegation. All the talk was 
about European politics and business, 
with an occasional digression to global 
affairs. But the U. S. delegation got 
the point: Westinghouse is in the news 
business. 

The cast that Westinghouse assem- 
bled to mesmerize its customers ranged 
from the leader of Her Majesty's Loyal 
Opposition to the defense minister of 
the Labor government, from Britain's 
reigning wit, Malcolm Muggeridge, to 
the director of external affairs of the 
Common Market. Between appearances 
of the undeniably illustrious, Westing- 
house trotted out its own correspon- 
dents. In the reflected light of the com- 
pany surrounding them, they looked a 
little larger than life. 

"This is not a junket," said Donald 
H. McGannon, president and chairman 
of the board of Westinghouse Broad- 
casting, when he addressed his guests 
at dinner the night of their London ar- 
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rival. The schedule of events empha- 
sized his point. 

At 9:15 the next morning an econo- 
mist was served with breakfast, and the 
diet never eot lighter for two days. The 
sites were moved, from the Grosvenor 
House to the Dorchester to the Mayfair 
theater to Claridge's, to vary the sce- 
nery and the menus, but everywhere 
there was heavy talk that was eminently 
worth repeating in reports to top man- 
agement when the travelers got home. 

The party left New York aboard a 
chartered SAS jet at 8 p.m. Saturday, 
Oct. 9 and returned by the same means 
four days later almost to the hour. 

In London guests were housed in the 
Grosvenor House and conveyed from 
place to place by chartered bus. On the 

one night, Tuesday, when no business 
was scheduled, Westinghouse took every- 
body to see Ingrid Bergman's hit show, 
"A Month in the Country," and after- 
ward to the Savoy for supper and en- 
tertainment by singer Annie Ross and 
satirist David Frost. 

It was a flawless movement, except 
for one event. Herbert Zeltner, senior 
vice president and media director of 
Lennen & Newell, ventured into a Pica - 
dilly comfort station where he was rob- 
bed at knife point of his watch, a $70 
knit suit he had just bought at Bur- 
berry's for his wife and the $6 cash 
he had left in his pocket. 

But not even that was a total loss. 
The next day the police caught the 
thief. Mr. Zeltner got the suit back. 

Discussing Russia and China at Tues- 
day morning session were the mem- 
bers of this panel: Erwin Canham, 
editor of the 'Cristian Science Moni- 
tor' and commentator for Westing- 

house stations; Walter Z. Laqueur, edi- 
tor of 'The Survey'; Rod MacLeish, 
chief foreign correspondent for West- 
inghouse, and Roderick MacFarquhar, 
editor of 'The China Quarterly.' 
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Malcolm Muggeridge, one time edi- 
tor of Britain's humor magazine, 
'Punch,' and now a critic and frequent 
commentator on British TV, spoke at 
Sunday luncheon, the opening event. 

Edward R. G. Heath, leader of Eng- 
land's Conservative party, summarized 
the opposition's policies and the strat- 
egies it will use in efforts to return 
to power. 

lain MacLeod, prominent Conserva- 
tive, former minister and leader of the 
House of Commons, described the dif- 
ferences between his party's views 
and those of the Liberals. 
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Axel Herbst, director general of ex- 
ternal affairs of the Common Market, 
flew in from his Brussels headquarters 
to brief the U. S. agency executives 
in London. 

Liveried waiters served dinner Sun- 
day at Duke of Bedford's country es- 
tate which is open to the public, for 
a fee. Guests said the service was 
better than the grouse. 

Alastair Burnett, editor of 'The Econo- 
mist' and political commentator on 
the commercial television system ap- 
praised the British economy at break- 
fast Monday. 

There were some short breaks, and 
one was put to advantage in a nearby 
pub by (I -r) Frank J. Gromer Jr., vice 
president and director of marketing 
services, Foote, Cone & Belding; Mark 

F. Byrne, vice president -media plan- 
ning, William Esty Co., and Blair Ved- 
der, vice president of media and 
broadcast programing, Needham, Har- 
per & Steers. CONTINUED 
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The Westinghouse subliminal sell CONTINUED 
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Nigel Rogers, media director of S. H. 
Benson Ltd., was one of several Lon- 
don agency executives who made a 

presentation on British advertising 
and media in an afternoon session 

Tuesday. Afterward the Institute of 
Practitioners in Advertising, England's 
counterpart of the American Associa- 
tion of Advertising Agencies, was host 
for cocktails. 

Lord Boothby, author and frequent 
participant in radio -TV forum shows, 
spoke at Wednesday luncheon. Don- 
ald McGannon, president of Westing- 
house stations, is at left. 

England's minister of defense, Denis W. Healey, was the 
principal speaker at Tuesday dinner meeting. He put the 
government's position before the Westinghouse confer- 
ence. At left in picture is Paul Adorian, managing direc- 
tor of Rediffusion Television, one of Britain's leading 
commercial TV program firms and host at the dinner. 

Lord Hill of Luton (I), chairman of the Independent Tele- 
vision Authority, had a drink with Joel Chaseman, gen- 
eral manager of WINS New York (center); Carl Rowan, 
Westinghouse commentator and former director of the 
United States Information Agency (r), and Marie Torre, 
reporter for KDKA -TV Pittsburgh. 

John Hobson (r), of Hobson, Bates & Partners, the British 
subsidiary of America's Ted Bates Co., and president of 
the Institute of Practioners in Advertising, talked tele- 
vision with A. W. (Bink) Dannenbaum Jr. (I), senior vice 
president- marketing, planning and development, West- 
inghouse, and Larry Israel, executive vice president, WBC. 
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During the eight -hour flight back to New York Beryl 
Seidenberg, vice president and media director of Smith/ 
Greenland, New York, took a nap which must have been 
envied by the stewardesses. While she dozed they served 
cocktails, dinner, wines, liqueurs, after -dinner drinks, 
pre -snack cocktails, sandwiches and beer, in that order. 
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FINANCIAL REPORTS 

Storer earnings 

up for nine months 

The first financial report by Storer 
Broadcasting Co. reflecting its acquisi- 
tion of Northeast Airlines Inc. on July 
30 was presented last week. 

For the third quarter of this year, 
Storer reported net operating earnings 
of $1,368,982 (67 cents a share) com- 
pared with $1,371,398 (68 cents a share) 
for the same period last year. Included 
in the third quarter report is an in- 
terest charge of $134,352 net after 
taxes on borrowings to finance the 
Northeast Airlines purchase. Third 
quarter earnings by Northeast Airlines 
are not yet available and are not re- 
flected in the Storer report. 

For the nine months of the year, 
Storer's net operating earnings increased. 
Its net earnings for the period included 
a nonrecurring gain of over $1.5 mil- 
lion on the sale of the stock in Stand- 
ard Tube Co. earlier this year. 

Nine months ended Sept. 30: 
1965 1964 

Earned per share $3.37 $2.46 
Gross operating 

revenues 33.080,168 31.226,458 
Net operating earnings 5.367,867 4,956.611 
Non -recurring gain 1.524,885 - 
Net earnings 6,892.752 4.956.611 
Shares outstanding 2.047,263 2.018,096 

Metromedia's 3d quarter 
up 16% over last year 

Metromedia issued a third -quarter 
statement last week showing record 
sales and net income with per share 
earnings up 16% over the same 1964 
period. 

Earnings for the third quarter alone 
were ahead of their 1964 level by 46 %. 
John W. Kluge, board chairman and 
president, said the earnings increase 
had been achieved despite higher de- 
preciation costs. He cited lower oper- 
ating expenses in Metromedia's televi- 
sion and outdoor advertising divisions 
as reasons for the gains. 

For the 39 weeks ended Oct. 3: 
1965 1964 

Earned per share $1.73 $1.49 
Gross revenues 74.372.720 67.597,581 
Net income 3.654.198 2.931.231 
Cash Row 9,435.613 7.673,720 

Official Films in red 

for fiscal year 

Official Films Inc., Ridgefield, N. J., 
reported a sharp drop in sales for the 
fiscal year ended June 30. New man- 
agement, however, taking over for the 
second half reduced six -month losses 
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to $49,276 compared to $116,618 dur- 
ing the first half, according to Louis C. 
Lerner, president and chairman of the 
board. He added that Official Films is 
now seeking to improve its situation by 
acquiring new films for TV and theatri- 
cal releases, establishing a Hollywood - 
based production division, and develop- 
ing new ties in Europe. 

Twelve months ended June 30: 

1965 1984 
Net earnings 

per share (loss) ($0.07) $0.07 
Net sales 929,919 2.316,602 
Other incomes 31.435 32.244 
Net revenues 961,354 2,348,848 
Costs and expenses 1,304.248 2,056.920 
Income (loss) before 

taxes on income (342,894) 291,926 
Net income (loss) (165.894) 161,926 

Cox net up 42% 
in nine months 

Cox Broadcasting Corp. increased 
its consolidated net income by 42% 
and its operating revenues by 41% for 
the nine months ended Sept. 30, J. 
Leonard Reinsch, president, reported 
last week. 

Mr. Reinsch said the increases re- 
flect higher levels of operation in all 
Cox properties, with WIIc -Tv Pittsburgh, 
which Cox acquired Dec. I, 1964, con- 
tributing significantly to operating re- 
sults this year. Mr. Reinsch noted that 
color television has had "a most favor- 
able impact" on the industry in general. 

Commenting on the fact that the 
nine -month figures contain a deduction 
for amortization of network contracts, 
the CBC president reported that a 
favorable tax court ruling permitting 
this deduction has been reversed by a 
federal appeals court (BROADCASTING, 
Aug. 23), and that upon year -end audit 
the deduction may be eliminated. "This 
could result in a commensurate increase 
in earnings," Mr. Reinsch stated, "equal 
to 9 cents a share on an annual basis." 

CBC ranks sixth in size in the corn - 
munity antenna television industry, Mr. 
Reinsch said. It has CATV systems in 
20 communities and serves 35,000 sub- 
scribers in Pennsylvania, Ohio, Wash- 
ington, Oregon and California, with 
microwave service in Illinois and Indi- 
ana. CBC recently filed applications for 
CATV franchises in Columbus, Indiana, 
and Lima, Ohio, he noted. 

Cox owns five radio -TV stations in 
Atlanta; Dayton, Ohio; Charlotte, N. C.; 
Miami, Fla.; San Francisco, and Pitts- 
burgh. 

Nine months ended Sept. 30: 

1965 1964 
Earned per share $1.13 $0.89 
Operating revenues 21.336.082 15.129,387 
Consolidated net 

income 2.989.627 2,110,189 
Shares outstanding 2.654.270 2,363.000 

Capital Cities 
having banner year 

Capital Cities Broadcasting Corp., 
New York, reported its third quarter 
profits up 110% and its nine -month 
profits 69% ahead of last year. 

Gains were reflected, according to 
Frank M. Smith, chairman, in the 
operations of WJR -AM -FM Detroit and 
WSAZ -AM -TV Huntington - Charleston, 
W.Va., both purchased on Sept. 9, 
1964. The company's long -term debt 
of $6 million has been paid, he said. 

Nine months ended Sept. 30: 
1965 1964 

Earnings per share $ 2.19 $ 1.29 
Net broadcasting 

income 20.181.540 13,502.556 
Operating profit be- 

fore depreciation 8,553.489 5.388.248 
Operating profit 7.233,887 4,460.496 
Income before taxes 5,957.581 3.648.943 
Net income 2,986.011 1,762.503 

RKO General up 17% 

RKO General registered earnings 
17% greater than in 1964, General 
Tire & Rubber has reported in disclos- 
ing its nine -month financial revenues 
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and earnings. Net income of RKO 
General and its consolidated subsidi- 
aries for the nine months ended Aug. 
31 totaled $6,232,252 for this year, 
compared with $5,326,310 in 1964. 

Columbia Pictures' 

earnings down 

The earnings of Columbia Pictures 
Corp., New York, for the year ended 
last June 26 declined more than $1 
million as compared to the similar 
period a year previous. Columbia said 
the results were 'adversely affected by 
the disappointing showing of several 
relatively high cost pictures." 

Fiscal year ended June 26: 

1965 1964 
Earned per share $1.02 $1.64 
Revenues 140,600,000 145,275,000 
Net before 

income taxes 4,292,000 4,719,000 
Income taxes 2,268,000 1,565,000 
Net income 2,024,000 3,154.000 
Shares outstanding 1,808,766 1,808,766 

After special inventory writeoff of $1.1 
million. 

Entron Inc. has 300% 
increase in net earnings 

Entron Inc., Silver Spring, Md., 
manufacturer of community antenna 
equipment, reached new highs in 
revenues and income for the six months 
ended Aug. 31, R. J. McGeehan, presi- 
dent, announced last week. 

Six months ended Aug. 31: 

Earned per share $ 
1965 

0.31 
1964 

$ 0.08 
Net sales 1,717.443 980,886 
Income before taxes 194,364 67.472 
Provision for income 

taxes 98,348 44,900 
Net income 96,016 22.572 

Plough has highest 

earnings in its history 

Highest nine -month sales and earn- 
ings in the company's history is what 
Plough Inc., Nashville -based pharma- 
ceutical company with radio station 
holdings, called its financial position in 

issuing figures last week. There were no 
references to the broadcast division. 

Nine months ended Sept. 30: 
1965 1964 

$1.72 $1.41 
50.400.000 45,250,000 
8,700,000 7,440,000 

Earned per share 
Net sales 
Income before taxes 
Federal and foreign 

income taxes 
Net income 
Shares outstanding 

3.900.000 
4.800,000 
2,782.836 

3.570,000 
3.870.000 
2,744.056 

Taft has 49% increase 

in second quarter 

Taft Broadcasting Co., Cincinnati, 
announced an increase of 49% in net 
income for the second fiscal quarter 
ended Sept. 30, according to Hulbert 
Taft Jr., chairman of the board. In- 
come for the first six months increased 
41% he reported. Directors declared 
a quarterly dividend of 10 cents a 
share payable Dec. 14 to stockholders 
of record on Nov. 15. 

Six months ended Sept. 30: 
1965 1964 

Earnings per share $ 0.82 $ 0.58 
Income before taxes 5,246,830 3,891.142 
Net income 2,682,995 1,901,765 

FATES & FORTUNES 

BROADCAST ADVERTISING 
Dr. Benjamin Lip- 

stein, VP, senior asso- 
ciate director of infor- 
mation management, 
and director of infor- 
mation systems at 
Benton & Bowles, New 
York, appointed VP, 
director of research 
and information serv- 

Sullivan, Stauffer, Colwell & 

Bayles, that city. 

Joel Samuelson, assistant sales man- 
ager of Metromedia's w1P -AM -FM Phila- 

Dr. 

ices, 

Lipstein 

delphia, named sales manager. He suc- 
ceeds Robert Mounty, who becomes 
VP and sales manager of wNEW -AM -FM 
New York, also Metromedia (BROAD- 
CASTING, Sept. 27) . 

Larry Cugini, account supervisor, Mc- 
Cann- Erickson, Atlanta, appointed man- 
ager, field service group division, Com- 
munications Affiliates Inc., part of In- 
terpublic group. 

Sidney H. Lawrence, with Grey Ad- 
vertising, New York, and Larry Levin- 
son, account executive with Doyle 
Dane Bernbach, that city, join Smith/ 
Greenland Co., there, as account super- 
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visors. William H. Whittemore, at 
Gardner Advertising, New York, and 
Guy R. C. Hence, advertising super- 
visor with Wilkinson Sword Inc., that 
city, named account executives at 
Smith /Greenland. 

Robert A. Hilton, board member at 
Tatham -Laird & Kudner, New York, 
named management director, and will 
also handle General Telephone & Elec- 
tronics account. 

Robert Nash, former VP and cre- 
ative director of Compton Advertising, 
Chicago, joins Sieber & McIntyre, there, 
as creative director. 

Martin Stern, associate research direc- 
tor, and Robert Varian, account super- 
visor, both New York, Patrick O'Brien 
and Wayne Fickinger, account super- 
visors, and Burton Loken, PR director, 
Chicago, Hugh Sutherland, account 
supervisor, Los Angeles, all with J. 
Walter Thompson Co. elected VP's in 
those cities. 

Mr. Patt 

Robert G. Patt, 
veteran sales pro- 
motion and marketing 
executive, named to 
newly created post of 
director of marketing 
and sales promotion 
at Avery -Knodel, New 
York. Alfred J. Lar- 
son, executive with 

A -K, named manager of sales develop- 
ment for TV, and Edward W. Lier, 
promoted to assistant sales manager for 
TV. 
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Donald E. Booth, senior VP with Ted 
Bates & Co., New York, named associate 
creative director. 

Mr. Gurbarg 

Malcolm R. Gur- 
barg, assistant creative 
director with Ketch- 
um, MacLeod & Grove, 
Pittsburgh, elected VP. 

Walter Martin, sen- 
ior art director with 
Venet Advertising, 
New York, joins Frank 
B. Sawdon Inc., that 

city, as VP and art director. 

William R. Miller, senior art direc- 
tor of Earle Ludgin & Co., Chicago, 
named VP. 

James J. Jordan, VP and associate 
creative director with BBDO, New 
York, becomes creative director. John 
F. Bergin, VP and creative director, 
there, becomes chairman of agency's 
creative plans board with responsibility 
for creative work of regional offices. 
Realignment follows resignation of 
Robert L. Foreman (see page 107). 
George Frederic (Fritz) Riegel Jr., ac- 
count group head, and Robert A. 
Wachsler, senior associate director of 
research, of BBDO, New York, named 
VP's. 

Lawrence J. Pol- 
lock, sales manager of 
WTEN(TV) Albany, 
N. Y., named general 
sales manager of 
WKBW -TV Buffalo, 
N. Y. Both stations 
are owned by Capital 
Cities Broadcasting 
Corp. Mr. Pollock 

Tom Burkhart, general sales manager 
at WLOS -TV Asheville, N. C., appointed 
assistant to VP while retaining other 
duties. 

Edward Carter, account executive at 
Haughton Advertising Agency, Phila- 
delphia, named advertising and sales 
promotion director at WIP- AM -FM, that 
city. 

James P. Roos, 
account supervisor at 
Needham, Harper & 
Steers, Chicago, elect- 
ed VP. 

Frank Browne, mid - 
western manager of 
National Television 

Mr. Roos Sales, Chicago, and J. 
Richardson Loughrin, 

western manager for NTS, Los Angeles, 
elected VP's. 

Lew Witz, formerly midwest radio 
sales manager for Westinghouse Broad- 
casting Co., joins ABC's WBKB -TV 

Chicago as account executive replacing 
Mike Corken who moves to ABC Tele- 

BROADCASTING, October 18, 1965 

vision Spot Sales, New York. 
Edward A. Kobza, media supervisor at 

Ted Bates & Co., New York, joins radio 
division of Edward Petry & Co., that 
city, as account executive. 

Robert A. Stuart, account executive 
with Television Advertising Representa- 
tives, New York, named assistant sales 
manager at KPIx(TV) San Francisco. 

Warren E. Albright, with Grey Ad- 
vertising, New York, joins Cunningham 
& Walsh, that city, as account execu- 
tive. 

Mr. Accola Jr. 

A. John Accola Jr., 
account executive at 
Chirurg & Cairns, 
New York, named 
VP- account service. 
Charles W. Reinhart, 
account executive at 
C &C, appointed to 
new post of assistant 
to executive VP. 

David Howarth, account executive 
at KACL Santa Barbara, Calif., named 
sales manager. 

Douglas W. Jamieson, formerly with 
Quaker Oats Co., Chicago, joins Ed- 
ward H. Weiss & Co., that city, as ac- 
count executive. 

Dresser Dahlstead, associate pro- 
ducer at Ralph Edwards Productions, 
Los Angeles, named account executive 
for Joe Leighton & Associates, Holly- 
wood. Frances Hynds, account execu- 
tive with Leighton, opens own office, 
Fran Hynds Public Relations, 3923 
West 6th Street, Los Angeles. Phone: 
386 -3384. 

Gary Lewis, appointed account ex- 
ecutive with Robert E. Eastman & Co., 
Detroit. 

George W. Kruchko, copy chief with 
Lilienfeld & Co., Chicago, joins Young 
& Rubicam, that city, as copywriter. 

Dale Landsman, art supervisor at 
Needham, Harper & Steers, Chicago, 
promoted to executive art director. 

Chester L. Sailor, with Henderson 
Advertising, Greenville, S. C., joins 
Clinton E. Frank Inc., Chicago, as 
art director. 

M. Edward Gonser, named merchan- 
dising manager at KFRC- AM -FM, San 
Francisco. 

Daniel W. Kristofek, formerly with 
N. W. Ayer & Son, Chicago, joins 
Post -Keyes- Gardner, there, as art di- 
rector. 

Patricia McBride, with WBBM -TV 

Chicago, promoted to sales traffic man- 
ager. 

THE MEDIA 
Jack Burke, account executive with 

Metro Radio Sales, Chicago, joins 

Cartoon by 
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wNUS, that city, as general manager. He 
succeeds Jack Fiedler, who joins Mc- 
Lendon Corp., Dallas, owner of station. 

Arthur Levine, sales manager of 
W MID Atlantic City, N. J., appointed 
manager. 

Kenneth M. John- 
son, VP of Capital 
Cities Broadcasting 
Corp., New York, 
named general man- 
ager of WTEN(Tv) 
Vail Mills- Albany, 
N. Y., owned by Capi- 
tal Cities. 

Wilfred C. (Bud) 
Mr. Johnson 

Prather, director of technical opera- 
tions at WMAQ -AM -TV Chicago, ap- 
pointed station manager of WMAQ -TV. 
He succeeds Robert Lemon, now NBC 
VP and general manager of WMAQ -AM- 
TV. 

Mr. Vogt 

William H. Vogt, 
VP- general sales man- 
ager of WDAS Phila- 
delphia, named gen- 
eral manager of WIBF 
Broadcasting Co. 
(WIEF[FM] -Tv) Jen- 
kintown, Pa. 

Clyde Keathley, di- 
rector of agricultural 

services with WRFD -AM -FM Columbus - 
Worthington, Ohio, promoted to oper- 
ations manager, retaining previous 
duties. 

Bob Jones, station manager /sales 
manager, and Dorothy Davis Gunder- 
son, assistant manager, of KIST Santa 
Barbara, Calif., both named VP's of 
Western States Radio, KIST licensee. 

George Dooley, station manager with 
WTHS -TV Miami educational station, 
named executive VP of Community 
Television Foundation of South Flo- 
rida Inc. 

Robert S. Kieve, VP and general 
manager of WBBF -AM -FM Rochester, 
N. Y., elected chairman of Associa- 

tion of Independent Metropolitan Sta- 
tions. R. C. Embry, VP and general 
manager at WITH Baltimore, elected 
vice chairman. 

William McDowell, account executive 
with Blair Radio, Los Angeles, ap- 
pointed general manager of XTRA Ti- 
juana, Mexico, Los Angeles sales 
office. He succeeds Homer Odom, 
made national sales manager of the 
the McLendon stations, owner of XTRA 

(BROADCASTING, Oct. 4) . 

Harrison W. H. Eagles, operations 
manager at KACL Santa Barbara, Calif., 
named station manager. 

Ralph W. Beaudin, president of was 
Chicago, reelected president of Illinois 
Broadcasters Association for 1965 -66. 
Other new IBA officers include: D. 
Thomas Miller, WBKB -Tv Chicago, VP- 
television; Robert Meskill, WK1D Ur- 
bana, VP- radio, and Milburn Stuck - 
wish, WTIM Taylorville, secretary - 
treasurer. 

Henry J. Behre Jr., WERA Plainfield, 
elected president of New Jersey Broad- 
casters Association. Douglas Warren, 
WCAM Camden, elected VP. 

Cecil Woodland, general manager of 
WEJL Scranton, Pa., will serve as act- 
ing general manager of Semit Cable 
TV Co., that city. Both WEJL and 
Semit are owned by Scranton Times.. 
Hugh J. Connor, program and sales 
manager of WEJL, named station man- 
ager. 

"` W. O. (Bill) Wise- 
man, manager -sales 
manager of WOW -AM- 
FM Omaha, named 
assistant general man- 
ager of Meredith 
WOW Inc., licensee of 
stations. Russ Gast, 
local sales manager at 
WOW -AM -FM named 

as sales manager. 

John Noonan, general accountant 
with ABC Inc., New York, promoted to 
chief accountant of broadcasting divi- 

Mr. Wiseman 
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sion. Richard Markle, accountant with 
ABC, named assistant chief accountant. 

PROGRAMING 
Larry G. Spangler, account execu- 

tive with WBC Program Sales, New 
York, division of Westinghouse Broad- 
casting Co., named to newly created 
post of district sales manager. 

John C. Hierlihy, sales manager with 
Four Star Television International, New 
York, named director of foreign sales 
at Four Star International Inc., that city. 
Anthony D. Thomopoulos, manager of 
sales administration at Four Star Tele- 
vision International, named director of 
administration for Four Star Interna- 
tional. 

Walter W. Weismann, president and 
chairman of Aetna Industrial Corp., 
New York, elected director of Trans - 
Lux Corp., that city. 

Dick Romaine, eastern sales man- 
ager for Medallion TV Enterprises, New 
York, appointed western sales manager 
for Embassy Pictures, television divi- 
sion. He succeeds Jerry Lee, who re- 
signs. 

William Peters, program director of 
WBEN -AM -FM Buffalo, N. Y., named 
program director at WBEN -Tv. Howard 
McEwan, producer at WBEN -TV, ap- 
pointed executive producer. 

Richard Bradley of WSOC -TV Char- 
lotte, N. C., named as head of pro- 
graming at WSOC -FM. 

Walter P. Sheppard, assistant direc- 
tor of broadcasting at WBUR(FM) 
Boston, joins wave(Fm) New York as 

program director. 

Tony Bond, production manager at 
KACL Santa Barbara, Calif., named 
program director. 

Stephen M. Kelley, assistant producer 
for Nova Studios Inc., New York, 
named production manager of Mara- 
thon International Productions Inc., 
that city. 

William F. Snyder, with WHEN -AM- 
TV Syracuse, N. Y., joins WCNY -TV 
educational station, that city, as pro- 
duction assistant and head of program 
development. 

John G. Collins, assistant director of 
advertising and publicity of Continen- 
tal division of Walter Reade- Sterling 
Inc., New York, appointed director of 
advertising and publicity of Walter 
Reade -Sterling TV division. 

David Brenner, producer- writer for 
WBBM -TV Chicago, named writer -pro- 
ducer- director in public affairs depart- 
ment at KYW -TV Philadelphia. 

Earl Goodrick, production manager 
for KeTV(TV) Denver, named producer - 
director at KETV(TV) Omaha. 
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Ken Reeth, named program director 
of WAMO -AM -FM Pittsburgh. 

Leon Lewis, writer with WCBS -AM -FM 
news, New York, named director of 
programing and special events, WLIB- 
AM-FM, that city. 

Charlie Swift, sportscaster at WIP- 
AM-FM Philadelphia, named sports di- 
rector. 

Chuck Benedict, in sports depart- 
ment of )(LAC-AM-FM Los Angeles, 
named sports director. 

NEWS 
Don Decker, with WGY- WRCB(TV) 

Albany-Schenectady, N. Y., named 
president of Capital News Broadcasters 
Association, Albany, succeeding Herb 
Kaye of wAsT(Tv), that city. George 
Le Zotte, with WTEN(TV) Vail Mills - 
Albany, named VP, and Art Wall, at 
wAsT(Tv), named secretary- treasurer. 

Paul F. Judson Jr., on news staff 
of WPTF -AM -FM Raleigh, N. C.. pro- 
moted to news director. He succeeds 
Keith R. Hundley, who resigns. 

Stephen B. Young, reader- writer- 
editor, on afternoon news desk at wtcc 
Bridgeport, Conn., appointed news di- 
rector. 

Norman Kay, news director of WCHA 
Chambersburg, Pa., named news editor 
at WDBJ -AM -FM Roanoke, Va. 

EQUIPMENT & ENGINEERING 
Charles 0. Rick, with technical de- 

partment of KxoK St. Louis, named 
chief engineer of KATZ, that city. 

John Bryant, technical sales repre- 
sentative in California area for Ameco, 
Phoenix, named manager of component 
sales. 

Edward J. McGuinness, national ac- 
count executive of Stromberg- Carlson 
Corp., Rochester, N. Y., appointed pro- 
gram manager of newly created com- 
munity antenna television department 
(BROADCASTING, Sept. 20). F. Leo Gran- 

ger, chief sales engineer -CATV, and 
Frank N. Verni, chief service engineer- 
CATV, will work with Mr. McGuin- 
ness. 

Mr. Sload 

Robert Q. Sload, 
manager of California 
division of Dresser - 
Ideco, Los Angeles, 
division of Dresser In- 
dustries Inc., appoint- 
ed broadcast market 
manager at Columbus, 
Ohio office. Thomas 
W. Singell, sales and 

contract administrator of Dresser -Ideco, 
Columbus, named to newly created posi- 
tion of military communications market 
manager. Also David Wheeler, assistant 
controller, there, appointed treasurer - 
controller, succeeding Ray W. Gawron- 
ski, named controller of Dresser's 
Pacific Pumps Division, Huntington 
Park, Calif. James F. Smith, appointed 
sales and contract administrator for 
Dresser -Ideco, Columbus. 

Jerome S. Beck, joins engineering 
staff of WHN New York. 

FANFARE 
Paul Martin, head of promotion de- 

partment at Washington Star, joins 
WFIL- AM -FM -TV Philadelphia, as pro- 
motion manager. 

Gene Godt, formerly with WKYC 
Cleveland, named promotion director 
of WJW -TV, that city. 

ALLIED FIELDS 
Richard M. Schmidt Jr., Denver law- 

yer and onetime editor, sports an- 
nouncer and promotion manager with 
former KMYR Denver, named general 
counsel of U.S. Information Agency. 

Lois Siegel, attorney in transfer 
branch, FCC's Broadcast Bureau, has 
joined Washington law firm of Haley, 
Bader & Potts. 

C. Hoyt Price, career foreign service 
officer, named director of Office of Tele- 
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communications at U.S. State Depart- 
ment, as part of reorganization of that 
unit. Thomas E. Nelson, assistant chief 
of former telecommunications division, 
named advisor to director. 

Philip Mazur, account executive with 
American Research Bureau, Chicago, 
named southern service manager, mov- 
ing to New York office. 

George H. Baker, writer -photographer 
at Navy's Bureau of Yards and Docks, 
Washington, named head of radio, tele- 
vision and motion picture department 
of Navy Recruiting Aids Division, that 
city. 

INTERNATIONAL 
Robert L. Foreman, executive VP in 

charge of creative services for BBDO, 
resigns to form his own International 
Advertising Consultancy Company with 
headquarters in New York and offices 
in London, Geneva, Frankfurt and 
Milan- Verona (see page 105). 

Jack Philips, with Erwin Wasey Ltd., 
London, joins Dorland Advertising Ltd., 
that city, as group marketing executive. 

Nigel Rogers, media director of S. 
H. Benson Ltd, London, appointed man- 
aging director of British Bureau of 
Television Advertising there. 

Brian Waldron, associate director in 
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client service at Young & Rubicam 
Ltd., London, joins S. H. Benson Ltd., 
that city, as account director. 

lain Macdonald, press and PR of- 
ficer at Grampian Television Ltd., Aber- 
deen, Scotland, joins Rediffusion Tele- 
vision Ltd., London, as head of pro- 
gram promotion. 

John MacDonald, head of commer- 
cial production for TV, cinema and 
radio at W. D. and H. O. Wills Ltd., 
Sydney, Australia, appointed television 
manager of Notley Advertising Ltd., 
London. 

Roy Davis, art director with London 
Press Exchange, joins Central Adver- 
tising Services Ltd., that city, as creative 
director. John Milligan, senior copy- 
writer with Arks Publicity Ltd., there, 
joins Central Advertising as copy chief. 

Seymour Epstein, color equipment 
engineer for RCA, Montreal, joins 
CKLW -TV Windsor, Ont.-Detroit, as 
television supervisor in engineering de- 
partment. 

DEATHS 

Henry K. Norton, 81, retired in- 
dustrialist, died Oct. 12 in Marin Gen- 
eral hospital, San Rafael, Calif., after 
short illness. Mr. Norton, in 1933, was 
appointed treasurer of NBC, and fol- 
lowing year named assistant to president 
of RCA. From 1935 -36 he was VP 
of RCA subsidiary, Radiomarine Corp. 
Survivors include his wife, Evelyn, and 
children. 

Mr. Day 

Willis C. Day, 70, 
VP of Honig- Cooper 
& Harrington, San 
Francisco, died Oct. 
9 in his home in 
Atherton, Calif., after 
short illness. Mr. Day 
had been in advertising 
50 years, last 17 years 
at HC &H. Surviving 

are his wife, Helen, and two daughters. 

Glen Rowell, 65, radio -TV person- 
ality, died Oct. 8 at home in Rapid 

City, S. D., after long illness. Mr. 
Rowell joined WLS Chicago, at its in- 
ception in 1924, and in 1925 originated 
National Barn Dance program with 
Ford Rush. Surviving are his wife, 
daughter and son. 

Mr. Bergson 

law 
are 
two sons. 

department 
his wife, M 

Philip Bergson, 52, 
Washington communi- 
cations lawyer with 
firm of Wilner & Berg- 
son, died at home in 
Bethesda, Md., Oct. 
14, after heart attack. 
In 1943, Mr. Bergson 
joined FCC and was 
chief of litigation in 
until 1946. Surviving 
arjory, daughter and 

Charles John Stevenson, 76, for 20 
years chanticleer on Chanticleer, daily 
program of wGY Schenectady, N. Y., 
died Oct. 14. His wife, former Anna- 
belle Dhyse, and two grandchildren 
survive. 

FOR THE RECORD 

STATION AUTHORIZATIONS, APPLICATIONS 

As compiled by BROADCASTING, Oct. 
7 through Oct. 13 and based on filings, 
authorizations and other actions of the 
FCC during that period. 

This department includes data on new 
stations, changes in existing stations, 
ownership changes, hearing cases, rules 
and standards changes, routine roundup 
of other commission activity. 

Abbreviations: Ann. -announced. ant -an- 
tenna. aur.- aural. CATV -community an- 
tenna television. CH- critical hours. CP- 
construction permit. D -Day. DA- direction- 
al antenna. ERP- effective radiated power. kc- kilocycles. kw- kilowatts. LS-local sun- 
set. mc- megacycles. mod. modification. N 
-night. SCA- subsidiary communications 
authorization. SH- specified hours. SSA - 
special service authorization. STA- special 
temporary authorization. trans.- transmitter. 
UHF -ultra high frequency. unl.- unlimited 
hours. VHF -very high frequency. vis.- 
visual. w- watts. -educational. 

New TV stations 
APPLICATIONS 

New Haven, Conn. -Impart Systems Inc. 
UHF channel 59 (740 -746 mc); ERP 180 kw 
vis.; 45.2 kw aur. Ant. height above average 
terrain 748 ft.. above ground 437 ft. P.O. 
address c/o Lynn Barnard. 439 Waite Street. 
Hamden, Conn. Estimated construction cost 
$547,678; first year operating cost $380,000; 
revenue $600.000. Studio location New Hav- 
en; trans. location Hamden. Conn. Geo- 
e72. 

52'c 35" estalong41Type tans. RCA 
A type ant. RCA TFU -27 DH. Legal counsel 
Dempsey & Koplovitz, consulting engineer 
Russell P. May, both Washington. Prin- 
cipals: Lynn Barnard (4 %), Thomas H. 
Truelove (40 %), Frank A. Pepe (25 %). Don- 
ald P. Calcagnini (6 %). John D. Kelley 
(25 %). Mr. Barnard is network account ex- 
ecutive for United Artists Corp.. New York. 
Other principals have no other broadcast 
interests. Ann. Sept. 28. 

Miami -Tele- Americas Corp. UHF channel 
39 (620 -626 mc); ERP 227 kw vis.. 22.7 kw 
aur. Ant. height above average terrain 374 
ft., above ground level 401 ft. P.O. address 
c/o Juan E. Serralles, 212 Pan American 
Bank Building. Miami. Estimated construc- 

EDWIN TORNBERG 
& COMPANY, INC. 

Negotiators For The Purchase And Sale Of 
Radio And TV Stations CATV 

Appraisers Financial Advisors 

New York -60 East 42nd St., New York 17, N. Y. MU 7.4242 
West Coast -1357 Jewell Ave., Pacific Grove, Calif. FR 5 -3164 
Washington -711 14th St., N.W., Washington, D.C. Dl 7 -8531 
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tion cost $218,000; first year operating cost 
$180.000; revenue $115,000. Studio and trans. 
locations moth Miami. Geographic coordi- 
nates 25. 46' 31" north lat., 80. 11' 18" west 
long. Type trans. GE TT-24A, type ant. Al- 
ford 1044S. Legal counsel Fly, Shuebruk. 
Blume & Gaguine. Washington; consulting 
engineer George A. Mayoral, New Orleans. 
Principals: Maurice A. Ferre (50 %) and 
Juan Eugenio Serralles III (50 %). Principals 
have no other direct broadcast interests. 
Ann. Oct. 6. 

Las Vegas -Cragin Broadcasting Co. UHF 
channel 21 (512 -518 mc); ERP 61 kw vis., 
12.2 kw aur. Ant. height above average ter- 
rain 1623 ft., above ground 143 ft. P.O. ad- 
dress c/o Horst Schmidt, 909 East Sahara 
Avenue, Las Vegas. Estimated construction 
cost $270.765: first year operating cost $94,- 
000; revenue $100,000. Studio in Las Vegas, 
trans. between Henderson and Boulder City. 
Nev. Geographic coordinates 36 59' 45,' 
north lat.. 114. 51. 47,' west long. Type trans, 
RCA TTU -2A. type ant. RCA TFU -21 DA. 
Legal counsel Cohen and Berfield, Wash- 
ington; consulting engineer James F. Law- 
rence Jr., South Pasadena. Calif. Principals: 
Mrs. E. W. Cragin (60 %), Horst Schmidt 
(90 %). Cragin Broadcasting owns KRGN 
(FM) Las Vegas. Ann. Sept. 23. 

*Hanover, N. H.- University of New 
Hampshire. UHF channel 28 (554 -560 mc); 
ERP 34.7 kw vis.. 8.8 kw aur. Ant. height 
above average terrain 1,296 ft., above ground 
445 ft. P.O. address c/o John W. McConnell. 
WENH -TV Durham. N. H. Estimated con- 
struction cost $252,272; first year operating 
cost $17,450; first year's operating would 
be financed by funds appropriated by joint 
resolution of state legislature. Geographic 
coordinates 43. 42' 30" north lat.. 72. 09' 16" 
west long. Type trans. RCA TTU -2A. type 
ant. RCA TFU -24DL. Legal counsel Cov- 
ington and Burling. consulting engineer 
Jansky and Bailey, both Washington. Prin- 
cipals: University of New Hampshire, own- 
er of WUNH -FM and WENH -TV, Hanover. 
Ann. Oct. 7. 

Vineland, N. J.- Stuart S. Gould. UHF 
channel 65 (776 -782 mc); ERP 212 kw vis., 
25 kw sur. Ant. height above average ter- 
rain 341 ft., above ground 336 ft. P.O. ad- 
dress 370 Lexington Avenue, New York 
10017. Estimated construction cost $388.500; 
first year operating cost $360,000; revenue 
$400.000. Studio located in Vineland, trans. 
near Clayton. N. J. Geographic coordinates 
39. 38' 49" north lat.. 75. 07' 50" west long 
Type trans. RCA TTU -IOA. type ant. RCA 
TFU -27DH. Legal counsel Samuel Miller. 
Washington; consulting engineer Serge 
Bergen, Fairfax, Va. Mr. Gould is real estate 
investor and has loan agreement with 
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Granik Broadcasting Co., UHF applicant in 
Patchogue. N. Y. Ann. Oct. 8. 

Abi line, Tex. -Steve Gose Enterprises Inc. 
UHF channel 32 (578 -584 mc); ERP 4.36 kw 
vis.. 870 w aur. Ant. height above average 
terrain 211 ft., above ground 286 ft. P.O. 
address c/o Bill Thacker, Box 88, 3700 Ona- 
way Trail. Wichita Falls. Tex. 76301. Esti- 
mated construction cost $96,951; first year 
operating cost $80.000; revenue $85.000. 
Studio and trans. location both Abiline. 
Geographic coordinates 32° 25. 11" north 
lat.. 99° 44' 12" west long. Type trans. RCA 
TTU 1B; type ant. RCA TFU -6B. Legal coun- 
sel not listed. consulting engineer William 
B. Carr, Fort Worth. Principals: entirely 
owned by Steve Gose, owner of independent 
gas and oil operations. Ann. Oct. 8. 

Janesville, Wis. -WBEJ Inc. UHF channel 
58 (734 -740 mc); ERP 516 kw vis., 77 kw aur. 
Ant. height above average terrain 881 ft., 
above ground 836 ft. P.O. address c/o John 
W. Hough. Suite 1700, 134 South La Salle 
Street, Chicago 60603. Estimated construc- 
tion cost $635.804; first year operating cost 
$270,000; revenue $360.000. Geographic co- ordinates 42° 31. 23" north lat.. 88° 56' 03" west long. Type trans. RCA TTU -30A. type 
ant. RCA TFU -30J. Legal counsel John W. 
Hough. Chicago; consulting engineer Her- bert H. Eckstein Sr., Rockford, Ill. Prin- cipals: Maurice F. Dunne Jr. (50 %) and John W. Hough (50 %). Mr. Dunne is execu- tive vice president of La Salle, Ill., Daily 
News -Tribune Inc., of La Salle County Broadcasting Corp.. licensee of WLPO -AM- FM La Salle, and of M -L Radio Inc., Waco, Tex., former licensee of KAWA Waco. Mr. Hough is holder of 4!z% beneficial interest 
of Weigel Broadcasting Co.. Chicago, li- censee of WCIU(TV) Chicago. Ann. Oct. 6. 

Existing TV stations 
NEW CALL LETTERS ASSIGNED 
San Diego -Gross Broadcasting Co., as- 

signed KJOG -TV. 
Santa Barbara. Calif. -Monte Mar Broadcasting Co. assigned KIHP -TV. 
Ft. Lauderdale. Fla. -Broward Broad - casting Co. assigned WSMS -TV. 
KHBC -TV Hilo, Hawaii - assigned 

KPUA -TV. 
WBKB(TV) Chicago -assigned WBKB- 

TV. 
KUPK(TV) Garden City. Kan. -assigned KUPK -TV. 
WHTV(TV) Syracuse, N. Y.- assigned 

WCNY -TV. 
WIIC(TV) Pittsburgh- assigned WIIC- 

TV. 
APPLICATIONS 

Macon, Ga. -Rovan Television Inc. Seeks 
amendment to UHF application to change 
from channel 47 (668 -674 mc) to channel 17 
(488 -494) mc). change ERP to 132 kw vis., 
22.6 kw aur.; and ant. height above average terrain to 610 ft. Ann. Oct. 8. 

Concord, N. C.- University of North Caro- lina. Seeks amendment to UHF application 
to change from channel 59 (740 -746 mc) to channel 58 (734 -740 mc). Ann. Oct. 6. 

Florence, S. C. -Rowan Television Inc. Seeks amendment to UHF application to 
change from channel 60 (746 -752 mc) to channel 23 (524 -530 mc); make changes In ant. structure. reduce ant. height above average terrain to 410 ft. Ann. Oct. 7. 

New AM stations 
APPLICATIONS 

Statesboro, Ga.- Farnell O'Quinn. 850 kc, 
1 kw. D. P.O. address Box 389. Baxley, Ga. 
Estimated construction cost $34,618; first 
year operating cost $36.000: revenue $46.000. 
Mr. O'Quinn has interests in WHAB Baxley 
(80 %). Queen City Broadcasting System 
Inc.. Alma. Ga. (80 %). WUFF Eastman. Ga. 
(100 %), Cable Vue TV Inc., Baxley (33!5 %). 
Ann. Oct. 11. 

Thurmont, Md.- Victor A. Leisner. 1450 
kc, 100 w. P.O. address 3 Victor Drive, 
Thurmont. Estimated construction cost $16.- 
800; first year operating cost $36.000: reve- 
nue $40.000. Mr. Leisner has no other broad- 
cast interests. Ann. Oct. 11. 

Cherryville, N. C.- Broadcasting Company 
of the Carolinas Inc. 1590 kc. 500 w -D. P.O. 
address c/o Kenneth B. Beam, Box 577, 
Cherryville. N. C. Estimated construction 
cost $20.169; first year operating cost $35.- 
000; revenue $36.000. Principals: Kenneth B. 
Beam, John L. Fraley (each 25 %). Donald 
W. Curtis, C. Grier Beam (each 20 %). and 
Aaron B. Moss (10 %). Principals combined 
hold majority interest in Cablevision Inc.. 
Gastonia, N. C. Ann. Oct. 11. 

Monroe, N. C.- Monroe Broadcasting Co. 
1400 kc. 100 w. P.O. address c/o Joe N. Ross, 
109 S. Main Street. Monroe. Estimated con- 
struction cost $22.000; first year operating 
cost $36.000; revenue $32.000. Principals: 
Joe N. Ross (40 %), Paul J. Helms (40 %), 
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H. David Hedrick (20 %). Mr. Hedrick is 
employed at WHCQ Spartanburg S. C. Ann. 
Oct. 11. 

Lorain. Ohio -Lorain Community Broad- 
casting Co. 1380 kc. 500 w -D. P.O. address 
639 Broadway. Loraine. Estimated construc- 
tion cost $31.695; first year operating cost 
$100.000; revenue $120.000. Principals: Austin 
W. O'Toole, George T. Mobile, Andrew J. 
Warhola, Warren E. Finkel (each 25 %). 
Principals have no other broadcast interests. 
Ann. Oct. 6. 

Ardmore, Tenn. - Stateline Broadcasting 
Co. 1520 kc. 1 kw -D. P.O. address General 
Delivery. Ardmore. Estimated construction 
cost $27,627; first year operating cost $52.- 
000; revenue $60.000. Principals: E. D. Hild- 
reth, Ike G. Hobson, Richard S. Young Jr., 
Horace C. Bass (each 25%). Principals have 
no other broadcast interests. Ann. Oct. 11. 

Harrisonburg, Va.- Willie H. Miller, Glen 
W. Miller, Edward C. Moore, James C. Neff 
and Donald W. Miner db /as Blueridge 
Broadcasting Co. 1300 kc. 500 w -D. P.O. ad- 
dress c/o Donald W. Miller, Box 113. Route 
1, Rustburg, Va. Estimated construction 
cost $16,000; first year operating cost $47.- 
975: revenue $53.800. Principals: Donald 
W. Miller (43 %). James C. Neff, Edward C. 
Moore, Glenn W. Miller (each 16 %), Willie 
M. Moore (9 %). Principals have no other 
broadcast interests. Ann. Oct. 11. 

Existing AM stations 
NEW CALL LETTERS ASSIGNED 
KDAB Arvada, Colo.- assigned KQXI. 
WBGR Jessup. Ga.- assigned WLOP. 
KHBC Hilo. Hawaii -assigned KPUA. 
KNCO Garden City, Kan.- assigned 

KUPK. 
KHOK Hoquiam, Wash. - assigned 

KHGO. 
APPLICATIONS 

KDJI Holbrook, Ariz. -Navajo Broad- 
casting Co. Seeks CP to increase power 
from 1 kw to 5 kw; install new trans. Ann. 
Oct. 11. 

WPYB Benson, N. C.- George G. Beasley. 
Seeks CP to change frequency from 1580 
kc to 1130 kc, increase power from 500 w to 
10 kw install DA system (DA -D), install new 
trans. Ann. Oct. 11. 

New FM stations 
ACTIONS BY FCC 

*Springfield. Ohio -Board of Directors of 
Wittenberg University- Granted 89.1 mc. 
channel 206. 10 w. Ant. height above aver- 
age terrain 81 ft. P.O. address Wittenberg 
University. Springfield. Estimated construc- 
tion cost $8.755; first year operating cost 
$3.000. Granted Oct. 11. 

*Waco, Tex. -Baylor University- Granted 
91.5 mc. channel 218. 3.8 kw. Ant. height 
above average terrain 65 ft. P.O. address 
Box 6397. Baylor Station. Waco 76703. Esti- 
mated construction cost $5.200: first year op- 
erating cost $15.000. Granted Oct. 11. 

NEW CALL LETTERS ASSIGNED 
WKEU(FM) Griffin, Ga. - assigned 

WKEU -FM. 
Monroe. La.- Monroe Broadcasters Inc. 

assigned KREB(FM). 
WGLI -FM Babylon, N. Y.- assigned 

WGSM -FM. 
KHOK -FM Hoquiam, Wash. -assigned 

KGHO -FM. 
KMCS(FM)- assigned KBBX(FM). 
*Burlington. Vt. -Univ. of Vt. assigned 

WRUV(FM). 
Spokane. Wash -Denbrook Enterprises 

Inc. assigned KTWD(FM). 
APPLICATIONS 

Tahoe Valley. Calif.- Emerald Broadcast - 
ing Co. 103.1 mc. channel 276, 1.54 kw. Ant. 
height above average terrain 49.5 ft. P.O. 
address c/o Donald C. McBain. 533 Mar - 
guerita Avenue. Santa Monica. Calif. Esti- 
mated construction cost $4,550; first year 
operating cost $8,500; revenue $8.000. Prin- 
cipals: Robert W. Breckner (50 %) and Don- 
ald C. McBain (50 %). Principals have no 
other broadcast interests. Ann. Oct. 11. 

Barnwell, S. C. -Radio WBAW Inc. 101.7 
mc. channel 269, 3 kw. Ant. height above 
average terrain 280 ft. P.O. address c/o 
J. B. Wilder, Box 447. Barnwell. Estimated 
construction cost $15,250; first year operating 
cost $6.000: revenue $7.200. Principals: Jos- 
eph B. Wilder (74 %), Gwen P. Wilder (2 %). 
Radio WBAW Inc. (24 %). Mr. Wilder is 
98% stockholder of WBAW Inc. and Hamp- 
ton County Broadcasters Inc. Mrs. Wilder is 
holder of remaining 2% interest in above 
companies. Ann. Oct. 12. 

*Ogden, Utah -Weber State College. 88.1 
me, channel 201. 10 w. P.O. address c/o 
Benjamin M. Noid, Chairman. Dept. of 
Speech. 3750 Harrison Blvd.. Ogden. Esti- 
mated construction cost $4.999; first year op- 
erating cost $1.200; revenue derived from 

budget for department of speech. Prin- 
cipals: Board of Trustees of Webster State 
College. Ann. Oct. 12. 

Hopewell, Va.- Eastern Broadcasting Corp. 
92.1 mc. channel 221, 3 kw. Ant. height 
above average terrain 160 ft. P.O. address 
c/o Roger A. Neuhoff, 4115 Chesapeake 
Street. N.W., Washington. Estimated con- 
struction cost $12,844: first year operating 
cost $7.000; revenue $7,000. Principals: Roger 
A. Neuhoff (67.79 %), C. Waller Barrett 
(14.76 %), John R. Neuhoff (14.53 %), and 
others. Eastern Broadcasting Corp. is li- 
censee of WCHV and WCCV(FM) Char- 
lottesville. WHAP Hopewell, all Virginia, 
and WALT Tampa, Fla. Ann. Oct. 8. 

Ownership Changes 
ACTIONS BY FCC 

WRCK Tuscumbia, Ala. -Granted assign- 
ment of license from Ervin Parks Jr., to 
Ervin Parks Jr. and Robert Warren Kicker 
d/b Radio Station WRCK Inc., owned by 
Ervin Parks Jr. (6635 %) and Robert Warren 
Kicker (33!5 %). Consideration $8,500. Mr. 
Kicker is minister. Granted Sept. 30. 

KHIL Willcox, Ariz.- Granted transfer of 
control of licensee corporation, Cochise 
Broadcasting Co., from Rex Allen and 
Bessie Mae Allen (100% before. none after). 
to Harold E. Bruzee (99.99% after) and 
Violet C. Bruzee. Consideration $56.000. Mr. 
and Mrs. Bruzee have real estate interests. 
Granted Oct. 8. 

KVEE Conway, Ark. -Granted assignment 
of license from J. C. Willis, Harold J. 
Nichols, Hugh C. Jones and William E. 
Cooper d/b as Central Arkansas Broad- 
casters, to Brown Broadcast Inc., owned by 
Robin Brown (100 %). Consideration $30,- 
000. Mr. Brown is self- employed manage- 
ment consultant in Conway. Granted Oct. 8. 

KVEN -AM -FM Ventura, Calif. -Granted 
assignment of license from Coast Ventura 
Co., owned by Carroll R. Hauser (45.3 %), 
John P. Hearne (20.9 %). Sidney M. Held 
(8.5 %) and others, to KVEN Broadcasting 
Corp. owned by Greater California Capital 
Corp. (70%), Ira Laufer and Robert L. 
Fox (each 15 %). Consideration $500,000. Mr. 
Fox was general sales manager for KHJ 
Radio, Los Angeles. Mr. Laufer was vice 
president of KHJ Radio. Granted Oct. 6. 

WLBE Leesburg -Eustis, Fla. -Granted as- 
signment of license from WLBE Inc., 
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owned by Paul A. Husebo (50 %) and Sally 
H. Husebo (50 %), to Heard Broadcasting 
Inc., owned by Richard Mead Jr. (16.7 %), 
Edwin Mead (25 %), Arthur Dennis Pepin 
(25 %), Harold James Sharp (25 %), and 
Robert E. Warneld Jr. (8.3 %). Considera- 
tion $30.000 plus mortgage agreements to- 
taling $160.000. Mr. Pepin holds 33! '3% of 
WPRY Perry, Fla. Granted Sept. 30. 

KOLL Honolulu -Granted assignment of 
CP from Lawrence T. Kagawa, to Diamond 
Head Broadcasting System Inc., owned by 
Perry W. Carle, Dr. Ralph B. Cloward and 
Jerry J. Neville (each 33!á %). Considera- 
tion $9.006. Mr. Carle is account executive 
for KULA Honolulu. Dr. Cloward is neuro- 
surgeon and has 50% interest in Coconut 
Grove Hotel Corp.. Honolulu. Mr. Neville 
owns Press Dispatch, Honolulu commercial 
communications firm. Granted Oct. 6. 

KUPI Idaho Falls, Idaho -Granted assign- 
ment of license from Charles J. Saunders 
tr /as Saunders Broadcasting Co., to Idaho 
Broadcasters Inc., owned by Charles J. 
Saunders (100 %). No financial consideration. 
Granted Oct. 8. 

WAAP Peoria, Ill. -Granted assignment 
of license and CP from Peoria Broadcasting 
Co., owned by John Cleary (10 %), F. Wil- 
liam Spiegel Jr. (20 %). John Moses (30 %). 
John Pennish (5 %) and Frederick W. Spiegel 
Sr. (15 %). to Peoria Valley Broadcasting 
Inc., owned by Melvin Feldman (35%), Syl 
Binkin (35 %) and Richard S. Cohen (30 %). 
Consideration $262,500. Messrs. Feldman and 
Binkin held interests in WMAY Springfield. 
III., through 1963. Mr. Feldman was officer 
and director of WHIY Orlando. Fla., through 
1964. Mr. Cohen has interest in restaurant. 
Granted Oct. 8. 

WJRL Rockford, I11.- Granted transfer of 
positive control of licensee corporation, 
Town and Country Radio Inc., from Ward 
K. Conover (20% before, none after); Fred 
Becklenberg Jr. (20% before. none after) 
to John R. Livingston (48% before. 88% 
after). Consideration $26.000. Granted Oct. 
6. 

WHUT Anderson, Ind. -Granted assign- 
ment of license from Radio WBOW Inc. to 
WHUT Broadcasting Co.. owned by J. W. 
O'Connor (91 %) and Edward Ballantine 
(9 %). No financial consideration. Granted 
Sept. 30. 

TV COVERAGE' 

A PUZZLE? 

EMCEE Translators extend signal range 
under complete control of the station. 

EMCEE Translators remove coverage 
problems within framework of existing 
broadcast principles ... and the public 
doesn't pay! 

EMCEE 

Electronics Missiles c Communications Inc. 
160 EAST THIRD STREET, MT. VERNON, NEW YORK 10550 
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WEZI(TV) Louisville, Ky.- Granted as- 
signment of CP from Mid -America Broad- 
casting Corp. to South Central Broadcast- 
ing Corp., owned by John A. Engelbrecht 
(39.6 %). George F. Stoltz (39.6 %). Leigh - 
man D. Groves (19.8 %). Eileen O. Stoltz 
(.5 %) and Bettie G. Engelbrecht (.5 %). 
Consideration $25.000. South Central owns 
WIKY Evansville, Ind. and WTVK Knoxville, 
Tenn. Mr. Engelbrecht is president of South 
Central. Granted Oct. 11. 

WAAM Ann Arbor, Mich. -Granted trans- 
fer of control of licensee corporation, Ra- 
dio Ann Arbor Inc., from J. W. O'Connor 
(23% before, none after); Dorothy O'Con- 
nor (23% before, none after): Frank BaDan- 
tine (2% before. none after), and Thomas 
A. O'Connor (2% before, none after). to 
Frank H. Babcock Jr. (50% before, 100% 
after). Consideration $50,295. Granted Sept. 
30. 

KAOH Duluth, Minn.- Granted assignment 
of license from Linton D. Hargreaves, sole 
owner and individual licensee of KOAH. 
to K -O Corp., also owned by Hargreaves. 
No finanical consideration. Granted Oct. 6. 

WDOK -AM -FM Cleveland - Granted as- 
signment of license from Northeastern 
Pennsylvania Broadcasting Inc., owned by 
J. D. Wrather Jr. (6.29 %). George F. Good- 
year (5.38 %), Waco & Co., nominee for 
Romola Voynow (4.03 %). Gok & Co., nomi- 
nee for Paul A. Schoellkopf Jr. (5.48 %). 
Gerald L. Weisberger as trustee for share- 
holders of Ferndel Corp (3.3 %). to West- 
chester Corp., owned by Lucile Stone (51 %). 
Harry H. Stone (17.21 %), Norman Wain 
(10 %). Robert C. Weiss (10 %), Joseph T. 
Zingale (10 %). Nick J. Mileti (1.43 %) and 
Frank P. Celeste (0.36 %). Consideration $2.- 
180.000. Applicant is licensee of WFAS -AM- 
FM White Plains. N. Y. Mr. Stone is execu- 
tive vice president and director of Ameri- 
can Greetings Corp. (greeting card manu- 
facturer). Mr. Mileti is attorney. Granted 
Oct. 8. 

WCOM -FM Urbana, Ohio -Granted trans- 
fer of control of permittee corporation. 
The Brown Publishing Co., from Clarence 
J. Brown, deceased holder of 74.3% control, 
to his son and executor Clarence J. Brown 
Jr. No financial consideration. Granted 
Oct. 8. 

WCBG Chambersburg, Pa.- Granted as- 
signment of license from Reese Broadcast- 
ing Corp. to Four States Broadcasting Sta- 
tion Inc., owned by Norman E. Messner 
(51 %) and Molly Darr Messner (49 %). No 
financial consideration. Granted Oct. 7. 

WAEO -TV Rhinelander. Wis.- Granted as- 
signment of CP from Alvin O'Konski to 
Northland Television Inc., owned solely by 
Mr. O'Konski. No financial consideration. 
Granted Oct. 11. 

APPLICATIONS 
KSUN Bisbee. Ariz. -Seeks assignment of 

license from Esther Morris. executrix of 
estate of Carleton W. Morris deceased, to 
Bisbee Broadcasters Inc., owned by Arlo 
Woolery (50 %). John Hogg (25 %) and Jack 
Williams (25 %). Mr. Woolery is general 
manager of KSUN; Mr. Hogg is general 
manager and Mr. Williams is program di- 
rector Of KOY Phoenix. Each owns 25% 
of KOY and 20% of KVOY Yuma, Ariz. 
Consideration $55.000. Ann. Oct. 8. 

KHFH Sierra Vista, Ariz. -Seeks assign- 
ment of license from Esther Morris, execu- 
trix of estate of Carleton W. Morris de- 
ceased, to Huachuca Broadcasting Co., 
owned by Kenneth Ferguson (50 %) and 
Earl Hickman (50 %). Mr. Ferguson is gen- 
eral manager of KHFK and minority stock- 
holder of KMOP Tucson. Ariz. Mr. Hick- 
man is general manager for Kaiser Aero- 
space and Electronics. Phoenix. Considera- 
tion $55.000. Ann. Oct. 8. 

KMOP Tucson. Ariz. -Seeks involuntary 
assignment of license from Pima Broadcast- 
ing Co. to Paul Baker. receiver in bank- 
ruptcy. Ann. Oct. 6. 

KLFM(FM) Long Beach, Calif. -Seeks as- 
signment of license from Harriscope Music 
Corp. to Harriscope Broadcasting Corp., 
parent company of Harriscope Music. Harri- 
scope Broadcasting has interest in KKAR 
Pomona. Calif.; KFBB -AM -TV Great Falls. 
Mont.; KTWO -AM -TV Casper. Wyo. Ann. 
Oct. 8. 

WALG Albany, Ga. -Seeks involuntary 
transfer of control of licensee corporation. 
Radio Albany Inc., from Allen M. Woodall 
(75 %) to The First National Bank of Co- 
lumbus. executor of estate of Allen M. 
Woodall. deceased. No financial considera- 
tion. Ann. Oct. 8. 

WMOG Brunswick, Ga. -Seeks involun- 
tary transfer of control of licensee corpo- 
ration from Allen M. Woodall. (100 %) to 
The First National Bank of Columbus, ex- 
cutor of estate of Allen M. Woodall, de- 
ceased. No financial consideration. Ann. 
Oct. 8. 

WDAK Columbus, Ga. -Seeks involuntary 

transfer of control of licensee corporation, 
Radio Columbus Inc., from Allen M. Woodall 
(100 %) to The First National Bank of Co- 
lumbus, executor of estate of Allen M. 
Woodall. deceased. No financial considera- 
tion. Ann. Oct. 8. 

WVOH Hazlehurst, Ga. -Seeks transfer of 
control of licensee corporation, Jeff Davis 
Broadcasters Inc., from F. K. Graham and 
Collins Corp. of Ga. (together 51% before, 
nothing after) to John Hulett, Wimley 
Waters (each 24.5% before. 37.5% after) and 
L. R. Ursrey Sr. (none before, 25% after). 
Principals have no other broadcast interests 
at present. Consideration $12,240. Ann. Oct. 
12WDAX 

McRae, Ga. -Seeks involuntary 
transfer of control of licensee corporation, 
Redlo Telfair Inc., from Allen M. Woodall 
(68 %) to First National Bank of Columbus, 
executor of estate of Allen M. Woodall. de- 
ceased. No financial consideration. Ann. 
Oct. 8. 

WCLR Crystal Lake, 711. -Seeks transfer of 
cnotrol of permittee corporation, Lake Val- 
ley Broadcasters Inc., from George L. De- 
Beer (76% before. none after) to George 
L. and Dorothy DeBeer jointly (none be- 
fore, 52% after). No financial considera- 
tion. Ann. Oct. 8. 

WHFI -FM Birmingham, Mich. -Seeks as- 
signment of license from Meadowcroft 
Broadcasting Inc. to Art Center Broadcast- 
ing Co.. nonprofit corporation administered 
by board of directors. Consideration $130,000. 
Ann. Oct. 8. 

WCRM Clare, Mich. -Seeks assignment of 
license from Gateway to the North Broad- 
casting Corp. to Bi- County Broadcasting 
Corp. owned by Charles R. Bennett (40 %), 
George D. Devenney (20 %). Opal M. Fire - 
ovid (16 %), George A. Ross (13.36 %). and 
others. Mr. Devenney is announcer- sales- 
man for WCSR Hillsdale, Mich. Considera- 
tion $60.000. Ann. Oct. 8. 

KANA Anaconda, Mont. -Seeks assign- 
ment of license from Amperage Inc. to 
Magicland Broadcasting Co.. owned by Rex 
K. Jensen, Alice S. Jensen (each 5 %). Burt 
H. Oliphant, Peggy S. Oliphant (each 45 %). 
Mr. and Mrs. Oliphant are respectively 70% 
and 10% stockholders of Vigilante Broad - 
casting Co.. licensee of KDBM Dillon, Mont. 
Consideration $50.000. Ann. Oct. 8. 

WJLK -AM -FM Asbury Park, N. J. -Seeks 
transfer of control of Asbury Park Press 
Inc., parent company of licensee corpora- 
tion. Press Broadcasting Co.. from First 
Merchants National Bank and Mabel Brazer 
Kinmonth (deceased July 18, 1965), co- 
executors of estate of J. Lyle Kinmonth 
(99% before, none after), to Wayne D. Mc- 
Murray and Ernest Lass (each less than 1% 
before. each 50% after). Neither Mr. McMur- 
ray nor Mr. Lass have broadcast interests 
outside of WJLK- AM -FM. of which they 
are officers. Consideration: free transfer of 
stock according to conditions of will of J. 
Lyle Kinmonth. Ann. Oct. 6. 

KFME(FM) Newark, N. J. -Seeks assign- 
ment of license from Bergen F. M. Inc. to 
Family Stations Inc. owned by Harold 
Camping, Scott L. Smith and Peter Sluts 
(nonstock corporation). Family Stations 
owns KEAR San Francisco, KEBR Sacra- 
mento. KECR El Cajon. all California; prin- 
cipals of Family Stations have no other 
broadcast interests. Consideration $535,000. 
Ann. Oct. 8. 

WHAZ Troy. N. Y. -Seeks assignment of 
license from Rensselaer Polytechnic Insti- 
tute to Debs Memorial Fund (nighttime 
hours of operation) and Troy Record Co. 
(daytime hours of operation together with 
certain properties). Debs is licensee of 
WEVD -AM -FM New York City; Troy Rec- 
ord is sole owner of WFLY -FM Troy. Con- 
sideration $50.000 from Debs; and $15.000 
from Troy Record. Ann. Sept. 17. 

KBND Bend, Ore. -Seeks voluntary re- 
linquishment of negative control of licensee 
corporation KBND Inc. by each, Douglas 
D. Kahle and Edwin Tornberg (each 50% 
before, 49% after) through transfer of stock 
to Kessler Cannon and Douglas Gaines (none 
before. 1% each after). Gift; no financial 
consideration. Ann. Oct. 6. 

KRDR Gresham, Ore -Seeks acquisition 
of negative control of licensee corporation, 
Action Broadcasting Co., from Marion G. 
McKeown (20% before, none after) to John 
E. Grant and George O. DeWitt (each 40% 
before. 50% after). Consideration $6,000. 
Ann. Sept. 30. 

KNDX(FM) Yakima. Wash. -Seeks assign- 
ment of license from David Zander Pugsley 
tr /as Sunset Broadcasting Co. to The Cater 
Corp., wholly owned by Mr. Pugsley. Con- 
sideration exchange of stock for existing 
properties. Ann. Oct. 8. 

WNAM(FM) Neenah - Menassa. Wis.- 
Seeks assignment of CP authorizing new 
FM broadcast station and SCA from WNAM 
Inc. to Fox Cities Broadcasters Inc. Both 
companies are owned by James A. McKenna 
Jr. (90 %) and Don C. Wirth (10 %). Action 
Oct. 12. 
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Hearing cases 
INITIAL DECISIONS 

Hearing Examiner Thomas H. Donahue 
issued initial decision looking toward deny- 
ing for failure to prosecute application of 
Abraham Rosenstock, tr /as Jefferson Radio 
Co., for license to cover construction permit 
of new station (KABE) in Westwego, La., 
on 1540 kc, 500 w -D. Action Oct. 6. 

OTHER ACTIONS 
By memorandum, opinion and order in 

proceeding on applications of Teleprompter 
Transmission of Kansas Inc. for renewal of 
licenses of domestic public point -to -point 
microwave stations KLF92 near Spearman. 
and KLF93. Hoghland, Tex., and for modifica- 
tion of construction permits to add another 
signal via microwave relay for service to 
Liberal, Kan. Commission denied motion 
by applicant and intervenor, Teleprompter 
of Liberal Inc., to require Southwest Kansas 
Television Co. Inc., licensee of KTVC(TV) 
Ensign. Kan., to produce and have official 
notice of its annual financial report for 
1964, furnish copies to Counsel, and permit 
comments to be directed on this material 
at Oct. 14 oral argument. Commissioners 
Bartley and Loevinger dissented. Action 
Oct. 6. 

By order in consolidated proceeding on 
applications for new FM's in Delray Beach 
and Pompano Beach, Fla., commission de- 
nied application by Boca Broadcasters for 
review of July 21 action of review board 
which, among other things, added "sub- 
urban" issue to Boca's application, and 
dismissed as moot petition by WFTL 
Broadcasting Co. for extension of time to 
f le opposition. Action Oct. 6. 

By memorandum opinion and order. 
in remand proceeding on application of 
Melody Music Inc., for renewal of license 
of WdMA Hollywood, Fla., commission (1) 
afforded parties time to Nov. 3 to file 
briefs directed particularly to questions raised by opinion of court of appeals, with 
reply briefs to be filed by Nov. 17, and 
scheduled oral argument before commis- 
sion en banc on Dec. 16. Commissioner Cox not participating. Action Oct. 6. 

By order, commission directed that ap- 
plications for review of review board's 
action of Sept. 14 in denying applica- 
tions for interim operation on 1380 kc, to 
be vacated by KWK St. Lout, may be 
filed by Oct. 15, oppositions (without regard 
to date of filing of such applications) by 
Nov. 1, and replies (without regard to date 
of filing of oppositions) by Nov. 15; ordered 
that commission will strictly adhere to 
these filing dates and will not entertain 
requests for extensions of time: and dis- 
missed as moot petition by Pike -Mo Broad- 
casting Co. for extension of time to file 
opposition. Action Oct. 6. 

As result of its investigation of com- 
plaint by Fred J. Cook, of Interlaken. 
N. J.. about failure to comply with "fair- 
ness doctrine" in matter of personal at- 
tack made by Billy James Hargis "Christian 
Crusade" radio program in Nov. 1964. 
commission addressed letters to ten stations 
requesting that they advise commission of 
their plans to comply with requirements 
applicable to situation. Stations are KXEN 
Festus -St. Louis, Mo.; KHEP Phoenix; 
KBEN Carrizo Springs, Tex.; WEYZ Tal- 
ladega, Ala.; WGCB Red Lion, Pa.; KBHC 
Nashville. Ark.; KVIN Vinita, Okla.; WJBS 
De Land. Fla.; WNKY Neon, Ky., and 
KVOW Riverton, Wyo. Action Oct. 8. 

By memorandum opinion and order 
commission designated for hearing applica- 
tions of Tri -State Television Translators Inc. 
for seven new VHF 'TV translator stations 
on channels 2. 3, 4. 5, 8, 10 and 12 to serve 
Cumberland. Md.. by rebroadcasting pro- 
grams of WJAC -TV Johnstown. WTAE(TV) 
and KDKA -TV both Pittsburgh, and 
WMAL -TV, WTOP -TV. and WTTG(TV); 
all Washington. Issues include determina- 
tion as to whether grant would retard 
development of UHF TV In Cumberland 
area. Potomac Valley TV Co. Inc.. Cumber- 
land CATV operator and applicant for new 
TV station to operate on channel 52 at 
Cumberland, and WSVA -TV Harrisonburg, 
Va., which filed oppositions, were made 
parties to proceeding. Hearing will be held 
in Cumberland. Commissioner Bartley dis- 
sented. Action Oct. 6. 

By memorandum opinion and order 
commission (1) dismissed as untimely filed 
petition by WJQS Jackson. Miss., for re- 
consideration of March 17 action which 
granted application of Newforte Inc., to 
Increase daytime power of WFOR Hatties- 
burg. Miss., on 1400 kc from 250 w to 1 

kw, continued nighttime operation with 250 
w; and (2) on own motion, ordered that 
pending final decision on application of 
Grenada Broadcasting Co. Inc., to increase 
daytime power of WNAG Grenada, Miss.. 
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on 1500 kc from 250 w to 1 kw, continued 
nighttime operation with 250 w, action will 
be temporarily withheld with respect to 
any WFOR program- test -authority request 
or license application filed in connection 
with WFOR's grant of March 17. Action 
Oct. 6. 

By memorandum opinion and order 
commission (1) granted application by Roy 
H. Park Broadcasting of Tri- Cities Inc., 
for new VHF TV translator station on 
channel 13 to serve Marion, Va., by re- 
broadcasting programs of its WJHL -TV 
Johnson City, Tenn., subject to nonduplica- 
tion conditions and, further, to outcome of 
proceeding in Doc. 15971; 12) denied op- 
posing petition by Home and Auto Supply 
Co., operator of CATV system in Marion, 
and (3) dismissed as moot opposing petition 
by Shenandoah Life Stations Inc., Roanoke, 
Va. Commissioners Bartley and Loevinger 
concurred in grant but dissented to im- 
position of conditions. Action Oct. 6. 

By memorandum opinion and order 
commission denied petition by Council for 
Television Development for reconsideration 
of commission's present interim policy con- 
cerning acquisition of TV stations in top 
50 markets. (Adopted June 21, 1965, that 
policy provides that, unless there is 
compelling showing, applications filed after 
that date which would result in common 
ownership of more than three TV stations 
or more than two VHF stations in these 
markets will be designated for hearing.) 
Commissioners Lee and Wadsworth dis- 
sented. Action Oct. 6. 

Routine roundup 
ACTIONS BY FCC 

By letter commission waived Sec. 
73.682 of its rules and granted extension 
of authority to Community Television of 
Southern California to transmit scrambled 
programs of medical nature over its non- 
commercial educational TV station KCET 
Los Angeles, on an experimental basis 
from Oct. 15, 1965 to Aug. 1. 1968. Condi- 
tions include limiting scrambled operation 
to not more than two hours each week and 
for use specifically to medical education 
programs. Action Oct. 6. 

ACTIONS BY REVIEW BOARD 
In proceeding on applications of WHAS 

Inc. and Fidelity Radio Inc.. for new FM's 
in Louisville, Ky., denied latter's request 
for stay of hearing examiner's Oct. 1 

ruling that petitioner produce certain doc- 
uments by Oct. 11. Action Oct. 12. 

By memorandum opinion and order in 
proceeding on applications of Associated 
Television Corp. and Deil O. Gustafson, 
tr /as Capitol City Television Co.. for new 
TV's to operate on Channel 29 in St. Paul 
(1) dismissed as moot that part of ap- 
peal from chief hearing examiner's denial 
of petition by Capitol City for leave to 
amend its application to reduce tower 
height, increase power, change equipment 
and financial data, and (2) affirmed chief 
hearing examiner's denial insofar as it per- 
tains to applicant's program policy state- 
ment. Action Oct. 11. 

Granted request by Broadcast Bureau 
to extend time to Oct. 11 to file responses 
to its Sept. 24. petition to reopen record 
and enlarge issues in proceeding on ap- 
plications of Cleveland Broadcasting Inc.. 
and Community Telecasters of Cleveland 
Inc., for new TV's to operate on channel 
19 in Cleveland. Action Oct. 8. 

Granted petition by WGN Inc., to ex- 
tend time to Oct. 15 to file replies to op- 
positions to its motion to modify and 
enlarge issues in Carson City -Reno. Las 
Vegas, Nev. -Idaho Falls, Idaho, consoli- 
dated AM proceeding in Doc. 16109 -16115. 
Action Oct. 8. 

By memorandum opinion and order. 
(1) denied motion by Midwest Television 

Inc., for modification of issues in proceed- 
ing on its application for new UHF TV on 
channel 49 in Springfield. Ill. include over- 
lap waiver clause, and (2) on own motion. 
revised issue to include determination as to 
whether applicant proposes primarily satel- 
lite operation within meaning of Note 4 

to Sec. 73.636 and whether satellite form 
of operation would be public Interest. 
Action Oct. 7. 

ACTIONS ON MOTIONS 
Commission on Oct. 11 granted joint 

petition by Palmer Broadcasting Co. and 
Black Hawk Broadcasting Co. to extend 
time from Oct. 11 to Oct. 18 to file com- 
ments and from Oct. 26 to Nov. 2 for re- 
plies in FM rulemaking proposal involving 
Oskaloosa, Ottumwa and other communities 
in Iowa. 

Commission on Oct. 6 granted motion by 
Association of Maximum Service Telecasters 

Inc. to extend time from Oct. 7 to Oct. 14 
to file comments and from Oct. 22 to Oct. 
29 for replies in matter of amendment of 
Parts 1, 17 and 73 of rules to provide for 
establishment and use of antenna farm 
areas. 

By Chief Hearing Examiner 
James D. Cunningham 

Designated Examiner James D. Cun- 
ningham to preside at hearings in mat- 
ter of cease and desist order to be directed 
against KISN Vancouver, Wash.; scheduled 
hearing for Nov. 17 in Vancouver. Action 
Oct. 6. 

By Hearing Examiner Basil P.Cooper 
Granted petition by Downriver Broad- 

casting Association, to extent of dismissing, 
but with prejudice, its application for new 
AM in Napoleon, Ohio. Action Oct. 6. 

By Hearing Examiner Charles J. Frederick 
On own motion, certified to review 

board its resolution of which conditions 
should be considered controlling in deter- 
mination of issue in remand proceeding on 
application of Triple C Broadcasting Corp. 
(WLOR) Thomasville, Ga. Action Oct. 8. 

By Hearing Examiner Walther W. Guenther 
In proceeding on AM applications of 

Emerald Broadcasting Corp. (KPIR). Eu- 
gene. Pendleton Broadcasting Co. (KUMA), 
Pendleton, both Oregon, and Hi -Desert 
Broadcasting Corp. (KDHI), Twenty -Nine 
Palms. Calif. granted petition by Hi -Desert 
for leave to amend its application to supple- 
ment financial showing. Action Oct. 6. 

Granted motion by Marshall Broadcast- 
ing Co. to extent of continuing hearing 
from Oct. 7 to Nov. 15 in proceeding on its 
application for new FM in Marshall, Mich. 
Action Oct. 5. 

By Hearing Examiner Isadore A. Honig 
Formalized agreements reached at Oct. 

7 prehearing conference in proceeding on 
AM application of Darrell E. Yates (KRBA), 
Lufkin, Tex., and scheduled certain pro- 
cedural dates and rescheduled Nov. 8 
hearing for Nov. 23. By separate action in 
above proceeding, on own motion, rejected 
proposed engineering exhibit submitted by 
Jasper Broadcasting Service (KTXJ), 
Jasper, Tex., without prejudice, however, to 
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offering in evidence of similar exhibit at 
hearing in accordance with established 
commission hearing procedures. Action 
Oct. 8. 

By Hearing Examiner Jay A. Kyle 
Granted request by Broadcast Bureau 

to reschedule Oct. 22 prehearing confer- 
ence for Oct. 26 in matter of license renewal 
and transfer of control of Elyria- Lorain 
Broadcasting Co. (WEOL AM -FM), Elyria, 
Ohio. Action Oct. 6. 

Pursuant to Oct. 5 prehearing confer- 
ence in proceeding on AM application of 
Progress Broadcasting Corp. (WHOM), 
New York, rescheduled Oct. 18 date for ex- 
change of exhibits for Oct. 25. Action 
Oct. 5. 

By Hearing Examiner 
Chester F. Naumowicz Jr. 

Pursuant to agreements reached and 
rulings made at May 28 and Oct. 1 hearing 
conferences in proceeding on applications 
of Chicagoland TV Co. and Chicago Federa- 
tion of Labor and Industrial Council for 
new TV's to operate on channel 50 in 
Chicago, scheduled certain procedural dates. 
specified Nov. 1 for any petition for leave 
to amend to be filed, scheduled resumption 
of hearing for Dec. 15, and Jan. 11, 1968 
for hearing sessions for cross -examination 
of witnesses. Action Oct. 6. 

BROADCAST ACTIONS 
by Broadcast Bureau 

Actions of Oct. 11 
WBGM(FM) Tallahassee, Fla. -Granted 

license covering change of ant. trans. loca- 
tion and increase in ant. height to 370 ft.; 
condition. 

KFH -FM Wichita, Kan. -Granted license 
covering change of facilities, installation 
of new ant. and specify type ant. 

KZZN Littlefield, Tex.-Granted license covering increase in daytime power and 
installation new trans. 

KWHO Salt Lake City -Granted license 
covering Change in ant. trans. location. 

KORE Eugene, Ore. -Granted license cov- ering change in ant.- trans. and main studio location and operation by remote control, change in ant. system and other changes. 
KOVO Provo, Utah- Granted license cov- ering installation of new auxiliary trans. at main trans. site, using DA -N. 
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WPIN St. Petersburg, Fla.- Granted li- 
cense covering change in ant. and group 
systems. 

KEEE Nacogdoches, Tex. -Granted li- 
cense to operate old main trans. as auxiliary 
trans.; remote control permitted. 

KDRS Paragould, Ark.- Granted license 
covering increase in daytime power, in- 
stallation new trans. and specify trans. for 
night and day and license to use old main 
trans. at main trans. location with remote 
control for auxiliary purposes. 

sKWCS -TV Ogden, Utah -Granted CP to 
change ERP to 10 kw vis., 2 kw aur., type 
trans. and ant., and redescribe trans. and 
studio locations; condition. 

WMAZ -TV Macon, Ga.- Granted mod. of 
CF' to change ERP to 316 kw vis., 63.1 kw 
aur., type ant., and make other equipment 
changes. 

KBLM -TV Roswell, N. M.- Granted mod. 
of CP to change ERP to 288 kw vis. and 
35.5 kw aur., type trans. and ant. and make 
changes in ant. structure. 

Twin City Area Educational Television 
Corp. and West Central Minnesota Educa- 
tional Television Co., Appleton, Minn. - 
Granted mod. of CP of new noncommercial 
educational TV to change aur. ERP to 37.1 
kw, type trans. and ant., ant. structure and 
ant. height to 480 ft. 

WHDH -TV Boston- Granted mod. of li- 
cense to reduce aur. ERP to 10.5 kw; with- 
out prejudice as result of outcome of pro- 
ceedings in Doc. 15024 et al. 

WHDH -FM Boston -Granted CP to in- 
stall new trans., install new ant.. increase 
ERP to 4.3 kw. 

KCHY Cheyenne, Wyo.- Granted CP to 
change facilities from 1590 kc, 1 kw -D, to 
1530 kc, 1 kw -N, 10 kw -D, DA -2; install 
new trans., change ant.-trans. location to 
1.1 mi. S.W. of Center of Orchard Valley, 
and delete remote control operation of 
trans.; conditions. 

WIVK Knoxville. Tenn. -Granted CP to 
change facilities of daytime station from 
860 kc, to 850 kc, 50 kw, DA -D, install new 
trans., change ant.-trans location and delete 
remote control; conditions. 

WWRL New York- Granted CP to make 
changes in daytime directional ant. pattern 
(DA -1 to DA -2) and make changes in ground 
system; conditions. 

Wagoner Radio Co., Wagoner, Okla. - 
Granted CP for new AM to operate on 1530 
kc, 250 w, D; remote control permitted; 
condition. 

WEBH(FM) Chicago- Granted license for 
auxiliary trans. 

WJOL -FM Joilet, Ill.- Granted license 
covering installation of new ant., change 
in ant. system and increase ERP to 3 kw, 
ant. height to 300 ft. 

WPBS(FM) Philadelphia- Granted license 
covering installation of vertical ant., change 
in ERP to 4.6 kw and ant. height to 840 
ft. 

WJAC -FM Johnstown, Pa.- Granted li- 
cense covering changes in ant. system, 
ERP to 57 kw, ant. height to 1080 ft., and 
installation of new ant. 

WKYT -TV Lexington, Ky.- Granted mod. 
of license to reduce aur. ERP to 38.9 kw. 

KOKH -TV Oklahoma City -Granted mod. 
of license to reduce aur. ERP to 55 kw. 

Actions of Oct. 8 

KRWG University Park, N. M.- Granted 
license for noncommercial educational FM; 
ERP 740 watts; ant. height minus 195 ft. 

KIKK Pasadena, Tex. -Granted license 
covering installation of former main trans. 
at main trans. site as an alternate -main 
trans. 

KBEW Blue Earth, Minn. -Granted li- 
cense covering increase in power and in- 
stallation of new trans. 

KLMO Longmont. Colo. -Granted license 
covering change of facilities, installation of 
new trans.. and change in ant. system. 

KGEE Bakersfield, Calif.- Granted license 
covering change in location of auxiliary 
trans. 

WSYR Syracuse, N. Y.- Granted CP to 
make change in nighttime and daytime DA 
patterns; conditions. 

WLOE -FM Leaksville, N. C.- Granted CP 
to install new ant., change ant. system and 
increase ERP to 27 kw. 

WDLB -FM Marshfield, Wis.- Granted mod, 
of CP to change type trans. and ant. 

WWKE Ocala, Fla.- Remote control per- 
mitted. 

Granted licenses for following AM 
stations: KYET Payette, Idaho; KVSI 
Montpelier, Idaho, specify type trans., and 
delete remote control; KNLV Ord. Neb., 
specify type trans., remote control per- 
mitted; RYCKY Coolidge, Ariz., and specify 
type trans., condition. 

Granted licenses covering installation of 
new trans. for following stations: KCLN 
Clinton, Iowa. (aux., with DA -D): KGRT 
Las Cruces, N. M. (aux.); KRUX, Glen- 

dale, Ariz. (aux. daytime, alternate main 
nighttime) ; KGEE -FM Bakersfield, Calif., 
and change ant. system. 

Granted licenses covering increase in 
daytime power and installation of new 
trans. for following AM stations: KJCF 
Festus, Mo.; and KTKN Ketchikan, Alaska, 
install new daytime trans. (2 main trans.) 
and specify daytime trans. 

Granted license covering change in 
daytime DA pattern (from DA -1 to DA -N) 
with conditions, for KAFY Bakersfield, 
Calif.. 

Granted CP for installation of new 
trans. and increase in ERP to 100 kw for 
WPTF -FM Raleigh, N. C. 

Following stations were granted ex- 
tensions of completion dates as shown: 
WDIF(FM) Buffalo, N. Y., to March 30, 
1966; KEFM(FM) Santa Rosa, Calif., to 
April 1, 1966; WXEL(FM) Louisville, Ky., to 
March 24, 1966; KSJT(FM) San Angelo, 
Tex., to April 1, 1966. 

Granted CPs to change ant.- trans. loca- 
tion of following stations: KVCR San 
Bernardino, Calif., increase ERP to 810 w, 
and decrease ant. height to minus 280 ft.; 
KRSN -FM Los Alamos, N. M., and studio 
location and increase ant. height to 27 ft.; 
WSID -FM Baltimore, and studio and re- 
mote control points, install new trans., in- 
crease ERP to 20 kw, ant. height to 390 
ft., remote control permitted. 

Granted licenses for following FM sta- 
tions: KID -FM Idaho Falls, Idaho, and 
specify type trans.; and KXXI Alamogordo, 
N. M., and specify trans. and ant. 

is Granted licenses for following TV trans- 
lator stations: WOTAN Schoharie and Mid - 
dleburg, N. Y.; K12EY Hayden, Colo.: 
WO7AO Crossville, Tenn.; K8OBY, K75BP 
Kanab, Mt. Carmel and Rural Washington 
County, Wash.; K82BC Gilroy and Morgan 
Hill, Calif. (BLTT-725). 

Granted licenses covering changes for 
following UHF TV translator stations: 
K82AU. K73BD Bijou. Calif.; W73AC Clarks 
Summit, Dalton, Waverly and part of Scran- 
ton, Pa. 

Actions of Oct. 7 

WCKW(FM) LaPlace. La.- Granted mod. 
of CP to change studio and ant.-trans. 
location to 1.5 miles north of Garyville. 

WNXT -FM Portsmouth, Ohio- Granted 
mod. of CP to change type trans.; ant. 
height 540 ft. 

KFJZ -AM -FM Fort Worth, Tex. -Granted 
mod. of licenses to change name to Texas 
State Network, Inc. (BML -2137, BMLH- 
230). 

KSRF Santa Monica. Calif.- Granted li- 
cense covering installation of new ant. and 
change in ERP to 2 kw and ant. height to 
minus 175 ft. 

WCBG Chambersburg, Pa.- Granted li- 
cense for new trans. 

WBYM Bayamon, P. R.- Granted mod. 
of subsidiary communications authorization 
to add storecasting, using subcarrier fre- 
quency of approximately 67 kc. 

KXZY -FM Houston- Remote control per- 
mitted. 

WAAB -AM -FM Worcester, Mass -Remote 
control permitted. 

Following stations were granted ex- 
tensions of completion dates as shown: 
WANY -FM Albany, Ky., to Dec. 1: WEZY- 
FM Cocoa, Fla., to Feb. 1, 1966; KRSA -FM 
Salinas, Calif., to Oct. 15; WTHI -FM 
Terre Haute, Ind., to March 15, 1966; WCHO- 
FM Washington Court House. Ohio, to 
March 22, 1966; WEST -FM Easton, Pa., to 
March 30, 1966; WBOW -FM Terre Haute, 
Ind., to April 1, 1966: WVQM Huntington, 
W. Va., to March 17, 1966; WHME South 
Bend, Ind., to March 29. 1966; WJWL 
Georgetown, Del., to March 15, 1966; and 
WNWI Valparaiso, Ind., to Dec. 31. 

Actions of Oct. 6 

KSTF(TV) Scottsbluff, Neb.- Granted 
mod. of license to reduce aur. ERP to 24 
kw and modify aur. trans. 

WSYR -TV Syracuse. N. Y.- Granted CP 
to change sideband filter and diplexer. 

KABL -FM San Francisco -Granted CP to 
install new trans. and ant.: ERP 100 kw, 
and waived provisions of Sect. 73.210(a) 
of rules to extent of permitting relocation 
of main studio beyond corporate limits of 
San Francisco; San Francisco identification 
to be continued; without prejudice to sub- 
mission of application on From 301 -A 
with showing that trans. is reliable and 
capable of being operated by remote con- 
trol. 

KXL -FM Portland, Ore. -Granted CP to 
install new trans., new ant., change ant. 
system. studio location; ERP 68 kw; ant. 
height 920 ft. 

WNCN New York -Granted CP to install 
new ant., increase ERP to 2.25 kw, de- 
crease ant. height to 1,220 ft.; remote con- 
trol permitted; condition. 

*WQED(TV) Pittsburgh- Granted license 
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PROFESSIONAL CARDS 
JANSKY & BAILEY 

Consulting Engineers 

2411 - 2419 M St., N.W. 

Washington 37, D. C. 296 -6400 

COMMERCIAL RADIO 
EQUIPMENT CO. 

Everett L. Dillard, Gen. Mgr. 
Edward F. Lorentz, Chief Engr. 

PRUDENTIAL BLDG. 
DI 7 -1319 

WASHINGTON, D. C. 20005 
Member AFOOE 

KEAR & KENNEDY 

1302 18th St., N.W. Hudson 3 -9000 

WASHINGTON 6, D. C. 

Member AFOOE 

GEO. P. ADAIR ENG. CO. 
CONSULTING ENGINEERS 

Radio -Television 
Communications-Electronics 

901 20th St., N.W. 
Washington, D. C. 

Federal 3 -1116 
Member AFCOE 

JULES COHEN 
& ASSOCIATES 

9th Floor, Securities Bldg. 
729 15th St., N.W., 393 -4616 

Washington 5, D. C. 

Member AFOOE 

PETE JOHNSON 
Consulting am -fm -tv Engineers 

Applications -Field Engineering 

P.O. Box 4318 342 -6281 

Charleston, West Virginia 

E. HAROLD MUNN, JR. 
BROADCAST ENGINEERING 

CONSULTANT 
Box 220 

Coldwater, Michigan --ß9036 
Phone: 517- 278 -6733 

JAMES C. McNARY 
Consulting Engineer 
National Press Bldg. 

Wash. 4, D. C. 

Telephone District 7 -1205 
Member AFCCE 

A. D. Ring & Associates 
42 Years' Experience in Radio 

Engineering 

1710 H St., N. W. 298 -6850 
WASHINGTON 6, D. C. 

Member AFCCE 

A. EARL CULLUM, JR. 
CONSULTING ENGINEERS 

INWOOD POST OFFICE 
DALLAS 9, TEXAS 

MElrose 1 -8360 
Member AFOOE 

WALTER F. KEAN 
CONSULTING RADIO ENGINEERS 

Associate 
George M. Sklom 

19 E. Quincy St. Hickory 7 -2401 
Riverside, Ill IA Chicago suburb) 

Member AFCOE 

CARL E. SMITH 
CONSULTING RADIO ENGINEERS 

8200 Snowyille Road 

Cleveland 41, Ohio 
Phone: 216 -526 -4386 

Member AFCOE 

MERL SAXON 

CONSULTING RADIO ENGINEER 

622 Hoskins Street 

Lufkin, Texas 

NEptune 4 -4242 NEptune 4 -9558 

JOHN H. MULLANEY 
and ASSOCIATES 

A Division of Multronics, Inc. 
Multronics Building 

5712 Frederick Ave., Rockville, Md. 
(a suburb of Washington) 

Phone. 301 427 -4666 
Member AFCCE 

Service Directory 

COMMERCIAL RADIO 
MONITORING CO. 
PRECISION FREQUENCY 

MEASUREMENTS 
AM -FM -TV 

103 S. Market St., 
Lee's Summit, Mo. 

Phone Kansas City, Laclede 4 -3777 

CAMBRIDGE CRYSTALS 
PRECISION FREQUENCY 
MEASURING SERVICE 

SPECIALISTS FOR AM -FM -TV 
445 Concord Ave., 

Cambridge 38, Mass. 
Phone TRowbridge 6 -2810 
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-Established 1924 - 
PAUL GODLEY CO. 
Upper Montclair, N. J. 

Pilgrim 6 -3000 
Laboratories, Great Notch, N. J. 

Member AFOCE 

GAUTNEY & JONES 
CONSULTING RADIO ENGINEERS 

930 Warner Bldg. National 8 -7757 

Washington 4, D. C. 

Member AFOOE 

GUY C. HUTCHESON 

P.O. Box 808 CRestview 4 -8721 

1100 W. Abram 

ARLINGTON, TEXAS 

HAMMETT & EDISON 
CONULTING RADIO ENGINEERS 

Box 68, International Airport 
San Francisco 28, California 

Diamond 2 -5208 
Member AFOOE 

GEORGE C. DAVIS 
CONSULTING ENGINEERS 

RADIO Cr TELEVISION 
527 Munsey Bldg. 
STerling 3 -0111 

Washington 4, D. C. 
Member AFOOE 

Lohnes & Culver 
Munsey Building District 7 -8215 

Washington 5, D. C. 

Member AFOOE 

SILLIMAN, MOFFET 
& KOWALSKI 
1405 C St., N.W. 
Republic 7 -6646 

Washington 5, D. C. 

Member AFOOB 

JOHN B. HEFFELFINGER 

9208 Wyoming PI. Hiland 4 -7010 

KANSAS CITY 14, MISSOURI 

VIR N. JAMES 
CONSULTING RADIO ENGINEERS 
Applications and Field Engineering 

345 Colorado Blvd. -80206 
Phone: (Area Code 303) 333 -5562 

DENVER, COLORADO 
Member AFCOE 

WILLIAM B. CARR 
CONSULTING ENGINEERS 

P. 0. Box 13287 

Fort Worth, Texas 
BUtler 1 -1551 

Member AFOOB 

E. E. BENHAM 
& ASSOCIATES 
Consulting Engineers 

3141 Cahuenga Blvd. 

Los Angeles 28, California 
HO 6 -3227 

PAUL DEAN FORD 

Broadcast Engineering Consultant 
R. R. 2. Box 50 

West Terra Haute, Indiana 47885 
Drexel 8903 

SPOT YOUR FIRM'S NAME HERE 

To Be Seen by 100,000' Readers 
-among them, the decision -mak- 
ing station owners and manag- 
ers, chief engineers and techni- 
cians--applicants for am, fm tv 
and facsimile facilities. 
'ARB Continuing Readership Study 

A. E. Towne Assocs., Inc. 
TELEVISION and RADIO 

ENGINEERING CONSULTANTS 
420 Taylor St. 

San Francisco 2, Calif. 
PR 5 -3100 

RAYMOND E. ROHRER 
& Associates 

Consulting Radio Engineers 
436 Wyatt Bldg. 

Washington 5, D. C. 
Phone: 347 -9061 
Member A700E 

JAMES F. LAWRENCE, JR. 
FM and TV Engineering Consultant 

Applications and Construction 
Precision Frequency Measurements 
TELETRONIX ENGR. CO. 

308 Monterey Rd. S. Pasadena, Cal. 
Phone 213 -682 -2792 

T. W. KIRKSEY 
17 Years TV Engineering 
TV CATV and Microwave 

Phone 612 -935 -7131 

Box 8068 55416 
Minneapolis, Minnesota 

contact 
BROADCASTING MAGAZINE 

1735 DeSales St. N.W. 
Washington, D. C. 20036 

for availabilifies 
Phone: ME 8 -1022 
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SUMMARY OF COMMERCIAL BROADCASTING 
Compiled by BROADCASTING, Oct. 14 

ON AIR NOT ON AIR 

Lic. CP's CP's 
TOTAL APPLICATIONS 

for new stations 

AM 4,009 27 64 
FM 1,336 53 204 
TV 560' 33 95 

AUTHORIZED TELEVISION STATIONS 

Compiled by BROADCASTING, Oct. 14 

VHF UHF 

358 
244 
143 

TV 

Commercial 512' 178 690 
Noncommercial 66 62 128 

COMMERCIAL STATION BOXSCORE 

Compiled by FCC, Aug. 31, 1965 

AM FM TV 

Licensed (all on air) 4,004 1,334 558' 
CP's on air (new stations) 26 37 33 
CP's not on air (new stations) 68 212 96 
Total authorized stations 4,100 1,583 690 
Applications for new stations (not in hearing) 257 186 75 
Applications for new stations (in hearing) 79 49 57 
Total applications for new stations 336 235 132 
Applications for major changes (not in hearing) 198 47 32 
Applications for major changes (in hearing) 35 2 8 

Total applications for major changes 
Licenses deleted 
CP's deleted 

233 
0 
0 

49 
0 
O 

40 
3 
4 

' Does not include three licensed stations off air. 
'Includes three noncommercial stations operating on commercial channels. 

to utilize previously licensed main trans. 
as auxiliary trans. at main trans. site. 

WMCT(TV) Memphis, Tenn. -Granted 
mod. of license to reduce aur. ERP to 20 
kw. 

*WQED(TV) Pittsburgh, Pa.- Granted li- 
cense to utilize previously licensed main 
trans. as auxiliary trans. at trans. sit. 

WMCT(TV), Channel 5 Memphis, Temi.- 
Granted mod. of license to reduce aur. ERP 
to 20 kw. 

Skylark Corp., Kingston, N. Y.- Granted 
mod. of CP to change ant.- trans. location 
450 ft. from present location, increase ERP 
to 750 w and decrease ant. height to 550 
ft., and make engineering changes; remote 
control permitted. 

Granted licenses for following UHF TV 
Translator sations: K79BB. K77BL, Tele -Ray 
Translator System, Synder, Tex.; K83BE, 
Fort Mason Translator System, Doss, Cherry 
Springs. and Loyal Valley, Tex.; K7ODB, 
K72CD, K74CJ, Donley County Translator 
System. Clarendon, Tex.; K83AV, Zapata 
TV Translator System. Zapata, Tex.; K8OBT, 
K82BB, K78BK, OK TV Translator System 
of Seiling Inc., Seiling, Taloga and Vici. 
Okla. 

Actions of Oct. 5 
KFAC -FM Los Angeles- Granted request 

to cancel authorizations to cover use of 
auxiliary trans. #2. 

WABZ Albermarle, N. C.- Granted re- 
quest to cancel auxiliary license and re- 
newal of Nov. 29, 1963 which authorized 
use of auxiliary trans. 

Granted renewal of licenses of the fol- 
lowing main stations and copending auxili- 
aries: KFMN(FM) Abilene, Tex.: KIKO 
Miami, Ariz.; KINO Winslow, Ariz. and 
KQEO Albuquerque, N. M. 

Actions of Oct 4 
WCSH Portland, Me.- Granted change of 

remote control authority. 
Action of Oct. 1 

WBFG Detroit -Granted change of remote 
control authority. 

Actions of Sept. 29 
WQXT Palm Beach, Fla. -Granted license 

in daytime power on 1340 kc from 250 w to 
500 w, continued nighttime operation with 
250 w; conditions. 

WSJC Magee, Miss. -Granted change of 

REPRINTS AVAILABLE 
OF THE 

COUNTRY & WESTERN SPECIAL REPORT 

3001 each 

250 each in quantities of 100 to 500 

200 each over 500 

Please send your order today 

ßfoaUcastîllq 
THE aUSINESSWEENIY OF TELEVISION AND RADIO 

1735 DeSales St., N.W. 
Washington, D. C. 20036 

ME 8-1022 
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facilities from 790 kc, 1 kw, DA, D. to 810 
kc. 250 w -N, 50 kw -LS, DA -2. U (BP- 
16386); conditions include no pre -sunrise 
operation with daytime facilities pending 
decision in Doc. 14419. 

Fines 
By memorandum opinion and order 

commission ordered Donze -Enterprises Inc.. 
to forfeit 5500 for willful and repeated 
violations of Sec. 73.93(a) of rules by fail- 
ing to have a licensed operator on duty at 
trans. site of KSGM Chester, Ill., and for 
prelogging entries in operating log for 
operating parameters in violation of Sec. 
73.111(a). The action was taken after con- 
sideration of licensee's reply to Dec. 16, 
1964 notice of apparent liability for that 
sum. Chairman Henry absent. Action Oct. 
a. 

Rulemakings 
FINALIZED 

In public notice. dated July 23, 1965, 
commission granted temporary exemption 
from provisions of Sec. 73.242 of commis- 
sion's rules and regulations to 106 FM sta- 
tions which had filed requests for exemp- 
tions from that rule's limitation on dupli- 
cation by FM stations in large cities of pro - 
graming of commonly owned AM stations. 
Such temporary exemption postponed com- 
pliance 

effective date specified in ruleir(Octo- rom (Octo- 
ber 15. 1965) to December 31, 1965. Since that 
public notice. another 32 FM's listed below 
have also filed for exemption from or waiv- 
er of rule, usually temporarily for short 
periods. This public notice extends effec- 
tive date of Sec. 73.242 In same manner as 
July 23 public notice did for stations re- 
ferred to in that document, pending further 
action on individual requests. 

Certain of additional stations filing re- 
quested extensions of time to dates prior to 
Dec. 31, 1965. These stations are granted 
exemption from provisions of Sec. 73.242(a) 
to time requested. Stations. and date to 
which exemption is granted. are as follows: 
KMJ -FM Fresno, Calif. (Nov. 29, 1965); 
KLAC -FM Los Angeles (Dec. 1, 1965): 
WCBM -FM Baltimore (Dec. 1, 1965); WNEW- 
FM New York (Dec. 1, 1965); WIST -FM 
Charlotte. N. C. (Nov. 1, 1965); WZIP -FM 
Cincinnati (until Dec. 31, 1965, or day fol- 
lowing consummation of assignment, which- 
ever is earlier); WHK -FM Cleveland (Dec. 
1, 1965): KETO -FM Seattle (Dec. 15, 1965). 

Following FM's are granted exemption 
from provisions of Sec. 73.242(a) of com- 
mission's rules and regulations to and in- 
cluding Dec. 31, 1965: KARM -FM Fresno, 
KHJ -FM and KRKD -FM Los Angeles, 
KDFC -FM San Francisco, all California: 
WCCC -FM Hartford. Conn.; WQIK -FM Jack- 
sonville, Fla.; KCKN -FM Kansas City, Kan.; 
WAQE -FM Baltimore; WNBH -FM New Bed- 
ford, WHYN -FM Springfield, WAAB -FM 
Worcester, all Massachusetts; WCAR -FM Detroit; WVNJ -FM Newark, N. J.; KDEF- 
FM and KOB -FM Albuquerque, N. M.: 
WWOL -FM Buffalo, N. Y.; WHBC -FM 
Canton. Ohio; WJMJ -FM Philadelphia; 
WPIT -FM Pittsburgh; WITA -AM -FM San Juan; KOL -FM and KIRO -FM Seattle, 
KTAC -FM Tacoma, all Washington; WIBA- 
FM Madison, Wis. 
PETITIONS FOR RULEMAKING DENIED 

By memorandum opinion and order, com- 
mission denied petition by law firm of 
Krieger and Jorgenson for reconsideration 
of July 28 policy statement on compara- 
tive broadcast hearings and institution of 
general rulemaking proceeding to delineate 
policies governing such comparative hear- 
ings. Commissioner Bartley concurred and 
issued statement; Commissioner Lee not 
Participating. Action Oct. 6. 

AMENDED 
By memorandum opinion and order, com- 

mission amended Parts 0 and 1 of its rules which provide for public inspection of cer- 
tain records of broadcast stations in com- 
munities they serve to, in the main: 

1) Exempt TV translator stations from re- 
quirement; 

2) Limit engineering information in such 
public reference files to maps showing serv- 
ice contours of stations, together with in- 
formation about their trans. and main 
studio locations. This map and location 
information requirement extends to all sta- 
tions, whether or not they have filed appli- cations required to be kept in local file; 

3) Make it clear that network affiliation 
contracts need not be placed in open rec- 
ords; 

4) Make it clear that financial books of stations need not be made available, and that station's annual financial report to 
commission need not be in local public file unless licensee voluntarily incorporates it 
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by reference in material which must be open 
to public inspection; and 

5) Require an applicant to place in his 
open file statement that petition to deny 
application has been filed. identifying name 
and address of filing party. 

Rule changes also clarify that certain 
material pertaining to applications filed 
before May 14 (the effective date of 
rules as originally adopted in Doc. 14864) 
need not be in stations' open files. which 
need contain only current records. Action 
Oct. 6. 

By report and order commission 
amended its FM table of assignments to 
substitute Channel 256 for 255 in Pascagoula. 
Miss., and modified license of Crest Broad- 
casting Co., to specify operation of 
station WPMP -FM in that city on Channel 
256 in lieu of 255. Crest, which requested 
change to eliminate second harmonic in- 
terference caused to TV reception on Chan- 
nel 255, has been operating on higher 
channel under special temporary authority 
granted March 15 with no resultant inter- 
ference. Chairman Henry absent. Action 
Oct. 6. 

PROPOSAL 
Commission proposed to amend Sec. 

73.150 of its broadcast rules to specify, in 
lieu of existing MEOV theoretical calcula- 
tions for AM DA patterns, standard method 
of calculating radiation for use in evaluat- 
ing interference, coverage and overlap of 
mutually prohibited contours of AM's using 
DA's. Notice specifically provides that con- 

templated rule would apply only to appli- 
cations accepted for tiling after whatever 
effective date is determined. Chairman 
Henry absent. Action Oct. 6. 

PETITIONS FOR RULEMAKING FILED 
WWSC Glens Falls, N. Y.- Normandy 

Broadcasting Corp. Requests institution of 
rulemaking proceedings looking toward ad- 
dition to FM table of assignments by as- 
signment of channel 240A to Glens Falls. 
N. Y. Received Sept. 30. 

Framingham, Mass. -Richard O'Conner. 
Requests issuance of notice of proposed 
rulemaking looking toward following change 
in FM table of assignments: Albany, N. Y.. 
add channel 254. Received Oct. 1. 

NEW CALL LETTERS REQUESTED 
Duluth, Minn. -Channel 10 Inc. Requests 

WDIO. 
WFYI Mineola. N. Y.- Bursam Commu- 

nications Corp. Requests WTHE. 
Paterson, N. J.- Trans -Tel Corp. Re- 

quests WXTVITV). 
WEOL -FM Elyria. Ohio -Elyria- Lorain 

Broadcasting Co. Requests WBEA (FM). 
WWOK Charlotte, N. C. -Fred & Arthur 

W. German Request WAAD. 
Springfield, Ohio-Southwestern Ohio 

TV Inc. Requests WSWO -TV. 

International 
Pursuant to exchange of correspondence 

between Department of Transport of Canada 

COMMUNITY ANTENNA FRANCHISE ACTIVITIES 

The following are activities in corn - 
munity antenna television reported to 
BROADCASTING, through Oct. 13. Re- 
ports include applications for permission 
to install and operate CATV's and for 
expansion of existing CATV's into new 
areas as well as grants of CATV fran- 
chises and sales of existing installations. 

Indicates a franchise has been granted. 

Hanford, Calif.- B and D Cable Co., Han- 
ford, has applied for a franchise. Previous 
applicants are Central California Commu- 
nications Corp., Salinas, Calif. (owner of 
KSBY -TV San Luis Obispo, Calif.) and 
Cable TV Service Inc. (Allen T. Gilland, 
president). Mr. Gilland is also president of 
KNTV(TV) San Jose, Calif. 

Jackson, Calif.- Valley Vision Inc.. 
Modesto, Calif. (John Markovich, presi- 
dent). has been awarded a 20 -year fran- 
chise. Valley Vision has also applied for 
franchises in Oakdale, Patterson, and Sut- 
ter Creek, all California (BROADCASTING, 
Sept. 27). 

Kern county, Calif. -Kern Cable Corp.. 
Bakersfield, Calif., has been awarded a 
franchise by the board of supervisors. 
Trans -Video Corp., El Cajon, Calif. (Lee 
Druckman, president), currently holds a 
franchise in the city of Bakersfield, the 
county seat of Kern county (BROADCAST- 
ING, May 24). 

Merced, Calif.- General Electric Cable - 
vision Corp.. Schenectady, N.Y., has applied 
for franchise. Under the proposal the com- 
pany would pay 3% of gross receipts for the 
first five years and 4% thereafter. The 
monthly service charge would be $5. Gen- 
eral Electric Cablevision has also applied 
in Camillus, N. Y., Freeport and Cham- 
paign, both Illinois. 

Patterson, Calif.- Valley Vision Inc., 
Modesto, Calif., has applied for a 20 -year 
franchise. Valley Vision is owned by John 
J. Markovich. Modesto; John B. Markovich, 
Fresno; Robert B. Cooper Jr., Modesto; 
Thornton N. Snider, Turlock: Ronald L. La 
Force, Modesto, and Vernon Bjorklund, 
Fresno, all California. Valley Vision has 
obtained a franchise in Jackson, and is ap- 
plying in Oakdale and Sutter Creek, all 
California. 

San Diego, Calif. -Two firms have been 
granted non -exclusive franchises. San Diego 
Community Antenna Television Co. has 
been granted a license to operate in Ocean- 
side, Fallbrook, Escondido and Ramona, all 
California, and Video Cable System Inc. 
has been granted a franchise to operate in 
Lemon Grove and Spring Valley, both 
California. 

Sutter Creek, Calif. - Valley Vision Inc.. 
1419 K Street, Modesto, Calif., (see Pat- 
terson above) has applied for a franchise. 
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Valley Vision has been awarded a fran- 
chise in Jackson, and is an applicant in 
Oakdale and Patterson, all California. 

Lake City. Fla. -Four groups have ap- 
plied for a franchise. A local group headed 
by Bob Dobelstein and Alex Stevens would 
remit 7% of the gross profits on the first 
$50,000, 

all gross profits 
second 

$100,000. A 
and 

nother 
group consisting of James Moore, Dr. L. 
G. Landrum, and Clarence Ratliff proposes 
to pay 61% of the gross. Buford Mitchell, 
who heads Starke Enterprises Inc., Starke, 
Fla., would guarantee the city 5.1% of the 
gross. Clear Vision TV Co., Meridian, Miss., 

and Federal Communications Commission, 
Table A, Annex 1 of Television Working 
Arrangement under the Canadian- U. S. A. 
Television Agreement has been amended 
as follows: Crawford Bay, B. C., add chan- 
nel 5; Kamloops. B. C., add channel 6+ 
(limitation to protect CHEK -TV, channel 
6. Victoria. B. C.); Nelson, B. C.. delete 
channel 9 (limited 1 kw and 0 ft.), add chan- 
nel 9 (limited 1.37 kw and 1400 ft. to pro- 
tect channel 9. Kalispell. Mont.), delete 
channel 5. add 3+ (limitation to protect 
channel 3. Burmis, Alberta); Dauphin. Man., 
add 12- (limited 200 kw and 500 ft. to pro- 
tect channel 12+ [LI at Wynyard, Sask.; 
Fisher Branch, Man.. 10+ (limited 200 kw 
and 600 ft. to protect CBWAT -5. channel 
10 -. at Red Lake, Ont.); Manitouwadge, 
Ont.. add channel 9; Bancroft, Ont., add 2+ 
(limitation to protect WGR -TV, channel 2, 
Buffalo, N. Y.; Geraldton, Ont., add 13+; 
Sarnia. Ont., delete channel 40, add chan- 
nel 38; Windsor, Ont., delete channel 38, 
add channel 26; Huntsville, Ont., add chan- 
nel 8 (limitation to protect CKNX -TV, 
channel 8 -, Wingham, Ont. and WROC -TV, 
channel 8, Rochester, N. Y.); Montreal, 
Que.. delete 15 +, add 14; Port Alberni, 
B. C.. add 3+ (limitation to protect chan- 
nel 3. Chilliwack, B. C.; Kelowna, B. C., 
add 5- (limitation to protect CFCR -TV -6, 
channel 5. Mt. Timothy, B. C.); Crawford 
Bay, B. C., delete channel 5. add channel 
5 (limited to 1 kw ERP and 100 ft.); Clares- 
holm. Alberta. add 5- (limitation to protect 
channel 5. Crawford Bay. B. C. Action Sept. 
30. 

would pay 41,2% from the first 2.000 sub- 
scribers, 5% from the next 500 subscribers, 
and 6% from all over 2,500. 

Venice, Fla. -Six firms have applied for 
a franchise, at invitation of city Council: 
Florida Cable Television Inc. (formed by 
Larry Rhodes, Warren Henderson and John 
E. Palmer); Universal Cable Vision of 
Venice Inc., Cocoa Beach Fla.; Wire Tele- 
view Corp., Pottsville, 

Beach, 
(Clarence F. 

Schoffstall, president); Gulf Coast Tele- 
ception Inc., Port Charlotte, Fla. (W. F. 
Hemminger, president); GT &E Communi- 

Continued on page 122 
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NORTRONICS REPLACEMENT HEADS 

FOR AMPEX 
RECORDERS! 

. OK-16 ADAPTER PERMITS FAST REPLACEMENT 

. RAPID CHANGEOVER IN TRACK STYLES! 

Now - cut costs in replacing heads on Ampex 300, 350, 400, 3000 and 
3200 series professional tape recorders ... eliminate "down time "! New 
Nortronics heads and QK -76 adapter equal Ampex original equipment 
performance... easily mount within the shield cups of Ampex head nests. 

VERSATILE - You pick the head and track style! QK -76 adapts Ampex 
recorders to accept Nortronics full track, 2- track, 3 or 4 channel or 
4 -track styles ... Record, Playback or Erase heads! 
FAST - No waiting... no units "out of service "! Head replacements 
made by simply loosening set screw and disconnecting plug! You 
make initial changeover ... you schedule service or maintenance! 
HIGHEST QUALITY - Utilizes original equipment Ampex shield cups 
plus professional quality Nortronics replacements! 

Nortronics offers the largest available variety of track and channel 
styles... widest selection of impedances and gap lengths ... greatest 
versatility in mounting! Write today for detailed information. 
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CLASSIFIED ADVERTISEMENTS 
(Payable in advance. Checks and money orders only.) (FINAL DEADLINE -MONDAY preceding publication date.) 

SITUATIONS WANTED 25¢ per word -j2.00 minimum HELP WANTED 30¢ per word -$2.00 minimum. 

DISPLAY ads $25.00 per inch -STATIONS FOR SALE, WANTED TO BUY STATIONS and EMPLOYMENT AGEN- 

CIES advertising require display space. (26 X rate -$22.50, 52 X rate -$20.00 Display only). 5" or over Billed R.O.B. rate. 

All other classifications, 35¢ per word -$4.00 minimum. 
No charge for blind box number. Send replies: d o BROADCASTING, 1735 DeSales St., N.W., Washington, D. C. 20036. 

APPLICANTS: If tapes, films or packages submitted, $1.00 charge for handling (Forward remittance separately please) All transcrip- 
tions, photos, etc., sent to box numbers are sent at owner's risk. BROADCASTING expressly repudiates any liability or responsibility for 
their custody or return. 

RADIO 

Help Wanted - Management 

Small to medium market in Pacific north- 
west. Excellent family town, school sys- 
tem, four season climate. Hunting, fishing, 
boating, skiing, golf facilities outstanding. 
Good music station. Must be experienced. 
Good opportunity for right man. Send re- 
sume to Box K -51. BROADCASTING. 

General manager for Milwaukee area sta- 
tion with multiple station operation. Man- 
agement experience necessary. Many fringe 
benefits including ownership from proven 
ability. Send full information to Box K -164. 
BROADCASTING. 
Manager for FM station in large Carolina 
growth 
alesman. Excellentg financial arrangement. 

Box K -202, BROADCASTING. 
Partner- manager with Philadelphia sales 
experience and $15,000 to invest in suburban 
station. Box K -224, BROADCASTING. 
Manager; city under 50,000 Leader with re- 
cord of successful employment and fine 
credit and personal references. General par- 
ticipation in profits. Box K -240. BROAD- 
CASTING 

Sales 

Baltimore -solid salesman -proven track rec- 
ord- management capability -multiple group 
-good 

A rting 
salary, plus -Box H-107, 

Radio syndication salesmen. Prime terri- 
tories available. Liberal draw. Top com- 
mission. Hottest program and jingle prod- 
ucts on market today. Box K -179, BROAD- 
CASTING. 
Opening for a real producer who can sell 
5 kw adult station in beautiful, booming 
Orlando -Central Florida market. Box K -180, 
BROADCASTING. 
Aggressive Ohio major market station add- 
ing one salesman who can run with a hard 
hitting operation. Our sales have doubled 
under new ownership- format -operation, in 
8 months. Get set now with established ac- 
counts, tremendous potential. Excellent 
guarantee, expenses, set your own ceiling. 
You must be at least 25. have 4 years ex- 
perience; capable of meeting and selling 
top corporate men. Send resume references, 
picture, Box K -188, BROADCASTING. 
Salesmanager for upstate New York sta- 
tion. Box K -210, BROADCASTING. 
Top salesman to handle local/national ac- 
counts. AM -FM quality station. Heavy local 
programing, well received by audience and 
business community. Sales management 
available for rich man. Contact Operations 
Manager, WEE Radio, Highland Park, Illi- 
nois, 312- 432 -1430. 
Immediate -Two hard driving experienced 
salesmen for virgin market. Forward com- 
plete work history. references, salary re- 
quirements. WJRC Joliet, Illinois. 
Experienced salesman. Excellent potential. 
Managership opportunity for right man. 
Serving central N. J. and metropolitan 
area. Write WRLB, Long Branch. N. J. 
Wanted. Salesman with ambition. must be 
a "go getter." If you like opportunity. 
you'll love working here. Send resume and 
recent photo to Robert E. Palmer, Gen. Mgr., 
WSHF, P.O. Box 806, Sheffield, Alabama. 
Houston area 1000 watt fulltime radio sta- 
tion needs high class ambitious salesman 
with a proven sales record. Please write 
giving full details as to experience; size 
of family; salary requirements listing also 
your overall broadcasting abilities. Write 
to John M. Camp, P.O. Box 968, Wheaton, 
Illinois. 

Sales- (Cont'd) 

Move up to a larger market and more in- 
come. Wanted: Aggressive salesman lead- 
ing to sales management in six months. 
200,000 market. We've got the product and 
incentive -do you have the ability. Call: 
James Austin, Charleston, W. Va., 304- 
343 -4556. 

WANTED: Salesman for number two rated 
station in a market of 300,000 -excellent op- 
portunity and chance to advance with a 
growing chain of stations. Salary commen- 
surate with ability. Auto expense, life and 
hospitalization insurance. Between trie ages 
of 21 and 35 years, married or single. 
Send resume and experience to Sales Man- 
ager, P.O. Box 3253. Albuquerque, New 
Mexico. 

Ir you are interested in a fine midwest sales 
opportunity, call area code 816- 263 -1230. 

Help Wanted -Announcers 
Leading adult station in top Michigan mar- 
ket is seeking experienced anouncer -dj- 
strong on music and news. Good pay. ex- 
ceptional fringe benefits. Send tape, photo, 
and complete resume to Box J -143, BROAD- 
CASTING. 
Announcer, newsman for good music mid - 
west NBC affiliate. Send tape, resume and 
photo to Box K -96, BROADCASTING. 

Personality for top rated contemporary 
music station in upped midwest. Mid -day 
lively sound with adult appeal. Box K -102. 
BROADCASTING. 

Virginia major market daytimer needs ex- 
perienced announcer -engineer, 1st phone 

. upbeat format -no rock ... send tape 
and resume to Box K -124. BROADCASTING. 

Full time station In outstanding community 
near Atlanta has immediate announcer 
opening. Good salary and fringe benefits 
to experienced man. Send resume and tape 
to Box K -145, BROADCASTING. 

Announcer- copywriter . wanted immedi 
ately by northern New England net affiliate. 
Must be good at both. Salary commensurate 
with ability. Professional staff. Tape and 
references first letter. Box K -169. BROAD- 
CASTING. 

Announcer- salesman needed yesterday. Ex- 
perienced only. No beginners please. Good 
accounts. Northeast recreation area. Audi- 
tion, resume and recommendations to Box 
K -170, BROADCASTING. 

Good voice -first phone -references. Quali- 
fications necessary for immediate opening 
at WTLN -5 kw -AM in beautiful Booming 
Orlando -central Florida. Box K -181. BROAD- 
CASTING. 

Announcer -chief engineer. $125 starting 
weekly to qualified, permanent man. 1 kilo- 
watt fulltime, easy listening. Pleasent living 
in beautiful Shenandoah Valley of Virginia. 
Established station. Excellent opportunity 
for salary and executive growth. Tape, re- 
sume picture. References exchanged. Box 
K -183, BROADCASTING. 

Top Forty Personality -major station -top 
10 market (east). Send tape & resume to 
Box K -226, BROADCASTING. 

Play -by -play announcer with some interest 
in sales. Contact Bill Elliott, KATE. Albert 
Lea. Minnesota. 
Immediate opening for announcer /salesman 
willing to train for sales. Good working 
conditions, good pay. KLEX. Lexington, 
Missouri. 

Announcers -(cont'd) 
Black Hills first and leading station, KOTA, 
Rapid City, So. Dakota seeks night an- 
nouncer. Mid -road format; 3rd class ticket. 
Experienced, but will consider talented 
beginner. $95 week -medical and hospitali- 
zation; good hunting and fishing. Tape. re- 
sume to Kent Slocum, Pgm. Dir. 

Still need 2 more staff announcers for new 
50,000 watt radio station, starting soon. 
Send tape, snapshot, salary & full details 
by airmail to Manager, KSWS RADIO. 
Roswell, New Mexico. 

Immediate opening- announcerll Progres- 
sive small market station. Good working 
conditions. Salary open. 3rd class license. 
Write or call Bill Spitzer- Manager, Radio 
KUVR, Holdrege, Nebraska. 

Old Station with young management needs 
fulltime announcer /newsman now! Must 
have 3rd class license and some experience. 
Call or write Mike Horne, KWCB, Searcy, 
Arkansas. 
Immediate opening for announcer. Station 
WAMD, Aberdeen, Maryland. 

Top Pulse and Hooperated station wants 
wide- awake -swing -shifter, start $70 -$80. Fine 
equipment and environment. Tapes, photos 
returned. WBBQ, Box 1443, Augusta, Ga. 
30903. 

Announcer with endorsed third ticket need- 
ed at two of our stations now. Contact Bill 
Nungesser, WCHO, Washington Court 
House, Ohio. 

Immediate opening for morning man capable 
on news, sports and announcing. Permanent 
position. Send tape & resume. WDDY. Glou- 
cester. Va. 

Northern Virginia's number 1 adult station 
(vicinity- Wash., D.C.) seeks two first phone, 
experienced newsmen /announcers immedi- 
ately. Prestige operation moving into new 
facility, expanding staff, Contact: Jules 
Henry, WEEL, Fairfax, Va., phone 703 -273- 
4000. 

Morning dj- afternoon newsman. Experienced 
Contact Rick Rawlins, WFIN, Findley, Ohio. 

Montgomery County, Maryland - Immediate 
opening for experienced announcer with 
1st phone. Salary open. WHMC, Gaithers- 
burg, 301 -948 -9400. 

Immediate opening for announcer with good 
voice and delivery. Must have first phone. 
Middle of road adult station in small mar- 
ket. Send tape and resume. Phone calls 
accepted after 12:30 PM only. Ron Wilson, 
WJCM, Sebring, Florida. EV 5 -7149. 

Downstate Illinois kilowatter, in modern. 
prosperous city has desirable opening for 
showmanship announcer. Must be familiar 
with both modern and adult music, be able 
to keep things moving with tight production, 
sell on the air for advertisers, help create 
lively, friendly sound for progressive, es- 
tablished fulltime station. Excellent pay, 
fine fringe benefits for a top notch man. 
Write WKAN, Kankakee, Illinois, with de- 
tails of experience, references, tape. 

First ticket announcer. Suburban Washing- 
ton -going 5 -kw. Excellent conditions. Send 
tape, resume -WPRW, Manassas, Va. 

Announcer for award winning news & 
editorial station. Middle of the road music 
format. Evening shift. Must have commer- 
cial radio experience. Send air check or 
audition and background in first letter. No 
phone calls please. Manager, WRTA, Al- 
toona, Penna. 
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TELEVISION -Help Wanted 

News 

ATTENTION RINDA CONVENTION 

TV AUDITIONS 

for professional broadcast jour- 
nalists and sportscasters with 
personality and authority will be 
conducted during RINDA ses- 
sions in St. Petersburg. 

For confidential appointment, 
contact: 

GENE STRUL 

NEWS DIRECTOR 

WCKT -TV, Broadcast Key, 

Miami, Fla., or phone PL 1 -6692 

DEADLINE for response Tuesday, Oct. 19. 

Production- Programing, Others 

CHILDREN'S PROGRAM 
PERSONALITY 

Can you show us something NEWT 
BRIGHT? IMAGINATIVE? DIFFERENT? 
COLORFUL? CLEAN? FUN? HONEST? 
Can you translate all of this into two, 
three hour live TV shows each week? 
If the answer is YES we have an ex- 
ceptional opportunity for you at the top 
station in a top five market. 
Cowboys, clowns, sea captains, space- 
men, galoots and people who don't like 
children please avoid us. 
All others -if there are any -send 
videotape and /or presentation to: 

Box K -217, Broadcasting 

Technical 

TELEVISION 
ENGINEERS 
Excellent opportunities exist in field 
service and systems engineering with 
Sarkes Tarzian, Inc., major manufac- 
turer of TV broadcast equipment. 

Positions include planning and super- 
vising the installation of television and 
audio systems for commercial stations, 
mobile units, closed circuit and ETVs. 
Some customer contact included. 

Television station engineering experi- 
ence required (experience with color de- 
sirable); BSEE degree or equivalent 
helpful. 

Call or write Biagio Presti, Broadcast 
Equipment Division, Sarkes Tarzian, 
Inc., Bloomington, Indiana, Area Code 
812,332 -7251. 

SymElbol of f Excellence 
in Electronics 
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Technical-(Coned) 

Color TV 
ENGINEER 

We are interested In contacting an engi- 
neer who is highly qualified in all phases 
control roont color equipment. Must pres- 
ently be employed in color TV and 
thoroughly familiar with this type equip 
ment to insure highest quality technical 
operation at all times. 
Station is maximum power VHF located 
in medium southeastern market going full 
color this fall. Salary open and commen- 

with responsibility. Full details 
with first I and salary expected. 

Box K -28, Broadcasting 

BUSINESS OPPORTUNITIES 

UNUSUAL OPPORTUNITY 
West Coast Corporation recently reor- 
ganized that can withstand rigid financial 
examination is offering on a no-franchise 
fee basis exclusive distributorships. This 
is a product in demand by every home 
owner and every business and is currently 
being used by such national organizations 
as Sears Roebuck and Co., Holiday Inn 
Motels and various branches of the armed 
forces. Product 100% guranteed; invest- 
ment from $600 to $14,000. Investment 
guranteed with 100% markup. Manufac- 
turer has proven method of distribution 
advertising and merchandising. A factory 
representative will assist you in setting 
up your business. For complete details 
and descriptive literature write: 

National Chem -Plastics Corp. 
1550 Page Industrial Blvd. 
St. Louis, Missouri 63132 or 

call collect: Robert T. Adams 
at HA 6 -7242. Area code 314. 

FOR SALE -Equipment 

Audio Equipment For Sale 
Some New Floor Models 

Some Brand New 
Some Like New Used 

All in Perfect Condition 
Assorted Ampex equipment, 300-2C; 
PD -l0 Tape Duplicator; MX -35 
Mixers; other. 30 Microphones . 

all makes . Various Fairchild 
equipment. Many other items. Write 
or call for list. 

C. THOMAS BRIGGS 
P.O. Box 376, Durham, N. C. 

Phone 682 -8645 

EMPLOYMENT SERVICE 

MOVE UP! 
to a better, higher paying position in Radio 
or TV. Immediate openings nationwide for 
qualilified and dependable Announcers-. 
Newsmen - Salesmen - Disc lackeys - 
Engineers - Copywriters - Many open- 
ings . Large Markets. No fee until 
placed. Write, wire, or phone for ap- 
plication now. 

NATIONWIDE BROADCAST SERVICES 
Chicago: 645 N. Michigan Ave., Blair Bldg. 

Denver: 925 Federal Blvd. 

EMPLOYMENT SERVICE 

Continued 

PLACEMENTS 
Stations and Applicants use our service 

with confidence 
1615 California St., (303) 292 -3130 

Denver, Colorado 80202 

527 Madison Avenue. New York. N.Y. 10027 

BROADCAST PERSONNEL AGENCY 
Cherie. Barich, Director 

- - --, CONFIDENTIAL NEGOTIATIONS --- - 
Placement within 30 days if you are 
qualified. Nationwide Radio & TV. Need 
Announcers, Salesmen, 1st Ticket combo 
and engineer, PD's, etc. Write for ap- 
plication. 

CONFIDENTIAL BROADCAST 
EMPLOYMENT AGENCY 

1610 Potomac Ave., Pittsburgh, Pa. 15216 
Phone 412 -563 -3330 day or evening 

INSTRUCTIONS 
LEARN MORE 
EARN MORE 
Radio & TV 

Announcing 6' Production 
DON MARTIN SCHOOL 

OF RADIO & TV 
1653 N. Cherokee HO 2 -3218 

Hollywood, Calif. 90028 

MISCELLANEOUS 

21st ANNUAL 
GATOR BOWL GAME 

Live Radio coverage from Jacksonville, 
Florida December 31, 1965, at 2 p.m., 
EST. The Nation's No. 5 Bowl Came is a 

proven seller! For information on avail- 
ability write or wire Robert K. Lynch, Box 
45, Atlantic Beach, Florida. 

FOR SALE - Stations 

FOR SALE 
500 watt . . . Primary coverage 

1,500,000. 
Good equipment and studios. $150,000. 

Box K -250, BROADCASTING 

/En Xlue St[Pilitt /Brokers g}1tc. 
65.c MADISON AVENUE 

NEW YORK, N. Y. 

HA t-Ostie TE 2-9362 

East single daytime $100M cash 
Ala. medium daytime 69M 29% 
Ky. medium fulltime 232M SOLD 
Fla. metro fulltime 235M 29% 
M.W. major daytime 583 M cash 

CHAPMAN COMPANY INC 

2045 PEACHTREE RD., ATLANTA, GA. 90309 
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cations Inc., a subsidiary of General Tele- 
phone & Electronics Corp.; and Venice 
Central Antenna Network Inc. Directors of 
Venice Central Antenna Network are D. 
Grady Hough Jr., Jay Lumley, E. G. Boone, 
George E. Youngberg Sr.. Ralph Lanius 
and T. Lamar Hazen. 

Williston, Fla. -Cavu Inc. has been 
awarded a 12 -year franchise. The agree- 
ment specifies completion of the system 
within an 18 -month period, and provides 
for a payment of 2% of the firm's gross 
income. Principals in firm: Royal French, 
Ben Doerr and Charles Williams Jr. 

Champaign, 111. -General Electric Cable - 
vision Corp. (General Electric Co. owns 
WGY, WGFM[FM) and WRGB[TV3. all 
Schenectady, N. Y.) has applied for a 
franchise. General Electric Cablevision 
would charge $20 for installation and $5 
monthly. Free service would be provided 
to all city offices. The firm has also applied 
in Merced, Calif.; Freeport, nl.. and Camil- 
lus. N. Y. Previous applicants in Champaign 
are University TV Cable Co. (iointly held 
by Alliance Amusement Co., Chicago, and 
Jerrold Corp.. Philadelphia). Plains Televi- 
sion Corp. (WCHU[TV] Champaign, and 
WICS(TVI Springfield, both Illinois) and 
Illini Cable TV Inc., Chicago (BROAD- 
CASTING, June 14). 

Galesburg. Ill. -Galesburg All -Channel 
Cable Vision Inc. has been granted a 25- 
year franchise. The firm will pay 3% and 
charge $5 monthly. Gregg Cablevision, 
Nashville. Tenn., currently holds a fran- 
chise in Galesburg (BROADCASTING, Aug. 
30). 

Lincoln, Ill.- Central Illinois Electric & 
Gas Co. has been awarded a 25 -year fran- 
chise (BROADCASTING. Sept. 6). 

Loves Park, Ill. -Unicorn Inc.. New York. 
a subsidiary of the Katz Outdoor Advertis- 
ing Co., has applied for a franchise. The 
firm was represented by William Rogers 
Jr. and Roland Olson. Previous applicants 
were Loves Park CATV Inc. (Harley 
Swanson. president) and Rockford Com- 
munity Television Inc. (Vernon A. Nolte, 
president). 

Pana. Ill. -Two firms have applied for 
a franchise: Illinois Consolidated Telephone 
Co.. represented by attorney John W. 
Fribley, and a group of Pana businessmen 
represented by Keith Moyer. In return for 
a 25 -year franchise the Pana group would 
pay the city 2% of the gross for the first 
year, 4% for four years, and 5% for the 
next 20 years. Subscribers would be charged 
$25 for installation. A previous applicant 
is Friendly Broadcasters Inc. (BROAD- 
CASTING. Sept. 13) 

Peoria, I11.- Central Illinois Cable Televi- 
sion Inc., Peoria, represented by Donald 
F. Vonachen. a Peoria attorney, has ap- 
plied for a franchise. The company. which 
is associated with Jerrold Corp., Philadel- 
phia, has also applied in Decatur, Ill. 
Previous applicants are Peoria Cable Tele- 
vision Inc. and Multi- Channel Cable TV 
Inc., Chicago (BROADCASTING, July 26). 

Marion, Ind. -Rego Industries Inc., Ho- 
boken. N. J., has applied for a franchise. 
Previous applicants are Fair Enterprises 
Inc.. Indianapolis. and Marion Cable Tele- 
vision Inc. (BROADCASTING, March 1) 

Plainfield, Ind. -Community Teleception 
Inc.. 500 Union Federal Building, Indian- 
apolis, has been granted a franchise. The 
system will provide free service to public 
and parochial schools and to police and 
fire departments. The firm would charge 
an installation fee of $14.90 and a monthly 
fee of $4.90. Community Teleception has 
also received a franchise in Mooresville, 
Ind. 

Baxter Springs, Kan.- Shawnee Sys- 
tems Inc., Shawnee, Kan., has been granted 
a 20 -year franchise. The company has 
agreed to pay the city 3% of the annual 
gross revenue from the first 500 sub- 
scribers, 4% from the next 500, and 5% 
from those above 1,000. 

Garden City, Kan. -Commonwealth The- 
aters, represented by Logan Green, and 
KIUL Inc.. Garden City, owned by the 
Harris newspaper group (Harris owns 
KTOP -AM -FM Topeka, Kan.; KBUR Burl- 
ington and KMCD Fairfield, both Iowa, and 
WJOL, Joliet, Ill.), have both applied for 
franchises. A Harris subsidiary has also ap- 
plied in Hutchinson, Kan. A previous ap- 
plicant is Telesis Corp., Chicago (BROAD- 
CASTING, Aug. 16), 

Hofsington, Kan. -Cobb and Associates. 
Great Bend, Kan., has applied for a fran- 
chise. The firm, which consists of Grover 
Cobb, vice president of KVGB Great Bend, 
and KVGB staff members Robert Hilgen- 
dorf, James Heaton and Dick Painter, 
would charge $6.95 monthly and would 
offer KCKT(TV) Great Bend. KARD -TV and 
KAKE -TV, both Wichita, KAYS -TV Hays 
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and KTVH(TV) Hutchinson, all Kansas. The 
group is also seeking franchises in Great 
Bend and Lamed, Kan. A previous appli- 
cant is Telesis Corp., Chicago, represented 
by George Bennett. 

Hutchinson, Kan. -Publishing Enterprises 
Inc., a subsidiary of the Harris newspaper 
group (Harris owns KIUL Garden City 
and KTOP -AM -FM Topeka, both Kansas; 
KBUR Burlington and KMCD Fairfield, 
both Iowa, and WJOL Joliet, Ill.), has ap- 
plied for a franchise. 

Pittsburg, Kan. -KSEK Broadcasting Inc. 
(KSEK Pittsburg) has applied for a 20- 
year franchise. An earlier ordinance granted 
to KSEK was ruled to be discriminatory by 
the Crawford county district court 
(BROADCASTING, July 19). 

Pratt, Kan. -Pratt Cable TV Inc. has ap- 
lied for a nonexclusive franchise. 

Russell. Kan. -Three companies have 
been granted franchises: Telesis Corp., rep- 
resented by Mel and Tom Gleason; United 
Transmission Inc., represented by Walt 
Davin; and KAYS Inc. (KAYS Hays, Kan.). 
Before the franchises become effective there 
will be a 60 -day protest period in which 
voters may petition the city for a general 
election to approve or disapprove the fran- 
chises. Under the proposals Telesis will 
offer a $12.50 installation charge and a 

will both Icharge 
charge. 

for installation and 
$7 monthly. Each firm will pay 3% of gross 
sales. 

Bay City, Mich. -American Microwave 
Communications Co. has applied for a 
franchise. Represented by Bruce Friel, the 
system eventually will carry 12 stations. 

Dowagiac. Mich. -Two firms have applied 
for a franchise: TH Publishing Corp., pub- 
lishers of the Dowagiac Daily News and 
GT &E Communications Inc., a subsidiary 
of General Telephone and Electronics Corp. 
GT &E proposed to offer 10 stations plus FM 
and time -weather stations for an installa- 
tion fee of $15 and a $5 monthly fee. 
GT &E would pay 3% of the gross revenue. 
Both companies would offer free service 
to schools. TH Publishing recently applied 
for a franchise in Savanna, Ill. (BROAD- 
CASTING, Oct. 11) 

Marshall, Mich.- Wolverine Cablevision 
Inc., owned jointly by the Fetzer Broad- 
casting Co. (Fetzer stations are WKZO -AM- 
TV Kalamazoo, WWTV -FM -TV Cadillac, 
WJEF and WJFM(FMI. both Grand Rapids, 
and WWUP -TV Sault Ste. Marie, all Michi- 
gan; KOLN -TV Lincoln and KGIN-TV 
Grand Island, both Nebraska, and Time -Life 
Broadcast Inc. (Time -Life stations are 
KLZ- AM -FM -TV Denver; WOOD- AM -FM- 
TV Grand Rapids, Mich.; KOGO- AM -FM- 
TV San Diego and KERO -TV Bakersfield, 
both Calif.; and WFBM- AM -FM -TV India- 
napolis) has applied for a nanexclusive 
franchise. Triad Stations Inc. (WALM Al- 
bion, Mich.; WFRL -AM -FM Freeport. Ill.; 
and WAUK -AM -FM Waukesha. Wis.) cur- 
rently holds a franchise in Marshall. 

Muskegon, Mich. -Booth Broadcasting 
Co. has been granted a nonexclusive fran- 
chise. Booth stations are WJLB. WMZK(FM) 
Detroit, WSGW Saginaw, WIBM. WBBC 
(FM) Jackson, all Michigan; WTOD. WTRT 
(FM) Toledo and WABQ and WXEN -FM 
Cleveland, all Ohio; WJVA South Bend, and 
WIOU Kokomo, both Indiana. 

Niles, Mich. -Niles Broadcasting Co. has 
applied for a 10 -year franchise. 

Summit, Mich. -Booth Broadcasting Co.. 
Detroit. has been granted a 30 -year fran- 
chise. An installation fee of $10 and a $5 
monthly fee would be charged. Booth owns 
WJLB, WMZK(FM) Detroit, WSGW Sag- 
inaw, WIBM, WBBC(FM) Jackson, all 
Michigan; WTOD, WTRT(FM) Toledo and 
WABQ and WXEN -FM Cleveland, all Ohio; 
WJVA South Bend, and WIOU Kokomo, 
both Indiana. 

Vicksburg, Miss.- Vicksburg Video Inc.. 
Vicksburg Miss., was granted a franchise. 
Represented by David P. Mooney, the firm 
will pay the city 3% of the annual gross 
revenue derived from service charges. 
Meredith -Avco. Omaha a multiple CATV 
owner, also was an applicant. 

Lincoln Park. N. J. -Tele -Mark Commu- 
nications Co.. Newark. N. J., a subsidiary of 
Precision Industrial Design, Newark, has 
applied for a franchise. The firm would pay 
1!% of the revenue and would increase 
the percentage to 3% within five years. 

Monroe, N. J.- Jerrold Corp. of Dela- 
ware (Jerrold Corp.) has applied for a 
franchise. The company proposes to pay 
5% annually of the gross monthly service 
revenue and would charge $10 for installa- 
tion and $5 monthly. There would be eight 
stations available including four from 
Philadelphia and three from New York. 

Lackawanna, N. Y.- Lackawanna Cable - 
vision Inc. has been awarded a franchise. 
The company will pay 2t % of the gross 
from the first 2,000 subscribers, 31/2% from 

the next 3,000 subscribers, 5% from the 
next 3,000 and 21Z% from all over 8,000. 
An installation fee of $5 will be charged 
(BROADCASTING, Oct. 11). 

Liverpool, N. Y. Newchannels Corp. 
(subsidiary of Newhouse Broadcasting Co. 
WSYR- AM -FM -TV Syracuse, N. Y.) has 
been awarded a franchise. Rates will be 
$19.50 for installation and $5 monthly. New 
channels will pay 3% of gross earnings. The 
firm currently holds franchises in Camillus, 
Carthage, Delhi, East Syracuse, Malone, 
Ogdensburg, Oneonta, Rome and Sidney, all 
New York. 

St. Marys, Ohio -A franchise granted to 
Shardo Cablevision Inc., Wapakoneta, Ohio, 
has been vetoed by mayor W. W. Wierwille. 
The mayor said the 25 -year ordinance 
should be limited to 10 to 15 years (BROAD- 
CASTING, Oct. 4) . 

Athens, Tenn. -Athens TV Cable Co. 
Inc. has been granted a franchise. There 
will be no installation charge and a fee of 
$4 monthly has been established. Athens 
TV Cable Co. Inc. was one of five firms 
competing for the franchise. 

Brady, Tex. -Television Enterprises Inc.. 
headed by J. H. Francks, San Angelo, Tex., 
has purchased the system formerly owned 
by John Threadgill of Brady. The system 
is managed by Ross D. Huffman. 

Cleburne, Tex.- Commercial TV Antenna 
Cable Co., has applied for a franchise. 
Under the proposal, the city would receive 
4% of the gross rentals. Another firm, rep- 
resented by Mrs. J. C. Pair and Mrs. 
Marguerite Morris, has applied for a fran- 
chise. 

Kerrville, Tex. -Hill Country Cablevision 
Inc., operated by Carl Meek, Kerrville, and 
J. D. Brance, Hunt, Tex., has recently 
purchased the system formerly owned by 
John Threadgill, Brady, Tex. 

Laredo, Tex. -Donrey Broadcasting Co., 
Fort Smith, Ark. (Don Reynolds group), 
has applied for a franchise. Vumore Co. 
(RKO General) currently holds a franchise 
in Laredo. 

Mercedes. Tex. -Two firms have applied 
for franchises: Southwest CATV Inc.. 
Houston (Lester Kamin, president), and 
Valley Microwave Transmission Inc. (Mc- 
Henry T. Tichenor, president). Valley 
Microwave holds franchises in Edinburg 
and San Benito, both Texas, and South- 
west CATV has franchises in Brownsville, 
Edinburg, McAllen, Mission, Pharr and San 
Benito, all Texas. 

McAllen, Tex. -Two firms have been 
granted 20 -year franchises: Robert Mack 
Lee Industries Inc. (Carlton Farris, presi- 
dent), and Southwest CATV, Houston 
(Lester Kamin, president). Robert Mack 

Lee Industries will pay $1,000 a year or 
4% of gross receipts, whichever is greater, 
and will offer two Los Angeles stations in 
addition to stations from Fort Worth, San 
Antonio. and Corpus Christi. all Texas. Di- 
rectors of the firm are Mr. Farris, O. Terry. 
and Bill Whalen. Southwest CATV holds 
franchises in Brownsville, Edinburg, Mis- 
sion, Pharr, and San Benito, all Texas. A 
third firm already holds a franchise in 
McAllen: Alice Cable Television Co., Alice, 
Tex. 

Orange, Tex. Orange CATV Inc. has 
been granted a franchise. 

San Benito. Tex. -Voters have ap- 
proved a franchise for Southwest CATV 
Inc., Houston. Lester Kamin is president 
of the firm. Southwest, which would charge 
$4.75 monthly, currently holds franchises 
in McAllen, Brownsville, Edinburg, Pharr 
and Mission, all Texas. Valley Microwave 
Transmission Inc. (McHenry T. Tichenor, 
president) already holds a franchise in 
San Benito. 

Christiansburg, Va. - Booth- American 
Corp., Detroit, has applied for a fran- 
chise. Estimated cost to subscriber is 
$10 for initial installation and $4.95 per 
month. Now operating in Pulaski, Va.. the 
firm was granted a license in Blacksburg, 
Va., and plans to make an application to 
the city of Radford, Va. 

Hurricane, W. Va.- Cabell Cable Co. has 
been awarded a 20 -year franchise. 

Delavan. Wis. -A 20 -year franchise has 
been awarded to James M. Stine and 
Donald Whitlow, consultants for the CATV 
Co., Glenview, Ill. Stine declared that the 
company will be incorporated and called 
Delavan Cable- Vision. 

Eagle River, Wis.- Northern Telecable 
Inc. has been granted a franchise. 

Madison, Wis. -Complete Channel TV 
Inc., Madison. has been granted a franchise. 
Principals are Dr. Charles Hopkins, Maple 
Bluff, Wis., and James Fitzgerald. Janes- 
ville, Wis. All Channel TV, a previous ap- 
plicant, dropped its application and merged 
with Complete Channel TV Inc. 

Prairie du Chien, Wis.- General Telephone 
& Electronics Corp. has applied for a fran- 
chise. 
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T 0 HEAR Herb Mendelsohn tell it, 
he's a restless scamp with a sales- 

man's instincts who has made good in 
spite of himself. Before he got into 
radio it was always one hand out for 
the next job and occasionally one hand 
out to the finance company. In fact 
one of his present clients, Beneficial 
Finance, once denied him a small loan 
because he was out of work. 

Right now Mr. Mendelsohn is in one 
of radio's catbird seats. He's general 
manager of WMCA New York, one of 
the most prosperous stations in the 
country. The last man to hold the job, 
Stephen Labunski, is now an NBC 
president in charge of the NBC Radio 
network. 

Mr. Mendelsohn's first job was as a 
cub reporter for Box Office magazine. 
He soon decided this didn't suit him 
and went into business with his father 
distributing premium punch cards. 
There's no getting around it, he says, 
we were just selling a simple lottery 
game. Tiring of this, Mr. Mendelsohn 
ran, in quick succession, through jobs 
as an accountant, candy salesman, food 
broker and driver -salesman for a bolt 
and screw company. He didn't begin to 
settle down until he was employed by 
the Hart Publishing Co. as a traveling 
salesman, and this eventually led him 
into broadcasting. 

Chance Meeting On a book -selling 
mission between San Francisco and 
Salt Lake City he struck up a conversa- 
tion with a stranger sitting in the plane 
seat next to him. The man told him he 
was in the radio -television game and 
the irrepressible Mr. Mendelsohn im- 
mediately suggested a book review 
program. The stranger happened to be 
station -owner J. Elroy McCaw who 
threw a little cold water on the pro- 
gram idea, but expressed interest in 
Mr. Mendelsohn's initiative and sug- 
gested they get together again. 

When they did Mr. Mendelsohn had 
convinced a Seattle book store to agree 
to sponsorship of a review program, 
with cooperative money to come from 
publishing companies. Together they 
would cough up $1,200 to carry the 
show each weekend. Mr. McCaw 
swallowed his skepticism and the pro- 
gram ran for 13 weeks on KTVW(Tv) 
Tacoma -Seattle. When asked what he 
wanted in compensation, Mr. Mendel- 
sohn suggested a few plugs for his 
company's books. Mr. McCaw com- 
plied, but finally had to advise young 
Mr. Mendelsohn to tell his boss that 
"we generally get paid for promotional 
announcements." The kicker came 
when he offered the book salesman a 
job. 

Mr. Mendelsohn declined at the time 
in favor of a distribution franchise of- 
fered to him by Grants Insecticide Co. 
which appeared to be a quicker pot 
of gold. Six months later, down on his 
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Running radio 
is harder than 
running TV 
luck and sitting in a Memphis hotel, he 
decided to call his old friend in broad- 
casting again and Mr. McCaw once 
more offered him a position. This time 
he took it, going to the McCaw prop- 
erty in New York, WINS. 

Radio Man From then on Mr. 
Mendelsohn was on his way in radio, 
although this medium threw him one 
curve ball, too. With some friends he 
purchased a daytimer in Rome, N. Y., 
WRNY. He and his friends struck out 
there, having to sell at a loss when the 
Griffis Air Force base in Rome, which 
supplied the station with a good part of 

WEEK'S PROFILE 

Herbert Joseph Mendelsohn -Gen. mgr. 
WMCA New York (Straus Broadcasting 
Group); b. Dec. 19, 1924, New York City; 
Andrew Jackson High School, Queens, 
N.Y.; Queens College, 1942; U. S. Army, 
1943 -46, Officers Candidate School, 2d 
Lieutenant; Box Office magazine, reporter, 
1946; Laurel Trading Co., premium sales- 
man, 1946-48; tax control records, busi- 
ness accounting service, 1948; Asher 
Bros. (candy) salesman, 1949; food brok- 
er, 1949-51; U. S. Army, 1951-52; I. 

Roseman & Assoc., food brokerage, 1952; 
Sharon Bolt & Screw Co., salesman, 
1953; Hart Publishing Co., salesman, 
1954, sales mgr., 1955; Grants Insecti- 
cide Co., 1955; WINS New York, sales- 
man, 1956 -61; WABC New York. gen. 
sis. mgr., 1961; WKBW Buffalo, N.Y., VP: 
gen. mgr.. 1962 -65; WMCA, gen. mgr., 
March 1965; m. -Edith Golub, 1945; 
children -Robert, 17; Tedd, 15; Steven, 
12; member -bd. of dir., New York State 
Broadcasters Association, international 
Radio & Television Society; hobbies - 
golf, reading. 

its audience, was cut back to skeleton - 
crew operation. 

Mr. Mendelsohn is one of a large 
number of his type who believe that 
running a good radio station is a lot 
more difficult than running a good TV 
property, albeit the original investment 
may be modest by comparison. It's 
not just because radio may be a harder 
sell than television, says Mr. Mendel- 
sohn. Programing is a greater challenge 
because there's a greater variety or 
choice in format. And there is more 
room for "emotional appeal" in pitch- 
ing advertisers. The new WMCA man- 
ager stayed with WINS four- and -a -half 
years, eventually becoming its top sales- 
man, before moving to WABC where he 
was general manager for one year. 

Free Rein He says "I swing best" 
in an unfettered environment and de- 
scribes his agreement with R. Peter 
Straus (president of Straus Broadcast- 
ing Group which owns WMCA) as al- 
lowing him complete freedom in the 
station's operation. 

Between WABC and Straus Broadcast- 
ing Mr. Mendelsohn was tied up with 
the Capital Cities operation as general 
manager of that company's WKBW 
Buffalo, N. Y. His upstate experience 
has proven valuable to the Straus group 
and his counsel was sought before 
Straus' recent purchases of WTLB Utica 
and WGVA Geneva, both New York, 
from Star Broadcasting. Straus also 
operates another New York station, 
WALL Middletown. 

WMCA's rocking format Mr. Mendel- 
sohn considers to be "warm and excit- 
ing, but not hysterical." Has he changed 
the station since taking over from Mr. 
Labunski? "Only in a very subtle way," 
he says. "We've given the stations' sound 
a new warmth." 

Mr. Mendelsohn thinks Stephen La- 
bunski is a "tough act to follow" and 
one which he would be foolish to attempt 
to imitate. The new manager came to 
WMCA at a propitious time and it's 
clear that he hasn't been inclined to 
tamper drastically with success. He 
does feel that he's promoting a new 
aggressiveness among his salesmen. The 
danger in this business, Mr. Mendel- 
sohn says, is allowing complacency to 
creep into your attitude when you're 
at the top. There's no denying that his 
station is at, or close to, the top in 
terms of ratings, but the WMCA man- 
ager says he's "not just a numbers man. 
There are a lot of ways to sell this 
medium without just ratings." 

Mr. Mendelsohn says WMCA billings 
this year will be 25% ahead of 1964, 
that business is just plain good. 

He has his own theory of station 
management. No lingering or unex- 
plained problems is the rule. "The way 
to react when you're dissatisfied is 
quickly," he says, "so nobody goes 
home and broods over the weekend." 
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EDITORIALS 

Americans first 
WHILE news media fight sham battles on such peren- 

nials as news access, fair trial and free press (in its 
broadcast sense), Canon 35 and political coverage past and 
future, the real thing is taking place before our very eyes 
and ears in Vietnam. 

Whether it's a war or something less we'll leave to his- 
torians. The facts are that Americans are being killed and 
maimed and that American news media are on the job. 
Radio and television are supplying vivid coverage of the 
jungle warfare with unequaled speed and efficiency. 

The question arises whether this coverage is too fast. 
Pentagon authorities privately are beginning to question it. 

Military men always have been disposed to frown upon 
any coverage beyond the routine handout. 

Because this is not an officially declared war there is no 
national emergency and no official Office of Censorship 
as there was during World War I and II. And even during 
those formal wars censorship was voluntary. 

Grave responsibility rests upon broadcasters because of 
the immediacy of their reports. Voluntary restraints should 
be considered by the news heads of networks and the special 
correspondents of groups and individual stations. They 
are Americans first and reporters next. 

No American journalist would willfully give aid and 
comfort to the enemy -a phrase used by the military when- 
ever they want to keep the lid on. During formal wars, 
the practice was to label dispatches dealing with planned 
actions with the slug "delayed" so they were not trans- 
mitted until after an event that might reveal military in- 
telligence. All news media, and particularly broadcasting, 
should consider carefully an adaptation of this device in 
their coverage of the unorthodox war in Vietnam. The 
public wouldn't be denied the news; information would 
simply be held up until it had lost its strategic value. 

During World War II voluntary censorship was invoked 
without a single untoward incident as far as the broadcast 
media were concerned. Our victory in Vietnam will be ex- 
pedited if this unparalleled feat could be duplicated. 

New sound 

ANEW and vital radio program format is sweeping the 
country. With surprising rapidity, country and west- 

ern music has grown from a few scattered hours on occa- 
sional stations to a fulltime schedule on more than 200 
outlets, and major segments on at least 1,600. The num- 
ber of stations and the quantity of C &W are still increasing. 

Why the sudden popularity? Much of the credit must 
go to improved methods of recording and better product 
from the C &W artists who make Nashville their head- 
quarters. A more sophisticated approach to the earlier 
hillbilly tunes has been developed. There is more rhythm, 
better music and lyrics and often artists with better voices. 
Some of the nation's top pop singers double in country 
and western. 

A share of credit for the improvement in modern country 
and western music must go to Broadcast Music Inc. which, 
by introducing competition into the music licensing field, 
encouraged C &W artists to increased productivity. 

There is a good deal of hard business sense behind the 
decisions of many owners to put their stations on a coun- 
try and western format. In most large, medium and even 
some smaller markets too many stations have been fol- 
lowing the same top 40 or middle -of- the -road formulas. 

The audience has to be split too many ways for anyone 
except the most popular outlets to thrive. 

But in all of these markets, even the very large ones, 
there is a big and growing nucleus of listeners who like the 
modern country music. In its survey of country and west- 
ern stations, reported in this issue, BROADCASTING found 
that almost without exception stations which switched to 
100% C &W increased their audience and their profits. 

A few advertising and station executives still hold the 
old image of country & western -a laughable hodgepodge 
of hillbilly antics. It is time they learned all that is changed. 
It's the C &W station heads who are laughing now -all the 
way to the bank. 

NCAA's fumble 

QUESTIONS of good faith and ethics have been raised 
over the negotiated decision of the National Collegiate 

Athletic Association to switch its collegiate schedule from 
NBC -TV to ABC -TV during 1966 -67 for a neat $15.5 
million -about $2.5 million more than the expiring NBC 
two -year contract. 

NBC contends it had been assured there would be no 
exclusive negotiation and that there would be either sealed 
bids or negotiations with each of the 1963 bidders -all 
of the networks. 

ABC cannot be faulted for putting its best foot forward. 
With the National Football League contracted to CBS -TV 
and the American Football League to NBC -TV it had a 
potent argument in projecting a three -way division of the 
currently available top schedules. 

But this does not absolve NCAA of the bad faith charge. 
NCAA, already embroiled in controversy over its so- called 
amateur criteria for Olympic game qualifications, certainly 
has some explaining to do. Actually NCAA lost its ama- 
teur standing years ago. No satisfactory explanation ever 
has been made of the basis on which nonprofit, govern- 
ment -aided institutions of learning can bargain and barter 
performing rights. 

A better case can be made for open bidding or multi- 
lateral negotiations than for a star -chamber unilateral de- 
cision. 

Drawn for BROADCASTING by Sid Hix 

"Too bad our beer commercials didn't win any ad film 
festival awards. A plaque on the opposite wall would balance 
of nicely with the sales chart." 
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