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,ﬁ}’o Pro football could become a three-network deal. p27
FCC revises its CATV proposals to protect CP’s. p40

NBC study analyzes TV's effect on election day. p41
SPECIAL REPORT: How the station-rep business is changing. p66

price (i)

-n. 1. sum or amount of money
or its equivalent for which any-

thing 1s bought, sold or offered for
sale.2.value:worth

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

Value is what you gei. We sell value. ..
to people who know the difference.

See Your Edward Petry & Co. Man

KPRG-TV

P NN~

N\

HOUSTON TELEVISION
CHANNEL 2

Courtesy of The St. Paul Insurance Companies
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In the

Dallas-Ft. Worth Market...
KRLD-TV delivers more in
PRIME TIME*...

17.5% more Homes than the second station.
12.4% more Women than the second station.
9.9 I more Men than the second station.

i 30.5% more Teens than the second sta‘on.

32.9% more Ch'ildren than the second station.

Contact your H-R representative for a most efficient prime
time: schedule on KRLD-TV, the station that delivers more. g

...

3K Feb./March '69 ARB
Television Audience Esti-
mates. Average Quarter-
Hour, 6:30 PM-10:00
PM, Sunday thru Satur-
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Llosedbircuit

Sleuths at work

Justice Department investigators are
gathering information on TV syndica-
tion industry, particularly sales rankings
of major companies, in connection with
department’s consideration of proposed
merger between Metromedia Inc. and
Transamerica Corp. Transamerica al-
ready owns United Artists, and Metro-
media has production-distribution sub-
sidiary, Metromedia Producers Corp.
Justice Department apparently is inter-
ested in ascertaining how merger might
atfect competitive picture in syndication
field.

Plug in plugs

FCC may issue antiplugola rule after
all. Commiission initiated rulemaking to
prohibit plugola (on-air promotion of
private interests without revealing ties)
in 1961, in response to congressional
pressure. But over years, it has de-
veloped policy in dealing with plugola
matters, and staff has suggested codify-
ing commission views in policy state-
ment. Proposed rule would be dropped
{"Closed Circuit,” March 17). However.
commission recently asked staff to draft
rule it could consider along with pro-
posed policy statement. Both docu-
ments are now before commission.

Nixon trustee

Does Richard A. Moore, former West
Coast broadcaster mentioned as possi-
ble appointee to FCC, have really close
relationship with President Nixon? Of-
ficial accounting of President Nixon's
assets, made public last week, shows Mr.
Moore as one of 26 trustees of new
Richard Nixon Foundation. Another
trustee is Taft Schreiber, vice president,
MCA, who tangled with FCC in 1960
and 1961 on network programing. After
five-year court battle, won by FCC, he
returned as reluctant witness.

Mr. Moore, now serving as consui-
tant to Robert H. Finch, Secretary of
Health, Education and Welfare, is
identified with one of applicants for
KRLA’s facilities in Pasadena and used
to run KTTV(TV) Los Angeles under its
former Los Angeles Times ownership.
While Mr. Moore is far from shoo-in
on FCC, White House sources do not
preclude that possibility later on if he
elects to dispose of ownership interest
in communications enterprises.

Noes have it

During closed meeting of NBC-TV af-
filiates last Monday in Los Angeles
A. Louis Read, wpsu-tv New Orleans,
urged resolution demanding more 62-

second station breaks in prime time. He
argued that proliferation of 30-second
commercials made minutes necessary as
alternative to now-standard 42-second
break (which can take 30 plus 10, lat-
ter a declining form). Other affiliates
were in opposition, some asserting min-
ute breaks would add to clutter, which
is already arousing criticism, others
saying addition of positions accommo-
dating 30’s would create more supply
than would be readily sold and thus
lead to reduction of prices. Matter was
left unresolved.

In other action affiliates voted down
resolution, submitted by Jack Harris of
KpPRC-Tv Houston, that would have re-
quested network to relinquish 30 min-
utes of two-hour First Tuesday for use
by affiliates to produce prime-time pub-
lic-affairs programs of their own. No
vote tally was taken, but observers esti-
mated 65-70% of station men were
against proposal.

Runners

With less than month to go for elections
of National Association of Broadcasters,
line-ups are: Willard Walbridge, KTRK
(Tv) Houston (Capital Cities) vs.
Charles H. Tower, Corinthian Stations,
New York, for joint board chairman,
with former front runner; Harold Essex,
wsJs-Tv Winston-Salem, N. C., and
Hamilton Shea, Gilmore Broadcasting’s
wsva-Tv Harrisonburg, Va., for chair-
man and vice chairman, respectively, of
television board with no known com-
petition: Richard W. Chapin, KFOR
Lincoln, Neb. (Stuart Broadcasting),
and J. R. Livesay, wLBH Mattoon, Ill,,
in nip-and-tuck race for radio-board
chairman, with runner-up expected to
land vice chairmanship.

Secret weapon

Fringe benefit NBC acquired when it
bought Arnold Palmer Enterprises is
beginning to be felt in advertising world.
Couple of weeks ago high network ex-
ecutives took select group of major
clients (headed by biggest of all, A. N.
Halverstadt of Procter & Gamble) to
Latrobe, Pa., for few days of golf with
Mr. Palmer on his home course. Last
week Mr. Palmer was at NBC-TV affil-
lates convention where golfers among
station men could shake hands with
game’s biggest star.

Unglued again

It seems incredible to insiders, but deal
for new contract for TV stations’ use
of ASCAP music—almost eight years

in making—has hit another snag. New
contracts were to have been mailed to
stations last week for informal approval
(BROADCASTING, May 12). But at last
moment representatives of American
Society of Composers, Authors and
Publishers reportedly got into hassle
with one broadcaster over interpretation
of section in ASCAP radio—not TV—
contract and, since similar language
is in TV agreement, said they would
hold up television deal until issue is
settled.

Thus one broadcaster, unidentified
but obviously regarded as important
by ASCAP, appears to hold key, at
least for moment. Since there is no dis-
agreement between ASCAP and All-
Industry TV Stations Music License
Committee, which negotiated deal, com-
mitteemen are far from pleased by
ASCAP tactic, which they say is one
of many delaying issues raised by
ASCAP since basic agreement was
reached Jast August.

Free riders

Next season’s new public-service cam-
paigns to be channeled through Adver-
tising Council to all news media in-
clude inflation control, 1970 decenial
census, technical education and drug
abuse. These are among dozen or so
major voluntary campaigns to be han-
dled by council which, for 26 years, has
coordinated both government and pri-
vate public-service campaigns, with voi-
untary advertisers and agencies, as well
as media, contributing their services.

Three keys

It was apparent from programing ex-
ecutives conversations at network affili-
ates convention in Los Angeles last
week, that The Bold Ones, Then Came
Bronson and My World and Welcome
to It are key new shows of seven NBC
will be introducing in fall. Reasons: The
Bold Ones further tests premise of this
season’s Name of the Game innovation
—that special programs presented each
week in series form will not suffer fate
of anthologies of past. Then Came Bron-
son is overt attempt to reflect contempo-
rary scene and in face of critics who say
series is too far ahead of TV audience.
NBC-TV is sticking with show while
quoting various program-testing results.
My World and Welcome to It, is pos-
sibly most important entry, not only be-
cause it’s “this year’s forward thrust
in program development,” but because
it can, if it flops badly, harm ratings
champ Laugh-In, seties it leads into.
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AT 3 A.M.
THINGS ARE JUST
GETTING STARTED.

By )

ik
R

While most of us are sleeping over here, a student
riot might be starting in Japan. Or a volcano erupting
in Italy. Or sextuplets being born in Australia.

WTOP Radio in Washington is paying attention—
and reporting.

We report the news nonstop, dawn to dawn.

And because we never stop, we can report things
as soon as they get started.

Whatever time it happens to be.

Wwvar RROIO
NONSTOP NEWS

A Post-Newsweek Station




WeekinBrief

Professional football, now a two-network, $35-million a
year product, may soon become three-network, $40-million
commodity if CBS, NBC don’t go along with new plans of
pro football commissioner Pete Rozelle. See . ..

Pro football on three networks? ... 27

Surge in retailers’ use of television sparks entry of Kansas
City, Mo., advertising agency, Valentine-Radford, into busi-
ness of offering tailored campaign for large “quality”
department stores. See . ..

K. C. agency's thing: department stores ... 29

After struggling for weeks, FCC issues revisions of its
proposed CATV rules and interim procedures. Among new
wrinkles: zone protection for construction permits, some
change in manner of determining 35-mile radius. See ...

FCC amends its proposals on CATV ... 40

NBC-sponsored study of last presidential election—under-
taken to determine whether broadcast of East Coast elec-
tion returns affects balloting at West Coast polls—finds
TV has “no detectable influence” on voting. See . ..

NBC analyzes vote switching ... 41

House Investigations Subcommittee Report hits hard at
FCC's procedures in dealing with transfers of construction
permits, and recommends reforms—some new, some al-
ready adopted by commission. See . ..

FCC flunks trafficking report ... 45

Using FCC stationery and signing himself “commissioner,”
Nicholas Johnson wrote his local state legislator to pro-
test her vote on civil-rights bill. The lady, charging viola-
tion of federal policies, is fighting back. See ...

Nick caught with hand in inkwell . .. 48

Broadcasters and CATV interests use vastly different rea-
soning to arrive at same conclusion: FCC's proposed re-
transmission consent rule is no answer to nagging ques-
tions surrounding cable industry. See. ..

Broadcasters, CATV rap cable rule ... 57

Another House Investigations Subcommittee report—this
one on fairness—recommends codification of fairness
doctrine, replacement of personal-attack rules by broad-
er requirements, amendment of Section 315. See ...

Report recommends fairness reforms ... 58

Big ones get bigger, little ones disappear as costs climb
and computers introduce new element. That's story in
changing field of station representation, as told in special
report. See ...

Shake-out among the station reps ... 66

Congressional testimony on satellite broadcasting empha-
sizes its powerful potential for good, discounts fears of
one congressman that sateilites may be used for “propa-
ganda warfare.” See ...

Satellites probed in House hearing ... 71
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A man has a right to the news.
The minute he gets behind the wheel.

Things being what they are these
days, the first thing you want to know
when you get out of the office is what’s
been going on in the world all day. And
what you can expect tonight.

We think you have a right to that
news.

The minute you want it.

And that’s what people get on
WINS, in New York. KFWB in Los
Angeles. And KYW in Philadelphia.

News 24 hours a day. Every day.

Not the same news over and over.
But new news. Constantly up-dated.
And not just a handful of headlines.
We give you commentary. Analysis.
Editorials. So you can make some
sense of this crazy world.

But the way we broadcast is only
part of what makes us different.

It’s also the way our audience lis-
tens.

When you're talking about things
like Vietnam, crime, the weather, and

NEW YORK PHILADELPHIA  LOS ANGELES

WINS KYW KFWB

ALLNEWS. ALLTHE TIME.
GROUP

WESTINGHOUSE BROAOCASTING COMPANY

the traffic...people pay attention. Even
when the news stops and the commer-
cial goes on.

And since the news keeps happen-
ing, they keep listening.

The way we see it, there’s no rea-
son why you shouldn’t have news the
minute you want it.

History doesn’t wait for you.

You shouldn’t have to wait for it.

News the minute you want it.
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Late news breaks on this page and overieaf.
Complete coverage of the week begins on page 27.

AtDeadline

Rapped for pot film

WasM-Tv Chicago’s controversial two-
part documentary, Pot Party at a
University, should not have been pre-
sented because it involved “inducement
of the commission of [a] crime”™—smok-
ing marijuana, FCC said Friday (May
16).

But commission, noting it was in
“sensitive news field” and expressing
concern about promoting “wide-open
debate,” took no action against licensee.
WBBM-TV’s license “is not in jeopardy.”
because of mistakes that were made,
commission said.

However, it called on licensee to
tashion policies to guide station man-
agers in field of investigative reporting.
WBBM-TV’s troubles in connection with
program, commission said, resulted
from “deficient policies” in that field.

Commission said that station could
“properly” use cameras to portray “wide-
spread nature” of drug violation on
campus. “But it had to be a pot party
which was being held, whether or not
WBBM-Tv was there to televise it—one
to which it was truly invited.”

Commissioner Kenneth A. Cox, al-
though concurring in decision, issued
scparate statement expressing view that
wBBM-Tv “did not ‘induce’ the com-
mission of a crime in any real sense
of the word.”

Commission, in report winding up
its investigation of program that was
broadcast Nov. 1-3, 1967, agreed with
then Chief Hearing Examiner James D.
Cunningham that filmed party was held
at request of 23-year-old WBBM-TV re-
porter John Victor Missett. Mr. Cun-
ningham presided at hearing in which
witnesses were questioned.

Commission said there had been no
lack of policy direction given Mr. Mis-
sett, and noted his superior had warned
him time and again not to stagc or
arrange party. It also said if station
officials had known of his activities it
would not have broadcast film.

Copy ‘derogatory’

Radio stations in San Francisco bay
area rejected original copy for cam-
paign by Oldsmobile dealers because it
contained “derogatory” references to
competitors, it was reported Friday
(May 16) by sales managers of KCRS
and KNBR San Francisco.

Both Ollie Hayden of xcBs and Doty
Edouarde of kNBR refuted charges made
by Martin D. Rockey, executive vice
president and creative director of Gross,
Pera and Rockey, agency for Metro

Olds, that stations refused original copy
because it stressed price comparisons
(see page 30).

Messrs. Hayden and Edouarde said
spots treated competitive automakers
in disparaging manner and in their
opinion violated NAB code. They noted
that campaign for Metro Olds is now
running on their stations and compara-
tive prices are included.

Rebuked by FTC

Federal Trade Commission took NBC
to woodshed Friday (May 16), charg-
ing that network had failed to “satis-
factorily comply” with FTC reauest for
scripts of commercials aired. FTC said
it had formally ordered network to
conform to what was previously sup-
posed to have been voluntary arrange-
ment.

FTC order requires NBC to submit
“as produced” scripts or story boards
with full visual information for all com-
mercials aired by network during first
seven days of each month. Order re-
quires such filings for full year.

NBC said network has had “long
history of full cooperation with FTC,
which includes providing FTC with
copies of scripts of each commercial
cleared and placed for broadcast on
NBC.”

But network added that ‘“‘request to
which the order relates involved ad-
ministrative details. and we cannot com-
ment further until we see the order
itself.”

WDBJ sold

Times-World Corp.,, Roanoke, Va.,
which is selling its wpBJ-TV to South
Bend (Ind.) Tribune for about $8 mil-
lion (BROADCASTING, May 5), has an-
nounced salc of wpBJ (960 k¢ with
5 kw) to Wusc Inc., Canton, Ohio.
Price was not disclosed. Sale is subject
to usual FCC approval.

Times-World Corp., publisher of
Roanoke Times and World-News and
semi-weekly Galax (Va.) Gazette, and
owner of Towers Shopping Center in
Roanoke, is being sold to Landmark
Communications Inc. for reported $10
million. Landmark is owner of WTAR-
AM-FM-Tv Norfolk, Va., and WFMY-TV
Greensboro, N. C., as well as news-
papers in those two cities.

WaBC Inc., principally owned by
Gerald F. Boyd, Joseoh Kelly Vodrey
and William H. Vodrey and families,
is licensee of WHBC-AM-FM Canton.

WDBJ-FM is to be sold in separate
sale, to be announced soon.

CATYV fee plan

Plan for CATV systems to make pay-
ments to local and distant stations and
copyright holders has been established
on West Coast and could, if successful,
remake present system of doing busi-
ness in cable TV industry. At present,
CATV systems pay no fees to stations
or copyright holders.

Incorporated in California last month.
CSI Plan Inc. proposes to collect fee
from CATV systems, pay sums to lo-
cal stations, distant stations and to
claimant copyright holders.

Firm is creation of Harold R. Far-
row, Oakland, Calif., lawyer who has
been active in CATV matters on West
Coast for last three years, and W. A.
Hargan, former broadcaster and CATV
executive most recently with John C.
Cohan’s California Communications
Corp.

Proposal was disclosed in petition
filed with FCC Friday (May 16) by
Multi-View Systems of Woodland
(Calif.) Inc. asking waiver of all CATV
rules and procedures to permit inaugu-
ration of CATV in Woodland (part of
Sacramento-Stockton area), using CSI
Plan formula to reimburse broadcasters
and copyright holders.

Essence of plan is payment by each
CATV system to CSI firm of 7%2 % of
gross receipts. CSI then makes pay-
ments to stations in local market to
distant stations whose programs are
being carried on cable, and to program
suppliers.

For local stations, payment is made
inversely to rate card, thus providing
weaker stations, mostly U’s, with more
funds, according to CSI explanation.
Payments to distant stations would be
in ‘“direct proportion” to their rate
cards, it was said.

Woodland CATV, which would be
first system to use CSI plan, is owned
by Thomas Parker and Gordon Rock,
who also own CATV in Lodi, Calif,
which is involved in FCC proceedings
with kxTv(Tv) (ch.10) Sacramento.
Woodland, whose potential is estimated
at 6,000 homes, would receive seven
local and four distant TV stations.
CATV industry sources termed proposai
“interesting,” but declined to comment
more fully until they had had chance
to study documents.

Metromedia buys ‘Frost’

Metromedia said Friday (May 16) that
it has purchased The David Frost Show
from Group W Productions for show-
ing on four of its owned stations,
WNEW-Tv New York, KTTV(TV) Los

More "“At Deadline” on page 10




Mr. Dudley Mr. Raymon

Robert L. Dudley, executive VP, The
Meeker Co., New York, elected presi-
dent of station representation company.
He succeeds Robert D. C. Meeker, who
b:comes board chairman. Mr. Dudley
has been executive VP for five years.
He joined firm in 1957 as account ex-
ecutive. Mr. Meeker has been president
of rep since its founding in 1946.

Paul Raymon, station manager of
Storer Broadcasting Co.’s WAGA-TV At-
lanta, elected VP of Storer and named
VP in charge of company's CATV di-
vision. Mr. Raymon, who will have
headquarters in Miami, joined Storer as
director of sports at WAGA-TV in 1955.
He moved to station’s sales department
and in 1963 was made general sales
manager; year later he was appointed
station manager. Horace (Buddy) Ray,
WAGA-Tv general manager, elected VP
of Storer. He became program director
and operations manager of station in
1961. Following year he moved to New
York to become manager of Storer Pro-
grams Inc. He was named WAGA-TV gen-
eral manager in 1964. Richard P. Levy,
with Storer Television Sales Inc.. named
eastern sales manager. Mr. Levy was
with STS until Dscember 1964. when
he left to become eastern sales manager
for Chris Craft stations. When Chris
Craft closed New York office. he re-

-
Mr. Levy

Mr. Ray
joined STS. Mr. Levy succeeds Ter-

rence McGuirk, who replaces Paul
Raymon as station manager of wAGa-TV.

J. James Neale, VP and director of ra-
dio and television, Dancer-Fitzgerald-
Sample Inc.. Hollvwood, named senior
VP and director of radio-TV, succeed-
ing David O. Nyren, who has resigned
to become president of Martin Good-
man Inc.. Los Angeles talent agency.
William D. Patterson, program super-
visor for DFS in Hollywood, promoted
to director of programing.

Cecil M. Sansbury, broadcast veteran
and for past 18 months industry con-
sultant based in Columbus, Ohio, joins
newly formed Rahall Communications
Corp., St. Petersburg, Fla. and Wash-
ington, as executive VP and chief op-
erating officer of radio-TV division.
Rahall group consists of WLCY-AM-TV
St. Petersburg, Fla.: wwnRr Beckley,
W. Va., and wkap Allentown, Pa.. with
CP for wxkapr-Tv Allentown.

Rollo W. Hunter, VP and director of
programing for MacManus, John &
Adams, New York, elected senior VP.
Earlier, he had been VP in charge of
radio and TV and board member of
Erwin Wasey, Ruthrautf & Ryan. New
York.

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

Angeles, KMBC(Tv) Kansas City and
wTTG(Tv) Washington.

Metromedia buy of 90-minute daily
“Frost” series is considered coup for
Westinghouse Broadcasting Co.. which
had announced *Frost” after several
months search for replacement for
Merv Griffin which it is losing to CBS-
TV for late-night show in August.
Metromedia’s addition puts “Frost™ in
several top U. S. markets, and ties in
with WNEW-Tv programing where Merv
Griffin Show had achieved popularity
—and audiences—in 8:30-10 p.m. NYT

period. Metromedia, however. said it
has not selected time periods for
“Frost” on its stations.

Denies ‘support’ pitch
Mission Cable TV Inc.s cffort to have
FCC examine ways in which competing
television interests in San Diego could
contribute to support of UHF television
in that market came to naught Friday
(May 16), when commission renewed
license of KFMB-Tv San Diego.

Mission had petitioned commission to

deny renewal on ground station was
economic threat to it (BROADCASTING,
Nov. 25, 1968). But commission dis-
missed petition, asserting cable system
lacked standing. System had not shown
how rencwal would result in direct
¢cconomic injury, commission said.
Major contention of petition, how-
ever, was, commission noted. “‘novel
and in many respects unusual“—that
somehow Midwest should be required
to bear some burden and expense of
promoting UHF in San Diego. Mission
said it has becn bearing that burden by
itself. Proceeding grows out of land-
mark San Diego CATV case. in which
commission barred Mission and other
San Diego CATYV systems from expand-
ing their importation of Los Angeles
television signals and imposed other
restrictions. Commission cited necd for
protection of UHF in that decision.

Starch buys Hooper

Daniel Starch and Stafl, New York.
advertising and media research organiza-
tion. has acquired all of outstanding
capital stock ot C. E. Hooper Inc..
New York, broadcast and marketing
research organization, on pooling of
interest basis, it was announced Friday
(May 16) by two companies. Value of
transaction was not disclosed.

Claims discrimination

Wrix(Tv) New York has told FCC
that Forum Communications Inc..
would-be competing applicant for its
channel 11 facility (see page 52), is
in eflect urging commission to dis-
criminate against individual licensee by
instituting “safe” period for filing of
competing application.

In petition made public Friday (May
16), wreix said that such action would,
if taken, be “extraordinary relief . . .
that has no support in the statute, the
rules, or in commission precedent.”
Station urged rejection of Forum's re-
quest for deferral of action on station's
renewal.

Merger finale coming

After six months of negotiations. Need-
ham, Harper and Steers; its London
partner, S. H. Benson Ltd., and Havas
Conseil, Paris. are in final stages of
merger talks.

Hoped-for exchange of stock. accord-
ing to NH&S spokesman, would result
in agency that would rank 10th in
world-wide billings. with estimated
5250 million in billings: $103 million
from NH&S, $77 million from Benson.
$80 million from Havas.

Discussion has been between Benson
Needham International, coordination
office for overseas interests of NH&S
and Benson. and Univas. Havas's inter-
national organization.

10
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No holds are barred when Storer
stations speak out against air pollu-
tion. In New York, radio station WHN
scheduled prime time programming
devoted to the hazards of air pollution
and an unprecedented announcement
schedule urging participation in the
City’s “Clean Air Week”. In a major
documentary, “Our Dirty, Dirty Air”,
Detroit’s WIBK-TV reported viola-
tions by both large and small industrial
firms — commended their subsequent

NEW YORK
WHN

PHILADELPHIA
WIBG

BOSTON
WSBK-TV

ATLANTA
WAGA-TV

LOS ANGELES
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Oh beautiful for spacious skies’’

solutions. KGBS radio aired inter-
views by experts detailing not only
the discomfort of Los Angeles smog
but actual dangers to public health
and safety. In Cleveland, Atlanta,
Toledo, Milwaukee — the battle
against the despoilers of ““America, the
Beautiful” goes on wherever Storer
serves. Storer’s continuing barrage
of documentaries, editorials and in-
depth news features takes a lot of
doing. But, in this, as in every phase

CLEVELAND
WIW.TV
CLEVELAND

KGBS wjw

DETROIT
WJBK.TV

DETROIT
WIBK

\

e

7

i ERAN 1%y
. Wi b

5_‘?;1.,.'.,;, 'F_;...;_L-..'.-h-man.'n.i-.ir.-_'-n-u

| 4

I

AV

of their broadcast operations, Storer
stations do as a matter of routine
things that civic leaders in our com-
munities consider rather special.
That’s why Storer stations stand out
— and another reason why it’s good
business to do business with Storer.

STORER

BROADCASTING COMPANY

TOLEDO MILWAUKEE
WSPD-TV wWITI-TV
TOLEDO CLEVELAND

WSPD WCJW (FM)
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A protege remembers

EpiTor: 1 was very grieved to learn
of the passing of Robert K. Richards
(BROADCASTING, April 14). As you may
recall, it was Bob who gave me the op-
portunity to be a member of the
BROADCASTING team too many years ago.

He was a man of keen intellect and
wit who never lost his humaness and
feeling for his friends and fellow work-
ers. The industry will miss his talents,
and his countless friends will find he
cannot be replaced.—Fred W. Sample,
sales manager, wLcY Tampa-St. Peters-
burg, Fla.

A double standard?

Epitor: Without delving into the pros
and cons of pay TV, it just seems there
has to be a certain amount of hypoc-
risy on the part of theaters that carry
“Save Free TV” on marquees or ask
theater-goers to sign petitions against
pay TV, and then subject them to a

commercial for a theater presentation
of a sporting event (blacked out locally)
on the Indianapolis 500.—John Herk-
lotz, Hollywood.

Call for eagle eyes

Epitor: The Georgia Association of
Broadcasters is having its 35th anni-
versary convention, June 14-17 in
Savannah. It is sort of a special occa-
sion and hopefully BROADCASTING can
make it a success.

The picture [below] is a shot of all
the delegates (26) to the first GAB
convention at the old DeSoto hotel in
Savannah in the summer of 1934. Al-
though we have the picture of the 1934
delegates, we know only a few of their
names. We would like to invite them to
be our guests at this year’s meeting. If
any of your readers can help identify
the people, we'd appreciate hearing
from them.—John P. Culver, executive
secretary, Georgia Association of Broad-
casters, Atlania.

A calendar of important meetings and events

in the field of communications

aIndicates first or revised listing.
May

May 19—Deadline for reply comments on
FCC’s proposal that would provide for
type approval of phase monitors; require
that a type-approved phase monitor be in-
stalled at the transmitter of each station
operating with a directional antenna, and
specify maximum permissible phase devia-
tions.

May 19—Radio Advertising Bureau regional
sales clinic. Sheraton-Ritz hotel, Minneapolis.

May 19-21—Annual Idea Bank convention
(promotions). Holiday Inn, Pottstown, Pa.

May 19-23—Annual international television

symposium and technical exhibition. Infor-
mation: Case-Box 97, 1820 Montreux, Swit-
zerland.

May 20—Radio Advertising Bureau regional
sales clinlec. Sheraton-Chicago, Chicago.

May 20—Annual stockholders meeting.
ABC Inc. New York Hilton, New York.

May 20—Station Representatives Associa-
tion Silver Nail and Gold Key awards
luncheon. Speaker: Theodore W. Kheel,
labor-management relations lawyer and
mediator. Hotel Plaza, New York.

May 20—Annual stockholders meeting.
20th Century-Fox Film Corp. Waldorf-As-
torla hotel, New York.

May 20—Fund-raising dinner communica-
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DON'T
JUST STAND STILL
ALL SUMMER

There is a unique opportunity this
summer to make sure that the rat-
ing performance of your station
is better next year.

The major ingredient in a station’s
success comes from what you do
yourself, the programs and people
under your control, The network
helps—but interestingly enough,
you can be number one in your
market regardless of network af-
fliation.

News, weather, sports, feature film
presentation, local women’s pro-
grams, children’s programs, and
syndicated shows in varying de-
grees are all critical ingredients in
a station’s total image, and you
need to know their individual
strengths and weaknesses.

For example, do you know whether
your rating strength in the news
block comes from the newscasters,
the weatherman, the sports report-
er? Is one or more of these per-
sonalities weak? Do the personali-
ties work as a team and contribute
to the total rating? How effective
are your competitors’ performers?
You can’t find the answer in a
rating book, but you can through
McHugh and Hoffman, Inc.

For over sixteen years we have
been developing the techniques of
depth analysis that result in prac-
tical recommendations, Our com-
pany is in its seventh year, and
was founded to apply all of the
things previously learned to the
study of radio and television sta-
tion images.

We have some inleresting success
stories to tell which you can verify
by talking directly to client station
managers throughout this country
and Canada. We would like to
make a presentation with no obli-
gation on your part. Just give us
a call.

Make the most of this summer
while your competitor is taking it
easy—

McHUGH & HOFFMAN, INC.

Television & Advertising Consultants

430 N. Woodward Avenue
Birmingham, Mich, 48011

:Area Code 318
644-9200

tions division of Jewish United Fund of
Metropolitan Chicago. Speaker: David Suss-
kind. Ward L. Quaal, president of WGN
Continental Broadcasting Co., will be
honored as ‘‘Communicator of the Year."
Standard Club, Chicago.

May 20-21—General conference of CBS
Television Network Affiliates. New York
Hilton, New York.

sMay 21—New York City chapter meeting
of American Women in Radio and Television.
Speaker: Arthur Goldberg. Pierre hotel.

May 21—Meeting of Michigan Association of
Broadcasters. Madison hotel, Washington.

May 21—Annual stockholders meeting,
Outlet Co. Providence, R. I.

May 22-—Radio Advertising Bureau regional
sales clinic. Sheraton Jefferson, St. Louls.

May 22—Association of National Advertis-
ers workshop on new-product introductions.
New York Hilton, New York.

May 23—Decadline for comments on FCC’s
proposal that would require uniform tuning
methods for UHF and VHF on all television
receivers.

May 23—Radio Advertising Bureau regional
sales clinic. Sheraton-Dallas, Dallas.

May 23—Meeting of Florida AP Broadcast-
ers Association. Sheraton Four Ambassadors,
Miami.

May 23—Pagcific Pioneer Broadcasters lunch-
eon meeting. Speaker: Fred Waring. Sports-
mens Lodge, North Hollywood, Calif.

May 23-25—Spring meeting of Illinois News
Broadcasters Association. Wagon Wheel
Lodge, Rockton.

May 24—Meeting of Louisiana-Mississippi
AP Broadcasters Association. Royal Orleans
hotel, New Orleans.

May 24—Meeting of [Illinois AP Broadcast-
ers Association. Wagon Wheel Lodge, Rock-
ton.

May 24—Annual meeting, Chesapeake AP
Broadcasters Association. Hollday Inn, Bal-
timore.

May 24-27—Alaska AP Publishers and Broad-
casters joint meeting. Mount McKinley Park
hotel, Mount McKinley.

May 25-27—Fifth annual theater, television
and film lighting symposium, Illuminating
Engineering Society. Sheraton-Chicago hotel,
Chicago.

May 2529 ABC-TV affiiates convention.
Fairmont hotel, San Francisco.

May 26—Meeting of Southern California
Broadcasters Association. Lakeside Country
Club, Hollywood.

May 26-28—Annual conference of Sales Pro-
motion Bxecutives Association. Waldorf-As-
toria hotel, New York.

=May 28—Annual Stockholders meeting, Bar-
tell Media Corp. Drake hotel, New York.

May 30-31-—First annual open board meet-
ing. New Mexico Broadcasters Association.
Hollday Inn, Ciovis.

June

June 2—Deadilne for comments on FCC’s
proposed rulemaking that would permit
noncommercial TV stations to present
scrambled programing during part of their
broadcast day.

June 2—Annual stockholders meeting, Rice
Broadcasting Co. Atlanta.

June 3—Annual  stockholders meeting,
MCA Inc. Sheraton-Blackstone hotel, Chica-
go.

sJune 3—Annual stockholders meeting, Tele-
prompter Corp. New York.

June 3-5—Annual convention, Armed Forces
Communications and Blectronics Association.
Sheraton Park hotel, Washington.

June 6—Deadline for reply comments on
FCC’s proposal that would require uniform
tuning methods for UHF and VHF on all
televisions receivers.

June 5-6—Thirteenth annual public con-
ference of PTC Research Institute of George

Washington University. Agenda includes
discussion on ‘‘Crises in Communication.”
Shoreham hotel, Washington.

June 6—Third annual Belding awards for
creatlve achlevement in advertising, Adver-
tising Club of Los Angeles. Beverly Hills
hotel, Beverly Hills, Calif.

June 6-T—Wyoming AP Broadcasters As-
sociation meeting. Convention Center, Cody,
Wvyo.

June T—Meeting of Jowa AP Broadcasters.
Fort Des Moines hotel, Des Molnes.

June 8—Television Academy Awards pres-
entation. Carnegle Hall, New York, and
Clvic Auditorium, Santa Monica, Calif.

June 8-10—Annual convention of Florida As-
sociation of Broadcasters. Thunderbird mo-
tel, Arlington (Jacksonville).

June 9—Institute for Religious Communi-
cations, sponsored by communications de-
partment of United States Catholic Confer-
ence. Speakers Include Rev. Agnellus An-
drew, O.F.M., director of Catholic Center
for Radlo, Television and Cinema In Great
Britain; Norman Cash, president, Television
Bureau of Advertising: Milton Fruchtman,
executive producer, Capital Citles Broad-
casting, and Louls Cassels, senlor editor,
UPI. Loyola University, New Orleans.

June 10-14—Nineteenth annual conference
of Western States Advertising Agencies As-
sociation. Speakers include David Mahoney,
president of Norton Simon Inc., and Tyler
Macdonald, president of N. W. Ayer/Jor-
gensen/Macdonald. Royal Lahaina hotel,
Maui, Hawall.

June 12—Meeting of Montana AP Broad-
casters Association. Glacler National Park,
Mont.

June 12—Deadline for reply comments on
FCC’s proposed rule that would permit
educational television stations to televise
scrambled programing during part of the
broadcast day.

June 12-14—Spring meeting of Colorado
Broadcasters A iation. Manor Valil, Valil.

June 12-14—Annual spring meeting of Mis-
souri Broadcasters Association. Millstone
Lodge, Lake of the Ozarks.

June 12-16—Spring meeting of Mississippi
Broadcasters Association. Edgewater Gulf
hotel, Biloxi.

June 13-14—Annual seminar,
Radio-Television Association.
motel, Harlingen.

June 14-17—Annual convention of feorasia
A8sociation of Broadcasters, Speakers in-
clude Daniel H. Lewis, vice chalrman.
D'Arcy Advertising: Eddie Barker. KRLD-
TV Dallas, president, Radio-Television News
Directors Association. DeSoto-Hilton hotel.

Texas AP
Sun Valley

Savannah.
sJuhe 15-17—Thirteenth annual meeting of
Television Program Conference. Speakers

include FCC Commissioner Robert T. Bart-
ley: Keith Godfrey. vice president and di-
rector of sales. MCA TV. and Richard
Bailey, president. Hughes Sports Network.
Deauvlile hotel, Miami Beach. Fla.

June 15-18—Third annual Consumer Elec-
tronics Show, sponsored by consumer prod-
ucts division of Electronic Industries Asso-
ciation. Hilton and Americana hotels, New
York.

June 15-18—Convention of American Mar-
keting Association. Regency Hyatt House,
Atlanta.

June 16-17—Eastern convention of National
Religious Broadcasters. Speakers: Dr. Billy
Graham and Dr. Stephen F. Olford. Holiday
Inn, New York.

sJune 16-18—Workshop on advertising finan-
cial management, Association of National
Advertisers. Doral Country Club. Miami.
June 16-20—Summer meeting of National
Association of Broadcasters board of direc-
tors. NAB headquarters, Washington.

June 16-21—Sixteenth annual International
Advertising Film Festival. Cannes, France.

June 17—New deadline for reply comments
on FCC’s proposal to prohibit networks from
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Gives you “cockpit control” of one or many cameras...
fingertip response to varying picture quality.
This versatile instrument belongs in a busy studio like yours.

With Joy Stick, one video operator can monitor and adjust one or many cameras.
Because all controls are within easy reach, a single operator can respond im-
mediately to a rapidly changing video situation — such as uncontrollabte light-
ing conditions in remote operations. That means the best possible on-air picture
quality is constantly at his fingertips!

Equally at home in Master Control or a Mobile Van, Joy Stick can be used with
either color or monochrome cameras. For color cameras, a Paint Control unit is
available for quick and easy ‘“‘repainting” of the color picture.

Price? Only $375 for Joy Stick assembly. Just $740 for Joy Stick assembly plus
Paint Control. Small price to pay for so much self-control!

Write. Or better yet, call us collect: (203) 327-2000.

Joy Stick is so easy to use! Works like a pilot's
joystick. Just move the stick backwards or forwards
to control video level (iris). Turn the knob on top of
the stick to control black level (set-up). Press the
knob to switch a particular camera signal to a single
monitor (individua! monitors can be eliminated). Joy
Stick Assembly or Joy Stick and Paint Control As-
sembly comes in a compact modular unit ready for
installing — console style.

Bee
PROFESSIONAL
PRODUCTS
% LABORATORIES

Stamford, Connecticut 06905
A Division of Cotumbia Broadcasting System. In¢
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ONCE IN AWHILE
A PROGRAM COMES ALONG
THAT SHAKES THE WORLD
ALITTLE

It was a quiet, sensitive one-hour special on our
five Television Stations. But it electrified the television
screen for GO highly-charged minutes.

And the positive viewer response—thousands of
letters from parents, teenagers, doctors, educators and
clergymen—told us we'd hit a nerve.

The program, “Sex and The Search for Adven-
ture,” was the first in our new series, “A Visit with
Franz E. Winkler, M.D."* which explores in depth, the
real, no-nonsense questions that trouble Americans
today.

What made it so powerful?

We call it a whole new unique approach to tele-
vision. Instead of programming for people, we let peo-
ple program for us. Eight of our correspondents in
cities all over the country establish a dialogue with
viewers and serve as a sounding board for the issues
that trouble them most.

The quesrions our correspondents asked Dr.
Winkler in this first program reflected the anxieties of
many people toward changing sexual standards in our
society. And Dr. Winkler responded with provocative,
candid and torally unexpected opinions on pre-marital
sex, parent-child conflict and sex education.

The dialogue continues and on the basis of our
mail and correspondent reports, the next program will
concern itself with marriage and all its ramifications.

We expect to shake the world a little again. And
again. And again.

And that's good.

Because maybe we might just help shake it back
into shape.

*Dr. Winkler is President of the Myrin Institute, Medical
Adviser to the Waldorf School at Adelphi University, and
author of "Man—the Bridge Between Two Worlds,” pub-
lished by Harper and Row.

A VISIT WITH FRANZ E. WINKLER, M.D.
Produced by Milton A. Fruchtman **
Programming Executive Charles G. Pogan

e

A Production of
Capital Cities Broadcasting Corporation

24 East 5 1st Street, New York, N.Y. 10022
(212) 421-9595

**Recently received 5 major awards including the Peabody for pro-
ducing and directing Capital Cities' ""The Secret of Michelangelo:
Every Man's Dream' which appeared on the ABC TV Network.



Available at no cost for telecasting by your station.




owning or controiling more than 50% of
their nonnews prime-time programing, and
to limit their participation in syndication
activitles. Previous deadline was April 14.

sJune 18—Annual stockholders meceting,
Movielab Inc. New York.

June 18-20—Spring meeting of Montana
Broadcasters Association. Prince of Wales
hotel, East Glacier.

June 18-20—Annual
Association of Broadcasters.
Afton Mountain.

June 19-21—Annual convention of Mary-
land/District of Columbia/Delaware Broad-
casters’ Associgtion. Henlopen hotel and
motor lodge, Rehoboth Beach, Del.

June 22-25—Annual convention, National
Cable Television Association. San Francisco
Hilton, San Francisco.

June 22-25—Spring meeting of Alabama As-
sociation of Broadcasters. Tutwiler hotel,
Birmingham.

June 22-25—Institute on operation and
maintenance of helical scan video recorders-
reproducers, National Association of Educa-
tional Broadcasters. Philadelphia Marriott,
Philadelphia.

June 23-26—Annual convention, Electronic
Industries Association. Ambassador hotel,
Chicago.

June 24—Annual stockholders meeting,
Rust Craft Gresting Cards Inc. Dedham,
Mass.

June 26-July 2—Natlonal convention, Amer-
ican Advertising Federation. Waldorf-Astoria
hotel, New York.

June 26-28—Instructional media research
conference, Indiana University. Bloomlng-
ton.

meeting of Virginia
Hollday Inn,

July

July 2—New deadline for reply comments

TVB meetings

Talevision Bureau of Advertising regional
sales clinlcs:

May 19—Sheraton-Peabody hotel, Memphis.
May 20—Pick Congress hotel, Chicago.
May 21—Royal New Orleans hotel, New Or-
leans.

May 23—Sheraton-Biltmore hotel, Atlanta.
May 26—Sheraton-Gotham motor inn, Syra-
cuse, N. Y.

June 2—Sheraton-Plaza hotel, Boston.
June 4—Sheraton-Baltimore Inn, Baltlmore.
June 9—Sheraton-Gibson hotel, Cincinnati.
June 11—Statler Hlilton hotel, Cleveland.
June 13—Howard Johnson motor inn, De-
troit.

on all portions of FCC’s proposed CATV rules,
except those dealing with questions of pro-
gram origination and dlversification.

July 6-18—Twelfth annual seminar in mar-
keting management and advertising, Ameri-
can Advertising Federation. Harvard Busi-
ness School, Cambridge, Mass.

July 7—New deadline for comments on
FCC’s provosed rule that would ban ciga-
rette advertising on radio and television.
Previous deadline was May 6.

July 21—New date for oral argument before
FCC on its proposal to prohibit networks
from owning or controlling more than 50%
of their nonnews prime-time programing, and
to limit their participation in syndication
actlvities. Previous date was May 12.

August

Aug. 3-5—Summer convention, Idaho State
Broadcasters Association. North Shore Motor
hotel, Coeur d’Alene.

Aug. 7—New deadline for reply comments
on FCC’s proposed rule that would ban
clgarette advertising on radlo and television.

Previous deadline was July 1.

Aug. 14-16—Annual convention. Rocky Moun-
tain Cable TV Association. Durango, Colo.
Aug. 17-20—Institute on operation and
maintenance of helical scan video recorders-
reproducers, National Association of Educa-
tional Broadcasters. Sheraton-Chicago, Chic-
ago.

Aug. 25-27—Convention of American Mar-
keting Association. Netherlands Hilton, Cin-
cinnati.

September

Sept. 8-11—1969 National Premium Shot
International Amphitheater, Chicago.

Sept. 22-23—Annual National Broadcast
Editorial Conference. Detrolt.

Sept. 23—Annual meeting of Radio-Televi-
ston News Directors Association of Canada.
Detroit.

Sept. 23-27—1969 International eonference
of Radio-Television News Directors Associa~-
tion. Statler-Hilton hotel, Detroit.

October

Oct. 1-7—Japan Electronics Show, Elec-
tronic Industries Association of Japan.
Osaka.

Oct. 5-8—1969 conference, UPI Editors and
Publishers. Princess hotel, Bermuda.

Oct. 19-23—Annual board and membership
meetings of Television Bureau of Advertis-
ing. Shoreham hotel, Washington.

Oct. 20-23—Fall conference Electronic In-
dustries Association. Century Plaza hotel,
Los Angeles.

November

Nov. 9-12—Fourteenth annual seminar of
Broadcasters Promotion Association. Mar-
riott motor hotel, Philadelphia.

Once the salesman has

your signature, what have

ugot? Pr

uct,

Good prints?

MGM-TV's recent survey of our

customers asked them this question:
“How do you rate the quality of our
prints— poor, fair, good or excellent?”
The answers from the over 120
replies showed 86% considered

our prints good to excellent.

Not perfect. But who is? We do try
and take pride in the effort.

This poll does tell us that the pride

pays off in customer

satisfaction after the sale is made.

Something you can count on whenever
you deal with MGM TELEVISION.

PLoNs

POWER

| LION
| PRIDE
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3 GOOD REASONS
TO CHOOSE WMAZ-TV

Three highly informative daily local news programs, bringing top news,
weather and sports to the largest news audiences in Georgia outside
Atlanta. Presented by eight experienced news, weather and sports
personalities . .. backed up by a team of seven full-time news reporters
and photographers.

ALMANAC
1:00-1:30 P.M.
Rating* Share* Homes*

22 86 24,700

PULSE

6:00-6:30 P.M.
Rating* Share* Homes*

43 85 49,400

11'th HOUR |
S REPORT ML

11:00-11:30 P.M.
Rating* Share* Homes®

21 83 19,100

V4

*ARB Nov. 1968. Audi-
g ence estimates subject

to qualifications avail-
able on request. i

MACON, GA. CHANNEL 13

g

NMY ruusrirrecd i/

b

A Multimedia Station / Represented by Avery-Knodel, Inc.
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fresh in their minds and they are humming the music.
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of the writers and composers of the new musical
theater among those thousands whose performing
rights we administer.

BMI licenses much of Broadway’s most-
performed music, from such with-it creators as John
Kander and Fred Ebb (CABARET and ZORBA). ..
Jerry Bock and Sheldon Harnick (FIORELLO! and
FIDDLER ON THE ROOF)... Anthony Newley and

k'
g8

Leslie Bricusse (STOP THE WORLD | WANT TO GET
OFF)...Jim Wise, George Haimsohn, and Robin
Miller (DAMES AT SEA) ...Jacques Brel, Mort
Shuman, and Eric Blau (JACQUES BREL IS ALIVE AND
WELL AND LIVING IN PARIS).

It's because original cast albums, other
recordings, and sheet music keep their music alive
that BMI's after-theater business is humming.

All the worlds of music for all of today's audience.

BROADCAST MUSIC INC.




mm from Richard M. Miller, advertising manager, U.S. Borax & Chemical Corp., Los Angeles

Keeping in touch with the times

Take a few moments with me, if you
will, to explore “what’s happening out
there.” I simply want to present for
your review a few items of interest
that might depict the changing times
in our world and our business.

= Staid J. Walter Thompson, the
world’s biggest advertising agency,
forks out a 10-year $1-million contract
to a Doyle Dane Bernbach copywriter
and turns over one-fifth of its New
York billings to him, with instructions
to hire the wildest creative talent he
can find. Comes the revolution.

= Hollywood goes to classification
of its films and uses such symbols as
X and M for adults and mature audi-
ences only, and G for general. Only
they stop making general pictures. Al-
most.

= Three creative types strike out on
their own and in three years, after go-
ing public, Wells, Rich and Greene are
billing over $100 million, and each of
the principals is a millionaire. The
trade keeps waiting for them to fall on
their faces, and the clients keep wait-
ing to get in. Their house is built on
ideas, not service, and if it’s a house
of cards, a lot of people are getting
rich in the shuffle.

v Five of the top 10 Madison Ave-
nue agencies are headed by creative
people, one just barely old enough to
become President of the United States.
Creative salaries run wild, as 23-year
old boys earn $60,000 a year—plus
fringes. The clothes they wear, the
shoes on their feet, and the hair on
their faces. heads, and necks make
them look like freaks—to everyone but
their bankers and their clients.

» San Francisco, bored with topless
waitresses, goes bottomless. And the
customers are still bored.

» A West Coast airline lays it on
the line, and admits its pilots are as
scared as its passengers. To help allay
the fears, the airline plans to distribute
security blankets and play records of
train noises. The public goes all out in
its reaction to this very human cam-
paign, and the airline promptly folds.

= George Lois grows bored of being
_a rich agency principal, and forms a
new hot shop with two eager chums.
Their plan is simple: they'll have all
the ideas and they’ll farm out the ex-
ecution to a bright crew of helpers.
Media plans and research they’ll buy

like produce at a supermarket. They
courageously face the obvious failure
of this crazy scheme, and in their first
year of operation manage to scrape
together $22 million in billings—be-
fore Braniff brought in its $10 million.

® A Beatle and his girl friend pose
in the nude for his latest record album
and it sells fairly well. Another album
with nothing on its cover save the word
“Beatles” sells more than $6 million
worth, and half the people who buy
it don't understand a word of it.

» Television joins the revolution.
Flushed with the success of Laugh-In
and Smothers Brothers, TV ushers in
Turn-On, a collection of the more of-
fensive material rejected from Laugh-
In. The public decrees that enough is
cnough, and the show doesn’t answer
the bell for round two.

s On campus after campus young
people are passing along a message:
Times have changed, and they’ll never
be the same again. And on television,
millions upon millions of dollars are
still becing poured into commercials
that demonstrate how a mouthwash
changes the entire sex life of an un-
happy young beauty, and how a world
in strife can save itself with underarm
deodorant. Kids are asking adults to
tell it like it is, and our commercials
tell it like it never was. Thanks to Katy
Winters, Mrs. Folger and the Man from
Glad, an adman’s teen-age son has to
wish his father had the proverbial job
of playing piano in a bordello. And the
gencration gap goes on.

s The colleges integratc. Not black
and white but boys and girls in the
same dorms. And every loyal son of

fair alma mater is kicking himself for
not being born 20 years later. The
moral revolution doesn’t seem to show,
however. Industry has never paid more
to the college graduate, and the future
of science in this country has never
been brighter. The kids of today are
writing and playing the nation’s music,
and the sons and daughters of Holly-
wood’s stars are directing and acting in
first-rate movies. If the country isn’t go-
ing to the dogs, it certainly has gone to
the kids.

s Hershey chocolates, after 66 years
in successful oblivion, elects to spend
$10 million on advertising this year,
thus becoming more of a shocker than
love-ins, LSD trips and nude movies by
Andy Warhol.

= Speaking of Andy Warhol, the
great cinematographer has turned to TV
commercials, and has lent his inestim-
able talents to a one-minute film por-
trait of a Schrafft’s soda melting.
Philippe Halsman announces a liaison
with a TV production house, joining
such other greats as Avedon, Penn and
Stern to lend their photographic talents
to TV commercials.

® Today black is beautiful. Bach is
beautiful. The body is beautiful. The
swing calliope is in. Money is in, but
not as a life plan. But the biggest in is
revolution. Never before has change so
dominated a society. And change seems
to be on the side of honesty. Tell it
like it is. The phrase may be out of
date already. but the rule isn’t. What
you are going to say to the people of
today has got to be clean and simple
and true. Advertising has never been
so challenging. Or so much fun.

Richard M. Miller is advertising manager
for United States Borax & Chemical Corp.,
Los Angeles. He has held this position since
November 1962. Currently, he is also pres-
ident of the Advertising Club of Los An-
geles. He was born in El Paso and grew
up in Southern California. He received a
bachelor of science degree from the Uni-
versity of Southern California. Prior to his
affiliation with Borax, he spent four years
with Erwin Wasey Inc., Los Angeles, as
senior media buyer.
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The Great Scott Stations are
hosts to the International Broad-
casters Idea Bank Convention,
May 18 — 21, at the Holiday Inn,
Pottstown, Pa.
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When the caseis stated, JUDD is a winner anyway you Iook atit.
Here's the:evidence:

EXHIBIT-A: JUDD is-the key to programming leadership with top stars,
adult“stones and: quahty production —combined for dward-winning
results.

EXHIBIT'B: The competutton can't hold a candle to Judd. In two suc-

. cessful,seasons on ABC, JUDD delivered 30+ average:shares (NTI&:

~MNA) and'a big share.(64%) of the young adult audnence the. h|ghest

.ratedfgroup in.the consumer ranks.

ESfHIBlT :C;Winning cases by a long. shot-or losing by.a‘hair's-breadth;

Judd objectwely confronts the complex- issues of contemporary life,

EXHIBIT D: The full picture includes three: lmportant personalmes :

GARL BETZ:as Judd: STEPHEN YOUNG ‘as Juddis.assistant;-and " -

executlve producer‘PAUL MONASH: who brought
‘Peyton Place!" fo #élevision.

EXHIBIT E: 50 s1gn|f|canf” ours in color’ JUDD FOR

THE.DEFENSE s SO|Id as.arock:
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WBTV’s Jim Patterson presented
the very first television show 1n

the Carolinas. The test pattern.
That was 20 years ago. Today, Jim

Patterson and ten other top an-
nouncers present programs that

earned WBTV ARB'’s recognition
for the top 25 shows 1n the market

WBTVisalsofirst in
the nation’s Top S0
markets in share of --
total homes* It Was.v*f% o

great to be first in 7. flAU o
the market. And — el
we've got the talent i

to stay there. WBTYV. :
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llllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllll



May19,1969:Vol.76,No.20

Broadcasting

Pro football on three networks?

That's an idea in back of Pete Rozelle’s mind
if CBS, NBC don’t ante up for his 26-team plan

Professional football, now a two-net-
work, $35-million a year product, may
become a three-network, $40-miilion
commodity even before the 1969 foot-
ball season gets underway.

Long before the new 26-team, two-
conference, six-division National Foot-
ball League begins play in 1970, Pete
Rozelle, commissioner of pro football,
has reportedly set his mind on getting
$1.5 million each for the teams on a
three-year contract. He is also intent on
reducing, and eventually eliminating, the
Sunday afternoon doubleheaders, and
replacing them with nationally televised
games in Monday night prime time.

The current thinking by Mr. Rozelle
calls for three packages.

Two of them would be for the regu-
lar Sunday afternoon games of the two
conferences and the third would be for
14 Monday night telecasts. The third
package could be made more attractive
with the addition of about a half dozen
preseason games.

Having dealt with CBS and NBC
for years, as the long-standing holders
of rights to the National and American
Football League gamcs, respectively,
Mr. Rozelle would prefer to limit fu-
ture dealings to those two networks.
But if both officially turn down the
Monday-night concept, he will quickly
turn to ABC or Hughes Sports Net-
work to deliver both station clearances
and rights dollars.

At the moment, everything is up in
the air. All that is certain is this:

When the NFL and AFL effect their
merger for the 1970 season, there will
be two conferences—American and Na-
tional—within a reconstituted National
Football League; each conference will
have 13 teams; each conference will
have three divisions.

The move of the Baltimore Colts,
Cleveland Browns and the Pittsburgh
Steelers to the American Conference
in 1970 has created a two-fold situation
for NBC, which has “first negotiation,
first refusal” rights to American games as
does CBS to the realigned National

Conference. It gives NBC a more sal-
able product, but it also will probably
force the network to pay more for
rights.

At present the 10 AFL teams receive
$900,000 each from NBC's $9 million
annual payment. The 16 members of
the NFL have been collecting some
$1.25 million each from the $20 million
CBS has been paying for the rights to
present the regular-season games. How-
ever, under the merged league, all 26
teams will share equally in the rights,
regardless of which conference they are
in, which network they are carried on
and how much that network is con-
tributing to the over-all figure.

What Mr. Rozelle would like to have
is $1.5 million for each of the teams,
and that means $39 million in rights
from television.

Still uncertain is whether such games
as the interconference All-Star game
and NFL championship game will be

Mr. Rozelle
A $40-million pitch

(Copyright Broadcasting Publications Inc. 1969)

included in any package being offered
or whether they will be held out as
specials, which would be alternated
among the participating networks—for
a price.

Both CBS and NBC have already had
preliminary talks with the commission-
er’s office but the hard-line negotiating
hasn’t begun, although the phone lines
between William McPhail, CBS-TV
vice president for sports, and Mr.
Rozelle’s offices were busy last week.
Carl Lindemann, NBC-TV vice presi-
dent for sports, was at the network’s
affiliate meeting in Los Angeles and he
expected to be in a huddle with Mr.
Rozelle upon his return to New York.

CBS and NBC have repeatedly spok-
en out against Monday-night games,
and both have said they don’t want
them. For both networks, the Monday
prime-time schedule is a strong one
with NBC’s Laugh-In and movie, and
CBS's situation-comedy line-up.

The desire of Commissioner Rozelle
to eliminate the Sunday doubleheaders
and institute a full-season schedule of
Monday-night games is no secret. Last
October he told the International Radio
and Television Society in New York
that he wanted to hit a mass market
and to reach people that were not al-
ready “hooked” on football (Broap-
CASTING, Oct. 7, 1968). Several months
later, he told newsmen in Miami Beach,
during one of the many owners’ meet-
ings that led to the two-conference ar-
rangement, that Monday-night games
could be the answer to overexposure
on Sunday afternoons.

For several years Mr. Rozelle has
been on the same soapbox, preaching
the potential of the prime-time game
and denouncing the danger of the Sun-
day doubleheaders. Although his words
generally fell on deaf ears at the net-
works, he was able to get CBS to com-
mit itself to two night games last year
and will get at least one from CBS this
year.

The commissioner, disturbed by the
network's reaction to the prime-time
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plan, has been reluctant to force them
to reduce the number of doubleheaders
since the two-game Sundays have been
financially successful, whereas the net-
works over-all have not shown much,
if any, profit on pro football. It is a
status item that draws certain sponsors
and satisfies affiliates, but it generally
does not please network accountants.

Last year, for example, CBS had a
general rate-card price of about $70,000
for its regular-season NFL games. In
October its average game minute, how-
ever, was estimated to be going for
about $59,000. CBS’s asking price for
the NFL this year is believed to be
about $73,000.

NBC, which had a rate-card price of
$28,000 a minute for last year’s AFL
schedule, was reportedly getting about
$21,000 a minute in October.

The pricing structure should be a
little different this fall, with NBC, capi-
talizing on Joe Namath’s ability to
throw a football, asking $40,000 a min-
ute for its 1969 AFL schedule. The
rate-card increase is not based on ex-
pectation of getting three new teams
in 1970. It is based on the form of
instant parity the AFL achieved with
the NFL when the New York Jets
defeated Baltimore last January in the
Super Bowl.

NBC will be seeking the increased
rate even though it is still 11.4 million
TV homes behind CBS in league cities.
The Area of Dominant Influence (as
calculated by the American Research
Bureau) of the present 16 TV markets
of the NFL teams contains 23,514,700
TV households. The ADI count for the
present 10 AFL markets is 12,121,200
TV homes.

When Baltimore, Cleveland and Pitts-
burgh move into the American Confer-
ence in 1970, the spread will shrink to
5.8 million households, about half of
what it is now. Tn 1970 the ADI count

Here's how it stands today

Though most of the concentration now
is on the 1970 realignment of profes-
sional football and its television lineups,
there’s still one more season to go under
the old system, starting in August.

The TV schedules have not been an-
nounced, but CBS-TV expects its Na-
tional Football League lineup to com-
prise five preseason telecasts, 27 regular-
season telecasts and five post-season
games—plus the Super Bowl between
the champions of the NFL and the
American  Football  League—while
NBC-TV’s still-tentative AFL schedule
anticipates 33 regular-season telecasts,
an all-star game and one or more pre-
season games (see page 27).

Only schedule announced thus far is
for the NFL preseason games on CBS.
Made public last week, it provides for
three prime-time and two early evening
games (all times EDT): Sunday Aug.
10 at 6 p.m., Cleveland Browns vs. San
Francisco 49ers at Seattle; Saturday
Aug. 16 at 9:30 p.m., Green Bay Pack-
ers vs. Chicago Bears at Milwaukee;
Saturday Aug. 30 at 6:30 p.m., Wash-
ington Redskins vs. Detroit Lions at
Tampa, Fla.; Saturday Sept. 6 at 9:30
p.m., New York Giants vs. Minnesota
Vikings at Minneapolis; Sunday Sept.
14 at 9 p.m., Baltimore Colts vs. Dallas
Cowboys at Dallas.

of TV households (based on current
ARB figures) will be: American Con-
ference—14,945,700; National Confer-
ence—20,690,200. The American Con-
ference will be represented in five of
the top 10 TV markets and the National
Conference will be in seven of the top
10 (see chart below).

Based on those figures, CBS will still
be expected to pay more for its Na-

tional Conference schedule than NBC
will be expected to pay for its American
Conference line-up. However, if CBS
and NBC remain adamant about refus-
ing to carry a full schedule of Monday-
night games, and if a third network
does get in the picture, then the exclu-
sivity of pro football will be passe and
the rights for the Sunday games of both
conferences will have to be reworked
in light of how much a prime-time,
14-game national schedule will produce
for pro football’s coffers.

At CBS the feeling is that the loss
of the three teams and the TV homes
they command is less important than
the number of telecasts that will be
available. Until that figure is set every-
thing is speculation and “nobody can
tell whether the price will go up or
down or stay the same.”

CBS this year is paying $20 million
for the regular-season NFL games, $2
million for the NFL championship,
$700,000 for the Pro Bow! (all-star)
and $500,000 for the Runner-Up Bowl
for a total NFL bill of $23.2 million.
Additionally, the network has Super
Bowl rights this year for the standard
$2.5 million. Thus, CBS’s commitment
to pro football for the 1969-70 season
runs $25.7 million.

NBC's $9 million outlay this year
includes all AFL games, preseason,
regular-season and post-season.

The number of Sunday doublehead-
ers scheduled for CBS this year will
be eight, one more than it carried in
1968. It also will carry the traditional
Thanksgiving Day doubleheader. NBC
has not listed its planned schedule or
number of doubleheaders it has on tap,
but last year the network scheduled 13
doubleheaders, 12 of them on Sundays.

It is understood Mr. Rozelle’s office
would like to limit the doubleheaders
to about four per year.

The 1970 schedule of all teams will

NBC expects gain
in football audience

Football fans, like all sports fans, are
home-town followers whether the team
is good or bad. If that ages-old practice
does not change, NBC should gain
viewers in at least three markets when
the American and National Football
Leagues merge next year.

The new American Conference, which
NBC will probably get rights to, is ac-
quiring the Cleveland Browns, Pitts-
burgh Steelers and Baltimore Colts. In
the Area of Dominant Influence of
those three markets there are 2,824,500
TV households. At present the 16 NFL
teams, including those markets, have
home-market TV households totalling

Number of TV households in Area of Dominant’Influence of home-team
markets in realigned National Football League

ADI TV
American households

New York 5,682,800
Boston 1,432,800
Oakland-San fFrancisco 1,372,600
Cieveland 1,227,100
Pittsburgh 959,000
Baltimore 638,400
Houston 633,300
Miami 667,800
Cincinnati 560,400
Buffalo 553,800
Kansas City 514,400
Denver 422,900
San Oiego 380,400
14,945,700

Source: American Research Bureau

23.5 million, while the present 10 AFL
teams show TV households of 12.1 mil-
lion. The spread of 11.4 million TV
households will shrink to 5.7 million

ADI'TV

National households
New York 5,682,800
Los Angeles 3,182,000
Chicago 2,466,200
Philadelphia 2,070,000
San francisco 1,372,600
Detroit 1,368,700
Washington 978,800
St. Louis 834,000
Dallas 798,500
Minneapolis-St. Paul 702,200
Atlanta 615,300
New Orleans 398,200
Green Bay 0,900

220,
20,690,200

next year. The conference breadown will
give the American 14,945,700 TV
households compared to 20,690,200 for
the National.
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include interconference as well as intra-
conference games, and a Monday-night
package will have both types.

Although ABC will probably talk to
the Rozelle office about the Monday-
night package, that network is expected
to continue its collegiate football pack-
age at about $10 million a year. Thus
the best bet to pick the games up—
if the package is firm and if CBS and
NBC stick by their guns—is Hughes
Sports Network.

Hughes moved into the pro football
arena this year when it signed with
AFL/NFL Films to produce and syn-
dicate a weekly one-hour series This
Week in Pro Football, the first series
to combine action from both leagues
(BROADCASTING, March 10).

Since Howard Hughes has acquired
Sports Network Inc., money is literally

no object and if Richard Bailey, presi-
dent of HSN, can get the rights to a
Monday-night package, it could be the
start of viable fourth network.

While football on Sunday and Mon-
day may seem like a lot of pigskin
passing and punting, the TV fan may
find the end result of the league merger
will provide him with more interesting
and meaningful, if not fewer, post-sea-
son games.

At present CBS and NBC each carry
their respective playoff games and all-
star game. Additionally, CBS has been
carrying the NFL's Runner-Up Bowl.
The two networks have been alternating
coverage of the Super Bowl, which,
after merger, should return to the title
of NFL Championship game.

Under the merged NFL, there will
be three-game conference playoffs fol-

lowed by a championship game. There
will also be an interconference all-star
game.

Although still speculative, the cham-
pionship and all-star games could be
built into the right packages and al-
ternated among the two or three net-
works involved in NFL coverage.

At the moment, everything for the
1970 season, except the alignment of
the American Conference, is still up
in the air. Mr. Rozelle’s office has set
no official prices for pro football and
won’t—at least until sometime in mid-
June. At that time, hopefully, the 13
members of the National Conference,
who meet June 2-3, will have reorga-
nized. After that, it is Pete Rozelle
versus the networks and, traditionally,
Mr. Rozelle comes out smiling.

BroadcastAdvertising

K.C. agency’s thing: department stores

Valentine-Radford producing tailored campaigns
in anticipation of even greater retailer use of TV

The surge in retailers’ use of television
has sparked the entry of a Kansas City,
Mo., advertising agency, Valentine-Rad-
ford, into the business of offering a
tailored TV campaign for large “qual-
ity” department stores.

As described last week by Herbert S.
Valentine Jr. of the agency, who
screened commercials for newsmen in
New York, the agency helps map the
TV strategy for stores and purchases
the time on the stations. Earlier screen-
ings were held for a group of Television
Bureau of Advertising executives.

Mr. Valentine explained the concept
was developed as the result of a suc-
cessful use of the commercial approach
that was designed by his agency for the
Jones Store Co., Kansas City, the
largest store of the 18-member Mercan-
tile Stores Co. chain.

The approach uses a “quick-flick”
technique, mixing or “reconciling” the
merits of soft sell and hard sell, “price-
and-item advertising and institutional
advertising.”

The commercial (in both a 30- and
a 60-second version) is filmed, with in-
tegration of other specific messages
produced on tape. Mr. Valentine said
the service is being offered for a mini-
mum six-month use exclusive in a mar-
ket.

First step in the approach, he said,
is for the store to use the image com-
mercial, establishing the store visually
on television and then proceeding to

special events whose messages are then
threaded within the institutional com-
mercial. Events which the store must
schedule in the TV campaign—and re-
port results to the agency—include
Father's Day and back-to-school pro-
motion plus pre-Christmas selling.

Mr. Valentine said the Jones store
spent around $15,000 in television last
year, mostly in “co-op opportunities,”
but this year could be expccted to be
spending in the vicinity of $75,000
to $100,000. He said Joslin’s in Denver,
Ronzone’s in Las Vegas and Fruog’s in
Tulsa, Okla., were the most interested
and were purchasing the V-R concept
and services.

He said: “We are not selling or syn-
dicating commercials, but a concept.
We see a breakthrough in the retail-
department store advertising field in
about six quick months. The TV
channels will be saturated with retail
advertising.”

Mr. Valentine said that retailers are
no longer asking: “Should I go into
television or when I should go in, but
how should I go into TV?”

Free gets National Airlines

F. William Free & Co., New York, has
been appointed agency for National
Airlines effective Aug. 1. The account
bills between $8 million and $8.5 mil-
lion, 60% of it in broadcasting. It re-

cently was removed from Papert,
Koenig, Lois Inc. (BROADCASTING, May
5). F. William Free & Co., though is
only a year old, had built its billings
to almost $12 million, exclusive at Na-
tional Airlines. Other major accounts
include B. V. D. (underwear), Heub-
lein (cocktail mixers) and Schrafft’s
(restaurants).

Kendall is keynoter
for AAF convention

Donald M. Kendall, who rose from a
Pepsi-Cola syrup salesman to president
of the diversified parent company
Pepsico, will be the keynote speaker at
the annual American Advertising Fed-
eration convention, June 29-July 2 in
New York.

Leading off the agenda, along with
Mr. Kendall, will be advertising work-
shops which will focus on basic princi-
ples and current thinking of advertis-
ing’s various disciplines. These include
creative, Shirley Polykoff, vice presi-
dent and chairman of the creative
board, Foote, Cone & Belding, New
York: media, Herbert Maneloveg, vice
president and director of media infor-
mation services, BBDO, New York;
sales promotion, Austin Johnson, vice
president and director of merchandising
and promotion, Benton & Bowles, New
York, and research, Paul Gerhold, pres-
ident, Advertising Research Founda-
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How TV-network billings stand in BAR’s ranking

Broadcast Advertisers Reports’ network-TV dollar revenue estimate—week ending May 4, 1969
(net time and talent charges in thousands of dollars)

Total Total
ABC CBS NBC minutes dollars
Week Cume Week Cume Week Cume week week 1969 1969
ended Jan. 1- ended Jan. 1. ended Jan.1- ended ended total total

Day parts May 4 May 4 May 4 May 4 May 4 May 4 May 4 May 4 minutes | dollars
Monday-Friday

Sign-on-10 a.m. § —— H 4.9 ($ 102.2 $ 2,022.6 |$ 351.9 § 6,119.7 87 §$  454.1 1,469 | § 8,147.2
Monday-Friday

10 a.m.-6 p.m. 1,463.9 25.628.1 2,755.2 50,078.4 2,488.2 44,374.8 964 6,707.3 16,113 120,081.3
Saturday-Sunday :

Sign-on-6 p.m. 495.2 20,049.1 1,277.4 21,193.9 651.0 11.572.1 285 2,423.6 5,134 52,815.1
Monday-Saturday

6 p.m.-7:30 p.m. 452.6 6,117.6 783.4 13,639.5 494.5 12,620.1 101 1,730.5 1,642 32,377.2
Sunday

6 p.m.-7:30 p.m. 71.0 2,805.6 249.5 4,357.6 213.5 4,215.3 18 534.0 392 11,378.5
Monday-Sunday

7:30-11 p.m. 4,474.9 95,695.1 7,425.5 128,626.9 6,669.3 126,819.1 447 18,569.7 7,694 351,141.1
Monday-Sunday

11 p.m.-Sign-off 301.3 7,103.0 39.1 1,077.3 481.6 8,837.4 81 822.0 1,368 17,017.7

Total $7,258.9 $157,403.4 | $12,632.3 $220,996.2 | $11,350.0 $214,558.5 | 1,983 §31,241.2 33,812 | $592,958.1

tion, New York.

Gail Smith, general director of ad-
vertising and merchandising, General
Motors, Detroit, will moderate the
Wednesday, July 2, morning session
“The World of Advertising/the World
of Ideas.” On the panel will be Ralph
Carson, chairman and chief executive
officer, Carson-Roberts, Los Angeles,
with innovations in advertising; Carl
Ally, chairman and chief executive of-
ficer, Carl Ally Advertising, New York,
on political advertising, and Duke Marx,
vice president, Marx Advertising
Agency, Milwaukee, with retail ad-
vertising.

Thomas Dillon, president, BBDO,
New York, will be on the “Future
and Advertising” panel Tuesday morn-
ing, July 1, with leading authorities in
the fields of education, economics and
media.

Other special convention features in-
clude the club management trading
posts and the Advertising Woman of
the Year brunch.

FCC takes stern stance

on tradeout loggings

In a public notice last week the FCC
slapped the wrists of broadcasters who
fail to log as commercial matter an-
nouncements for which goods and serv-
ices are paid.

The FCC said some licensees have
not been including these “tradeouts” in
making out logs or filing applications as
required by Section 317 of the Com-
munications Act.

Singled out in the commission’s notice
was the situation “in which a network,
program producer or station receives
free transportation, prize merchandise
or other goods or services” for a com-

mercial spot.

Sections 317 and 508 of the act taken
together, the FCC said, require the
broadcast disclosure of such considera-
tion—whether it is received by the
licensee, his employees, the network or
production personnel. “Accordingly,”
the commission said, “all networks will
be expected to report such matter to
their affiliates as commercial for pur-
poses of computing commercial time,
and all licensees will be required to
compute such messages as commercial
time in their applications.”

N. W. Ayer sets up
internal production group

A new special projects group that will
work considerably in the broadcast me-
dia, including packaging of programs,
has been formed in the Chicago office
of N. W. Ayer & Son.

To be headed by Terry Galanoy, the
new Ayer group has been assigned proj-
ects for several new Alberto-Culver Co.
products, public communication for the
American Medical Association and pro-
grams for Radio Bible Class, Grand
Rapids, Mich. Radio Bible, a $2 million
account, named Ayer as agency last
month after many years with J. M.
Camp & Co., Wheaton, Ill.

Radio Bible has a radio show of the
same name on some 600 stations and
has been using the medium for 35 years.
Its TV effort is a weekly color half-hour
video-tape series, Day of Discovery,
started last fall as a musical and in-
spirational show, now carried on 59
stations. The Ayer group plans pack-
aging of another new radio series for
the interdenominational group plus new
contemporary format ideas for the ex-
isting radio-TV shows.

S.F. stations charged
with ad copy lockout

The executive vice president and cre-
ative director of a West Coast advertis-
ing and public relations agency charged
last week that several radio stations in
the San Francisco area had refused to
carry commercials for a group of Olds-
mobile dealers on the ground that they
would offend the competition.

Martin D. Rockey, a principal in
Gross, Pera & Rockey, San Francisco
and Los Angeles, claimed its commer-
cials for Metro Olds, an association of
17 Bay Area Oldsmobile dealers, had
been rejected because they stressed
price comparisons with other makes.
He claimed XNBR, KCBS, KGO and KSFO,
all in San Francisco, and xaBL Oak-
land, Calif., had turned down the cam-
paign for Metro Olds.

“They said we were ‘knocking’ the
competition,” Mr. Rockey stated. “What
they meant was: ‘Our station is afraid
of offending Ford, Chevrolet, Pontiac,
Mercury, Buick, etc.’” Some started re-
writing our copy for us. Others forced
us to re-record the spots.”

Mr. Rockey said the commercials
were aimed at new-car-buyer prospects.
Prospects were asked to check the com-
parable model in the Oldsmobile line
with specific new car prices named for
Oldsmobile and other makes. “In at-
tempting to get with it,” Mr. Rockey
said, “the radio industry has made
quite a thing of its effort to bring
‘truth’ to listeners. It would follow that
this philosophy should extend to com-
mercial content.”

He said stations always should have
the right to refuse commercials that are
in bad taste, obscene or libelous, but
said that “when they refuse honest copy
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Sink your line
into California ...

Beeline® Radio is stocked with listeners.

- . 3 s R,

Beeline Radio’s unique news feature — Capitol Report — guarantees
Beeline listeners news that relates to them. Interviews, criticism, histori-
cal shows, analysis of key problems — this is the type of program that
gets the attention of California’s Inland Valley and Western Nevada
listeners. A special Sacramento correspondent gets the news while it
is fresh — Beeline gets it to the people — and your message reaches
this $7.8 billion market. Fishing is good in California with the Beeline.

Data Source: Sales Management's Survey of Buying Power—june 1968 (EHectivp Buying Income)

McClatchy Broadcasting [ &

KATZ RADIO » NATIONAL REPRESENTATIVE
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Bandito tries shakedown
to get into the chips

Scheduled soon after this week’s Apollo
10 space mission is a shot to the moon
by the Mexican bandit, Frito Bandito,
in new 30-second commercials for Frito
Com Chips.

Produced for Foote, Cone & Belding,
New York, by Pelican Films, that city,
the commercials will be shown in Frito’s
network (all three networks) and spot
schedules, starting later this month or
in early June.

For the “moon set,” the production
studio built a reproduction of a U.S.
space ship and used space suits for the
two “astronauts.” In the rotoscoped—
combination of live action and anima-
tion—sequence, the animated charac-
ter, “Bandito,” and his burro greet the
astronauts as they arrive on the moon.
Bandito announces he has the “park-
ing concession” and demands payment
—in Frito Corn Chips. Geoffrey Kelly
produced the commercial for the agen-

cy; Jack Zander (shown in picture)
was director, and David Hogoboom
produced for Pelican.

just because a competitor may not like
it, it's time for a review of ethics,
standards and morals.”

Officials of the stations in San Fran-
cisco could not be reached immediately
for comment.

Broadcast-minded Sears
adds network TV special

The disclosure last week that Sears,
Roebuck & Co., Chicago, has signed
for a 90-minute special on CBS-TV
next September points up the giant
retail chain’s expansion into network
television. Sears is already an estab-
lished local-TV user and national-spot
investor ($12 million last year). The
department store advertiser put almost
$5 million in network TV last year.
The CBS-TV show is a prestige color
special that will picture Britain's royal
family in official and unofficial roles.
Titled The Royal Family and set for
Sept. 21 (7:30-9 p.m. NYT), the pro-
gram, placed through Ogilvy & Mather,
New York, will depict Queen Elizabeth
IT as wife, mother and queen. The film
is a joint project of the British Broad-
casting Corp. and the independent
(f:ommercial) TV companies of Brit-
ain, and will also be telecast over their
facilities in the United Kingdom.

Disclaimers on picture
quality due Oct. 1

TV set makers are going to have to use
phrases like “simulated TV reception”
or “TV reception simulated” when they
show ostensibly operating TV sets in TV

commercials.

A new regulation from the Federal
Trade Commission is effective Oct. 1
with orders that a disclosure must re-
main visible at all times that the ad-
vertised set appears with a picture on
its screen.

The effective date of the rule and the
agreement on phraseology was ordered
in response to a request for clarification
by the Electronic Industries Associa-
tion, which followed an FTC announce-
ment last February on the subject of
mock-up pictures on TV sets. The FTC
requirements apply to “all television ad-
vertisements that purport to demon-
strate, directly or by implication, the
quality of reception attainable by an
advertised television set,” FTC said.

Advertisements now being used with-
out such disclaimers were approved for
continued use until the October dead-
line. Catalogues now in distribution
without explanations may be continued
until normal replacement, the FTC said.

FC&B’s O'Toole urges
lengthy blocks of spots

Bunching of as many as 10 or 12 com-
mercials at one time in TV movies as
presently done in Europe would be a
good way to cut clutter and lessen pro-
gram interruptions, John E. O'Toole,
president, Foote, Cone & Belding, Chi-
cago, said last week.

Talking to communications students
at Northwestern University as part of a
seminar conducted there by the Chicago
chapter of the National Academy of
Television Arts and Sciences, Mr.
O’Toole felt each commercial would

stand or fall on its own merits in com-
petition with other spots. The process,
he thought, would help weed out banal
or ineffective commercials.

Mr. OToole also suggested that tele-
vision stations and station groups should
declare publicly their editorial policy
“since their point of view is already
implicit in their programing.” He felt
they also should “openly persuade to-
ward their views.”

Arlans happy with test,
will go into 60 markets

The growing affinity between retailers
and broadcast was underlined last week
by an announcement that Arlans depart-
ment stores, New York, a discount chain
with 90 outlets in 70 cities, has tested
TV and radio in three markets and in-
tends to start campaigns in about 60
other markets before year’s end.

Arlans tested spot radio-TV in three
markets during March and April to pro-
mote the opening of new stores in Madi-
son, Wis.; Wilkes-Barre, Pa., and Roch-
ester, N. Y. The commercials, which
feature Rocky Graziano, were produced
by Don Purcell Productions, New York,
in association with Herb Smithline, di-
rector of broadcast for Arlans.

Arlans’ future time buys will be made
by Mr. Smithline. They will feature new
store openings and co-op campaigns.

A newsman solicits
advertiser pressure

Former Los Angeles police chief Tom
Reddin, a radio and TV newscaster on
KTLA(TV) and KMPC both Los Angeles
since May 6, last week suggested to the
Southern California advertising commu-
nity that it apply economic sanctions
against broadcast stations, newspapers
and magazines as a means of indicating
displeasure over editorial positions taken
by media.

Discussing the nation’s urban prob-
lems at a luncheon meeting of the Ad-
vertising Club of Los Angeles, Mr.
Reddin stressed the necessity of first
restoring order in the country and then
restructuring our society. Among the
things he suggested that the advertising
community can do collectively and in-
dividually to make its voice heard in re-
storing order were the possibility of eco-
nomic and vocal pressures.

“When you disagree with the editorial
position of a station—television, radio—
of a newspaper or a magazine,” sanc-
tions could be used, he pointed out.
“You represent major advertisers. It
would appear that your advertisers
should be supporting publications and
other segments of the media where you
have some type of philosophical agree-
ment,” Mr. Reddin said.
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you can
owna Chuck Barris
original.

It’s called “The Game
Game.”And it’s the new
creation of Chuck Bamis,
producer of “The Dating
Game”and “The Newlywed
Game,” long-running
network hits. Now it’s your
turn. Chuck’s latest game and reps are jumping at it.
sensation with the super- Naturally.
successful young look is Five taped color half
available to stations as a hours of “The Game Game”
first-run syndicated release.  a week. Better call quick.

And “The Game
Game” is sensational,
judging from initial sales. v
Given first crack ata unique GBS Enterprises Inc.
mrsonality game ShOW New York, Chicago. San Francisco. Dallas, Adanta
especially crafted for today’s
young audiences bya proven
master of the game, stations




B&B disputes
rating-service data

Information reaps confusion,
agency finds, as It reports
testing of new spot formats

Benton & Bowles is questioning the pro-
liferation of data supplied by the TV
rating services on the local level, claim-
ing that much of it may be “wasteful,
confusing or unreliable.”

In the latest issue of its newsletter,
Impressions, B&B cites studies in which
95% of the media buyers said that of
56 columns of information in rating
books, only six were found useful in
considering a buy. In another study, ac-
cording to B&B, of the 31 columns of
data common to all local-market re-
ports, 24 columns of the data were
never requested by media buyers.

“From the current profusion of avail-
able data a challenge emerges for the
local television rating services,” the
B&B newsletter stated. “Let them de-
velop a basic combination of meaning-
ful audience data that is broadly useful

to media buyers in general. For those
who would seek additional refinements,
have them pay a flat sum of money,
say $500, for each additional column.
The rating services then could take
these funds and invest them in even
more reliable data. What would result
would be sudden contraction in ‘column
clutter,” but in any event, we would
also see more meaningful, reliable and
usable research.”

The May issue of Impressions said
also that network feature-film periods
have declined to average share of audi-
ence of 34% from 37% last season. It
attributed this decline in part to a de-
parture this year from a practice of
“front-loading” in a previous season,
that is scheduling movie “block-bust-
ers” in the fall and early winter. An-
other factor cited by B&B was heavier
reliance by networks on movie reruns
and made-for-TV features.

The newsletter also analyzed the new
rate card for Blair-represented TV sta-
tions under which the 30-second com-
mercial became the basic unit. B&B
said its analysis of a number of the
new rate cards versus the old ones
shows that, in general, “there has been
a deterioration of approximately 10%

in 60-second efficiencies and a 4% im-
provement for the 30-seconds.”

Benton & Bowles also reported on
several innovations developed for an
unidentified major client in spot-TV
advertising formats. These formats in-
clude 70-second positions (a 30 and a
40-second commercial) and a predomi-
nant use of 120-seconds for several
brand combinations (50/30/40, 40/40/
40 or 60/20/40). The advantages of
the 120-second position, B & B said, are
that it minimizes the possibility of pre-
emption (when the spots are placed at
pre-emptible prices) since the station
must sell two 60-seconds at the full
rate; it reduces commercial clutter on
the station; it often provides isolated
locations and affords “a corporate over-
ride by matching three compatible prod-
ucts with each product identified under
a corporate logo.”

Another ad tax

A bill proposing a 4% tax on advertis-
ing has been introduced in the Michigan
legislature and referred to the House
Taxation Committee, the Michigan
Broadcasters Association alerted its
members last week. House Bill No.

Virginia Slims, ‘give
a damn’ take top honors

A television commercial selling ciga-
rettes took top honors last week at the
Annual American Television Commer-
cials Festival in New York.

A Philip Morris Virginia Slims com-
mercial (“you’ve come a long way,
baby” campaign created by Leo Burnett)
was selected to share the “best over-all
campaign” designation with a public
service effort, the New York Urban
Coalition’s “give a damn” series created
by Young & Rubicam. Virginia Slims
also won awards for “best” in the
categories of cigarcttes and cigars, and
of jingle techmiques.

Other multiple winners were the
American Motors' Rebel “driving
school” commercial created by Wells

R b
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Best over-all campaign: Philip Morris’s
Virginia Slims

Rich, Greene (“best automobile,” *“‘best
use of humor,” and “best direction”
categories); Purina canned meats “park
bench” commercial by Gardner Adver-
tising, St. Louis (“best pet products” and
“best spokesman” for Pat Paulsen who
appears in the message); Volvo’s “at-
tack of the car dogs” by Scali, McCabe,
Sloves, New York (“best copywriting”
and “best animation design”), and
Monsanto wear dated fabrics “psy-
chedelic” commercial by Doyle Dane
Bernbach-Gemini Films and the Optical
House (“best optical effects” and Movie-
lab award for “best film editing™).
Y&R was involved in the most win-
ning commercials with 10; BBDO had
five; Doyle Dane Bernbach had four:
Foote, Cone & Belding, Leo Burnett
and Wells, Rich, Greene each won three.
Eastman Kodak’s award for the best
cinematography was won by a public

pet produc Purina

Best
meats for dogs

service commercial, “starve a rat today,”
created for the Urban America Organi-
zation by Geer, Dubois Advertising,
New York, and filmed by Bill Storz for
Wylde Films.

NBC'’s award for effective use of color
by an advertiser was presented for a
Pepsi-Cola series of spots (“surf foot-
ball,” “rope swing” etc.) created by
BBDO New York, and filmed by B.F.B.
Productions.

A 3M Co. award for Electrography
(video tupe used creatively) went to a
Chrysler message (“fuselage”) by Y&R,
Detroit, and produced by Advertel,
Canada.

A total of 58 statuettes were presented
at the ceremonies. A special award also
was given to the Advertising Council,
which accepted on behalf of the adver-
tising industry, for public service activi-
ties.

)

Best 8-10 second ID: NSC's
Shoes’

7]
‘Baby
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Dick’s putting
the squeeze o
Perry MaSO“.

Sales prove it. “The
Dick Van Dyke Show” is
the hottest release to enter
syndication since our

“Perry Mason.”

Crowding the all-time
champ proves that Dick Van
Dyke is as popular as ever.
Further proof: his latest CBS ~ we'll fill you in on“Perry
Television Network special,  Mason.” too.
reuniting him with series
co-star Mary Tyler Moore,
stood ‘em in the aisles. It
drew a mighty 49% share of
the pnme time audience.
With a 31.2 rating.

Call us for more on
Dick Van Dyke. If you like,

New York. Chicago. San Francisco. Dallas. Atlanta




Pet food TV buying in 1967-68

As reported by Television Bureau of Advertising and
based on figures from Leading National Advertisers

1967 1968
Network Spot Total Network Spot Total

Ralston Purina $5,601,200 $3,607,500 $9,280,700 | $6,273,800 $4,608,800 $10,882,600
General Foods 5,659,800 3,926,300 9,586,100 | 4,854,400 4,982,100 9,936,500
Carnation Co. 1,391,600 694,200 2,085,800 | 4,380,800 672,500 5,053,300
Quaker Oats 3,563,300 3,673,200 7,236,500 | 1,578,500 3,355,600 4,934,100
Liggett & Myers 2,927,500 910,500 3,838,000 | 3,284,000 362,800 3,646,800
Loews Theatres 244,700 — 244,700 ; 1,456,900 71,300 1,528,200
Hartz Mountain

Products — 636,300 636,300 — 1,420,000 1,420,000
National Biscuit 329,300 427,800 757,100 256,100 955,600 1,211,700
Associated Products = 1,708,200 1,708,200 — 1,187,100 1,187,100
H. J. Heinz 465,300 460,200 925,500 459,800 722,900 1,182,700
U. S. Tobacco Co. == 184,900 184,900 — 958,500 958,500
Mars Inc. = 351,600 351,600 534,400 132,400 666,800
Standard Brands — 360,000 360,000 — 469,100 469,100
National Can — 1,316,200 1,316,200 — 385,300 385,300
Perk Dog Food Co. == == == — 368,700 368,700
Doric Corp. == = = — 363,800 363,800
Borden Inc. == 818,400 818,400 8,700 349,400 358,100
Savannah Sugar

.Refining == 110,900 110,900 — 192,000 192,000
Armour & Co. = 255,100 255,100 i— 98,300 98,300
t. (add 000) $20,212.7 $19,441.3 $39,624.0 | $23,087.4 $21,656.2 $44,843.6

3870 also would tax other services in-
cluding such things as hotel accom-
modations and nudist camps. The MBA
urged members to contact state repre-
sentatives promptly as legislative action
could come at any time.

McAn leaves DDB
for Mitchell-Morrison

Mitchell-Morrison Inc., small 11-year-
old New York agency, has acquired its
first television account, with the adver-
tising for Thom McAn Stores Division.

McAn, which bills between $3 million
and $4 million a year, announced it will
move from Doyle Dane Bernbach July
1. Almost 75% of McAn’s billings have
been in radio and television.

Mitchell-Morrison, which has spe-
cialized in such things as record com-
pany advertising and currently handles
the ABC Records Division, has had pre-
vious radio campaigns but this will be
the agency’s first major television ac-
count, according to Chairman Barrie
Morrison. The account about doubles
the agency’s business.

The shoe company account was the
second major loss of Doyle Dane Bern-
bach within week, coupled with its
“mutual agreement” with Avis-Rent-a-
Car to dissolve their six-year, $5 million-
a-year relationship (BROADCASTING, May
12).

K&E Chicago obtains

new creative service

John E. Matthews Ltd., specialized cre-
ative service firm with the Chicago of-
fice of Kenyon & Eckhardt signed as ex-
clusive agency client, has been estab-
lished by John E. Matthews, former

senior vice president of Leo Burnett
Co. there. Concept is to form a catalytic
agent for the entire agency creative staff
rather than to create an internal think
tank or “boutique” type operation often
used now.

The Matthews firm also will take
clients in other fields. The assignment
with K&E runs for one year with re-
newal options. Apart from working
regularly with K&E people on specific
projects, Mr. Matthews also will conduct
a monthly creative regeneration confer-
ence. New firm is at 268 Cumnor, Glen
Eilyn, Ill. 60137; phone (312) 469-
9195.

Ad Council uses media
to fight inflation trends

Members of the Advertising Council,
the Joint Council on Economic Educa-
tion and the U.S. Chamber of Com-
merce met with President Nixon last
Thursday (May 15) to outline a volun-
tary action program to help develop
understanding and action to control in-
flation. The Advertising Council has be-
gun a public-service advertising cam-
paign requested by the Joint Council
calling for $8 million to $10 million
worth of donated media time and space
in 1969.

The Ad Council board of directors
agreed to undertake the task of com-
bating inflation psychology and arranged
for Benton & Bowles, New York, to
handle the campaign. Vic Bloede, mem-
ber of the Advertising Council and pres-
ident of B&B, said that shortly B&B
would unveil “a hard-hitting advertising
campaign which will dissuade the cur-
rent public attitude that inflation is
inevitable.” The Ad Council’s Industries
Advisory Committee has agreed to raise

the necessary funds to defray the costs
of campaign materials such as films and
recordings.

President Nixon, in a statement ex-
pressing his administration’s commit-
ment to curb inflation, welcomed the
joint educational program of the three
groups. “Only with a better informed
public can we build a sound basis for
prosperity in the months and years
ahead,” he said.

Also in advertising:

SIN’s Chicago office = Spanish Inter-
national Network, sales rep for seven
Spanish-language TV stations, has
opened an office at 8 South Michigan
Avenue, Chicago. George Colon, of
SIN’s New York sales staff, is mid-
western sales manager.

New volume = The Association of Na-
tional Advertisers has published a new
book, “How Much to Spend for Ad-
vertising,” which was compiled and
edited by Dr. Malcolm A. McNiven,
vice president and manager, marketing
research department, Coca-Cola U.S.A.
Copies for ANA members are $5 each
and for nonmembers $7.50 each,
through the publications department,
ANA, 155 East 44th Street, New York.

School support = Campbell-Ewald Co.,
Detroit, has adopted a tuition refund
plan to encourage employes to get more
education and keep up with changing
conditions. Employes making under
$12,000 get full refund, those earning
over that figure get partial refund.

Agency appointments:

= Horlicks Corp., Racine, Wis., names
Kenyon & Eckhardt, New York, to
handle $1-million account. Former
agency was Sid Stone Advertising,
Milwaukee.

= Samsonite Corp., Denver, has moved
its $2-million account from Grey Ad-
vertising to Wells, Rich, Greene, both
New York. Samsonite has been spend-
ing beter than 60% of its budget in
broadcast.

Rep appointments:

» KaTU(TV) Portland, Ore.: Katz Tele-
vision, New York.

= WRNC Raleigh, wssB Durham, wWFNC
Fayetteville, all North Carolina; wwgo
Erie, Pa.,, and wMAy Springfield, Iil.:
Stone Representatives, New York.

= WaBx(FM) Detroit; KSHE(FM) St.
Louis; KARD-FM Wichita, Kan.; KRBE-
(FM) Houston, and KFNB(FM) Okla-
homa City: Gert Bunchez & Associates,
St. Louis.

= WccMm Lawrence, Mass.,, and wBBx
Portsmouth, N. H.: Harold H. Segal
& Co., Boston.

= Wapv(FM) Buffalo, N. Y.: AAA
Representatives, Brooklyn, N. Y.
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‘Theres no
mystery to the new

“Whats My
Idne?” &

It’'s unmistakable. A
clear-cut, no-risk winner.

Now in its second year
of first-run production, the
new “What’s My Line?” has
racked up a spectacular
record of 100% renewal.
That means, in every first- :
year market cross country, Five color half hours a

buyers signed up for a week,on tape.
second year. Plus lots of

new sales in the bargain.

When a television series .
has everyone — repeat CBS Enterpnseslnc
_eLe_ry_(m_ Comin g b a Ck f or New York, Chicago, San Francisco, Dallas, Atlanta
seconds, you know it’s got
to be great. "Nuff said.




Nash dashes off
couplets for AT&T

Ogden Nash, famous for his sophisti-
cated light verse, has composed two
poems for two new American Tele-
phone and Telegraph TV commercials.
The spots, one 30- and one 60-second,
will be introduced in September as part
of AT&T's fall network participation
buy.

Mr. Nash’s verse discusses the emo-
tional rewards of the long distance call,
as a sample from the 60-second spot
shows:

“What summons up familiar faces,

And feels like hugs and warm em-
braces?

What’s like a cozy newsy visit?

That’s not a difficult riddle, is it?

If any riddler needs assistance,

The answer is, of course, long dis-
.tance.”

The spots are scheduled to run
through November on all three TV net-
works in daytime and prime time. They
will also be made available to the 23
companies in the Bell System for local
use.

Feminine ad touch

"honored with Lulu’s

Janet Boden, copy chief of Doyle Dane
Bernbach, Los Angeles, won three of
the so-called “Lulu” awards (golden
statues) and four of the 45 certificates
of merit presented May 9 at the 23rd
annual achievement awards program of
the Los Angeles Advertising Women,
held at the Sheraton-Universal hotel,
North Hollywood.

The competition was open to crea-

tive professional women from the 13
Western states and Western Canada in
the categories of copywriting; advertis-
ing art and design; sales promotion and
merchandising; public relations, and ra-
dio, television, motion pictures, film-
strip and slides. Following is a list of
Lulu winners in broadcast categories:

Radio: Terry McFadden (Dailey &
Associates), Bea Shaw (Bea Shaw Pro-
ductions), Peggy Lancaster (Gumpertz,
Bentley & Dolan).

Television, motion pictures, filmstrips
and slides: Sandra Lynn Shuman (Sachs,
Finley & Kaye), June R. Gader (Young
& Rubicam), Janet Boden (Doyle Dane
Bernbach), Jill Asher Murray (Carson/
Roberts), Jane Meyer/Veronica Mc-
Laughlin (Eisaman, Johns & Laws),
Mariella Voorhees (Carson/Roberts),
Bette Lou Maybee (Carson/Roberts),
Patricia Wright (International Commu-
nications Films-Doubleday), Florence
H. Fowler (Vista Productions), Betty
Hopkins (United Crusade), Dorothy
Marootian (KCET[Tv] Los Angeles).

Reverse psychology

CBS Radio has prepared an advertising
campaign to begin May 16 that en-
courages advertisers to “buy NBC or
Mutual or ABC” in addition to CBS
Radio. The copy in the ad parenthetic-
ally explains this as “a nudge from the
Number One radio network to add a
second.” The ad says that with a total
of 40 anouncements a week on CBS
and NBC radio networks, the advertiser
can “reach 62% more people than you
do with an average prime night-time
network TV minute,” reach them al-
most three times a week “and the cost is
about 13% less.”

Network-TV billings show

13.5% increase in April

The highest percentage gain of any
-month in more than two years was
scored in network billings last month,
when advertisers invested $140,007,700
on the three TV networks. The increase
was 13.5% over April 1968 but the
Television Bureau of Advertising noted

that last year’s figures were deflated be-
cause of coverage of the death of Mar-
tin Luther King.

For the first four months of this year,
network-TV billings totaled $575,073,-
200, up 8% over the same period in
1968. Weekend day time showed the
biggest increase (18.3%), according to
the TVB/Broadcast Advertisers Reports
compilation.

Network television net time and program billings

by day parts and by network (add 000)

April January-April

1968 1969 % Chg. 1968 1969 % Chg.
Daytime -$ 36,730.1 $ 42,072.8 +14.5 $166,467.7 $175,744.1 45.6
Monday-Friday 27,237.0 30,847.0 +13.3 120,278.0 125,352.6 +4.2
Saturday-Sunday 9,493.1 11,225.8 +-18.3 46,189.7 50.391.5 +9.1
Night time 86,619.1 97,934.9 +13.1 366,092.6 399,329.1 +9.1
Total $123,349.2 $140,007.7 +13.5 $532,560.3 $575,073.2 +8.0

ABC CBS NBC Tota!

January $37.044.6 $56,289.5 $56,790.1 $150,124.2
February 38,408.0 50,452.9 49,184.0 138,044.9
*March 41,552.8 53,035.1 52,308.5 146,896.4
Aprit 36,284.3 53,770.5 49,952.9 140,007.7

* Revised. Source: TVB/BAR

Hamm's bear
will be upstaged

It's back to the woods most of the
time for the friendly bear that sold
Hamm’s beer on TV in recent years.

J. Walter Thompson Co., as the new
agency on the multimilion dollar ac-
count replacing Campbell-Mithun, has
come up instead with a company signa-
ture featuring an old-style script used
by the brewery at the turn of the
century.

A sea chanty also will underscore
the broadcast commercials which stress
Hamm’s “104-year-old tradition of
quality.”

Hamm’s bear? Considered by the
company one of the nation’s best
identified advertising personalities, he’ll
still pop through the trees long enough
to appear in collateral advertising and
merchandising.

Business briefly

Alberto-Culver Co., Melrose Park, Iil.,
assigns a $6 million budget for a one-
year introduction campaign for new
European Naturals hair coloring line,
Most of budget will go into network
TV. Agency: J. Walter Thompson,
Chicago.

Anheuser-Busch, St. Louis, has signed
with Sinatra Enterprises to sponsor a
fifth. Frank Sinatra TV special on date
and network to be set. A four-year
contract calling for four specials with
reruns has been completed by the
singer for the brewery. Agency is
D’Arcy Advertising, St. Louis.

BankAmerica Service Corp., through
D’Arcy Advertising, both New York,
will sponsor Herb Alpert and the Ti-
juana Brass’s third network special on
NBC-TV Wednesday (Oct. 29) 9-10
p.m. EST.

North American Philips Corp., New
York, plans a three week pre-Father’s
Day spot TV campaign in the Chicago
area for Norelco tape cassette equip-
ment.

Corning Glass Works, Corning, N.Y.,
is advertising its “counter that cooks,”
with 30-second spots on five Chicago
television stations and 30 radio stations
in the Chicago area. Rumrill-Hoyt Inc.,
Rochester, N.Y., is the agency.

Several purchases on NBC Radio in-
clude: Lincoln-Mercury Division of
Ford Motor Co., Dearborn, Mich.,
through Kenyon & Eckhardt, Detroit,
on News of the World, Greyhound
Corp., Chicago, through Grey Advertis-
ing, New York, and American Laundry
Machinery Industries, through Ralph
H. Jones Co., both Cincinnati, on
Monitor and AT&T, through N. W.
Ayer & Son, both New York, on
Emphasis.
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Warning:
~ laughter
IS contagious
on"“Candid

‘amera.

Millions have caught the
habit of roaring at the
spontaneous high-jinks of

“Candid Camera.” And it’s
still spreading.

As long as people laugh
at people and themselves,

“Candid Camera” will attract :
huge audiences. Like during Come on, laugh it up.
its seven sold-out seasons on  Give us a call.
prime-time CBS (in the -
Top 10 four out of seven (&)
seasons). And again in
market ;ﬂer maiet asa CBS Enterprises Ine.
daytlme stnp on CBS NOW NewYork. Chicago. San Francisco. Dallas. Atlanta
there are more great guffaws
in store as “Candid Camera”
enters syndication. Early
sales are impressive. SO
make sure you get in on the
laughter. And profits.

irce: NT! average audience estimates. Oct-Apr '60-'61 through '66-'67. Subject to qualifications available on request.
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FCC amends its CATV proposals

New revisions would protect CP’s, alter
market listings, and clarify zone areas

After struggling with it for weeks, the
FCC last week issued a notice of rule-
making revising proposals contained in
the proposed overhaul of its CATV
rules that it issued on Dec. 13 (BROAD-
CASTING, Dec. 16, 1968). The commis-
sion also issued interim procedures de-
signed to “simplify and expedite” CATV
processing while action on that major
rulemaking and inquiry is pending.

Under the proposed revision of its
CATV rulemaking, the commission
would accord zone protection to con-
struction permits as well as to operating
television stations, change its market
listings in some respects and modify
the manner in which the 35-mile
radius is determined.

In its Dec. 13 notice of rulemaking,
the commission proposed to require
CATYV systems within 35 miles of the
post office of the major city in any
of: the top-100 markets to obtain per-
mission of a distant station before im-
porting its signals.

The new proposal is to accord the
same protection to stations not on the
air, but authorized by construction per-
mits, for a period of 18 months from
the date of the CP grant or until Feb.
15, 1970, whichever is later.

The commission also proposed to
change the listings in five markets, to
eliminate some cities that do not have
television service and add cities that do.
It would also attribute*additional cities
to the listed community in 12 oghers,
but only for the purpose of the rule bar-
ring the importation of signals from one
major market into another. Oakland, for
instance, would be included among those
San Francisco-market stations whose
signals could not be carried in another
major market. But the San Francisco
market would have only one 35-mile
zone, with San Francisco at its center.

The commission proposed to clear
up what it said was confusion about
zones by making clear that every sta-
tion—whether or not one of the top-
100 markets—has a specified zone.
And it proposed adopting a suggestion
of the National Cable Television Asso-
ciation that it use, in measuring the
circles, the coordinates contained in a
U.S. Department of Commerce publi-
cation, Air-Line Distances Between Cit-
ies in the United States. The document

lists 492 cities, and NCTA prepared a
list based on post-office locations for
cities not included.

The list would include cities with au-
thorized stations that are not operating.
And in another refinement, the com-
mission would extend the zone from the
community of license rather than of as-
signment.

The commission would also modify
its proposals as they relate to educa-
tional stations in markets below the top
100. Under the original proposal, small-
market CATV systems within 35 miles
of any station would be required to ob-
tain retransmission permission to im-
port a distant signal if it were already
carrying three full-network services, an
independent and an educational station.

Under the proposed revision, the
zone restriction on distant signals
would apply only to distant educational
signals for CATV systems located with-
in 35 miles only of an educational sta-
tion and outside the 35-mile zone of
any commercial station.

The new procedures the commission

will follow pending the completion of
the rulemaking proceeding are designed
to meet the complaints of CATV sys-
tems that the start of their proposed
service is being delayed unduly by the
commission in its processing of their
requests for rule waivers or protests by
stations.

The commission said that in cases
where the proposed service would be
consistent with the proposed rules, it
would endeavor to act within 60 days
after the filing or reply findings.

The commission also said parties who
instituted proceedings before the rule-
making was initiated should file sup-
plemental pleadings if they want to
make use of the new “expenditures proc-
essing.” Some 35 to 40 cases are said
to be involved.

Broadcasters who challenge pro-
posed CATV service as being incon-
sistent with the proposed rules need not
discuss the merits of the case, unless the
only issue is leapfrogging—that is, the
by-passing of the signal of a closer sta-
tion than the one to be carried—or un-

Full week ahead
on CATV hearing

An overflowing list of witnesses has
been tentatively assembled by the House
Commerce Communications Subcom-
mittee, under the chairmanship of Rep-
resentative Torbet H. Macdonald (D-
Mass.) for this week’s hearings into ca-
ble television and the FCC and its
CATYV regulations.

Testimony begins today (May 19)
with Representative Samuel S. Stratton
(D-N. Y.) and other interested con-
gressmen, plus members of the FCC.
Tuesday’s session will feature communi-
cations experts from the Commerce De-
partment and Frederick Ford, president,
National Cable Television Association,
Washington.

On Wednesday (May 21) Eugene
Rostow is tentatively scheduled to testi-
fy. Mr. Rostow, who led President
Johnson’s Task Force on Telecommu-
nications Policy, is expected to face
intensive questioning on the contents
of the task force report which has
been in the hands of President Nixon

for some time under a veil of secrecy.
Also scheduled for Wednesday are sev-
eral mayors and city representatives
who have a stake in CATV legislation
as it affects city revenues.

On Thursday (May 22) West Vir-
ginia Governor Arch Moore is sched-
uled, along with spokesmen for the
National Association of Broadcasters,
and Lester Lindow, executive director,
Association of Maximum Service Tele-
casters, Washington. Several mayors
will also testify.

Friday’s session will be open to var-
ious witnesses with diverse interests,
both for and against CATV legislation,
These include cable operators, commer-
cial and educational broadcasters,
equipment manufacturers, utility repre-
sentatives and private citizens.

Because there are so many witnesses
who want to testify before the subcom-
mittee, hearings will probably be sched-
uled again in early June. They cannot
be scheduled next week because the
parent House Commerce Committee is
meeting in executive session to consider
legislation on cigarette advertising.
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less some other party claims the pro-
posal consistent. But broadcasters who
do not discuss the merits in a close case,
the commission warned, will be pro-
ceeding at their own risk.

The commission, whose action was
in response to petitions for reconsidera-
tions filed by trade associations, CATV
operators and broadcasters. rejected the
contention that the interim procedures
are in effect rules adopted without inter-
ested parties having a chance to com-
ment. The commission said that it is

acting essentially under existing rules
and its interim procedures are within
its discretion.

It also denied the petitions for sub-
stantive changes in the proposed rules.
It said it would not consider such re-
quests until it had reviewed the com-
ments being filed in the proceeding (see
page 57).

The new interim procedures and the
further notice of proposed rulemaking
have caused considerable controversy

NBC analyzes vote switching

Opinion Research study shows TV has no
marked effect on which way votes are cast

A study of last November’s presidential
election commissioned by NBC con-
cludes “with a high degree of confi-
dence that television election broadcasts
have no detectable influence on voting
behavior,” the network reported last
week (“Closed Circuit,” May 12).

Undertaken to settle the oft-repeated
question of whether election-night
broadcast returns of East Coast voting
affect balloting at still-open West Coast
polls, the survey concluded that such
broadcasts exert no “statistically signifi-
cant” influence on either voter turnout
or candidate switching by voters.

A 16-page report on the study was to

Mr. Goodman

be presented Saturday (May 17) during
the four-day annual conference of the
American Association for Public Opin-
ion Research at Lake George, N.Y.
NBC President Julian Goodman had
outlined highlights of the findings at
the NBC-TV affiliates convention in Los
Angeles earlier in the week (see page
44).

The network commissioned the Opin-
ion Research Corp. of Princeton, N.J.,
to select interview samples of voters
and conduct field work through an
Opinion Research subsidiary, Market
Dynamics Inc., also of Princeton.

Dr. Thomas E. Coffin, NBC vice
president, research and marketing, and
Dr. Sam Tuchman, NBC manager, mar-
keting and management research, were
to present the study report at the Pub-
lic Opinion Research convention.

They noted four previous studies of
the 1964 presidential election, including
ones conducted by personnel of the
University of Michigan and the Uni-
versity of California at Berkeley, all of
which showed there were no measurable
effects of TV on voting.

But the two NBC researchers also
acknowledged that in the 1964 elec-
tions there was a clear-cut diffcrence be-
tween the two candidates [incumbent
Lyndon Johnson, challenger Barry
Goldwater], enabling people to make up
their minds on which man to vote for
well in advance of election day, whereas
the close 1968 campaign made likely
“the very kind of election in which, if
TV election broadcasts did indeed have
any effects, these effects should be the
most apparent and detectable.”

Following review of the new data,
they stated: “When the results of this
study on the 1968 election are examined
in the perspective of the prior four stud-
ies on the 1964 election, we can con-
clude with a high degree of confidence
that television election broadcasts have
no detectable influence on voting be-
havior—in close elections, as well as
in landslide contests.”

within the commission since April 9,
when they originally were placed on the
agenda for discussion. And the vote
indicates that not all of the differences
were resolved.

Commissioners Robert E. Lee and
James J. Wadsworth voted for the
package, with Chairman Rosel H. Hyde
concurring in the result. Commissioner
Kenneth A. Cox concurred in part and
dissented in part. Commissioners Robert
T. Bartley and H. Rex Lee dissented,
and Nicholas Johnson abstained.

As the NBC experts described the
study, two groups of sample voters were
selected for before- and after-election
interviews to determine, first, voting
plans and, second, uctual voting be-
havior. Personal at-home interviewing
was used to avoid problems concerning
telephone ownership or nonownership.

As a control group, 517 registered
voters were selected in the eastern time
zone, and as a probability sample, 1,455
registered voters were selected in the
Pacific time zone, giving a total inter-
view group of just under 2,000 persons.

According to the report, re-interviews
after the election were completed with

Dr. Coffin
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91% of the persons interviewed before
the election.

Respondents were broken down into
sub-groups of those who had been ex-
posed to TV election broadcasts before
voting or deciding not to vote, and those
unexposed.

In the West, 94 respondents—or 6%
of the total—were exposed to the broad-
casts before deciding whether or not to
vote. The researchers explained that the
seemingly low 6% figure came because
the bulk of western voters—62 % —went
to the polls before network broadcasts
began at 3 p.m. (PST).

Of the remaining 38% that could
have watched the broadcasts before vot-
ing, 17% did, according to the study.
From this it was concluded that “while
relatively few voters were exposed to the
election broadcasts before voting, they
were potentially a large enough group
to have affected the outcome of the
close 1968 presidential election.”

In the East, less than 1% of the vot-
ing sample was exposed to televised re-
turns before balloting, which the report
said gave a “minimal potential for tele-
vision affecting the election results in
the East.”

Comparing voting turnout plans from
pre-election interviews with actual re-
sults from post-¢lection interviews with
voters unexposed to television, the re-
searchers found that 41 out of the 1,361

unexposed voters in the West—3%—
changed their turnout plans. According
to the report, this indicated that even
if there were no TV broadcasts, 3% of
the voters in the West could be expected
to make changes in their turnout plans.

Interviews with voters in the West
who had been exposed to TV coverage
showed that four out of 94—4.3%—
had changed their turnout plans. The
researchers said the difference between
the 3% unexposed and the 4.3% ex-
posed was not statistically significant.

In fact, the study also found that
among unexposed voters in the East,
7% changed their turnout plans—a sig-
nificant difference apparently indicating
that geographic location, far more than
television, influenced last-minute deci-
sions on whether or not to vote.

Next, the researchers studied voters
who switched their votes from the pref-
erences they had expressed in interviews
before the election. It was found that
6.1% of the unexposed voters in the
West switched candidates, and this was
accepted as the * ‘normal’ level of can-
didate switching in the West, without
television as a factor.”

Of the exposed western voters, it was
found that 6.7% had switched candi-
dates, again ruled “not significantly dif-
ferent” from the 6.1% of the unexposed
western candidates.

Among unexposed voters in the East,

Appraisals that
Command respect...

What is that broadcast property really worth? As a buyer or a seller,
your opinion cannot mean as much as ours. For Blackburn has a
proven record of appraisals, based on accurate market surveys and
analysis, potential and projected as well as actual earnings, knowl-
edge of the ever-changing market, and other factors. Can you afford
to hazard the market without guidance from a reliable broker?

BLACKBURN & Company, Inc.

RADIO * TV * CATV * NEWSPAPER BROKERS
NEGOTIATIONS * FINANCING * APPRAISALS

WASHINGTON, D.C. CHICAGO
)James W. Bfackburn William B. Ryan
Jack V., Harvey Hub Jackson
Josnph M. Sitrick Euguu Carr

Frank H. Newaczek 333 N. Michigan Ave.
115 K St-N.W, 346-6460
333-9270
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Clifford B. Marshall Colin M. Selph
Robert A. Marshall Roy Rowan
Harold Walker Bank of America Bldg.
MONY Building 9465 Wilshire Blvd.
1655 Peachtree Rd. N.E. 274-8151
873-5626 .

5.6% switched candidates, also con-
sidered not statistically different from
the other two figures.

To summarize their data, the re-
searchers totaled all switching done by
the interviewed voters, whether in turn-
out or in candidate choice.

They found that in the group of un-
exposed western voters, 8.9% made
some change, which was taken as the
“normal level.” Among exposed voters,
the total level of change was 10.6%,
which also was ruled not statistically
significant in difference from the con-
trol percentage.

In the eastern group, 12.1% of the
unexposed voters changed their voting
plans—which the researchers ruled was
“statistically significantly different” from
the level among the western unexposed
group and which the surveyors said
again “reflects the fact that the eastern
voters were more likely to change their
voting turnout plans.”

The researchers also noted that the
total number of exposed voters in the
West who registered any change in vot-
ing plans amounted to only 10 voters—
0.7% of the total sample of registered
western voters. They pointed out that
President Nixon’s actual victory margin
in the West was 2.8%.

From this the NBC authorities con-
cluded that “in this context it is evident
that even if all the exposed voters who
changed voting plans were caused to
do so by the TV election broadcasts,
and even if their changes were all in
Humphrey’s direction—both assump-
tions not true—there were still far too
few of these people to have affected
the outcome of the election in the
West.”

Profits up in '68
for typical TV

NAB survey shows 19%
earnings ratio on total
$1.5 million in revenues

The National Association of Broad-
casters’ annual survey of financial data
for the typical television station shows
revenues and profits increased for the
median station last year.

The report, based on revenue and
expense figures submitted by stations in
the nationwide survey, shows that the
profit margin of the average station in-
creased from 18.14% in 1967 to
19.86% in 1968. Total broadcast
revenues amounted to $1,452,000 last
year, compared to $1,346,600 in 1967
—an increase of 7.8%. Total broadcast
expenses amounted to $1,102,300 in
1967 and increased to $1,163,600 last
year. Pretax income was also up—
$288,400 for the median station in
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1968 compared to $244,300 the previ-
ous year.

Total time sales rose from $1,465,-
200 in 1967 to $1,577,700 last year.
Although time sales from networks de-
clined from $372,200 in 1967 to $358,-
100 in 1968, sales to national and re-
gional and local advertisers registered
increases. National and regional sales
amounted to $645,300 last year com-
pared to 1967's $593,400, and sales to
local advertisers rose from $499,600 in
1967 to $574,300 last year. Total
salaries also registered an increase—
$487,900 in 1968 as compared with
1967’s $461,700.

Responding stations expect a 7.2%
increase in revenues in 1969.

The NAB report will be mailed in
June to all NAB television members
and responding stations.

ChangingHands

The following station sales were re-
ported last week, subject to FCC ap-
proval (for other FCC activities see
“For the Record,” page 79):

= Kpor-aAM-FM Honolulu and KMEN
San Bernardino, Calif.: 51% of Hawaii
stations and 100% of California station
sold by Orin Lehman and Albert Heit
to Victor Armstrong and others for
$800,000. Sellers own wWHuUC and con-
struction permit for wHUC-FM, both
Hudson, N. Y. Mr. Armstrong, former-
ly senior vice president of Kenyon &
Eckhardt and Ted Bates & Co., both
New York, owns kpws Minneapolis-
St. Paul. Kror is full time on 1380 ke
with 5 kw. KPoI-FM is on 97.5 mc with
35 kw and an antenna height of minus
185 feet above average terrain. KMEN
is full time on 1290 kc with 5 kw.
Broker: LeRue Media Brokers.

= Wiri(¢FM) Philadelphia: Sold by Mel-
vin Gollub and others to General Cine-
ma Corp., Boston, for $750,000. Buy-
er, headed by Richard A. Smith, owns
a movie chain in 27 states; bottling
plants in seven states, and a chain of
bowling lanes. WIF1(FM) is on 92.5 mc
with 50 kw and an antenna height of
420 feet above average terrain. Broker:
Blackburn & Co.

» WCME-AM-FM Brunswick, Me.: Sold
by Maurice L. Goulet and Roland G.
Fortin to A. Abbott Coblentz for $232,-
000. Mr. Coblentz owns 25% of WORC
Worcester, Mass. WCME is a daytimer
on 900 kc with 1 kw. WCME-FM is on
98.9 mc with 80 kw and an antenna
height of 205 feet above average terrain.
« Wrsr Fernandina Beach, Fla.: Sold
by Harold J. Mann to Charles C. Sco-
vill and others for $70,000. Mr. Scovill
was formerly general manager of WAAG
Adel, Ga. WFBF is a daytimer on 1570
ke with 1 kw. Broker: Chapman Asso-
ciates.

Tougher rules proposed on employment

FCC general counsel would put burden
on stations to prove no discrimination

An FCC-proposed rule to bar broad-
casters from discriminating in employ-
ment on the basis of race, which had
been expected to clear the agency
easily, may yet generate controversy
within the commission. The reason is
a surprise proposal by the commission’s
general counsel’s office that, reportedly,
would switch the thrust of the rule.
The commission last July, acting at
the request of the United Church of
Christ, proposed a rule under which it
would move—in renewal hearings—
against stations accused of job dis-
crimination (BROADCASTING, July 8,
1968). Hearings would be held only
after complaints had been referred to
appropriate federal or state equal-em-
ployment opportunity commissions and
a “substantial” question of discrimina-

tion had been found to exist.

But under the general counsel’s of-
fice proposal, as reported, the commis-
sion would abandon the plan to rely
on complaints; instead, it would re-
quire stations at renewal time to demon-
strate they had not discriminated in em-
ployment practices. This would be in

line with recommendations of civil-
rights groups that filed comments in the
rulemaking proceeding.

The general counsel's office is also
said to have drafted a new notice of
proposed rulemaking that would make
the commission an even tougher
guarantor of equal-employment op-
portunities in the broadcasting business.
Among other things, it would require
broadcasters to follow a specific pro-
gram for assuring equal-employment
opportunity at their stations.

Commission members, including
Chairman Rosel H. Hyde, had not seen
the document containing the proposed
rule and notice of rulemaking, although
a published report purporting to describe
it appeared on Monday. But if it is ac-
curate, commission members said, it
appears to go beyond anything they had
considered.

As a result, there was no indication
last week whether the commission
would adopt the general counsel’s pack-
age. Some officials appeared hostile to
at least portions of it. The commission
is expected to consider the matter with-
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in two weeks.

The change in direction reportedly
contained in the general counsel’s office
document was surprising since, as
several commissioners said, the staff had
not been given instructions on how the
rule was to be drafted.

It is customary for staff members re-
sponsible for a rulemaking to draft a
rule, based on the notice of rulemaking
and the comments that were filed in the
proceeding, without instructions, and
then submit the finished product to the
commission. But commission members
last week said that, unless instructed to
take a different approach, staffers nor-
mally draft the rule along the lines
blocked out in the notice of rulemaking.

The problem of getting
candidates on cable TV

Milton Shapp, chairman of the Shapp
Corp.,, a cable TV company, urged
CATYV operators to expand their facili-
ties to provide political candidates and
public officials with the means to pre-
sent their views to the public.

Mr. Shapp, founder of the Jerrold
Corp., Philadelphia, a major CATV
equipment manufacturer and cable TV
group owner, and unsuccessful candidate
for governor of Pennsylvania in the
1966 election, stressed that CATV sys-
tems are in a unique position to provide
exposure for local and state offices be-

cause of the local nature of CATV
systems. In fact, he added, CATV sys-
tems can offer political candidates
“virtually unlimited time on local orig-
ination channels.”

He emphasized that cable systems
must be non-partisan and he added:
“We of the CATV industry have a gold-
en opportunity to serve the public in-
terest.”

Mr. Shapp made his remarks at the
Pennsylvania Community Antenna TV
Association meeting in Allentown, Pa.,
earlier this month.

The Shapp Corp. owns four cable
systems in Pennsylvania; at Williams-
port, Greensburg, Reading and Corao-
polis.

Warnings sounded on federal intrusion

Sarnoff, Scott tell NBC-TV affiliates to strengthen
public relations effort, point to TV's achievements

The president of RCA and the chair-
man of its broadcasting subsidiary
warned last week that attacks against
the broadcasting system will intensify
before they abate. Both urged broad-
casters to take the initiative in turning
back the assaults.

Robert W. Sarnoff and Walter D.
Scott, speaking to a convention of NBC-
TV affiliates, defended the present U.S.
system as the best in the world, but they
pointed out that it could be radically
changed by proposals now under active
consideration by the government.

Mr. Sarnoff made his remarks in in-
troducing Mr. Scott, who was the prin-
cipal speaker at last Monday’s luncheon
session of the convention.

Mr. S’cott

Mr. Sarnoff said that the broad-
caster “‘occupies just about the most ex-
posed position in a free society that de-
lights in taking pot shots at any visible
target.” But lately, he said, “the quality
of criticism seems to have undergone a
significant change.”

He spoke of “far-reaching proposals
which call into question the very struc-
ture of commercial broadcasting.”

“Basic changes have been sought or
proposed in the standards that are ap-
plied in deciding who should own and
operate television and radio stations,”
the RCA president said. “Doubts have
been raised as to whether performance
or promise is morc important in weigh-
ing rival applications for television
channels.”

In the past year, Mr. Sarnoff said,
“the integrity of broadcast news has
come under attack. Overt attempts have
been made both locally and nationally
to impose official judgments and stand-
ards upon tclevision news coverage.

“Proposals have been advanced for
a government-sponsored panel of lead-
ing citizens to review and evaluate both
broadcast news and entertainment,” Mr.
Sarnoft said. “You have heard its pro-
ponents argue that such a body could
function as a private pressure group,
free of government influence. But could
it? I am reminded of a cartoon which
shows a tycoon advising his staff: ‘Of
course, it’s only a suggestion—but don’t
forget who made it.’”

Mr. Sarnoff told the station men that
there was a flaw in a fundamental argu-
ment used by advocates of government
control. The argument is that control is
justified because the airwaves belong to
the public.

“The airwaves have no meaning to

the public apart from the broadcasting
services they carry,” Mr. Sarnoff said.
“And the bulk of those services would
not exist if station owners had not
taken the initiative and the risk of in-
vesting in the development of facilities
and program commitments to provide
them.”

Mr. Sarnoff told the station men it
was up to them “to continue proving
by your own performance that the pres-
ent system of commercial broadcasting
can do the best job in providing a free
and diversified service to the public.”

Mr. Scott found it paradoxical that
criticism of television has never been
more shrill while audiences of television
have never been larger or more atten-

Mr. Sarnoff
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tive. “We must be satisfying some-
body,” said Mr. Scott, “‘even if it only
happens to be the overwhelming ma-
jority of the people who own sets.”

The NBC chairman told the affiliates
that broadcasters have failed in their
public relations. “We have responded
defensively to criticism rather than
taken a positive view of our achieve-
ments, which have been many and
significant,” he said.

“Where, for example, has a service
expanded as rapidly across the country
as American television has done in the
last 20 years? We were the first to make
color a practical reality. We have
brought the moon and space directly
into the living room, and this July we
will show the first lunar landings live
in color. We have entertained and we
have informed. We have reported the
facts. We have done a job we can right-
ly be proud of.”

He urged the broadcasters to tell “the
broadcasting story” to their own com-
munities, by use of their own facilities
and others. “There are few things more
important today than a clear and ac-
curate picture of the contributions that
television is making, nationally and in
every community your stations serve.”

The commercial system, Mr. Scott
said, seeks to provide a total service.

In that mission the commercial system
will find no rivairy from the noncom-
mercial system that is developing.”

“Certainly noncommercial television
is not a substitute for our commercial
network-affiliate system,” Mr. Scott ob-
served. “They are specialists, we are
generalists, and the issue is not who is
serving the public interest better, but
how we can both serve that interest
best.”

FCC flunks in trafficking report

House group says commission should have
held hearings on D. H. Overmyer transfers

In a report that hits hard at the FCC’s
procedures in dealing with transfers of
construction permits, the House Investi-
gations Subcommittee has recommend-
ed a series of FCC reforms and an
elimination of the amendment to the
Communications Act that keeps the
commission from considering compet-
ing applications during station or CP
transfers.

The report was one of two cleared
for publication and submission to the
House by the subcommittee’s parent
Commerce Committee. The other dealt
with fairness-doctrine problems (see
page 58). The chairman of the full
committee and the subcommittee is
Harley O. Staggers (D-W. Va.).

The trafficking report stemmed from
a series of hearings that followed FCC
approval of the transfer of five UHF
CP’s from D. H. Overmyer interests to
the U.S. Communications Corp., a sub-
sidiary of the AVC Corp. In the report
the subcommittee makes harsh judg-
ments about the activities of the prin-
cipals in the case and even harsher
judgments about the commission’s
handling of the matter.

The FCC in general is charged with
“abdication of its statutory responsi-
bility.” Mr. Overmyer’s CP applica-
tions “were patently deceptive” in the
first place, the subcommittee says. Ex-
tensions of the CP’s may or may not
have been necessary, it is held, but Mr.
Overmyer’s failure to amend his CP

extension application to reflect changes
in his financial status and report that
the sale of the CP’s had been negotiated
amounted to a violation of the FCC’s
rules that was overlooked by the com-
mission, the subcommittee says.

And the loan and stock-option agree-
ments negotiated by Mr. Overmyer and
AVC pursuant to the transfers, the re-
port charges, “violated the Communica-
tions Act and the commission’s out-of-
pocket expense policy.” In the transfer
agreements, Mr. Overmyer kept a par-
tial interest in the permits, and gave
AVC an option to purchase his remain-
ing interest. The subcommittee holds
that the option agreement, despite a
choice of methods for determining the
price to be paid for the remaining in-
terest, in effect guaranteed Mr. Over-
myer a profit on the CP’s. “The choice
of option methods was a sham,” the
report says.

The details “should have immediately
raised the specter of trafficking and
called for a full-fledged review in a
public hearing of Mr. Overmyer’s activ-
ities,” the report charges.

The report focuses its heaviest artil-
lery on the lack of public hearings.
“The most enigmatic aspect of Mr.
Overmyer’s CP history—from acquisi-
tion to transfer—has been the FCC’s
failure to hold public hearings. . . .
This singularly important fact in and
of itself demonstrates the shocking
abdication of regulatory responsibility

Affiliates back NBC
against FCC inroads

NBC-TV affiliates voted last week to
join their network in opposing FCC
proposals to restrict network program
ownership and the amount of evening
time stations may clear for networks.
The action was taken at a closed
meeting of affiliates during last week’s
convention of NBC-TV stations in Los
Angeles. In addition to the case against
the FCC’s so-called 50-50 rulemaking,
the affiliates board of delegates was also
instructed to intercede in opposition to
pending legislation that would circum-
scribe network-station relations. A par-
ticular target of attack will be a bill
submitted by Representative Jake Pickle
(D-Tex.) to provide for direct regula-
tion of the networks under the Com-
munications. Act (H.R. 6030).
~In the picture above members of the

affiliates board posed before starting a
strategy session. Left to right: Robert E.
Kelly, KCRA-TV Sacramento, Calif.: Har-
old Froelich, wrvo(Tv) Rockford, Ill.;
Stanley S. Hubbard, kstp-Tv St. Paul;
Walter E. Bartlett, Avco stations; How-
ard H. Fry, kFpx-tv Wichita Falls, Tex.;
Harold Grams, Pulitzer stations (chair-
man of the affiliate board); M. E.
Greiner Jr., wMc-Tv Memphis; Frank
Gaither, Cox stations, and William R.

The NBC-TV affiliates board

Roberson, wiTN-Tv Washington, N.C.

Messrs. Froelich, Greiner and Rober-
son were elected to the board last week
to replace the retiring Robert J. Rich,
wDSM-Tv Superior, Wis.-Duluth, Minn.;
William Thomas Hamilton, wNDU-TV
South Bend, Ind., and Raliph Jackson,
waAVE-TV Louisville, Ky.

Absent from the meeting were Harold
See, xroN-TV San Francisco, and Doug-
las Manship, wsrz(Tv) Baton Rouge.
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and disregard for the public interest
which have characterized commission
performance under the Communica-
tions Act and its own rules and poli-
cies,” the report holds.

In August 1968, the subcommittee
notes, the commission issued a notice
of proposed rulemaking, “apparently as
a result of the special subcommittee’s
hearings,” that would require hearings
on transfers involving loans, options or
other forms of retained interest. The
rules were adopted in March (Broap-
CASTING, March 10).

Certain proposals for FCC reform
call for some of the steps the com-
mission has already taken. But other
proposals are new. The subcommittee
would require the FCC to amend its
application forms for new stations and
transfer of licenses or CP’s to require
CP applicants to submit copies of their
federal income-tax returns for the two
years immediately preceeding the date
of application.

Also required would be “written, legal
commitments of all credit or funds
that an applicant says will be used in
station construction or operation.”

Holders of CP’s would be required to
submit certified financial information to
the commission annually and keep the
FCC posted on “substantial and signifi-
cant changes.”

In codifications of its out-of-pocket-
expense policy, the commission should
define the expenses that a permittee
could be reimbursed for in the event of
a transfer, the subcommittee says.

The panel would also have the Com-
munications Act amended to eliminate
the restriction against the commission’s
consideration of competing applications
for facilities for which transfers were
being sought. The prohibition was
added in an amendment to Section
310(b) of the act in 1952.

An amendment to the act is also
urged to require hearings in cases where
CP extensions are being sought, once
two extensions have already been grant-
ed. Another amendment would require
the commission to conduct independent
investigations of all material facts in
applications “and provide for the rec-
ord a detailed, written analysis of the
finding of such investigation.”

A new subsection of the act would
prohibit transfers of CP’s for morc than
out-of-pocket expenses. And Section
310(b) would be amended to require
separate findings for each CP or license
being transferred, in each market; re-
quire an evidentiary hearing for each
transfer application, to be held in the
station’s community, and require all
reasons and conclusions be presented in
the record.

sixty years.

Thank you.

The name, Farm Journal.,
has been registered for over

That’s why our well-known
trademark — Farm Journal. —
shouldn’t be used as the title
or part of the title for farm
radio or TV shows.

Farm Journal.

The Magazines of American Agriculture

Tighter deadlines
forrenewal opponents

Cutoff date of first day
of last month on station’s
license is set by FCC

Competing applications for existing
broadcast facilities, and petitions to
deny license renewal, have in the past
been accepted by the FCC long after
the date for action on the renewal has
come and gone. With the adoption of
new rules last week, the commission
relegated that practice to history.

Under the new rules, opponents of
a renewal will have to submit their
filings no later than the first day of the
last full month of the license period. In
effect, this means that competing parties
have 60 days from the filing of a re-
newal application to submit their peti-
tions or applications, since renewal ap-
plications are due 90 days before a
license expires.

In cases where the licensee's appli-
cation is not filed on time, opponents
of renewal will have 60 days to file
after the commission announces its ac-
ceptance of the renewal application.

The new rules also set new require-
ments for public notice at renewal time.
Instead of giving such notice after the
filing of his application, the licensee
must make the announcement within
six weeks of the date when the renewal
application is due. Proof of the public
notice must accompany the application.

The new deadlines for renewal op-
ponents are somewhat tighter than the
commission’s original proposal, issued
two months ago (BROADCASTING, March
24). At that time, the suggested cutoff
date was 75 days.

However, the rules strike a balance
between the suggestions filed in sub-
sequent comments by broadcasters and
citizens’ groups. The broadcasters asked
that the cutoff date be the same date
that renewal applications are due, but
the commission said it is “questionable”
whether later filing gave competing ap-
plicants a “significant advantage.” Two
citizens’ groups, the United Church of
Christ Office of Communication and
the National Citizens’ Committee for
Broadcasting, opposed the establish-
ment of cutoff dates, but the commis-
sion responded that 60 days is ‘“ade-
quate” time for opposition to a renewal.
It also noted that a cutoff on formal
petitions to deny would not preclude
submission of informal complaints.

“The programing services of the
existing station are matters of public
knowledge, as are the dates when the
license term expires and when renewal
applications are due to be filed,” the
commission said. “We think that the cut-
off date we now adopt reasonably bal-
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ances all the pertinent considerations of
the public interest, administrative prac-
ticality and reasonable notice to pros-
pective applicants, complainants and
licensees.”

Voting for the rules were Chairman
Rosel Hyde and Commissioners Robert
T. Bartley, Robert E. Lee, James J.
Wadsworth and H. Rex Lee, Commis-
sioner Kenneth A. Cox concurred in
part and dissented in part; Commission-
er Nicholas Johnson dissented. Both
Mr. Cox and Mr. Johnson plan to issue
statements, but these had not been
made public as of last Thursday (May
15).

All stations whose licenses expire on
or after Aug. 1 fall under the pro-
visions of the new rules. June 25 is the
cut-off date for stations with applica-
tions still pending for renewal of li-
censes expiring on or before June 1.

On the day the rules were adopted
the commission was informed that a
prospective competing applicant is pre-
paring to oppose the renewal applica-
tion of wpix(Tv) New York (see page
52).

Pay-TVers strike
back at theaters

Court argument on rules
gives Zenith forum to fight
owners' ‘Free TV' campaign

The nation’s theater owners’ anti-pay-
TV campaign, pegged to a “Save Free
TV” theme, was not designed with the
plight of the poor in mind, the U. S.
Court of Appeals in Washington was
told last week. Rather, the theater
owners are worried about pay television
“successfully competing with them” by
bringing programs to the public at prices
lower than those charged in theaters.

Zenith Radio Corp. and its affiliated
company, Teco Inc., prime movers in
the 17-year campaign that resulted in
the FCC decision last December to au-
thorize pay television on a permanent
basis, made the argument in urging the
court to uphold that decision. The com-
mission action has been appealed by the
National Association of Theater Own-
ers, and the Joint Committee Against
Toll TV (BROADCASTING, April 14).

And the commission, in a separate
brief, said the theater owners “are in the
anomolous position of seeking to pre-
vent [pay-television] service entirely by
claiming a denial of the rights of free
speech of broadcasters who wish to
furnish such service.”

One of the main points in the theater
owners’ brief was the argument that the
commission’s order violates the consti-
tutional right of poor people to equal
protection of the laws by conferring

“second-class” citizenship upon them in
regard to the use of broadcast frequen-
cies. Another argument was that, in
limiting the kinds of programing which
pay-television licensees could provide,
the order violates their right of free
speech.

The theater owners’ basic argument
was that the commission lacked author-
ity to establish a pay-television system.
But that question, both Zenith-Teco and
the commission said, was decided by the
court when, in 1962, it upheld the com-
mission’s order authorizing a pay-tele-
vision test in Hartford, Conn. They
noted that the court held that the com-
mission has broad power to issue station
licenses under the public-interest stand-
ard of the Communications Act.

And since then, the commission
added, the Supreme Court “has con-
firmed the validity of interpreting the
comprehensive powers conferred upon
the commission so as to enable the
agency to deal effectively with new de-
velopments in the use of radio.”

Zenith-Teco, in arguing that the com-
mission’s authorization of pay television
does not discriminate against the poor,
said that no commission authorization
of a new service has yet been held to be
unconstitutional on the ground that not

all members of the public could afford
it. “Otherwise,” the brief said, “all tech-
nical improvements and new electronic
service in the dynamic field of broad-
casting would have to be predicated
upon the financial capacity of the most
impoverished members of the public to
utilize them.”

Both the commission and Zenith-Teco
argued that the restrictions on the kinds
of programing pay-television licensees
would be permitted to provide do not
violate the constitutional guarantee of
free speech so long as they are related
to the public interest. And the restric-
tions are designed “to insure that [pay
television] would serve as a beneficial
supplement to ‘free’ television, i.e., to
bring program diversity.

The restrictions apply to certain mo-
tion pictures and sports events, and to
series-types of programs with intercon-
nected plots. The rules also forbid pay-
television stations from devoting more
than 90% of their total pay-television
time to feature films and sports events.

In any event, the commission added,
free-speech questions raised by the
rules must await an actual case in which
their application to affected persons may
be fully considered. Since no broad-
caster may feel any deprivation of his

There are two
program deal:

1) Negotiation

sides to every

before sighing

2) Service after signing

This aftermath matter can get
troublesome in some places.
MGM-TV, taking pride in its
service but not taking things for
granted, surveyed the customer.

For instance: “In general, what
do you think of our film service?”
The answer from 120 replies
was excellent: 57% . That's
satisfaction to us that we are
thought of so well by so many.

(In case you wonder if any
thought the service "required an
improvement,” 7% did. We're
working on that now!)

We're happy to see as many
successful sales negotiations as
possible. Keep in mind that you
can also look forward to satis-
factory service to make your
investment in our product as
productive as possible.

MGM TELEVISION

@LION
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PRIDE
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right of free speech, the commission
said, “the question of the extent of such
rights and the impact of the commis-
sion’s rules upon them thus remains
purely hypothetical at this point.”

The commission, in answer to another
charge of the theater owners, said it had
“reasonably determined not to under-
take rate regulation at this time.” The
theater owners had argued that the
commission’s failure to adopt such regu-
lation in connection with a pay-tele-
vision system was ‘“‘arbitrary and ca-
pricious.”

But the commission said it had no
evidence that rates would be exorbitant.
It said it had concluded that it has am-
ple authority to prevent abuses in
charges under its licensing.

White House wants
to foster competition

What direction will the Nixon adminis-
tration take in regulating the commu-
nications industry? Herbert G. Klein,
President Nixon's director of communi-
cations, last week said he was aware that
many people in broadcasting are con-
cerned about this question.

Addressing a Hollywood Radio and
Television Society luncheon meeting,
Mr. Klein explained that all government
policies affecting broadcasting, falling in
the jurisdiction of the U. S. Department
of Justice, “are under review.” The
administration is “not by all means
negative” towards the industry, he re-

Nick caught with hand in inkwell

Maryland delegate questions why FCC takes
‘official’ notice of nonbroadcast subject

FCC Commissioner Nicholas Johnson,
no stranger to controversy in matters
affecting communications, has involved
himself and the commission in a dis-
pute with a blunt-spoken woman mem-
ber of the Maryland House of Dele-
gates by criticizing her vote on a civil
rights bill in the state legislature.

What bothered the delegate, Elaine
Lady of suburban Chevy Chase, in
Montgomery county, was not only his
comment on her oppposition to the bill,
which would have prohibited discrimi-
nation in private clubs in Maryland—
she felt he suggested it was based on
political expediency—but the form in
which it was presented: He wrote to her
on official FCC stationery and signed
himself ‘“‘commissioner.”

Commissioner Johnson last week said
Mrs. Lady had misunderstood his letter,
and expressed confidence the matter
would be amicably resolved.

Mrs. Lady, a first-term Republican
member of the legislature, last week
said she saw “a vague threat” in an
“official” letter of criticism from a
member of the agency that regulates
radio and television. “I may run again,”
she said, “and politicians are very de-
pendent on the media.”

Accordingly, she wrote FCC Chair-
man Rosel H. Hyde on May 6 asking
for “formal repudiation” by the com-
mission of the commissioner’s letter,
“for it clearly violates federal policies.”
She also sought assurance that her pro-
test will not result “in reprisals by the
commission, its members, employes or
licensees.”

That’s not all. She asked for the
names of any FCC officials who in any
way indicated approval of the commis-

sioner’s letter, and a list of all persons
who received copies of it and of all
files where copies were placed. She also
asked for copies of all commission
resolutions or other material relating to
“the commission’s [sic] . . . letter to
me or to this letter to you.”

As for Commissioner Johnson, she
wrote him that her position was “not
based on political expediency, as you
apparently inferred, but on the principle
that government has limited powers and
responsibilties—which do not include
the authority to disrupt, disband or ex-
pand, private, voluntary social associa-

Elaine Lady

assured. It doesn’t mean to ‘harass”
business “unnecessarily.” Instead, the
Nixon administration wants to be “fair
in all respects” to all people; it's out to
“foster” competition.

Earlier, in a news conference, the
former San Diego newspaper editor in-
dicated that Mr. Nixon would continue
to use the television techniques that
proved successful for him in last year’s
presidential campaign. Mr. Klein said,
in part, this means a continuation of
communicating to the public through
replies to questions asked by panels of
leading citizens from various communi-
ties. He also indicated at the HRTS
meeting that the President is likely to
make increasing use of communications
satellites.

tions.” The bill in question was de-
feated.

Commiss’oner Johnson wrote Mrs.
Lady on March 21. Her response, a
copy of which was sent to Chairman
Hyde, was da: d May 5. She noted that
she was answering Commissioner
Johnson’s “official” letter after it was
forwarded to her home in Chevy Chase
from the state capitol in Annapolis.
She made copies of her correspondence
with the commissioner and with
Chairman Hyde available last week.

Commissioner Johnson’s home is lo-
cated in the area of suburban Maryland
that Mrs. Lady represents. So is the
Kenwood Golf and Country Club, to
which the commissioner belongs and
whose segregationist guest policy he and
other members have recently gone to
court in an effort to overturn. (BROAD-
CASTING, March 10). They had been
unsuccessful in an effort to achieve a
voluntary change in policy through peti-
tions and appeals to the club’s manage-
ment.

The commissioner, who referred to
this intra-club controversy in his letter
to the Maryland delegate, said he was
“writing in the belief that you would
want to know there are substantial num-
bers of people in Montgomery county
who do not share your views on [the
private-club bill] and believe they are
inimical to the best interests of our
area.”

Commissioner Johnson said that the
citizens Mrs. Lady represents are un-
dergoing a change and added: “The
time may have already arrived when
doing the right thing may prove to be
the politically expedient thing as well.”
He urged her to “reconsider” her posi-
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tion.

Mrs. Lady, in her response, noted
she did not know if the commissioner
was a constituent, since his letter was
“written on official Federal Communi-
cations Commission stationery.” But
whether he was or not, she said, she
wanted to correct the “mistaken in-
ference” he drew from her vote.

She also lectured the commissioner.
She suggested that he should have de-
termined his rights and obligations as
stated in the by-laws before joining the
Kenwood club. And she said she could
not agree that, having failed to enlist
enough petitioners to change the club’s
by-laws, Commissioner Johnson should
expect the state legislature “to impose”
his views on his fellow club members
by statute. “This seems to me to go
beyond being a hard loser.”

Commissioner Johnson, who is pre-
paring a reply to Mrs. Lady, said that
the delegate wrote him in the apparent
belief “that my letter represented some
form of official commission action. Ob-
viously, the commission has no jurisdic-
tion over matters of this kind, and the
letter simply represented a personal
communication from a resident of
Montgomery county to an elected pub-
lic official representing that county.”

He said he had not yet been able to
reach Mrs. Lady, but was “confident
that this matter will be resolved to her
satisfaction.” He said Chairman Hyde
has asked him to handle the matter for
him.

Laxity opens door
for censor—R. Lee

Reminds that free speech
doesn't give carte blanche
for sexual frankness on TV

FCC Commissioner Robert E. Lee, who
on several occasions has expressed con-
cern about the growing sexual frankness
of the movies being made available to
television, returned to that theme last
week, this time with a warning.

“I believe the broadcasting industry is
close today to inviting censorship even
though the courts may later strike it
down, if the broadcaster does not daily
practice self-regulation in direct rela-
tionship to the public he serves,” the
commissioner said.

Commissioner Lee, who spoke Friday
(May 16) before the Ohio Association

If entertainment can cement network
affiliations, NBC-TV has its string of
stations firmly set. Last week’s conven-
tion of affiliates in Los Angeles opened
with a Sunday-night reception at the
Century Plaza hotel, attended by many
of the featured performers in NBC
series. The next night the affiliates went
to a sit-down dinner on the $3-million

“Hello Dolly” set at 20th Century-Fox
where Dean Martin (in picture above),
Andy Williams, Debbie Reynolds, Bill
Cosby and Diahann Carroll performed.
On the next night they were bussed to
Universal Studios where dinner was

served in an elaborately decorated
sound stage and dancing was to the
music of a rock group and Les Brown.

of Broadcasters, in Dayton, recalled that
five years ago he had expressed appre-
hension about the future television use
of movies then being produced. And he
said the present public and congressional
reaction “to an overkill of sex and vio-
lence” can be traced to the televised
presentation of movies released to thea-
ters several years ago.

As to what will happen four or five
years hence, when television acquires
the rights to films now being made, he
said—as, he noted, George Bernard
Shaw did when asked what he thought
of television—"I am afraid to look.”

Commissioner Lee’s call for self-
regulation on the part of broadcasters
comes in the wake of criticism by
Senator John O. Pastore (D-R. L),
chairman of the Senate Communications
Subcommittee, of television for what he
regards as an excessive use of sex and
violence.

And the senator’s expressional con-
cern has been endorsed by President
Nixon, (BROADCASTING, March 31),
who, observers were quick to point out
last week, is looking for a replacement
for FCC Chairman Rosel H. Hyde, who
is scheduled to retire June 30. Like the
President, Chairman Hyde and Com-
missioner Lee are Republicans.

Commissioner Lee, in his Dayton
speech, put himself in the category of
those who believe the commission was
not created to sit in judgment on what
the American public may receive on its
radio and television sets.

He said he regards his duty in the
field of programing to be a “passive”
one in which licensees are expected to
determine and meet the programing
needs of their communities.

But he also noted that the courts have
upheld the commission’s authority to
review past programing.

And after warning that broadcasters
may be inviting censorship — even
though it may not be able to stand ju-
dicial review—Commissioner Lee said
that “the best defense against censorship
is an understanding of the freedom
which you now enjoy.”

The commissioner, who believes the
drafters of the Constitution did not
equate freedom with license—"they felt
that true freedom was obedience to
moral laws”—Commissioner Lee said,
“free speech, like other rights, has defi-
nite limits.” If a broadcaser “invades
the rights of a listener,” he said, the
listener can turn on the offending sta-
tion, boycott the sponsor’s product, or
complain to the station, the commis-
sion or his representatives in Congress.

“Over a period of time, if enough
people object by the various means open
to them, the broadcaster must eventual-
ly get the message that he has missed
the mark,” Commissioner Lee said. “He
simply is not responsive to the public
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Come up and look at our scrapbooks some
time. Or better yet, come up and help us
paste clippings. We fall behind. It's hard
to keep up when they’re coming from points
as far-flung as the “Chicago Tribune” and
“Los Angeles Times,” “The New York
Times” and ‘“The Birmingham News,” “The
Wichita Sunday Eagle and Beacon” and
the “Battle Creek Enquirer and News”—to
drop a few names from a page picked at
random in our current scrapbook.

We regard these clippings as endorse-

8 newspaper world, Wi
has operated the € nings, is A

'dﬂm'ng Sys
t
o 1957, ystem

1F BOSTON TIERALD

, was estimated last fall to
ve brought in $3 million
‘ough newspaper and mag-
ine serialization here and
road and through book club
yalties.

oday’s announcement by
fred C. Edwards, the Holt,
nehart and Winston board
pairm:

;zo;:\_l mht Morning News , left word ar#

e Univ

$ORT WORTH STAR-TELEGRAM

unic: ions
« Cornm! HD

" DAILY,

~ew rou,

but it is so tied up, °
such a variety of €ONlthere WA:II}J(;.TV
that could affect the story ;5 the b:
that we could not i t’,“‘;’: m
figure ourselves—an.p °Tis Agency (whi

not issued that figu' gant 2nd Dick s

ut “high
Edwards, the ABC-brass <
board chairman, se The come .
b 5% fered eithe ow
T any comm fg)] T for the sy

N 1 Season. |,
tation. Ransol Midsegenn - ' Septant

sity headquarters )

Tex., that he wo.-

off: TV's

Pisnoff, publisher of Zl‘“;":

ekly trade

Rcasting.

magazine  proadeas!’

He is widely casters

either with disdain.

as the

WLBI ore only seven):

Rer, Wl
'Srand’ Tow

. &
N h
oadcastin masgzine n-
- : =Tion 0f under

“commission-

The Miami Gerald 2

e New York Timtes. ¢ is not how
vets Say thvtd
n the-most (some 0DSE! <r! "o ave
ri?::t)o:nﬂuentjal figures in the evolu_ ]‘ h
n of American brondcnsnng.h Ys;'t'nge’;f g
have (et the =
p o e for hidden facts, he

\ widely known, €l
r apprehension, &3 the
ioner’ of the Feaeral

ommission (by law, therg
ing magazly

Broadcastin;
-ulation © L
pissioner” Taishg
lune him in bu

ments of our editorial quality. And so may
you, if you're an advertiser looking for an
environment that will add importance to
your message.

Take our word for it. Just as journalists
everywhere take our word for what is going
on in your business.

Broadeasting

THE BUSINESSWEENLY OF TELEVISION ANO RAGIO

The ideal environment for your public service advertising—-June 23 for TV, June 30 for Radio
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he serves. The duty connected with his
freedom as a broadcaster is calling for
adjustment.”

The commissioner said that, in judg-
ments he is required to make in pro-
graming, he relies heavily on the stand-
ards set by broadcasters in the code of
the National Association of Broad-
casters and the commitment of each
individual broadcaster. If all broadcast-
ers lived up to the standards of the
code and their programing commitment,
he said, his job would be easier, “and
the growing number of skeptics would
be obliged to concede that ours is the
best broadcast system in the world.

“But,” he continued, “as you know,
all broadcasters do not live up to the
code, and I am afraid some few treat
the public with an ‘I know-what-is-best-
for-you attitude, or simply do not care.”

Can ETV fill bill
as national net?

Cox contends noncommercial
operations can make up
‘different’ fourth choice

FCC Commissioner Kenneth A. Cox
says noncommercial broadcasting offers
the “best hope for a really different
fourth national television program serv-
ice.” There don’t appear to be alloca-
tions enough or sufficient advertiser
support for a fourth commercial net-
work, he says. And if one were created,
it would probably provide only more of
the same kind of programs—situation
comedies, westerns and police dramas.

But if noncommercial broadcasters
can develop national coverage approach-
ing the 98% achieved by CBS and NBC,
he says, they “can not only provide a
fourth choice for the entire country, but
can make it a significantly different one
as well.”

The commissioner discussed his view
of noncommercial broadcasting’s po-
tential in a speech before a joint region-
al meeting of the National Association of
Educational Broadcasters and Southern
Educational Communications Associa-
tion in Lexington, Ky., on May 9. Early
in his speech he noted that ETV broad-
casters have two functions—to provide
in-school instructional programing to
meet the country’s soaring educational
needs and to meet, as well, the overall
programing needs of their communities.
But he focused most of his remarks on
the latter function.

He said noncommercial broadcasters’
independence from the pressures their
commercial counterparts feel in trying
to attract the widest possible audiences
in prime time, provide them with the
flexibility to meet the needs of those

elements of the audience whose tastes
are different.

And he said noncommercial broad-
casters have an obligation to meet all of
the programing needs of their commu-
nities—including entertainment needs
not met by commercial broadcasters.
These could include not only good
music, serious drama, ballet and art
commentary, he said, but also movies—
“whether they be classics or unusually
good shows presented uncut and without
the high level of commercial interrup-
tions which makes watching most
movies on television so frustrating.”

The commissioner said noncommer-
cial broadcasters were not doing enough
to meet the public’s entertainment needs.
He recalled that CBS President Frank
Stanton several years ago had said he
was looking forward to the stimulation
and competition noncommercial broad-
casting could provide commercial broad-
casting.

But, Commissioner Cox added, “I
don’t think you have given them a great
deal of such stimulation as yet.”

He also suggested that noncommercial
broadcasters were not doing all they
might—or as well as they should—in
helping the nation solve its pressing
problems of race and poverty. He said
“there are recurring reports that some
educational broadcasters trim their sails
and avoid “controversial issues” which
are likely to annoy significant groups in
the community—or even a single mem-
ber of the station’s governing board or
a particularly generous contributor to
its budget.”

In discussing his view that the na-
tion’s educational broadcasters offer the
best hope for a fourth television pro-
gram service, he noted that such a serv-
ice will require “a significant intercon-
nection capability.” He hopes that capa-
bility will be one of the first fruits of

Senate passes CPB bill
to House for approval

Appropriations for the Corp. for Public
Broadcasting of $20 million have won
unanimous Senate approval along Senate
Commerce Communications Subcom-
mittee recommendations.

Subcommittee hearings held last month
(BROADCASTING, May 5) considered the
$20 million authorization in connection
with a long-term financing proposal,
squelching an effort by the Nixon ad-
ministration to reduce the subsidy to
$10 million.

The bill (S. 1242), which also pro-
vides for grants for construction of
educational television and radio broad-
casting facilities, now goes to the House
for approval.

the Public Broadcasting Act, which
authorizes the provision of reduced-rate
or free interconnection service for non-
commercial broadcasters.

Carriers approve idea
of special ETV rates

Three common-carrier firms last week
expressed support in principle, if not yet
in fact, for a proposal to provide re-
duced-rate interconnection facilities for
noncommercial radio and television sta-
tions through the use of special-service
common carriers and CATV microwave
systems.

New York-Penn Microwave Inc., Gar-
den State Micro Relay Inc., and West-
emn Microwave Inc., in separate peti-
tions filed with the FCC, agreed that the
first step leading to possible implementa-
tion of the proposed service is for in-
terested common carriers to meet, with-
out participation by the commission,
and to discuss ways of setting up such
an operation.

The proposal under consideration was
submitted to the commission late last
year by Microwave Communications Inc.,
as a petition for rulemaking (BROAD-
CASTING, Dec. 23, 1968). Microwave
said that special-service carriers and
CATYV microwave facilities could inter-
connect both public broadcasting sta-
tions and university facilities at sub-
stantially lower rates and with greater
convenience than AT&T has provided
in its trial service, which went into
effect last December.

Rival group applies
for WPIX(TV) channel

Another would-be competing applicant
for an existing facility surfaced last
week. Its name: Forum Communica-
tions Inc. Its target: wrix(Tv) New
York.

In a petition filed with the FCC,
Forum asked deferral of action on the
WPIX renewal application, until the sta-
tion’s current term of license expires on
June 1, in order to give Forum a “rea-
sonable opportunity” to file its applica-
tion for the channel 11 facility.

The newly formed company said its
application “has been under preparation
for some time,” but cannot be com-
pleted and filed before May 29. Noting
that renewals are sometimes granted
within seven days of the expiration date
of the station’s license, which would
make its competing application ineligi-
ble, Forum said such action would be
“contrary to the public interest” in this
instance, since it would prevent Forum
from offering its “preferable alternative
to the present licensee and method of
operation of wpIx.”

The firm’s alternative, it said, would
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Martin-Trigona fails
to stop ABC meeting

U.S. District Court Judge J. Sam Perry
in Chicago Thursday (May 15) denied
requests by Anthony Martin-Trigona to
postpone the May 20 annual stockhold-
ers meeting of ABC Inc. and to suspend
the “We're Not Quite as Simple as
ABC” institutional campaign now aired
by ABC stations.

The court, however, gave Mr. Mar-
tin-Trigona 20 days to answer a mo-
tion by ABC to dismiss the complaint
(BROADCASTING, May 12). Mr. Martin-
Trigona had sought the annual meeting

delay so he could wage a proxy fight
for election as a director of ABC in
which he holds one share of stock. He
also had termed the corporate adver-
tising “controversial”’ and wanted air
time to answer issues he claimed were
raised about conglomerate firms in en-
tertainment and communications. Com-
plaints also were filed with the FCC,
Federal Trade Commission and Securi-
ties and Exchange Commission.

ABC told the Chicago court that the
protest was without merit because it was
part of Mr. Martin-Trigona’s “calcu-
lated campaign of harassment” de-
signed to force ABC-TV to affiliate with
WTAF(Tv) Marion, Ind., a now dark

UHF station in which he is principal
stockholder.

The information given in the Chi-
‘cago litigation by ABC also showed
that a complaint filed earlier by Mr.
Martin-Trigona with the U.S. District
Court for the Southern District of "In-
diana has been stayed by that court
pending selection of an attorney by the
WwTAF group. The Indiana suit named
CBS, Corinthian Broadcasting and Avco
Broadcasting as well as ABC.

ABC noted Mr. Martin-Trigona had
signed the Indiana complaint as “attor-
ney” but said he is not a member of
the bar. Mr. Martin-Trigona is a law
student.

be “marked by substantial integration
of ownership into the day-to-day opera-
tion of the proposed station; total avoid-
ance of ownership ties with other com-
munications media; long-standing local
residence representing diverse segments
of and extensive participation in New
York City community life; and superior
public-service programing designed to
serve the particular interests of New
York City and the surrounding area.”
Details would be presented in the appli-
cation itself, Forum said.

The general thrust of these objectives
resembles that of other recent compet-
ing applications in its emphasis on in-
tegration of ownership and manage-
ment, local orientation and lack of other
media ties—all factors in the decision
earlier this year to lift the license of
WapH Inc. in favor of a competing ap-
plicant for Boston’s channel 5 (BROAD-
CASTING, Jan. 27 et seq.).

The proposed application also reflects
the generally harder attitude being taken
by the commission toward multiple and
cross-ownership of broadcast stations.

Wrix is owned by the New York
Daily News, which has interlocking
ownership with Chicago’s Tribune Co.,
which has numerous radio-television
and newspaper holdings.

Principals of Forum Communications
include Lawrence K. Grossman, presi-
dent; Irwin (Sonny) Fox, Mrs. Ronnie
Eldrige, and entertainer Harry Bela-
fonte. Mr. Grossman is president of
Lawrence K. Grossman Inc., a New
York advertising agency. Mr. Fox is a
television producer.

Dudley gets Senate nod

The nomination of Guilford Dudley Jr.
to be ambassador to Denmark has won
unanimous Senate approval. Mr. Dudley
is president of Life and Casualty In-
surance Co. of Tennessee, owner of
WLAC-AM-FM-Tv Nashville. He succeeds
Angier Biddle Duke in the post.

CBS-TV affiliates get
two-day fill-in in N.Y.

A topic-crammed agenda is set for the
CBS-TV network affiliates annual two-
day general conference that opens
Tuesday (May 20) at the New York
Hilton in New York. Listed are sub-
jects scanning the broadcast field from
programing to the Washington regula-
tory scene, along with closed business
sessions.

Richard W. Jencks, president of the
CBS Broadcast Group, is expected at
tommorow’s luncheon to discuss pro-
graming from the viewpoint of taste and
network/broadcaster responsibility. An-
other featured speaker—at the Wednes-
day luncheon—will be the Rev. Theo-
dore M. Hesburgh, C.S.C., president of
the University of Notre Dame.

Other leading roles during the con-
ference will be taken by Robert D.
Wood, president of the CBS-TV net-
work, who will address the group to-
morrow morning; David M. Blank, vice
president, economics and research, CBS
Broadcast Group, who will discuss the
broadcast economy; Jay Eliasberg, di-
rector, CBS-TV network research, who
will talk about network performance;
Michael H. Dann, senior vice president-
programing, CBS-TV, who will intro-
duce the fall schedule; Fred Silverman,
vice president, daytime programs, CBS-
TV, who will report on daytime and
Saturday-morning program plans.

A sales “progress” panel, also sched-
uled for tomorrow morning, will be led
by Frank M. Smith Jr., vice president,
sales, CBS-TV. A panel session on
“Washington and the broadcaster” in
the afternoon will have as participants
CBS Inc. vice presidents Robert V.
Evans, (also general counsel) and Theo-
dore F. Koop, and CBS-TV network
vice presidents William B. Lodge (affi-
iate relations and networking) and Wil-
liam H. Tankersley (program prac-
tices). Mr. Wood will be moderator.

A news session Wednesday morning
will be led by Richard S. Salant, presi-

dent, CBS News; Bill Leonard, vice
president, news programing, and Gor-
don Manning, vice president, news; and
a sports presentation afterward will be
handled by William C. MacPhail, CBS-
TV vice president, sports.

A question-and-answer closed session
is set for Wednesday afternoon attended
by Messrs. Wood, Salant, Blank, Dann,
Evans, Koop, Lodge, MacPhail, Smith,
Tankersley and Carl S. Ward, CBS-TV
vice president and director, affiliate re-
lations, and John P. Cowden, CBS-TV
vice president, information.

Also on Tuesday’s agenda are screen-
ings of three new CBS-TV fall shows,
The Governor and J. J., To Rome,
with Love and Medical Center.

The conference ends Wednesday eve-
ning with a reception and banquet fol-
lowed by entertainment supplied by
Merv Griffin as master of ceremonies
with Leslie Uggams, Glen Campbell and
George Carlin.

ABC-TV affiliates meet
next week on the coast

More than 450 executives are expected
to attend the annual meeting of ABC-
TV affiliates at the Fairmont hotel in
San Francisco May 25-28.

Network executives will report on
their plans for the 1969-70 season in the
areas of prime-time, news, sports, and
daytime programing, sales, advertising
promotion and press relations. Affiliate
executives will be welcomed by Richard
L. Beesemyer, newly named vice presi-
dent in charge of affiliate relations for
ABC-TV (BROADCASTING, May 5).

The conference agenda includes a
meeting of the affiliates board of di-
rectors on May 25, followed by presen-
tations by network officials on May 26,
27, and 28. The conference will end
on May 28 with a meeting of the
affiliates and the ABC-TV management.

The network contingent will be
headed by Elton H. Rule, president of
ABC-TV. Network executives who will
address the affiliates include I. Martin
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Pompadur, vice president and general
manager; Martin Starger, vice president
in charge of programing; Edwin T.
Vane, vice president in charge of night-
time program production; Marshall
Karp, vice president, daytime program-
ing; James E. Duffy, vice president in
charge of sales; Warren Boorom, vice
president and national sales manager;
Frederick Pierce, vice president in
charge of planning; Don Foley, vice
president in charge of advertising and
promotion, and Ellis O. Moore, vice
president in charge of public relations.
Other speakers will be Roone Arledge,
president of ABC Sports Inc. and Elmer
Lower, president of ABC News.

Chicago area U

goes into operation

WwiLxt(Tv) (ch. 60) Aurora, Ill.,, was to
go on the air Sunday (May 18) with a
three-hour live color dedication pro-
gram including Illinois Governor Rich-
ard Ogilvie and other dignitaries.

Although much of its programing will
be live color, wLxT will be an economi-
cal operation, according to Ray L.
Sherwood, manager of the suburban
Chicago outlet. Wixt has a full-time
staff of 11 people, plus part-timers and
volunteers. Initial local business signed
is $150,000, he said.

WLxT has leased a former dance
studio in downtown Aurora and its
transmitter is in nearby Warrenville,
Ill. WLxT is using one of International
Video Corp.’s Model 100 studio color
cameras for live work. Another IVC
color camera is in the film chain.

WLXT was to go on the air at a total
cost much less than the expected, Mr.
Sherwood said, because of such fortun-
ate finds as a bargain General Electric
transmitter purchased from noncom-
mercial wceT(Tv) Cincinnati.

WiLxTt has a 400-foot tower and ef-
fective radiated power of 217 kw.

Lower sees media problem
in bridging generation gap

Both “establishment and anti-establish-
ment would-be-censors of broadcast
news” were assailed last week by Elmer
W. Lower, president of ABC News.

Calling newsmen “one of the few
communications links” between rebels
and the establishment, Mr. Lower urged
youth to strive for greater communica-
tion across the generation gap, both in
direct talks and through the mass me-
dia. He addressed his plea to some 800
preparatory school students in a speech
at Phillips Academy in Andover, Mass.,
Thursday (May 15).

Mr. Lower objected to attempts at
hobbling broadcast journalists from
both rebels and establishment figures.
While he criticized “those government-

al and private-sector critics who want
electronic newsmen ‘directed’—a nicety
for ‘muzzled’ "—he also deplored what
he termed a tendency of radical stu-
dents to “do their own thing to censor
us—by excluding us from their dem-
onstrations, by shouting obscenities to
hinder our interviews with their op-
ponents, and by other—sometimes vio-
lent—actions.”

Mr. Lower asked of the would-be
censors: “Do they really fear public
disclosure of their points of view? If
so, then they can’t have very much
faith in the rightness of their cause.”
At the same time, he acknowledged that
“the generation gap often seems un-
bridgeable,” and expressed his opinion
that “the current variance in view-
points of the old and young is one of
the most complex, difficult stories I
have encountered in 36 years as a news-
man.”

He exhorted his audience: “If you
differ with members of an older gen-
eration philosophically, talk to them,
not at them; and talk to the media, too

. but talk.” Without communica-
tions, he said, “rebellion could easily
boil over into anarchy and resistance
into repression.”

Modified newspaper bill

set for June hearing

Chairman Philip A. Hart (D-Mich.)
announced jast week that hearings have
been set for June 12-13 for Senate
Judiciary Antitrust and Monopoly Sub-
committee consideration of a bill to give
certain newspaper joint operating ar-
rangements exemptions from antitrust
laws.

The bill (S. 1520), known last year
as “the failing newspaper bill,” but modi-
fied and retitled this year, would allow
joint printing facilities, advertising and
circulation rates for newspapers that
would otherwise be forced out of busi-
ness for economic reasons.

The proposed antitrust exemption
would apply to newspapers that main-
tained separate and independent edi-
torial facilities. Such joint arrangements
have been under Justice Department
and legal attack, which came to a head
earlier this year when the U.S. Supreme
Court decided against joint agreements
in the key Tucson, Ariz., newspaper case
(BROADCASTING, March 17).

The court decision added steam in
the Cong-ess for passage of remedial
legislation, which Senator Hart had
shown no interest in bringing to a sub-
committec vote. The present hearings,
on the ramifications of the court de-
cision, were assured when senators
favoring the legislation threatened to
bypass Senator Hart.

One criticism raised at earlier hear-
ings was that the antitrust exemption
did not take into consideration subsid-

iary nonnewspaper operations—broad-
casting stations in particular—the profits
of which could be used to bolster a
“failing” newspaper or be used to sub-
sidize a drive by a strong newspaper to
reduce a competitor to “failing” status
in, say, an advertising rate war.

Schwartz calls for more
social concern from media

Broadcasters and advertisers arc being
unfairly criticized today. But by stepping
up efforts to “come to grips with the
things that are threatening our com-
munities, we will avoid futurc Indian
hand-wrestling matches with {[FCC]
commissioners and congressmen,” Wal-
ter A. Schwartz, president of ABC Ra-
dio, told the Seattle Advertising Club
last week.

Mr. Schwartz said “advertising con-
tinues to be blamed for all the wcak-
nesses inherent in politicians, doctors,
dentists, lawyers, commercials, pro-
ducers and people in general,” and that
broadcasters are ‘“‘under the gun” of
more aggressive government rcgulation.

He countered that “the decay of our
cities, the ghettos, the wanton destruc-
tion of our natural resources, pollution
of our atmosphere and pollution of our
minds and morals, crime in the streets,
and wars around our globe are not di-
rectly related to broadcasting or adver-
tising. A violent performance on TV or
so-called sensual rhythms on the radio—
even plays, books, pictures arc but
chroniclers of what is already there.
They only mirror our society; they can-
not sculpture it.”

He added: “Some of the winds of
change that are blowing up from Wash-
ington w:re fanned by unscrupulous
people within our industry. There arc
‘schlock’ broadcasters who forget they
have a public trust—as there arc
‘schlock’ advertisers. Every industry has
its share of ‘robber barons’—but they
are a vanishing breed.”

To counteract action against the in-
dustry, Mr. Schwartz said, “the strcam
of social consciousness that runs through
our business must widen and dccpen
so that it touches on every port of
trouble and concern.”

Double-billing charges
earn WLAS hearing

An alleged fraudulent billing charge
against wiLAs Jacksonville, N. C., could
cost licensee Seaboard Broadcasting Inc.
up to $10,000 or revocation of its
license.

The FCC. in directing Seaboard to
show cause why the license of wLAs
should not be revoked, cited thc com-
mission’s rules against double billings.
Double-billing involves issuance of two
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There are some parts of the U.S.A.
where you can’t ship by
Greyhound Package Express
(...but not many!)

GPX does go to 25,000 cities, towns and villages in the U.S.A. every day.
Can we drop something off for you?
It's there in hours and costs you less, when you ship by Greyhound Package Express.
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For complete information call Greyhound, or write Grey- M'H FM 1
hound Pockoge Express, Dept. B-E, 10 South Riverside E nmn mnmﬂiﬂ 55
Plaza. Chicago, llinnis 60606.
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separate statements at varying rates—
one at a lower rate, the rate actually
paid by a local advertiser, and a second,
at a higher or national rate—passed on
to a national company by the local firm
for reimbursement to that local firm.

In setting the matter for hearing the
commission ordered that should the
hearing examiner not propose revoca-
tion, he should then determine whether
“an order of forfeiture of $10,000, or
some lesser amount, should be issued.”

The proposed hearing would resolve
questions as to whether the licensee
knowingly issued affidavits of per-
formance containing false information
concerning the amount actually charged
for broadcast advertising; whether these
affidavits were knowingly issued for the
purpose of misrepresenting the nature,
content or quantity of advertising, and
whether the licensee intentionally vio-
lated the fraudulent-billing prohibition
rules.

Other questions the commission in-
tends to raise concern Seaboard’s candor
before the commission, and whether or
not Seaboard possesses the qualifications
to remain a licensee.

The hearing, to be held within 30
days, was prompted by information
made known to the commission since
the last renewal of license for wLas.

FCC pressure yields
vacant UHF channel

The permittee of kwip-Tv Tulsa, Okla.,
will give up its construction permit in
the face of FCC pressure to build the
station or vacate the channel.

Counsel for Beacon Television Corp.,
citing technical and financial difficulties,
made that announcement last week in
the course of FCC oral argument on re-
quests by 11 UHF permittees for ad-
ditional time to construct their stations.
The permittees had been told that unless
they had demonstrably been prevented
from completing construction by mat-
ters beyond their control, and unless
they made it clear that they wished to
prosecute construction further, their
CP’s would be canceled. The permits
were granted in the period between
Nov. 17, 1965, and Oct. 11, 1967.

The other UHF grantees sought to
persuade the commission that they
merited more time. Most cited technical
problems, CATV threats, attempts to
secure network affiliation, or a combina-
tion of those factors, as a basis for their
requests.

The remaining 10 UHF’s are KHER
(tv) Longview, Tex., (Radio Longview
'Inc.): WTML(TV) Miami (Tele-Ameri-
cas Corp. of Florida); wMLK(TV)
Janesville, Wis., (WBET Inc.); WONH
ATv) Syracuse, N. Y, (Onondaga UHF-
TV Inc.): weNT(TV) Elgin, Iil., (Elgin
Television): wecT(TV)  Melbourne,

Fla., (Custom Electronics); wppT(TV)
Florence, S. C., (Rovan of Florence
Inc.); wenc-Tv Springfield, Iil., (Illi-
nois Broadcasting Co.); wroa-Tv Gulf-
port, Miss., (Charles W. Dowdy), and
KTov-Tv Denver (Comet Television
Corp.).

Gencoe buys six CATV's
for over $1 million

Gencoe Inc., Tulsa, Okla., a multiple
CATV owner, has announced an op-
tion to acquire a group of six Kansas
and Missouri cable TV systems.

The firm said it had entered into a
substantial financing agreement, be-
lieved to be over $1 million, with Gen-
eral Communications Inc., Jola, Kan.
The agreement also provides that Gen-
coe will provide management services
and includes an option to purchase an
80% interest after three years.

General Communications’ systems,
serving a total of 10,500 subscribers,
are at Jola, Coffeyville, Eureka, Madi-
son and Yates Center, all Kansas, and
Hannibal, Mo. Also included is South
East Kansas Microwave Inc., which pro-
vides TV signals to a number of cable
systems in Kansas.

The Hannibal system was activated
only last March, and is expected to have
4,000 subscribers in a short period; it
opened with 3,600 customers. The
General Communications systems were
founded by Larry Hudson and asso-
ciates.

Earlier in the week, Gencoe an-
nounced the acquisition of the 800-sub-
scriber Weatherford, Okla., cable TV
system from Clifton H. Gardner and
Charles L. Cain. Price was not dis-
closed.

Gencoe is a subsidiary of Livingston
Oil Co., also Tulsa. Including General
Communications systems and the
Weatherford acquisition, Gencoe serves
more than 72,000 subscribers in 38
communities in 11 states. Gene W.
Schneider is president of Gencoe.

Nevada PUC leaves cable
grant up to contestants

The two winning CATV applicants
for greater Las Vegas have until June
11 to decide how to divide up that city;
otherwise, according to the Nevada
Public Service Commission, there will
have to be further hearings to make the
division on an equitable 50-50 basis.

The Nevada PSC, following hearings
in March 1968, gave the nod to two
out of the seven applicants for Las
Vegas in an order issued May 5. The
two are Nevada Cablevision Co., prin-
cipally owned by Donald W. Reynolds,
chain newspaper owner and a group
broadcaster who counts the Las Vegas
Review-Journal among his newspaper
holdings, and Community Cable TV,

owned by Jack Kent Cooke and H. M.
Greenspun. Mr. Cooke sold his CATV
group in 1968 to H&B Communications
Corp., and became a 30% H&B
stockholder. Mr. Greenspun, editor and
publisher of the Las Vegas Sun, at one
time owned KLAS-TvV (ch. 8) there; he
sold it in 1968 to Howard R. Hughes
for $3.65 million.

Denied by the PSC were Time-Life
Broadcast Inc., Central Telephone Co.,
Nevada Ugtilities Inc. and Nevada Cable
Systems Inc. One applicant, Clark
County Cable TV, withdrew.

Responding to arguments that both
Mr. Reynolds and the Cooke-Green-
spun applications should be denied be-
cause of their newspaper ownership in
Las Vegas, the three-man board said:
“We view such contentions as being
wholly inappropriate,” noting that there
is nothing in the Nevada statute that
requires them to consider the question

of concentration of control of the
media of communications.

Lamb, Lee halt

WKBT(TV) sale talk

Lamb Communications Inc., Toledo,

Ohio, which four months ago announced
plans to buy wkBT(TV) (ch. 8) La-
Crosse, Wis., from group-owner Lee
Enterprises and others for $5.7 million
(BROADCASTING, Jan. 20), has termi-
nated its negotiations with WkBH Tele-
vision Inc., WkBT’s licensee.

Arthur Ingram, Lamb president, said
the negotiations for the CBS-TV affiliate
were called off “because of the inability
of the parties to agree on the definitive
terms of the final contract.”

Lamb, a publicly held corporation,
operates wicu-tv Erie, Pa., a channel
12 NBC-TV affiliate, and operates
CATV systems in Flint, Hillsdale and
Jonesville, all Michigan.

Media reports:

Journalism fellowships = The Washing-
ton (D. C.) Journalism Center has
awarded three fellowships for its fall
1969 program to television reporters.
Charlote A. Ackerley, kvoa-Tv Tucson,
Ariz.; Charles T. Royer, KOIN-TV Port-
land, Ore., and Johnny R. Smith, KREM-
TV Spokane, Wash., each will spend 16
weeks in Washington attending seminars
and working as interns with Washington
news bureaus and will receive $2,000.

New service = Logos Ltd., Arlington,
Va., has announced a new specialized
service in closed-circuit television. A
new division, Logos Video Consultants,
is equipped to offer assistance to gov-
ernment, industrial and educational or-
ganizations in the design, procurement,
installation and operation of television
facilities tailored specifically to indi-
vidual needs.
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Broadcasters-CATV rap cable rule

Near accord reached as opposition to proposed
retransmission-consent requirements mounts

The FCC’s proposed “retransmission
consent” rule, which would inject
copyright considerations into the busi-
ness world of cable television, is be-
coming a rare source of near unanimity
among broadcasters and CATV inter-
ests. Virtually nobody likes it.

This mass consensus descended upon
the commission last week in the form
of further comments in the complex
and crucial CATV rulemaking pro-
ceeding. The comments dealt with all
portions of the proposed rules except
the sections on program origination
and diversification, which were covered
separately last month (BROADCASTING,
April 7).

The proposed retransmission-consent
rule would require CATV operators to
obtain permission from distant stations
before importing their signals—which
would, in effect, require the cablecasters
to deal with copyright owners. For dif-
ferent reasons, but with roughly equal
force, most broadcasters and cable in-
terests found the proposal a poor re-
sponse to existing needs.

Typical of broadcaster response was
a joint filing by 18 TV stations, in
which it was warned that retransmis-
sion-consent requirements would actual-
ly lead to an unchecked increase in dis-
tant-signal importation. The stations ar-
gued that control over importation of
many programs would be placed in the
hands of program suppliers—“whose
stated interest is in maximizing profits
by broadening the number of persons
paying exhibition fees.” The individual
distant stations themselves wouldn’t
hinder this relationship, it was argued,
because their audiences and conse-
quently their advertising revenue would
be increased.

Other broadcasters extended the at-
tack and contended that the retrans-
mission proposal would fail for other
reasons to achieve its avowed purpose
of enhancing broadcast-CATV compe-
tition.

Taft Broadcasting Co. argued that
any one of several undesirable situations
might develop: For example, stations
forced to compete with signals from a
distant market might retaliate by, in
turn, authorizing importation of their
signals into that market, Taft said. The
company advocated far more economic

analysis, testing and study of the pro-
posal, and noted that the commission
itself has acknowledged the impossibility
of predicting, at the present time, just
what result a retransmission-consent re-
quirement might bring.

The National Association of Broad-
casters and the Association of Maxi-
mum Service Telccasters launched their
often-stated wholesale attack on the
entire concept of distant-signal impor-
tation. NAB argued that “the element
of unfair competition would remain”
even if CATV systems were required to
pay copyright fees, since “costs in-
volved in procuring the rights to pro-
graming are but a small portion of the
over-all expense incurred by the tele-
vision broadcaster is disseminating his
programs to the public. The ability of
CATV to provide its service at a frac-
tion of the television station’s operating
costs will always favor the CATV sys-
tem,” NAB said.

AMST argued that the retransmis-
sion-consent proposal “does not deal

with the basic problem posed by distant-
signal carriage”—namely, audience frag-
mentation. The proposal would “in no
way impede the carriage of the multi-
ple distant signals that would fragment
the audiences of, and ultimately destroy,
the public’s local free broadcast televi-
sion service.”

The argument that relaxation of dis-
tant-signal requirements will enhance
“competition” was rejected by AMST
because “the issue is not one of stifling
or frustrating competition . . . [but]
rather one of choosing the competitive
system that best serves the public in-
terest.”

ABC, which characterized the pro-
posal as inconsistent with the commis-
sion’s stated goal of maintaining local
service, suggested that the commission
allocate signals which may be carried
by CATV systems. CBS said that re-
transmission consent would offer “lim-
ited, interim relief,” but prescribed for
the future a major reworking of copy-
right policies—by Congress, not by the

TV science awards

Special awards for the best scientific
and technical television network pro-
grams during the past season were made
last week in Washington by the Society
of Technical Writers and Publishers.
The awards: The 21st Century (CBS),
for best regular series; The Underseas
World of Jacques Cousteau (ABC),

produced by Metromedia Producers
Corp., for best special program or short

series, and the NBC News space unit
and Today (NBC), for best regular
news or general interest series.

Shown below after receiving the
awards are (I-r) : Gunther Marx, STWP,
who made the presentations; William
Small, CBS News: Frank McGee and
James Kitchell, NBC News, New York;
John Lynch, ABC News: A. Frank Reel,
Metromedia Producers, New York, and
Dr. Louis E. Garner, STWP.
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FCC. The commission lacks authority
to deal with the basic issues, CBS said.

One broadcast source of support for
the proposal was NBC, which said re-
transmission would eliminate unfair
competition ‘“between CATV and all
other means of distributing programs.”

Leading the parade of CATV filings,
the National Cable Television Associa-
tion characterized retransmission con-
sent as ‘‘unrealistic,” for a reason not
offered by broadcasters. “The consent
is simply not obtainable on a program-
by-program basis, and is unlikely to
force the copyright accommodation for
which it was designed,” NCTA said.
“The regulation requires CATV opera-
tors to do that which is impossible, and
thereby turns over control of one seg-
ment of an industry to a more favored
one. Because the commission has de-
termined that CATV systems compete
unfairly with broadcast stations, it does
not follow that control over CATV
must be handed over gratuitously to the
competing broadcasters.”

Instead, NCTA proposed abandon-
ment of all “artificial boundaries,” such
as the 35-mile zone of protection from
unrestricted importation which the com-
mission has proposed to adopt in ma-

jor markets, retention of carriage and
nonduplication rules, and adoption of
a new hearing requirement.

The hearings would be ordered, ac-
cording to NCTA, when a broadcast
station alleges that it is failing as a
result of CATV competition, and when
the cable system and the station cannot
reach an agreement. If the commission
upheid the station’s complaint, it could
then order the deletion “of such distant
signals as are found to be the cause of
such failure,” NCTA said.

Another filing—submitted on behalf
of 100 cable firms, including such multi-
ple owners as Teleprompter Corp. and
Gencoe Inc.—repeated an argument
adduced by many broadcasters—the
commission is without authority to deal
with copyright problems. The CATV’s
also contended that no “unfair com-
petition” exists between cable and
broadcasting—not, at least, as the words
have previously been defined by the
Federal Trade Commission. Any inter-
pretation of ‘“unfair competition” must
be undertaken by the FTC rather than
the FCC, the cable operators said.

In any case, they argued, the alleged
lack of “fairness” really relates only to
“the fact that CATV markets the prod-

Report recommends fairness reforms

House committee suggests classifying
candidates for equal-time purposes

A long-pending report of the House In-
vestigations Subcommittee on fairness-
doctrine problems was approved for re-
lease last week by the parent Commerce
Committee. The report, in final form,
recommends that the FCC codify the
faimess doctrine in clearly spelled-out
terms, suggests that the commission’s
personal-attack rules be replaced by
broader requirements to be written into
the Communications Act and recom-
mends that Section 315 be amended to
provide for two categories of candidates,
major and minor, to be entitled to
equal time during campaigns.

The recommendations generally follow
the ideas presented in an early draft of
the report for subcommittee considera-
tion (BROADCASTING, Nov. 25, 1968),
but the tenor of the current recom-
mendations is more moderate in tone,
stressing that the proposals are sugges-
tions that require further refinement.
Missing from the present conclusions is
a tentative suggestion that the Congress
and the commission take a closer look
at multiple broadcast ownership in the
event that the U.S. Supreme Court
should invalidate all or part of the fair-
ness doctrine.

The draft recommendation suggested
that diversity of ownership might help

conserve diversity of broadcast opinion
in the absence of the fairness doctrine.

In final form, the report simply lists
three conclusions, then in more-detailed
analyses indicates some of the remain-
ing decisions that would have to be
made by the committee and the Con-
gress. The three basic conclusions are:

= The equal-time requirements of
Section 315 should be amended so as to
allow for a differential degree of access
for major as opposed to minor political
candidates.

s The FCC should conduct definitive
rulemaking hearings on the entire sub-
ject of the fairness doctrine in order to
promulgate comprehensive rules cover-
ing the extent and administration of the
doctrine.

®» The right of an individual to re-
spond to derogatory or defamatory
statements broadcast over the air should
be definitely established by statute.

“A rational and fair method of dis-
tinguishing among candidates and parties
can be developed,” the report notes
after ruling out a proposal, sought by
broadcasters, that the equal-time re-
quirements be eliminated in their en-
tirety. The subcommittee concludes that
a two-tiered method be perfected under
which broadcasters would be required

ucts of the broadcast industry more
productively than the industry itself.”

Comments on other rulemaking pro-
posals mirrored absolutely the natural
division of economic interests. For ex-
ample, CATV’s rejected the proposed
35-mile zone of protection for broad-
cast stations as unduly restrictive;
broadcasters argued that it would pro-
vide insufficient protection. Many urged
that, if a zone is to be adopted, it
should be set at 60 or 75 miles.

Also filed last week were replies to
last month’s filings on origination and
diversification. Many of these focused
on comments submitted by the Justice
Department, which last month urged a
ban on CATV cross-ownership with
newspapers and TV stations in a mar-
ket. Justice also called for liberal rules
on distant-signals and origination
(BROADCASTING, April 14).

Several respondents charged that the
department had presented no evidence
to support its conclusions. NAB went
further; it said Justice *“either ignored
or overlooked the most essential aspect
of CATV operation . . . without free
television programs broadcast to the
public, there would be no CATV sys-
tems. . . .”

to give equal time (or offer equal time
for sale) to major candidates whenever
one of them was given (or sold) broad-
cast exposure. Minor candidates would
have similar rights, but use of the
medium by a major candidate would
not trigger requirements for equal time
for minor candidates, or vice versa.

The subcommittee leaves details to be
worked out during consideration of
specific legislation. Classification could,
it is noted, be based on previous support
at the polls, or on petitions, or, in the
case of national candidates, ballot posi-
tions in a certain percentage of jurisdic-
tions.

The report notes that a fair method of
distinguishing major and minor candi-
dates might make it possibie to require
broadcasters to donate time for candi-
dates’ appearances. Such a requirement
under a blanket equal-time rule, it is
noted, could exhaust the time available
for broadcasting and exceed the atten-
tion span of viewers.

Under a reform of Section 315, the
report adds, “reduced rates for candi-
dates might also be more practical.”

The fairness doctrine itself, the report
notes, is held to be actual legal standard
of conduct, yet “is nevertheless so
ephemeral as to defy comprehensive
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Willing to spend alittle less to see
a better looking commercial?

Here are three Kodak improve-
ments in color-film technology to
save a little time, a little money, and
add a lot of quality to your color-film
commercials.

In the camera you’ve got new
EastMAN Color Negative Film 5254.

One stop faster than 5251, but it

hangs in there with all the quality
you've counted on for years. Result?

A chance to do creative things in
color that you could only do in black-
and-white before.

Then, in the lab you’ve got new
EastmaN Color Reversal Intermedi-
ate Film 5249. Cuts out a master posi-
tive generation when 16mm release
prints are made for spot distribution.
Result? Color release prints with
better video quality.

Also in the lab you’ve got a new
machine called the Eastman 1635
Video Color Analyzer. This com-
pact, solid-state, sock-it-to-any-wall-
socket package shows a positive
video color image directly from nega-

tive or positive film frames. Result?
This image lets the operator deter-
mine color printing data that makes
the first release print commercially
acceptable every time. How does
that grab your tight deadlines?
That’s what Kodak’s done for you
lately to keep your spots on top.

EASTMAN KODAK COMPANY

Atlanta: 404/351-6510 Chicago: 312/654-0200
Dallas: 214/FL 1-3221 Hollywood: 213/464-6131
New York: 212/MU 7-7080

San Francisco: 415/776-6055




How come heart transplants
are big news?

Actually, the mechanics of the surgery have been well-
defined for years. Why, then, did it take until now to try?
Obviously, as you have already noted in stories that have
come across your desk, the major problem has been that of
creating the right environment for the acceptance of the new
organ. Probably one of the most dynamic research projects
in the history of medicineis in progress right at this moment;:
the search for immunosuppressive agents which will make
the host’s rejection less likely. Many major pharmaceutical
companies, ourselves included, are involved.

Another major factor contributing to a hopeful future
for this operation has been the availability of antibiotics to
stave off infection when it counts the most. Lederle, inciden-
tally, is a pioneer in this area.

Heart transplants, dramatic as they are today, only sug-
gest the sophistication of how life may be sustained in the
future. Meanwhile, giving a man new heart to live must be
considered good news.




description.” The commission should (as
the Congress originally intended, the
report holds) spell the doctrine out
clearly so that broadcasters can deter-
mine for themselves whether they are
clearly operating in compliance with it.

“Perhaps the central issue,” the re-
port says, “is the concept of a ‘con-
troversial issue of public importance.’
The limits of this term mark the fron-
tiers of the fairness doctrine; yet they
have never been surveyed.”

One advantage to a rulemaking pro-
ceeding to define the doctrine is that it
would provide a vehicle for a direct
legal challenge. “Despite the present
judicial consideration of the doctrine,”
the report says, “important areas may
not be resolved by the courts. . . . We
should not have uncertainty in this area
of the law; the proceedings recom-
mended in this report will bring that
uncertainty to an end.”

The final section dealing with broad-
cast personal attacks is less specific than
the original draft language, which opted
for a law that would make replies a

matter of right if the matter aired was
both derogatory and untrue, without
regard to the type of programs on
which the material was aired (the com-
mission’s rules exclude news programs,
the subcommittee notes), but limit the
reply time granted to a maximum of 10
minutes.

The final recommendations discuss all
the options but presents them as ques-
tions “that will have to be answered
before such a law can be written.”

The subcommittee’s report stemmed
from a series of panel discussions held
March 5-6, 1968. The report was ap-
proved by the House Investigations Sub-
committee on Feb. 26 and passed by
the full committee last Thursday (May
15).

Also on Thursday the full committee
approved another Investigations Sub-
committee report, one on trafficking in
licenses and construction permits that
stemmed from a subcommittee investiga-
tion of transfers of UHF-TV CP’s from
D. H. Overmyer interests to the U.S.
Communications Corp. (see page 45).

NBC programs score with young America

Durgin cites competitive edge over CBS,
points to ‘specials’ as the future format

NBC-TV affiliates meeting in annual
convention in Los Angeles last week
were told that NBC-TV programing is
with it—tuned-in to the changing times,
thrust forward to meet contemporary
America, turned-on by more of those
in the national audience who are more
affluent and better educated. The em-
phasis during the highlight business
event of the three-day meeting (May
11-13) was on quality demographics of
the NBC audience and programing de-
velopments for the decade ahead.

In a hard-hitting, 34-minute address
that was followed by an elaborate and
imaginative, audio-visual presentation
(see page 62), NBC-TV President Don
Durgin pinpointed the affirmatives in
NBC’s current and upcoming prime-
time programing and forecast a direc-
tion programing might take in the fu-
ture. Special programs, he said, “repre-
sent the future” more than any other
programing form. Indeed, he is of the
opinion that “the future of television

. may more nearly be series of spe-
cials than, as now, series interrupted
by specials.”

Mr. Durgin challenged rival CBS-
TV and the characteristics of its net-
work audience. “If you were CBS and
faced with both their success and their
problems, what would you do in the
70’s? Renew or cancel Lucille Ball, Red
Skelton, Ed Sullivan, Jim Nabors,
Jackie Gleason, Green Acres, Beverly
Hillbillies, Petticoat Junction, etc.?”” was

the rhetorical question he threw out to
his overflow audience of some 700 net-
work affiliate executives. “If you say
renew,” he pointed out, “you face in
the 70’s a perpetuation of an audience
profile slanting toward the oldest aduits
living in the smallest counties, with the
least education and the lowest income.
If you say cancel,” he continued, “you
face a Herculean program development
job and a major turnover in your pro-
gram schedule.”

In another clear and equally negative
competitive reference to CBS-TV, Mr.
Durgin asked: “Why do you suppose
that the two major national network
night-time program schedules each pull
about 20% of all U.S. TV homes per
average minute but that the 20% one of
them attracts is largely centered in the
major markets and in color homes and
has primary appeal among affluent
young and middle-aged adults whose
education, income and occupation is
upper, while the other program service
has primary appeal outside the urban
centers and enjoys its greatest popular-
ity in homes without a color set and
where adults are older and have lower
income, less education and less respon-
sible jobs?”

NBC-TV is in synchronization with
the audience that counts, Mr. Durgin
contended, because ‘“the character of
the program service determines the
character of the audience.” NBC’s goal,
he said, is to build a program structure

DO YOU
TELL OFF
YOUR BOSS

EVERY
MORNING
AT 3AM?

If you know the feeling, maybe
your job is getting you down. Maybe
it's time to get out—and get going on
a real career.

At Equitable, we offer a new ca-
reer concept. As an Equitable agent,
you can look forward to a position
with challenge. Selling an established
product and service in which you have
confidence, pride, conviction. And
being a part of one of the country’s
great prestige companies.

We'll train you rigorously —and
pay you a regular salary, plus com-
missions, during your initial three-
year training period. And you'll enjoy
an excellent fringe benefit program,
including a company-paid pension
plan.

You'll get all the help you need
from your manager, from home-office
consulftants—people who know the
business inside out. Once you learn
the business, it's up to you: there's
no limit to your territory, your sales,
your income.

For a personal interview in one
of our nearby offices, just mail the
coupon below or send us a copy of
your resume.

The Equitable Life Assurance Society
Dept. D, G.P.O. Box 1170
New York, New York 10001

I'm interested in receiving more
information about the sales career
opportunities at Equitable.

Name

Address

City County
State Zip Code

® The Equitable Life Assurance Society
of the United States, N.Y., N.Y. 1969
An Equal Opportunity Employer, M/F
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“that would at once be an all-family
mass national broadcast service but at
the same time dc-cmphasize depend-
ence on old-fashioned formulas” in fa-
vor of the development of new pro-
graming forms and ideas.

To this end, Mr. Durgin recalled that
NBC division heads—under the urging
of NBC President Julian Goodman—
prepared (starting in September 1966)
and delivered (in September 1967) a
13-chapter, 213-page forecast of what
the network’s business and program
service would amount to over a 10-
year period. While not detailing this
massive forecast, Mr. Durgin indicated
that the future would be colored by
“new approaches and experimentation
in program development,” and in “risk-
taking and multimillion dollar invest-
ment in creative exploration and on-
the-air testing.”

Risk-taking and experimentation are
why NBC-TV is so prominently in-
volved in the production and presenta-
tion of special programs, Mr. Durgin
pointed out. “We are not afraid of
specials—their cost, their complications,
their risk, their enormous demands on
the creative side,” he said. “We are
not afraid to interrupt our regular
schedule to present them.” Specials. he
stressed, “may be the future form of
TV"’

(In an interview after his presenta-
tion, Mr. Durgin explained to Broap-
CASTING that he was not suggesting a
revolutionary trend towards specials. He
explained that his prediction about spe-

cials perhaps achieving predominance
in television programing is not likely to
be borne out much before the latter
yeats of the coming decade. He also
indicated that such an eventuality
would be of an evolutionary nature—
with much of NBC-TV’s current pro-
graming already turned in this direction
—and would encompass not only series
of specials, such as World Premiere
features, Name of the Game segments,
Prudential’s On Stage-type productions,
but also regular slotting of “pure” spe-
cial programs that would have no con-
nection with any other programs. Such
flexibility in programing, such constant
variety of entertainment, he suggested,
would be vital to attracting and holding
the young and important audiences of
the future.)

In detailing NBC-TV’s fall prime-
time schedule for the 1969-70 season,
Mr. Durgin placed considerable empha-
sis on a new half-hour comedy, My
World and Welcome To Ir. Singling
out this live-animation series about the
late humorist James Thurber, Mr. Dur-
gin said it represented a specific exam-
ple of the experimental things the net-
work is trying to accomplish.

Other promising programing newcom-
ers, according to the man who has to
approve of them all: a Universal TV-
produced hour series, The Bold Ones
(“something different each week but
presented in series form”), 20th Cen-
tury-Fox TV’s Bracken's World, and
MGM-TV’s Then Came Bronson (more
than $1.5 million already invested in it

—on-screen performance was ‘“disap-
pointing,” but test results have been
good, Mr. Durgin claimed.).

Program development is the key to
NBC-TV’s current state of well-being,
Mr. Durgin made clear. He also as-
sured affiliates that the network and its
stations “are well positioned to take
further advantages of the trends and
the growth of the 70’s than any other
broadcaster.”

KDBS weathers
unfairness charge

FCCsaysowneroflLouisiana AM
hadn't favored son-in-law;
WENR gets clean bill too

An Alexandria, La., mayoralty candi-
date’s complaint to the FCC that the
part owner of kpBs Alexandria, La,
had used the station to aid the cam-
paign of a son-in-law who is in the
race was rejected by the FCC last week.
The commission, in a staff action, said
in effect that the complainant had not
supplied any information to suggest
that, where FCC rules are involved,
family ties are stronger than commission
red tape.

John K. Snyder had charged that
KDBS part owner Irving Ward-Steinman,
on his daily program, praises his candi-
date-son-in-law, Ed Karst, and dis-

NBC shows off its
‘Creative Quest’

TV affiliates in L.A.
view a variety of
audio-visual techniques

It's doubtful that any of the hundreds
of NBC-TV network affiliate representa-
tives who saw the special 100-minute
show, “The Creative Quest,” that was
presented for their benefit at the af-
filiates meeting in Los Angeles last
week, came away more sold on the
network than they already were. TV
network president Don Durgin had
covered much of the same ground in
his aggressive speech that immediately
preceded the affiliates show (see page
61). But what the affiliates could not
fail to be impressed with—in the audio-
visual presentation that used a compila-
tion of film, video-tape, slide and live
production techniques—was the daz-
zling display of how creativity can be

used to entertain as well as inform.

The affiliates show reviewed innova-
tions in NBC’s history, explained what
relevancy in network programing means
in terms of the contemporary audience,
stressed the importance of timeliness in
programing. It presented a fast-moving
series of Laugh-In clips (including the
then presidental candidate Nixon’s un-
abashed “sock it to me” appearance),
and filmed previews of The Bold Ones,
And Then Came Bronson, My World
and Welcome To It and Bracken's
World series. It covered the area of
sports, news, children’s programing, and
specials.

Andy Williams, Bill Cosby and Debbie
Reynolds came on stage live to talk
about their respective forthcoming pro-
grams. Mr. Williams was introduced
via an ingenious revolving eight-panel
creation, four panels on each side of the
stage. The white-sided portion of the
panels was covered by a fine screen for
projection; the back portions were black
felt causing the panels—they can hold
a 250-pound man— to revolve silently.
Mr. Cosby was on for some 15 minutes

and rendered a hilarious, joke-by-joke
situation report about one of the seg-
ments in his new series.

Featured in the show, too, was a
striking “time module” segment. Point
of this creative effort was to show how
many visual images could be presented
in a minute’s time.

Key to the production were eight
Eastman Kodak slide carousels pro-
gramed by Charisma Productions, New
York firm that specializes in industrial
shows. The affiliates show was a project
of NBC-TV sales planning, and Dean
Shaffner, who heads that operation as
director, was executive producer of
“The Creative Quest.” It took more
than two months and some 20 people
(exclusive of personnel involved in the
filmed portions) and a five-figure budget
to produce the show.

“The Creative Quest” was presented
for the first and possibly only time to
the affiliates convention. The entire
hour and 40 minutes (it was supposed
to last 85 minutes but the live portions
ran over) was taped, however, for any
possible future use.
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New from Gates...
the Yard Il eight channel
all silicon transistorized

audio console.

The Gates Yard Il features eight mixing
channels handling tweive input circuits, includ-
ing four microphones, five medium level inputs
and three external lines. Plus, two unwired
utility keys for unsurpassed versatility. Faders
are the reliable open-type step attenuators
that can be easily serviced.

The Yard H's -‘wide range of facilities in a
compact size (38’ wide, 82’ high} makes it
excellent as a submaster control or production
console in large operations.

And its 100% silicon solid-state design
makes it the most economical, reliable, depend-
able monophonic audio control board you
can own!

Let us tell you more about the Yard Il.
Write or call Gates Radio Company, Quincy,
Minois 62301. Telephone (217) 222-8200.

GATES

A DIVISION OF HARRIS-INTERTYPE
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parages all who oppose Mr. Karst. Mr.
Snyder also charged he wasn’t given
the same opportunity as other may-
oralty candidates to appear on the sta-
tion, and requested equal time to debate
Mr. Ward-Steinman and/or his son-in-
law on KDBS.

In all, Mr. Snyder accused the station
of violating the commission’s fairness
doctrine, the equal opportunities pro-
visions of Section 315 of the Communi-
cations Act and the commission’s
editorializing rules.

The commission’s complaints and
compliance chief, William B. Ray, in his
letter rejecting the complaint, noted
that the station had denied all of the
allegations” concerning the licensee’s
any candidate. The station had also said
that Mr. Karst had appeared on the
station only once, as had Mr. Snyder.
Both appearances were in response to
“oral” invitations.

Furthermore, Mr. Ray said, Mr.
Snyder’s letter contained “only general
allegations” concerning the licensee’s
purported endorsement of Mr. Karst
or disparagement of Mr. Snyder, and
fails to provide specifications as to
Mr. Snyder’s further requests for oppor-
tunity to appear on the station. The
licensee said no further request for
time was made.

Mr. Ray, in disposing of another Sec-
tion 315 matter last week, told the
general manager of WeNrR Englewood,
Tenn., and prospective candidate for
political office, that the broadcast of
announcements using his voice would
not obligate the station to provide
equal-time to all of his opponents.

Frederick A. W. Davis, who intends
to run for city councilman in Athens,
Tenn., said he has never broadcast a
regularly scheduled program on WENR,
although he has done play-by-play
sports events in which he was identified.
He plans to broadcast commercial an-
nouncements—but without identifica-
tion—during the campaign. He says
that only personal acquaintances would
be able to identify the voice.

Under the circumstances, Mr. Ray
said, “It does not appear that the broad-
cast of announcements using your voice
without identification or your voice be-
ing generally identifiable would con-
stitute a use under Section 315.”

NBC airs antismoking clinic

TV’s programing attention to the smok-
ing “problem” is mounting. NBC News
has scheduled a segment dealing with a
communal attempt “to kick the tobacco
habit” in its First Tuesday, two-hour
news-feature show on June 3. The 9-11
p.m. (NYT) program will include the
five-day plan smokers’ withdrawal
clinic, held at Hewlett High School in
Long Island, N. Y.

Closest moon view yet
due from Apollo 10

A real color TV spectacular is set for
broadcast this week as the three Apollo
10 astronauts flash back to earth TV
viewers scenes of the earth, the moon
and their activities inside the space-
craft.

One of the most vivid of the color
TV transmissions—the first from space
—will be the May 22 shot of the com-
mand ship flying in formation with the
lunar module (LEM). This will be just
before the two astronauts in the LEM
descend to within 10 miles of the
moon’s surface.

The Apollo 10 launch was scheduled
to have taken place yesterday at 12:49
p.m. (NYT).

Aboard the spacecraft are two, light-
weight TV cameras. One is a 10-pound
Westinghouse camera adopted for color
by the addition of a small, scanning
disc using the CBS field-sequential color
system as well as a tiny monitor
(BROADCASTING, April 28). Also aboard
is an RCA-designed slow-scan, black-
and-white TV camera, previously used
in the Apollo 8 mission, which is to be
employed only once when the astro-
nauts are sending TV pictures to the
National Aeronautics and Space Ad-
ministration’s Honeysuckle  Creek
tracking station in Australia. The Aus-
tralian earth station is not equipped to
handle color TV. The RCA camera also
will be used in the 10 other TV tele-
casts if the color camera fails to func-
tion properly.

The schedule of telecasts from the
astronauts, in addition to the one yes-
terday (all NYT): May 19, 4:03 p.m.;
May 20, 6:48 p.m.: May 21, 1:08 p.m.
and 9:33 p.m.. May 22, 3:01 p.m.;
May 23, 1:23 p.m. (when the LEM is
finally discarded to orbit around the
moon until its fuel is exhausted) and
7:08 p.m.:. May 24, 6:33 p.m. (in
black-and-white only) and 9:33 p.m.;
May 26, 7:38 p.m.

Mendelson, NBC expand
working arrangements

Producer Lee Mendelson, best known
for his CBS-TV cartoon specials about
the “Peanuts” characters, has signed a
long-term exclusive services agreement
with NBC-TV. It gives NBC exclusive
TV rights to all future properties and
formats developed by Lee Mendelson
Film Productions Inc.

The new contract expands the agree-
ment Mr. Mendelson signed with NBC-
TV more than a year ago that called for
the joint development of television spe-
cials. Announcement of the expanded
association was made last week by NBC-
TV President Don Durgin at the annual
affiliates convention in Los Angeles.

Mr. Mendelson, a writer-producer-di-
rector for KPIX(Tv) San Francisco,
opened a three-man independent pro-
duction company in 1963. His first net-
work production was A Man Called
Mays, an hour special about Willie
Mays. He subsequently co-produced and
sold a series of “Peanuts” specials and
such other specials as Children’s Letters
to God, Rod McKuen: the Loner, and
The Wonderful World of Pizzazz.

16 pick ‘Mothers-in-Law’

Initial sales on The Mothers-in-Law
have been made to 16 major-market TV
stations. The United Artists Television
series, which ends a two-year run on
NBC-TV in September, consists of 56
half-hour episodes, and is offered as
strip programing for a fall start. The
purchasing stations, which include the
five Metromedia outlets, are WNEW-TV
New York; kK1TVv(TV) LOS Angeles;
wGN-TvV Chicago; KpPLR-Tv St. Louis;
wGR-TvV Buffalo, N. Y.; KNEW-Tv San
Francisco; kooL-Tv Phoenix; KOMO-Tv
Seattle; kmsc-Tv Kansas City, Mo.;
wTEvV(TV) Providence R. I.-New Bed-
ford, Mass.; wTTG(TV) Washington;
wPHL-TV Philadelphia; KHTV(TV) Hous-
ton; KoLD-TV Tucson, Ariz., KOIN-TV
Portland, Ore., and KOVR(TV) Stockton-
Sacramento, Calif.

Dodd criticizes NBC
for lack of ABM coverage

Senator Thomas J. Dodd (D-Conn.)
last week charged NBC with unfair
coverage of the ABM hearings before
the Senate Subcommittee on Interna-
tional Organizations and Disarmament
Affairs. In a letter to NBC President
Julian Goodman, Senator Dodd urged
the network to “reconsider” its decision
not to telecast testimony of Dr. Edward
Teller supporting the ABM system “in
the interest of fair presentation on both
sides of this highly complex and con-
troversial subject.” The senator was con-
cerned that “TV coverage has thus far
been heavily on the anti-ABM side.”

Senator Dodd’s charges were an-
swered in a telegram by Donald
Meany, vice president, NBC News, on
behalf of Mr. Goodman who was in
Los Angeles at an NBC affiliate conven-
tion. Mr. Meany explained that NBC
had “heretofore considered at length
whether to carry these hearings live and
had reached the judgment that in view
of NBC New’s previous coverage of the
ABM controversy, today’s hearing would
adequately be handled within existing
news programing.”

Mr. Meany concluded after reviewing
“our decision in the light of your tele-
gram” that NBC “continued to feel that
our earlier conclusion remains appropri-
ate.”
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Program notes:

Black history program = A free series
of one-minute statements on the history
of black heroes and events are available
to radio stations from the Columbia
University black identity project in New
York. The series is called “black en-
cyclopedia of the air.”

A royal telecast = The investiture of
Prince Charles as Prince of Wales on
July 1 will be covered by CBS-TV with
a live satellite broadcast 8-11:30 a.m.
EDT. A half-hour special report of the
event will be carried that evening.

Daytime strip = Back episodes of That
Girl will be inserted in ABC-TV’s day-
time lineup at 12:30-1 p.m. EDT start-
ing June 30. The series continues in
the night time schedule. The new week-
day strip replaces Funny You Should
Ask (and also the Children’s Doctor
aired Tuesday, Wednesday and Thurs-
day, at 12:55 p.m.).

Golf Special = A regional network of
television stations is being organized by
TMI Sports (division of Transmedia
International Corp., New York) for
coverage of the New York State PGA
$40,000 golf championship Sept. 20.

Pooh on NBC » NBC-TV has acquired
the rights to the Walt Disney animated
features, “Winnie the Pooh and the
Blustery Day” and “Winnie the Pooh
and the Honey Tree,” for broadcast as
two half-hour specials during the 1969-
70 season.

New for fall = Spangler Television, New
York, plans to produce a one-hour
musical-variety series, The Sounds of
Today, Tomorrow and Yesterday for
distribution to TV stations starting this
fall. The program will feature singer
Lloyd Price as host.

Triple-threat deal » Talent Associates
Ltd. and SSS Cinema International plan
to develop and produce TV specials and
series and feature films. The first project
is a TV series based on the hit record,
“Harper Valley PTA.” Negotiations
are underway with NBC-TV to sched-
ule the series in 1970.

Horoscope specials = Two Hollywood
firms, Western Video Productions and
SpectraMedia Television, will produce
12 one-hour musical-comedy specials,
Signs of the Zodiac. Each of the spe-
cials, designed for monthly presenta-
tions, will be pegged to the month’s
zodiac sign with hosts and guest stars
selected accordingly.

New entry = NBC-TV will replace
Hidden Faces (Monday-Friday, 1:30-2
pm. NYT) with a celebrity panel
comedy program, You're Putting Me
On, on June 30. The panel will consist
of three regular celebrities and three
guest personalities. The producer is Bob

Stewart, who also does Personality and
Eye Guess game shows on NBC.

Scenic division = Hollywood Video
Center, West Coast video-tape facility,
has formed a division to design and
construct sets and scenery.

Upbeat break-up = WEws(T1v) Cleve-
land and Broadcasters Television Sys-
tem Inc. have terminated their agree-
ment whereby BTS Inc. distributed Up-
beat, a contemporary music show origi-
nating from WEWS in conjunction with
Herman Spero Productions. WEws will
distribute the one-hour program directly
to stations.

New games = Bob Barker Productions,
Hollywood, is currently developing
The Bob Barker Show, an audience
participation program; The News Game,
a program based on the day’s news;
and a radio series featuring children
but designed for adult listeners. Bob
Barker, head of the firm, is host of
the syndicated Truth or Consequences.

Another from Clark = Dick Clark Pro-
ductions, Hollywood, has sold Music
Bag, an hour musical variety series, to
Metromedia Television. The syndicated
series will feature popular music talent,
with Dick Clark as host.

Dayton’s Adult Station

WHIO AM reaches 40% more Dayton adults*, 18 and over,
than any other Dayton station. Another reason why WHIO con-
tinues to be your best advertising buy in the Dayton market.

MONDAY THRU FRIDAY, 6 AM-10 AM, 3 PM-7 PM

275,000

196,000

69,000

WHIO Station A

Station B Station C

CBS Affiliate / Represented by Edward Petry & Co., Inc.

Cox Broadcosting Corporation Stations: WHI0 AM-FM-TV,
Doyton; WSOC AM-FM.TV, Charlotte: WSB AM-FM-TV, Atlanto;
WI0OD AM-FM, Miami; KTVU, San Froncisco-Oakland;

WIIC TV, Pittsburgh

*Source: ARB, Oct., 1968, Cume
Persons, tota) survey area. Survey
results subject to qualifications
in said reports.
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SpecialReport

Shake-out among the station reps

The bigs get bigger, the littles disappear
as costs climb and computers cloud future

The day of Willie Loman is over in the
station-representation business, but the
age of Buck Rogers is still some dis-
tance off.

That is probably the quickest sum-
mation of the status of one of the
broadcast industry’s most vital, yet vol-
atile, functions. The broadcast-rep bus-
iness has just gone through the greatest
decade of change in its less-than-40-
year history. Yet it now stands on the
brink of even greater upheaval. There
are some prophets who predict the
total eradication of repping in favor of
rows of buttons and computer displays.

Practically all experts in the field sur-
veyed by BROADCASTING remain confi-
dent that the rep will never be com-
pletely replaced by robots, but few also
doubt that the business is, at best, only
at a mid-point in a sweeping physical
and technological change.

The most noticable over-all restruc-
turing of the rep field in the decade has
been the weeding out of small, inde-
pendent reps. “The big get bigger and
the small just disappear,” is the way an
executive of one major rep describes the
situation.

Although there are myriad individual
factors—from the salaries of secretaries
to the rise of group reps—that have
been at work to cause this, they can all
be divided into two major forces: eco-
nomics and marketing sophistication.

The rep business always has been,
and will continue to be, one of sales-
manship and personal contact. But in
an increasingly complex and impersonal
society, there has long been little room
left for what one observer describes as
the “three-martini-he’s-a-friend-of-mine”
rep, the small operator who enjoyed a
pleasant living selling national spot for
a couple of small strings of stations,
making sales over long luncheons with
agency personnel and going out to din-
ner with the station owners when they
came to town once or twice a year.

“The old basis of buying on person-
ality alone has 90%-95% disappeared
because of the increased demand for in-
formation,” says Edward P. Shurick,
president of H-R Television and treas-
urer of both H-R Television and H-R
Representatives.

“I wouldn’t say this has been a coun-

try club type of business at any time,”
Mr. Shurick added, “but there once was
more freedom because the business was
personalized—the rep was expected to
go out on parties at night. Now it is
closer to ‘closet buying.’”

With this demand for information
and with greater station needs, many
see the rep business as having become
almost as much of a service as a sales
industry. All note the explosion in
demographic data now demanded by ad
agencies.

In television, Marvin L. Shapiro,
president of Television Advertising
Representatives, notes that as recently
as 1964, American Research Bureau
books carried only 11 columns of data;
now there are 49. “You just can’t serv-
ice a client without having this,” he
says.

On the other side of their business,
reps cite the much greater reliance
placed upon them for aid and advice by
client radio and television stations. The
major reps all note their expenditures in
setting up special departments to pro-
vide research assistance to stations on
everything from programing to local
promotion.

“Our service areas today not only in-
clude highly sophisticated marketing re-
search, but an expansion of local services
as far as making sales presentations
which are adaptable for use (by the
stations) on the local, as well as (by us)
on the national level,” says Martin L.
Nierman, president of Edward Petry
and Co.

It is the willingness to provide—and
ability to afford—service functions that
have sustained the “good reps,” in the
view of Tod Moore, executive vice pres-
ident of the Katz Agency. “This is in-
dicated by the mergers of the smaller
reps. They couldn’t provide the ancil-
lary services. Today you need the size
and financial resources to provide var-
ious service departments.”

Arriving hand-in-glove with the mer-
gers and consolidations in the rep bus-
iness has been the creation of the group
rep. In June, Westinghouse will cele-
brate the 10th anniversary of the for-
mation of its TVAR and Radio Adver-
tising Representatives (RAR), generally
considered to be the opening of the

floodgates to self-representation (al-
though Avco—then Crosley—and CBS
and NBC already were self-repped;
NBC last year closed down its Radio
Sales).

The trend has continued steadily, right
up to the FCC’s recent crackdown on
rep activities by multiple-station owners
(BROADCASTING, March 17). As recently
as last August, Chris-Craft formed its
Tele-Rep with ex-Petry officials, thus
joining such other major self-repping
group radio and television broadcasters
as Metromedia and RKO General. De-
spite the FCC’s pending proposal for
new rulemaking on group representa-
tion, most people in the business expect
that this is the one area where more
new rep shops will open for business—
if the reps are correct in their general
assumption that there will be no partic-
ularly stringent restrictions on group
repping in the FCC action.

Seven years ago, the emergence of
the group rep was regarded as the
greatest shock to hit the business since
the advent of television. There is no
question that it has been a key factor
in the restructuring of the rep field. But
it also worked in concert with other de-
veloping trends within the whole broad-
cast and advertising industries, perhaps,
in some instances, almost as a catalyst
to hasten basic changes that were evolv-
ing.

The group reps took away from the
independents many of the remaining
lucrative major-market stations (with
the network owned-and-operated tele-
vision stations all self-repped since ABC
swung over in 1961, and CBS Radio
also self-repped). These group stations
provided the gravy for several of the
larger independent reps: Blair: H-R:
Katz and Peters, Griffin. Woodward,
and the adjustment to get along without
them was uncomfortable.

But even if the group-revped stations
had remained with the independents, it
would not have prevented consolida-
tions of many of the smailer reps and
probably would have only slowed the
need for evolving changes at the larger
independents.

Under the basic pressures of the past
decade—spiraling costs and the demand
for greater services—the responses of
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Mr. Shurick

Mr. Moore

reps have been growth and specializa-
tion.

Among independents, the increase in
length of station lists has probably been
more significant than the growth of dol-
lar volume, as almost everyone in the
field admits to carrying more stations
now than anticipated a decade ago.
Aside from the largest independent reps
who needed the increased volume to
make up for dollars lost to group reps,
everyone in the field needs greater vol-
ume today simply because rising costs
have put a heavy squeeze on profit mar-
gins, as commission rates charged by
the reps have remained virtually un-
changed.

This is not to say that dollar volume
has not also increased quite noticeably.
National nonnetwork television time
sales, after all, have gone from $345.2
million in 1958 to an estimated $1.012
billion last year; radio national nonnet-
work time sales from $171.9 million in
1958 to an estimated $340.5 million
last year.

The president of one major rep firm
recalls:

“About cight years ago it was
quite an announcement when one rep
{Blair] hinted he was in the $100 mil-
lion category. Today we know at least
two [Blair and Katz] and probably three
[Petry] that qualify for this.”

Blair—now publicly owned and some-
what  diversified—recently  reported
record gross revenues for the first quar-
ter of this year of $8.9 million, up more
than $1.87 million over the same 1968
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Mr. Kellner

period (BROADCASTING, May 5).

At the other end of the scale, one
veteran rep estimates that “to have a
good station rep firm, you need at least
$20 million in billings.”

M. S. Kellner, managing director of
the Station Representatives Association,
estimates that in the past 10 years the
number of national broadcasting reps
has declined by about 30, with a na-
tional rep being defined as one who
maintains offices in New York and at
least two other cities. This would put
the number of national reps today
somewhere between 50 and 65, depend-
ing upon how they are counted (that is,
the various divisions of one rep com-
pany as separate reps or as onc).

The group reps have moved in to fiil
some of the holes left in the list, and
there are rumors of more to come. “It’s
a matter of simple arithmetic for a
group owner,” says one veteran inde-
pendent. “It would be tempting for
many people to start new rep houses
except that it is an extremely expensive
business that can’t be banked. Just to
open you have to have offices across the
country and get good salesmen. This is
something you have to do out-of-pocket;
you can’t get a loan. Then you have to
get a list of good stations.

“A group operator already has the
stations—and generally the cash avail-
able. For him it’s simply a matter of
adding up his dollar volume and look-
ing at the number of offices and sales-
men required to sell them. It’s just de-
ciding if it would cost more or less to

Myr. Nierman

Mr. Eastman

do it himself.

“This has been particularly prevalent
in television,” the rep added, “because
with the much greater dollar volume,
the commissions add up faster and you
do not need a very long list of good
stations.”

Conversely, in radio, where the dollar
volume of individual stations is much
smaller, a rep must maintain a consider-
ablv longer list of stations to bring in
the same gross.

“It would be uneconomic to rep
radio with only seven or eight stations,
unless they were the seven or eight big-
gest in the country,” says Robert E.
Eastman, president and chairman of
Robert E. Eastman & Co., now an all-
radio rep.

Storer quickly and without complaint
sold back its 20% interest in Major
Market Radio (which it controlled with
Golden West Broadcasters) when the
FCC began its clampdown on activities
of self-owned group reps in March. And
even NBC, as previously noted. found it
to its advantage to close its radio rep
shop and turn the business over to out-
siders, Henry 1. Christal Co., Eastman
and Katz, which observers sav has been
“a highly successful move on their
part.” An ABC Radio sales official says
the network continued to find it good
business to have its owned-stations
repped by Blair.

“Independent reps have the prod of
insecurity, which serves as a very suc-

cessful motivation,” comments Mr.
Eastman. This too, adds to the need for
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bigness in radio reps, he says.

“A few—but not many—radio reps
can do a short list,” he concedes. These
are generally group reps handling their
own, and other, multiple stations, such
as Metro Radio, which at the moment
has 18 stations, six of them its own. On
the other side of the balance, there’s
Blair’'s 58 radio stations, Katz's 56,
Petry’s 102 and McGavern-Guild-
PGW'’s list of 119.

Acknowledging the lengthened lists of
most major reps, Mr. Eastman points to
his own firm’s 92 stations and observes:
“When we first went into the business,
we were going to rep no more than 20
top stations a year. But the last three
top stations we had went to house reps.
So you do something to stay in business.
There’s a metamorphosis that takes
place that pretty much determines your
method of doing business.”

As much as lengthened station lists,
a very significant factor of recent years
has been the decision of reps such as
Eastman to offset their spread in size by
specializing in areas or types of stations.

One of the most dramatic periods of
this revolution was the year from Jan-
uary 1967 to January 1968. During this
period:

s Peters, Griffin, Woodward Inc.
decided to concentrate only on tele-
vision and transferred its radio list to
McGavren-Guild, to form McGavren-
Guild-PGW.

= John C. Butler, the former vice
president for radio of PGW, set up his
own shop and bought the radio list of
the Hollingbery Co. (Early this year,
H-R Television and Hollingbery’s tele-
vision list were merged).

= Venard, Torbet & McConnell split
into Alan Torbet Associates, with the
radio list, and merged the television list
into Adam Young Inc., to form Adam
Young-VTM.

= Eastman dropped its television list
to concentrate on radio.

= NBC closed its radio spot sales di-
vision.

“What it has amounted to,” says Mr.
Eastman, “is each rep doing his thing
and doing it well. You try to fulfiil the
specific function for your customer.
That is what has been pretty much set-
tling the business.”

For Mr. Eastman, “My personal
bias was that selling spot radio and TV
advertising are quite different worlds.
One can detract from the other.” In this
media concentration, he cites the suc-
cess of his company and McGavren-
Guild-PGW in radio, and PGW and
Harrington, Righter & Parsons specializ-
ing in television.

" Many reps also have specialized in
types of stations or market size. At H-R
Representatives, for example, Mr. Shu-
rick recalls that “three years ago we
had to decide whether to go after me-
dium metropolitan market size (sta-
tions) or add to our list. We only have

a small number of stations we can pitch
for in the top 25 markets. But in the
next 25, there is a lot you can pitch for
because of high profits versus the over-
head.”

H-R Television now has 68 television
stations and H-R Representatives about
45 radio staions. “"We started as a lim-
ited-list rep with only 25 stations,” says
Mr. Shurick. “But this is a limited risk
business. If you lose one or two major
stations you are crippled. But if you
have 50 stations, it doesn’t rock the
boat too much.”

On the other hand, there is the prob-
lem of becoming too big to handle
clients’ individual needs: “We could
add 25 more stations with only the ad-
dition of a few more people,” Mr. Shu-
rick says. But most reps have struck a
compromise based on necessary size to
meet costs and the number of clients
available in the area of specialization.

Another major development of the
past 10 years is the key method that the
major reps have hit upon to maintain
their needed large lists while still coun-
tering the short-list arguments of the
group reps. That is the subdivision of
the lists into geographic areas for com-
partmentalized attention.

Since Katz initiated this “split-list”
concept in 1957, most major independ-
ent reps have taken it up, in one form
or another, including Avery-Knodel,
Blair, Petry, PGW and H-R Representa-
tives.

Mr. Nunan

As it continued 1o grow, Katz in 1965
further subdivided its East-West two-
team operation into a four-team setup.
The firm now reps 59 television stations,
a 22% increase in the past five years
(its 56 radio stations represent a growth
of 41% ). Yet Katz claims that out of
its New York office, there are only a
dozen to a dozen-and-half stations per
team.

“Of course we have had to hire more
salesmen, and that has been expensive,”
says Katz’s Mr. Moore. “But it enables
us to give more attention and care to
individual stations.”

Avery-Knodel, which has added 23
stations in the past two years for a cur-

rent total of 51 television stations, re-
cently split the country into halves, east
and west sales divisions. “While the
number of stations [a rep should handie}
is very difficult to decide, we take the
position that nothing is constant and if
you are not moving forward, you are
going backward,” says Robert J. Kizer,
administrative VP, Avery-Knodel Inc.
However, he adds, “there is a need to
service individual stations, and once you
have reached an agreed-upon number of
stations, then you must set up a divi-
sion to service them at maximum value.”

“As the expenses of doing business in-
crease, if the universe in which these
reps can sell is not also increasing as
the costs do, they are going to feel a
further squeeze and a likelihood of more
consolidations,” says the SRA’s Mr.
Keliner.

Reps unanimously agree that despite
the growth in spot dollars, it has not
been enough to meet the staggeringly in-
creased costs of doing business.

Most observers would average out
the rates for the entire industry at about
6% -71% for television and around 11%
for radio. Says one independent rep:
“We adjust our rates every Feb. 1 and
June I—and often we have revised
them downward. It isn’t just a matter
of our costs, but what is happening in
the marketplace.”

Everyone from the smallest rep to
the largest complains of the combina-

Mr. Kizer

tion of spiraling costs, from the general
inflationary increase in the cost of liv-
ing to the expenses of elaborate com-
puter technology to provide stations and
agencies with increased services.

To help meet future escalation Petry’s
Mr. Nierman speculates that perhaps
reps should attempt some sort of shared-
cost operation of charging compensation
for any additional services they may be
called upon to provide, as foreign reps
do.

Katz’s Mr. Moore notes that while
his company has enjoyed substantial in-
creases in the dollar volumes of its ra-
dio, television and newspaper rep serv-
ices in the past decade, it also has
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doubled the number of employes in the
period, doubled the amount of its of-
fice space in 1967, and has invested over
$1 million in computer operations since
1962.

The industry spokesmen point out
that the smaller the rep, the more acute
this dollar squeeze becomes.

Some industry representatives, such
as H-R’s Mr. Shurick, have been lobby-
ing for educational institutions offering
television courses to encourage more
emphasis on training personnel for
business areas such as repping, rather
than only production.

With the competition among reps for
aggressive, knowledgeable salesmen, one
rep says, “I can still bring a young,
inexperienced fellow in to start below
$15,000, but I'd better quickly move
him up to $25,000-$30,000 or someone
will come along and take him.” Most
observers agree that senior rep salesmen
these days usually make between $30,-
000 and $50,000 a year, and earnings
above $50,000 are not great rarities for
key salesmen at the biggest houses.

Almost everyone in the rep field be-
lieves that the age of the computer in
the business still is only dawning, that
the next five years will see a computer
takeover far outstripping any small
strides made up to now. At the same
time, almost all also dismiss predictions
that their entire function soon will be
made obsolete by the computer, as sug-
gested recently at the American As-
sociation of Advertising Agencies an-
nual meeting (BROADCASTING. April
28).

Most rep houses are still in the proc-
ess of shaking out their computer op-
erations. Katz, which has heavily in-
vested in pioneering work in this field,
recently created the post of vice presi-
dent for systems to explore wider and
‘more efficient ways of using data proc-
-essing to handle the fiood of paper work
that passes through it daily—a situation
probably more crucial at Katz than at
any other rep, since it follows through
to billing and collection.

Katz’s Mr. Moore says: “In the past
five years our amount of internal paper-
work has tripled.”

Most reps still are experimenting.
Some are sinking funds into acquisition
of computer equipment. Many are find-
ing it more efficient to farm out the
‘work. Avery-Knodel, for example, is
now using the facilities of Quality Data
Processing in Englewood, N. J., on a
time-sharing basis. H-R has hired Cy-
‘bernetics, Inc. to handle much of its soft-
ware operations.

Many see the paper-handling func-
‘tions of the time-shared computer as
already having rescued some of the
smaller reps from being “at a distinct
disadvantage.”

At this point, to make the computer

more effective in shuffling the routine
paperwork of the business, the reps must
continue to seek standardization of
forms for such things as availabilities,
rate-card formats, contracts and af-
fadavits of performance.

Most reps agree with one’s observation
that “After 25 years of talking about
this, we finally are beginning to get
something done.” There has been a grad-
ual acceptance of such things as the
Television Bureau of Advertising “Sys-
tems of Spot.” Both the SOS standard
availabilities and standardized confirma-
tion forms are now being phased in as
various reps use up their old ones, a

move that has come after much discus-
sion and some modification. (“It has
been difficult because not everyone'’s
parochial interests can be satisfied with
standardization,” notes one rep, “but
even the old-line individualists who
didn’t want to change have come to
realize it does save tremendously.”)
The frustration felt by reps now in
the process of computerizing probably
is best expressed by TVAR’s Mr. Sha-
piro: “We’re a middleman. At one end
of a tunnel we have the suppliers of
information—basically ARB and Niel-
sen—all computerized. At the other end,
we have the agency, which will use
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the computer to interpret this data. In
between there is the rep, whose func-
tion is and will continue to be to make
the sales presentation. Computerized, he
should be able to quickly go to any of
the figures.”

Petry’s Mr. Nierman calls agencies’
station data requirements to this time
minimal—*“they have never asked ‘how
is my client’s product moving? They
only wanted to know the size of audi-
ence and if they are getting the best
spot.” Or, as it is described by Thomas
R. Nunan, vice president for planning,
Avco Radio Television Sales: “So far
we've just been counting heads. In the
future there will be more product usage
data and behavorial and motivational
resesarch—what kind of programing is
attracting a particular kind of buyer?”

What other long-range developments
do reps see coming? Most anticipate
further fragmentation of larger markets,
most quickly with the emergence of the
UHF stations. Avco, with the Kaiser
U’s, already has divided its television
sales into two groups: one for UHF and
the other for VHF.

Some, such as TVAR’s Mr. Shapiro,
see television eventually traveling the
same route through which radio has
just come: “Fragmentation, calls for
greater demographics, the splitting into
finer and finer lines.”

Mr. Shapiro—who recently returned
to TVAR after three years at RAR—
has “no doubt in my mind that televi-
sion is going to be much more selective
in the future, with specialized program-
ing and selective audiences. It is going
to throw it back to the reps to tell what
the station can do.”

What are reps expecting in more im-
mediate pressures for change in their
business? Both the independent and
group reps are confident that the FCC'’s
proposed rulemaking to further restrict
groups “will resolve itself” (BROADCAST-
ING, April 14).

Of course, it is impossible at this time
for anyone to predict what action the
FCC may take on rep regulations. The
commission is still awaiting staff recom-
mendations before even issuing a notice
of proposed rulemaking, aithough most
Washington observers expect it to come
within the next few weeks.

Allowing time for the filing of com-
ments and replies, it would be about
the end of the year before any changes
in rep rules could go into effect. In the
meantime, group reps appear relatively
sanguine about the possibility of stiff
revision in the regulations, although
changes could range up to some sort of
ban on a group’s repping and program
production, or an outright prohibition
of group reps handling any stations but
their own, as the FCC did to the tele-
vision networks 10 years ago. There
also could be limits set on radio net-

work repping in the new FCC action.

The FCC’s limitation on television
network repping a decade ago came
as the result of independents’ complaints,
just as the March group rep action came
as the result of petitions filed by the
SRA. “We didn't do anything but say
to the FCC "Here’s the rules,” ” protests
the SRA’s Mr. Kellner.

The fact that the SRA did initiate the
action points up the continuing conflict
between the independents and the
groups, and the apparent concern among
the independents that their woes from the
groups will continue to grow, although
Mr. Kellner maintains: “We only called
to the FCC’s attention violations of
cross-interest rules that have been in
effect for some time. After all, the net-
works are group licensees, and we
thought it would be advisable to apply
rules applicable to the networks to any
other group licensees.

“If Metromedia or Avco are repping
and are in the programing business, as
are the networks. then they should ad-

Computerized buying aid
to be shown next month

CBS Radio Spot Sales is preparing to
unveil next month a new computer
service to advertisers and agencies that
will serve as both research tool and
salesman for the rep organization.

The plan, titled “Computerized Buy-
ing Service,” will use the IBM 360/50
computer in New York that is the main
processor for CBS’s data center.

Initially the service, which is free, will
be offered only for the 12 markets in
which CBS represents radio stations.
Under the plan, advertisers will provide
basic facts on the type of campaign
they wish to conduct and possible sta-
tion buys. CBS will provide audience
demographic data directly from Amer-
ican Research Bureau. The system is
designed to handle up to eight station
combinations in one market.

CBS sources say the computer will
be able to provide the advertiser with
comparisons of efficiencies by stations
and demographics, with cost-per-thou-
sand comparisons both for total audi-
ence and for target audience.

The computer also is to provide what
CBS sources term an “attention index”
for possible buys, with data weighted
in favor of news and talk shows on the
theory that they provide more attentive
audiences. However, the sources said
that if the advertiser wishes, data also
can be fed through “straight” or with
any other weighting which the potential
client cares to provide.

Full details of the system are to be
announced June 16.

here to the network rules. The issue
didn’t come up earlier because in 1958
the groups were not in the programing
business as they are these days.”

The group reps’ weapon in firing
back at the independents either at the
private bargaining table—or, if neces-
sary, before the FCC—is the almost
equally-mixed interest of many inde-
pendent reps, such as McGavren-Guild-
PGW, owned by Atlantic States In-
dustries Inc., radio station group owner.
There also are some cross-links between
independent reps and group broadcast-
ers, such as Sonderling Broadcasting
Corp.’s buy of Bernard Howard & Co.
in February.

Should they be seriously threatened,
the groups also reportedly have consid-
ered, as an ultimate weapon, asking the
FCC to require that all rep-station con-
tracts be made public—a situation that
would range from deeply embarrassing
to disastrous for the independents, who
negotiate individually with their clients.

With the cross-interest charges made
by the SRA to the FCC against group
reps apparently settied (BROADCASTING,
March 17, 24), the lingering worry of
the independents continues to be what
one rep describes as “rumors we have
heard” that some groups that produce
their own programing “might” have
been using the programing as leverage
to obtain rep clients, or vice versa.

SRA members and group reps re-
portedly are in or near agreement to
ask the FCC to bar joint group repping
and programing production only if one
was dependent upon the other. But at
least one veteran rep sales official now
with a major syndication company finds
the influence wielded by any reps on
programing to be exaggerted.

“While some veteran rep salesmen
still influence programing. stations these
days generally are much more sophisti-
cated and don’t depend as much on reps
for advice as they once did, although
the reps like to feel they have been in-
fluential in this area,” he said.

The loss of cigarette advertising
would seem to be a much more serious
concern of all reps at this time.

Few reps voice objection to inde-
pendent media buying services, and
most agree that, at least from the reps’
standpoint, it has been healthy for the
business in general because it has made
buying more competitive, and, there-
fore, salesmen more important.

From the clients’ point of view, radio
reps generally are regarded as having
become more aggressive in the past
five years, as the call for more research
data has been somewhat answered and
as radio itself has sprung back as an ad-
vertising medium. Television clients gen-
erally seem to find reps having done a
good job in keeping up with their home-
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work as TV spot buying has become
far more complex. The reps themselves
show little fear of the day predicted
when an ad agency man will push a
button and see displayed on a desk-top
screen all the availability data on sta-
tions across the country. “Someone still
has to interpret the data and make the
sales presentation, and that will continue
to be a rep’s job,” says one.

A lone rep sees “the possibility all
of us can be replaced by a computer,
because the only value of a rep is what
he can be adding to the transaction, and
if he can be replaced, maybe he’d better
sell something else.” But he is chal-
lenged by a chorus with such answers
as “a machine only presents data with-
out emotion. . . . This is a service busi-
ness and a people business.”

Perhaps what the reps can expect in
the future is best summed up by Avco’s
Mr. Nunan: “On the one hand, you
have people who say there will be com-
puters spewing out all the data anyone
will need to know, so a station can use
monkeys or St. Bernards for salesmen.
The other extreme says that with the
timebuyers given more time and data a
company will have to devote more per-
sonal attention to the buyer.

“The real situation probably will be
somewhere in between, with the com-
panies who keep the best salesmen on
the street the ones who will stay in
business.”

(The foregoing special report was writ-
ten by Walter Troy Spencer, associate
editor, New York.)

Equipment&Enginecring

Satellites probed in House hearing

Zablocki's concern with propaganda usage of birds
discounted as witnesses urge Intelsat accord

A congressman’s fears of direct broad-
cast satellites being used for ‘“propa-
ganda warfare” were allayed last week
as the House Foreign Affairs Subcom-
mittee on National Security Policy and
Scientific Developments heard testi-
mony from experts in the field.

In his opening statement, Chairman
Clement J. Zablocki (D-Wis.) ex-
pressed the concern which prompted
him to introduce House Concurrent
Resolution 236 urging the President to
take specific actions with regard to
space  broadcasting (BROADCASTING,
May 5). He called satellite broadcast-
ing “an awesome power—a power
which may be used for the good of
mankind, or for his degradation and
enslavement.”

It was the power of broadcasting for
the good that got the most attention,
however, during the hearings. W. L.
Pritchard, director, Comsat Labora-
tories, Washington, called satellite
broadcasting “one of the most exciting
[applications of space technology] be-
cause of its imminence and its startling
potential for the improvement of hu-
man welfare.”

This view was seconded by Arnold
W. Frutkin, assistant administrator for
international affairs, National Aeronau-
tics and Space Administration, who
detailed an experiment in satellite
broadcasting now being formulated in
India under the direction of the U.S.
government and NASA. The project
itself, hardware and software included,

is being financed by the Indian govern-
ment, which will decide program policy
of the educational project. It is hoped
that this one-year project will serve as
a model for future ventures in the field
of international educational broad-
casting.

Another important use of interna-
tional satellites, that of creating national
integration, was emphasized by all the
witnesses, including Samuel DePalma,
assistant secretary of state for inter-
national organization affairs, who
stressed the importance of national
leaders being able to communicate di-
rectly to their people in times of na-
tional emergency.

The international political impact of
communications satellites was examined
during the subcommittee hearings by
Richard N. Gardner, professor of law
and international organization, Colum-
bia University, New York, who pre-
sented an eight-point program to start
the ball rolling on an international
basis. In addition, he suggested that
Intelsat facilities be made available
without charge to the United Nations
for radio and television programs pro-
duced by the U.N. and also for the
U.N.’s own internal communications
needs.

The political picture from a national
standpoint was presented by Leonard
Marks, former director, U.S. Informa-
tion Agency, who pointed out that there
is no international authority to regulate
direct satellite broadcasting and that the
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U.S. has no established policy in this
area. He recommended that the various
involved agencies such as the State
Department, FCC and others form an
interdepartmental working group to es-
tablish policy after investigating all the
aspects of the problem.

Chairman Zablocki’s concern about
the possibility of Communist propa-
ganda invading U.S. homes was an-
swered by Leonard Jaffe, director of
NASA’s space -applications programs
office, who assured the subcommittee
that such a possibility is a technological
impossibility, at least for another 10 or
15 years. Mr. Jaffe explained that the
cost of developing such a technology,
plus the engineering and spectrum prob-
lems, would deter any nation from
broadcasting programs directly into
homes against the wishes of the recip-
ient.

The chairman’s concern was not
shared, however, by subcommittee
member James G. Fulton (R-Pa.) who
stated that he felt that the government
should adopt a freedom of information
policy on this point, that the American
public should be able to hear all sides
of an international question and that
the government shouldn’t be able to
tell a private citizen what he could or
could not watch on television.

This view was also expressed by the
Rev. John M. Culkin, S.J., director
of the Center for Communications,
Fordham University, New York, who
noted that “we live in a time when
what we don’t know may kill us.”
Father Culkin emphasized that “we
have nothing to lose” by the exchange
of opinions and “anything that we
can do to make this a two-way street”
between the U.S. and either its allies
or its adversaries should be done.

RCA buys by Christian

Christian Broadcasting Network Inc,,
Portsmouth, Va., has placed a $2.5 mil-
lion order with RCA for seven TK-44A
color cameras for its new WHAE-TV
Atlanta (Ch. 46) and wyYAH-TvV Ports-
mouth (ch. 27), and for RCA trans-

mitters with solid-state exciters for its
New York station group: WEIV(FM)
Ithaca, wasiv(rM) Weathersfield, wiov
DeRuyter, wuiv(Fm) Cherry Valley
and wMIv(FM) Bristol Center.

CBS will expose
color EVR in '69

Goldmark also reports
speed-up in duplication
of EVR films

The color version of CBS electronic
video recording (EVR) is working well
in the CBS Laboratories and will be
shown publicly before the end of this
year, Dr. Peter Goldmark, president of
CBS Labs and key figure in the devel-
opment of both EVR and its broadcast
counterpart (BEVR), said last week.

The black-and-white version of
EVR, which records program material
on film that is cartridged and played
back through an attachment to regular
TV sets, was first demonstrated last
December (BRoADCASTING, Dec. 16,
1968). For color programing, the color
signals are encoded electronically on
the film—which is black-and-white—
alongside images imprinted photograph-
ically.

Dr. Goldmark, who made the dis-
closures in an address at the annual
luncheon of the New York Film Coun-
cil last Thursday (May 15), also re-
ported that Ilford Ltd., a subsidiary of
CBS’s British partners in marketing
EVR in Europe, has developed a high-
speed processing system that can dupli-
cate a half-hour black-and-white EVR
program in 15 seconds.

He estimated that when quantity pro-
duction of EVR playback units for
home use is achieved, the price will
drop considerably below $800. That was
the figure estimated by Motorola Inc.
as the likely price area for the first
units Motorola will produce, which are
due to reach the market by mid-1970
in black-and-white form, with a color
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model expected to be in production
during the last half of 1971.

Motorola’s initial production, Dr.
Goldmark explained, will be in rela-
tively limited quantities and the units
will be individualized, heavy-duty mod-
els for industrial and educational use.
It has been estimated that it will
be three to five years before EVR
moves into the home-entertainment mar-
ket with less-expensive, mass-produced
units.

Dr. Goldmark’s talk dealt primarily
with “technology and the future,” with
emphasis on urban problems. He said
a National Academy of Engineering
study group under his direction is con-
ducting studies to show that “technol-
ogy has reached the point where it
would be profitable” for companies to
scatter their plants and offices around
the countryside, near small cities and
towns but away from the big urban
centers.

If this were done on a big enough
scale, he said, “traflic congestion, crime,
soctal and other typical urban prob-
lems” would be more manageable, and
other advantages, such as better air and
social environment and lower living
costs, “‘could result in a better working
force and reduced operating costs” for
the companies involved.

But how could the various compo-
nents of a company communicate with
one another if they were scattered over
hundreds of square miles? Technology,
Dr. Goldmark said, has already reached
the point where “all inventions needed
to communicate among these scattered
locations, and to perform the neces-
sary business functions, have been
made. . ..

“We have the technology to intercon-
nect today any business facility with
sound and picture—in black-and-white
or in color, for individual or conference
use. We can transmit printed pages,
documents, handwriting—in single or
multiple copies—and have them repro-
duced on anybody’s desk. We can have
them filed, and we can withdraw them
from the files.

“All of these functions can be done
electronically with systems which we
know how to design, and they would
be quite economical. . . .”

As for social and cultural life in such
communities, Dr. Goldmark said some
would have their own theaters, operas
and museums, and that “television serv-
ice for such a community by individual
cable or wireless link to the homes
could provide far more cultural and
other enjoyment than is actually possi-
ble under today’s living conditions.”

He called TV “our most powerful
tool of communication” but said that
educational TV programs would attract
bigger audiences if they were made
more entertaining, as, he asserted, they
could be.
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CBS, NBC make ready
earth eye-view of Apollo

Both NBC-TV and CBS-TV plan to
use ultra-sensitive electronic equipment
hooked to observatory telescopes in an
attempt to show pictures from earth of
the Apollo 10 moving through space
this week.

The systems were tried with question-
able success during the Apollo 8 moon
flight in December.

Since then, CBS says, it has made
“significant improvements” in its ap-
paratus that ‘“gives us a better than
even chance of being able to show view-
ers the first live pictures of an Apollo
spacecraft on its way to the moon.”

CBS will use what it calls an “experi-
mental image-orthicon photography
technique,” with a camera hooked to
24-inch and 12-inch reflector telescope
lenses at the Corralitos Observatory
near Las Cruces, N.M. Pictures will be
taken directly off the monitor and trans-
mitted live to New York for broadcast.
The system was first tried on the sec-
ond, third and fourth days of the Apollo
8 mission, with some limited success.

With the expectation of “far superi-
or” pictures this time, CBS says it hopes
to be able to show a number of objects
in space, including the docked com-
mand and lunar modules, the jettisoned
third stage of the rocket and panels
from the spacecraft lunar model adap-
tor that will be blown away in the
docking process.

NBC will return again to the Gates
Planetarium of the Denver Museum of
Natural History to use its celestial tele-
scope. NBC'’s pictures will be recorded,
with sensitive electronic gear amplify-
ing time exposures taken through the
telescope lens with a TV camera and
fed to a video disk recorder for play-
back (BRoADCASTING, Dec. 16, 1968).

On the Apollo 8§ flight, NBC used
this same system to attempt broadcast
views of the capsule in orbit around the
moon, although there was both on-air
and off-air disagreement as to whether
the white dot of the space ship could
be seen moving above the moon’s sur-
face.

NA Philips TV camera
dispels the darkness

North American Philips Corp. demon-
strated for newsmen last week its TV
camera that can see in the dark and
three-dimensional motion pictures that
were described as a “first step toward
3-D television.”

The demonstration was held at Phil-
ips Laboratories in Briarcliff Manor,
N.Y., where company scientists un-
veiled its new vidicon tube for TV cam-
eras, which provides an image in total
darkness. Philips officials said its new
camera has applications in the medical,

military surveillance, industrial security
and TV newscasting areas.

The working demonstration for three-
dimensional motion pictures used laser
beams to project a 3-D image. A spokes-
man said later that Philips Laboratories
has taken “important steps” toward the
development for television of “'a true,
three-dimensional image indistinguish-
able from the real-life 3-D object.”

Land-mobile probe
dates set by House

Although the witnesses and program are
somewhat indefinite, the dates have been
firmed for House Small Business Sub-
comniittee hearings on the land-mobile
controversy (“Closed Circuit,” Feb. 10).

The subcommittee, under the chair-
manship of Representative John D.
Dingell (D-Mich.), will meet June 9-11.
Opening the sessions will be a demon-
stration of portable land-mobile equip-
ment, including personal communica-
tions gear, followed by a news con-
ference.

Tentative witnesses include Martin
Firestone, general counsel, All-Channel
Television Society, and spokesmen for
broadcasting, land mobile operators
and equipment suppliers. Subcommittee
sources were still unclear about the
scheduling of National Association of
Broadcasters and possibly Association
of Maximum Service Telecasters wit-
nesses. Set for the final day of testimony
are FCC representatives.

IBEW ends 43-day
strike against stations

A memorandum of agreement signed
by Metromedia Radio and Interna-
tional Brotherhood of Electrical Work-
ers, Local 45, has ended a 43-day
strike against KLAC and KMET(FM) by
14 IBEW engineers. The strike began
on March 28 and ended on May 10.
The engineers, who walked off the job
after negotiations for a new contract
reached an impasse, were joined by
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members of the American Federation
of Television and Radio Artists, includ-
ing air personalities and newsmen
(BROADCASTING, March 31). The new
agreement, if ratified by IBEW mem-
bers, would be for four vears, retro-
active to Jan. 1, 1969.

Key issue in the labor dispute was
over jurisdictional control of turntables
and cartridges for news reports. Re-
portedly, the stations gained unlimited
use of turntables in the studio and
use of up to four individual cartridges
in the news room. The apparent set-
tlement of the strike allows KrLac to
fully implement its switch in formats
from all-telephone talk to mostly music.

Magnavox takes another
step toward perfect color

The Magnavox Co. claims to have au-
tomated color-TV reception so as to
insure continuously monitored color and
picture. According to Magnavox, which
demonstrated its system in New York
last week, “total automatic color”
eliminates constant picture adjustments
regardless of program or channel
changes, and compensates for inconsist-
encies that originate at the broadcast-
ing station.

The set maker's TAC is a combina-
tion of three automatic circuits. Two
had been introduced in previous years:
one for fine tuning that Keeps station
signals locked in and precisely tuned;
another, for chroma control, which lim-
its variations in color intensity in all
pictures broadcast on all channels. Their
use now with the company’s latest de-
vice, “automatic tint control,” which
keeps flesh tones consistent at all times
and compensates for other color varia-
tions, constitutes “total automatic col-
or,” according to the company.

In addition to making a “fixed” ad-
justment for flesh tone, TAC also cor-
rects for deficiencies or errors at the
TV station and for some reception dif-
ficulties in the home. It can minimize
the red and green bands across the
picture, caused by improperly adjusted

212-Cl 5-2870
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video-tape recorders at the studio, and
remove or reduce objectionable green
or purple ‘“shadows” or unnatural
“wrinkles” on faces caused by ghosting
or improperly oriented antennas. The
firm said the feature would be incor-
porated in a variety of models in the
new color-set line.

Technical briefs:
Big deal = Ampex Corp., Redwood

City, Calif.,, has sold $1.2 million in
color television equipment to Trans-
media International Corp., Rochester,
N.Y., audio/visual communications
firm. The Ampex equipment purchased
includes high-band disk color recording
system, portable broadcast video-tape
recorder, hand-held broadcast color
camera, high-band video-tape recorders
and Marconi Mark V1I broadcast studio
color cameras.

New sales rep = Chrono-log Corp.,
Broomall, Pa., manufacturer of switch-
ing automation systems, has appointed
Gravco Sales Inc. as sales representative
in the U.S. and Mexico.

Audio console = Gates Radio Co,,
Quincy, Ill., has introduced a solid-state
monophonic audio console (Yard II)
that features 12 inputs into eight mixing
channels. It also includes two unwired
utility keys for operational flexibility.

Intemational

CRTC puts tight leash on CATV

Commercials, network prospects are banned;
rate regulation, carriage priorities instituted

The Canadian Radio-Television Com-
mission issued guidelines last week
banning commercials on CATV sys-
tems and also barring the formation of
networks by cable operators.

During the past year the CRTC has
been considering what policy to adopt
in regard to the two-year licenses it is-
sues to cable operators and the guide-
lines announced last week are the result
of its deliberations. In addition to bar-
ring commercials and blocking the for-
mation of networks, the new policy will
be to encourage local programing or
origination by cable systems and to ex-
amine and regulate rates CATV sys-
tems charge their subscribers.

The decision to ban advertising on
cable systems was explained last week in
a speech in Quebec City before the
Canadian Cable Television Association
by the CRTC’s Chairman Pierre Juneau.
He said the CRTC thought the cost of
local origination should be covered by
subscriber revenues. Left open by Mr.
Juneau was the possibility of a policy
switch on cable advertising as the
CATYV industry grows.

The new guidelines establish priorities
as to what programing cable systems
may carry. The systems are required to
carry, unless otherwise approved by the
CRTC, programing produced by the
following sources: the French and Eng-
lish networks of the Canadian Broad-
casting Corp.: private Canadian net-
works: independent Canadian TV sta-
tions: local and educational programing;
non-Canadian TV stations, and “dupli-
cate stations” (for example, network
programing carried on two or more
stations). In other words, cable oper-
ators must first supply the CBC to their
subscribers with private Canadian net-
works being the next priority.

If systems carry FM signals, they
must now carry all available Canadian
FM stations in both official languages as
a priority. (The CRTC is now consider-
ing the future of FM broadcasting in
Canada and will hold a public hearing
on the subject June 10 at the Hotel
Bonaventure in Montreal.) Under its
new guidelines the CRTC may also re-
quire cable systems to carry, at the dis-
cretion of the agency, AM signals
where they are needed in special cir-
cumstances.

The CRTC also believes cable sys-
tems should produce local and educa-
tional programing, and give exposure
to Canadian films on their systems. The
agency added, however, that CATV
should complement, rather than com-
pete with, programing already available
to the community through TV stations
and movie theaters.

The prohibition against formation of
cable networks does not extend to ad-
jacent community CATYV systems which
may still team up to present local pro-
graming. But the new rules do effec-
tively forestall formation of any net-
work similar to a U. S. national TV
hookup.

Rates subscribers are charged will
now be a factor in the awarding of cable
licenses by the CRTC, and the rates will
also be considered at renewal time. A
system’s rate structure now may be
changed only with the approval of the
commission. Under the new guidelines
the cable operator, will also be required
to fully wire his area in the two-year
period of his license.

The new guidelines also oblige cable
systems to meet Canadian-ownership re-
quirements. At least four-fifths of the
voting shares in a cable licensee must
now be held by Canadians, and the

chairman and all the directors of a
CATV licensee must be Canadian
(BROADCASTING, April 7).

The CRTC is currently considering
over 100 applications for cable licenses.
The agency will consider several appli-
cations for CATV undertakings in Que-
bec and Ontario at a public hearing in
Montreal on June 10.

BBC moves to dump
regional radio outlets

The British Broadcasting Corp. has an-
nounced that it will shortly be releasing
details of a plan to replace the country’s
regional radio system with 40 VHF local
radio stations. If the plan wins govern-
ment approval, it could effectively fore-
stall commercial broadcasting, whose
introduction in Britain is one of the de-
clared aims of the Tories if they are re-
turned to power.

The present system which functions
in seven regions—Scotland, Wales
North Ireland, Midlands, and North,
South and West England—has been op-
erating ever since the corporation began
broadcasting 47 years ago. The BBC
now proposes that every county have its
own station, in addition to which listen-
ers would receive national programs.

One of the main reasons for the
change is that BBC chiefs feel that
Radio 1-4, and the eight experimental
local stations are not meeting the pub-
lic’s requirements.

Financing for the new stations would
come from reallocation of regional ex-
penditures and increased income from
license dodgers—an estimated $18 mil-
lion a year is currently being lost from
nonpayment of license fees.

Paul Bryan, spokesman on broadcast-
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ing for he Tories—who are expected
to give the plan hot opposition in parlia-
ment—said: “Local broadcasting on a
national scale is coming, and it is im-
portant that any scheme for it is success-
ful. Stations must operate on a sound
financial basis.”

A more forceful comment came from
John Gorst. secretary of the Local Ra-
dio Association, which represents more
than 100 prospective commercial broad-
casters: “The government-backed BBC
conspiracy is now moving into a phase
which is clearly designed to pre-empt
any future developments in radio by
anyone else. This sinister attempt . . . to
determine the future of sound broad-
casting will be strenuously opposed by
us.”

Pirate in the sky

due British viewers

Ronan O’Rahiily, former chief of Brit-
ain’s pirate station Radio Caroline
(named after Caroline Kennedy), said
in London that he will be introducing
pirate television into Britain early next
year.

Adopting the system used for trans-
mitting TV to U.S. forces in Vietnam,
Caroline TV will be operated from two
Super Constellations flying over inter-
national waters and, claims O’Rabhilly,
will reach the whole of Britain. “Only
this time,” he says, “they can’t stop us—
there are no legal loopholes. If they ban
our advertising they’ll have to ban in-
dependent TV too.”

Mr. O’Rahilly raised $600,000 from
unnamed backers to launch Radio
Caroline. Although Caroline TV has re-
quired substantially more, Mr. O’Rahilly
says he has managed it without much
difficulty.

London pundits predict that O’Rahilly
may give British TV the same shakeup
that the radio pirates gave the BBC,
which inaugurated continuous “pop”
music programs after the pirates were
outlawed.

CINE selects 22 films
for worldwide exposure

Twenty-two television documentaries
have been chosen by the Council on
International Nontheatrical Events to
be shown as U.S. entries in more than
60 film festivals around the world.

Receiving six acclamations was NBC
News followed by National Educational
Television with three and CBS News
and ABC with two awards each.

A total of 225 motion pictures pro-
duced as television documentaries, ed-
ucational, government, business, experi-
mental, avant-garde and documentary
films received CINE’s recognition, the

Pope notes media
influence on family

The “ever-growing expansion” of radio,
television, the print media and motion
pictures and their “immense influences”
on the family was the subject of a mes-
sage by Pope Paul VI as he marked the
Third World Communications Day
yesterday (May 18).

The Pope, in designating “‘Social Com-
munications and the Family” as the
theme of this year’s observance, called
on families “not simply to make known
their wishes and criticisms, but also to
show understanding for those who,
often at the price of strenuous effort,
provide them day by day with so many

elements for their culture and entertain-
ment.”

And, he pointed out, this must be
met with “a high sense of responsibility”
on the part of the mass media. “The
communicators must, in their turn, know
and respect the needs of the family,” he
said.

The Pontiff explained that the media
should “exclude on the one side all that
can damage the family in its existence,
its stability, its order and its happiness,
for every attack on the true fundamental
values of the family—whether it be
eroticism or violence, the defense of
divorce or antisocial attitudes among
young people—is an attack on genuine
human welfare and the good of society.”

Golden Eagle for professional motion
pictures or the CINE Eagle awards for
amateur productions.

The 334 finalists had been recom-
mended by 27 regional and subject-
specialist juries across the country who
had viewed 769 entries in three major
areas—theatrical short subjects, TV
documentaries and nontheatrical films.

The number of winners was increased
32% over last year's, an increase
judged by Reid H. Ray, CINE presi-
dent. to be due to improved quality and
creativity in all categories.

Producers and sponsors of the
awarded films receive their certificates
Nov. 14 in Washington at the National
Education Association and National
Geographic Society buildings.

Honored television documentaries
are: The Big Little World of Roman
Vishniac, sponsored by Eastman Kodak
Co., Rochester, N.Y.: Cities Have No
Limits, sponsored by AT&T. New York:
Down to the Sea in Ships. sponsored
by Electric Co.’s Advertising Program,
New York; Music from the Land. spon-
sored by New York Life Insurance Co.
and J. B. Williams Co., both New York;
Man. Beast and the Land: and Some-
how It Works, sponsored by New York
Life, Lever Bros. Co., both New York,
and Abbott Laboratories, Chicago, all
produced by NBC News, New York;
Appalachia: Rich Land. Poor People:
Margaret Mead's New Guinea Journal,
and What Harvest for the Reaper, all
produced by National Educational Tele-
vision, New York: Great American
Novel: Babbitt and The Strange Case
of the English Language. both produced
by CBS News, New York; Heming-
way’s Spain—A Love Affair, sponsored
by B. F. Goodrich, New York, and
The Pursuit of Excellence—The Vienna
Choir Boyvs, both svonsored by Good-
rich, both produced by ABC News,
New York; Assignment: The Young
Greats. sponsored by Philadelphia Gas
Works, produced by wrFIL-Tv both

Philadelphia; Beggar at the Gates, pro-
duced by wBz-Tv Boston; Jazz: The
Intimate Art, sponsored by AT&T, pro-
duced by Drew Associates Inc., both
New York; Lincoln’s Last Day, pro-
duced by wwmaL-Tv Washington; My
Childhood: Part I Hubert Humphrey’s
South Dakota and Part II James Bold-
win’s Harlem, produced by Metromedia
Inc.; Whales, sponsored by Goodrich,
produced by Metromedia Producers
Corp., Hollywood; Pull the House
Down. sponsored by Philadelphia Gas
Works, produced by wcAu-Tv both
Philadelphia; Sense of Wonder, spon-
sored by 3M Co., Minneapolis, pro-
duced by Jules Power International Pro-
ducers, New York; The Walls Come
Tumbling Down, produced by wCBS-TV
New York.

Abroad in brief:

New office » Doyle Dane Bernbach
plans to open an office in Paris before
the end of the year. DDB currently has
five other offices outside the U.S.

Taiwan color » RCA is shipping $450,-
000 in equipment, including a TK-27
color film chain, to Taipei, Taiwan, for
a new station being built by China Tele-
vision Co. The station plans to begin
color telecasts later in the year.

New partner » A Dutch advertising
agency, F. Vellema, N. V., has merged
into Publicontrol/Benton & Bowles
N. V., Amsterdam, bringing billings of
the combined agencies to more than $3
million.

CPI in Toronto » Colodzin Prouctions
Inc.,, New York, commercial produc-
tion house, has acquired Sin-Cin-Kin
Film Co., Toronto. Andrew Welsh is
president of the new CPI office.

Very south affiliate » XeHL-FM Guada-
lajara, Mexico, became a CBS Radio
affiliate on May 12. The English-lan-
guage station is owned and operated by
Radio Melodia, S. A.; Victor Diaz is
president.
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FocusOnfinance

Comeback for Metromedia earnings

After weak first quarter, Kluge forecasts
strong second half; IRS clears MM merger

John W. Kluge, president and board
chairman of Metromedia Inc., told
stockholders of the diversified group
broadcaster last week that he expects
earnings in the second half of 1969 to
be “better than last year's” despite the
“deeply disappointing” first quarter of
this year and an expectation that the
entire first half will “be less than last
year.” He added that “all indications
point to a great year in 1970.”

At the annual shareholders meeting
in New York May 13, Mr. Kluge re-
iterated previous views that the sharp
drop in first-quarter income (BROAD-
CASTING, April 21) is “not necessarily
indicative of the entire year” and said
that present earnings already “are in an
upswing from the past three or four
months.” )

He said: “The first quarter of this year
resulted really because we are in some

new businesses.” In response to share-
holders’ questions on his view of chances
for consummation of the proposed
Metromedia-Transamerica merger, Mr.
Kluge would say only that “if we didn’t
think there was a chance, we wouldn't
have gone ahead with negotiations.”
However, he also stressed that “we are
operating the company with the idea of
going ahead whether the merger goes
through or not . . . if the merger does

The Broadcasting stock index

A weekly summary of market activity in the shares of 83 companies
associated with broadcasting, compiled by Roth Gerard & Co.

Approx. Total Market
Shares Capitali-
Stock Ex- Closing Closing Closing 1969 Out zation
Symbol change May15 May 8 April 30 Hig Low (000 000)

Broadcasting
ABC ABC N 13% 713% 6814 76% 561% 4,709 $ 322,600
Atlantic States Ind. (o} 104 10 93¢ 1534 934 1,798 17,500
Capital Cities ccB N 7614 75 7634 79 623 2,811 214,000
CBS CBS N 581, 5414 5414 583 4454 24,138 1,315,500
Corinthian CRB N 30 29 28 37Y% 25% 3,384 , 800
Cox COX N 463y 4513 4614 59 Y374 2,884 133,000
Gross Telecasting (o] 18% 18 19 20 16 798 15,200
Metromedia MET N 37%% 384 38 5334 3534 5,408 205,500
Pacific & Southern (o] 17 22 22 25% 161 1,616 35,600
Reeves Telecom RBT A 208y 23 21% 353 18%4 2,091 45,200
Scripps-Howard (o} 27 27% 21% k3821 27 2,589 70,600
Sonderling SDB A 431¢ 43 3814 4514 323 963 37,100
Taft TFB N 421% 41% 39 4314 343 3,363 131,200

Total 56,552 $ 2,637,800
Broadcasting with other major interests
Avco AV N 32% 334 3454 49% 32y 12,535 $ 434,000
Bartell Media BMC A 17% 1614 17% 2% 14 2,101 36,500
Boston Herald-Traveier (o] 34 38 38 71 33 574 21,800
Chris-Craft CCN N 4234 4434 4434 5814 3834 1,395 61,900
Cowles Communication CwL N 1554 1534 1434 173% 133 3,620 52,500
Fuqua FQA N 4334 4334 4434 47 34 5,073 223,800
Gannett GCl N 4134 38 364 4034 35% 5,322 192,900
General Tire GY N 79 26) 254 3484 24 17,402 437,200
Gray Communications (o] 1014 10 10 1284 9 475 4,800
Lamb Communications (o} 534 5% 6 10 5 2,650 15,900
Liberty Corp. LC N 17%4 17 1834 23y 17 7,036 131,900
LIN [o} 15% 16 15% 33 13 1,415 21,600
Meredith Corp. MDP N 52 55 4954 5934 473 2,762 137,100
The Outlet Co. oTuU N 234 20y 24% 303¢ 21 1,229 30,600
Plough Inc. PLO N 705y 70% 6934 725 6214 6,761 469,000
Post Corp. o] 22 21% 22 40 17 566 12,500
Rollins ROL N 37 37% 3634 38% 3034 7,942 288,900
Rust Craft RUS A 31% Y 33 38% 29% 1,169 38,600
Storer SBK N 4254 4314 43 62 ay 4,194 180, 300
Time Inc. TL N 665 6934 71 1003 6134 7,211 512,000
Wometco wom N 2234 23y 22% 23% 1954 5,723 129,500

Total 97,155 $3,433,300
CATV
Ameco ACO A 10% 12 1054 1,200 $ 14,400
American TV & Communications (o] 1134 1134 113 1,775 21,500
Cable Information Systems o] 5 5 5 955 4,800
Columbia Cable o 1334 14 13% 580 8,400
Cox Cable Communications [o} 1934 1914 1634 2,500 46,900
Cypress Communications o] 15 15 12 808 12,100
Entron o 5 5% 5% 607 3,500
H & B American HBA A 1624 17% 13% 4,973 78,300
Sterling Communications (o] 8 8 634 500 4,000
Teleprompter TP A 5414 57 463 995 64,200
Television Communications [o] 1834 1734 12% 2,090 31,400
Vikoa VIK A 24%% 29314 23% 1,673 40,900

Total 18,556 $ 320,400
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not go through, we are not going to fall
on our face.”

Mr. Kluge opened the meeting by
announcing that Washington sources
indicated a favorable Internal Revenue
Service ruling on the merger could be
expected within the next two days.
(Subsequently, the Internal Revenue
Service reported the predicted “favor-

- able” ruling to Metromedia on Thurs-
day, May 15. It stated, in effect, that
the IRS had declared the merger would
not result in any reportable income
gain or loss for income tax purposes.)

In response to other questions, Mr.
Kluge said the Justice Department “has
made inquiries to which we have re-
sponded,” but Metromedia has not been
questioned by the FCC on the proposed
merger and the company “expects the
FCC to look to Justice for their ac-
tion,” before making any comment, al-
though FCC approval is expected be-
fore the end of the year.

Asked about possible bans on broad-
cast cigarette advertising, Mr. Kluge
said, “we have no plans at this time
other than to accept [cigarette advertis-
ing] and run antismoking commercials
as required.” He said that it “would be
the height of hypocrisy [for Metro-
media] to ban cigarettes from radio and
television and accept them in our other
advertising divisions.” He also noted
that Metromedia’s broadcast cigarette
revenues “are less than one-third those
of the networks on a percentage basis.”

A proxy statement and notice of the
stockholders meeting showed that an
obligation of the Metromedia-Trans-
america Corp. merger contract is pay-
ment by Metromedia of an aggregate
fee of $500,000 to Kuhn, Loeb & Co.
and Eastman Dillon, Union Securities
& Co. if the merger goes through and
$250,000 if it does not.

The statement also showed that last
year Mr. Kiuge received aggregate di-

rect remuneration from Metromedia of
$204,136, plus $89,340 in contributions
to profit-sharing plans. It also said Mr.
Kluge owns 451,565 shares of common
stock in Metromedia.

TIC files for offering
to raise $750,000

Transmedia International Corp., New
York, has filed a registration statement
with the Securities and Exchange Com-
mission offering 100,000 common
shares for public sale through Leonard
Brothers Inc., New York, at $7.50 per
share.

Transmedia will sell Leonard Broth-
ers, for $100, five-year warrants to
purchase 10,000 shares.

The company plans to engage in
furnishing equipment, personnel, and
studio and mobile facilities for produc-

Approx. Total Market
Shares Capitali-
Stock Ex- Closing Closing Closing 1969 Out zation
Symbol change May 15 May 8 April 30 High Low (000) (000)
Programin
Columbia Pictures CPS N 35y 353 3By 42 29y 5,113 $ 179,600
Commonwealth United cuc A 14 1334 1434 243 1234 10,627 ,900
Disney DIS N 80 82% 823 8634 69% 4,346 359,600
Filmways FWY A 323¢ 33% 34 38% 2814 1,079 36,700
Four Star International o} 4% 434 43 10 414 666 3,000
Gulf & Western GW N 31% 3134 3314 50% 28y 15,700 526,000
MCA MCA N 38% 37 37% 4415 34 8,059 299,200
MGM MGM N 353 35 335 443 32 5,762 193,700
Transamerica TA N 3674 37 34 383 32 60,937 2,087,100
Trans-Lux TLX A 33% 3234 34 5834 304 856 29,100
20th Century-Fox TF N 34% 32y 333Y 413 31% 7,072 235,100
Walter Reade Organization o} 12 1214 12% 1554 114 2,248 27,800
Warner-Seven Arts WBS A 55% 5454 5274 6414 395¢ 3,816 201,800
Wrather Corp. o} 1634 17% 134 224 134 1,760 23,300
Total 128,041 $ 4,350,900
Service
John Blair o} 2634 2634 28Y 30 2% 2,271 $ 64,200
Comsat CcQ N 49 4954 45% 5554 4134 10,000 457,500
Creative Management (o] 13% 12% 13 2014 13 581 7,600
Doyle Dane Bernbach o] 2834 324% 2834 3134 28 2,104 60,500
Foote, Cone & Belding FCB N 15 14% 1375 158 13% 2,159 30,000
Grey Advertising (o] 1634 1714 17 1834 14 1,199 20,400
Movielab MOV A 10 10 10 144 9 1,407 14,100
M PO Videotronics MPO A 154 15 14y 22% 13% 536 7,600
Nielsen o} 36 351 32y 37 314 5,240 171,600
Ogilvy & Mather o} 33 30%% 29y 3254 21y 1,090 31,900
Papert, Koenig, Lois PKL A 19 22% 15 304 1054 721 10,800
Wells, Rich, Greene (o] 1534 16 15% 18 13 1,501 23,600
Total 28,809 $ 899,800
Manufacturing
Admiral ADL N 1944 19% 2034 215 15 5,110 106,000
Ampex APX N 43y 4356 41% 4434 2% 10,571 442,700
General Electric GE N 96} 95% 97% 98 851 90,578 8,854,000
Magnavox MAG N 534 55% 53% 5634 4754 15,446 832,200
3M MMM N 110% 108 0434 1124 94 54,110 5,641,000
Motorola MOT N 125% 126 2634 13314 10234 6,122 776,000
RCA RCA N 47y 4654 47% 4834 41 62,612 2,950,600
Reeves Industries RSC A 8 85¢ 7% 1034 7% 3,415 26,900
Visual Electronics VIS A 2054 2244 20 37 19 1,233 24,700
Westinghouse WX N 64% 65 6374 nYy 5854 38,239 2,442,500
Zenith Radio ZE N 4934 5254 52% 58 4844 18,935 998,800
Total 306,371 $23,095,400
Grand total 635,484 $34,737,600
Standard & Poor Industrial Average 115.83 115.08 113.50 116.85 106.36

N-New York Stock Exchange
A-American Stock Exchange
0-Over the counter {bid price shown)

Shares outstanding and capitalization as_of April 30
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tion of video-taped television programs
and commercials. In addition, it in-
tends to develop, purchase and produce
radio and television programs and com-
mercials. a

Of the net proceeds of the stock
sale, Transmedia will use $150,000 in
buying additional television production
equipment and $200,000 for the de-
velopment, production and purchase of
television programs and theatrical films.
The balance will be added to working
capital.

Transmedia has 418,167 shares out-
standing, of which Stuart R. Ross,
president, owns 41.3%. For $750,000
purchasers of the 100,000 shares will
receive a 19% interest in Transmedia.

Downe set to offer
1-million-plus shares

Downe Communications, New York,
has filed a registration statement with
the Securities and Exchange Commis-
sion offering 1,033,700 common shares
for public sale.

The offering is being made through
Smith, Barney & Co., and Cogan, Ber-
lind, Weill & Levitt Inc., both New
York, at $30 per share maximum. Of
the shares being registered, 650,000 are
being offered by Downe and 383,700
are being offered by stockholders.

Downe Communications publishes
the Ladies’ Home Journal, American
Home and Family Weekly magazines
and has 32% interest in Bartell Media
Corp., magazine and book publisher;
owner of wabo New York, KCBQ San
Diego and woky Milwaukee, and oper-
ator of CATV systems in Plattsburgh,
N. Y., and Waterville, Me. In addition,
the company is engaged in the sale of
watches, cosmetics and pet products,
in the mail-order sale of books and in
advertising representation.

Of the net proceeds from the stock
sale, $10 million will be wused for
planned increases in working capital
and $1,250,000 will complete an office
warehouse in Opa Locka, Fla., for the
company’s mail-order operations. The
balance will be added to general funds
and will be available for additional
working capital and possible acquisi-
tions.

Downe Communications has 4,020.-
078 common shares outstanding, of
which Edward R. Downe Jr., board
chairman and president, owns 48.8% .

Blair elects two to board

Shareholders of John Blair & Co. ap-
proved two proposals during the com-
pany’s annual meeting in New York
last week. The first raises the number of
authorized shares from 2.5 million to
7 million and the second concerned
the election of two outside board direc-

tors. The new directors are Edward A.
Henry, senior vice president, Manufac-
turers Hanover Trust Co., and Harry
M. Sibley, treasurer of International
Business Machines Corp. Incumbent di-
rectors re-elected to serve on the board
are: Francis Martin JIr., president of
Blair; Thomas C. Harrison, James R.
Theiss, Harry B. Smart and Jack W.
Fritz, all vice presidents of the com-
pany; Wallace W. Weinress, president
of American Printers & Lithographers
Inc., a subsidiary, and John P. Blair,
the company’s founder.

Glowing first quarter
reported by CBS

CBS Inc. last week reported first-quar-
ter results showing net income up 8%
from last year’s period and net sales
up about 10%. Estimates were first
disclosed by board chairman William
S. Paley, CBS board chairman, at the
company’s annual stockholders meeting
(BROADCASTING, April 21).

The CBS board on May 14 declared
a 35-cent cash dividend on each share
of common stock, payable June 13 to
shareholders of record at the close of
business May 29, and a 25-cent cash
dividend on each share of preferred
stock payable June 30 to holders of
record May 29.

For the 13 weeks ended March 29,
1969, compared to that period ended
March 30 in 1968:

1969 1968
Earned per sharce $0.51 $0.47
Net sales 58.608.000  236.091.000
Operating income  24,724.000 25,620.000
Pretax tncome ,216.000 25.831,000
Net income 13,451.000 12,418,000

Financial notes:

= Gannett Co., Rochester, N. Y., has
declared a regular quarterly dividend
of 16% cents per share, payable July
| to stockholders of record June 13.
Gannett directors also formally author-
ized the acquisition of the Pensacola
(Fla.) Journal and News from Perry
Publications Tnc. (BROADCASTING, April
14).

= Filmways Inc., New York, and Sears
Point International Raceway Inc. have
approved in principle a plan for the
acquisition of the raceway by Filmways.
Terms were not disclosed. Sears Point
International, a championship motor
sports racing complex at Sears Point,
Calif., was organized in February.

= Electronic Data Systems Corp., Dal-
las, whose cxchange offer for Collins
Radio Co. stock was formally rejected
(BROADCASTING, April 21), has with-
drawn the proposed tender offer, at-
tributing the withdrawal to “significant
revisions” in Collins’ debt arrangements.
A Collins spokesman said that early in
April the company negotiated to in-
crease its revolving bank credit from

$40 million to $75 million. In con-
nection with the increase, he said, the
eight lending banks had insisted on in-
cluding in the agreement a clause de-
fining a change in control of Collins as
a default under terms of the loan.

Company reports:

MCA Inc., Los Angeles, motion picture
and TV series producer, reported earn-
ings and revenues increased in the first
quarter ended March 31:

1969 1968
Earned per share $0.57 $0.56
Revenues 66.631.000 60,222,000
Net income 4.533,000 4,341,000
Shares outstanding 7,951,869 7,433,003

Note: First quarter of 1968 restated to re-
flect three-for-two stock split. acquisition of
Spencer Gifts Inc. on a pooling of interests
basls, and provision for 10% income-tax
surcharge.

Warner Bros.-Seven Arts Ltd., Toronto,
reported almost doubled net income and
a substantial increase in net sales for

the nine months ended March 29:

1969 1968
Earned per share $2.57 $1.40
Net sales 177,875,000 137,662,000
Net income 10.135,000 5,264,000
Shares outstanding 3,937,324 3,753,443

Vikoa Inc., Hoboken, N. J., CATV
group operator and manufacturer of
CATV equipment, reported a 12% in-
crease but a slight decline in net income
for the three months ended March 31:

1969 1968

Earned per share $0.20 $0.25

Sales 5.800.000 5.190.000

Net jncome 340.000 361,000
Average shares

outstanding 1.719.000 1,445,000

Bartell Media Corp., New York, pub-
lisher, group broadcaster and group
CATV operator, reported a 66% ad-
vance in net income and a 14% in-
crease in revenues for the first three
months of 1969. E. H. Tiffany, Bartell
president, noted that in the first quarter
the broadcasting division posted a rec-
ord revenue gain of 141%. For the first
quarter ended March 31:

1969 1968
Farned per sharc $0.091 $0.055
Revenues 9.306.778 8,145,147
Net income 207,764 125.420

NGC talks with Perfect Film

In the wake of termination of discus-
sions on a possible merger between
Commonwealth United Corp., Beverly
Hills, Calif., and Perfect Film & Chem-
ical Corp., New York, new discussions
reportedly have been held concerning
the possible takeover of Perfect Film
by National General Corp., Los Angeles.
National General, engaged in television
production and distribution among di-
verse interests, acknowledged that talks
have been held with Perfect Film and
that further discussions are likely. Per-
fect Film, also diversified, is involved
in book publishing photo finishing and
production of musical instruments.
Commonwealth, which earlier had
reached an agreement in principle to
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merge with Perfect Film before break-
ing off negotiations because of unfavor-
able market conditions, is heavily en-
gaged in entertainment and leisure-time
products.

Movielab set to buy
Teletronics firm

An agreement has been signed under
which Movielab Inc., New York, will
acquire Teletronics International Inc.,
New York, for Movielab stock.

The transaction will involve the is-
suance of 225,000 to 450,000 shares of
Movielab stock, based upon the earn-
ings of Teletronics following the acqui-
sition. Movielab, which is headed by
Saul Jeffee, president, is listed on the
American Stock Exchange and it has
been selling recently at $9 to $10 per
share. Teletronics, a producer of taped
commercials and entertainment TV pro-
grams, is directed by George Gould,
president. Its stock is privately held.

The transaction has been approved
by shareholders of Teletronics. It will
be submitted for approval to stockhold-
ers of Movielab, a leading processor of
films for TV and theaters, during its
annual meeting in New York on June
18.

Who traded stock
during April

The Securities and Exchange Commis-
sion has reported the following stock
transactions of officers and directors
and of other stockholders owning more
than 10% of broadcasting or allied
companies in its Official Summary for
April (all common stock unless other-
wise indicated):

8 Ambex Corp.—E. E. Prince exercised
option to buy 1,950 shares, glving him a
total of 2,150. William E. Roberts exercised
option to buy 4,500 shares, giving him a
total of 17,182 held Dersonally, 5,350 held by
wife and 7,268 held in trusts.

® Avco. Corp.—John R. Gosnell exchanged
17,838 shares for 8,919 ?13 .20 convertible pre-
ferred shares, glving him a total of 471
shares and 18,/ $3.20 convertible preferred
shares held personally and 11 shares and
6,358 $3.20 convertlble preferred shares held
by wife. W. D, Gaillard bought $6,000 of
5%% convertlble subordmated debentures.
0. Grahame bought 460 $3.20 convertible
shares, giving him a total of 4,680 $3.20
convertible preferred shares held personally
and 2,280 $3.20 convertible preferred shares
held by members of family.

s Boston Herald-Traveler—George E. Aker-
son bought 1,195 shares, giving him a total
of 11,777, Harold E, Clancy bought 1,895
shares, giving him total of 15,315 held per-
sonally and 18 held by wife.

s Capltal Cities Broadcasting Corp.—Thomas
S. Murphy exercised optlon to buy 2,926
shares, glving him a total of 39.318.

s Commonwealth United—B. F. Breslauer
exercised option to buy 3,000 shares, giving
him a total of 12,500.

s Corinthlan Broadcasting—Harry A. Wat-
kins bought 100 shares.

s Cox Broadcasting—Raymond J. Tucker
exercised option to buy 800 shares, glving
him a total of 1,202.

s Cypress Communications—Robert P. Gam-
bill sold 500 shares, leaving none. David
Graham as trading account bought 4.255
shares and sold 4,348 shares, leaving 48,868
held as tradlng account and 1,193 held
personally.

s Doyle Dane Bernbach—Robert Fine and

wife sold 600 shares, leaving none. Jason R.
Grace sold 100 shares leaving 250.

= Fuqua Industries—N. Strawbridge ex-
changed 6,500 series B cumulative convertible
preferred shares for 52,000 shares. Mrs. N.
Strawbridge and children exchanged 136
series B cumulatlve convertible preferred
shares for 1,088 shares.

m_Grass Valley Group—Hazel A, S. Hare sold
100,000 shares, leaving 281,400.

m Gross Telecasting—D. E. Simpson as
trading account bought 405 shares and sold
902 shares, leaving 310 held as trading ac-
count and 100 held personally.

8 Gulf & Western Industries—Mr. and Mrs.
Phiiip J. Levin bought 45,000 shares, glving
them a total of 56,001. Mr. and Mrs. Levin
and son bought $8,000 of 5%9% convertible
debentures. Mr. and Mrs. Levin bought
60,000 warrants.

s Kansas State Network—Mary M. Brown as
custodian bought 17,690 shares, giving her a
total of 17,965 shares held as_custodian and
13,300 shares held personally. Doorth Coombs
bought 150 shares giving him a total of 18,608.
Greg Gamer bought 600 shares, giving him
a total of 1,000.

= LIN Broadcasting—Peter J. Solomon ex-
changed $4,100 of 6% convertibie subordi-
nated debentures for 410 shares, giving him
a total of 5,250 shares held personally and
300 shares held by wife. David Steine
through company sold 5.600 shares, leaving
7,900 held as company and 8,000 held per-
sonally. T. I. Unterberg as partnership trad-
ing account bought 17,445 shares and sold
17,575 shares, leaving none held as partner-
shlp trading account, 7,102 held personally,
100 held by wife and 100 held by daughter.
I\gr. Unterberg as Dartnership bought 2,500
shares.

8 Metromedia Inc.—R. L. Geismar exercised
option to buy 6,762 shares, giving him a
total of 19,728 held personally, 584 held by
wife and 12 held by children.

8 MGM—B. Melniker bought 10,000 shares,
giving him a total of 21,213.

8 Motorola Inc.—John F. Mitchell sold 500
shares, leaving 308. Walter B. Scott sold 300
shares, leaving 7,390.

= National General Corp.—Seymour F. Simon
bought 200 shares. giving him a total of 3,104
held personally, 104 held by wife and 2,521
held as partnership.

m A, C. Nielsen Co.—George E. Blechta sold
200 class A common shares, leaving 1,376
class A Common shares. Arthur C. Nielsen
Jr. sold 200 class A common shares, leaving
12,150 class A common shares held personally,
1,000 class A common shares held in trust
and 2.000 class A common shares held by
wife and children. A. C. Nielsen disposed of
55.574 class A common shares, leaving 462.-
186 class A common shares held personally.
92,437 class A common shares held In trust
and 1,250 class A common shares held by
wife. T. Breitenmoser sold 100 class B com-
mon shares, leaving none. Maurice E. Good-
in sold 2,575 class B common shares, leav-
ing 25,000 class B common shares.

s Papert, Koenlg, Lols Inc.—John Collins
bought 300 class A common shares, giving
him a total of 305 class A common shares.
Peggy Prag bought 1.000 class A common
shares and sold 1,000 class A common shares,
leaving none. John S. Shima bought 100
class A common shares.

& Reeves Broadcasting-——H. E. Reeves sold
20,000 shares in private sale, leaving 535,894
shares held personally and 92 held by wife,
8 Rollins Inc.—John W. Rolllns sold 25,050
shares, leaving 939,340 held personally,
3,}250 held by wife and 7,494 held as custo-

dian.

s Sonderling Broadcasting—Mason A. Loun-
dy sold 1,000 shares, leaving 47,500. Egmont
Sonderling sold 1,000 shares In prlvate trans-
action, leaving 195,4

s Teleprompter Corp ~Monte E. Llvingston
exercised option to buy 1,000 shares. J, D.
Wrather Jr. sold 1,000 shares pursuant to
option, leaving 59,026.

= Tele-Tape Productions—R. E. Riedel sold
460 shares, leaving 78,626.

s Time Inc.—Mrs. Jerome S. Hardy sold 450
shares, leaving none held personally and
4,250 held by husband.

s 20th Century-Fox Film Corp—David Brown
bought 800 shares, giving him a total of
3,804, W. T. Gossett bought 1,000 shares.
Harry J. McIntyre bought 1,000 shares.

s Vikoa Inc.—Theodore Baum sold 4,000
warrants, leaving none.

= Walter Reade Organization—S. J. High-
leyman bought 10,500 shares and 1,008 war-
rants. Walter Reade Jr. as corporation sold
10,000 shares In private sale, leaving 1,022.-
T14 held as corporation and 32,000 held
Dersonally.

s Zenith Radio Corp.—Jesse E. Brown exer-
cised option to buy 3,000 shares, giving him
a total of 22,400, Jack M. Ferren exercised
option to buy 2,400 shares, giving him a
total of 8,424.
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Promotion

WETA-TV auction puts
big names on the block

‘Where else in the world but Washing-
ton could Art Buchwald auction oft
James Symington (D-Mo.) for $65.
Only in Washington will you find
auctioneers like John Macy, president
of the Corp. for Public Broadcasting;
Mrs. George Romney; Mark Evans,
vice president of Metromedia Inc.; Mrs.
Gerry Van der Heuvel, news secretary
for the First Lady; Winton Biount,
postmaster general; former Vice Presi-
dent Hubert Humphrey; Adam Clayton
Powell (D-N.Y.); Biill Monroe of NBC
News and the Today Show; Bud Wil-
kinson, special assistant to the Presi-
dent; Reverend Channing Phillips, and
Nancy Dickerson of NBC News
amassed for one purpose: to help non-
commercial WETA-Tv Washington in its
sole and exclusive fund raising effort.
Disguised as its second annual TV
auction, WETA-Tv's on-the-air happening

began Monday, May 12, and continued
through Saturday evening (May 18)
into early Sunday morning. The fund-
raising goal is $120,000.

WBC men get Hillman award

Sidney Hiliman Foundation awards for
“outstanding achievements in mass com-
munications” were presented last week
to two Westinghouse Broadcasting Co.
producers, and four writers in print
media.

William E. Osterhous, executive pro-
ducer, and Dick Hubert, writer-senior
producer of WBC’s One Nation, Indi-
visible documentary, were cited for their
work on the three-and-a-haif-hour pro-
gram on the racial crisis in America.

Promotion tips:

By the people » Wsz Boston is looking
to its audience for a new station identi-
fication jingle. Listeners are being asked
to call in and sing their compositions,

which are recorded for later judging.
The best five jingles will be selected
by the station’s program department,
then played on the air for final selection
by the audience. The winner will be
sent to Hollywood to supervise produc-
tion of the ID with full orchestra and
choral accompaniment.

Fast pitch strikes home = WBsaAP-Tv
Fort Worth-Dallas, demonstrated its
new market pitch on May 8, to over
400 New York agency executives at the
New York Hilton. The six-minute pro-
motion depicting its market growth
will be shown in Chicago, Los Angeles,
San Francisco and other major markets
in the U.S. Keitz and Herndon Produc-
tions, Dallas, created the film termed
“the fastest pitch in the West.”

Lucky numbers & KTTv(TVv) Los An-
geles is sponsoring a “ratings estimate
contest” with agency media buyers
guessing what the station’s ratings will
be in the May 1969 American Research
Bureau or Nielsen Station Index books.

Fatesafortunes

Broadcast advertising

Philip J. Bliss, office manager, BBDO,
New York, elected VP.

Michael Galusza, VP-management su-
pervisor, J. Walter Thompson, New
York, joins Sullivan, Stauffer, Colwell
& Bayles there as VP and account su-
pervisor.

Montgomery N. McKinney, with Doyle
Dane Bernbach, New York, named
senior VP.

Benjamin DeSio, president and co-
founder of Trim Telefilm Service Corp.,
New York, joins Modern Teleservice
Inc., division of Sonderling Broadcast-
ing Corp there as president and chief
operating officer.

Charles R. Allen, account executive,
Clinton E. Frank Inc., Chicago, named
VP and account supervisor.

F. Richard Olsen, acting media director,
Colgate spot broadcast buying unit, Ted
Bates & Co., New York, named VP and
media director in charge of unit.

Sebastian Sisti, VP and associate group
creative director, Grey Advertising,
New York, joins Knox Reeves Adver-
tising, Minneapolis, as VP and creative
director. Ron Anderson, Knox Reeves
VP, also appointed creative director.

Edward A. Langan, VP-account super-
visor, Clinton E. Frank Inc., Chicago,
joins Needham, Harper & Steers there
as VP-senior account director.

Richard-George Pedicini, executive
broadcast director with MacManus,
John & Adams, Bloomfield Hills, Mich.,
joins Campbell-Ewald Co., Detroit, as
VP and special creative assistant for
broadcast. He will work on special proj-
ects for Chevrolet.

David M. Tabin, associate media di-
rector, LaRoche, McCaffrey and McCall
Inc., New York, named VP.

James M. Spero, VP and media direc-
tor, Edward H. Weiss and Co., Chicago,
joins Carson/ Roberts/Inc., Los Angeles,
as media director.

James S. Burne, accounts coordinator,
and Alan B. Watts, media manager and
account executive, Bauerlein Advertis-
ing Agency, New Orleans, become man-
aging partners of newly formed adver-
tising agency, Byrne and Watts Adver-
tising. Address: 320 Board of Trade
Place, New Orleans. (504) 522-1104,

Lil Fisher, copy chief; Curt Fields, ex-
ecutive art director, and Brian Lee,
promotion director, Gross, Pera &
Rockey, San Francisco, named VP’s.

Frank X. Daly, with wrLD-Tv Chicago,

named national sales manager.

Jim Anderson, production manager,
KHVH-TV Honolulu, joins Fawcett-Mc-
Dermott Associates Inc. there as direc-
tor of radio-TV department.

Jack Harris, with sales department,
KREM-AM-FM-Tv Spokane, Wash., ap-
pointed sales manager.

Homer Lee, with wyou Tampa, Fla,,
appointed local sales manager.

Greg Fabos, with wvTv(TV) Mil-
waukee, appointed local sales manager.

Media

Percy F. Smith, manager, advertising
standards, NBC, New York, retires
after 25 years of NBC service. Jack
Mitchell, with NBC, appointed senior
editor, broadcast standards. Eric Wess-
man, casting associate in talent depart-
ment, Screen Gems Inc., New York.
joins NBC as commercial editor, broad-
cast standards.

Ted Lehne, manager of kFrB Fairbanks,
Alaska, also named manager of KTVF
(Tv) there. He succeeds John Griffin,
who resigns, as manager of KTFv(TV).
Both stations are owned by Northern
Television Inc.

Marvin C. Whatmore, president, Cowles
Communications Inc., New York, re-
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elected president and named chief ex-
ecutive officer. He succeeds Gardner
Cowles, re-elected chairman of board
and editorial board, as chief executive
officer.

Paul E. Van
Hook, with Tele-
vision Communi-
cations Corp.,
New York, named
VP for corporate
affairs.

Richard D. Lind-
heim, director of
; program research,

e Audience Studios
Mr. Van Hook Inc., subsidiary of
Screen Gems, New York, joins NBC
as administrator, research, West Coast.
He will be based in Los Angeles.

Edward Adams, general sales manager
KDKA-TV  Pittsburgh, joins wcIix-Tv
Miami, as general manager.

Richard L. Beesemyer, ABC-TV VP in
charge of affiliate relations, named Na-
tional Association of Broadcasters TV
board member for network, succeeding
John O. Gilbert, who resigned from
ABC-TV affiliates position (BROADCAST-
ING, May 5).

Kenneth H. MacQueen, general man-
ager, WABC-TV New York, elected VP.

John S. Porter, president and general
manager, noncommercial WXxXI(TV)
Rochester, N. Y., named executive di-
rector of Eastern Educational Network,
Cambridge, Mass. William J. Pearce,
general manager, noncommercial wLIw-
(Tv) Garden City, N. Y., succeeds Mr.
Porter at wxx1.

Donald W. Hocks, with wreN-Tv Min-
neapolis-St. Paul, appointed business
manager.

Alan R. Harmon, with Daniels & Asso-
ciates Inc., Denver, named executive
VP. Richard Zell named president of
Daniels Management Co., subsidiary.
Jerry Buford named VP in charge of
brokerage, Daniels & Associates, and
Tom Johnson, director of advertising
and PR, appointed assistant to president.

Ken Headrick, program director,
KFAB Omaha, appointed station man-
ager.

Joel P. Smith, assistant to president of
Jerrold Corp., Philadelphia, joins Na-
tion Wide Cablevision Inc., Los Angeles,
as executive VP,

Jim D. Kime, business manager and
personnel director for King Broadcast-
ing stations in Oregon, appointed sta-
tion manager of King's XGw Portland.

John D. Chapman, VP and general
manager, woko Albany, N. Y., joins
KTLN Denver, as general manager. Both
are Welcome Radio stations.

George W. Bland, general sales man-
ager, wwva Wheeling, W. Va,, also ap-

NAB PR committee set

Nine board members of National As-
sociation of Broadcasters have been ap-
pointed to 1969-70 Public Relations
Committee; Don €. Dailey, KkGBx
Springfield, Mo. (chairman); John L.
Vath Sr., wsBM New Orleans; James M.
Caldwell, wavE Louisville, Ky.; Simon
Goldman, wJTN Jamestown, N. Y.;
J. R. Livesay, wLBH Mattoon, Ill.; Al
Ross, KNAB, Burlington, Colo.; Harold
Essex, wsJs-Tv Winston-Salem, N. C.;
Arch L. Madsen, Bonneville Interna-
tional Corp., Salt Lake City, and A.
Louis Read, wpsu-Tv New Orleans.

pointed station manager.

“W. Richard Martin, with wmMAs Spring-
field, Mass., appointed assistant VP and
general manager.

George A. Lovejoy, with weBx Ports-
mouth, N. H., appointed general man-
ager.

Carl W, Vandagrift, general manager,
wowo Fort Wayne, Ind., elected VP.

Wayne F. McNulty, KXLY-AM-FM-TV
Spokane, elected chairman of Washing-
ton State Association of Broadcasters.
Wally Nelskog, K1xt Seattle, elected vice
chairman, and Cal Watson, with Wash-
ington State  University, Pullman,
elected secretary-treasurer.

Nino L. Pipitone, operations director,
KSBY-Tv San Luis Obispo, Calif., joins
KBAK-TV Bakersfield, Calif., in same ca-
pacity.

Ron Chapman, operations director,
KVIL-AM-FM Dallas, named VP in
charge of operations of parent Sover-
eign Broadcast Inc. there.

Programing

Harry P. Mpynatt, national director,
creative products division of Capitol
Records, Hollywood, joins Official Cre-
ative Productions Inc., New York, as
president and chief operating officer of
newly formed subsidiary of Official
Films Inc.

Herb Berman, eastern sales manager,
Mark Century Sales Corp., New York,
named general sales manager for radio
division, covering U. 8. and Canada.

Joe Finian, with wixy Cleveland, re-
joins KTLN Denver, as program man-
ager.

Tom Johnson, staff announcer, KFAB
Omaha, appointed program director.

News

Norman Ross, London correspondent,
Metromedia Radio News, New York,
named to newly created position of
chief European correspondent.

Ted Landreth, reporter/assignment edi-
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tor, CBS News, New York, appointed
assistant foreign editor. Andrew R.
Doctoi, administrator, adviser, Israel
Television Authority, Jerusalem, joins
CBS News as newsman.

Gary S. Frapklin, with ABC News,
New York, joins winp Chicago, as
news director. He succeeds Jim Slade,
who becomes chief aerospace corre-
spondent for parent Westinghouse
Broadcasting Co. He will be based in
Washington.

Pat McGuinness, newscaster with
KABC Los Angeles, joins KBIG Avalon-
Los Angeles, as news director.

Edmund Scott, assistant news director,
wcrc New Brunswick, N. J., appointed
news director.

Walt Kavanagh, news editor, KFAB
Omaha, appointed manager of news and
syndicated services.

Jack Ogle, newsman, wKy-TvV Okla-
homa City, appointed assistant news
director.

Ambert Dail, wGH Newport News, Va,,
elected president of Virginia AP Broad-
casters. Vincent R. Clephas, Washing-
ton news bureau, Evening Star Broad-
casting Co., elected VP; Arch Harrison,
wJMA Orange, Va., elected treasurer,
and Robert S. Gallimore, AP bureau,
Richmond, Va., elected secretary.

r"‘-’- o Blaine Littell,

producer for
NBC News, New
York, appointed
correspondent.
Following three-
month assignment
with NBC’s Sai-
gon bureau, he
will become rov-
ing correspondent
in Africa.

Dan Allison, sportscaster, KMOX-TvV St.

Louis, joins wpAF-Tv Kansas City, Mo.,
as sports director.

Mr. Littell

Promotion

Barbara Sheehan, with Metromedia
Producers Corp., New York, appointed
to newly created position of director of
PR-East Coast.

Raymond D. Barath, assistant to cre-
ative planning director, wsoc-Tv Char-
lotte, N. C., appointed director of pro-
motion and merchandising. He succeeds
Jon T. Caudle, who joins wJIXT(TV)
Jacksonville, Fla., in same capacity.

Donald Kennedy Jr.,, with sales staff,
wsPA Spartanburg, S. C., appointed di-
rector of promotion and sales develop-
ment.

Joel R. Feldstein, with Quaker Oats
Co., Chicago, joins Herbert H. Rozoff
Associates, PR firm there as VP.

Charles W. Stump, chief meteorologist,
WESH-TV Daytona Beach- Orlando, Fla.,

joins wrTv(TVv) Orlando, as director of
PR and personnel. He will also serve
as meteorologist.

Equipment & engineering
L e 7" Michael F. Jef-
o = fers, director of
engineering divi-
sion, Jerrold
Corp., Philadel-
phia, named VP,
engineering.
Robert G. Page,
chairman and
i managing  direc-
; -~ tor, International
Mr. Jeffers General Electric
Co. of New York Ltd., London, joins
General Instrument Corp.’s F. W.
Sickles division in Chicopee, Mass., as
VP-general manager.

Robert W, Faulkner, chief engineer,
WTAF(TV) Marion, Ind., joins Central
Dynamics Corp., Cherry Hill, N. J., as
regional sales manager. He will be
based in Chicago.

John W. Dixon, VP-corporate plans,
Ling-Temco-Vought Inc., Dallas, elected
president, chairman and chief executive
officer of subsidiary LTV Electrosys-
tems. He succeeds E. F. Buehring, who
becomes president of Greenville Divi-
sion of Electrosystems and vice chair-
man of its board. James O. Weldon re-
signs as chairman of LTV Electrosys-
tems but continues as president of
its subsidiary, Continental Electronics
Co’s., and as member of board of LTV
Inc.

Deviin M. Gualtieri, technical super-
visor, wrLB Utica, N. Y., joins F.B.N.
Productions there as production di-
rector.

E. N. Rauland, director, Zenith Radio
Corp., Chicago, and president of The
Rautand Corp., Zenith division which
produces television picture tubes,
elected chairman of division. Robert
S. Alexander, VP of manufacturing,
purchasing, material control and han-
dling functions for Zenith and sub-
sidiaries, succeeds Mr. Rauland as pres-
ident of Rauland. Karl H. Horn, VP
in charge of consumer products for
Zenith, elected executive VP of Rau-
land. Jack B. Anger and James T.
Trunbull, with Zenith Sales Co., ap-
pointed western and eastern sales man-
agers, respectively; Alex R. Stone, ap-
pointed marketing manager-TV prod-
ucts. Robert T. McCarthy, with Moto-
rola Inc., Franklin Park, Ili.,, and John
V. Wilson, with General Electric Co.,
New York, joins as marketing manager-
audio products, and marketing man-
ager-radio, respectively.

Allied fields
George Sacks, VP and director of sur-

vey division, and Richard F. Hess,_re-
search group head and client services
executive, Audits & Surveys Inc., Ngw
York, become president and executive
VP, respectively, of newly formed
Datamize Corp., New York, research
and data service.

Allan Schwarz, free-lance film editor for
various TV organizations, and Robert
V. Rominiecki, microwave and TV
technician with U. S. Armed Forces,
appointed manager of program coordi-
nation and EVR demonstration engi-
neer, respectively, with CBS Electronic
Video Recording Division, New York.

C. J. McDevitt, with University Com-
puting Co., New York, named president
of ComputerPix Corp., New York,
newly formed to develop Comfax sys-
tem of facsimile information retrieval
by way of radio stations (BroADCAsT-
ING, March 31, Aug. 12, 1968).

Deaths

Joseph M. Troesch, 56, director and
second VP of Rust Craft Broadcasting
Co., Steubenville, Ohio, died May 9
in Steubenville after long illness. Before
being taken ill Mr. Troesch had served
as assistant general manager of Rust
Craft’s wstv-Tv Steubenville, Ohio-
Wheeling, W. Va.

Jack Jurey, 45, senior correspondent for
WTOP-AM-FM-TV Washington, died May
11 there, of cancer. Mr. Jurey had been
with station since 1958. He originated
its editorials and in 1963 won Radio-
Television News Directors Association
Award. He was named news director in
1968, but in December of year asked
to be relieved of his administrative
duties to devote full time to reporting.
He is survived by his wife, Philomena,
and daughter.

James L. Middlebrooks, 62, veteran
communications engineer-architect, died
May 13 in Vista, Calif., of heart attack.
Folliowing World War II, Mr. Middle-
brooks became director of engineering
for National Association of Broadcast-
ers. Previously he served as engineering
director of Field Enterprises stations,
Chicago, and spent 15 years with CBS
Radio supervising construction of trans-
mitters and studios. After leaving NAB
he worked for ABC and King Broad-
casting Stations, Seattle. He is survived
by his wife, Dorothy, and son.

Harold J. Power, 76, retired president
of old Power Condenser and Electronics
Corp., died May 10 in Lakewood, N. J.,
of heart ailment. Mr. Power founded
one of first commercially licensed ra-
dio stations in U.S., waI, on campus of
Tufts University, Boston. After working
as consulting engineer, he founded
electrical components manufacturing
firm bearing his name. He retired in
1958. He is survived by his wife,
Gwendolyn.
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forTheRecond

As compiled by BROADCASTING, May 7
through May 14 and based on filings,
authorizations and other FCC actions.

Abbreviations: Ann.—announced. ant.—an-
tenna. aur.—aural. CATV—community an-
tenna television. CH—critical hours. CP—
construction permit. D—day. DA—direction-
al antenna. ERP—effective radiated power.
ke—kilocyeles. kw—kilowatts. LS—local sun-
set. mc—megacycles. mod.—modlfication. N
—night. PSA—presunrise service authority.
SCA-—subsidiary communications authorlza-
tion. SH—specified hours. SSA—-special serv-
ice authorization. STA—special temporary
authorizatlon, trans.—transmitter, UHF—ul-
tra hlgh frequency. U—unlimited hours.
VHF—very high frequency. vis.—visual. w—
watts. *—educational.

New TV stations

Final action

a FCC denied application by KBLI Inec.,
licensee of KTLE(TV) Pocatcllo, Idaho, for
review of order by review board which added
issue dealing with KBLI's qualifications to
be licensee to comparative hearing involving
renewal of KTLE's license (Docs. 18401-2).
Action May 14,

Other actions

®» Review board in Pocatello. Idaho, TV pro-
ceeding, Docs. 18401-02, denicd motion to
enlarge hearing issues filed Jan. 13 by The
Post Co. Action May 13.

a Review board in Minneapolis. TV pro-
ceeding. Docs. 18381-82, granted to extent
indicated and denied in all other respects.
petition to enlarge and modify issues and
further petition to enlarge issues filed Dec.

16 and Feb. 28. respectively, by Calvary
Temple Evangelistic Assoclation. Action
May 9.

» Review board in Minneapolis, TV pro-
ceeding, Docs. 18381-82, denied motion of

Control Data Corp. to enlarge hearing is-
sues and motion of Control Data Corp. to

intervene, both filed Dec, 16. 1968. Actlon
May 12
a Review board in Minneapolis. TV pro-

ceeding. Docs, 15841-43, 16782-83, board mem-
bers Slone. Pincock and Kessler adopted
memorandum opinion and order denying
petition for partial reconsideration or addi-
tion of protective condition filed Nov. 15,
1968. by Control Data Corp. and petition to
dismiss Control Data_ petition filed Jan, 9
by Twin City area Educational Television
Corp. and Midwest Radio-Television Ine.
Action May 12.

» Review board in Newark. N. J.. TV pro-
ceeding. Docs. 18403-04, 18448, denied mio-
tion to enlarge issues filed March 3 by
Atlantic Video Corp. Action May 7.

® Review board In_ San Angelo. Tex.. TV
proceeding, Does. 1754142, scheduled oral
argument before panel of revlew board for
June 12. Action May 13.

Actions on motions

» Hearing Examiner Chester F. Naumowicz
Jr. in Minneapolis (Viking Television Inec.
and Calvary Temple Evangelistic Associa-
tion), TV proceeding, on request by Viking
Televislon Inc., continued all procedural
dates including commencement of hearing,
pending further order (Docs. 18381-2). Ac-
tion May 8.

®» Acting Chief, Broadcast Bureau, on request
by A. Earl Cullum Jr. and Associates. ex-
tended to May 23 time to file reply comments
in matter of amendment of rules governing
operatlon of TV's by remote control (Doc.
18425). Action May 9

a Broadcast Bureau, on request by Sollicom
Inc.. extended to June 2 time to flle reply
comments in matter of amendment of com-
mission’'s rules and regulations to add VHF
channel to Mount Vernon. Ill. (Doe. 18453).
Action May 8.

Call letter action

s WKAP Inc.,, Bethlehem, Pa.
WKAP-TV.

Granted

Existing TV stations

Final Actions

= WDBO-TV Orlando, Fla.—Broadcast Bu-
reau granted mod. of CP to make changes in
transmission line. Action May 7.

s WBBM-TV Chicago—Broadcast Bureau

granted CP to change ERP to 35.4 kw vis,,

7.08 kw aur.: change trans, location to John

Hancock Center, 875 North Mlchlgan Avenue:

change lype trans., type ant.: ant. height to
1,350 ft.: condltion. Action May 6.

s WTTV(TV) Bloomington, Ind.—Broadcast
Bureau granted CP to change tyDe trans.:
condition. Action May 6.

Aoction on ‘motion

s Hearing Examiner Isadore A. Honig in
Newark., N, . (Atlantic Video Corp.
[WRTV(TV)]. Vikcom Broadcasting Corp.

and Ultra-Casting Inec.), TV proceeding, set
certain procedural dates: scheduled hearing
on financial, air menace and comparative
coverage issues for July 8; scheduled hear-
ing on comparative issue matters (except
coverage) for Aug. 5: further ordered gen-
eral areas of anticipated testimony be fur-
nished to other parties and hearing examiner
in connection with exchange of exhibits on
June 20 and July 14 respectively (Docs.
184034, 18448). Action May 12,

New AM stations
Applications

= Bellaire, Tex.—V. M. Preston sccks 1170
ke. 250 w-D. P.O. address: Box 267. Bellaire
77401. Estimated construction cost $24,194.34:
first-year _obperating cost S$48.000: revenue
$70.000. Principals: V. M. Preston,
owner. Mr, Preston owns 60% of KANI
Wharton, Tex., The Wharton (Tex.) Journal,
newspaper printing firm and owns suburban
weekly newspaper publishing firm in Hous-
ton. Ann. May 12

Final action

a Fort Lauderdale. Fla.—Lauderdale Broad-
cast Inc. FCC granted 1190 ke, 5 kw-D. P.O.
address: 712 Dade Federal Building. Miami
33131. Estimated construction cost $141,000:
first-year operating cost $150.000: revenue
$155.000. Principals: Lee Ruwitch. secretary,
Gordon Sherman. presldent and Jesse D.
Fine, vice president (each 3313%), Mr.
Sherman owns WORJ-AM-FM Orlando-Mount
Dora, Fla. Messrs. Sherman and Ruwitch
each own 50% of WMMB and WYRL(FM)
hoth Melbourne. Fla. Mr. Ruwitch publishes
Miami Review and Duaily Rerord and Brow-

ard Review and Business Record. Action
May 7.

Other actions

s Review board in Elmhurst, Il1l.. AM pro-

ceeding. Docs. 16965-66, scheduled oral ar-

gument before panel of review board for
June 3. Action May 9.

s Review board In Kettering, Ohlo, AM
proceeding. Docs. 17243-45, 17247, 17249-50.
granted to extent indicated and denled in all
other respects Detition to enlarge issues filed
March 5 by The Gem City Broadcasting
Co. Action May 7.

s Review board in Kettering, Ohio, AM
proceeding, Docs. 17243-17250, granted mo-
tion for extension of time to file opposition
to petition to reopen record and enlarge
issues filed May 9 by Kittyhawk Broadcasting
Corp. Action May 13.

n Review board in Kettering, Ohio. AM
proceeding. Docs. 17243-17250, granted mo-
tlon for extension of time to file replies to
exceptions filcd May 9 by The Gem City
Broadcasting € . Action May 13.

s Review board in Parma, Ohio. AM pro-
ceeding, Docs. 18368-69. granted joint request
for dismissal of application; approval for
reimbursement of expenses; and waiver of
publication, filed Feb. 10 by Sundial Broad-
casting Co. and Howard L. Burris; agree-
ment approved; application of Sundial
Broadcasting Co. Inc. dismissed wlth prej-
udice: application of Howard L. Burris re-
tained in hearing status. Action May 7.

a Review board in Lawton, Okla., AM pro-
ceeding, Docs. 18392-94, granted request for
extension of time filed May 7 by Chief,
Broadcast Bureau. Action May 9.

a Review board in Freeland, Pa., AM pro-
ceeding. Docs. 18489-91, granted motion for
extension of time to flle reply filed May 5
by Summit Broadcasting. Action May 7.

» Review board in Greenwood. S. C., AM
proceeding, Docs. 18503-04, granted petition
for cxtension of time to file opposition to
petition to enlarge issues, filed May 6 by
Saluda Broadcasting Co. Action May 8.

Actions on motions

» Hearing Examiner Isadore A. Honig in
Wanchese and Midway Park, both North
Carolina (Outer Banks Radio Co. and Ons-
low County Broadcasters), AM proceeding,
granted petition by J Farlow and Wil-
liam D. Mills and dismissed with prejudice
application for new AM in Midway Park:
and by separate action. on examiner’'s own
motion, cancelled certain procedural dates
for hearlng on various issues concerning
applications heretofore scheduled In ex-
aminer’'s order followlng further prehearing
conference (Docs. 17886-7), Actions May 7.

w Hearing Examiner Isadore A. Honig in
Wanchese, N. C. (Outer Banks Radio Co.),
AM proceeding, on examiner’'s own motion,
ordered hearing in application, which re-
mains in hearing status following dismissal
of conflicting application of Onslow County
Broadcasters, will be convened on May 15
(Doc. 17886). Action May 8

n Hearing Examiner Chester F. Naumowicz
Jr. in Boynton Beach, Fla. (North American
Broadcasting Co., Radio Boynton Beach Inc.
and Bovnton Beach Community Services

EDY
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& COMPANY, IN
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Appraisers ¢ Financial Advisors

New York—60 East 42nd St., New York, N. Y 1001
West Coast—1357 Jewell Ave., Pacific Grove, Cghf 93950

2-687-4242
8-375-3164

BROADCASTING, May 19, 1969

79



Inc.), AM proceeding, granted petition by
Radio Boynton Beach Inc. for leave to
amend application to show location of trans.
site (Docs. 18310-2), Action May 12.

s Hearing Examiner Herbert Sharfman In
Freeland and West Hazleton, both Pennsyl-
vanla (Summit Broadcasting, CBM Inc.,
Broadcasters 7 Inc.), AM proceeding, on
request by Summit Broadcasting rescheduled
prehearing conference for June 27 (Docs.
18489-91). Action May 12.

Call letter action

s Near-North Broadcasting Co.,
Wis. Granted WLOT.

Marinette,

Existing AM stations
Applications

s KREO Indio, Calif.—Seeks CP to_change
to 1400 ke, 250 w, 1 Kw-LS, U. Ann. May 5.

Final actions

» Broadcast Bureau granted mod, of CP's
to extend completion dates for following:
WLLS Hartford, Ky., to Nov. 11: WXLN
Potomac-Cabin John. Md.. to Oct. 15: WAMY
Amory, Miss.,, to Aug. 31, condition: KGNS
Laredo. Tex., to Oct. 1: WPMH Portsmouth,
Va., to Aug. 29. Actions May 12,

® Broadcast Bureau granted licenses cov-
ering changes in following: KLOM Lompoc,
Calif.: WKEN Dover, Del. Action May 12.

» WIRD Tuscaloosa. Ala.—Broadeast Bu-
reau granted license covering use of former

main trans. as alternate-main_trans.; Te-
mote control permitted. Action May 12.
s KBLU Yuma, Ariz.—Broadcast Bureau

granted renewal of license. Action May 6.

s KCHJ Delano, Calif.—Broadcast Bureau
granted CP to install new trans. at maln
trans. location as main night-time and auxil-
iary daytime trans. Action May 6

a KSOM Ontario, Calif.—Broadcast Bureau
granted license covering increase in day-
time power to 1 kw, 10 kw DA-2 U: install
new trans. Action May 12.

» KSRO Santa Rosa, Calif.—Broadcast Bu-
reau granted mod. of CP to operate trans.
by remote control. Action May 7.

s KVML Sonora, Calif.—Broadcast Bureau
granted license covering installation of
auxiliary trans. Action May 6.

8 KBRR Leadville, Colo.—Broadcast Bureau
granted license covering changes, specify
type trans. and granted license covering
use of former main trans. for auxiliary
purposes only. Action May 12.

® FCC denled petition for reconsideration by
United Broadcasting Co. and application for
review by Paul F. Cory (secured cregditor
of licensee) of action by Chief, Broadcast
Bureau, dismissing application by United for
renewal of license for KOLR Sterling. Colo..
and deletion of caill letters and action con-
firmed. Action May 7.

s KUAD Windsor. Colo.—Broadcast Bureau
granted license covering new station.
specify studio and remote control location
as 206 5th Street. Action May 12.

8 FCC denled KHVH Honolulu request for
rule waiver and to expedite processing:
application for power Increase returned.
Western Telestations Inc. is licensee of
KHVH (1040 ke, 5 kw, U.). Action May 7.

8 KSKI Hailey, Idaho—Broadcast Bureau
granted CP to replace expired permit for
changes. Action May

= WAIT Chicago—Broadcast Bureau granted
license covering change in ant. system.
Action May 12.

8 WIBM Jerseyvllle, Ill.—Broadcast Bureau
granted license covering changes. Action
May 6.

8 WEKG Jackson. Ky.—Broadcast Bureau
granted license covering new station: specify
type trans. Action May 12.

s Complaints and compliance division noti-
fied John K. Snyder. candidate for mayor
of Alexandria. La., in second primary run-
off that KDBS Alexandria has not violated
fairness doctrine. equal opportunities pro-
visions or commission’s editorializing rules.
Action May 8.

s KPBC Port Sulphur. La.—Broadcast Bu-

reau granted license covering increase in
power. Action May 6

8 WHOU Houlton Me.—Broadcast Bureau
granted license to use former main trans. for
auxiliary purposes only. Actlon May 9.

8 WABJ Adrian, Mich.—Broadcast Bureau
granted license covering use of former main

tl.xéans. as alternate-main trans. Ac¢tion May

8 KXLW Clayton, Mo.—Broadcast Bureau
granted CP to change from 1320 k¢, 1 kw-D
to 1320 ke. 5 kw, DA-D: make changes in
ground system: conditions. Action May 8.

® KXXL Bozeman. Mont.—Broadcast Bureau
granted remote control. Action May 1.

8 WBVM Utica. N. Y.—Broadcast Bureau
walved provisions of rules to extent of per-
mitting relocation of main studio beyond
corporate limits of Utica and granted mod.
of license covering change in studio and
rcmote control location to 1720 Burrstone
Road, New Hartford. Action May 6.

8 WBNS Columbus, Ohio—Broadcast Bureau
granted license to use formier main trans.
as alternate-main trans. Action May 12.

s WEQOL Elyria. Ohio—Broadcast Bureau
granted remote control. Action May 14.

u= KPNW Eugene. Ore.—Broadcast Bureau
granted license covering changes: specify
type trans. Action May 9.

a WDAR-FM Darlington, S§. C.—Broadcast
Bureau granted mod. of licenses covering
change In name of licensee to Rebel Radio
Ine. Action May 6.

8 KOBH-FM Hot Springs. S. D.—Broadcast
Bureau granted mod. of licenses covering
change In name of licensee to Ponderosa
Broadcast House. Action May 6

8 WENR Englewood. Tenn.—Chief, Com-
plaints and Compliance Division. notified
Frederick A. W. Davis, general manager of
WENR and prospective candidate for office,
that broadcast of announcements using his
voice does not require that WENR afford
equal opportunity to all other candidates
for office. Action May 8.

8 WIZO Franklin. Tenn.—Broadeast Bureau
granted license covering new station. specify
type trans. Action May 12.

8 KMOR Murray. Utah—Broadcast Bureau
granted mod. of CP to extend completion
date to July 1. Action May 6.

8 WGH Newport News, Va.—Broadcast Bu-
reau granted remote control from main and
auxiliary trans. (daytime). Action May 8.

s KOOD Lakewood. Wash.—Broadcast Bu-
reau rescinded grant of renewal of license.
Action May 6.

®# KTAC Tacoma. Wash.—Broadcast Bureau
granted licensc covering use of main day-
time trans. as main trans. day and night:

granted license covering main night-time
trans. for auxiliary purposes only. Action
May 12.

» WIBA Madison, Wis.—Broadcast Bureau
granted CP to install auxiliary trans. at
main trans. location. Action May 8.

Other actions

8 FCC deferred supplemental renewal ap-
plications of Progress Broadcasting Corp.
and United Broadcasting Co. of New York
Inc.. licensees of WHOM and WBNX, both
New York. pending criminal proceedings
against employes of stations for alleged
perjury and ‘'payola.”” Action May 7.

s FCC rranted request by Amecrican Civil
Libertics Union. Greater Philadelphia Branch
(ACLU) to file brief in license renewal hear-
ing of WXUR-AM-FM Media, Pa. ACLU's
request to participate in oral argument was
deferred. Action May 3

Actions on motions

s Chief Hearing Examiner Arthur A, Glad-
stone in Gaithersburg, Md. (Nick J. Chan-
conas), renewal of license of WHMC, ex-
tended to May 19 time for filing proposed
findings and conclusions and to May 26
time for filing replies (Doe. 18391). Action
May

= Chief Hearing Examiner Arthur A. Glad-
stone in Gaithersburg, Md. (Nick J. Cha-
conas). renewal of license of WHMC, grant-
ed request by Broadcast Bureau and ordered
record corrected accordingly (Doc. 18391).
Action May 12.

Fines

8 KAHU Waipahu. Hawaili—FCC notified of
apparent liability of $500 for willful or re-
peated violations of rules by failing to make
equipment performance measurements, fail-
ure to make inspections of transmitting
equipment or failure to log inspectjons. fail-
ure to log half-hourly trans. readings and
failure to log station identification an-
nouncements. Action May 7.

u \WKZI Casey, Ill., and WPFR-FM Terre
Haute. Ind.—FCC notified of apparent li-
ability forfeiture of $500 for wlillful and re-

Deated violation of rules in that neither
station had in proper operating condltion
equipment capable of adequately alerting
operators on duty of emergency action noti-
fication and terminations and failure to make
various entries in program logs, including
classification of programs as to source and
type, as well as duration of commercial
announcements. Action May 7.

Call letter application

8 KGNU, Barnes Enterprises, Santa Clara,
Calif. Requests KEGL.

New FM stations
Applications

o Versailles. Ky.—Woodlander Broadcasting
Co. Seeks 100.9 mec, 3 kw. Ant. height above
average terrain 300 ft. P.O. address: c/o
Willlam K. Alexander, 311 Douglas Avenue,
Versailles 40383. Estimated construction cost
$22,751; first-year operating cost $31,000;
revenue $36,000. Principals: Willlam Kenneth
Alexander, president, James W, Hatcher,
vice president, James T. Alexander, treas-
urer, and George F. Harrls, secretary (each
25%). Mr. W. Alexander is purchasing direc-
tor for St. Joseph's Hospital, Lexington, Ky.
Mr. Hatcher is chief engineer for WSAC-
AM-FM Ft. Knox and WIEL Elizabethtown
and is consulting engineer, Hodgenville, all
Kentucky. Mr. J. Alexander owns furniture
company. Mr. Harris owns oil-gas distribu-
tion firm. Ann. May 9.

8 Dowaglac, Mich.—Dowaglac Broadeasting
Co. Seeks 97.7 mc. 3 kw. Ant. height above
average terrain 108 ft. P.O. address: c/o
William Kuiper, Marcellus Highway, Dowa-
giac 49047. Estimated construction cost $7,-
850; first-year operating cost $3.000: revenue
$5,000. Principals: William and William E.
Kuiper (each 50%). Messrs. Kuiper each own
50% ot WKJR Muskegon Heights. of WKPR
Kalamazoo and of WDOW Dowaglac and
58% and 41.4%, respectively, of WFUR
Grand Rapids, all Michigan. Ann. May 9.

8 East DeWitt. Mich.—Carmine Broadcast-
ing Co. Seeks 92.1 me, 2.20 kw. Ant. height
above average terrain 336 ft. P.O. address:
¢/o David Allen Carmine, 303 Park Street,
Plymouth, Mich. 48170. Estimated construc-
tion cost $23.050: first-year operating cost
$27.000: revenue $36,000. Principals: David
Allen Carmine, Dale Edgar Carmine and
Frances Ward Carmine (each 33%%). David
Carmine is announcer-news director for
WEXL Royal Oak and announcer-newsman
for WOMC-FM Detroit, both Michigan. Dale
Carmine is comptroller for General Motors
Corp.. Ypsilanti, Mich. Frances Carmine is
registered nurse. Ann. May 9.

Starts authorized

s KEEY(FM) St. Paul, Minn.—Authorized
program operation on 102.1 me. ERP 100 kw,
ant, height above average terrain 360 ft.
Action May 2,

8 KSVP-FM Artesia, N.M,—Authorized pro-
gram operation on 929 me. ERP 50 kw,
ant. height above average terrain 1,090 ft.
Action May 5.

8 KCHF-FM Sioux Falls, S.D.—Authorized
program operation on 93.5 me., ERP 3 kw,
ant. height above average terrain 120 ft.
Action May 6.

Final actions

® FCC denied reconsideration of partial grant
to Iowa State University of Science and
Technology to increase power and original
grant affirmed, Action May 7,

= *Fairfield. Iowa—Parsons College. Broad-
cast Bureau granted 89.5 mc, 1 w. P.O. ad-
dress: c¢/o Norman E. Jorgensen, Campus
Radio Station, Fairfield 52556. Estimated
construction cost $1,000; first-year operating
cost $1,000: revenue none. Principals: Board
of trustees. William E. Welss Jr., chairman,
et al. Action May 7.

® Moncks Corner. S. C.—William T. Friddell
Sr. Broadcast Bureau granted 1055 me. 3
kw. Ant. height above average terrain 265
it. P.O. address: 102 Jolly Lane, Moncks
Corner 29461. Estimated construction cos!
$17.150: first-year oDerating cost $12.000.
revenue $12.000. Principal: William T, Frid-
dell Sr.. sole owner. Mr. Friddell owns
drive-in_theater and engineering company.
Action May 13.

Other actions

B Review board in Gordon. Ga., FM pro-
ceeding, Docs. 18278-79, scheduled oral argu-
ment before panel of review board June 3.
Action May 9.
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PROFESSIONAL CARDS

JANSKY & BAILEY
Consulting Engineers
1812 K St., N.W.
Wash., D.C. 20006
Membe; AFCCE

296-6400

JAMES C. MeNARY
Consulting Enginecer
National Press Bidg.
Wash., D. C. 20004

Telephone District 7-1205

Member AFOCE

—Established 1926—
PAUL GODLEY CO.
CONSULTING ENGINEERS
Box 798, Upper Montclair, N.). 07043
Phone: (201) 746-3000
Member AFCCE

GEORGE C. DAVIS

CONSULTING ENGINEERS
RADIO & TELEVISION

527 Munsey Bldg.
783-0111
Washington. D. C. 20004
Member AFCCE

COMMERCIAL RADIO

EQUIPMENT CO.
Everett L. Dillard, Gen, Mgr.
Edward F. Lorentz, Chief Engr.
PRUDENTIAL BLDG.
347-1319
WASHINGTON. D. C. 20005
Member AFCCE

A. D. Ring & Associates

42 Years’ Experience in Radio
Engineering
1710 B St., N.W. 298-6850
WASHINGTON. D. C. 20006
Member AFCCE

GAUTNEY & JONES
CONSULTING RADIO ENGINEERS
930 Warner Bldg. National 8-7757

Washington, D. C. 20004

Member AFCCE

Lohnes & Culver

Munsey Building  District 7-8215
Washington, D. C. 20004

Jember AFCCE

KEAR & KENNEDY

1302 18th St.. N.W. Hudson 3-9000
WASHINGTON, D. C. 20006

Member AFCCE

A, EARL CULLUM, JR.
CONSULTING ENGINEERS
INWOOD POST OFFICE
DALLAS, TEXAS 75209
{214) 631-8360
Member AFCCE

GUY C. HUTCHESON
817-261-8721
P. 0. Box 808
1100 W. Abram
Arlington, Texas 76010

SILLIMAN, MOFFET
& KOWALSKI
711 14th St., N.W.
Republic 7-6646

Washington, D. C. 20005
Member AFCCE

GEO. P. ADAIR ENG. CO.

CONSULTING ENGINEERS
Radio-Television
Communications-Electronics
2029 K St.. N.W., 4th Floor
Washington, D. C. 20006
Telephone: (202) 223-4664
Member AFCOE

WALTER F. KEAN
CONSULTING RADIO ENGINEERS

19 E. Quincy Street
Riverside, llinois 60546

(A Chicago Suburb)
Phone 312-447-2401

Member AFCCE

HAMMETT & EDISON
CONSULTING ENGINEERS

Radio & Television
Box 68, International Airport
San Francisco, California 94128
(415) 342-5208

Member AFCCE

JOHN B. HEFFELFINGER
9208 Wyoming PI. Hiland 4-7010

KANSAS CITY, MISSOURI 64114

JULES COHEN
& ASSOCIATES
Suite 716, Associations Bldg.
1145 19th St., N.w.. 659-3707
Washington, D, C. 20036
Member AFCOE

CARL E. SMITH
CONSULTING RADIO ENGINEERS
8200 Snowville Road
Cleveland, Ohio 4414)

Phone: 216-526-4386
Member AFCCE

VIR N. JAMES
CONSULTING RADIO ENGINEERS
Application and Field Engineering
345 Colorado Blvd.—80206
Phone: (Area Code 303) 333-5562
TWX 910-931-0514
DENVER, COLORADO
Mamber AFCCE

A, E, Towne Assocs., Inc.
TELEVISION and RADIO
ENGINEERING CONSULTANTS
727 Industrial Road
San Carlos, California 94070
(415) 592-1394

PETE JOHNSON
& Associates

CONSULTING am+fm.tv ENGINEERS

P.0. Box 4318 304-925-6281
Charleston. West Virginia

MERL SAXON
CONSULTING RADIO ENGINEER
622 Hoskins Street
Lufkin, Texas 75901
634-9558 632-2821

RAYMOND E. ROHRER
Consulting Radio Engineers
317 Wyatt Bldg.
Washington, D, C. 20005
Phone: 347-9061
Member AFOCE

E. HAROLD MUNN, JR.
BROADCAST ENGINEERING
CONSULTANT
Box 220
Coldwater, Michigan—49036
Phone: 517—278-6733

JOHN H. MULLANEY
and ASSOCIATES

Suite 71,
1150 Connecticut Ave., N.W.
Washington, D. C. 20036

Phone 202-223-1180
Member AFCOE

ROSNER TELEVISION
SYSTEMS
ENGINEERS—CONTRACTORS

29 South Mall
Plainview, N.Y. 11
(516) 694-1903

Serving The SOUTHEAST
FREDERICK A. SMITH, P.E.

Consulting Engineer

5 Exchange St.
Charleston, S, C. 29401
A/C 803 723-4775

TERRELL W. KIRKSEY
Consulting Engineer
5210 Avenue F
Austin, Texas 78751
(512) 454-7014

SERVICE DIRECTORY

ORRIN W, TOWNER
Consulting Engineer

11008 Beech Road
Anchorage, Kentucky 40223
(502) 245-4673

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

COMMERCIAL RADIO

MONITORING CO.
PRECISION FREQUENCY
MEASUREMENTS
AM- FM-T
103 S. Market St.
Lee's Summit, Mo.
Phone Kansas City, Laclede 4-3777

CAMBRIDGE CRYSTALS
PRECISION FREQUENCY
MEASURING SERVICE
SPECIALISTS FOR AM-FM-TV

445 Concord Ave.
Cambridge, Mass, 02138
Phone (617) 876-2810

Telecommunication Consultants
International, Inc. (TCY)
Offers Consulting Services in
Telecommunications & Electronics
Data Handling Systems
GCerald C. Gross. President
1028 Conn. Ave., NW, Wash. 20036
Phone (202) 659-1155
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TELCOM, INC.
Offering The Services Of
Its Registered Structural

Engineers
8027 Leesbura Pike
McLean, Va. 22101

(703) 893-7700
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Summary of broadcasting
Compiled by BROADCASTING, May 14, 1969

Not
On Air Total On Air Total
Licensed CP's On Air CP's Authorized

ercial AM 4,241 11 4,253 58 4,311
ggmmercial FM 1,953 37 1,990 171 2,161
Commercial TV-VHF 4962 10 506 14 5202
Commercial TV-UHF 1262 51 1752 159 3362
Educational FM 363 8 371 36 406
Educational TV-VHF 71 5 76 1 77
Educational TV-UHF 73 27 100 12 112
Station boxscores
Compiled by FCC, April 1, 1969

Com'l AM  Com’l FM Com'l TV Educ FM Educ TV

Licensed (all on air) 4,2361 1,946 618! 358 144
CP's on air (new stations) 10 36 62 9 32
Total on air 4,246! 1,982 6782 367 176
CP’s not on air (new stations) 62 167 171 38 13
Total authorized stations 4,308t 2,149 841 403 189
Licenses deleted 1 0 0 0 0
CP's deleted 0 1 2 0 0

1 Includes three AM's operating with Special Temporary Authorization, and 25 educational AM's.
* Includes two VHF's operating with STA's, and two licensed UHF's that are not on the air.

a Revlew board in Donelson, Tenn. FM
proceeding, Docs. 18517-18, granted petition
for extension of time, filed May by
Hendersonville Broadcasting Corbp. Action
May 12.

Actions on motions

a Hearing Examiner Basil P. Cooper in
Qcean City, N.J. (Lester H. Allen and Salt-
Tee Radio Inc.), FM proceeding, on request
of Broadcast Bureau, scheduled further pre-
hearing conference for May 14 (Docs. 18408-
9). Action May 12.

a Hearing Examiner Millard F. French in
Williamison and Matewan, both West Vir-
ginia (Harvit Broadcasting Corp, and Three
States Broadcasting Co.), FM proceeding,
on request by Three States Broadcasting
Co., rescheduled certain Drocedural dates:
hearing on engineering issue rescheduled
for June 17, hearing on nonengineering
aspect rescheduled for June 30 (Docs. 18456-
7). Action May 12.

a Hearing Examiner Isadore A. Honig in
Kenedy-Karnes City, Tex. (Camel Co.), FM
proceeding, granted request by Camel Com-
Pany and dismissed with preludice applica-
tion for new FM at Kenedy-Karnes City:
terminated proceeding with amendinent in-
formation submitted in affidavit of Camel's
president concerning filing of assignment
application concerning KZFM(FM) be asso-
ciated with dismissed application and re-
tained in docket (Doc. 18362). Action May 9.

Rulemaking petitions

® Francis C. Kegel, Riviera Beach. Fla.—
Requests institution of rulemaking proceed-
ing to assign ch. 232A to Riviera Beach.
Ann. May 12.

a8 WTRI Brunswick, Md.—Requests insti-
tution of rulemaking proceedings to amend
FM table of assignments to add ch. 240 to
Halfway and ch. 244A to Brunswick. both
Maryland. Ann. May 12,

Call letter applications

® Almardon Inc. of Florida, Pompano Beach,
Fla. Requests WRBD-FM.

a8 Tiprad Broadcasting Co., Lafayette, Ind.
Requests WXUS(FM).

® Charles H. Chamberlain, Bellefonte, Ohio.
Requests WOGM(FM).

a Tri-Citles Broadcasting Corp., Gate City,
Va. Requests WGAT-FM.

® Mercer Island Sr. H. S., Mercer Island,
Wash. Requests *KMIH(FM).

s Voice of Puerto
Requests WPRP-FM

Call letter actions

a8 Youngstown State University, Youngstown,
Ohlo. Granted *WYSU(FM).

Designated for hearing

m FCC set for hearing mutually exclusive
applications of Erwin O'Connor and Norman
A. Thomas for CP's for new FM's ‘on ch.

ﬁs S{104.9 me) in Dayton, Tenn, Action
ay 7.

Rico Inc., Ponce, P.R.

Existing FM stations

Final actions

= Broadcast Bureau granted mod. of CP's
to extend completion dates for [ollowing:
KPER-FM Gilroy, Calif., to Oct. 28; KERR-
(FM) Salinas. Calif., to Aug. 11. WTYD-
(FM) New London, Conn., to Nov. 15;
WMGE(FM) Danville, Ky., to Ocl. 8;
KAWL-FM York, Neb., to Nov. 12; WFME-
(FM) Newark, N.J., to Aug. 11; KWQOE-FM
Clinton, Okla., to Aug. 19; WVNY(FM)
Burlington, Vt., to Nov. 15. Action May 9.

a WENN-FM Birmingham, Ala.—Broadcast

Bureau granted mod. of CP to change trans.

location to top of Red Mountaln, Birming-

ham; change trans. and ant.; make changes

in ant. system, ERP to 58 kw, ant. height

;2 60% ft.: remote control permitted. Action
ay 8.

a WRCK-FM Sheflield, Ala.—Broadcast Bu-
reau granted mod. of CP to change type
trans. and ant.; condition. Action May 13.

a KARK-FM Litlle Rock, Ark.—Broadcast
Bureau granted CP to install new trans.:
change ERP to 95 kw; ant. height to 1510
ft. Action May 13.

n KWST(FM) Los Angeles—Broadcast Bu-
reau granted license covering station and
granted request for SCA_on subcarrier fre-
quency of 67 ke. Action May 9.

a KXOA-FM Sacramento. Calif.—Broadcast
Bureau granted mod. of CP to change trans.
and ant.: ERP 49 kw, ant. height 140 ft.
Action May 13.

a WANM(FM) Tallahassee, Fla,—Broadcast
Bureau granted mod. of CP to change ant.-
trans. and studio location to State Road
364. 1.5 miles east of city limits, Queen
Chapel, Fla.: remote control permitted,
make changes in ant. and ant. system:
ant. height 440 ft.; ERP to 38 kw. Action
May 13.

a8 WKLO-FM Louisville, Ky.—Broadcast Bu-
reau granted remote control. Action May 1.

s WBMD-FM Catonsville, Md.—Broadcast

Bureau waived provisions of rules to per-
mit location of main studlo beyond corporate

limits of Catonsville; granted mod. of li-

cense covering change in studio location to

%4901 ligora\'ia Boulevard, Baltimore. Action
ay

» WAAF(FM) Worcester, Mass.—Broadcast
Bureau granted CP to change remote con-
trol location to 636 Salisbury Street. Hal-
den: make changes in ant. system: ERP to
1.75 kw; ant. height to 283.5 ft.; install
new ant. Action May 13.

= KORK-FM Las Vegas-—Broadcast Bureau
granted waiver of provisions of rules to
extent of permitting relocation of main
studio beyond corporate limits of Las Vegas
arid granted mod. of license to change loca-
tlon of studio and remote control to 1950
Sanhill Road. Action May 6

s KKMA(FM) Pryor, Okla.—Broadcast Bu-
reau granted CP to replace expired permit
for new station. Action May 9.

a WIBF-FM Jenkintown, Pa.—Broadcast Bu-
reau granted license covering changes; spec-
ify type trans. Action May 7.

s *WRIU(FM) Kingston, R.l.—Broadcast
Bureau granted license covering changes.
Action May 13.

s KEFC(FM) Waco, Tex.—Broadcast Bu-
reau waived provisions of rules to permit
location of main studlo beyond corporate
limits of Waco; granted mod. of license
covering change in studio location to Elk,
6 miles due east of Waco; remote control
permitted. Action May 12.

s WGH-FM Newport News, Va.—Broadcast
Bureau granted remote control from main
and auxiliary trans. Action May 8.

Call letter applications

s KKLP(FM), KLOH Inc., Pipestone, Minn.
Requests KLOH-FM.

a KVCW(FM). Thompson Broadcasting Co..
Bartlesville, Okla. Requests KYFM(FM).

Renewal of licenses,
all stations

s Broadcast Bureau sgranted renewal of li-
censes to following stations and their co-
pending auxiliaries: KBCH Lincoln City,
Ore.; KBOP Pleasanton, Tex.: KCHV Co-
acheila, Calif.; KDHL Faribault, Minn.;
KGNC Amarillo, Tex.; KPNW Eugene, Ore.:
KSRO Santa Rosa, Calif.; WBMI(FM) Hart-

ford-Meriden, Conn.; WCCM-AM-FM Law-
rence. Mass.; WDLM East Moline, Ill.:
WHAV-AM-FM Haverhill, Mass.; WHOU

Houlton, Me.;: WLBE Leesburg-Eustls, Fla.:
WMKR Millinocket, Me.: WMMM Westport.
Conn.: WOCB-AM-FM West Yarmouth. and
WPLM Plymouth, both Massachusetts:
WQDY Calais. Me.: *WRTC-FM Hartford
and WTOR Torrington, both Connecticut;
WTSN Dover, N.H. Action May 9

Modification of CP’s,
all stations

m Broadcast Bureau granted mod. of CP’s
to extend completion dates for following:
KOY (main and alternate main/auxiliarv)

Phoenix to Aug. 15; KXOA Sacramento,
Calif., to Nov. 1: KPRI(FM) San Diego to
Nov. 7: KVFS(FM) Vacaville, Calif.. to
July 1: WMYR Fort Myers, Fla., to June
28: WKKD-FM Aurora, Ill., to June 30;
KVDB Sioux Center, JYowa to Oct. 28;
KDBS-FM Alexandria. La., to June 27:

WRKO Boston to July 5: WDGY Minne-
apolis to Aug. 15: *KIOS-FM Omaha to
Qct. 21: KRWL-FM Carson CIty, Nev.. to
Sept. 15: WTNS Coshocton, Ohio to Sept.
22: WCED-FM Dubois. Pa., to OQct. 10:
*WUVT-FM Blacksburg. Va., to July &6:
WAGO Oshkosh, Wis., to Aug. 1; WEVR
River Falls. Wis.. to July 30. Actions May 6.

Other actions, all services

a WLDM(FM) Detroit: KXXK Dallas:
KMOD Tulsa. Okla.; KXLS$ Oklahoma City:
WMHE(FM) Toledo, Ohio: KIOI(FM) San
Francisco, and WQAL(FM) Philadelphia—
Request institution of proceedings to amend
rules to_prohibit use of common call letters
(e.g. WXXX and WXXX-FM) by commonly
owned AM's and FM’'s. Ann. May 12.

Translator actions

a Broadcast Bureau granted licenses cover-
ing following new UHF translators: K71BF.
K78BL. K75BJ. K82AU and K73BD, all South
Lake Tahoe, Calif. Action May 9.
a Broadcast Bureau granted CP's to replace
expired permits for following new UHF
translators: K76CS Hanford and KS80CN
Mariposa. Cathey’s Valley and Hornitos, all
California. Action May 9.
= Broadcast Bureau granted CP's to replace
expired permits for changes in following
VHF translators: K11BH and K13BF, both
Diamond Valley. Harney County, both Ore-
gon. Action May 9.
a Broadcast Bureau granted licenses cover-
ing following new UHF translators: K63A4
Waialua, Hawaii;: W72AN Gary. Ind.; K7ICE
International Falls, Minn.: K73CA Kabeto-
gama, Minn. Action May 12,
8 Broadcast Bureau granted licenses cover-
ing following UHF translators: W73AI Fort
Myers, Fla.; WT70AM Fort Mvers, Fla.:
WT9AM Immokalee and Lehigh Acres, both
Fla,; WTTAC Immokalee and Lehigh Acres,
ll\),?th 1F21a.: KT79AI Hood River, Ore. Action
ay 12.

(Continued on page 89)
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CLASSIFIED ADVERTISING

Payable In advance. Check or money order only.
Situations Wanted 25¢ per word—$2.00 minimum.

Applicants: If tapes or films are submitted, please send $1.00 for each package
to cover handling charge. Forward remittance separately. All transcriptions, pho-
tos, etc., addressed to box numbers are sent at owner's risk. BROAD
expressly repudiates any liability or responsibility for their custody or return.

Help Wanted 30¢ per word—$2.00 minimum.

Deadline for copy: Must be received by Monday for publication next Monday.
Display ads $25.00 per inch. 5% or over billed at run-of-book rate.—Stations for
Sale, Wanted to Buy Stations, Employment Agencies, and Business Opportunity

TING

advertising require display space. Agency commission only on
All other classifications 35¢ per word—%$4.00 minimum.

No charge for blind box number.

?&;ﬂargss replies: c/o BROADCASTING, 1735 DeSales St., N.W., Washington, D.C.

display space.

e ——————————————

RADIO

HAnnouncers continued

Technical continued

Help Wanted—Management

Washington, D.C.—Qur three young men handling
local sales earn considerably more than most man-
agers (including major market managers). These
men are true professionals selling direct and to
agencies. We'd like to add one more experienced
young man who is successful selling contemporary
(top 40) radio. Full 159 commission, liberal draw,
plus expenses and fringe benefits. Applications
welcome from managers, sales managers and ac-
count execs in all size markets. Bob Howard,
WPCC, Box 8550, Washington, D.C. 20027.

Sales

Successful, pro salesman, preferably RAB trained,
salary, bonuses. |deal climate, ideal working con-
ditions. Box E-96. BROADCASTING.

Opportunity, Kansas small market, young salesman-
announcer. Commission, monthly guarantee. Live
accounts, prospects. Business growing. County seat,
college town, agriculture, industry. Exclusive in
trade area. Box E-120, BROADCASTING.

Small market Colorado AM-FM proven producer,
good incentives, write Box E-212, BROADCASTING.

Experienced, energetic self-starter who enjoys being
creative. Chance to move into management. $12,-

start. Airmail resume, photo to KSEW, Box
258, Sitka, Alaska 99835.

Announcer-Salesman, rural Virginia small market.
Will consider experienced announcer wanting sales.
Commission and salary. Resume and salary require-
ments to WODI, Brookneal, Va.

Experienced—who wishes to hfo into_management.
Medium sized market. Write Norman Thomas, P. O.
Box 428, Chattanooga, Tenn.

Small market salesman—Eager to move up to Top
50  Market! Honest, persuasive, service-oriented
:azrgély man! Call me today. Roy Tobin, 219-844-

Broadcast sales engineer—CCA Electronics is ex-
panding—Additional sales personnel are needed to
cover active leads—Sales territories have been re-
adjusted—Two areas are now open for aggressive
representatives. The first covers Ohio and  West
Virginia; The second Nebraska, South Dakota,
North Dakota, Minnesota and lowa. We require
experienced equipment salesman or station man-
agers with a_ following in these areas. Advance
against commission with realistic anticipated in~
come of $25000.00. Majl complete resume to:
CCA Electronics Corporation, 716 Jersey Avenue,
Gloucester City, New Jersey 08030.

All around staff announcer . . . needed by top-
rated station in excellent market. Salary open. First
ticket but no maintenance . . . university town.

Chief Engineer. $250.00 weekly. East Coast. Pleas-
ant living conditions. Must have Strong directional
background and be thoroughly experienced in an-
tenna, transmitter and audio work. Send resume,
references and picture. Box E-90, BROADCASTING.

Excellent opportunity for right man. Box E-206,
BROADCASTING.
Wanted: Experienced, mature morning announcer

who is tired of moving and is ready to settle in

one place. Salary open. Contact Fred Hepner,
KCNO, Alturas, California.
Wanted: Experienced radioman. Must be able to

announce, write, sell. Good salary. Apply at KOLT,

Scottsbluff, Nebraska.

5,000 watt daytimer needs experienced afternocon
man, No collect calls. Tape and resume required.
KOLY, Mobridge, S.D.

Rock Dj—WEAM, Arlington, Va. Call Harry Averill,
(703) 534-8300.

Bright & alive morning man needed for 5000 watt
MOR top-rated CBS affiliate upstate New York
near Vermont skiing, & Montreal—Lake Champlain
area. Tape & resume to WEAV Radio, Plattsburgh,

N.Y. or call 518-561-0960. Mr. Bissell or Mr.
Squires.
Experienced, professional, production-minded per-

sonality needed by midwest modern MOR station.
Finest staff, facilities, beautiful community in
which to live and work. Above-average wage for
above-average afternoon drive-time announcer. Send
Ege.“sr“essume to WFIN, Findlay, Ohio 45840. 419-

| challenge you! To be a bright, happy personality.
Take pride In being a true professional. To work
hard for opportunity with a young, fast-growing,
dynamic broadcast corporation. To do above average
air work & production. To receive above average
wages & fringe benefits. To work at Wisconsin's
most effectively powerful station. To send tape
G resume immediately, or to call me today 9-11
AM and 2-5 PM at 414-324-4441 or 414-921-1170.
Jack Davison, P.D., WLKE, P.O. Box 550, Waupun,
Wisconsin 53963.

“Station In the heart of Long Island’s Hamptons
has opening for a personality that's alive!” A guy
who really loves radio, music, production, news,
etc. Send non-returnable tape, etc. to: Paul Sidney,
Program Director, WLNG AM & FM, Box BI15, Sag
Harbor, L.l., New York.

Wanted for U.S. Caribbean Island station: A com-
bination engineer announcer, single man preferred.
Send tape, resume and recent photo. A fair em-
ployment station. Reply to Box E-160, BROAD-
CASTING.

Chief Engineer wanted for northeast 1kw AM oper-
ation. If you're a competent engineer, tired of
filling in as an announcer, salesman or janitor, and
would be happier with full time repair and main-
tenance, contact Box E-184, BROADCASTING.

Qualified engineer of good character for network
radio station in southwest. Box E-198, BROAD-
CASTING.

Technical supervisor, mature and experienced, with
first class license for studio and transmitter opera-
tions. Skw AM directional and stereo FM. Write
J. Hall, WRR, Dallas, Texas 75226.

Studio technician experienced, with first class li-
cense for 5 kw AM and stereo FM. No announc-
ing. Write ). Hall, WRR, Dallas, Texas 75226.

Transmitter technician experienced with First class
license for Skw AM directional and stereo FM.
Write ). Hall, WRR, Dallas, Texas 75226.

Suburban Detroit daytimer has immediate opening
for chief. Must know directional two way main-
tenance. Permanent position for young eager, engi-
neer on way up. Grow with us. WSDS Ypsilanti,
313-484-1480.

NEWS

News director for ABC affiliate in beautiful cosmo-
politan university town in northeast. Handle local
morning and noon newscast. Direct reporters. Ex-
cellent for pro. Box D-58, BROADCASTING.

Experienced newsman—for vacancy on 3-man news
staff of Virginia network affiliate. Write Box
E-134, BROADCASTING outlining news experience

News Director to gather, write, and air local and
regional news. Near St. Louis. $125 to $150 de-
pending upon experience and training. Airmail tape,
resume, photo to Box E-179, BROADCASTING.

1st phone announcer. This 5000 watt MOR station
needs an experienced airman. No maintenance.
Company benefits include life insurance. hospital
and medical insurance, pension plan. Contact Jack
Speech, WNAM, Neenah, Wisconsin.

Announcers

First Class License. Chicago. Permanent. immediate.
All details, requirements. first letter please. Box
D-156, BROADCASTING.

Afternoon drive slot. No. | station top-30 market.
Salary open. Ist phone helpful. Send tape, resume.
Box E-35, BROADCASTING.

Announcer and/or engineer needed. Southeastern
Michigan, Resort college town. Box E-39, BROAD-
CASTING.

Experienced D). Expert in news deliv:g/, board
operation, (very tight), commercials, libbing
limited. 3 to ears in successful top 40 would
be ideal. Box E-95, BROADCASTING.

Young, sales oriented announcer to pioneer local
origination channel on midwest CATV system. Box
E-159, BROADCASTING.

Announcer, first phone, with interest in news. Day-
time station fastest growing county New York State.
Ideal living conditions. Box E-168, BROADCASTING.

Experienced announcer needed immediately at estab-
lished MOR ABC Virginia station. $125.00 weekly.
Send tape and resume or telephone 703-886-3010.
Box E-193, BROADCASTING.

Announcer needed by middle-music network sta-
tion in Texas resort city. Do not send tape. Box
E-199, BROADCASTING.

Columbus, Ohio. Immediate opening for experi-
enced announcer, 40 hours, 5 day week with MOR
air_shift and production duties. WRFD, Columbus,
Ohio 43085.

WSBT, South Bend has immediate opening for
experienced staff announcer at Skw full time CBS
station established in 1921, Will host MOR dj
shows plus opportunity for TV experience on full
color CBS TV affiliate. Send resume, picture and
?ug.io tape to Program Director, WSBT, South Bend,
ndiana.

Wanted: Announcer with first phone ticket, empha-
sis on announcing. No maintenance. CGW station
in Virginia, Opportunity for sales position avail-
able immediately. Send tape and resume to P.O. Box
23], Bassett, Virginia, or call 703-629-2509 day,
703-647-8493 night.

MOR operation in pleasant midwest, single station
market. Looking for a_dj who knows music &
production. P.O. Box 385, LaPorte, Indiana 46350.

Immediate opening, first phone announcer-d.j. Will
consider beginner, prefer some experience. Car
necessary. 203-489-4181.

Technical

Tired of responsibility? Join our engineering staff.
Pleasant Ohio community, excellent working con-
ditlons and good pay. Write Box E-84, BROAD-
CASTING.

Wanted: Local newsman. One short boardshift,
Basic salary plus incentive commission on sale of
newscasts. Applicant must be active in community
life. Should be able to conduct newsworthy inter-
views and edit same. Cood opportunity for someone
interested in electronic news. Contact Buddy Deane,
KOTN, Pine Bluff, Arkansas.

Michigan. Experienced newsman. Gather, write and
read. ABC affiliate. Usual benefits. Tapes, re-
sumdeg to Leo Jylha, WBCM, Bay City, Michigan
48706.

News director—Solid experience all phases includ-
ing broadcasting paramount. Send tape, _resume,
WCVU, 1 Commercial Place, Norfelk, Va. 23510.

News minded CBS affiliate in New York's Finger
Lakes region seeks experienced newsman for posi-
tion opening in July. Write qualifications and ex-
peri;nce to WHCU, P.O. Box 69, Ithaca, N.Y.
14850.

Program, Production, Others

PD for Rock/Up-Tempo MOR station in Metro-
politan Washington, D.C. Send resume, references
and current pic. Box E-89, BROADCASTING.

Program director/morning man for east coast medi-
um market in contemporary station. Must be good
announcer, productive and capable of supervising
people. Excellent opportunity for ambitious, hard-
working person. Send tapes and resume to Box
E-121, BROADCASTING.

Needed, take charge program director for south-
eastern Michigan 24 hours a day highly commercial
AM station. Network affiliate. Schafer automation.
Excellent fringe benefits. Salary open. Box E-213,
BROADCASTING.
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Programing, Production, Others

Announcers continued

Announcers continued

{continued)

Need young man who writes, produces selling

_commercials. News experience also necessary. Send
\tlape.zsrg%me, WCVU, 1 Commercial Place, Norfolk,
a. X

Wanted: Good production man, adult voiced and
swingin D.J., with Ist phone for immediate open-
g%g& . . salary $130.00 and up . . . call 9i9-724-

Situations Wanted Management

Presently Mgr. of suburban radio station in small
market. 16 yrs. experience, 7 as manager.

track record. Can furnish good references. 15 years
married with three children. Favors small market
in the south. Box E-18, BROADCASTING.

Seeking California management challenge. Success-
ful 18 year leadership background. Employed. Major
group references. Box E-102, BROADCASTING.

Young radio administrator seeks management posi-
tion In educational radio. Experienced all phases of
commercial and educational radio, including top
management, programing, production, news, pro-
motion, announcing, and development. Seeking a
position at a small-to-medium sized school, and
opportunity to pursue post-graduate education.
Excellent ‘references, full details in resume. Box
E-108, BROADCASTING.

Desire management in small to medium radio mar-
ket in midwest. Good background, excellent credit,
14 years experience, Ist ticket, sales. Sincere, no
phony. Will consider station that is having trouble
with its operation. Box E-155, BROADCASTING.

Award-winning young pro. On air 7th market.,
Salid diversified "10-year major market background.
Plus computer, teaching. College, family. Desire
D.C. region. Full responsibility position. Minimum
20M. Box E-164, BROADCASTING.

St. Louis broadcaster seeks managers-salesmanagers
position. Box E-195, BROADCASTING.

DJ, tight board, production, solid news, 3rd phone.
Box E-140, BROADCASTING.

Excellent work guaranteed. Mature, versatile col-
lege graduate eager to work in any phase of
broadcasting. Recent broadcasting school graduate.
Third _endorsed. Will relocate. Call mornings 415«
454-6204 or Box E-141, BROADCASTING.

Family man employed at kilowatt station in mid-
west seeking employment as MOR personality or
T-40. Good news, tight board. Box E-142, BROAD-
CASTING.

First, tape, MOR or adult top 40, Western states
or near ski areas. Box E-144, BROADCASTING.

Ist phone combo man, 2 years experience announc-
ing, no maintenance exp., will relocats, available
immediately, tape and resume on request. Richard

Moore, Bolivar, Tennessee. 901-658-3378. Very
Eager.
Disc jockey—Broadcast school graduate, draft

exempt, dependable, experienced in all phases of
radio broadcasting, tight board control; third class
endorsed. Willing to relocate for the right oppor-
tunity. For inquiry, write Harold Robinson, P.O.
Box 752, Newark, N.).

Country DJ—third class ticket special endorsement.
$125.00 per week to start, Country western only.
Joe Reeves~—area 319-372-8548.

Announcer-music director, 10 years experience. Top
rated ARB, Pulse and Hooper in 10 station market.
5 years at current top 100 market station. Want
to work for any format that realizes the importance
of music research, Desire move up. Box E-145,
BROADCASTING.

Experienced jock . . . 3% yrs, 3rd. endorsed,
married, 26. Desire permanent position in major
market “Drake” or tight format. Box E-146,
BROADCASTING.

Experienced D}-announcer—newscaster. 3rd endorsed,

married. No prima donna. Available immediately.
Box E-147, BROADCASTING.

Energetic, experienced salesman/dj desires part-
time_ air_shift, D Balto. area. 3rd, college,

C.,
married. Box E-152, BROADCASTING.

Broadcasting can be exciting, informative, enter-
taining, important! Agree? College, phone, 9 years
experience: Interviews, talk, news, music, produc-
tion. Assets: Head, humor. 33, married. Interested
radio, TV. Currently major market production.
Desire return broadcasting. Box E-153, BROAD-
CASTING.

Soul dj formerly with WWRL. Now avaitable. Box
E-157, BROADCASTING.

Announcer 1 yr. experience. W. Sanders, Box 1087,
White Plains, N.Y.

Radio announcer. Top forty personality, King 205~
845-4158,

Ist class. Attending Don Martin Broadcasting
School needs job at night at station near or in
Los Angeles. Kevin Stern, 1311 Bassett St., North
Hollywood 91605.

First phone, Broadcast and T.V. School graduate.
AM-FM-TV. Reliable, middle age. Edd Howard,
714-737-3285 (after 6:00 pm_‘or 925 Lincoln,
Corona, California) Foreign considered.

Technical

Experienced engineer desires employment for trans-
mitter watch available immediately, Box E-180,
BROADCASTING.

Chief Engineer for Christian station FM/AM
struction, maintenance, experience. Box
BROADCASTING.

con-
E-216,

First phone seeking station where primary duty
will be engineering and maintenance. Send infor-
mation to Ed jurich, 6017 South Komensky, Chi-
cago, lllinois 60629.

, hard worker. Travel anywhere. 3rd en-

Want assistant manager, P.D. post—eight years
m%enence G first phone. Box E-196, BROADCAST-

General manager—twenty years experience, proven
record. Prefer major market but will consider other,
salary open. Box E-201, BROADCASTING.

?ﬁéed, NYSAS graduate. Box E-165, BROADCAST-

Top 40-MOR D.)., 4 years experience. Great pro-
duction and news, 25 years old. Completed military
service. Box E-166, BROADCASTING.

A First Phone—8 years—Married—desires

Confidential to contemporary radio stations: Did
you know your present sales manager could be
your biggest competitor? Professional radio sales-
man seeking radio sales manager's position can
create 509 more sales as he makes you a firm
no. 1. Excellent references. Proven record. Excels
and outwits in: Supervising, sales, commercial pro-
motions, creative station ideas and copywriting.
Must be major market. Box E-215, BROADCASTING.

Working Fartnership wanted for well qualified
jockette—tight board—Ilocal news. invest for profits
and/or exchange present parinership. 219-563-4426.

Ambitious Marketing graduate desires working part-
nership in small progressive southwest station. Ex-
perienced in all operational phases. Third phone
plus endorsement, Resume and follow-up on re-
quest. Write George W. McClarin, 7307 Dunbhill
Drive. No. 111, Dallas, Texas 75228.

Award-winning young pro. Sales-continuity-promo-
tion background plus. Would consider sales-program-
ing development, See ‘‘Management"’.

position with challenge. Good knowledge of CGW
& MOR, Mature voice—strong commercials & news.
Employed now major market kw. Available
fuly 15. Box E-169, BROADCASTING.

Major markets only. Five figure minimum, black
announcer with number one credits, pragmatic,
modern, talented. Box E-170, BROADCASTING.

Beginner—third endorsed, presently enrolled in
Broadcast school. Family man, age 30. Box E-172,
BROADCASTING.

Experienced—D.}.~Announcer, tight board, third en=
dorsed. Early 30's, versatile entertainer for 15 yr.
Married, 2 children. Will relocate, prefer warm
climate. Box E-173, BROADCASTING,

Seven years d.j., news, some TV, Married, 31, col-
lege degree, 3rd. Prefer TV news, large market
d.j.ing in that order. $150. minimum. Box E-174,
BROADCASTING.

Big voice . . . big personality!! Five years major
market experience, tight-fast format. 1st phone
. . . married . . . college grad, journalism. Best
references., Box E-175, BROADCASTING.

HAnnouncers

Negro announcer, broadcasting  school graduate,
CAIST&hgne endorsed, beginner. Box D-31, BROAD-

Announcer-DJ, top 40, first phone, married, draft
exempt. Desires major market, but afl replies con-
sidered. 8ox E-16, BROADCASTING,

Sports —17 years experience, including
major market. Radio and/or TV play-by-play. Solid
commercials. Top references. Good work record.
Reliable. Box E-185, BROADCASTING.

First Phone, experienced announcer-production-
Music Director-D), twenty-six years old, desires
MOR position in New England. Replies from other
?;qeés will be considered. Box E-186, BROADCAST-

Relocate anywhere. Recent broadcasting school grad.
MOR or CGW preferred. Also news oriented. 3rd
endorsed. Box E-71, BROADCASTING.

Nncdgro jock——Tight board, good news, commercials
and sales, Box E-76, BROADCASTING.

_Experienced first phone announcer available for
immediate employment, 914-452-2838 or Box E-
117, BROADCASTING.

f am a beginner with a first phone, ethnic per-
sonality, Can do RGB very well. Have a well
rounded background in broadcasting. Can change
my voice to fit your format. | am & jock and have
the ability to sell the hair off the back of a dog.
Box E-133, BROADCASTING,

Imaginative CGW personality. Is there a Country
station in the West or South willing to pay $8500.
annually to a polished announcer who knows and
loves CGW? My bag is big audiences. No form
letters please. Box E-189, BROADCASTING.

Top 40 jock, experience, first phone, draft exempt,
23, Will relocate. Box E-191, BROADCASTING.

Announcer, newsman, salesman, PD—Can fit into
your operation. Prefer southeastern coast. 3rd,
available immediately. Box E-205, BROADCASTING.

D), tight board, good news, commercials, ready
now. Box E-208, BROADCASTING.

Beginner; Announcing school, TV training, 3rd en-
g?r‘s;d Interested in news. Bill White, 703-588-

NEWS

Experienced newsman wants small lowa market,
lf?lncﬂly man, lowa native. Box E-149, BROADCAST-

Newsman: 8 years radio, 6 years wire service, 4
years newspaper experience; last radio job at SOkw
station. As authoritative off the air as on. Security
a must. Box E-161, BROADCASTING.

Experienced newsman seeks employment in univer-
sity town for 2-4 years while acquiring Ph.D.
Salary not of the greatest moment. [ndependence
and flexibility vital. Available in September, Write
box E-162, BROADCASTING.

Newscaster-announcer desirous of augmenting News
Department; authoritative news and spot delivery;
good typist; 3rd endorsed bdcst. grad.; married,

personable; prefer Northeast, Box E-183, BROAD-
CASTING.

| tell, 1 don't yell—$150 minimum. If your news
is traffic tickets and funeral notices, don't bother.
Box E-203, BROADCASTING.

Experienced, dedicated newsman. GCather—write—
deliver, Authoritative, responsible, excellent refer-
ences. West only. P.O. Box 3142, Hollywood,
Calif. 90028. Phone: 213-463-8374.

Former news director.
editorship. See

Award-winnin
Would  consider
*Management"’.

young pro.
directorship or

Strong in news; married, one child. College, Broad-
casting school. Prefer Northeast. 203-242-5449.

Programing, Production, Others

Managers: Sick of getting clobbered by top-40?
Want to compete without going top-40? | can get
you large numbers in 18-35 group. !f you're in
market over 200,000 and need a PD, then I'm
your man. Professional, College grad, first phone.
Experienced, good airman too, | can do it! Box
E-125, BROADCASTING.

How's business? Another format change? All you
really need is someone with a real knowledge of
music. Ex-professional musician, experienced in
radio, college; seeks music director or Asst., east.
Air_shift and/or sales, too. Box E-151, BROAD-
CASTING.

First phone family man—engineering experience.
Seeks position as operations manager-program di-
rector-news and sports director. Strong play by
play—good rewrite and air man. Can handle tight
board. Excellent references—brochure on request.
One hundred and fifty plus talent. Box E-178,
BROADCASTING,
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Programing, Production, Others

Technical continued

Programing, Production, Others

{continued)

11 years radio & TV—seeking permanency—top
Tpg)rt:. tedCol!ege Degree—;narried—family—reliable.
nteres in _management or PD. Box E-182,
BROADCASTING.

Top 40 personality, P.D. with Ist phone, eight years
experience. Box E-197, BROADCASTING.

Award-winning young pro. Programing-production-
administrative background plus. Would consider pro-
gram directorship. See '“Management”,

TELEVISION—Help Wanted
MANAGEMENT

CATV Manager for large community CATV sys-

gm kglxr"ounr:glor ngl.E.lareaa S}rae:je es:pgriena. h[;ersoarwl
C and salary desired. Sen: t.

D-241, BROADCASTING. snap .

Manager-Sales Manager-experienced, loyal, scber, re-

Lleab'?'t Ulgzsgl'v Real challenge, togy Yagu and
nefits. ition _now open, please a| to

D-311, BROADCASTING. g pe Box

Major eastern metropolitan market station has open-
ing for experienced, local salesman. Excellent po-
tential. Good frin?e benefits. Send background and
picture to Box E-158, BROADCASTING.

Sales manager wanted. Challenging opportunity for
good man. Medium size southern market. Must
be experienced television salesman. Position now
open. Send resume and photo to Box E-210,
BROADCASTING.

TV Technician for permanent position. Experienced
in video tape, film and live color. Will pay $200
plus per week. Excellent fringe benefits and re-
tirement, three weeks vacation after one year.
Send resume to_Chief Engineer, WKRC-TV, 1906
Highland Ave., Cincinnati, Ohio 45219.

TV Transmitter technician, permanent position. Ex-
perienced with RCA TTS0AH desirable. Will pay
$200 plus per week. Excellent fringe benefits and
retirement, three weeks vacation after one year.
Send resume to Chief Engineer, WKRC-TV, 1906
Highland Ave., Cincinnati, Ohio 45219.

Wanted—Engineers with FCC first class license.
Only experienced need apply. Fully colorized station
operation. Ampex, G.E. and Norelco color equip-
ment. Excellent pay and benefits. Please send re-
sume to C. lannucci, C.E., WNHC, 135 College
St., New Haven, Conn. 06510.

Arizona VHF has immediate permanent opening for
capable first phone transmitter engineer with main-
;ear}ar;clt;_ Iexpenence. Call L. Wheeler, collect 602~

NEWS

An established Pennsylvania VHF station is now
auditioning candidates for news anchor position with
a progressive active television news department. In-
dividual selected _must have solid background in
broadcast news. Television experience is preferred,
but candidates with extensive background in radio
news will be given equal consideration. Send com-
plete resume, videotape or audiotape with photo-
%raph with first letter. Equal opportunity employer.
ox E-33, BROADCASTING.

{continued)

Immediate opening, experienced, Director/Switcher,
evenings, 40 hrs., All color, news oriented, fast-
growing Rocky Mt. area. Contact Lee Snipes,
KRDO-TV, Box 1457, Colorado Springs, Colorado,
303-632-1515.

Studio crewman (cameraman, floorman, break-direc~
tor) for ETV Station. $7000 to $7800 depending on
experience. Send resume to John Hutchinson, WNED-
TV, Hotel Lafayette, Buffalo, New York 14203,

TELEVISION
Situations Wanted Management

Experienced general manager strong on sales and
production. College graduate in broadcasting. Young
family man in mid 30's. Fourteen years in television,
Looking for a good challenge with a future. Not
afraid of work and long hours. Knows national and
local sales, Am able to lead people and get the
most out of them. Write Box E-15, BROADCASTING.

Sales Manager presently employed desires new chal-
lenge as GCeneral Manager or Sales Manager larger
market. Experienced in all phases of the business.
Excellent references. Box E-139, BROADCASTING.

T.V. Sales Manager—Eastern market preferred. 11
years experience as sales manager, account execu-

Opportunity for alert Newsman who can gather,
write and deliver news, Texas, VHF. Box E-188,
BROADCASTING,

Wanted: Young college graduate currently selling
radio or TV in_a small market. KREX-AM-FM-TV
needs self-starting salesman to join our rapidly
expanding broadcasting organization. Send your re-
sume_to Dick Maynard, Sales Manager, KREX, P.O.
Box 789, Grand Junction, Colorado 81501.

Announcers

Major market midwest TV station has immediate
opening for staff announcer. Radio or TV experi-
ence essential. Qutstanding opportunity for depend-
able person in college community,  Full details,
including salary requirements in first letter to Box
E-214, BROADCASTING.

WSBT-TV needs sports personality capable of pro-
ducing and_delivering nightly TV sports cast on
full coior CBS affiliate. Other duties include MOR
afternoon drive-time record show on Skw radio
affiliate. Send photo, resume, audio tape or VTR
if available to Program Director, WSBT-TV, South
Bend, Indiana.

Immediate opening for two (2) experienced an-
nouncers able to handle any on camera assignment.
Good starting salary. Excellent fringe benefits.
Send VTR or flim audition to: fohn Mackin, Pro-
am Director, EX. 8, Richmond/Petersburg,

irginia. Telephone 703-733-7876.

Technical

Chief Engineer for large CATV system. Reply giving
complete details _including salary required. Ex-
cellent position. Box D-242, BROA TING,

Wanted CATV engineer for new major system in
southeast. Graduate engineer preferred but will
consider experienced CATV man. Reply to Box
E-65, BROADCASTING.

Immediate opening. Technician wanted for central
New York CATV system. Good salary and company
benefits. If limited experience, must be willing to
learn. Send resume to Box E-194, BROADCASTING.

We have immediate opening for assistant chief
engineer at new UHF in sportsman’s paradise. Excit-
ing ground floor opportunity for experienced man.
Crowing organization. Excellent pay and benefits.
Send resume to Will Darch, KFIZ-TV, Fond du Lac,
Wisconsin 54935, or phone 414-921-3770.

VHF, full color, newest, best equipped station in
the market needs experienced studioc and trans-
mitter engineers for permanent positions. Presently
constructing UHF satellite and intercity micro-
wave system. Write Chief Engineer, KIII-TV, P.O.
Box 6669, Corpus Christi, Texas 78411.

New York—Binghamton . . . Dependable person with
first class llcense . . . to handle UHF transmitter

- and  studio ogemion. Growth potential for the
. ggnt grson alary commensurate with experience.
]

ief Engineer, WBJA-TV, Binghamton, N.Y.
772-1122,

News director with experience and editorial skills
for station _in Texas Gulf coast city. Box E-207,
BROADCASTING.

Working newsman to handle on air anchor position
on expanded newscast. Fast growing CBS affiliate
needs combination writer-performer. Box E-211,
BROADCASTING.

WAAY-TV, NBC, Huntsville, Third largest city in
Alabama logking for assistant TV news director in
this three TV station market. Will be doing his
own 10:00 news, Monday thru Friday, and as-
signed cameraman to work under him. News ex-
perience necessary, but not necessarily in TV, Start-
ing salary $140 per week and up depending on
experience and ability . Send VTR or Audio
tape and picture with resume when making applica-
tions. Mail applications to M. D. Smith, Manager,

AAY-TV, Huntsville, Alabama 38501 or phone
205-539-1783.

tive. Colle%e degree. Family man. Box D-291,
BROADCASTINC.

Local top earner major group seeks sales
management. Mature, presently employed, finest

references. Box E-204, BROADCASTING.

Technical

Seeking chief engineer or director of engineering
position in the Rocky Mountain area. Presently
chief engineer with major network in the east.
Box E-82, BROADCASTING.

BSEE with broadcast and design experience wants
to be a pro, not a hack. Need opportunity to
learn business, top to bottom, from professionals in
a quality station. Can do quality work while learn-
ing. Resume upon request. Box E-143, BROAD-
CASTING.

Experienced TV engineer, studio operation, film
projection, color cameras, lighting, transmitter. Box
E-202, BROADCASTING.

First phone, 2-years technical graduate, experienced,
Gulf states preferred. Box E-217, BROADCASTING.

Anchorman-writer—immediate opening with group-
owned, network affiliated VHF. On camera delivery
and writing ability of equal importance. Send re-~
sume and photo . . . no tapes or film . . . with
salary requirement in first letter; to Ellis Marvin,
News Director, WAST-TV, P.O. Box 4035, Albany,
New York 13204.

TV Newsman, for top-rated Washington Post-News-
week Station, Florida. Good at reporting, writing,
on-air. Contact Bill Grove, W|XT-TV, Broadcast
House, Jacksonville, Florida 32207. An equal oppor-
tunity employer (M/F

One combination reporter-photographer, Experi-
enced only, journalism background. For Miami TV
station. Equal Opportunity Employer. Phone News
Director—305 PL 4-8243.

Sharp young news photographer for major North-
eastern market. Call Phil Keirstead, 203-278-6097.

Programing, Production, Others

Major market station wants creative cameraman-
editor for TV commercial unit. Only those with
commercial film production experience need apply.
Box D-170, BROADCASTINC.

Promotion assistant—to be in charge of broadcast
media promotion for major Washington, D. C. tele-
vision station. Must have strong experience in copy
writing and production. Please send full resume,
salary requirements and samples or writing to Box
E-7, BROADCASTING.

TV Farm Director for educational unit producing
and presenting programs on commercial stations.
Major Midwest university, good salary, and benefits;
college degree required, position open now., Send
resume to Box E-107, BROADCASTING,

Director-producer for VHF-station in southern New
England. Minimum 3 vyears experience. Send re-
sume and salary requirements to Box E-148,
BROADCASTING.

News
Dynamic duo—ready made news block. News-
news; news-sports. Management qualified. Stable

proven pros seek challenge in progressive organiza-
tion. Box E-156, BROADCASTING.

15 year broadcast veteran. Married, mature. 8 years
radio and TV news. Seeks TV anchor spot. Major
market. Strong delivery, sharp on air. Call 216~
788-3834 or Box E-187, BROADCASTING.

Programing, Production, Others

Director 9 yrs. experience, hard worker, able to
handle other personnel, complete and vast experi-
ence in all phases of television production—public
relations experience. ABC Wide World of Sports—
NBC Sports and TVI Sports network experience.
Top references. Personal interview may be arranged.
No floater. Box E-176, BROADCASTING.

Production, programing management, or producer-
director position sought by young married man
with B.A. and M.S. degrees in television. Six years
commercial experience. Excellent references. Box
E-181, BROADCASTING.

Producer-writer-director. 15 years experience. Ex-
pert live, VIR, film, Prefer Washington, D.C., but
open to good offer elsewhere. Box E-200, BROAD-
CASTING.

Film Editor/Photographer/Production Man—available
June 15—now_earning $650.00 per month—desires
permanent position with security and opportunity for
advancement—prefer college town in Idaho, Colo-
rado, Nevada, Utah or Southern California coast.
Call 702-329-7907 or Box E-209, BROADCASTING.

WANTED TO BUY—Equipment

We need used 250. 500, | KW & 10 KW AM and
FM transmitters. No junk. Cuarantee Radio Supply
Corp., 1314 lturbide St., Laredo, Texas 78040.

Seeking a good used lkw_transmitter, meeting the
FCC requirements. Box E-78, BROADCASTING.
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Wanted to Buy—Equip.—cont’d

INSTRUCTIONS

Private youth educational institution seeking con-
tributions of new or used radic and television
equipment (any condition) for the establishment
of a complete CCTV production facility for broad-
cast _training. Need studio cameras, VIR, film,
lighting and” all other equipment for CCTV éxo-
duction. Have no equipment at this time. Con-
tributions tax deductable. Send description of equip~
ment to Box E-83, BROADCASTING.

FM—equipment for 3KW ERP Mono, need every-
thing from mike to antenna. Box E-92, BROAD-
CASTING.

400 to 500 foot self supporting tower. Give de-
tails & price. Mr. Lee, WSBC, 2400 W. Madison
St., Chicago, Ill. 606132.

FOR SALE-—Equipment

Coaxial-cable—Heliax, Styroflex, Spiroline, etc. and
fittings. Unused mat'l—large stock—surplus prices.
Write for price list S-W Elect.. Box 4668, Oakland.
Calif. 94623, phone 415-832-3527.

fack Panels and patch cords, Audio and video, new
and used. Precision video coax cable and connectors
(Belden 8281). wWrite for catalog. GCulf Electro-
Sales, Inc., 6325 Beverly Hill, Houston, Texas 77027,
Phone 713-781-3066.

Andrew Multi-V 8 Bay FM antenna. In service now
and giving excellent performance. Reasonable. John
R. Kreiger, KVET, 113 West 8th Street, Austin,
Texas. AC 512-478-8521.

F.C.C. License Course available by correspondence.
Combination correspol ce-residence  curriculum
available for BSEE Degree. Grantham Schools, 1505
N. Western Ave., Hollywood, California 90027.

First Class License in six weeks. Highest success rate
in the Great North Country. Theory and laboratory
training. Approved for Veterans Training. Elkins
Institute in Minneapolis, 4119 East Lake Street,
Minneawulis, Minnesota 55406,

New Orleans now has Elkins famous 12-week
Broadcast course. Professional staff, top-notch
equipment. Elkins Institute, 333 St. Charles Avenue,
New Orleans, Louisiana.

The _nationally known six-week Elkins Training for
an FCC first class license. Conveniently located on
the loop in Chicago. Fully Gl approved. Elkins in-
stitute in Chicago, 14 East |ackson Street, Chicago,

Itlinois 60604.

Elkins is the nation’s largest and most respected
name in First Class FCC licensing. Complete course
in six weeks. Fully approved for Veteran's Training.
Accredited by the National Association of Tra
and Technical Schools. Write Elkins Institute, 2603
Inwood Road, Dallas, Texas 75235.

The Masters. Elkins Radio License School of Atlanta
offers the highest success rate of all first Class
License schools, Fully approved for Veterans Train-
ing. Elkins Institute in Atlanta, 1139 Spring Street,
Atlanta, Georgia 30309.

RCA TR-11 videotape machine, excellent condition.
new air headwheel, solid state processor, set up
and check out. available southeast. 703-272-6071.

1 Westinghouse FM-10 10-KW FM transmitter.
Operational when removed from service last vear.
1G 20-foot lengths of 3-inch Andrews S1-ohm
coax transmission line. Various shorter lengths of
3-inch line. 5 90-degree elbows of 3-inch Andrews
51-ohm coax transmission line. 2 45-degree elbows
of 3-inch Andrews 51-ohm coax transmission line.
Several mounting brackets with *'U" bolts for
3-inch line. Box E-113, BROACCASTING.

Gates BC-5B transmitter. Excellent condition. Avail-
.;IzIBe : 5|gn]mediately. KRLC, Lewiston, Idaho, 208-

Five Ampex Cue-Matic tape “cartridge” machines.

U two years. Record-playback $200.00 each;

one playback only $150.00. Package price $800.00.

EISJR-FM, Collegeville, Minnesota 56321, c/o Mr.
ing.

Collins 37-M-6 FM antenna, 6 bay with deicers,
tunable_105.1 4 1 Mhz, 176 feet. Andrews Heliax
H-1, l%? cable, 21-R terminators. Excellent con-
dition. $850.00 for lot. WOQRS-FM, 601 Livernois
9%’36 Ferndale, Michigan 48220. Phone: 313-548-

New Collins TT 400/200 turntables. Due to the
acquisition of QRK by CCA Electronics, it has
been mutually argeed, QRK will no longer manu-
facture these turntables for Collins. QRK has avail-
able a limited number of these turntables at 10%
discount, with full warranty. QRK will maintain a
complete inventory of parts for Collins TT 400/200
turntables. Contact QRK (209) 251-4213 or your
CCA area representative: CCA Electronics Corpora-
tion, 716 lersey Avenue, GCloucester Clty, New
Jersey (609) 456-1716.

1 used 280’ §.5. Blaw Knox AM tower, A-3 light-
ing L’r transformer on ground. Immediate shipment.
Drawings available. AT.E.C., 3747 W. Berridge
(LJ?;%, Phoenix, Arizona 85019, phone 602-93%-

Sportmaster, Scully, Magnecord, Crown, Amega,
Infonics Duplicators. Lease, finance, trade. Audio-
vox, Box 7067-55, Miami, Florida 33155.

MISCELLANEOUS

Deejays! 11,000 classified gag lines. $10.00, Un-
conditionally guaranteed, %omedy catalog free.
Edmund Orrin, Mariposa, Calif. 95338.

''365 Days of Laughs.” Only Daily Radio gag service

. - -prepared by deejays for deejays. $5 per month,

gggr43736. Merchandise Mart Station, Chicago, .
54.

Complete audio service—We provide 24 hour air
checks from all media and specialized programs—
Music for automated systems, public service. Feed-
back Productions, 520 Sth Ave., N.Y. 10036

"Sock it to me' with sexy Rosemary. "Interna-
tional Hecklers” with six voices. Sample of both,
gé]dozProducnons. Box 281, Auburn, Washington

Deejay Lines—by top comedy writers. 3 recent
samples—$5.00. Humor Originals, Box 86, East
Meadow, N.Y. 11554,

Copies of audio tapes—from 1 to 1,000 copies.
Write for more information. Brinson Audio Service,
Suite 208—1524 South Bivd., Charlotte, N.C. 28203,

Be prepared. First Class FCC License in six weeks.
Top quality theory and laboratory instruction. Fully
approved for veterans training. Elkins Radio License
School of New Orleans, 333 St. Charles Avenue,
New Orleans, Louisiana 70130.

Attention Houston and Culf coast area residents.
Elkins Institute offers First Class FCC licensing in
only six weeks. Quality instruction. Elkins_Institute
in Houston, 2120 Travis, Houston, Texas 77002

Announcing, programing, pr.oduction.. newscasting,
sportscasting, console operation, disc jockeying and
all pnases of radio and TV broadcasting. All taught
by highly qualified professional teachers. The na-
tion's newest, finest and most complete facilities
including our own commercial broadcast station—
KEIR. Fully approved for veterans training. Accred-
ited by the National Association of Trade and
Technical Scheols, Elkins Institute, 2603 |nwood
Road, Dallas, Texas 75235.

Radio Engineering Incorporated Schools have the
finest and fastest course available for the Ist Class
Radio Telephone License (famous 5 week course).
Total tuition $360. Class begins at all R.E.l. Schools
May 26 and june 30. Call or write the RE,l, School
nearest you for information.

R.E.l, in Beautiful Sarasota, the home office 1336
gﬂscz)_insggtzreet, Sarasota, Florida 33577. Call (813)

R.E.l. In Fascinating K. C. at 3123 Gillham Rd.,
Kansas City, Mo. 64109. Call (816) WE 1-5444.

First class license, quicklz. If time is essential to
you, enroll today in M A first class license in
jess than a month. $250.00 guaranteed. Further
information write Music City Academy of Broad-
casting & Electronics, 114 4th Ave. South, Nash-
ville, Tennessee, John Lashlee, Director.

Since 1946, Orlginal course for FCC First Class Radio-
telephone Operators License in six weeks. Approved
for veterans. Low-cost dormitory facilities at school.
Reservations required. Several months ahead advis-
able. Enrolling now for july 9, Oct, 1, Jan. 7. For
information, references and reservations, write Wil-
liam B. Ogden, Radio Operational Engingering
School, 5075 Warner Avenue, Huntington Beach,
California 92647. (Formerly of Burbank, California.)

Broadcasters are passing their first phone exams in
six to twelve weeks through tape recorded lessons
at home, plus one week personal instruction. During
1967-68, one week sessions were held in Memphis,
Seattle, Minneapolis, Washington, D. C., Portland
and Los Angeles. An oufstanding success rate has
brought expansion in 1969 to Boston, Detroit, At-
lanta, Denver and New Orleans. Our 17th vear
teaching FCC license courses. Bob Johnson Radio
License Trainin%, 10600, Duncan, Manhattan
Beach, Calif. 90266. Telephone 213-379-4461.

First Class License in 4 weeks guaranteed! $225.00.
Dixie Radio Institute, c/o_ Diplomat Inn, Hunts-
ville, Alabama, 205-539-9582.

New York City's Ist phone school for people who
cannot afford to make mistakes. Proven results.
April 68 graduating class passed FCC 2nd class
exams, 105% passed FCC 1st Class exams. New
programed methods and earn while you learn job
opportunities. Contact ATS, 25 W. 43rd St., N.Y.C.

Phone OX 5-9245. Training for Technicians, Combo
men and announcers.
Follow the leader to Hartford, Connecticut . . .

the nation's original four week accelerated first
phone course with results guaranteed . . .Tuition
$295.00, next class June Sth . . . Technical Insti-
tute of Broadcasting, 65 Weathersfield Avenue,
Hartford, Connecticut . . . Phone 203-246-4443.
(Associated with TIB, Nashville, Tennessee).

Follow the leader to a fast first phone . . . The
nation’s original four week accelerated course with
results guaranteed . .. Tuition $295.00, Gl approved,
next class June Sth. Tennessee Institute of Broad-
casting, 2106-A 8th Ave. South, Nashville, Tennes-
see . . . Phone 615-297-8084.

Need a 1st phone fast? The Don Martin Schocl
Accelerated Theory Course (six weeks) not only
assures you of obtaining your Ist phone, but it
provides you with a good basic knowledge of Com-
munications Electronics. Our Instructors have many
years experience in practical electronics and in
teaching. We use the latest in animated film pres-
entations as well as other visual aids. We have a
proven record of success, Why take chances with
second best and Q and A courses. Qur next Ac-
celerated Class begins June 16, 1969. Call or
write Don Martin School of Radic & TV, 1653 N.
Cherckee, Hollywood, Calif. HO 2-3281.

Help Wanted—Management

R.E.l. in Delightful Glendale at 625 E. Colorado St.,
Clendale, California 91205. Call (213) 244-6777.

R.E.l. in Historic Fredericksburg at 809 Caroline St.,
Fredericksburg, Va. 22401. Call (703) 373-1441.

What are the needs of the broadcast industry???
Employes who have a good basic understanding
of all station operations, with flexible announcing
ability, Ist class tickets, can run tight board, able
to write & produce good commercial material, help
develop good Sponsor relationships, c¢an obtain
listener response. This type of extensive training
is the reason Don Martin graduates are always in
demand. For free brochure call or write, Don
Martin School of Radio & TV, (est. 1937) 1653 N.
Cherokee, Hollywcod, Calif. HO 2-3281.

Due to sudden death of manager,
WGNI, Wiimington, N,C., needs a
general manager experienced in sales.
Applicant must be experienced, have

goed credit rating, bondable, native of
southeastern states and a strong sales-
man. Apply in own handwriting to E.
D. Baydush, WLPM Radio, 967 Windsor
Road, Suffolk, Va,

-

Radio Group V' .P.

Expanding group broadcaster has an exceptional opportunity for a broadcast
executive capable of assuming total responsibility for 7 radio stations, Our client
wants an individual under 40 years of age with a proven record of achievement.
Southeast base and a minimum $35,000,00.

Call Ron Caurtis
312 337-5318

Nationwide ‘Management Consultants
645 North Michigan Avenue, Chicago, lllinois 60611
Specialists in‘Executive ‘Recruitment

~

J
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Help Wanted
S0 O O 1O O 14

S BROADCASTING

Young dedicated broadcaster for posi.
tion in quality control department in the
home office of progressive 11 station
chain. To include station monitoring, li-
= cense renewal preparation, general ad-
ministrative  duties. Degree desired.
Candidate must enjoy detail work. Above
average knowledge of FCC rules essential.
Send resume and salary history to: In
dustrial Relations Department; P.0. Box
647, Atlanta, Georgia 30301.

&  ROLLINS, INC.
=

| E]
B
5
5
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Announcers
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~COUNTRYPOLITAN WTOD, TOLEDO-

Expanding staff by two on the air and
production pros!l  First helps, but not
essential, . . . Top dollar for right men.
Rush tape, resume and photo to:
Donn Williams, PD
WTOD RADIO
3225 Arlington Ave., Toledo, Ohlo
T T T ITUTETHT T U # T o 1

I
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Number One

Top 40 outlet in major northern market
has immediate opening for a heavy jock
with production experience. Only pros
in Top 20 markets need apply. Send tape
and resume to:

Box E-105, Broadcasting.

3
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MATURE, PROFESSIONAL, TOP-RATED
AIR PERSONALITY

Colorado . . . Denver . . . 24th market . . .
SO0KW Clear Channel , . . KOA is interested
in hearing from you if you are currently
in a major market station. Our format . . ,
Aggressive  Middle-of-the-Road. [f you un-
derstand Contemporary Adult Radie and have
Something Meaningful To Say . . . Rush a
recent air-check {(music telescoped), com-
plete resume . . . in confidence . . . to:

Dan Tucker

Program Manager

KOA Radio

Box 5012 T.A.

Denver, Colorado 80217

Do not call.

ook ko e A A Ak
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Sales

CHICAGO BASED CO.

Wants  Ex-Announcer,
Time Salesman or men
interested in  selling
Radio Time by tele-
phone. Willing to live
in Chicago and travel
5§ day week. Home
week ends. Good op-
portunity for manage-
ment advancements. As we represent 83
of the best Mid-West AM Radio Sta-
tions,—we sell on the Telephone exclu-
sively with our own proven success for-
mula. Many repeat sales year after year.
We train you to sell our proven way.
Exceptionally high earning for hard
workers. Call Mr. Singer, Area Code
312-275-9200 or write Roberts Advertis-
ing, Inc., 2717 West Peterson Avenue,
Chicago, lllincis 60645, Clip this Ad.

You may want to call later.

BROADCASTING, May 19, 1969
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Sales—(continued)

RCA

BROADCAST
ANALYST

The candidates we are seeking should have
3-5 years_experience in marketing of broad-
cast  audio/AM-FM transmitter equipment
plus several years in broadcast engineering.

Educational background should include a
college degree or related technical training.

Posi.fion'responsibilities include liaison with
engineering, marketing and customers; and

analysis of products and competitive broad-
cast product lines.

To arrange a confidential interview, send
your resume, including salary information,
to Mr. M. H. Kessler, Manager, Administra-
tive Engineering and Employment, RCA,
Bldg. 3-2, Camden, N.J. 08102. We are an
equal opportunity employer.

RCA

Technical

* INSTRUCTORS
* SYSTEMS ANALYSTS
* FIELD ENGINEERS

World leader in systems for
automated radio station opera-
tion now adding creative-tech-
nical staff for new Digital Com-
puter System. Heavy travel.
Growth  Opportunity. Contact
Leon Wortman, V.P.

SCHAFER ELECTRONICS
9119 De Soto Avenue
Chatsworth, Calif. 91311
(213) 882-2000

Progréming, Production. Others

{continued)

SALES PROMOTION WRITER

AVCO Broadcasting Is seeking a writer for its
Advertisino and Promotion department In Cin-
cinnatl. Person should be skilled at writing
both advertising and sales promotlon copy, have
some knowledge of print production and graphics.
Duties will inciude copy for ads, brochures,
flyers and special promotion eampaigns for cor-
porate programs. Excellent working conditions
in the group headquarters offices, many fringe
benefits. Position open due to promotlon of
former employee in the Job.

Contact Joe Costantino, Direetor of Advertising
and Pr lon, AVCO Broadcasti orporat!
1600 Provident Tower, Cincinnati, Ohio 45202.
Send resume with application and salary require-
ments. An equal opportunity empiloyer.

Situations Wanted

o
CONSULTANT
Retired Manager and Owner of
Radio Stations with 35 years ex-
perience available for Private
Consultation on Evaluation or
Operation of Radio Stations. Box
E-171, Broadcasting. t,
R 2ot T S e

Ir
BROADCAST EXECUTIVE

Seeking corporate position with group
ownership or general managership, major
market radio with investment potential.
Successfully involved in ownership and
management of large and small market
stations for 15 vears. Experienced in all
phases of radio as a doer, doing executive
and talent.
Under 40,
children.
Presently G.M. top 30 market, but
immediately available due to pending
station sale.

Excellent references, resume on request.

Box E-190, Broadcasting.

college graduate, married,

- =

Programing, Production, Others

SPORTS DIRECTOR
A man who pays his frelght. A skiiled, sea-
soned announcer who's spent 10 years polishing
his trade to where he’s now one of Midwest's
best callers:

ies, Play-by-Play
Football, Basketball, Baseball, Hoekey. Warried
between scasons? Seven years radio sales nows,
some TV. College graduate, eivic leader, under
30. Five years here.

Box E-167, Broadcasting.

Teleph taik,

Programing, Production, Others

Program Director

—Major market tight format contempo-
rary needs a heavy PD with Top Forly
experience. Must be able to do air
show on relief basis. Must know music,
promotion, and be a good administrator
for top-flight professional air staff. State
salary requirements and include tape or
air check with resume. This is a major
career opportunity for a young aggres-
sive man with the right background.

Box E-9%, Broadcasting.

ICONS BEWARE!
The Flamboyant-Styled

SPOONS KAPU
and
“THE GREAT SPOONFEED”

The story of a mouth and the spoon
it never had! .
Looking to situate hybrid novelty
music show in a metro New York
weekend slot. 1st. Phone.

Box E-192, Broadcasting.
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Announcers

Television Help Wanted

LOOKING
FOR AN
ANNOUNCER?

Let Dick Good help you.

Get a Columbia School of Broadcast-
Ing graduate to fill your next opening.
It's a free service we provide to your
station and fo our graduate. We have
27 offices in the U. 5. and Canada.
The chances are we have just the man
you're looking for, from your part of
the country. Just call or wrile Dick
Good and he’ll send you a tape,
resume and photo of a good graduate
NEAr you.

Columbia School

of Broadcasting
4444 Geary Blvd., San Francisco 94118
Telephone: (415) 387-3000

{MNet alilkated with CBS, Ine. or any other Inslibulicn)

»*
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SPORTSCASTER
The Most Exciting Hockey and Foot-
ball Play-by-Play announcer in the United
States, Major Leauge experience and
references in both sports. Seeks im-
mediate and permanent affiliation. Tapes
on request
x E-163, Broadcasting.
444444444444#-\‘4##%##«?4#-\‘4
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e Announcers o Disc Jockeys

Our placement department is ready to
serve you , , . internationally! Tell us
the qualifications you seek and we'll
send you the Career graduate who can
meet them. We have filled thousands of
positions for stations coast-to-coast and
across the oceans. We can do the same
for you!

CAREER ACADEMY B
tnternational Placement Center

Career Building, 611 E. Wells Street .g
Milwaukee, Wisconsin 53202 '
Phone: (414) 272-4822

e Newscasters ® Sportscasters

or
Woman

You Need'

For Best Results
You Can’t Top A
CLASSIFIED AD
in
Broadcasting

TELEVISION—Help Wanted—Management

Jél”fillllllIIIII.'IIIIIHIIIIIIII!IIIIIIIIIIIIIIIIIIIIIIIII[II
| TELEPRODUCTION

We are looking for qualified experienced
personne! to join a dynamic, young East
Coast teleproduction company in the follow~
ing capacities:

Senior Maintenance Engineer
Production Manager
Production Sales
Facility Sales
If you are a highly motivated "PRO"

looking for an exceptional opportunity,
contact us immediately.

11
11 D1 1 1 )

g Box E-177, Broadcasting. ﬁ
g IIIIIIlIIIIlIlIIllllllllllllllllllllmllIIIIIHIIIIIIIIIIIII]ETE
Sales
S e LT [T T T LTINS TSI

R TV REP g
Expanding Atlanta Office, covering S
Southeast. Wants young, ambitious, 8

§ hatd-running TV or Radio Salesman
£ now workmg in area. Excellent op-
8 portunity in top group operations.
g Write details:

L0}

Box E-150, Broadcasting.
T T T BT o e I S T T N ]

88

BROADCASTING
TV STATION ADMIN
COMMERCIAL DIRECTOR
SYSTEM ENGINEER
PRODUCER

Capable of working ly [n French |

—to organize and operate modern
erpart personnel.
eating source of French proficieticy,
quirements & date of availability.

Box E-154, Broadcasting.

partially
commercial TV system overseas and train count-
Reply with full resume indi-
salary re-

NEWS

WANTED

News Ratings Tell Us How
You Can Do It!
West Coast

Box E-112, Broadcasting.

Programing, Production, Others

T T i
| WANTED }
I Excellent TV Promotion Director, |
| California. |
I Box E-110, Broadcasting. |
! .

Situations Wanted Management

ATTORNEY

Seeks position—Experienced

(5 vyears) in
major phases of broadcasting and entere
tainment industries (television, radio, rec-
ords and talent)—Prior corporate and pri-
vate practice background—Please submit de-
tails of position available.

Box E-104, Broadcasting.

Employment Service

Pt s s g g ]

THE AMPS AGENCY

8Y BROADCASTERS » FOR BROADCASTERS

Serving the broadcasting profession with
competent management personnel in these
areas:

Management Announcing
Sales Bookkeeping
Engineering Traffic

Secretaries
Send us your resume or tape, or visit us
if in the area.
* THE AMPS AGENCY *
All Media Placement Service
3924 Wilshire Blvd., Los Angeles, Calif. 90005
Telephone 213-388-3116

1969 GRADUATES

MALE AND FEMALE
TRAINED hy PROFESSIONALS in all facets
of Televisi and Radio.
All hold Bachelor nf Flm Arts degroes.

AVAILABLE FOR

IMMEDIATE EMPLOYMENT
Apply to Professor Lee Morrison, Chalrman,
Dep't. of Communication Arts
NEW YORK INSTITUTE of TECHNOLUGY
N.Y.C.: 135 West 70 St. ¢ EN 2.91
Old Westbury, L.l.: Wheatley Road .

(516) MA 6-3400

FOR SALE—Equipment

Announcers

1SR R SRR R SRR RERRRRE!

>

-

o WANTED

I~ Announcer/Director. Must be strong
l» on Camera and have Directing

Background. California.

o
" Write Box E-111, Broadcasting.
-
o

T

1111111111

H ED RIES AND ASSOCIATES

FOR SALE: 3 camera one VTR Mobile unit in excellent
sondition. Large supply Tektronix 453 solid-state dual
trace battery operated scopes, 526 Vectorscopes. Alma
color switcher w/effects, colorizer and chroma-key. Many
other exceptional values in used equipment.

414 NO. ALFRED ST,/ LOS ANGELES / CALIF, 90048/ U. 8. Ao
CABLE ADORESS: CORIESTY, LOS ANOCLES / (l!l) 631-5080

1111112232222 LILL
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FOR SALE—Equipment

{cont'd)
LGN RIRATT

SOLD TO THE FIRST BIDDER
Offering $1.500 (or the best price over
$1,000) a Dresser 240-ft. self-supporting
tower pilus 60 ft. top mast for overall
neight of 300 feet., Comes with a com-
plete FAA top and side lighting kit. Tower
now on ground, dismantled, ready for
shipment. Buyer pays shipping costs. For
detailed plan or additional information
call Art Silver. Dir. of Engineering at
(609) 924-3600.

All bids must be received by June I1st
at 12 Noon.

Nassau Broadcasting Company

221 Witherspoon Street
H Princeton, N.J. 08450
T T T (R A TR R TN T R R e RS

WANTED TO BUY-——Stations

:
&
§
A
:
3
g
%

Qualified Individuals

would like to obtain radio station
in small to medium Southeast or
Southern market. All repiles in con-
fidence.

Box E-60, Broadcasting.
50 B 2 B B B B B B B B B B P I D B B I B

l'-al_SALE—Stations

o QISR
BN ZNSIRBNR

|
L Rue Medin Brokers Jne.
116 CENTRAL PARK SOUTH

NEW YORK, N. Y.
265-3430

STATIONS FOR SALE
SOUTH ATLANTIC. AM-FM. Exclusive
Price $125,000. 299 down.
SOUTHWEST. Daytimer on excellent
frequency. Price $100,000. Terms.
DEEP SOUTH. Major market. Price
$250,000. Terms.

OTHERS. May we submit our
+ offerings to you?

JacL L. Sto

and ASSOCIATES

6381 Hollywood Blvd.
Los Angeles, California 90028
Area Code 213-464-7279

it S

PWN -

Kok
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GULF COAST
Major market 1-KW Daytimer,
profitable operation with excellent
equipment and valuable real estate.
$250,000 with 29% down.
Box E-91, Broadcasting.

R R et L R
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ibhoto Cousledy ol Sunray DX Oil Compsny Kanl Addlsos. sculbiorh

your MIND
your HEART
your HAND

to the MENTALLY ILL

support your

MENTAL rg\
HEALTH *
ASSOCIATION

nf

onfidential Listings
QD

Qe TVue CATYV

u S.E. — S.W. — N.W.

Midw. small  fulltime  $ 75M cash
S.W. small  fulltime 60M nego
S.E. major  daytime 265M  29%
S.E. major  fulltime 925M merger

Carrib. major  fulltime 2MM tash

Wyom.  small fulltime  $ 70M  nego
Oreg.  small  fulltime %M 29%
N.Y. mediom AM & FM 700M  cash
Midw. major FM 135M  50%
Midw.  major FM 475M  cash

CHAPMAN ASSOCIATES
media brokerage service®

2045 Peachtree Road

Atlanta, Ga. 30309
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(Continued from page 82)

» Broadeast Bureau granted licenses cover-
ing following new VHF translators: K04CM
Weed. Calif.: KO2FF Lakehead, Calif.;
K13AM Gateway. Colo.: W08BG Iron Moun-
tain, Mich.: K12GR Wauneta, Neb.; K11JD
Garita, N.M.: K04DV Navajo, N.M.; K13GX
Navajo. N.M.: K09GU Tohatchl Area, N.M.;
K11CV Tohatchi, N.M.; KO05CT Silver Lake,
Ore.: WOS5AN Ellerslie, Md., and Hyndman,
Pa. Action May 12,

® Broadcast Bureau granted licenses cover-
ing changes in following VHF translators:
K04DL Gastineau Channel Ailrport Area,
Auke Bay and Mendenhall Glacler, all
Alaska: KI13EH Ainsworth, Neb.: KO0SFH
Ainsworth. Neb.: K13IJ Odessa, Wash. Ac-
tions May 12.

m KO7DA Casa Adobes, Ariz.—Broadcast Bu-
reau granted CP {o change type trans. of
VHF translator. Action May 9.

m Noe Enterprises Inc., El Dorado, Ark.—
Broadcast Bureau granted CP for new UHF
translator to serve El Dorado on ch. 18 by
rebroadcasting KNOE-TV Monroe, La. Ac-
tion April 30.

» Big Sandy TV Club. Big Sandy, Mont.—
Broadcast Bureau granted CP for new VHF
translator to serve Big Sandy on ch. 7 by
rebroadcasting CJLH(TV) Lethbridge, Al-
berta, Canada. Action May 8.

m FCC granted Harriscope Broadcasting

Corp.. Lewistown, Mont., CP for new UHF

translator with 100-w on ch. 70 to rebroad-

1cv?st ;(FBB-TV Great Falls, Mont. Action
ay

m KOM4AK McDermitt, Nev.—Broadcast Bu-
reau granted CP to change type trans. of
VHF translator and make changes in ant.
system. Action May 8.

® Joe B. Fallini Jr.,, Warm Springs, Nev.—
Broadcast Bureau granted CP for new VHF
translator to serve Hot Creek Valley and
Stone Cabin Valley on ch. 9 by rebroad-
casting KOLO-TV Reno. Action May 8.

¥ KO7AS Cliff and Gila, both New Mexico—

Broadcast Bureau granted mod. of license

of VHF translator to change primary sta-

}J{on 8to KOLD(TV) Tucson, Ariz. Action
ay 8.

» KO3CU Folsom, N.M.—Broadcast Bureau
granted license covering new VHF trans-
lator. Action May 13.

n Wometco Skyway Broadecasting Co., Mur-
phy, N.C.—Broadcast Bureau granted CP
for new VHF translator to serve Murphy
on ch. 5 by rebroadcasting WLOS-TV Ashe-
ville. Actjon April 30.

» WI10AK Spruce Pine, N.C.—Broadcast Bu-
reau granted CP to make changes in ant.
system and to specify name as Multimedia
Inc. and granted license covering new VHF
translator and to specify name as Multi-
media Inc. Action May 13.

m K71BY Bend. Ore.—Broadcast Bureau
granted license covering permit for new
UHF translator. Action May 13.

m KO5DG Christmas Valley. Ore.—Broadcast
Bureau granted CP to change frequency
from 76-82 me to 60-66 mc, change call sign
to KO3DB: make changes in ant. system of
VHF translator. Action May 8

» KO4FM Gold Hill, Ore.—Broadcast Bureau
granted CP to change frequency from 66-72
me to 54-60 me: change call sign of VHF
translator to KO2FT. Action May 8.

m Boise Valley Broadcasters Inc.. Hunting-
ton, Ore.—Broadcast Bureau granted CP
for new VHF translator to serve Huntington
on ch, 10 by rebroadcasting KBOI-TV Boise,
Idaho. Action May 8.

a Carbon County, Castle Gate, Utah—Broad-
cast Bureau granted CP's for new VHF
translators to serve Castle Gate on ch. 2
by rebroadcasting KUTV(TV): ch. 4 by
rebroadcasting KCPX-TV and ch. 5 by re-
broadcasting programs of KSL-TV, all Salt
Lake City. Action April 30.

» K06DI Lynndyl and Qak City, both Utah—
Broadcast Bureau granted license covering
new VHF translator. Action May 13.

CATV
Applications

m Valley Vision Inc.—Requests addition of
KTVU-TV Oakland-San Francisco to Placer-
ville, Callf. (Sacramento-Stockton, Cal. ARB
25). Ann. May 8.

= Mildcontinent Broadcasting Co.—Requests
distant signals from KCAU-TV Sioux City,
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lowa; WTCN-TV Minneapolis; WVTV(TV)

Milwaukee and KWGN-TV Denver to Madi-

1svtx)n, SS.D. (Stoux Falls, S.D. ARB 93). Ann.
ay 8.

Final actions

& Dublin, Pittsburg, Antioch and Pleasan-
ton, all California—FCC denied Tele-Vue
Systems Inc., operator of three 12-channel
CATV systems serving about 12,100 sub-
scribers, for walver of program exclusivity
requirements. Action May 14.

& WAU-26 Lake Worth, Palm Springs, Rivi-
era Beach and West Palm Beach, all Florida
—CATV Task Force granted CP for new
community antenna relay to bring distant
signals of WCKT(TV), WLBW-TV, WTVJ-
(TV), WTHS-TV, and WAJA-TV, all Miami,
to CATV systems in Lake Worth, Palm
Springs, Riviera Beach and West Palm
Beach; condition. Action May 5.

8 Natchez, Miss.—FCC denied Natchez Cable
TV Co., operator of 12-channel CATV sys-
tem at Natchez for waiver of program ex-
clusivity requirements with regard to KNOE-
TV Monroe, La. Action May 14.

u FCC granted request of Telerama Inc.,
for authority under ruies to import distant
signals on its CATV system in Euclid, Ohio.
Grant limited to distant signals, which have
been carried on Telerama's CATV systems
in Shaker Heights, Warrensville Heights and
Warrensville township prior to Feb. 16,
1966. These signals may be carried on CATV
system in Euclid on feeder and distribution
cable which had been constructed on or
before date of release of decision. Only local
signals may be provided to subscribers in
Euclid served from feeder and distribution
cable constructed after release date. Pending
further order of commission. Action May 7.

8 FCC waived rules and granted applications
of The South Dakota State University for a
six-hop, two-way TV intercity relay system
between Brookings. S.D., and Appleton,
Minn. Action May 7.

Ownership changes
Applications
8 KNWA(FM) Fayetteville.

transfer of control
Broadcasting Co.

Ark.—Seeks
of Kessler Mountain
from Peter J. Harkins

(36.15% before, none after) to Maubin
Cummings (36.15% before, 172.3% _after).
Consideration: $26,000. Principals: Maupin

Cummings. president, Harold R. Lindsay,
vice president (becoming secretary-treas-
urer), and Peter J, Harkins, secretary (re-
tiring). Ann. May 2.

& WFLA-AM-FM-TV  Tampa. Fla.. and
WRNL-AM-FM Richmond, Va.—Seeks trans-
fers of control of The Tribune Co. and
WRNL Inc, respectively, from Richmond
Newspapers Inc. (100% before, none after)
to Media General Inc. (none before, 100%
after). No consideration involved. Principals:
Media General Inc., owns Richmond Pub-
llshing Co. (surviving corporation formed
from Richmond Newspapers). D. Tennant
Bryan, chairman of board, Alan S. Donna-
hoe. president. Andrew J. Brent, general
counsel-secretary. et al. Tribune Co. pub-
lishes Tampa (Fla.) Tribune and 7Times:
owned 529 by Richmond (Va.) Times Dis-
patch and News Leader, published by Rich-
mond Newspapers Inc. Ann. May 4.

& WTAF(TV) Marion, Ind.—Seeks assign-
ment of license from Geneco Broadcasting
Inc. to R. David Boyer, trustee in bank-
ruptcy. No consideration involved. Princi-
pals: Anthony R. Martin-Trigona (81% be-
fore. none after), et al. Mr. Trigona {s sole
owner of real estate firm. Mr. Boyer ap-
Pointed by court. Ann. May 8.

8 \WWCME-AM-FM Brunswick, Me.—Seek as-
signment of licenses from Central Maine
Broadcasting System Inc. to WCME Inc. for
$232,000. Sellers: Maurice L. Goulet. presi-
dent. and Roland G. FortIn. treasurer (each
509%). Buyer: A, Abbott Coblentz. sole own-
er. Mr. Coblentz owns 25% of WORC Wor-
cester, Mass. Ann. May 8.

8 KYSM-AM-FM Mankato, Minn.—Seek as-
signment of licenses and FM SCA from
Southern Minnesota Supply Co. to F. B.
Clements & Co. for purbose of corPorate
reorganization. No consideration involved.
Principals: Durant F. Clements. Charles R.
Butler. James F. Madden. Charles C. But-
ler, et al (as a group, 100%). Ann. May 9.

8 WBCO-AM-FM Bucyrus, Ohio—Seek trans-
fers of control of Brokensword Broadcasting
Co. from Elfrieda Mercier (20.6% before,
none after) to Thomas P. Moore and Orville

J. Sather (each 39.7% before, 50%
Consideration: $50,000. Ann. May 8.

s KUAB(TV) Houston—Seeks assignment of
CP from United Artists Broadcasting Inc.
to Houston Broadcasting Co. for $61,728.
Sellers: Transamerica Corp. owns United
Artists Corp., parent of United Artists
Broadcasting. Robert S. Benjamin, chairman
of board, Arthur B. Krim, president (joint-
ly 19% under management trust agreement),
et al. Sellers own WUAB(TV) Lorain-Cleve-
land. Buyers: Glendon E. Johnson, Orsen
C. Clay, Robert K. Franklin and Franklin
D. Johnson (each 25%). G. E. Johnson Is
president of Great Southern Life Insurance
Co. Mr. Clay 1is executive assistant for
Pennzoil United Inc. Mr. Franklin is pres-
ident of RFK Industries In¢c, F. D. John-
son is partner in law firm. KUAB(TV) sale
contingent on FCC approval of WFLD-TV
purchase and Metromedia-Transamerica
merger. Ann. May 7.

a8 WRVA-AM-FM Richmond, Va.—Seek trans-
fers of control of WRVA Radio Inc. and
WRVA-FM Radio Inc., respectively, from
Larus Investing Co. (100% before, none
after) to Southern Broadcasting Co. (none
before. 100% after). Consideration: $3,075.-
000. Sellers: W. Brooks George, Dresident,

after).

et al. Buyers: James W. Coan (11.15%).
Earl F. Slick (22.21%), Albert L. Butler
(11.95%), John G Johnson, president

(9.24%), et al. Buyers own 50% of Jefferson
Cablevision Corp.. Birmingham, Ala., CATV
systems; own WSGN Birmingham, Ala.;
WTOB Winston-Salem, N.C.; WKIX-FM
Raleigh. N.C.: KOY Phoenix; KTHT Hous-
ton, 33'4% of WBMG(TV) Birmingham.
Buyers own applicant for new TV at Cin-
cinnati and own permittee of KTVJ(TV)
Stockton. Calif. Mr. Slick owns 25% of
manufacturing firm and is partner in oil
production firm. Mr. Butler owns 25% of
textile firm and is director for numerous
businesses. Ann. May 9.

a8 KBKW Aberdeen. Wash.—Seeks assign-
ment of license from KBKW Inc. to Quilncy
Valley Broadcasters Inc. for $155.000. Sell-
ers: Archie Taft Jr.. president, et al. Buy-
ers: John R. DiMeo. president (60%), Don
Downing. vice president, and Donald R.
Nelson, secretary (each 20%). Messrs. Di-
Meo and Downing own 809% and 20%. re-
spectively. of KENE Tobpenish, Wash.
Messrs. DiMeo. Downing and Nelson own
65%. 25% and 10%, respectively. of KXLE
Ellensburg. 5624%. 33%% and 10%, respec-
tively, of KPOR Quinc¢y, both Washington.
Sale of KPOR pends FCC approval. Mr.
DiMeo Is general manager of KAYQO Seattle.
Ann. May 8.

Actions

8 WDCA-TV Washington—Broadcast Bureau
granted transfer of control of Capitol Broad-
casting Co. from Milton Grant, A. Dana
Hodgdon. Edward Mernone, Alan I. Kay
et al. (as a group, 100% before, none after)
to Superior Tube Co. (none before, 100%
after). Principals of Superior: Clarence A.
Warden Jr.. chairman (21.5%). Paul E.
Kelly. president (1.4%), Richard H. Gavel,
executive vice president (20%). et al. Su-
perior Tube is sole owner of several tube
compPanies and manufacturlng concerns. Con-
sideration: $4.864.527 including liabilities and
agreement not to compete. Action May 7.

n WIOS Tawas City-East Tawas, Mich.—
Broadcast Bureau granted asslgnment of li-
cense from Airway Broadcasters Inc. to Car-
roll Enterprises Inc. for $120.000. Sellers: S.
Franklin Horowitz. president. et al. Buyers:
John J. Carroll. president (60%). Vernard
D. Hanna. secretary-treasurcer (20%). et al.
Messrs. Carroll and Hanna formerly held
interests in WKMF Flint, Mich. This entry
updates previous listing. Action April 25.

n KOAT-TV Albuquerque. N.M.—Broadcast
Burecau granted assignment of license from
WGAL Television Inc. to KOAT Television
Inc. for $5 milllon. Sellers: John F. Stein-
man. chairman of board, Clair R. McCol-
lough. president. et al. Sellers own WGAL-
AM-FM-TV Lancaster., WKBO Harrisbursg,
WORK York, WEST-AM-FM Easton. all
Pennsylvania: WDEL-AM-FM Wilmington,
Del.: and WTEV(TV) New Bedford. Mass.
(Providence. R.I.). Buyers: JosepPh Pulitzer
Jr.. Dresident, et al. Buyers own Pulitzer
Publishing_Co.. publisher of St. Louis Pogt-
Dispatch. Buyers also own KSD-AM-TV St.
Dljouls7and KVOA-TV Tucson, Ariz. Action
ay 7.

a KLFB Lubbock, Tex.—Broadcast Bureau
granted assignment of license from La Fiesta
Broadcasting Co. to La Fiesta Broadcasting
Inc. for $30.000. Principals: J. R. Earnest
and John A. Flache (each 50% before,
37.5% after) and Ernest F. Barton (none
before. 25% after). Action May 6.

8 KJAC-TV Port Arthur, Tex.-——Broadcast
Bureau granted transfer of control of Texas
Goldcoast Television Inc. from Jefferson
Amusement Co. (100% before, none after)
to Robert H. Park, (none before, 50% after),
Carl D. Levy (none before, 39.34% after),
Gayle Ann Gordon Greenwood and Lynn
Gordon Jones (each none before, 5.33%
after) as individuals. No consideration in-
volved. Action May 1.

Community-antenna activities

The following are activities in com-
munity-antenna television reported to
BROADCASTING, through May 14, Re-
ports include applications for permission
to install and operate CATV’s, grants of
CATV franchises and sales of existing
installations.

Franchise grants shown in izalics.

® San Luis ObispPo county. Calif.—New Con-
cept CATV Inec.. a subsidiary of Plastoid
Cable Corp. of America, has applied for a
nonexclusive franchise.

= Aurora, IN.—Consolidated Cable Utilities
Inc., Aurora, has applied for a franchise.

a Chrisman. Ill.—Tele System Service Corp.,
represented by Chuck Strebin of Westville,
Iil., and Max Scott of Paris. Ill., has applied
for a franchise. The company would pay an
annual license fee or franchise tax equal to
2% of the company’s gross income.

a Hartford Cily, Ind.—Hartford City Cable
TV Inc. has been awarded a 20-year fran-
chise. The firm will initially charge $5 for
installation. and later $18.50: the firm will
charge S$5 monthly. After the first three
yea'r?. the company will pay 3% of its net
profits.

a Mount Picasant. Iowa—Two firms have
applied for a franchise. Iowa Video Inc. and
Continental Transmission Corp. Iowa Video.
seeking a 15-year franchise, would charge
$5.25 monthly and would pay 29 graduating
to 3% of its profits. Continental. seeking a
25-year franchise, would charge $5.50
monthly.

a Wallkill. N. Y.—Walden Video Corp. has
applied for a (ranchise. Alan Geary is owner
of the company. The firm would provide free
service to schools. the library, town board
and fire house. Installation would be ini-
tially $10 (and later $19.95) with a monthly
charge of 85.

® Vale, Ore.—General Communications & En-
tertainment Co., Tulsa. Okla, (multiple
CATV owner), has been awarded a fran-

chise.
n Salem, Ya.—Booth-American Corp., De-
troit (multiple CATV owner), has been

awarded a franchise. Booth-American will
pay $1.000 a Year until the system is in
operation. then $3.000 a year or 3.5% of
Rross revenues up to $125,000. Qver $125,000
the firm will pay 4.5% of its gross revenue.

a Idaho Falls. Idaho—Four firms have ap-
plied for a franchise: Upper Valley Telecable
Co.. Benay Corp.. Idaho Falls Cablevision
Inc.. and Idaho Falls Cable TV Inc. Officers
of Upper Valley are Robert W. Bauchman,
president: James M. Brady. secretary-treas-
urer: J. Allen Jensen, vice president. and
George C. Hatch. director. Principal stock-
holders _are Mr. Bauchman. The Post Co. of
Idaho Falls, KID-AM-FM-TV Idaho Falls,
and Community Television Inc., Denver.
Upper Valley would charge $5.75 monthly.
Benay Corp. ofticers are Leo Higham, presi-
dent: Kelth Clarke, vice president, treas-
urer: and Mel Erickson. secretary. Benay
would charge $4.75 monthly and $14.95 for
installation. Officers of Idaho Falls Cable-
vision. a subsidiary of H&B American Corp.
(group CATV owner). are Raymond E. Lun-
dahl. president: William J. Bresnan. execu-
tive vice president, Los_ Angeles: Ruland
E. Willlams. secretary: Ray F. Archibald,
treasurer. and Charles J. Just. assistant
secretary. Idaho Falls Cablevision would
charge $4.95 monthly and would waive the
installation fee during construction of the
system. Officers of Idaho Falls Cable TV
are W. Thomas Davis. President and chair-
man of the board: William Lloyd Davis,
secretary: and Jerris D. Burge. executive
vice president. Idaho Falls Cable TV is a
corporation formed by the shareholders
of Pala Mesa Cablevision. a CATV firm with
systems in northern Idaho. California and
South Carolina.
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When Dick Chapin isn’t attending to
the many official and unofficial duties
that already crowd his 25-hour days,
he’s apt to be out looking for even
more to do. A staff member says “he
thrives on long hours.” If that’s true,
and it seems to be, he must be thriving
indeed. A look at the list of his current
on- and off-the-job activities suggests
a man whose schedule wouldn’t leave
time even to listen to the radio, much
less run six AM stations.

But as executive vice president of
Stuart Enterprises, Lincoln, Neb., run
them he does—with the aid of tight
organization and as head of a flying
squad operating out of a company air-
plane, which permits visits to the five
Stuart Broadcasting stations at an opti-
mum of once every 10 days.

Mr. Chapin doesn’t fly the company
plane himself—a full-time pilot allows
him to convert time aloft to productive
time. In a flight to Oelwein, Towa, last
week, where Stuart Broadcasting oper-
ates KOEL, he and a secretary managed
to get out a dozen letters.

Checking on things at the Lincoln
station, KFOR, is easier. It’s just an ele-
vator ride away from Mr. Chapin’s cor-
porate office in the Stuart building.
Keeping on top of the other stations,
in Oelwein, Sioux City, Iowa (KMNS);
Salina, Kan. (kSAL): Springfieid, Il
(wMAY), and Grand Island, Neb.
(KRGI), however, demands a circuit-
rider’s schedule.

But the activities that focus on the
Lincoln corporate headquarters also
make a formidable list. For Stuart En-
terprises he is in charge of the follow-
ing companies: Stuart Broadcasting
with its six stations; Imperial Outdoor
Advertising, with plants in Omaha,
Sioux City and Lincoln; newspapers in
Wahpeton, N. D., and Breckenridge,
Minn.; Stuart Insurance Co., Lincoln,
and real estate holdings, including shop-
ping centers and the Stuart Building,
largest office structure in Lincoln.

Where business leaves off, civic proj-
ects begin. He was appointed a member
of Lincoln’s Pershing Auditoriuum ad-
visory council and later elected chair-
man, a position he still holds. He has
also served on numerous fund-raising
campaigns and on state-wide governor’s
councils. Can all of this leave time for
radio? Apparently so. In fact, says Mr.
Chapin, “I spend most of my time on
it. Radio is what I know and like.” The
record of his broadcasting activities,
which extends beyond the immediate
interests of the Stuart stations, bears him
out.

He has long been active in state and
national broadcasting matters. He was
president of the Nebraska Broadcasters
Association in 1956, later serving as
board member and then as secretary-
treasurer of the NBA for eight years.
He was re-elected this year to a second
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Keeping on top
of things for
six scattered AM’s

term as National Association of Broad-
casters radio board member at large for
class B stations. In 1960-63 he was
NAB director for district 10 and was
vice chairman of the radio board in
1963-64.

As chief executive officer of a thriv-
ing group of medium-to-smaller market
radio stations he necessarily pays close
attention to the advertising side of the
business—"but not to the detriment of
programing,” he quickly adds.

He left a promising career with the
chamber of commercec for a job as a
radio salesman in 1953. After gradu-
ation from the University of Nebraska
in 1947 he worked for the Atlantic,
Iowa, and Lincoln Chambers of Com-

WecksProfile

Richard Wallace Chapin—execu-
tive vice president, Stuart Enter-
prises, Lincoln, Neb., b. March
20, 1923, Lincoln; BS (business
administration), University of Ne-
braska, served with secretary, At-
lantic, lowa, and Lincoin Cham-

bers of Commerce, 1947-1953;
joined KFOrR Lincoln, in March
1953; general sales manager,
KFOR-AM-TV, then general man-
ager of stations, 1953-54; elected
vice president and assistant secre-
tary-treasurer of Stuart Invesi-
ment Co., parent of Stuart Broad-
casting Co., 1958; became execu-
tive vice president of Stuart
Investment in 1964, which became
Stuart Enterprises in 1966; mar-
ried Jacqueline Beech of Atlantic,
Towa, 1949; children — Debora,
17, and Richard, 14.

merce. As chamber opportunities
seemed to lie elsewhere, he opted to
stay in Lincoln by joining KFor in
1953 as an account executive. In the
same year he was named general sales
manager for KFOR and KFOR-TV.

The next year he was made general
manager of the stations. (The television
station was sold later that year.) In
1958 he was made an officer of the
parent corporation, then Stuart Invest-
ment Co. The company was reorganized
as Stuart Enterprises in 1966. Under
Mr. Chapin’s guidance four more radio
outlets were added to kFOR and KRGI
Grand Island, which was acquired in
1957.

The experience in adding the stations
and finding personnel for them has
added to his extracurricular burdens.
Now he finds himself advising other
broadcasters facing similar problems.
The Stuart group isn't necessarily com-
plete, either, he notes, so the coopera-
tion he extends to others helps him
keep his hand in.

Personnel development has become
a Chapin specialty. Bringing young peo-
ple into broadcasting and seeing them
succeed brings him his greatest satis-
factions. Aware early in his career of
the value of personnel development, he
helped found and then managed for
eight years a personnel placement bu-
reau, at first independently and later
affiliated with the state association.

If tapping the creativity of youth
gives him his greatest rewards, some of
the work he finds his young talent
obliged to do gives him his greatest
headaches, he adds. The constantly in-
creasing flow of government paperwork
he regards as a burden for all broad-
casters and an onerous one for smaller
stations.

And one advantage that group opera-
tion can bring to smaller stations is
that resources can be brought to bear
on the state and national political
fronts. He reports that a proposed ad-
vertising tax for Nebraska was kilied
in committee two weeks ago. And, with
two stations in lowa, he’s in the front
lines of a bellwether attempt to repeal
the ad tax already on the books there.

On the national level, he keeps close
tabs on the congressional delegations.
Currently he’s solidly behind Senator
John O. Pastore’s (D-R.I.) bill to
tighten FCC procedures to reduce vul-
nerabilities of licensees to competing
renewal applications. A five-year license
would also help with the paperwork,
he adds.

Keeping all the balls in the air re-
quires an office at home, as well as one
on the company plane. “And I'm in it
every night,” he says, and often on
Sunday. “Sometimes it might seem con-
fusing,” he cheerfully admits, “but we
believe in organization and we're well
organized.”
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Fdlitorials

Six weeks to go

In six weeks the term of Rosel H. Hyde as a member and
chairman of the FCC will expire. If President Nixon does
not name a new member or select a chairman from among
present members, the chairmanship by tradition will be in-
herited by Commissioner Robert T. Bartley, Texas Demo-
crat.

So far there is no official word from the White House.
One thing, however, is certain: the administration wants its
own man heading the independent agencies and the FCC is
the most sensitive of them.

Chairman Hyde, who will be 70 next April, has no more
dragons to kill. He was more effective under the last ad-
ministration because his colleagues knew he had the Presi-
dent’s backing. With no support from the new President,
Mr. Hyde’s colleagues have been less cooperative.

If Mr. Bartley becomes chairman by seniority, it would
pose new problems. There would then be four Democrats
and only two Republicans. Mr. Bartley espouses hard regu-
lation of multiple owners. He would have a hearing on every
multiple transfer and there probably aren’t enough hearing
rooms in Washington in which to hold them. He finds him-
self voting with such crackdowners as Commissioners Cox
and Johnson more times than not. Even with Chairman
Hyde presiding, the dissidents have been able to muster a
needed fourth vote on renewals. Without him and on a six-
man commission, chaos could escalate into anarchy, with
newspaper owners probably disposed to sell out rather than
face the contrived strike applicants before what might be a
stacked commission.

It is imperative that President Nixon select a successor
to Mr. Hyde with due regard for the importance of the
position and the need for a strong, take-charge executive
who will be able to contain the trouble-makers and keep the
processing lines moving.

If the President is unable to make the selection by June
30 he should prevail upon Mr. Hyde to continue in office
until the new man is found and ready to take over.

Who pays whom for what?

A new argument for elimination of the 15% commission
media pay to agencies may be found in the growing
use, described here last week, of outside commercial pro-
duction specialists by agencies themselves. Increasingly they
are calling in the specialists, who say they can—and appar-
ently do—turn out commercials less expensively than the
agencies’ own production departments can do.

And how do agencies pay these specialists? By a fee, of
course.

The fee system apparently makes sense in such cases, and
yet most agencies still insist that the media commission
should provide the bulk of their own revenues—and lately
there has been talk that spot television, because it is so
complex, ought to pay 20% instead of 15% (BROADCAST-
ING, April 28, et seq.). The system has been out of date
since the days, long before radio emerged, when agencies
stopped representing media.

Protests against the media-commission system go back at
least to 1915 and have been heard as recently as two weeks
ago, when George Comte of WTMJ-AM-FM-TV Milwaukee
renewed the call for its abandonment—(BROADCASTING,
May 12). Over the years this magazine has repeatedly chal-
lenged the system while also recognizing that the problem

is almost as complicated as the commission is unjustified.
The growing practice of advertisers’ paying their agencies
supplementary fees suggests that, if the 15% 1is ever re-
placed, the change will be made by evolution. Whatever
happens, broadcasters should—as we said more than a dozen
years ago (BROADCASTING, June 18, 1956)—maintain an
informed and continuing interest. After all, it is their
money that advertisers and agencies are arguing over.

The plausible patsy

When trouble strikes there’s the search for the cause. When
no cause is readily isolated, there comes a desperation effort
to find a plausible patsy.

That is the dilemma of television in this era of mass
hysteria on the campuses, rioting in the streets and drug
addiction among juveniles. Why TV? Because today’s youth
grew up with it; because politicians ruthlessly attack it; be-
cause it’s government-licensed.

This “patsy” hypothesis tends to explain why members of
Congress attack “sex and violence” on TV but not in
movies, magazines or newspapers. They can “reach” TV,
even though the “violence” complained of is principally in
product supplied by the motion picture industry. But they
can’t reach magazines or newspapers or even the movies,
which are not directly licensed by Congress.

This also may explain the built-in bias of many educators
toward TV evidenced in questionnaires from students buck-
ing for credits and degrees.

A new questionnaire from a major university, for exam-
ple, seeks information on “viewers’ complaints or hostile
reactions to television programs and content.” Not a single
question about viewers’ praise of programs; just the nega-
tives.

The student who dispatched this rigged questionnaire
probably had little to do with its preparation. It is one of
many—the anti-TV syndrome.

Everyone in broadcasting wants to encourage young peo-
ple, whatever their origins or backgrounds, to look to careers
in broadcasting. But the young people should approach the
broadcast media, not as the “villians” they’re made out to be
by some teachers and politicians, but as the most exciting,
progressive, creative and remunerative of the communica-
tions arts.

Drawn for BroapCASTING by Sid Hix
“I did NOT switch to CBS . . . that's an eye-drop com-
mercial!”
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...in the 12th U. S. Market

From every state they come to explore the excitement
of Six Flags Over Texas, a multi-million dollar enter-
tainment complex recreating Texas history under six
rules. This nationally known amusement center in
Arlington, between Dallas and Fort Worth, reflects
the vitality of the affluent North Texas metropolitan
area, an area of over one million television households
eager to accept a good product or service.

If you have either of these to offer, WBAP can make
sure it's offered to more people.

If you have something to sell, put WBAP to work
for you.

Represented Nationally by Peters, Griffin, Woodward. inc.

WBAP-TV NBG
DALLAS - FORT WORTH




The projector that

doesnt care what
order the slides are in

S : That's the beauty of the Sarkes Tarzian
RO o SanE DSP-80 Slide Projector. Just load
5 s J the machine with up to 100 slides . . .

the largest capacity of any projector in
the field. Then punch them up in
sequence—or skip around, selecting
any slide at random. The DSP-80 takes
it all in stride. And never misses a cue.

Replacing slides is easier, too. Change
one at a time, or set up a completely
new slide program simply by
interchanging pre-loaded drums.

Color slides always project true and
brilliant, because the DSP-80 has a 500
watt quartz lamp that maintains a
constant color temperature . . . no matter
how long it's running. And forced air
cooling eliminates buckling.

The DSP-80 contains its own DC power
supply and can be operated locally or
from a variety of standard remote
control panels. Contact your Sarkes
Tarzian sales engineer now or write
direct: Sarkes Tarzian Systems,
Bloomington, Ind.

SARKES TARZIAN SYSTEMS



