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With NAB, NCTA pact is there chance for accord on CATV? p23
ABC-TV chases prime-time blues at affiliates convention. p26
SPECIAL REPORT: Added dimensions in radio news. p49
Protobacco forces move smoking arena to House floor. p56

if you’cﬁike to get your hands on 133 i’ost '50
and 210 Post 48 Columbia features no network
ever got their hands on, get in touch with vus.

Strangers When We Meet
From Here To Eternity
Operation Mad Ball
Once More, With Feeling!
Man On A String
The Garment Jungle
Let No Man Write My Epitaph
The Mouse That Roared
Autumn Leaves
The Mountain Road
Jubal
Beat The Devil
Middle Of The Night
Cowboy
They Came To Cordura
Bell, Book And Candle
It Happened To Jane
Our Man In Havana
The Last Angry Man
Who Was That Lady?
Full Of Life
The Goddess
The Key
The Eddy Duchin Story
Pal Joey
Anatomy Of A Murder

few of the Post ’50s

he Two-Headed Spy
Gidget
As The Sea Rages
. Tank Force
Fast And Sexy
The Man Inside
ockleshell Heroes
Bitter Victory
yong Without End
Surprise Package
Bonjour Tristesse

Ten Tall Men
The Marrying Kind
Walk East On Beacon
Paratrooper
It Should Happen To You
The Man From Laramie
Miss Sadie Thompson
Phffft!

A few of the Post ’48s
All The King’s Men
On The Waterfront

Born Yesterday
The Last Hurrah
The Caine Mutiny

Death Of A Salesman

The Solid Gold Cadillac

Hell Below Zero

The Violent Men

Valentino
The Harder They Fall
Harriet Craig
Siroeco
Member Of The Wedding
The Juggler
The Wild One
My Sister Eileen
Jeanne Eagles
The Happy Time
Salome
3:10 To Yuma
Affair In Trinidad
The Long Gray Line
Jolson Sings Again
The Four Poster
Fire Down Below
Knock On Any Door
We Were Strangers
Miss Grant Takes Richmond
Tokyo Joe
In A Lonely Place
Convicted

And since they’ll be available in your market soon, you'd better get in touch with us now. Screen Gems()
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Christal Company &

joins the
Good LifeinDenver®

KOA ANNOUNCES THE APPOINTMENT OF
THE CHRISTAL COMPANY AS NATIONAL
SALES REPRESENTATIVES

*KOA
*KOA
*KOA
*KOA
*KOA
*KOA
*KOA
*KOA

CALL YOUR CHRISTAL MAN TO BECOME A PART OF THE GOOD LIFE

Good Life Music

Eyewitness News

Eyewitness Weather

Eyewitness Sports

Farm and Ranch News

Community Action Reports

Traffic Reports

Aerial Mountain Playground Reports

.,
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KOA Radio 85 - 50,000 Watts Clear Channel NBC
KOA-FM 103.5 MC

Denver, Colorado

General Electric Broadcasting Company of Colorado, Inc.




IS NOTHING BUT A RADIO VERSION OF LAUGH-’ID

1. So some of LAUGH-IN'S SToeRs... LIKE ARTE JoHHSON AND
GARY OWENS ... ARE MAJOR PERFORMERS IN DOZENS OF ERFUN sketches.
So THEY GOTOTHERS WE DON'T GOT, AND WE GOT OTHERS I
(FORTY-THREE TO BE PRECISE ) THEY DON'T GOT, LIKE /B AND FORTY - TWO OTHERS,
ALL OF WHOM, QUITE NATURALLY, ARE BRILLIANT ST¥RS OF RADIO'S GLORIOUS PAST,
PRESENT,AND FUTURE. 2. S0 FOUR OR FIVE OF OUR SKETCHES HAVE BEEN DONE ON
Lave-IN. AFter AL, € IS ONE YEAR OLDER THAN LAUGH- IN, AND
OUR BITS WERED | E JEND TO ACCEPT THE INNOCENT NOTION THAT GREAD
WRITTEN BEFORE THEIR BiTs, BUT W -MINDS THINK ALIKE,PARTICULARLY GREAT
GAG -WRITERS' MINDS. &, So supﬁ];ﬂm 1S STRUCTURED JUsT LIKE LAUGH-
IN, A BOMBARPMENT OF 5 T MEDIUM, MEDIUM LONG, LONG,
HUNDREDS OF VERY SHORT, SHORT, MEDIUM SHORT "Ry LONG AND A COUPLE OF
OVER LONG COMEDY SKETCHES, It works For THEM. IT WORKS FOR Us. IT WORKED
FoR CHAPLIN. IT WORKED FOR SHAKESPEARE. <, S0 WHY HOCK US WITH THIS

COMPLAINT ? TF PERFUN 15 noTHiNG BuT A RapioVersion oF Laue - IN,
TN BUY ERFUN  Buv LAuen - In ango
AND YOU OWN A RADIO STATION,? - = pur [IT oN Your

RADIO STATION (JUST AS SOON AS LaueH -IN COMES OUT WITH A RADIO VERSION OF ITs OwN,
WHICH MAY BE NEVER,OR AT LEAST NOT THIS MONTH) OR RELY ON FRED, THE LOCAL wiT.
OR GO WITHOUT COMEPY ALTOGETHER . WHAT Do WE CARE © WE GIVE IT ALL AWAY TO
UNCLE SAM ANYWAY. SO FOR MORE INFORMATION ABOUT WH WRITE OR
CALL ME OR SOMEBODY ELSE AT THE FOLLOWING PR

ADDRESS OR PHONE NUMBER IN THE FOLLOWING LOGO :

<o X EEE x
x MBa

My Blanc AS30CHATLS. Ing
Crossroads of the Worka « Holtyood *
Catiorms 90028 - Hotlvmood 6.812

B (CURRENFESYNDICATED)

UNNAMED
RADIO

STATION
OWNER




“People J

In the nation's 12th ranked television market,
KRLD-TV is the turned-on station — by more people
than any other station.

The February/March 1969 ARB Audience Esti-
mates show that from 9:00 a.m. to midnight, Sunday
through Saturday, 13.8% more people view Channel 4
per average quarter-hour than the second station in
the market.

Ask your H-R representative for choice availabilities
to turn on the Dallas-Fort Worth market for your client.

eeeeeeeeee d nationally by m@

The Dallas Times Herald Station

CLYDE W. REMBERT, President

BROADCASTING, June 2, 1969



Llosedbireuit

Blackballs

Disclosure of possible appointment of
former Los Angeles broadcaster Rich-
ard Moore to FCC and perhaps its
chairmanship (BROADCASTING, May 5)
has triggered avalanche of advice to
White House. Networks reportedly op-
pose Mr. Moore, who in 1956 urged
Senate to impose restraints on network
practices. Other broadcasters oppose
him because he had interests in CATV,
was associated in wired pay-TV ven-
ture in Los Angeles. Still, no other name
has surfaced in speculation over suc-
cessor to FCC Chairman Rosel Hyde.

As of last week it stood this way:
Unless explicitly asked by White House
to stay on, Mr. Hyde will retire at end
of his term June 30. That would leave
Robert T. Bartley, Democrat and senior
commissioner, as acting chairman if
President did not name another. Make-
up of FCC as of July 1, in those cir-
cumstances, would be four Democrats,
two Republicans.

Radio for film

Eastman-Kodak Co., Rochester, N.Y.,
long-time major television advertiser, is
committing itself to radio for first time
in years. In campaign already on air
Kodak is selling film on radio in 11
markets. When initial flight winds up at
end of June, follow-up radio drive is
expected. Kodak tried radio once be-
fore, some years back, on experimental
basis. That campaign, which was aimed
at vacationers in New England, was
termed disappointing. But now, says
Kodak spokesman, “We think it [radio]
has had a resurgence as far as value to
the advertiser is concerned.”

Current campaign is heavy, “heading
toward 100 gross rating points per
week,” and principally in drive time.
All spots are 60’s, both recorded and
live. Markets are major, with Kodak
explaining “when you get out into the
C & D counties, there just isn’t that
much to take pictures of.” Markets are
New York, Los Angeles, Chicago, Bos-
ton, San Francisco, Detroit, Washing-
ton, Cleveland, Minneapolis, Seattle,
Miami. Agency is J. Walter Thompson
Co., New York.

Color line?

FBI agents are investigating employment
practices in West Coast film industry—
as sequel to hearings held in Los An-
geles by U.S. Equal Employment Op-
portunity Commission (BROADCASTING,
March 17). Agents reportedly inter-
viewed film-company executives who

attended ABC-TV affiliates convention
in San Francisco last week. Whether in-
vestigation extends to West Coast opera-
tions of TV networks is not known, al-
though EEOC officials charged networks
as well as film producers with discrimi-
nation in hiring.

Kluge's stake

Little known fact about Transamerica-
Metromedia merger, now under study
by FCC and antitrust division of Justice
Department, is that John W. Kluge,
chairman and president of MM, would
emerge as largest individual stock-
holder. His MM interest translates into
approximately 700,000 shares of Trans-
america or more than 1% of authorized
60 million shares.

Second largest Transamerica stock-
holder is Arthur Krim, president of
United Artists, Transamerica subsidi-
ary, with 353,414 shares. Next are
Glenn Cramer, president of Transinter-
national Airlines, with 333,676 shares,
and Robert Benjamin, chairman of UA,
with 302,000 shares. Value of overall
Metromedia stock is $300 million and
of Transamerica, $2.1 billion.

Rough spots

Big item at concluding closed-door af-
filiate-management session at ABC-TV
convention last week—along with ques-
tions of clearances and compensation
for Monday-night football (see pages
26, 66)—was whether and how ABC-
TV would tone down sex and violence
in new programing. Some affiliates were
disturbed by pilots and demonstrator
films shown during convention. There
were specific objections to lynch scene
in pilot of New People and story in
Love American Style that indicated
young couple was enjoying adulterous
relationship. Neither is apt to be aired.

Some affiliates are also worried about
ABC-TV’s new 45-minute Music Scene
series, starring The Committee as hosts.
There’s concern that series will be criti-
cal of establishment, may give ABC
Smothers brothers-type headache. Pro-
duction schedule calls for completion
of each show on Friday, delivery of
tape to New York Saturday, closed-
circuit screening for affiliates Sunday—
for air time Monday night. Affiliates
are uneasy about these logistics.

Bird almost in hand

With any luck, FCC should be able to
adopt order establishing domestic com-
munications satellite system as crown-

ing achievement of Rosel H. Hyde's
41-year service in regulation of com-
munications. Chairman Hyde is sched-
uled to retire June 30; and sure sign
that commission is nearing end of de-
liberations on domestic satellite system
is visits he has been making to inter-
ested Nixon administration officials, to
fill them in on commission plans. Com-
mission officials feel that if chairman
encounters no objections, agency will
proceed with adoption of its proposed
system.

Officials are describing proposal as
providing for “introductory” system,
which could become permanent if it is
found to be useful adjunct to existing
communications network. Officials de-
cline to discuss details of proposal, but
reports have circulated that it would
provide for multi-purpose system
(rather than one dedicated to broad-
casting) that would be managed by
Communications Satellite Corp. Own-
ership, though, would probably be open
to others, possibly including broadcast-
ers.

Protecting investments

It seems unlikely on surface, but one
of key figures in NBC-TV’s decision
not to go for Monday-night pro football
which ABC bought last week (see page
66) was Johnny Carson. NBC officials
reportedly reasoned that logical time
for football would be 9 p.m. to mid-
night (NYT), which would mean de-
laying start of Tonight show by half-
hour—and they knew from experience
that Tonight host Carson will not brook
such delays. There was also speculation
not only that Mr. Carson would refuse
to show up on Mondays—that much
apparently was taken for granted—but
also that there could be deterioration
in NBC-Carson relationships for rest of
week.

But there were other considerations
as well. For one, major league baseball
has been trying to break into network
prime time and presumably would use
Monday-night football precedent as
leverage. In addition, though they don’t
say so, apparently there were reserva-
tions at both NBC and CBS-TV—
which also elected not to try for Mon-
day-night games—about size of audi-
ence football might draw in prime time.
And presumably neither NBC nor CBS
was anxious to let other get regular
Monday-night programing established
and then face catch-up job with its own
regular programs after football season
ended.
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SOME CLOWN IN WASHINGTON IS TEACHING CHILDREN.

They call him Lorenzo. He works for us,
We call him Jerry Wheeler.

He writes, hosts, performs on four hours of
programming for children in Washington every weekend.
Good stuff. Music. Dancing. History. Theatre. Science.
Things kids love when they know about them

That's why we hired Lorenzo. To tell them.

wurar Tv

A Post-Newsweek Station



WeekinBrief

Plan for settlement of dispute over CATV regulation is
hammered out by NAB, NCTA. Compromise would give
cable industry room to expand, and would provide protec-
tion for broadcasters’ program product. See . . .

Chance for accord on cable’s future? ... 23

San Francisco is scene of ABC-TV affiliates’ convention,
at which network reveals upcoming program schedules—
including lineup of ‘box-office attractions' for movie
nights, plan to meet Saturday morning competition. See...

ABC-TV chases prime-time blues ... 26

Forum Communications Inc., frustrated so far in bid to
compete for facility now occupied by WPIX(TV) New York,
continues its fight with petition for reconsideration that
charges FCC has acted with undue haste. See . ..

Bidder for WPIX(TV) bounces back ... 34

FCC testimony before House Appropriations Subcommit-
tee, made public last week, emphasizes need for money
to provide for more research, especially on spectrum-
allocations problems. See . ..

FCC seeks $1-million solutions ... 38

Zenith Radio Corp. paces set manufacturers’ opposition
to FCC proposed rule that would require UHF-VHF tuner
equality; broadcasters renew call for prompt government
action. See . ..

Manufacturers cool to tuner-parity rule ... 44

Reinforced efforts of four radic networks, and growing pro-
fessionalism of specialized audio services, are producing
new school of radio news that accentuates expanded cov-
erage through actualities and voice reports. See . . .

The added dimensions in radio news ... 49

House Commerce Committee backs move that would keep
regulatory agencies out of cigarette controversy for six
more years. Also approved: slightly stronger warning, to
appear on packs but not in advertising. See . ..

Smoking issue moves to House floor ... 56

New study, focusing on television viewers' personality
traits—with special emphasis on ‘ad switchability'—is
presented to advertisers and agencies by Television Adver-
tising Representatives. See ...

TVAR probes ego for switchblades . .. 60

FTC Chairman Paul Rand Dixon, in testimony made public
tast week, warns House Appropriations Subcommittee that
his agency could become straw man unless given more
funds for hard action on consumer protection. See .. .

FTC fears role of ‘fingerwagger’' ... 61

ABC-TV returns to pro football for first time in five years,
paying reported $8 million for three-year pact that pro-
vides for 13-week schedule of games in Monday night
prime time, beginning in 1970. See ...

Monday night at the stadium ... 66
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We hated

to have towin

this award.

to KFWB News Rodio, Los Angeles for rodio reporting

When you get an award for covering
the assassination of Robert Kennedy,
it's hard to feel good.

We did it because it had to be done.
We did it in depth. And we did it long.
36 hours straight.

And we hated every minute of it.

We loved
winning
this one.

to WBZ Rodio, Boston for rodio public service

This one made us feel good. This one
is for something called T-Group 15.

It's a way to bring black people and
white people together.

Black teachers and white teachers.
Black parents and white parents. To
talk. On the air.

They argued. They yelled. They
screamed. But they talked. After a while,
they understood each other. After 15
hours, they even liked each other.

And we loved every minute of it.

GROUP

WESTINGHOUSE BROADCASTING COMPANY
WBZ - WBZ-TV BOSTON - WINS NEW YORK - KYW - KYW-TV PHILADELPHIA
WIND CHICAGD - KPIX SAN FRANCISCO - KFWB LDS ANGELES

WJZ-TV BALTIMORE - KDKA - KOKA-TV PITTSBURGH - WOWO FT. WAYNE

BROADCASTING, June 2, 1969



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

Atleadline

Analytical renewal criteria

FCC Commissioners Nicholas Johnson
and Kenneth A. Cox have suggested
that commission use number of objec-
tive criteria in evaluating broadcasters’
programing performance at license-re-
newal time. And, in 60-page statement
on New York state license renewals
(BROADCASTING, May 26), released
Saturday (May 31), they demonstrated
how criteria could be used to evaluate
New York broadcasters’ performance,
complete with comparative ranking of
24 stations.

CBS’s weBs-Tv New York is ranked
first, on basis of criteria used in study,
and NBC’s wnBc-Tv New York is
ranked second. But ABC’s waBC-TV
New York is ranked [4th; its license,
two commissioners said, should not be
renewed without further inquiry.

Study of performance of New York
stations, whose licenses expire June 1,
was done by Commissioner Johnson.
Commissioner Cox is noted as regard-
ing results as “significant contribution”
to process of evaluating performance,
and as joining fully in opinion.

Two commissioners have made earli-
er efforts to develop criteria, most nota-
bly year ago, in study of Oklahoma
broadcasting (BROADCASTING, June 3,
1968). In that one, commission renewal
processes as well as quality of Okla-
homa broadcast service were severely
criticized.

Statement on New York was less
critical, more restrained in its ap-
proach, than was true of Oklahoma re-
port. But Commissioners Johnson and
Cox chided colleagues for alleged lack
of interest in applying “any standards
at all” to programing.

In statement on New York stations,
they suggest use of news, public affairs
and “other” programing (religious, in-
structional and agricultural) as com-
parative criteria, as they have before.

But they would also use extent to
which network affiliates clear regularly
scheduled network news and public af-
fairs programing, local programing,
local and regional news, prime-time
local programing, number of news em-
ployes and of public service announce-
ments, and “commercial emphasis.”

In addition, they say commission
should consider station’s financial posi-
tion in evaluating its program perform-
ance.

Ranking of station is determined by
drawing together its comparative rank-
ings in each category considered.

Commissioners concede that objective
standards do have drawbacks: It is
impossible to design objective measures

of programing performance” is one
criticism they cite. But such standards,
they add, are “better than nothing.”

They invite comments from “any in-
terested parties as to how criteria might
be improved. They also say they hope
to refine standards in future renewal
analyses.

Commissioners said they would not,
“at this time,” deny license renewal
based on analysis done in report. But
they feel analysis provides basis for in-
guiring further before granting number
of renewal applications.

ABC’s waBc-Tv would be one, for
although station ranks 14 in state, its
“resources” should permit it to do bet-
ter. They would also check into WNBF-
Tv Binghamton, ranked 17, “a large
multi-media licensee (Triangle Publica-
tions Inc.) operating as the only VHF
in a three-station market that is not
performing up to resources.”

Other stations that would be deferred
are WBJA-TV Binghamton, WHEN-TV
Syracuse, WHEC-TV Rochester and
wkBW-TV Buffalo. These are ranked
21 through 24 respectively, “and are
all network-affiliated stations that could
have done better.”

Commissioners were kind in treat-
ment of wcBs-Tv. “As one of the most
profitable stations in the country, the
public is entitled to expect much from
\WCBS-TV; by our measure, it is getting
it.” Commissioners found it ranked
number 1 in number of programing
categories, including news, and that it
“apparently pursued a deliberate policy
of reduced commercialization.” They
also found it also cleared 100% of CBS
news programs.

In separate statement, two commis-
sioners returned to type of declaration
for which they have become known in
previous renewal periods. They objected
to renewal of number of New York
stations that proposed to devote less
than 5% of their time to news, less than
1% to public affairs, or less than 5%
to public affairs and “other” program-
ing.

In this statement, they note that CBS
“flagship” of CBS radio network, pro-
poses less than 5% of its time to pub-
lic affairs and “other.”” And WNEw,
whose affiliate, wNEw-Tv, is ranked
fourth in comparison of TV stations, is
criticized for proposing less than 3%
in same category.

WNEW-Tv was also found to propose
less than 5% mnews. But in view of
“more thorough analysis” of its per-
formance in their major study, commis-
sioners do not object to its renewal.

Commissioners also note that wWQxr

New York, licensed to New York
Times, proposes to devote less than 1%
of its time to public affairs programing.

Rulo-Code reach accord

Disagreement between National Associ-
ation of Broadcasters’ Code Authority
and Rulo Corp., Chicago, over accept-
ability of current Rulo diet wafer TV
commercials was reported resolved
Thursday (May 29) in meeting in New
York. Rulo threat of lawsuit against
code authority apparently was dissi-
pated at same time (see page 60).
Arthur Gettleman, Chicago attorney
representing Rulo, said afterward that
company would make new commercials
to satisfy objections raised by code di-
rector Stockton Helffrich at meeting,
and hoped to have them ready for air
shortly. Mr. Gettleman emphasized—
and Mr. Helffrich confirmed—that cur-
rent Rulo commercials had been con-
ditionally approved by code authority
last November, subject to further re-
view, and had been running under that
conditional approval until code officials
held them unacceptable last month.

Alitalia, other shifts

Approximately $15 million in agency
account reassignments were reported by
three separate companies, highlighted
by shift of Alitalia Airlines’ $8 million
billing to Coleman, Prentis and Varley,
worldwide agency with headquarters in
London.

Alitalia spends about $500,000 in
broadcast on worldwide basis. Account
has been at Pulicis-Gardner-Butler-Stip
(Gardner Advertising in U.S.) for past
10 years. CP&V’s U.S. affiliate is Ken-
yon and Eckhardt.

Swift and Co., Chicago, has named
William Esty Co., New York, to handle
$4 million processed-meats division,
dropping McCann-Erickson, Chicago.
Estimated $2.5 million is in TV-radio.

WTS-Pharmacraft, Rochester, N. Y.,
announced it is moving its Allerest,
Fresh, Coldene and Ting products from
Doyle Dane Bernbach, New York, to
Rumrill-Hoyt, New York. Products bill
estimated $3 million, of which approxi-
mately $1.5 million is in broadcast.

von Ladau to Metromedia

Philip von Ladau has been named re-
search director, Metromedia Television,
newly created position. He moves to
Metromedia from Carson Roberts, Los
Angeles, where he had been media re-
search director.

More “At Deadline” on page 10




WeeksHeadliners

Mr. Dickinson

Mr. Forsling

Richard A. Forsling, VP, administra-
tion, CBS Television Services Division,
named to newly created position of ex-
ecutive VP. Division’s activities include
CBS Enterprises, CATV operations and
development, foreign TV investments
and new businesses in broadcast-related
fields. Mr. Forsling held legal positions
in CBS's TV divisions from 1952 to
1965 when he became VP, husiness
administration, CBS Television Stations
Division. Tom Miller, who has been
VP, sales, New York Yankees, CBS
subsidiary, named VP and assistant to
Richard W. Jencks, president, CBS/
Broadcast Group. Earlier Mr. Miller
was with ABC and CBS.

John F. Dickinson, VP, Harrington.
Righter & Parsons, New York, elected
president of station-representative com-
pany, succeeding James O. Parsons Jr..
who becomes board chairman. Mr.
Dickinson began with HR&P in 1949 as
account executive. Peter F. Ryan, mid-
western VP of company, elected to
board of directors.

John M. McDaniels, general sales man-

/

Mr. McDaniels
ager of weN-Tv Chicago and VP of
WaGN Continental Sales Co., and Alex-
ander C. Field Jr., manager of public
affairs for WGN Continental group, elec-
ted VP's of WGN Continental Broad-
casting Co. (see page 74).

Richard Krolik, general executive su-
pervising PR and promotion activities
for Time-Life Broadcast, New York,
named VP and assigned as Washington
representative for broadcasting. Mr.
Krolik, general executive since 1962,
was formerly producer-director for The
March of Time in its early TV experi-
ments: member of promotion depart-
ment for Life magazine; associate pro-
ducer of NBC’s Today show, and head
of his own PR firm. In 1966 he served
as consultant to John Chancellor, then
director of Voice of America.

Neal Van Ells, station manager, KNBC
(Tv) Los Angeles, named general man-
ager of wkyc-Tv Cleveland. Both are
NBC-owned stations. He succeeds
Arthur A. Watson, now president, NBC
Radio.

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

ABC licenses approved

FCC has granted license renewals to
ABC-owned KGO-AM-FM-Tv San Fran-
cisco and KABC-AM-FM-TV Los Angeles.
over objection of Wometco Enterprises.
which wanted renewals designated for
hearing.

Case grew out of 1966 petition by
Antwin Theaters Inc., against both ABC
and Wometco, charging anticompetitive
theater practices. Antwin asked com-
mission to hold hearings on renewals of
ABC owned stations and Wometco's
wTvJ(Tv) Miami, wrLos-Tv Asheville.
N. C. and kvos-Tv Bellingham. Wash.

Antwin subsequently reached ami-
cable resolution of its civil antitrust
action against ABC and announced it
was withdrawing complaints against that
company but not against Wometco.
Wometco said it was duty of commis-
sion to determine validity of Antwin’s

original charges and designate all sta-
tions for hearing.

Commission’s Broadcast Bureau de-
nied request earlier this year, ruling that
Antwin claims against ABC were
“moot.” Commission last wesk upheld
that judgment by vote of 5-to-1, with
Commissioner Johnson dissenting.

Specials in 26 markets

Triangle Stations said Thursday (May
29) that its six Doodletown Pipers one-
hour taped television specials will be
in 26 markets across country in their
premiere this month. Five or six hours
have been produced with Triangle Pro-
gram Sales distributing.

Among outlets programing these
specials in addition to Triangle’s five
owned stations are KTVU(Tv) San Fran-
cisco, KIRO-Tv Seattle, wsM-Tv Nash-
ville. Xso-Tv Salt Lake City, xHOU-TvV

Salt Lake City, kHou-Tv Houston.
Houston, wtvT(Tv) Tampa. Fla.
Among local sponsors are Montgomery
Ward on KoOB-TV Albuquerque. N.M..
and Sears Roebuck on KLz-Tv. Denver.

Cablemen sanguine

Cable TV leaders expect some changes
may be made in agreement reached
with National Association of Broad-
casters staff—on part of broadcasters
and CATV operators—but they don’t
anticipate that concord will “blow up”
unless major revisions are imposed by
one group or another.

This and other optimistic sentiment
expressed by Frederick W. Ford, presi-
dent, and Robert Beisswenger, chair-
man, of National Cable TV Association
at news conference Thursday (May 29)
in Washington.

And, at the same time, Assoclation
of Maximum Service Telecasters an-
nounced that its “emergency” board
meeting will take place June 5 at Drake
hotel in Chicago.

NCTA officials released text of
NCTA board resolution voted earlier
in week (see page 23), which reads
that board “generally endorse[s] the
proposals which have been the subject
of discussion . . .” and continues: “We
recognize that many of the areas of
discussion need clarification and that the
methods employed to effect their imple-
mentation are crucial.”

Mr. Ford commented at one point
that since the FCC’s proposed new
CATV rules, issued last December, ne-
gotiations between NCTA committee
and motion picture producers have
“slowed down almost to a halt.” NCTA
group has been meeting with motion
picture representatives since middle of
last year, shortly after U. S. Supreme
Court ruled CATV systems were not
infringing copyright licenses.

Reminded that Jerrold Electronics
Corp., Philadelphia, of which he is
chairman and president, holds CATV
franchise for section of Philadelphia.
Mr. Beisswenger said that Jerrold will
build system under new agreement pro-
visions that would limit CATV there to
purely local TV stations.

‘Cesar’ to CBC

United Artists Television has sold its
half-hour Cesar's World travel ad-
venture series to Canadian Broadcast-
ing Corp.

Gould honored

Jack Gould, radio-TV critic for New
York Times. will receive journalism
award of Columbia University’s faculty
of journalism for “distinguished service
in public interests” todav (June 2).
Award to Mr. Gould cites his efforts “to
stir sometimes dormant conscience of
television industry” in his writings.
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There are lots of game shows in syndication this year, but here is

The hottest new

ame show available!

All new shows
for syndication—
Fall start

5-a-week
half-hour
color tapes

Produced at the famous
ED SULLIVAN THEATER

BROADCASTING, June 2, 1969

Hot because

TO TELL THE TRUTH is the only new game show
available with a 12 year successful track record (both
stripped and weekly on CBS). TO TELL THE TRUTH
was stitt leading its time period in most markets* when
it went off the network last year.

Hot because

Top stations in top markets looked at all the other
game shows and bought TO TELL THE TRUTH. Now
set for fall startin New York, Los Angeles,
Washington, D.C., Kansas City, San Francisco,
Buffalo, San Diego, Boston, Detroit, Lancaster,
Pittsburgh, Philadelphia, Minneapolis, Houston,
Bellingham. Miami, St. Louis, Toledo (and others we
can't reveal yet) . .. with lots more cities cooking.

Hot because

TO TELL THE TRUTH offers the strongest regular
cast of stars of any syndicated game show. Goodson-
Todman has taken a 12 year winner, geared its
program content to young adults, strengthened its
original cast by adding Bili Cullen as a regular and
Garry Moore as host. No other game show offers a
great line-up of stars like this:

Garry Moore
Bill Cullen
Peggy Cass
Orson Bean
Kitty Carlisle

...and other well-known guest panelists.

*ARB rating on request.

Produced by

Goodson-Todman Enterprises, Ltd.

Distributed by

Firestone Film Syndication, Ltd.

477 Madison Avenue, New York, N.Y. 10022 212-758-5100
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Broadcast Schedule?

rom San Francisco to Washington, D.C.

S e s

Cincinnati
WLWT Channel 5

Fult color NBC affiliate
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McHUGH & HOFFMAN, INC.
Television & Advertising Consultants

Meé&lr

?

DO
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-
filiation.

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 s 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 interesting success
stories to tell which you can verify
by talking directly to client station
managers throughout this country
and Canada. 15 e 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—

430 N. Woodward Avenue
Birmingham, Mich. 48011

:Area Code 313
644-9200

BROADCASTING PUBLICATIONS INC.

i Talshoff, president ; Lawrence B.
Taishoft, vice president and
secretary; Maury Long, wvice presidsnt
Edwin H. James, vice president
Taishoff, treasurer; Irving C. lvflller
comptroller; Joanne T. Cowan, assistant
treasurer.

Broadeasting.
TELEVISION

Executive and publication headquarters:
BROADCASTING-TELECASTING building,

1735 DeSales Street, N.W., Washington,
D.C. 20036. Phone: 202-635-1022

Sol Taishoft, editor and publisher.
Lawrence B. Taishoff, ezecutive VP.

EDITORIAL

Edwin H. James, vice president and
executive editor

Rufus Crater, editonal director
(New York).

Art King, managing ec e
Frederick M. Fitzgerald, Earl B.
Abrams, Leonard Zeidenberg, Sherm
Brodey, F. Martin Kuhn, senior editors.
Joseph A. Esser, Robert A. Malone,
associate editors.

Alan Steele Jarvis. Mehrl Martin, Tim-
othy M. Mcl.ean, Steve Millard, staff
writers; Albert N. Abrams, Kate Long,
Deborahh May Nordh, Robert Sellers,
editorial assistants, Gladys L. Hall, secre-
tary to the editor and publisher. Erwin
Ephron (vice president, director of media,
Papert, Koenig, Lois) research adviser.

SALES

Maury Long vice president-

general manager.

Ed Sellers, Southern sales manager;
George L. Dant, production manager;
Harry Stevens, traffic manager; Bob
Sandor, assistant lgroductwn-traﬂic

manager; Molly Dwyer, classified
advertising; Dorothy Coll, advertising
assistant.

CIRCULATION

David N. Whitcombe, circulation
director.

Richard B. Kinsey, subscription man-
ager; Michael Carrig, Willilam_ Criger,
Kwentin Keenan, Jean Powers, Suzanne
Schmidt, Arbenia Williams, Bertha
williams, Lucy Kim

BUSINESS

Irving C. Miller comptroller.
Sheiia Thacker; Kathieen Stanley,
secretary to the executive vice president.

BUREAUS

New York: 444 Madlson Avenue, 10022,
Phone. 212-755-061
Rufus Crater, edstonal director; David
Beriyn, Rocco Famighettl, senior editors.
Waiter Troy Spencer, associate editor;
Haztel Hardy, Caroline H. Meyer, staff
writer
Warren W. Middleton, sales manager;
Eieanor R. Manning, institutional
sales manager; Greg Masefieid,
Eastern sales manager; Laura D.
Grupinski, Harriette Weinberg,
advertising assistants.

Chicago: 360 North Michigan Avenue,
60601, Phone: 312-2364115.

Lawrence Christopher, senior editor.
David J. Bailey, Midwest sales manager,
Rose Adragna, assistant.

Hollywood: 1680 North Vine Street,
90028 Phone: 213-463-3148.

rris Gelman, senior editor.
Blll Merritt, Western sales manager.
Sandra Klausner, assistant.

BroaDcASTING* Magazine was founded in
1931 by Broadcasting Publications, Inc.,
using the title BRroADCASTING*—The
News Magazine of the Fifth Estate.
Broadcasting Advertising® was acquired
in 1932. Broadcast Reporter in 1933,
Telecast* In 1953 and Television® in
1961. Broadcasting-Telecasting® was
introduced in 1946.

*Reg. U.S. Patent Office,

© 1969 by BroapcasTING Publications Inc.

Datehook »

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

alndicates first or revised listing.

June

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

aJune 2—Television Bureau of Advertising
regional sales clinic. Sheraton-Gotham inn,
Syracuse, N.Y

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

June 3—Annual stockholders meeting,
MCA Inc. Sheraton-Blackstone hotel, Chica-
g0.

sJune 4—Television Bureau of Advertising
regional sales clinic. Sheraton-Baltimore inn,
Baltimore.

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

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

June 5-6—Thirteenth annual Ppublic con-
ference of PTC Research institute of George
Washington University. Agenda includes
discussion on *Crises in Communication.’
Shoreham 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 6—Third annual Belding awards for
creative achievement in advertising, Adver-
tising Club of Los Angeles. Beverly Hills
hotel, Beverly Hills, Calif.

mJune 6—Special shareholders meeting, Chris-
Craft Industries Inc. Pler 66 hotel, Fort
Laudcrdale, Fla.

June 6-7—Wyoming AP Broadcasters As-
sociation meeting. Convention Center, Cody,
Wyo.

June 6-8—North Dakota Broadcasters spring
meeting. Medora.

June 7—Meeting of Jowa AP Broadcasters.
Fort Des Moines hotel, Des Moines.

June T7—Radio-Television News Directors
Association regional conference. North Court,
Seattle Center, Seattle.

June T7—Radio-Television News Directors
Association regional conference. K1L.Z Radio-
TV Communications Center, Denver.

June 8—Telovision Academy Awards pres-
entation. Carnegie Hall, New York, and
Civic Audltorium, Santa Monica, Calif.

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

nJune 9 Television Bureau of Advertising
regional sales clinic. Sheraton-Gibson hotel,
Cincinnati.

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 Radio, Television and Cinema in Great
Bureau of Advertising, New York; Milton
Fruchtman; executive producer, Capital
Cities Broadcasting, New York; and Louis
Cassels, senior editor, UPI, Loyola Univer-
sity, New Orleans.

mJune 10—General shareholders meeting,
Warner Bros.-Seven Arts Ltd. Calgary Inn,
Calgary, Alberta.

June 10-14—Nineteenth annual conference
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Wire service corret] - ls (5115
carry tape recorde

and think sound.
Like UPI staffers.

UPI Audio

the sound
of news everywhere

United Press International
290 East 42 Street,New York,N.Y. 10017

(212) MU 2-0040
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A Gates first

DCFM*

in the FM power you need!

There's a TE-1 Silicon Solid State, 10-Watt
Exciter in each of our 250 to 40,000 Watt FM transmitters.

There's a one-tube, 1 kW, two-tube, 3, 5 and 10
kW; and a three-tube, 20 kW.

Each employs DCFM* (direct carrier frequency
modulation). Carrier generation and modulation occur —
without multipliers — at operating frequencies. You get
better stability, excellent response.

Add stereo and SCA. Just plug in a factory adjusted
module. You make stereo separation of 35 dB with minimum
crosstalk.

For more information on the TE-1 Solid Statesman
Exciter with the transmitter power you need, write or call us.
Gates Radio Company, Ouincy, lllinois 62301. Telephone

e R GATES

A DIVISION OF HARRIS-INTERTYPE
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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, Hawalili.

sJune 11—Television Bureaw of Advertising
regional sales clinic. Statler Hilton hotel,
Cleveland.

June 11-12—Spring meeting of Montana
Broadcasters Association. Speakers include
Elmer Lower, ABC News, president; George
Bartlett, vice president for engineering,
Natlonal Association of Broadcasters: Roger
Mudd, CBS News correspondent. Prince of
Wales hotel, East Glacier.

wJune 12—Radio workshop sponsored by As-
sociation of National Advertisers and Radio
Advertising Bureau. Plaza hotel, New York.

June 12—Meeting of Montana AP Broad-
casters Association. Glacier 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 Association. Manor Vail. Vail.

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.

sJune 13—Television Bureau of Advertising
reglonal sales clinic. Howard Johnson motor
Inn, Detroit.

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

June 14—Radio-Television News Directors
Association reglonal conference. WTVJI(TV)
Miami studlos.

June 14-17—Annual conventlon of Georgia
Association of Broadcasters. Speakers in-
clude Daniel H. Lewis, vice chairman,
D’Arcy Advertising: Eddie Barker, KRLD-
TV Dallas, president, Radlo-Television News
Directors Association. DeSoto-Hilton hotel,
Savannah.

June 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
Baliley. president, Hughes Sports Network.
Deauville hotel, Miaml Beach, Fla.

June 15-18—Third annual Consumer Elec-
tronics Show, sponsored by consumer Pprod-
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. Hollday
Inn, New York.

June 16-18—Workshop on advertising finan-
cial management, Association of National
Advertisers. Doral Country Club, Miaml.

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

June 18—Annual stockholders
Movielab Inc. New York.

June 18-20—Annual

Texas AP
Sun Valley

meeting,
meeting of Virginia

® Indicates first or revised listing
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TVB meetings

Television Bureau of Advertising regional
sales clinics:

June 2—Sheraton-Plaza hotel, Boston.
June 4—Sheraton-Baltimore inn, Baltimore.
June 9—Sheraton-Gibson hotel, Cincinnati.
June 11—Statler Hilton hotel, Cleveland.

June 13—Howard Johnson motor inn, De-
troit.

Association of Broadcasters. Holiday Inn,

Afton Mountain.

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

June 21—Radio-Television News Directors
Association regional conference. AP Build-
ing, New York.

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. Philadelphla Marriott,
Philadelphia.

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

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

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

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

sJune 27—Annual
General Instrument
Treat, Newark, N.J.

June 28—Radio-Television News Directors
Association regional conference. Koma Kai
Club, San Diego, Calif.

June 28—Radio-Television News Directors
Association regional conference. WAVE-AM-
TV Loulsville, Ky., studios.

June 29-July 2—American Advertising Fed-
eration convention. SPeakers Include Donald
M. Kendall. president of PepsiCo; AAF
Chairman Walter Terry and President How-
ard Bell. Waldorf-Astoria hotel. New York.

meeling.
Robert

stockholders
Corp. Hotel

July

July 2—New deadline for reply comments
on all portions of FCC’s proposed CATV rules.
except those deallng with questions of pro-
gram origination and diversification.

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

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

July 19—Radio-Television News Directors
Association regional conference. Duluth,
Minn.

July 21—New date for oral argument before
FCC on its proposal to prohibit networks
from owning or controlling more than 509
of their nonnews prime-time programing, and
to limit their participation in syndication
activities. Previous date was May 12.

August

Aug. 3-5—Summer convention, Idaho State
Broadcasters Association. Speakers include

CATHERINE DENEUVE
BRIGITTE BARDOT
ANNIE GIRADOT

SIMONE SIGNORET
ROSANNA PODESTA

CONTINENTAL
LI®N

Presents
First-run on television—
37 theatrically released

features.

Twenty-One in Color.
Average length—100 min,
All post '60. All with
Internationally famous
stars and directors.

Tops in Sales and
Profitability.

Continental Lion features
are distributed by MGM
Television.

-
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If you're W talking
about “buying power” coverage,
KABC RADIO is Number 1
in Los Angeles

Everyday we talk to more women,

and buy the groceries ...
for the millions of families who live
and play in Southern California.

KABCRADIO 79 & &

where News makes Conversation

The data used herein are estimates and nat
accurate to any precise mathematical degree.
®ARB Jan / Feb Mon - Sun 6 AM . Midnight avg. Y hr.

Motor hotel, Coeur d'Alene.

Aug. 7—New deadllne for rePly comments
on FCC’s proposed rule that would ban
cigarette advertising on radio and television.
Previous deadline was July 7.

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. 2527—Convention of American Mar-
keting Association. Netherlands Hilton, Cin-
cinnati.

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

sSept. 18-20—Annual broadcasting sympo-
stum, sponsored by Group on Broadcasting,
Institute of Electrical and Elecironic En-
gineers. Mayflower hotel. Washington.

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

Sept. 23—Annual meeting of Radio-Televi-
sion News Directors A iation of Canad
Detroit.

mSept. 23-25—Annual fall meeting. Pennsyl-
vania Community Antenna Television Asso-
ciation. The David Mead, Meadville.

OpenMike ,
Piaudits for rep story

EpiTor: All of us here want to com-
mend you and Associate Editor Walt
Spencer on that thorough, well-handled
feature story, “Shake-out Among the
Station Reps.” It is a definite contribu-
tion to our industry, which, as you well
know, means that it provides an equiva-
lent contribution to the cause of spot
television advertising. It does much to
put both into proper perspective, to
show that the Willie Loman days of
national sales representation are over,
and point up the professionalism, spe-
cialization, and creative techniques
which are so necessary in today's suc-
cessful representation operation.

So, on behalf of all of us, sincere
thanks for your sound analysis and
appraisal of an important billion-dollar-
plus segment of television.—Martin L.
Nierman, president, Edward Petry &
Co., New York.

FCC finds a friend

EpiTor: 1 really must protest your
abandonment of all journalistic stand-
ards of impartiality in your choice of
headlines to highlight stories dealing
with the FCC and especially Commis-
sioner Nicholas Johnson. In March,
one of your stories was headlined,
“Commissioners Show Fangs.” In the
May 19 issue you say “Nick Caught
With Hand in Inkwell.” These are only
two examples out of a number of head-
lines that have struck me as glaringly
unfair.—Ray W. Rosenblum, general
manager, WMOA Marietta, Ohio.
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S
CENTENNIAL

‘Trainloads of everything

you like...moved by the
modern rail way

The thousand and one things you need and use...move to you through
modern railroad classification yards. Here freight cars by the thousands are
electronically sorted every day and made into trains going where you live.
This computerized assembling of freight trains is typical of the constant
progress railroads are making...and why railroads are keeping ahead of
your ever-growing transportation needs.

s p— == ‘

ASSOCIATION OF

Ratfroads




MB”WMH from Hi Strong, president, Hiram Strong Advertising, Chicago

‘Television retailing’ is nonsense

There is no such thing as “television
retailing” and I challenge anyone to
define it in meaningful terms.

Retailing encompasses a broad spec-
trum of retail establishments. It includes
supermarkets, furniture and appliance
stores, auto dealers and a host of others.
The use of television by these retailers
is neither new nor unproved.

Retailers have been using television
for 20 years—successfully and profit-
ably—and television understands them
perfectly.

The hangup concerns just one form
of retailer and from here on I'm talking
to him directly.

It is not that television doesn't un-
derstand retailers but that department
stores have done nothing in 20 years to
understand television. You, Mr. Depart-
ment Store Manager, are the guilty
party—guilty of gross neglect of the
most vital communication tool in con-
temporary life.

The decline in newspaper circulation
and readership is nothing new. It's been
going on for over 10 years. While your
marketplace changed, while the socio-
logical conditions of society altered,
while you changed from a single-store
operation to a multistore and even
multimarket enterprise—as the shop-
ping center and discounter encroached
upon your bailiwick—you, like the
ostrich, kept your head buried in your
beloved newspaper while the rest of the
world went audio-visual. Even during
the last few years when TV has been a
major source of discussion at every one
of your seminars and throughout the
trade, you still hover along its fringes
and persist in the same cry: “I don’t
know how to use it.”

I'll tell you how to use it. Use it.

That's how we all learned. There is
no magic formula, no instant television
like instant coffee.

The basic requirement is simple—
hire some people who understand the
medium. There is nothing mysterious
about TV. What is mysterious is how
you expect to use TV without a staff.

If you didn't have artists, layout
people and copywriters, you would be
in exactly the same boat in print. You
need a staff even when you have an
outside agency. How else are you going
to give your agency guidance and make
professional evaluation of its output?

This is why I do not consider the
assignment of a ‘“retail specialist” at

the television station level particularly
meaningful. What is he going to do for
you? Write your scripts? Develop your
campaign? Buy your time? Make mar-
keting decisions for you? And not just
for you, but for every other store in
town?

Let’s be honest. There is only one
reason why you department stores are
in television today. Television has your
customers—by the millions.

I think one of your problems in TV
is that you are carrying your bad news-
paper habits over into the new medium.
You tend to confuse production tech-
niques with advertising concepts. This
habit affects your creative approach in
TV and often contributes to high pro-
duction costs.

Production costs do not have to be
high. T have seen full-color film com-
mercials locally made at well under
$1,000 that T would match with any de-
partment-store commercial in the coun-
try. Learn to approach TV as an adver-
tising medium instead of show business.

You cannot emulate the national ad-
vertisers’ method of creating an image,
because you are a different entity. I
don't know duPont. I've never seen
their plants or met their people. I only
know them through their advertising.
They can create any image they want
and I cannot confirm or deny it.

But you exist in time and space for
me. I'm in your store often and deal
with your people, know your merchan-
dise and policies, etc. You can’t in-
vent an image for me because the min-
ute I walk into your store I can check
it out. Your institutional image must
be based upon what you are, not what

you would like to be.

With the development of the free
standing store, boutiques, etc., the in-
stitutional values attached to your name
must be exploited and constantly under-
scored. Promoting the boutique or de-
partment may in fact make the most
sense as against promotion of isolated
items. After all I really don’t go into
your store because of the items you
sell. I can buy them many places. I go
to you because of the institutional
realities.

Whether you are promoting a special
event or a specific item, an institutional
concept must be the core of your mes-
sage. Keep reminding the shopper of
all the fringe benefits.

Since your commercials will have a
short life span, you should find some
thematic thread to run through all of
them. Few have it today. Your com-
mercials should play back on each
other for cumulative impact and iden-
tity. Substitute good concept for elab-
orate production technique.

Another factor that affects creative
approach and cost is the length of the
commercial. Too many stores fail to
use ID’s.

Avoid making 60-second spots. Gear
yourself to 30’s. They are becoming
the style. Also I find many store 60’s
are unnecessarily padded. The 30 ups
your frequency and reach, lowers cost.

Plan on a 52-week basis in TV just
as you do in print. Allocate enough
budget to do the job. Stop kidding your-
self. Don’t expect a kiddy-car budget
to buy you a Cadillac.

There is only one way to learn: Use
television.

Hiram Strong has been a retail TV-radio
writer-producer in Chicago for more than
25 years. He formed his own agency last
year with American Motors Chicago Area
Dealers Association as initial account.
fore that for five years he was senior vice
president of Powell, Schoenbrod & Hall
where he worked on Carson Pirie Scott &
Co. when it plunged into TV. He also is retail
consultant to Taft Broadcasting Co. He
speaks on TV in New York before National
Retail Merchants Association June 11-12.

Be-
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Richmond Va:

Your next successful campaign!

Richmond has exploded since the
War Between the States.

Theformer Capital of the Confederacy
has become a capital of growth.

People are everywhere. There are
over 600,000 in the standard metropoli-
tan statistical area aloné. And an
additional 750,000 in surrounding
counties and towns reached by WWBT.

It'sabigtarget, but it can be captured.

It's been done before.

The spoils are more than you can pos-
sibly imagine. Richmonders have the
highest per capita income in the South-
east. Retail sales alone account for more
than $300 million. Effective buying in-
come is over $27 billion.

At WWBT we're doing things to cap-
turea big share of the Richmond market.
We're making programming changes,

adding new personnel on the air and in
key management positions, and we're
promoting WWBT as a leader in the
great tradition of Jefferson Standard
Broadcasting Company.’

Make Richmond, Virginia, your next
successful campaign.

WWBT/RICHMOND

Jetferson Standard Broadcasting Company/Represented by (T)




“Hello, KFREX2...
Somebody put LSLC
in my coffee.

I'm blind...
I need help.”

The 4 a.m. caller was a 23-year-old college student, partially blind and

frenzied with the hallucinations of a “‘trip”’. He wouldn't telephone

his parents because of the possible shock to them.

For more than an hour KFRE's FACTS volunteer # 34 helped him

keep his sense of reality. Finally, at his insistence and because of his

increasing panic, she waived the anonymity rule and sent another FACTS
volunteer, familiar with LSD, to “talk him down."”

Why did he call KFRE? Why was KFRE able to help him?

Because the FACTS (Finding Answers-Caring Through Service) program

of round-the-clock volunteer help for drug abuse has been a person-to-person

first aid station for sixteen hundred victims in Fresno.
Why does KFRE-TV have such a service?

Because it's a Triangle Station.
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Chance for accord on cable’s future?

Compromise reached by NAB and NCTA staffs,
approved by NCTA board, shot at by AMST

A plan for seftlement of differences
over cable<television regulation was un-
expectedly issued last week by the staffs
of the National Association of Broad-
casters and the National Cable Tele-
vision Association.

The proposed accord was accepted
“in principle” by the NCTA board at a
meeting last week in Washington. It
will be considered by the NAB board at
its regularly scheduled meeting in
Washington June 16-20. The executive
committees of the boards of both as-
sociations have been kept informed of
negotiations between the two headquar-
ters.

In the broadcaster camp dissent be-
came immediately apparent. The As-
sociation of Maximum Servicz Tele-
casters, which has consistently fought
for hard-line regulation of CATV,
called an “emesrgency” meeting of its
board for this week. Most AMST mem-
bers are also NAB members.

Staff executives of both the NAB and
NCTA had expected resistance from
the more extremist elements on each

side of the CATV controversy, but they
believe they have arrived at a compro-
mise that will attract support from the
mass of broadcasters and cable opera-
tors.

The agreement proposes that broad-
casters and cable operators jointly sup-
port legislation that would, in essence,
give broadcasters protection against the
indiscriminate use of their programs by
CATV and give CATV more room to
expand than is possible under present
and proposed FCC regulations.

It is proposed that CATV be made
liable for copyright payments, that
CATV respect the exclusivity provi-
sions in contracts between stations and
program suppliers, that CATV systems
be prohibited from interconnecting, that
CATV carry all local stations, that
CATV be permitted to import distant
signals (where not enough local stations
exist) to reach a total load of three
network affiliates and three independ-
ents, and that CATV be permitted to
originate one channel of entertainment
and one channel carrying advertising

(for details see page 24). Existing cable
systems would be grandfathered into
the law to permit the continuation of
their present services.

The NCTA board was reported to
have voted 17 to 2 to accept the pro-
posals as a basis for further negotia-
tions. The two dissenters were said to
be Miss Yolanda Barco of Meadyville,
Pa., and John Walson, Mahanoy City,
Pa. Their objections were reportedly
addressed to the proposed limitations
on distant-signal importation. Both of
their systems are in mountainous re-
gions.

Though voting their willingness to
come to terms with the broadcasters,
the NCTA board majority raised several
questions for further deliberations.
Among them:

= Cable operators would like to see
some sort of time limit placed on the
exclusivity provisions so that CATV
systems would not be foreclosed in per-
petuity.

= They would also like to have per-
mission to bring in TV stations beyond

They were the negotiators

“It got to the point where we decided
there was no sense in continuing to
holler at each other,” explains one of
the principals in the small group that

Mr. Carlisle

Mr. Wasilewski

cemented the CATV agreement, “so we
sat down in a spirit of compromise a
few weeks ago and came up with this.”
The small group consisted of Vincent
T. Wasilewski, president; William Car-
lisle, vice president for television, and

M r Anello

Mr. Lovett

Douglas A. Anello, general counsel, for
the National Association of Broadcast-
ers, and Frederick W. Ford, president;
Wally Briscoe, managing director, and
Bruce E. Lovett, general counsel, for
the National Cable TV Association.

i
Mr. Briscoe Mr. Ford
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The wording
of a compromise

NAB-NCTA six-point
document suggests changes
in Communications Act

Here is the text of the agreement ne-
gotiated by the staffs of the National
Association of Broadcasters and the Na-
tional Cable Television Association,
subject to approval of the two organi-
zations’ respective boards:

The National Association of Broadcast-
ers and the National Cable Television
Association have been made increas-
ingly aware that constant conflict be-
tween the two industries which should
have compatible interests does not serve
the public interest. In consideration of
this fact, the staffs of the two trade
associations have evolved proposals for
consideration by their respective boards
of directors which, in the spirit of com-
promise, would allow both industries to
move forward and establish an effective
national broadcasting communications
policy in the public interest.

The proposals which are set forth
below would involve amendments to the
copyright laws and changes in regu-
latory policies to be enacted as amend-
ments to the Communications Act.
However, in the event regulatory legis-
lation cannot be enacted at this time,

both industries express a desire that the
FCC would lend its support to the
effectuation of this compromise through
its own regulatory authority.

I. Copyright: The copyright law would
be amended to reflect the following:

CATV would be liable for copyright
payments under the terms and condi-
tions set out below:

1. CATV systems will have a com-
pulsory license to carry all local tele-
vision signals. Local broadcast signals
are defined as grade-B contour signals
or their equivalent.

2. The copyright statute would rec-
ognize the concept of “adequate” tele-
vision service. Adequate service means
that the CATV system shall have avail-
able to it the services of stations fully
affiliated with each of the national TV
networks plus the services of no more
than three nonaffiliated commercial TV
stations. This means, for example, that
in a market such as Philadelphia, which
has stations fully affiliated with all exist-
ing national networks and three com-
mercial TV stations not so affiliated, no
importation of distant signals shall be
permitted.

In the event that it is necessary to
import a distant signal for the purpose
of getting adequate service, the signals
of the most proximate station in either
category shall be the first to be im-
ported. A CATV system, to the extent
that it does not have a sufficient com-
plement of local signals to comprise the
signals of a full network station for each

of the national television networks and
the signals of three commercial inde-
pendent stations, would have a com-
pulsory license to receive signals of
distant stations to bring them up to this
adequate service concept; provided,
however, that the CATV system would
be compelled to obtain the signals nec-
essary to achieve this adequate service
from television stations next most
proximate to the CATV system. A dis-
tant television signal means the signal
of a television broadcast station which
is extended or received beyond the pre-
dicted grade-B contour of that station.
I1. Exclusivity: CATV systems located
in primary or secondary broadcast mar-
kets must recognize exclusive licensing
of copyrighted material as follows:

1. As against “distant” signals im-
ported into a “primary” television mar-
ket, a CATV system, upon appropriate
notice and request of a broadcast station
within whose grade-A signal contour
such system is located, must provide the
same protection of copyrighted material
as that which the broadcast stations is
afforded against other broadcasters in
the same television market.

2. Against grade-B television signals
carried in a “primary” television mar-
ket, a CATV system upon appropriate
notice and request of a broadcast sta-
tion within whose grade-A signal con-
tour such system is located, must pro-
tect the first-run-only syndicated show-
ing of a copyrighted work.

3. As against distant signals imported

the most immediately nearby signal
when, because of duplication protec-
tion, some of their channels are without
programs.

» And many of the CATV industry’s
representatives at last week’s meeting
were opposed to the flat, all-inclusive
ban on interconnection. Some said they
want to be able to interconnect their
own or other systems when there is
some special closed-circuit event, like
a championship prizefight, that is not
being carried on over-the-air TV.

Robert Beisswenger, president of the
Jerrold Corp., Philadelphia, and chair-
man of NCTA, said that some of the
provisions in the agreement are difficult
for CATV operators to accept. But, he
added, the NCTA board, in a spirit of
compromise, essentially has accepted
the terms developed by the two orga-
nizations.

Mr. Beisswenger expressed optimism
that agreement would be reached. But
he also expressed one concern: How
is the FCC going to act in putting some
of the details into practice?

Other CATV operators were more
hopeful. Monroe M. Rifkin, president
of multiple - CATV - owner American

Television and Communications Corp.,
termed the proposals ‘“‘constructive.”
Irving B. Kahn, president of multiple-
CATV-owner Teleprompter Corp., com-
mented that the agreement ‘“is a step
in the right direction.”

The opposite view was expressed by
Lester W. Lindow, executive director of
the Association of Maximum Service
Telecasters, which counts 160 television
stations as members. Mr. Lindow, in
explaining why his board had been
summoned into session, said the NAB-
NCTA proposals present “several seri-
ous and very troublesome questions.”
He found the suggestions of CATV pro-
gram origination and the proposals on
distant-signal importation especially ob-
jectionable.

Another broadcaster, Charles Tower
of the Corinthian stations, who is chair-
man of the NAB’s television board, was
also said to oppose the plan. He was
reported to be the only member of the
NAPB’s executive committee to take that
position.

NAB and NCTA executives have
kept key government officials advised of
their negotiations. FCC Chairman Rosel
Hyde was among the first to receive a

copy of the final agreement. He said
he was “glad they are talking and try-
ing to resolve the impasse,” although
he would not comment on the text.

Action by NAB to explore possi-
bilities for agreement with the cable-
casters was started at the San Juan,
P.R., winter meeting of the NAB joint
radio and television boards (BROAD-
CASTING, Jan. 20). At that time, the
boards directed NAB President Vincent
T. Wasilewski to form a committee to
pursue the matter with a counterpart
group from NCTA.

Contemplating the need for air-tight
secrecy, without which it was felt that
no progress could be made, both bodies
delegated the preliminary work to staff
members. A series of meetings was
arranged involving Douglas A. Anello,
general counsel, and William Carlisle,
vice president for television, for NAB,
and Bruce Lovett, counsel, and Wally
Briscoe, managing director, for NCTA.

After several meetings it was felt
that sufficient “‘commonality” had been
established to set down on paper areas
of agreement and possible points for
bargaining. Mr. Carlisle provided a
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into a “secondary” television market, a
CATYV system upon appropriate notice
and request of a broadcast station with-
in whose grade-A signal contour such
system is located, must protect the
first-run-only syndicated showing of a
performance or display of a copyrighted
work.

4. For purposes of affording exclu-
sivity protection, a CATV system will
be deemed to be within the market of
a commercial television station if the
CATV system is located in whole or
in part within 35 miles of the main
post office or reference point of the
community in which the commercial
television station is located. The geo-
graphic coordinates of the main post
offices and reference points will be
those adopted by the FCC in Ap-
pendix B of Further Notice of Pro-
posed Rule Making in Docket No.
18397, released May 16, 1969 (FCC
69-516).

5. A CATV system located within
the 35-mile radius of a community
listed by American Research Bureau as
one of the top-50 television markets
will be deemed to be located in a pri-
mary television market.

6. A CATV system located within
the 35-mile radius of a community
listed by the ARB as above the top-50
television markets will be deemed to
be located in a secondary television
market.

ITI. Grandfathering: All CATV sys-

tems serving subscribers as of the date
of the passage of this bill would be
grandfathered as to all existing service.
They could continue to carry the sig-
nals that they presently carry and
would not have to provide any of the
“exclusivity” set forth above.

This grandfathering would extend
only to the franchise area in which each
grandfathered system operates. In the
case of a nonenfranchised CATV sys-
tem, the grandfathering would extend
to the boundary of the political subdi-
vision in which the CATV system cur-
rently operates.

The grandfathering indicated in this

section relates solely to signals current-
ly carried. Should signals be changed
or substituted, the new changes will re-
flect all exclusivity provisions for this
agreement.
IV. Regulatory Considerations: The
NAB and the NCTA agree that the
most efficient manner of effectuating
the compromise in the public interest
would be through the enactment of
legislative amendments to the Com-
munications Act. However, if this is
not possible at this time, both organiza-
tions agree that since the FCC has the
authority to implement these policies it
will proceed to do so upon the enact-
ment of copyright legislation.

1. Retain the carriage and nondupli-
cation currently set forth in present
commission rules.

2. Originations — The FCC should
promulgate rules that will permit

CATY systems to originate, without any
restrictions, sponsored programs on a
single channel. There would be no limit
to the number of channels the CATV
system could devote to either automated
service or public-service type programs.
Advertising, however, would be limited
to either the channel permitting un-
limited originations of any type of pro-
grams or on those channels devoted to
automated services.

V. Interconnections: Consistent with
the spirit of compromise in the public
interest, and conditioned upon the ac-
ceptance of the other portions of this
agreement, recognition must be afforded
to the necessity for the preservation of
television broadcast services to all areas
of the country. Accordingly, both or-
ganizations agree that CATV systems
receiving broadcast programs would be
prohibited from interconnecting for the
purpose of distributing entertainment
type programing. This prohibition
could be waived on a case-by-case basis
for good cause shown for contiguous
CATYV systems for the purpose of serv-
ing a local market area.

VI. Copyright Payments: CATV sys-
tems will pay reasonable copyright fees
as determined by the Congress. Small
and remote CATV systems should
either be exempt from payment or
should pay a nominal amount. The
proposals set forth above are contingent
on a fair and satisfactory statutory reso-
lution of the matter of copyright pay-
ment.

rough draft that became the basis for
further meetings, which widened to in-
clude the respective presidents of the
organizations, Mr. Wasilewski of the
NAB and Fred Ford of the NCTA.
On May 21 the NAB executive com-
mittee examined the tentative agreement
and found that it had sufficient merit
to be referred to the joint board for con-
sideration.

Another week was spent in final pol-
ishing and liaison to assure that identi-
cal language would be released to the
NCTA and NAB boards. The first final
copies of the provisional agreement
were being mailed to board members
by midweek. The provisions of the
agreement were also brought to the at-
tention of key Capitol Hill figures, such
as Senator John O. Pastore (D-R.1),
chairman of the Senate Communica-
tions Subcommittee; Senator John Mc-
Clellan (D-Ark.), chairman of the Sen-
ate Copyright Subcommittee, and FCC
Chairman Hyde. Congressional and
commission cooperation are essential to
the implementation of the pact, if
adopted by the two boards. The re-
sponse of the officials was said to be
favorable.

Members of the NAB executive com-
mittee, questioned after the draft docu-
ment was completed, were generally
but not unanimously in approval of the
proposal.

Some said they thought certain pro-
posals looked good but that other parts
needed careful attention and extended
discussion. The tentative agreement,
however, notes that both staffs regard
the proposal as a package and that a
change in any one part might either
void the accord or require adjustments
elsewhere.

John F. Dille Jr.,, Communicana
Group, said he had not had time to
fully study the document but “on bal-
ance,” he predicted, “it should be wel-
comed.” He added that it seemed to
be “an excellent solution to a long and
trying problem.”

Another member said he didn’t think
the proposal would have “clear sailing.”
He said he expected the matter to come
up for further consideration at the next
executive committee meeting, to be held
Tuesday (June 3) in Washington, in
advance of the board meeting to be
held later this month.

But four of the six committee mem-

bers said they expected ultimate agree-
ment between NAB and NCTA to de-
velop from the basis of the proposal.
None, however, ruled out further
changes or refinements, that might re-
sult from consideration by both groups.

One pressure for prompt action may
come from the McClellan copyright
subcommittee in the Senate. A copy-
right revision bill, with CATV provi-
sions, is expected to clear the panel by
the midsummer recess, some time in
August. The subcommittee staff has
been predicting action by then, the im-
plication being that if the opponents are
not prepared for a compromise, a solu-
tion might be imposed by the subcom-
mittee.

In disclosing the terms of the agree-
ment on Thursday (May 29), Mr.
Wasilewski told a luncheon meeting of
the Federal Communications Bar As-
sociation in Washington:

“While all of us who have been ac-
tively engaged in these discussions be-
lieve that this represents a major for-
ward step of accommodation on the
part of both NAB and NCTA, we
recognize that we have a long, hard
road ahead before a theoretical docu-
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ment becomes an operating fact.

“Both the NAB and NCTA repre-
sentatives regard this document as a
package. The deletion or significant
alteration of a major point, or the ad-
dition of other points, could well dis-
turb the balance and render the docu-
ment unacceptable to broadcasters or
cable operators. . . .

“We at the staff level at NAB and
NCTA believe that we have carried
the matter as far as we can carry it,
and that now it must be thrown open
for the consideration of all interested
parties. The NAB and NCTA boards
of directors will study this document,
discuss it with their attorneys, their
respective constituent broadcasters and
cable operators, and reach their own
determinations.

“Naturally, we at NAB as well as
all members of our board—and I'm
sure this goes as well for NCTA and
its board—stand ready to receive com-
ments from any and all interested
parties so that when the vote is taken
at our board meetings, and when the
matter is put before the FCC and the
Congress, it will represent the best and
most enlightened thinking of all who
are involved in the issues.

“CATV is a complicated and diffi-
cult issue. At this point, neither side
can write its own ticket. A compro-
mise which recognizes the integrity of
both industries is indicated. We ask that
broadcasters and CATV operators—
and you, their attorneys and advisers—
examine our progress to date with
realism. If rules can be agreed upon
which allow CATV and broadcasting

to complement one another and to
exist in harmony, we would all thzn
serve the public better.”

This is not the first time that the
NAB and the NCTA staffs have tried
to arrive at an accommodation. Five
years ago, both associations named ne-
gotiating committees to try to come
to an agreement that both could en-
dorse for presentation to the FCC,
which, in turn, was seeking ideas for
presentation to Congress in a quest for
legislation. The commission then did
not feel it could lawfully assert juris-
diction over all CATV’s, although it
had already begun to regulate CATV’s
fed by common-carrier microwave
systems.

Those committees worked assiduous-
ly, and early in 1965 arrived 2t a
somewhat tenuous agreement. The
agreement, approved with only two
dissenting votes by the NAB’s Future
of Television Committee, foundered
when the broadcasting association’s
television board refused to accept it.
Principal sticking point was the NAB’s
insistence that CATV provide dupli-
cation protection for 15 days before
and 15 days after a local TV station
planned to carry or carried a program
broadcast by an outside station that the
cable TV system was carrying.

The death blow to the putative
NAB-NCTA agreement came a week
later when the Association of Maxi-
mum Telecasters enunciated a hard-line
CATV philosophy calling on the FCC
to impose regulations on cable TV that
would confine it to an auxiliary, fill-
in service prohibited from originating

programs and from carrying anything
more than local TV stations (BROAD-
CASTING, Feb. 8, 1965).

Following the collapse of this at-
tempt, a new move was made in 1967
with an unofficial, ad hoc group of
broadcasters, most with cable interests,
and cable TV operators that met half a
dozen times and arrived at a concord
that delineated 10 points of agreement
znd two issues that were unresolved.

The group, headed by George C.
Hatch, xutv(Tv) Salt Lake City group
broadcaster and multiple CATV own-
er, for the broadcasters, and by Alfred
R. Stern, Television Communications
Corp., also a muitiple CATV owner,
for the cable TV industry, principally
agreed on elements of copyright liabil-
ity, carriage duplication, and exclusiv-
ity, although not in hard detail. The
Hatch-Stern committee agreed that still
to be resolved were questions of origina-
tion and special exclusivity problems,
and recommended that the work be
undertaken by both the NAB and

" NCTA (BROADCASTING, Dec. 18,1967).

Following the cable-TV industry’s
victory in the U. S. Supreme Court,
which held that CATV systems were
not liable for copyright infringement, a
special committee of the NCTA was
established, under the leadership of Mr.
Stern, to meet with motion-picture
representatives to work out a solution
to this problem in view of the still pend-
ing copyright bill that was under con-
sideration in Congress. A number of
meetings between the two groups has
taken place and an agreement is said
to be close.

TheMedia

A gung-ho ABC pitch to TV affiliates

Emphasis is on better station clearances
as network vows to compete with CBS, NBC

ABC-TV affiliates may have gone to
San Francisco with inferiority com-
plexes last week after suffering an essen-
tially unhappy 1968-69 prime-time sea-
son. But, during the four-day conven-
tion (May 25-28) in the Fairmont ho-
tel, the affiliates were urged to forget
yesterday’s failures and to look ahead to
a time when the network, in ABC-TV
President Elton Rule’s words, will win
programing time periods ‘‘one by one,
day by day, time period by time period,”
while “spending whatever amount of
money necessary to get where we intend
to be.” And by convention’s end, they
had a glimmer of stronger Monday

night prime-time prospects with the in-
troduction of 13 National Football
League games to their schedules in
1970 (see page 66).

On the network officials’ part, they
went to San Francisco to inspire con-
fidence in the 15-month-old administra-
tion of Mr. Rule and in the new faces
of Av Westin, executive news producer,
as well as in the old faces in new roles,
particularly Martin Starger, as vice pres-
ident in charge of programing, Edwin
T. Vane as vice president in charge of
nighttime program production, Mar-
shall Karp, as vice president of daytime
programing, and Frederick Pierce as
vice president in charge of planning.

And network officials were eager to
dispel rumors that ABC-TV was going
to cut back drastically on its evening
output. They wanted it to be clearly
understood at this affiliates’ meeting that
the network is in the competitive swim,
head high and full speed ahead, and
they emphasized that the affiliates must
help by clearing more network time
better than they have in the past.

Improved station clearances, then,
were much of what last week’s conven-
tion was all about—and Monday night
in 1969-70 was the big project that
ABC-TV wanted to stress to its affil-
iates. With four new expensive shows
coming in—Music Scenz, New People,
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- What the hell
does a time huyer
care about
our winning

an award?

It can tell you something about us numbers can’t. About our attitude
... which affects our audience . . . which affects sales.

We believe that the station that serves best sells best.

When we tell you we've just received an Armstrong “"Major”’ Award
we're not beating the drum as much as we're spotlighting our
philosophy.

Let us document the results with facts and figures that prove we
deliver the Indianapolis audience that spends more money. That's the
name of the game . .. and why we wanted you to know.

the WFBM [V
STATIONS [HE

INDIANAPOLIS. INDIANA
REPRESENTED NATIONALLY BY THE KATZ AGENCY
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The Survivors, Love, American Style—
Monday night, the loneliest night in the
week for ABC-TV affiliates this season
could become a winner.

The upbeat mood of the convention
was expressed by Morton S. Cohn,
wLos-Tv  Greenville, S.C.-Ashevillc,
N.C., chairman of the ABC-TV affili-
alcs board of governors, who indicated
that “things arc looking up. We fcel that
we've turned a corner in network-affili-
ate relations. We have trust and confi-
dence in Elton Rule. It was a good,
constructive meeting.”

Mr. Cohn noted that as things now
stand, ABC-TV’s station managers
“don’t have to get drunk to talk about
their positions in their markets.” In-
stead, he said, they have a great feel-
ing of optimism about the future.

Mr. Rule also exuded confidence at
a news conference on the closing day
of the convention. He was “pleasantly
surprised at the complexion and atti-
tude” that prevailed during the sessions.
“I feel as though we are a year ahead of
schedule in our affiliate relations,” he
said. ABC-TV went to the convention,
he pointed out, prepared to meet affili-
ates on a man-to-man basis and to meet
problems in the same direct forthright
manner. The result, he felt, was that
ABC-TV is likely to enjoy ‘“substantial-
ly” more station clearances in the prime-
time season ahead.

ABC-TV tried hard to win affiliates
over to the belief that the network is
providing quality programing that effec-
tively counters the product of the other
two networks. The some 450 affiliates
and other broadcast executives in at-
tendance were bombarded with a mass
of material, highlighted by program
presentations that lasted the better part
of two days. Not only were affiliates
shown a preview of the network’s
prime-time schedule, but also details of
what ABC-TV is doing in daytime, late-
night, in sports and news as well (see
page 66).

What the affiliates heard and saw
about their upcoming programing sched-
ules was this:

The 1969 ABC-TV affiliates meeting in
San Francisco opened with a board
of governors meeting. Representing
the ABC-TV affiliates on the board
were (l-r): William W. Warren, KOMO-TV
Seattle; Donald L. Perris, WEWS(TV)
Cleveland; Kenneth H. James, KETV(TV)
Omaha; Robert King, wkBw-Tv Buffalo,
N.Y.; George A. Koehler, Triangle Sta-

= The largest investment in new chil-
dren’s programing in ABC-TV’s history
will be made in the fall for five ani-
mated series to be programed consecu-
tively between 8:30 and 11:30 Saturday
mornings—3Smoky the Bear, Chattanoo-
ga Cats, Hot Wheels, The Hardy Boys,
and Sky Hawks.

= The plan also is Lo meccl the carly
Saturday morning compctition of CBS-
TV head on by, for the first time, pro-
graming the 8 a.m. time slot (with
Casper and the Friendly Ghost).

= All five of ABC-TV’s new animated
series will be previewed on Thursday,
Sept. 4—two days before the start of
the new cartoon schedule—in an hour
prime-time program with most of the
cast of the newly acquired The Ghost
and Mrs. Muir series as hosts.

s ABC-TV’s advertising and promo-
tion department has been given a special
and very sizable budget, 200% more
than it ever spent before for daytime to
reach the young audience for the new
Saturday daytime line-up.

= Instead of the old method of 26
new and then 26 repeats of feature films
for its movie nights, ABC-TV is going
to put “the best box-office attractions”
whether they are new or repeats—
“where they will do us the most good.”
This policy will include the presentation
of many second runs and even some
third runs of big pictures, which the
network is convinced are better audi-
ence attractions than first-run weaker
titles.

= Sponsors apparently are going
along with this new feature-film policy,
paying the winter rates for both new
and repeat movie telecasts during the
winter period.

= The “broad stroke” that went into
the network’s over-all scheduling strat-
egy was to “concentrate on the creation
of establishing two-hour program blocks
whose compatibility could counter the
movies” on the other networks.

= The Music Scene and New People
were selected to play the odd length of
45 minutes each, not for their novelty
value but to break the viewers’ “almost

> i'fﬁ%

tions, Philadelphia (vice chairman of
board of governors); Morton S. Cohn,
vice president and general manager,
wWLOS-TV Greenville, S.C.-Asheville, N.C.
(chairman of board of governors); Tony
J. Moe, WKOW-TV Madison, Wis.; A.
Donovan Faust, wsix-Tv Nashville; and
Harold Woolley, general manager, Kcpx-
TV Salt Lake City.

automatic inclination” on  Monday
nights to tune to the NBC network at
8 p.m. to watch Rowan and Martin's
Laugh-In.

a When Music Scene, the first of
ABC-TV’'s Monday-night 45-minutc
shows ends, the network will go im-
mediatcly inte a threc-sccond station
break and conic right oul into a “power-
ful action teasc” for thc New People, in
hopes that by 8:20 p.m. when the first
commercial for the second show comes
on, Rowan and Martin will be forgotten
for the night.

= The sales-department summation
on the competition of the late-night
Merv  Griffin  Show on CBS-TV:
“There’s nothing even approximating a
stampede for it on the part of adver-
tisers.”

Charisma lights up
ABC-TV affiliates

For the second time in three weeks,
Charisma Productions Inc., has set a
large segment of broadcasting agog
with the scope and splendor of its
audio-visual presentation in connection
with a network-affiliates convention.
Earlier last month, Charisma, a New
York firm, dazzled NBC-TV affiliates
meeting in Los Angeles (BROADCAST-
ING, May 19). Then last week, in an
even more elaborate show, Charisma
all but took the beat away from the net-
work’s fall programing—often generat-
ing sustained applause from the audi-
ence—with its mod way of communica-
tion during the ABC-TV affiliates con-
vention in San Francisco (see page
30).

The first two full business days of the
convention, devoted to a comprehen-
sive preview of ABC-TV's upcoming
prime-time, daytime, late-night, sports
and news schedule, were virtually com-
pletely in the hands of six Charisma
Productions people. Charisma used 16
slide projectors, strobe lights, 16mm
and 35mm film projectors, flash bulbs,
police lights, multichannel stereo
sound, and a stretched nylon screen
that covered halfway around the walls
of the grand ballroom of the Fairmont
hotel, creating 13 separate panels. In
all, a total of 3,280 slides were shown
at the convention.

But it was “Brave New World,” a 12-
minute segment (or “module,” as
Charisma calls it) of the over-all pres-
entation that literally thrust the ABC-
TV affiliates out of their seats into a
prolonged outpouring of applause. By
way of quick-cut slide techmique, the
segment detailed current social and
political upheaval in America. The
presentation did what it most obviously
set out to do: It got station-affiliate
representatives personally involved in
the news happenings of today and thus
making them more receptive for the net-
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work news pitch that followed.

Charisma is headed by Leslie H.
Buckland, executive producer, who
helped found the company some four
years ago. The company reportedly
grosses some $2.5 million a year put-
ting on presentations for various major
companies. It maintains a one-man of-
fice in Los Angeles, and is currently
setting up a five-story production center
in New York.

Rule says ABC-TV
is out to be first

TV president pledges
to ‘win 'em all,’ urges
more station clearances

Elton H. Rule, 15 months in office as
president of ABC-TV, is taking an
aggressive, confident stance in facing
the other two commercial TV net-
works.

He openly, boldly challenged them at
last week’s affiliates meeting in San
Francisco. There was no mincing of his
message: “Morning, noon and night—
across the board in every time slot—
against any competition, we have a
single goal . . . we're going to win 'em
all.”

According to Mr. Rule, the “time
and timing” are right for such sweeping
achievement. In the keynote address
of the convention, he acknowledged
that such grandiose promises had been
made to affiliates before. But now,
he pointed out, there is a plan to make
the promise come true. The plan for
winning all time slots has three key
elements.

Mr. Rule detailed them for affiliates:
Objectives (audience, financial goals,
etc.) are established and the means to
achieve them are carefully plotted.
Then money to seek out, develop and
build personalities and programing
properties is allocated (“I assure you
that we are prepared to spend what-
ever amount of money is necessary to
get to where we intend to be,” was his
pledge in this area). The last ingredient
of Mr. Rule’s plan to reach the top of
the rating heap is “time itself.” The
crucial decision-making here, he ex-
plained, is “how we phase in our plan
to get to our objective.”

ABC-TV’s implementing of seven-
and-one-half hours of new prime-time
programing this summer—creating a
summer season—is part of the plan,
Mr. Rule said. “It gives us a double
advantage,” he elaborated. “Our win-
ners will have a headstart—the drop
on the competition. And at the same
time, we have a chance to experiment
and learn what can be fixed to match
the changing taste of the audience.”

Mr. Rule then gave a direct appeal

Elton H. Rule, ABC-TV president, de-
livered the keynote address at last week’s

annual meeting of the TV network affili-
ates in San Francisco.

to affiliates for more steadfast station
clearances. “A large number of sta-
tions in business for themsefves is one
thing,” he said. But in order for a net-
work to make an impact, he continued,
its stations have to be “locked together”
forming “a strong cohesive unit.” ABC-
TV can only contribute so much, he in-
dicated; the rest is up to its affiliates.

A network, he stressed, has “need to
be the sum of every part going in the
same direction at the same time.” As

Gilbert occupies
unfamiliar chair in S.F.

Less than a month ago, John O. Gilbert
was worried about, and rehearsing for,
the ABC-TV affiliates convention in
San Francisco. Last week he sat back
and enjoyed the event as it unfolded at
the Fairmont hotel. For John Gilbert,
nine years an executive with the net-
work, the last three as vice president
in charge of affiliate relations, attended
last week’s convention in an unfamiliar
position—as an affiliate of ABC-TV.

Mr. Gilbert last month joined the
Pacific and Southern Broadcasting sta-
tion group as executive vice president.
On behalf of his Atlanta station, wQxi-
Tv, an ABC-TV affiliate, he was de-
lighted with the network’s acquisition of
a pro football package for Monday
nights (see page 66). But he wouldn't
go overboard in his enthusiasm for
ABC-TV’s new programing and its
chances of wiping out the opposition.
After all, Pacific and Southern also
owns KHON-TvV Honolulu, an NBC-TV
affiliate.

much as planning and financial re-
sources and timing—the three ingre-
dients of Mr. Rule’s master plan for
bigger audiences—ABC-TV needs the
contribution of each individual station
“linked together with a common pur-
pose and common dedication,” he said.

AT&T rate talks hit
a note of accord

Carrier's new rates for
prcgram transmission
are effective Oct. 1

The FCC’s three-and-a-half-year-old
inquiry into AT&T’s rates passed a
milestone last week with agreement
among the parties involved on the gen-
eral principles that AT&T should apply
in determining rates to be charged for
its services. The agreement is still sub-
ject to approval by the commission, but
this is regarded as a foregone conclu-
sion.

For broadcasters facing higher pro-
gram-transmission costs as of Oct. 1,
the agreement, if approved, means
AT&T will file new proposed tariffs,
based on the new principles, which will
probably be the subject of a commis-
sion hearing to determine their reason-
ableness. ’

The principles were worked out in
a series of informal conferences begun
in March in an effort to speed a resolu-
tion of the current phase I-B of the pro-
ceeding. Formal, on-the-record pro-
ceedings had been underway since Sep-
tember 1967. The parties include the
commission staff and groups of repre-
sentatives of AT&T customers—the
National Association of Broadcasters
and the three major networks among
them.

The principles, which are designed
to provide a basis for determining how
much the various classes of AT&T
customers should contribute to the
company’s revenues, relate to the cost
and market factors to be considered
in determining rates.

Under the agreement, AT&T is ob-
ligated to make cost and market stud-
ies before filing new tariffs in any serv-
ice. Such studies dealing with program-
transmission service are already under-
way and, AT&T officials said last week,
will be completed by Oct. 1.

AT&T also plans to file tariffs pro-
viding for new program-transmission
rates, to become effective on that date.
The tariffs would replace earlier ones
the company filed over a year ago but
whose effective date has twice been post-
poned—the second time to Oct. 1.

One factor involved in the revision
of AT&T proposed tariffs is the con-
clusion of a commission hearing ex-
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aminer in a case involving Sports Net-
work Inc. The examiner held that AT&T
rates, as they apply to part-time users,
are discriminatory.

Broadcast-industry representatives are
concerned that AT&T’s new tariffs will
be based on the assumption that the
company was correct, in earlier phases
of the proceeding, in asserting that it
should earn $93 million annually on
its program-transmission services.

The record indicates the company
now earns $66 million on this service,
and broadcast industry counsel have
argued that higher figure would be
excessive. Thus, tariffs providing for
program-transmission revenues of $93
million are certain to spark a challenge
from broadcasters, which would have
to be resolved in a hearing.

Essentially, the statement on rate-
making principles agreed on last week
calls for flexibility in the application of
the principles. “It is not intended that
any one of the principles be given undue
weight,” it says.

In discussing cost studies, the state-
ment notes that historic book costs for
interstate services should be analyzed
for the purpose of determining whether
any service category has “burdened”
another. And it says that long-run
incremental costs—those added to pro-

vide a particular service—should be
considered in dctermining rate levels
and rates for the future for each cate-
gory of service.

In assessing market conditions, the
statement says, consideration should be
given to such matters as elasticities of
demand, existing and potential competi-
tion and competitive necessily, cus-
tomer requirements, the effects of exist-
ing tariff provisions, and the effects of
commission policy upon the availability
of consumer alternatives.

But while laying out these principles,
the statement notes that the meth-
odology to be followed in making the
cost studies has not yet been developed.
This will be done by AT&T and the
commission staff as well as other parties,
including the broadcast representatives.

One aspect of the statement hearten-
ing to broadcast industry representatives
contemplating a contest with AT&T
over the higher transmission rates is
language asserting that one factor to be
considered in ratemaking is “public in-
terest considerations.”

Broadcast industry counsel presum-
ably could argue that a major rate in-
crease would have an adverse impact on
such *“public interest” services as the
news, information and other programing
that broadcasting provides.

CATV loses 8 elections
but doesn't lose hope

If there's any such thing as a CATV-
happy town, it's Ottumwa, Iowa—pop-
ulation 40,000. In the last eight years,
the townspeople of that southeastern
fowa city have gone to the polls that
many times to vote whether or not the
city should issue a franchise for CATV.
And eight times they have voted no.
The eighth was in April, and by a
vote of 3,272-2,650 Ottumwa main-
tained its opposition to CATV.

But already certified for additional
referenda this year are three more ap-
plications for CATV, one by the same
group of local businessmen that just
lost the election Jast month, a second
by General Communications Inc., a
multiple CATV group based at Iola,
Kan., and a third by kTvOo TV), the
channel 3 outlet in Ottumwa. Ktvo
tried five years ago and lost by a mere
300 votes.

Aside from KkTvo, Ottumwans also
receive the programs of KRNT-Tv (ch.
8) and of wno-Tv (ch. 13), both Des
Moines, via translators operated by the
stations. Under construction is a third
translator being built by KHQA-TvV (ch.
7) Hannibal, Mo.-Quincy, Il

Do you get headaches along with the
programming you've just bought?

We at MGM-TV hate to have them
and so we try to avoid giving any.
It's part of our professional pride in
servicing customers well in bookings,

prints and promotion.

Checking on our promotion material
with the promotion managers is a
good idea if you want to be practical
about professional pride. So we
recently sent them a questionnaire.

It covered various uses of

promotion materials supplied

(like trailers, slides, photos, etc.)
and then asked for their rating
of our promotion efforts

on a scale from 1 to 5.

The response was prompt and when

tallied, 92% of the 65 stations
answering rated MGM-TV at the

4 to 5 level. That's good news to us.
We hope it's good news to you, and
adds to your confidence when buying

the programs or features offered by -

MGM TELEVISION.
@LION

POWER

LION
PRIDE
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Selling Machine

It's the world's most powerful UHF transmitter-antenna
combination. Turn it on and you can sell more of everything
advertisers want to sell. You can blanket your territory with the
most authoritative message in UHF —up to 5 million watts of
effective radiated power!

This selling combination is the 110-KW RCA Transmitter, plus
the new high-gain directional antenna. It puts power into your
coverage pattern. [t's tailored to your customer signal require-
ments—horizontally, vertically or both. Put this combo on air
and you can go a long way on UHF —all the way to Madison
Avenue and back with the bacon (also soap, automobiles and
green giants)!

Its diplexed visual amplifiers assure the utmost in reliability,
since one is always ready to back-up the other. Integral-cavity
klystrons with'vapor-cooling provide efficient, economical
operation. They feature factory pretuning, faster warm-up time,
less weight. One man can change klystrons in less than five
minutes. Walk-in cabinet design gives you ease of operation
and maintenance, plus substantial savings in installation.

So wherever you are —small town or big city—let RCA high
power UHF put you in the national time-buying picture. Call
your RCA Field Man or write: RCA Broadcast Equipment,
Bldg. 15-5, Camden, N.J. 08102,

RCA...Totally Responsive




A bid for New York bounces back

Forum Communications charges FCC acted
with undue haste in renewing WPIX(TV)

The controversy over the FCC’s rou-
tine renewal of the license of WPIX(TV)
New York—and over whether that re-
newal should stick-—continued to boil
last week.

The commission staff returned as
“untimely filed” an application for
wPIX’s channel 11 that had been sub-
mitted by a group of New York area
residents on May 22, the same day
that the staff had granted renewal of
wpIX and 174 other New York and
New Jersey stations (BROADCASTING,
May 26).

But counsel for the would-be op-
ponents, organized into Forum Com-
munications Inc., were preparing a
petition for reconsideration that would
ask the commission to set the wrIx
grant aside, accept its application, and
designate the competing applications
for a comparative hearing.

The petition, expected to be filed
early this week, will argue that the
application was tendered on time. It
will also charge that the commission
staff ignored normal processing pro-
cedures in granting the wPIX renewal

at what Forum feels was an unusually
carly date.

Meanwhile, there was a possibility
that the heat under the controversy may
be turned up. It was learned on
Wednesday that a letter of complaint
against wPix had been received by the
commission on or before the day of
the renewal grants. However, it did not
come to the attention of the Broadcast
Bureau, which would act on it, until
several hours after the grants were
made. Commission officials declined to
discuss the matter further.

Normally, license renewals are not
granted until complaints are disposed
of.

The commission staff, in returning
the Forum application, cited a commis-
sion rule specifying that a new appli-
cation for an occupied facility must
be filed the day before the commission
acts on the renewal application.

However, Forum will argue that
another rule states staff actions taken
under delegated authority become ef-
fective when they are publicly an-
nounced. The commission announced
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Blackburn®®
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Perhaps that’s why se many people
are sold on Blackburn.
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the renewal of the batch of New York
and New Jersey licenses on the day
after the staff acted.

In any case, Forum will argue, the
commission denied it due process in
moving with what the would-be appli-
cant feels was unusual speed in grant-
ing the renewal application.

It is expected to make these points:

= Only once in the past five renewal
periods has the commission acted as
much before the end of a renewal peri-
od as it did in the wrix case (the New
York and New Jersey licenses expire
June 1). That was on July 22, for Texas
stations, whose licenses expired Aug. 1.
Generally, license renewals are granted
within five days of the end of a renewal
period.

» The commission did not give Fo-
rum an opportunity to comment on the
opposition wreix filed to Forum’s re-
quest that action on the WPIX renewal
application be deferred until June 1,
to provide time for the filing of a com-
peting application. Forum will note
that, in a case involving wNAcC-Tv Bos-
ton, the commission waited five weeks
before acting on a petition for a safe
period that was filed by a group seek-
ing to file a competing application for
the channel 7 facility (BROADCASTING,
May 5).

Forum will probably argue also
that the order denying the requested
“safe period” contained what turned
out to be meaningless language. The
order said that Forum was not being
denied an opportunity to file “a timely
application that would entitle it to
comparative consideration” with wpPIX’s
renewal application. But the order was
issued on the afternoon of May 22,
several hours after the staff had acted on
the New York and New Jersey renewals
and shortly before the Forum applica-
tion was tendered.

Broadcast Bureau Chief George
Smith, who signed the grant list, has
denied charges he acted with unusual
haste. He says his standard policy is to
act on renewal applications as soon as
they are processed and found to be
qualified.

ChangingHands

Announced:

The following station sales were re-
ported last week, subject to FCC ap-
proval:

= Kv6B Great Bend, Kan.: Sold by
Grover C. Cobb, Helen T. Coogan,
Will L. Townsley Jr. and Russell T.
Townsley to Forward Communications
Corp. for about $350,000 (“Closed Cir-
cuit,” March 31). Mr. Cobb, KvGB vice
president and general manager, will re-
tain 22.5% of xiLsI Salina, and his in-
terests in CATV systems in Great Bend,
Larned and Hoisington, all Kansas. Mr.
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Cobb is also chairman of the National
Association of Broadcasters and is in
the banking business in Great Bend and
Timken, Kan. He will become execu-
tive vice president of Forward and con-
tinue as KvGB general manager. Mrs.
Coogan and Messrs. Townsley own
15% of the Great Bend Tribune and
58% of thz Russell (K-n.) News.
Forward owns WsAU-AM-FM-TV Wau-
sau, WMTv(Tv) Madison, and wxkau
Kaukauna, all Wisconsin; KCAU-TV
Sioux City, Iowa, and WTRF-FM-TV
Wheeling, W. Va. It also owns the
Marshfield (Wis.) News-Herald. KvGR
is full time on 1590 kc with 5 kw.

s WstU Stuart, Fla.: Sold by Lester
M. Combs to Harvey L. Glascock Jr.
for $347,500. Mr. Combs will retain
WMCF(FM) Stuart. Mr. Glascock is
former chairman of Metromedia Music
and former vice president and general
manager of Metromedia’s WNEW-AM-
FM New York. Wstu is full time on
1450 kc with 250 w. Broker: Blackburn
& Co.

= KFLY and construction permit for
KFLY-FM, both Corvallis, Ore.: Sold by
James L. Hutchens and others to Juni-
per Broadcasting Inc. f~r €200 000.
Mr. Hutchens owns CP for XPIN
Central Point, Ore., Gary L. Capps
is head of Juniper, which owns KGRL
Bend and xTix Pendleton, and 80% of
kAcl The Dalles, all Oregon. Mr. Capps
has minority interests in KSRv Ontario
and kLBM LaGrande, both Oregon.
KFLy is full time on 1240 kc with 1
kw day and 250 w night. KFLY-FM is
on 101.5 mc with 28 kw and an antenna
height of 100 feet above average ter-
rain,

s Wpsp DeFuniak Springs, Fla.: Sold
by Mrs. W. D. Douglass to Dean Hub-
bard and others for $77,500. Mr. Hub-
bard is former vice president and gen-
eral manager of wmis Natchez, Miss.
Wosp is a daytimer on 1280 kc with 5
kw. Broker: Chapman Associates.

Approved:

The following transfer of station own-
ership was approved by the FCC last
week (for other FCC activities see
“For the Record,” page 75).

= KoLp-tv Tucson, Ariz.: Sold by
Gene Autry and others to the Evening
News Association (Detroit Evening
News-wwJ-aM-FM-Tv) for $4.1 million
(see page 36).

Permits night operation

Woss Jacksonville, Fla.,, has been
granted a construction permit for night-
time operation by an FCC review board
on merit of its service to the city’s
Negro community.

Mel-Lin Inc., licensee of woBs, re-
quested night-time operation at another
site for the nondirectional 5-kw day-

timer on 1360 kc and continued day-
time operation at its present site.
Mel-Lin’s proposal was opposed by
WRHC Inc., licensee of WRHC, a full-time
station on 1400 kc with 1 kw day and
250 w night. WRHc is the other Negro-
oriented station in Jacksonville.

ABA seeks to break
bank-holding fetters

The American Bankers’ Association
last week asked the FCC to eliminate
or modify its present and proposed
multiple-ownership restrictions as they
apply to bank holdings.

Noting that trust funds are being
invested more and more in companies
with broadcast holdings, the bankers’
association said that “control of broad-
cast companies is neither sought nor
desired by banks. What is sought is a
sound mediumr of investment of trust
funds.”

Additionally, ABA said, funds are
frequently invested in firms such as
General Electric or General Tire and
Rubber, which have broadcast holdings
but are not normally thought of as pri-
marily broadcast-oriented. Rigid ap-
plication of multiple-ownership rules to
banks seeking sound investments thus
limits unnecessarily their opportunities,
the association said.

For these reasons, the association

said, the rules in their standard form
should be inapplicable to banks. ABA
proposed elimination of the restrictions
on bank holdings under either duopoly
or seven-station limitations, if the bank
executes a disclaimer of intent to con-
trol the firm.

The association’s other proposals in-
cluded elimination of the requirement
that bank holdings be aggregated on
the basis of power to vote, and dele-
tion of the present requirement that a
copy or abstract of trust agreements be
filed with the commission.

Now Martin-Trigona
attacks NY O&OQ’s

Anthony R. Martin-Trigona, an emerg-
ing broadcast gadfly in recent months,
filed three more petitions with the FCC
last week. He asked the commission to
revoke the licenses of WABC-TvV, WCBS-
Tv and wNBC-Tv, all New York.

Mr. Martin-Trigona—the owner of
now-dark WTAF(Tv) Marion, Ind., a
prospective pay-TV owner and a Senior
law student who in recent months has
practiced his chosen profession in law-
suits and complaints against the major
forces in broadcasting, (BROADCASTING,
Feb. 3 et seq)—charged the licensees,
the three major networks, with anti-
trust violations; concentration of “media
problems, violations and restraints,”

EXCLUSIVES!

NORTHWEST

—Fulltimer, single station market located in
rich agricultural area. Studios and transmitter
located in same building. Retail sales in sta-
tion coverage area $117,000,000. Large gov-
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and conglomerate and conflict-of-in-
terest problems.

Elaborating on these charges, he said
that the three networks have used
profits from their New York stations to
help finance a huge and expanding con-
trol over Amierican mass commiunica-
tion, while expanding into other enter-
prises, both related and utirelated. Ac-
cording to Mr. Martin-Trigona, net-
work ownership should be severed from
station ownership as a step toward
mass-media diversification.

The economic magnitude of the net-
works affects viewing all over America,
Mr. Martin-Trigona argued. He said
that but for their ownership of diverse
profitable enterprises, such as their
owned-and-operated stations, the pro-
graming offered to Americans would be
substantially different—both by the
present networks and by others who,
he said, would have a realistic chance
to compete with the major broadcasting
forces.

The muitiple holdings of the three
networks also affect the specific con-
tent of their present programing, espe-
cially in news and public affairs, Mr.
Martin-Trigona charged. For example,
he said, NBC and CBS must “censor”
their news of the Vietnam war to
“please the Department of Defense,”
because of the products they send to
Vietnam, such as CBS Laboratories’

€60
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Centrum,

so we bought
one, too.9y

So wrote an architect
who installed a Centrum
‘*hands-free"” intercom
system in his own office
after seeing it perform
for a client. Why was he
impressed? By
Centrum’s two-way
savings—lower telephone
bills and better
efficiency. For
information on Centrum,
the world's most
advanced intercom
system, write:

ERICSSON
CENTRUMc.

16 E. 40 ST./ N. Y. 10016
212-679-1000

laser cameras.

If the commission holds hearings on
his charges, Mr. Martin-Trigona said,
he will present more specific evidence
on these and other matters, including
allegations of failure to meet minority
needs; fairness violations; excessive
commercials, and *“unimaginative, un-
interesting, unentertaining programing.”

In the case of CBS, he altered that
charge to read “unimaginative, unin-
teresting, unentertaining geriatric pro-
graming.”

Mr. Martin-Trigona justified his
standing in the case on the basis of his
ownership of one share in each of the
networks; his “specialized study” of the
networks’ affairs; a viewer whose
choices are affected by the corporate
dealings of the networks, and on the
basis of “independent ‘public interest’
standing which exists regardless of peti-
tioner’s residence, location or relation-
ship (i.e. an ‘ombudsman’ status).

KOLD-TV sale nod
hinges on divestiture

The $4.1-million sale of KoLD-Tv (ch.
13) Tucson, Ariz.,, from Gene Autry
and associates to the Evening News As-
sociation has been approved by the
FCC on the condition that the Edward
W. Scripps Trust divest itself of interest
in the Evening News Association within
120 days.

The Edward W. Scripps Trust owns
2% of the Evening News Association
{owner of the Detroit Evening News
and WWJ-AM-FM-TV that city). It also
owns 85.8% of the E. W. Scripps Co.,
a 66.8% stockholder in Scripps-Howard
Broadcasting Co., which operates WEws
(tv) Cleveland, wcro-Tv Cincinnati,
wMC-TV Memphis, and wpTv(Tv) West
Palm Beach, Fla.

Universal Communications, (a wholly
owned subsidiary of the Evening News
Association, which will become the li-
censee of KOLD-Tv) and Scripps-How-
ard Broadcasting had filed a joint re-
quest for waiver of the commission’s
multiple ownership rules. (The present
limit is seven TV’s, of which no more
than five may be V’s; ownership of 1%
or more in a sixth V is prohibited.)

The petitioners maintained that the
Edward W. Scripps Trust does not vote
stock in the Evening News Association
and that, “in every significant respect”
the trust’s interest “is that of a passive
investor.”

The FCC said, however, that the
trust's 2% interest in the Evening
News Association—and hence in wwJ-
Tv—amounts to interest in a sixth VHF
station in violation of the rules. The
vote was 4-to-2 with Commissioner
Nicholas Johnson dissenting and Com-
missioner Robert T. Bartley dissenting
to acquisition of KOLD-TV by wwJ-AM-

The visitors fiddle,
while repairmen burn

Washington’s Blair-Lee House, across
from the White House, and maintained
for visiting heads of state, is appropri-
ately furnished in 19th-century antiques
and objets d’art, with one glaring 20th-
century addition—color television. Each
of the 15 bedrooms and suites has a
large-screen color TV set, the cabinets
of which are in dark woods to blend
with the period furnishings.

This was discovered by a BROADCAST-
ING reporter May 25 when the Blair
portion of the mansion was marked as
a historic site in journalism by Sigma
Delta Chi, professional journalism so-
ciety. The Blair mansion, now joined
with the Lee house, was built in 1824
by Francis Preston Blair, editor of the
Washington Globe, a pre-Civil War
newspaper.

The color sets, it was learned, were
donated by RCA. After each state visit,
RCA automatically services the sets. It
seems that most of the visiting digni-
taries and their entourages, fiddle with
the color knobs with rather disastrous
results. That's because very few of them
have ever seen color TV sets before.

FM-TV.

The sellers, who include Tom
Chauncey, Anne L. Kerney, E. S. Mit-
tendorf and Frank W. Beer in addition
to Gene and Ina M. Autry, will retain
KOOL-AM-FM-Tv Phoenix, and KoLD
Tucson. The stations are principally
controlled by Mr. Autry, who also owns
50.1% of Golden West Broadcasters
(kMpc and KtLA[TV] Los Angeles;
KsFo San Francisco; KEx Portland, Ore.,
and kvi1 Seattle).

Star and Tribune wants
separate role in hearing

The Minneapolis Star and Tribune,
47% owner of wcco-AM-Tv Minneapo-
lis, wants to intervene as a separate
party in the stations’ license-renewal
hearing. Meanwhile, a present party—
Hubbard Broadcasting Co., licensee of
KSTP-AM-FM-TV Minneapolis—is trying
to get out of the hearing.

In a petition filed with the FCC last
week, the Star and Tribune Co. said its
interests in the case “may not in all
cases be the same as those of the ma-
jority stockholder of the licensee.” The
stations are licensed to Midwest Radio-
Television Inc., which is 53% owned
by Mid-Continent Radio-TV.

The Star and Tribune comment was
in apparent reference to the fact that
both it and Mid-Continent were cited,
in the commission’s order specifying
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the facts to be examined in the hearing,
as having both direct and indirect media
interests, not only in Minneapolis-St.
Paul but throughout the country.

In a separate petition, Hubbard
Broadcasting questioned whether the
commission can “actively force” it to
appear as a party when the firm has
already expressed a desire to stay out
of the hearing. A primary factor in the
commission’s decision to designate the
WCCO-AM-TV renewals for hearing was
testimony by Garfield Clark, manager
of KsTP-TV, at a Senate hearing last
year. After issuance of the hearing
order, Hubbard told the commission
it had no desire to appear; however, the
commission promptly ordered the firm
to take part (BROADCASTING, April 14,
21).

Hubbard also noted that participa-
tion in the hearing would entail a large
financial obligation, the extent of which
“cannot be gauged” at this time.

Quaal hits government
attempts to censor

The threat of censorship in varied
forms today is the major issue facing
the broadcasting industry, Ward L.
Quaal, president of WGN Continental
Broadcasting Co., group owner, has told
the Jewish United Fund of Chicago.
Mr. Quaal was honored as communi-
cator of the year.

“Congress is concerning itself with
radio and television as never before,”
Mr. Quaal noted, while the Justice De-
partment “is promoting the so-called
one-to-a-customer  regulation  which
would limit an owner to one newspaper,
TV station, radio station or community
antenna TV system in any given mar-
ket.”

The question, he said, is preserva-
tion of freedom of speech for all me-
dia, not just broadcasters. “The Su-
preme Court has held on no less than
five occasions,” he said, “that freedom
of press applies to broadcast as well as
print media.”

Mr. Quaal applauded CBS’s decision
to cancel the Smothers brothers show.
The issue was ‘“never one of censor-
ship, but insubordination,” he said, ex-
plaining that “with freedom of expres-
sion in broadcasting or any other me-
dium of communication we must have
responsibility. Any person who owns or
runs a business is entitled to have some-
thing to say about his product and
about the rules and regulations for the
conduct of that business.”

NBC-TV greets WHTV(TV)

WHTV(TV) (ch. 24) Meridian, Miss.,
joins NBC-TV as a primary affiliate on
July 1. Former secondary affiliation
was with ABC-TV and CBS-TV.

Radio’s role receives
plaudits from Klein

“This administration has no desire to
harass your industry,” Herbert G. Klein,
director of White House communica-
tions, has assured a meeting of MBS
affiliates.

Speaking at the annual meeting of
the Mutual Affiliates Advisory Council,
in Nassau May 22, Mr. Klein empha-
sized the Nixon administration’s desire
to keep the American people informed
on the doings inside the government.
He added that administration officials,
including cabinet officers, will go to
local communities to win back the con-
fidence of citizens in their government.

Mr. Klein praised radio for the major
role it plays in keeping the public in-
formed.

Nixon names Buckley

William F. Buckley Jr., host of the syn-
dicated TV show Firing Line and owner
of the National Review, has been ap-
pointed to the U.S. Advisory Commi--
sion on Information by President Nixon.
Mr. Buckley, 43, is also principal owner
of group-owner Starr Broadcasting
Group Inc. which last month won FCC
approval to acquire wsok New Orleans,

wrLoc Memphis, kyok Houston and
KxLE North Little Rock, Ark. (BroaD-
CASTING, May 26). He replaces Sigurd
S. Larmon in the nonsalaried post.

FCC has public file of
affiliation contracts

Questions arising from an FCC order
issued March 25 requiring that network
affiliation contracts be made available
for public inspection led to a commis-
sion clarification last week. The amended
rule would establish a complete publi¢
file of contracts as quickly as possible
without making those documents pub-
lic which were previously filed under
the safeguard of the former rule.

The amendment, effective May 1,
requires that a copy of a station’s com-
plete affiliation agreement with a net-
work be open for public disclosure at
the station at the same time it becomes
available in commission files.

Sent to ABC, CBS, NBC and Mutual
Broadcasting, the amendment requires
the filing of a full copy of the agreement
when executed, amended or renewed
even if the renewal is automatic under
the terms of a previously filed contract.
Only after the complete agreement is
filed may subsequent filings be made as
extensions or amendments of contracts.

“How does our service stack
up against the remainder

of the industry?
Superior, average, or below?”

Ask a basic question and you
will surely get an answer. We at
MGM-TV did just that in a recent
survey of our customers. Do you
know what 51% replied?
Superior.

That strikes us as a superior
record in itself, in a business
highly competitive and
complicated in service. We take
pride in our efforts to back up
the investment you have

made in our programming.

We think that by not sitting

on our pride, but

getting to work and keeping
service improvements coming
is the right way torun a
distribution business.

When you write your next
contract with MGM-TV, you can
expect the right follow-through
to give you the best for your
money. That can be a right

comfortable feeling.
MGM TELEVISION.
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FCC seeks $1-million solutions

Agency requests appropriation to fund research
in problem areas of land-mobile, CATV, ownership

The FCC, which is seeking $1 million
for research and policy studies in its
appropriation for fiscal 1970, is plan-
ning to step up its efforts to deal with
its increasingly difficult spectrum-allo-
cations problems.

Studies designed to provide relief
for land-mobile radio users, to measure
the relative economic and social value
of the various telecommunications serv-
ices and to aid in the commission’s
regulation of CATV are among the
projects the commission is considering.

This was disclosed last week in the
release of the published transcript of
the House Appropriation Subcommit-
tee’s closed-door hearing on Feb. 18
on the Nixon administration’s request
of $23,950,000 for the commission for
fiscal 1970. The proposed appropriation
would vprovide the commission with
$3,273,000 more than it received in
the current fiscal year, which ends
June 30.

The release of the transcript coincided
with the commission announcement of
plans to provide a computerized analy-
sis of information on the television in-
dustry. This is one of the projects listed
for fiscal 1970 at a cost of $150.000.
However, commission officials said
$25.000 would be spent on the project
in the current year.

The commission, in response to per-
sistent questioning from subcommittee
members on costs of individual projects
it plans to undertake with the $1 mil-
lion, presented a list of 10 proposed
studies costing an estimated total of $2
million. The commission said it was
unable to state which “have the greatest
priority” and would reserve its decision
until funds are made available.

The major projects included:

» Land-mobile communications sys-
tem, $500,000. This would be aimed at
relieving the immediate congestion
problem and permitting land-mobile ra-
dio “to achieve [its] full petential.” The
study would project future requirements
for land-mobile services and evaluate
the impact of those needs on the spec-
trum.

3 Social and economic value of spec-
trum, $200,000. At a time when it is
required to make increasingly difficult
choices among those wishing to use the
spectrum. the commission said, it
“lacks adequate quantitative measures
of the relative values of the telecom-
munications services.” The pronosed
study would develop methods for “as-
sessing marginal value of the spectrum

together with other quantitative meas-
ures of costs and benefits.”

= CATV, $150,000. This would aid
the commission in its current rulemak-
ing and inquiry that look to a complete
overhaul of CATV regulations. The
commission said studies of the complex
problems under consideration and their
interrelation with existing industry, eco-
nomic and social patterns and with de-
veloping technologies, like satellites, re-
quirc an “expertise not currently avail-
able within” the agency.

One nonspectrum study listed, at an
estimated cost of $250,000, would deal
with the ownership patterns in the
broadcasting industry, with particular
emphasis on conglomerates. The com-
mission announced plans for the study
in February, as one response to increas-
ingly bitter intra-agency squabbles
about the wisdom of permitting con-
glomerates to enter or expand their
holdings in the broadcasting industry
(BROADCASTING, Feb. 17).

The study announced last week in-
volves the construction of a mathe-
matical mode] that will simulate the
television industry as a whole, individ-
ual television markets and the indi-
vidual stations within the markets. The
data will be fed into a computer along
with information on future population
trends, general business activity, tech-
nological changes and CATV growth.

And the outputs, the commission
said, will be in terms of annual reve-
nues, income and expense for stations
in individual markets, and the number
of stations that could survive in those
markets.

The commission expects to use the
model for research in such areas as
anticipated change in viewing habits of
the television audience as a result of
increased leisure time and other fac-
tors, possible loss of audience to new
forms on nonadvertiser television such
as pay television, and the elasticity of
advertiser purchases from television.
radio, newspapers, magazines and other
mass media. Leasco Svstems and Re-
search Corp. has been awarded the con-
tract as project consultant.

During the closed-door aporopriation
hearing, the commission came in for
considerable criticism for its handling
of land-mobhile radio frequency prob-
lems and CATYV regulation, particularly
from Representative Robert N. Giaimo
(D-Conn.). He indicated he felt that
the commission was moving tco slow in
solving the land-mobile radio users’

problems, and was too restrictive in its
CATV regulations. In both areas, he
said, the commission was favoring
broadcasters.

Chairman Rosel Hyde rejected this ap-
praisal. He said, in the case of CATV,
that the commission is attempting to
put cable systems and broadcasters on
a more equally competitive basis.

And in discussing the question of
relief for land-mobile radio users, he
said he “felt some of the same frus-
trations which I sense you are feeling.”
But he said that the *“preliminary” in-
terim report of the Stanford Research
Institute on land-mobile frequency
problems—the completed report was not
submitted until after the hearing—
“supported the wisdom” of his col-
leagues who have argued that a “more
thorough study should be made before
we start deleting TV channels.”

He did not, however, exclude the
possibility that the commission will im-
plement its proposal to permit land-
mobile radio users to share the seven
lowest UHF channels on a geographic
basis. He said such sharing, “assuming
the record will justify it,” combined
with improved licensing and manage-
ment practices within present land-
mobile radio bands, will provide *very,
very substantial opportunities for mobile
services.”

Hyde sees extension
of filing fees to CATV

CATYV system operators, who don't like
being regulated by the FCC, may soon
find even more reason for their dis-
taste for regulation. The commission is
likely to start charging them fees, as it
does broadcasters and others who are
its licensees.

FCC Chairman Rosel H. Hyde in-
dicated as much in his appearance be-
fore the House Appropriations Sub-
committee on Feb. 18 (see this page).
He also indicated that pay-TV opera-
tors—when and if any are ever li-
censed—would probably be required to
pay fees.

Chairman Hyde, in response to a
question as to whether the commission
had revised its system of application
filing fees, said the commission staff
was attempting to isolate areas ‘“‘not now
covered where it would be appropriate
to charge a filing fee.”

He mentioned specifically “CATV
requests” and subscription television.
The commission has adopted rules au-
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thorizing a nationwide system of pay
television; but the action has been ap-
pealed to the U.S. Court of Appeals in
Washington.

The chairman said the staff had “a
number of proposals practically ready
for submission to the commission.”
Last week, commission sources said the
staff hoped to have the matter before
the commission “within the next
month.”

Officials said it was felt that CATV
should pay its “share™ in filing fees,
since CATV regulatory matters involve
such “a great part of the commission’s
energy.” Similarly, pay television, if it
bccomes a reality, should pay a share
also, they said.

Chairman Hyde did not say whether
there would be changes in the fees
now being paid. But officials indicated
such changes should not be ruled out.
They noted that th~ commission in-
tended to keep the fee schedule under
review, and that no changes had been
made in a number of years. The last
change was in November 1965. The
fee system was introduced in November
1964.

The commission takes in—and trans-
fers to the Treasury—some $4 million
annually in filing fees. Broadcasting
fees in fiscal 1968 produced $491.000 in
revenue. The highest fee paid by broad-
casters is $150 for television applica-
tions for new facilities, major changes,
renewal, assignment of license and
transfer of control.

Two new units set up
in ARB reorganization

The American Research Bureau, Belts-
ville, Md., has announced the reorga-
nization of the firm into two major de-
partments—media information man-
agement systems (MIMS) and media
audience measurement service (MAMS)
—and the establishment of a new spot
buying service.

Dr. Mark D. Munn, formerly vice
president-marketing, becomes vice pres-
ident of the ARB System for Spot Ex-
change Coordination (ARBSEC), the
newest service in the MIMS area.
ARBSEC is designed to facilitate the
buying and selling of TV spots. Also
in the MIMS sector, the ARB Account
Control System (ARBACS) continues
under the direction of Frank Crane.
The account control system, currently
employed by several West Coast and
Chicago agencies, is being expanded
soon in New York and other markets
and will be available to station repre-
sentatives as well as ad agencies.

In the MAMS area, Norman S.
Hecht, who was vice president-plans
and analysis, becomes vice president in
charge of services to agencies and ad-
vertisers. Alain Tessier, who had that

title, continues as a vice president in
the samc area. Robert Owens, a vice
president, assumes responsibility for all
station sales and services: William
Shafer becomes vice president-TV sta-
tion sales, and Roger Hoeck continues
as vice president-radio station sales.

Census seeks more data
on U.S. Spanish market

Spanish language stations will be getting
their first accurate measurement of
Spanish markets in the U. S. from the
1970 census.

The Department of Commerce has
adopted a suggestion by Representative
Charles H. Wilson (D-Calif.) that ad-
ditional categories of Spanish-speaking
people be added to the 1970 Census
ethnic origin question.

The question will ask of each per-
son receiving the 5% census question-
naire if he is of Mexican, Puerto Rican,
Cuban, Central or South American or
other Spanish origin or descent.

The congressman, chairman of the
House Subcommittee on Census and
Statistics, said that while he is pleased
the Department of Commerce made the
change, it would be preferable to have
this question on the 100% question-
naire.”

Overlap causes flap

The FCC has designated for hearing an
application by wsrz(Tv) Baton Rouge,
for permission to relocate its transmit-
ter, citing UHF impact as the sole issue.
The decision reversed an earlier grant
by the commission staff.

A petition for reconsideration by
KLNI-TV  {ch. 15) Lafayette, La.,

prompted the new ruling. The station
alleged that wBsRz's proposed transmit-
ter move would increase the overlap
between the two stations’ grade A con-
tours, and that wBRrz’s grade B contour
would cover all grade A contour areas
of KLNI-Tv, According to the Lafayette
station, this in turn would adversely
affect its attempts to obtain a network
rate from NBC-TV, which it has not
yet been able to do because of its
small audience. Both stations are NBC
affiliates.

Puise survey indicates
upswing in FM penetration

Early returns from a study of FM pene-
tration being conducted by The Pulse
Inc., New York, show substantial in-
creases in eight of the 10 markets for
which comparable two-year data have
been assembled.

The largest increase was in Akron,
Ohio, where penetration jumped from
62.5% in 1968 to 81.8% in 1969.
Other markets showing increases were:
Albany-Troy-Schenectady, N.Y., from
45.8% to 63.9%:; Charlotte, N.C.,
50.4% to 66.8% : Dayton, Ohio, 66.9%
to 81.8% : Salt Lake City, 52.7% to
64.6% : Toledo, Ohio, 63.0% to 73.8%,
Youngstown, Ohio, 71.5% to 76.1%,
and Memphis, 37.6% to 53.9%.

None of the 10 markets showed a
drop in penetration. Only in Flint,
Mich. (64.5%), and Jacksonville, Fla.,
(46.2%), were no changes reported.

The Pulse survey so far includes 26
cities, 16 of which were not studied
in 1968. The facts were processed from
questionnaires used in Pulse’s radio
audience measurement surveys, in which
respondents are asked whether they own
an FM set.

Budeet Bureau casts
fresh eye at set tax

A proposal for long-range financing of
public broadeasting has been informally
submitted to various public and private
organizations by the Bureau of the Bud-
get with reactions sought for further
consideration.

The Budget Bureau’s recommenda-
tions, in draft form, are two-fold: it
would impose a 2% tax on all TV and
radio sets manufactured, estimated to
raise about $60 million annually. and
it would arrange for the federal govern-
ment to fund public broadcasting on a
matching basis.

The excise tax idea was first sug-
gested bv the Carnegie Commission on
Educational Television and immediately
ran into opposition from TV m-~nu-
facturers who claimed that such a
method of raising revenue for public
broadcasting would be discriminatory.

An Electronic Tndustries Association
spokesman then, and again last week,
stressed that public broadcasting is a
national service and should not be made
the responsibility of any one segment
of the economy. The tax proposal is
understood to have been drafted last
year at the Budget Bureau but withheld
for additional consideration.

The matching fund idea would ob-
ligate the federal government to match
any funds contributed to public broad-
casting over $50 million from non-
federal sources. This would include
state, municipal, school and private con-
tributions. It is estimated this would
supply public broadcasting with an addi-
tional $70 million a year from the
federal government.

Both proposals are under study by the
Corp. for Public Brn~dcasting, the Na-
tional Association of Educational Broad-
casters, the U.S. Treasury, and other
government and nongovernment agen-
cies.

BROADCASTING, June 2, 1969

39



CBS strengthens CATV ties

Network buys West Coast-based

Tele-Vue in $19-million stock swap

CBS last week completed a major pur-
chase in the cable-TV field in a stock
transaction worth an estimated $19 mil-
lion.

John A. Schneider, CBS executive
vice president, announced the acquisi-
tion of Tele-Vue Systems Inc., a leading
systems operator in California and
Washington state in an exchange of
346,424 shares of CBS common stock
for the outstanding shares of Tele-Vue
stock.

Terms of the Tele-Vue purchase had
been disclosed by CBS in early April
(BROADCASTING, April 7), following an-
nouncement last December that it in-
tended to buy Tele-Vue, (BrROADCAST-
ING, Dec. 23, 1968). The CBS common-
stock exchange had a dollar volume of
a little more than $19 million on the
basis of the closing price of $55.25 per
share of CBS stock last Tuesday (May
28), the day of Mr. Schneider’s an-
nouncement.

CBS also said it may issue a maxi-
mum of 79,868 additional shares of its
common stock “if the results of Tele-
Vue’s operations through Jan. 1, 1972,
fulfill conditions which have been agreed
upon.” It was noted that Tele-Vue and
its subsidiaries operate systems that
have 57,000 subscribers, and another
10,000 subscribers through partially
owned systems.

Mr. Schneider said that while CATV
is relatively young, “it has become a
vital complement to established televi-
sion services. With the acquisition of
Tele-Vue, we have made an important
addition to our interests in this field.”

CBS nearly two months ago acquired

Clear View Cable Systems Inc. and
Marin Cable Television Inc., both Marin
county, Calif., in a stock transaction esti-
mated at $2.5 million. In addition it has
interests in Canadian systems in Van-
couver, Victoria, both British Colum-
bia; Toronto; Montreal, and Quebec
City, and owns 49% of Television Sig-
nal Corp., a San Francisco system.

The Tele-Vue Systems, principally
owned by Homer A. Bergren of Seattle,
Wash., with former broadcaster Ward
D. Ingram among the stockholders, op-
erate systemg in 17 California and four
Washington communities.

California systems: Antioch, Corte
Madera, Crockett, Dublin, Larkspur,
Livermore, Marinwood, Petaiuma, Pi-
nole, Pittsburg, West Pittsburg, Pleasan-
ton, Red Bluff, Redding, San Rafael,
Santa Venetia, Terra Linda. The Wash-
ington systems: Everett, Lake Stevens
(not yet operating), Snohomish county,
and Yakima.

KEWI management told

to bargain with local

The National Labor Relations Board
has ordered kEwil Topeka, Kan., to
recognize and bargain with the Topeka
Association of Radio Announcers, the
union representing the station’s on-air
employes.

In affirming the decision of its trial
examiner in the case, the NLRB
ordered the station to reinstate a
former disk jockey and to stop certain
alleged unfair labor practices. At the
same time, the board upheld the sta-
tion's right to discharge three other disk

jockeys who had refused to read some of
the station’s promotions over the air.

The NLRB dismissed two charges
against the station, one concerning an
employe's union voting and another
dealing with the use of the station’s
news car.

The trial examiner noted the sta-
tion's announcers did not join the
American Federation of Television and
Radio Artists because David Schnabel,
the executive secretary of AFTRA’s
Kansas City (Mo.) local, told the an-
nouncers that AFTRA could not af-
ford to move into the Topeka area at
that particular time. Mr. Schnabel sug-
gested that the announcers form their
own labor organization. It was then
that the KEwl announcers formed the
Topeka Association of Radio Announc-
ers.

KIRO-TV employe gets
favorable NLRB judgment

A National Labor Relations Board trial
examiner has recommended that xiro-
Tv Seattle reinstate a former news-de-
partment employe who had been fired
following a dispute over what the em-
ploye should be paid.

The Seattle local of the American
Federation of Television and Radio
Artists had filed a complaint in the case
last year, contending that the employe,
Colleen Patrick, was not being paid con-
tract scale for her duties as a television
reporter. The station, on the other hand,
said she was hired only as a trainee and
secretary and thus did not qualify for
the full saiary as a news reporter.

NLRB Examiner Martin S. Bennett
said she had been performing duties of
a reporter and not of a secretary and
should be paid contract scale. He or-
dered the station to offer Miss Patrick
full reinstatement and to make up to
her any pay losses suffered in the dis-

FocusOnFinance

Shares sale, acquisitions

on tap for Multimedia

Multimedia Inc., Greenville, S. C.-based
group broadcaster and newspaper owner,
is offering 335,000 shares for public sale
through Goldman, Sachs & Co., New
York, at $28 per share maximum.

The registration statement filed with
the Securities and Exchange Commis-
sion calls for 300,000 of the shares to
be offered by the company and the re-
maining shares to be offered by three
trusts.

Multimedia owns the Greenville News
and Piedmont, Asheville (N. C.) Citi-

zen and Times, and Montgomery (Ala.)
Advertiser and Journal. It also owns the
Citizen Express Co., 31% of a Colum-
bus, Ind., CATV system, and broadcast
properties including WFBC-AM-FM-TV
Greenville; wBIR-AM-FM-Tv Knoxville,
Tenn.; WMAZ-AM-FM-Tv Macon, Ga.,
and wwNC Asheville.

The company’s preliminary prospec-
tus, dated May 20, revealed Multimedia
entered into an agreement in April to
acquire Carolina Delivery Service Co.
and Carolina Film Service Inc., both
Charlotte, for $1,437,123. Carolina De-
livery is engaged in general hauling be-
tween points in North and South Caro-

lina, Virginia and Georgia; Carolina
Film Service contracts with motion pic-
ture companies for delivery of films to
theaters in the Carolinas.

Net proceeds of the stock sale will be
applied to repay a portion of Multi-
media’s $18 million long-term bank
loans incurred in January in acquiring
the Advertiser Co., publisher of the
Montgomery newspapers.

Multimedia has 2,175,200 shares out-
standing, of which management officials
as a group own 15.63%. J. Kelly Sisk
is president and treasurer. After sale of
the shares being registered, Roger Craft
Peace and family groups, who now hold
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about 63% of the outstanding stock,
will own 55%.

According to the preliminary pro-
spectus, Multimedia’s broadcasting op-
erations accounted for 30% of the com-
pany’s operating revenues for the 12
months ended March 31 on a pro forma
basis: newspaper operations accounted
for 69%.

For the three months ended March
31, Multimedia had net income of
$689,133 or 25 cents per share—an in-
crease over the previous year's $497,-
819 or 17 cents per share. Broadcasting
revenues were $1,986,703 against 1968’s
$1,820,838, and total revenues rose to
$6,731,354 from last year's $4,632,645.

Gross stock on Amex

The common shares of Gross Tele-
casting Inc., Lansing, Mich., were ad-
mitted for listing and trading on Ameri-
can Stock Exchange last Tuesday (May

26). Trading opened on 800 shares at
18 and closed at 173%. The ticker
symbol is GGG.

Gross Telecasting owns and operates
WJIM-AM-FM-Tv. WJIM-Tv is affiliated
with CBS-TV and wuim with NBC.
The company reported net income of
$895,017 in the year ended Dec. 3,
1968, compared with $806,017 in the
previous fiscal year.

WRG reports 63% rise
in first-half earnings

Wells, Rich, Greene Inc., New York,
last week had good news for stock-
holders at the advertising agency's first
annual meeting.

Its earnings for the six months ended
April 30 rose 63% above the previous
year's first half. and first-half net in-
come was S801,366 or 52 cents a
share, compared with $492,515 or 32

cents a share, for the first six months
of fiscal 1968. WRG earnings amounted
to 56 cents a share for all of fiscal
1968.

Gross billings were up to $39,974,-
384 from $28,130,000, a 42% gain,
and revenues from commissions and
service fees also increased 42% to
$5,993,161, from $4,217,391.

Mary Wells Lawrence, chairman and
president, informed stockholders that
WRG's profit margin for the first six
months rose to an estimated 13%, com-
pared to 10.62% for all of fiscal
1968, and she credited a cost-control
program utilizing computers that was
initiated in fiscal 1969.

Revenues and net income, Mrs.
Lawrence explained, benefited only
moderately from the new Trans World
Airlines campaign and the introduction
of the Love cosmetic line from Menley
& James. These campaigns did not get

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 May 28 May 22 May 15 High Low (000) (000)

Broadcasting
ABC ABC N 67 7134 73% 76% 5614 4,709 $ 322,600
Atlantic States Ind. o} 9% 93¢ 10 1534 914 1,798 17,500
Capital Cities cce N 7234 743 7614 79 623 2,811 214,000
CBS CBS N 55%% 5634 583¢ 5914 44% 24,138 1,315,500
Corinthian CRB N 30%y 304 30 37Y% 25% 3,384 94,800
Cox COX N 453 47 4634 59 2y 2,884 133,000
Gross Telecasting GGG A 20% 18Y 184 20% 17% 798 15,200
Metromedia MET N 33% 35%¢ 374 533 33 5,408 205,500
Pacific & Southern 0 193y 20 17 2534 1634 1,616 35,600
Reeves Telecom RBT A 20%% 2134 2034 35% 18% 2,091 45,200
Scripps-Howard o] 27 21Y% 27 311 27 2,589 70,600
Sonderling sDB A 44 4637 43% 47% 3234 963 37,100
Taft TFB N 3734 403 423 3y 343 3,363 131,200

Total 56,552 $ 2,637,800
Broadcasting with other major interests
Avco AV N 3034 3234 2% 493 30*¢ 12,535 $ 434,000
Bartell Media BMC A 16 17% 17% 223 14 2,101 36,500
Boston Herald-Traveler (o) 30 28 34 71 28 574 21,800
Chris-Craft * CCN N 209y 2084 423 24y 20%4 1,395 61,900
Cowles Communication CwWL N 15% 153¢ 155 173 13% 3,620 52,500
Fuqua FQA N 433% 43y 43% 47 34 5,073 223,800
Gannett GCI N 405 4184 4134 42 35%¢ 5,322 192,900
General Tire GY N 24% 243¢ 79 3484 24 17,402 437,200
Gray Communications (o} 10 103 104 1284 9 475 4,800
Lamb Communications o} 54 5% 534 10 5 2,650 15,900
Liberty Corp. LCc N 1634 163 1734 23% 165¢ 7,036 131,900
LIN o} 13 1334 1534 33 13 1,415 21,600
Meredith Corp. MDP N 525y 535 52 5934 47% 2,762 137,100
The Outlet Co. oTU N 23 23% 23y 3034 21 1,229 30,600
Plough inc. PLO N 1Yy 0y 7084 72% 62Y% 6,761 469,000
Post Corp. o} 23 22 2134 40 17 566 12,500
Rollins ROL N 37y 37 37% 3834 3014 7,942 288,900
Rust Craft RUS A 2% 2y a3 383 2984 1,169 38,600
Storer SBK N 3934 434 43 62 8% 4,194 180,300
Time Inc. TL N 6434 693 71 1003¢ 6134 7,211 512,000
Wometco wom N 2134 3% 228 23% 1934 5,723 129,500

Total 97,155 $3,433,300
CATV
Ameco ACO A 1354 11 12 14% 1015 1,200 $ 14,400
American TV & Communications [e] 1214 12 1134 15 11% 1,775 21,500
Cable Information Systems o 374 43 5 5 1% 955 4,800
Cotumbia Cable . o 134 134 144 153 13y 580 8,400
Cox Cable Commqmcgtions o 21y 19 19% 21y 163 2,500 46,900
Cypress Communications (o] 14% 14% 15 23 12 808 12,100
Entron o] 5 5 53 10 5 607 3,500
H & B American HBA A 19354 1624 17% 20 133¢ 4,973 78,300
Sterling Communications o] 93¢ 1034 8 1034 6% 500 4,000
Teleprompter TP A 6714 60 57 67% 46y 995 54,200
Television Communications o 18y 18% 173% 20 1234 2,090 31,400
Vikoa VIK A 31 2614 29%% 3% 23% 1,795 46,700

Total 18,778 $ 326,200
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underway until well into the first half.
The agency expects to feel the greater
impact of TWA and Love. in addition
to two new accounts, in the second half
of 1969. Royal Crown Cola Co. will
start billing in July and the Samsonite
Co., in September (see also page 73).

MGM drops $19 million,
third-quarter dividend

Metro-Goldwyn-Mayer Inc. announced
last week that its loss in the fiscal year
ending Aug. 3! could be as much as
$19 million.

This disclosure was made following
a board meeting in Los Angeles at
which directors voted to omit the third-
quarter dividend because of losses to
date and additional losses expected in
the third quarter, which ends June 5.

The company also announced that
Robert H. O’Brien has resigned as
chairman and as a director, a move
that had been rumored for some time.
He was replaced as chairman by Edgar
M. Bronfman, the president of Joseph
E. Seagram & Sons Inc., the largest
single shareholder in MGM. MGM
said Mr. O'Brien’s contract was settled
but gave no details.

As previously reported, operations
for the 28 weeks ended March 31 re-
sulted in a loss of $6,040,000 compared
with a net income of $9,227,000 for the
comparable period of the previous year
(BROADCASTING, April 21). MGM said
that the loss for the third quarter is ex-
pected to be approximately $8 million,
compared with a loss of $485,000 for
the same period in 1968.

The company attributed the estimated
losses incurred in the first nine months

million. The write-downs covered in-
ventory values of films to reflect ex-
pected losses on films that have been
released: the value of books, rights and
other properties for films that were
planned and will not be produced, and
continuing losses in the record division.

Financial notes:

= Livingston Oil Co., Tulsa, Okla.
(owner of group-CATV-operator Gen-
coe Inc.), has agreed in principle to
merge with the Scott-Rice Co. for about
$3 million in Livingston stock. Scott-
Rice, an office supply and furnishing
company with branches in Tulsa and
Oklahoma City, had sales of over $4.5
million last year. The company main-
tains its own printing, lithography and
engraving plant in connection with the
Tulsa branch.

= Twentieth Century-Fox Corp. has de-

MGM had been paying 30 cents of the fiscal year to “disappointing film clared a dividend of 25 cents per share,
quarterly. rentals” and write-downs of about $45 payable June 28 to stockholders of rec-
Approx. Total Market
Shares Capitali-
Stock Ex- Closing Closing Closing 1969 Out zation
Symbo! change May 28 May 22 May 15 High Low (000) (000)
Programing
Columbia Pictures CPS N 3354 3434 353 42 2934 5,113 $ 179,600
Commaonwealth United cuc A 1334 141¢ 14 243 1284 10,627 148,900
Disney DIS N 78%¢ 8215 80 8634 69%% 4,346 359,600
Filmways FWY A 3104 32 3234 38% 28)¢ 1,079 36,700
Four Star International ] [3%1 454 4 10 434 666 3,000
Gulf & Western GW N 301% 315 311 5014 28Y% 15,700 526,000
MCA MCA N 3514 35% 38% 4414 34 8,059 299,200
MGM MGM N 31 3634 35% 44)4 2914 5,762 193,700
Transamerica TA N 33 35 367%% 38% 32 60,937 2,087,100
Trans-Lux TLX A 3274 334 34 5834 304 856 29,100
20th Century-Fox TF N 29% 3234 343¢ 4134 29'4 7,072 235,100
Walter Reade Organization o} 111¢ 113 12 15%4 i, 2,248 27,800
Warner-Seven Arts WBS A 5414 5554 553 6434 3954 3,816 201,800
Wrather Corp. (o] 14y 15 1634 2% 13Y% 1,760 23,300
Total 128,041 $ 4,350,900
Service
John Blair (o] 284 27 26% 30 2234 2,271 $ 64,200
Comsat CcQ N 50 50 49 555¢ 413 10,000 457,500
Creative Management o} 143y 1034 134 2034 13 581 R
Doyle Dane Bernbach o} 29% 3034 2834 31% 28 2,104 60,500
Foote, Cone & Belding FCB N 1454 143 15 153 13% 2,159 30,000
Grey Advertising (o] 1834 1734 1634 18% 14 1,199 20,400
Movielab MOV A 8% 91 10 14} 85 1,407 14,100
MPO Videotronics MPO A 14 144 15Y% 22% 134 536 7,600
Nielsen o 36 36 36 37 31 5,240 171,600
Ogilvy & Mather o} 33% 3434 33 34)4 21y 1,090 31,900
Papert, Koenig, Lois PKL A 1934 2034 19 304 10%¢ 721 10,800
Wells, Rich, Greene o} 1549 1434 1534 18 13 1,501 23,600
Total 28,809 $ 899,800
Manufacturing
Admiral ADL N 183y 19y 19% 215 15 5,110 106,000
Ampex APX N 41% 4214 43y 4434 3234 10,571 442,700
General Electric GE N 9534 96 9614 9814 8544 90,578 8,854,000
Magnavox MAG N 52%% 52% 533 563 47% 15,446 32,200
3M MMM N 1081Lg 108% 11034 1124 94 54,110 5,641,000
Motorola MOT N 122 118% 125y 133%4 1023% 6,122 776,000
RCA RCA N 4415 455¢ 47Y% 484 41y 62,612 2,950,600
Reeves Industries RSC A 7% 734 8 10% 714 3,415 26,900
Visual Electronics VIS A 20Y% 2034 2054 37 19 1,233 24,700
Westinghouse WX N 6254 6334 647¢ 714 5854 38,239 2,442,500
Zenith Radio ZE N 49% 4934 4934 58 48%¢ 18,935 98,800
Total 306,371 $23,095,400
Grand total 635,706 $34,743,400
Standard & Poor Industrial Average 113.05 114.49 115.83 116.85 106.36

N-New York Stock Exchange
A-American Stock Exchange
0-Over the counter (bid price shown)

Shares outstanding and capitalization as of April 30

* Denotes two-for-one split
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ord June 10.

s Wometco Enterprises Inc., Miami,
has agreed in principle to acquire
Finley Stat-Service Inc., New York, for
about $2 million in Wometco class A
common stock. Finley Stat-Service is
a photostating operation and provides
photographic processing services. Wo-
metco already owns Norman Kurshan
Inc., New York color print and fiim
laboratories, and National Studios Inc.,
that city, producer of television slides.
It also owns film laboratories in Miami,
and film production firms in Vancouver,
B. C,, and Calgary, Alberta.

s Walt Disney Productions, Burbank,
Calif., has filed a registration statement
with the Securities and Exchange Com-
mission offering 208,991 shares for pub-
lic sale by a shareholder—California
Institute of the Arts—through Kidder,
Peabody & Co. and Lehman Brothers,

both New York, at $79.50 per-share
maximum. The company has $4,381,-
331 common shares outstanding.

» National General Corp., Los Angeles,
diversified company with interests in
TV program and movie production, has
cancelled negotiations to acquire Par-
vin-Dohrmann Co., Los Angeles, hotel
supply firm and operator of Las Vegas
hotels and casinos (BROADCASTING,
May 26).

= General Cinema Corp., Boston, has
filed a registration statement with the
Securities and Exchange Commission
oftering 389,750 shares for public sale
by certain stockholders through Paine,
Webber, Jackson & Curtis, Boston, at
$43.50 per share. General Cinema, op-
erator of motion-picture theaters, soft-
drink bottling plants and bowling lancs,
is applicant to buy wiFI(FM) Phila-
delphia for 3750,000 (BROADCASTING,

Fquipment&Engineéring

May 19).

s Kaufman and Broad, Los Angeles,
major cable-television operator as well
as being a leading housing producer,
last week started trading on the New
York Stock Exchange under the ticker
symbol “KB.”

Company reports:

General Instrument Corp., Newark,
N. J., manufacturer of electronic
components and owner of the Jerrold
Corp., CATV equipment manufacturer
and group-CATV-systems operator, re-
ported a 5.5% increase in sales but a
decline in net income for the year
ended Feb. 28.

1969 1968
Earned per share $1.49 $1.99*
Sales 248,006,683  234.976,382
Pretax income 17,993.391 22,616,104
Net income 10,313,391 12,930,104
Average shares
outstanding 5,882,932 5,712,799*

‘—Adjusted for stock dividend in May 1968.

Manufacturers cool to tuner-parity rules

Zenith claims little public desire for UHF-VHF
dialing equality fails to justify costs involved

Zenith Radio Corp. told the FCC last
week that “no significant public de-
mand” for UHF-VHF tuner equality
has yet developed. The company asked
abandonment of a commission rule-
making proposal that would require
uniform ease and quality of tuning.

Zenith said its attempts at tuner in-
novation have so far produced little
evidence of consumer inclination to pay
the extra price for tuner parity. Most
people, the firm said, continue to pre-
fer standard all-channel receivers.

However, Zenith added, set manu-
facturers know that uniform ease of
tuning is ‘“desirable” from the con-
sumer’s viewpoint. This fact, it said,
not a desire for lower production costs,
will determine the course of future in-
novation by business firms, since their
market position depends upon their
ability to satisfy consumer wants. For
this reason, Zenith said, no government
regulation is required.

Zenith’s comments typified the posi-
tion of manufacturers in comments on
the rulemaking proposal. The commis-
sion offered no specific rule when it
instituted the rulemaking earlier this
year, choosing instead to shape its rules
largely on the basis of written com-
ments (BROADCASTING. Feb. 3). The
filings submitted last week left the com-
mission with a split between technical

\

the progress of tuner innovation, the
increased cost of required tuner parity
and the role of market forces in de-
termining technological change—and
broadcasters, who called for government
action now.

Among the latter group were the
National Association of Broadcasters,
which emphasized that the commission’s
authority to adopt such rules is “clear”;
ABC and Kaiser Broadcasting Co.,
both of which noted that UHF remains
at a competitive disadvantage under
present conditions; and the All-Channel
Television Society (which has long
urged the commission to examine the
UHF-VHF tuner parity question) said
that devices presently available from
some manufacturers would create tuner
parity at nominal cost to the consumer.

ACTS rejected the argument that no
demand exists for better tuners. ‘“Mere-
ly because millions of Americans now
tune in and view UHF television sta-
tions is no indication of their satis-
faction with the ease of tuning and
adequacy of reception provided by
present tuning devices. The fact of the
matter is that the present inadequate
device is all that is available to them.
Therefore, in order for the public to
voice its displeasure with existing UHF
tuning devices in the most effective and
dramatic manner, refusal to purchase

firms and associations—which stressed © sets with such devices, it would be re-

quired to deny itself all television serv-
ice.” ACTS asked the commission to
pass a rule that would become effective
May 1, 1971.

Kaiser went even further, urging the
commission also to require parity in
antennas. Many sets come equipped
with VHF but not UHF indoor anten-
nas, Kaiser said. Many of the UHF
antennas that do exist are of clearly
inferior quality, the firm added.

Zenith gets partial
judgment from high court

The Supreme Court has ruled that
Zenith Radio Corp. was unfairly barred
from selling its products in Canada
by a patent-pool arrangement between
radio and television-set manufacturers.
The court upheld a lower court’s award
of $18 million in damages granted to
Zenith against Hazletine Research Inc.
and its parent, Hazletine Corp.

The court found that Zenith was not
entitled to an additional $17 million
granted by the lower court for business
allegedly lost in English and Australian
markets. The entire $35-million judg-
ment had been overturned by the U.S.
Court of Appeals for the Seventh Cir-
cuit in Chicago.

The high court said that the Canadian

a4
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patent pool, which Hazeltine joined,
was “highly organized and deceptive,”
and that “agents, investigators and man-
ufacturer and distributor trade asso-
ciations systematically policed the mar-
ket.”

In denying Zenith’s claims of damage
in England and Australia, the court
said that Zenith had never made a
serious effort to enter either market.
The court also upheld the seventh cir-
cuit’s ruling that only Hazeltine Re-
search, and not the parent Hazeltine
Corp., was involved in the suit.

OCD tests alert system
on low frequencies

The Office of Civil Defense plans to
establish a low-frequency emergency
alert warning system for the entire na-
tion that could bring OCD alerts with-
out the use of broadcasting stations.

The system, under development since
1965, is called the Decision Informa-
tion Distribution System (DIDS), and
is undergoing tests in the greater Wash-
ington area. Almost 300 receivers are
being tested, with daily transmissions
from an OCD transmitter at Sharps-
burg, Md. When the tests are com-
pleted, probably sometime this fall, the
proposal will be submitted to the FCC
for consideration.

Information on the DIDS system
and its proposed use on a national basis
for public warnings was contained in
testimony given to the House Ap-
propriations Subcommittee by Joseph
Romm, director of civil defense, last
February. OCD is part of the Depart-
ment of the Army. The transcript of
the hearings was made public last week.

Mr. Romm said the deployment of
the DIDS system to OCD offices and
local governments and broadcast sta-
tions in the Emergency Broadcast
System would cost about $35 million.
He estimated that the system, which
turns a special receiver on and off
through a two-tone triggering signal,
would cost between $25 and $50 each.

“For the public at large,” he said,
“we would like to see this receiver in-
strument built into future commercial
sets, the TV set or radio set. Our signal
could then turn the sets on and emer-
gency information would come through
either low frequency or normal broad-
cast channels.”

“When this is perfected,” he said,
“we will be proposing this to the
FCC. .. .”

Earlier last month, OCD asked the
FCC to hold off establishing standards
for an emergency alerting receiver un-
til it was able to submit a proposal for
its low-frequency device.

It said that proposed alerting circuits
to be incorporated in commercial radio
receivers had several fauits: the DIDS

Total sales up

First-quarter total U.S. sales of color
TV sets, including imports sold under
domestic as well as foreign labels,
reached 1,604,962 units, according to
the Electronic Industries Association.

For the same period, total TV reached
3,363,678; total home radio, 8,269,-
953, of which 3,659,719 included FM;
and automobile radios, 3,272,630 of
which 439,597 were with FM.

Comparable figures for color TV in
1968 were not available, but total TV
was 2,796,074. Other comparisons: total
home radio, 6,224,007, of which 2,535,-
687 had FM; total auto radios, 2,903,-
959, of which 305,121 had FM.

The report indicates that imports of
foreign label TV sets were three times the
previous year, with the January-March
figure at 339,977 units, compared to 108,-
945 in the same period last year. Foreign
label imports of all radio sets jumped
by almost exactly 2 million units—
5,977,656 this year’s quarter compared
to 3,978,455 during the same 1968 three
months. The two-million increase was
evenly divided between AM receivers
and those with FM.

system, it said, would be capable of
not only alerting government and OCD
offices, as well as broadcasters, but it
could automatically turn on warning
sirens in all communities. Use of the
DIDS device, OCD said, could save an
estimated 7.5 million lives.

Also proposed to the FCC at the
May 1 deadline was a new suggestion
from the International Electric Corp.,
Minneapolis. IEC’s proposal was the
use of what it called a cue signal sys-
tem for alerting the public. The sys-
tem proposes to use a single, warbling
tone (1900 cps) to trigger receivers,
compared to the two-tone systems
recommended by other proposals.

At the present time the FCC is con-
sidering the new proposals. It has
asked a special committee of the Na-
tional Industry Advisory Committee
to look into the IEC proposal and has
asked for a speedy report.

Extensive communications
complex set for WTC

Externally, the 110-story, twin-tower
World Trade Center while under con-
struction in New York may interfere
with television reception, but internally
—when completed—the building will
offer tenants “the most comprehensive
communications and computer system
ever available for commercial use,” ac-
cording to the builder, the Port of New
York Authority.

The New York Telephone Co. and
RCA are designing the communications

system, which tentatively includes video
and audio recording facilities and closed-
circuit television. The port authority
envisions use of the television produc-
tion equipment for special business-
oriented programs from the World
Trade Center, and also foresees impor-
tation of commercial television and
radio signals into offices and public
rooms.

The communications center is still in
the planning stage, an RCA spokesman
noted, and final installations will de-
pend on what the tenants want or need.

Schedules CATV showing

Demonstration of a low-frequency mzth-
od of cable TV, proposed by Re-
diffusion International Ltd., London, in
comments to the FCC last month
(BROADCASTING, May 12) has been
scheduled to be held June 9-12 at the
Mayflower hotel in Washington.
Showings will be by invitation. It is
expected that daily demonstrations will
be held for such groups as the FCC
commissioners and staff, news media,
broadcasters and others. To be shown
will be a 56-channel CATV system oper-
ating under simulated conditions.
Expected to be present from Re-
diffusion’s technical staff: R. P. Gabriel,
technical director; Andrew J. Taylor,
director of overseas operations: Erik
Gargini, technical executive, and John
Pacey, operations executive.
Arrangements for the demonstration
are being handled by Joseph E. Baker of
the Jansky and Bailey division of At-
lantic Research Corp., Washington.

Technical briefs:

Voice logger = Schafer Electronics Inc.,
Chatsworth, Calif., announces a new
voice logger-recorder (VLR) that can
operate as slow as 1/6-inch per second,
capable of storing two years’ logging in
compliance with all FCC regulations
in less than one and one-half cubic
feet of space. The model 332 two-
channel logger-recorder is $2,195.

Automation advance = Sparta Elec-
tronics Corp., Sacramento, Calif., has de-
veloped an automatic program control-
ler (model 726), which is said to con-
trol any combination of broadcast
quality audio sources to provide an
automated program service. The unit is
designed to sell for less than $2,000.

Colorful CATV » Two Alaskan CATV’s
will be the first commercial users of
RCA’s new single-tube color TV film
system when they originate the state’s
first color film program via cable this
summer. RCA has announced. The Ket-
chikan-Alaska TV and Sitka-Alaska TV
systems serve about 2,200 subscribers.

New lamps » General Electric has in-
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troduced three new 1000-w Quartzline
spot and flood lamps featuring a di-
chroic coating on the outside of their
eight-inch-diameter lenses.

Low-light TV camera s Commercial
Electronics Inc., Mountain View, Calif.,

has developed two low-light level,
black-and-white  television cameras,
MB-25 and DK-24. Both cameras

have been pegged to the SEC vidicon

tube.

New stereo mixer ® Shallco Inc.,
Smithfield, N. C., has announced a
new stereo attenuator which is rated
one-half watt and provides 75-80 dB
isolation between channels.

New EVR cartridge plant
CBS has leased its first production facil-

Promation

ity for making Electronic Video Re-
cording cartridges in North America in
Rockleigh, N. J. Joseph E. Gahagan,
manager of plant engineering, photo
products division of GAF Corp.. Bing-
hamton, N. Y., has been named man-
ager of engineering, EVR Cartridge
Plant. CBS hopes to begin production
by the end of this year and be operating
at full capacity in early 1970.

Plenty of free time

for Vietnam packages

Radio and TV stations participating in
Project Thank You, a national non-
profit organization that sends packets
containing pens, pre-sweetened flavor
drinks and reading material to men in
combat in Vietnam, have contributed
more than $1 million in free time to
the venture. In addition, the entire proj-
ect has been commended by President
Nixon and former President Johnson.

Project Thank You is a national vol-
unteer operation that solicits stations to
set aside 18 to 24 hours during which
visiting celebrities and local and station
personalities appeal for funds to be
used for the overseas packets. Extensive
advance promotion, tapes of endorse-
ments and background patriotic music
are provided to participating stations,
which receive for their cooperation a
bronze plaque and a letter of com-
mendation sent to the FCC (Broap-
CASTING, May 5).

According to Dr. Bob Plekker, non-
salaried president of Project Thank
You, the following stations have made
major donations in free time: WJBK
Detroit, $83,000; xiro Seattle, $80,000;
wLAv and woop both Grand Rapids,
Mich., both $54,000: waw Cieveland,
$53,800, winp Chicago, $35,000 and
wJsL Holland, Mich., $33,000. Other
stations which have played host to
Project Thank You are wcMR Elkhart,
Ind.: kHOF(FM) Los Angeles: KBOE Os-
kaloosa, lowa; xTTT Columbus, Neb.;
KQx! Arveda, Colo.: ksss Colorado
Springs, Colo.: wQxT Palm Beach, Fla.;
KLz Denver: wGHN Grand Haven,
Mich.: kCrRA Sacramento, KERN Bakers-
field, end kaFy Bakersfield, all Califor-
nia: KFH Wichita, Kan.: KLEM Le Mars,
Towa: koro Reno, and wGss Miami.

Also wrac Nashville: WGAN Port-
land, Me.: wMBR Jacksonville, Fla.;
wcsc Charleston, S.C.; ksTp St. Paul-
Minneapolis: KTAR-FM Phoenix: KGU
Honolulu: kark Little Rock, Ark.;
wpro Providence, R. I.: wpor Hart-
ford. Conn.: wTMR Camden, N.J., and

KTSA Sin Antonio, Tex.

Information about Project Thank
You can be obtained from Dr. Plekker
at 3427 Kelly Street, Hudsonville, Mich.
Phone (616) 669-9782.

Stars tell WHO’s story
in radio spot campaign

The World Health Organization of the
United Nations has produced 23 public-
service spots for what will be its first
radio saturation campaign. The drive is
scheduled for May 22 to June 22, pre-
ceding the World Health Assembly to
be held in Boston July 8 to July 25.

The spots were produced by Ira Ash-
ley. They range from one minute to 10
seconds and use celebrities to describe
the work of WHO and remind Amer-
icans about vaccination requirements
for travel abroad. Among the person-
alities are Katherine Hepburn, Jack
Lemmon, Jane Fonda, Joe Namath,
Arthur Godfrey, Arlene Francis, Robert
Preston, Joan Fontaine, James Brown
and astronaut James Lovell.

Mr. Ashley said the organization has
received assurances from ABC, CBS,
NBC and Mutual that the spots will be
run. The messages are also being dis-
tributed to 1,500 stations in the U.S.
and the Virgin Islands.

RHA faith awards

Religious Heritage of America Inc. has
named five winners of its annual Faith
and Freedoms Awards in radio and
television for “outstanding creative work
in communicating about the ethics and
principles of the nation’s religious herit-
age.”

In the television category, John H.
Secondari and his wife, Helen Jean
Rodgers, were cited for “In the Name
of God,” a program in ABC-TV's Saga
of Western Man series.

In radio, Nelson Price, executive
producer: Ben Logan, director, and Del
Shield, host, won for Night Call. pro-
duced by the United Methodist Church.

‘Call for Action’ line
is tested in N.Y.

The first training session for “Call for
Action” volunteers, conducted for two
days by wMca New York and the Na-
tional Urban Coalition, attracted several
broadcasters and numerous volunteers.

Representatives from wrFiL Phila-
delphia, wFBG Altoona, Pa., and wNHC
New Haven, Conn., attended, as well
as one from wiND Chicago. WFIL
launched its own “Call for Action™ pro-
gram 11 weeks ago in cooperation with
the Urban Coalition.

ABC lauds tenure

ABC-TV last week honored 14 stations
which have been affiliated with the net-
work from 10 to 20 years. Plaques were
presented to the honored stations at a
luncheon in San Francisco during the
four-day annual affiliates meeting. Sta-
tions receiving 20-year honors were:
WEWS(TV) Cleveland; WNHC-TV New
Haven, Conn.: KGo-Tv San Francisco:
wTVN-Tv Columbus, Ohio; and KABC-TV
Los Angeles. Ten-year affiliates honored
were: KLyD-Tv Bakersfield, Calif.: krRDO-
Tv Colorado Springs-Pubelo, Colo.;
KTHI-TV Fargo-Grand Forks, N. D.;
WLUK-TV Green Bay, Wis.: KOTI(TV)
Klamath Falls, Ore.; wWvUE(Tv) New
Orleans; wvec-Tv  Hampton-Norfolk,
Va.; wrex-Tv Rockford, Til., and wHYN-
Tv Springfield, Mass.

More Freedoms Foundation

Freedoms Foundation, Valley Forge,
Pa., has announced the introduction of
six new categories in its annual na-
tional and school awards program, two
of which are in broadcasting. Awards
will be made to the producer of the
best documentary or dramatic program,
one in radio and one in TV, contribut-
ing to “a better understanding of the
American way of life.” Winners in each
category will receive $5,000 and 2a
medal.
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KAKE-TV is having local color news and eating it, too.

“When we installed our Kodak ME-4
Process, we not only added the terrific
impact of local color news, but we in-
creased our profit by doing commercial
color processing locally,” says Paul
Threlfall, Vice President and News Man-
ager for the Wichita station.

“Now we do color processing for
schools, local film producers, advertis-
ing agencies, and several local indus-
tries. For instance, we process a lot of
footage for three out of the four aircraft
manufacturers in this area. Before we
had our Kodak ME-4 Process, these
companies had to fly their film out of
state. We've helped to bring their proc-
essing costs down to earth, and we're
flying on the business.

“The ME-4 Process has been perfect
for us. Like when we couldn't hire a
photochemist. The packaged chemistry
from Kodak made it so easy that we
didn't need one. We're even making
some money from the chemicals by us-
ing the Kodak Silver Recovery System.”

The Kodak ME-4 Process is a color
news necessity that can make money
for you. There are new processors on
the market that will fit any station's lab
or budget. Kodak Sales and Engineering
Representatives are so available they're
practically on your staff. So what's keep-
ing you from local color news? For
specific data on how your station can
use the ME-4 Process, call a Kodak Re-
gional Chief Engineer. In New York, Ray
Wulf; in Chicago, Dick Potter; in Holly-
wood, John Waner. Call today!

EASTMAN KODAK COMPANY
ATLANTA: 404/GL 7-5211
CHICAGO: 312/654-0200

DALLAS: 214/FL 1-322]1
HOLLYWOOD: 213/464-6131
NEW YORK: 212/ MU 7-7080

SAN FRANCISCO: 415/776-6055




Partners in time..

WIXZ Pittshurgh
RKO Radio Reps

Every market deserves a WIXY. Now Pittsburgh has one!

RRR'S newest partner in time is also new in call
letters, programming and management. WIXZ is run
by the dynamic Westchester Corporation which WOR AM & EM New York
rocketed Cleveland’'s WIXY to the. head of the.con- KHJ AM & FM Los Angeles
temporary class over top competition. RRR believes
WIXZ will quickly equal its sister station's phenom-
enal success.

RRR’s other winners.

CKLW AM & FM Detroit—Windsor
WRKO & WROR Boston

KFRC & KFMS San Francisco
WGMS AM & FM Washington
WWTC Minneapolis

WHBQ AM & FM Memphis

RKO Radio Representatives, Inc.
New York ® Chicago ¢ San Francisco ® Los Angeles ¢ Atlanta ¢ Toronto




SpecialReport

The added dimensions in radio news

Audio services, with accent on actualities,
proliferate from demands for instantaneous coverage

The reinforced efforts of the four na-
tional networks and the growing profes-
sionalism of specialized audio services
are producing a new school of radio
broadcast news that accentuates ex-
panded coverage through actualities and
voiced reports.

In modern radio news, sound is the
thing. The roar of artillery is as real
in Bangor, Me., as in Vietnam. Turn the
switch on the console in Ottumwa,
Jowa, and hear the shouts of student
demonstrators in New York.

More than 3,000 radio stations are
reaping the benefits of this trend to-
ward virtually instantaneous coverage in
sound of news as it is happening, from
where it is happening. The outlets are
the affiliates of ABC, CBS, Mutual and
NBC and the clients of such major
audio-news services as UPI Audio Net-
work, Radio News International and
Metromedia Radio News.

On a less extensive basis, the AP
is offering a weekly mail service of
voiced news commentary and features.
Capital Cities Broadcasting Corp., in
conjunction with its subsidiary, Fair-
child Publications, is supplying its owned
stations with daily feeds of interpreta-
tive news coverage and is virtually cer-
tain it will syndicate its output to other
outlets by this summer or fall. Reuter’s
has experimented with voiced feeds but
has no concrete plans in this area at
this time.

Group-owned facilities, including
Triangle, Westinghouse, Storer and
others, supply their own stations with
national and regional voiced and actu-
ality material. Stations in major and
smaller communities are equipping their
news reporters with miniature tape re-
corders to capture the voices and
sounds of their newsmakers and events.
And, in many instances, they provide
networks and audio-news services with
actuality reports of significant local and
regional happenings for fees ranging
from $10 to $50 for each “cut.”

What's new in news at the networks
is a substantial expansion in the past
three years in staff and broadcast equip-
ment to accommodate a doubling and,
in some cases, a tripling of actuality
reports and a sizable increase in the

number of closed-circuit feeds to out-
lets. In the past three or four years
alone, networks have, at the request
of their affiliates, fed news inserts, fea-
tures and special material during non-
network hours on a stepped-up basis.
Stations use this material in their local
newscasts to supplement the regular
network news programs. Networks and
audio services have developed sophisti-
cated cuing systems to alert stations to
oncoming feeds of urgent news.

What's new at the independent au-
dio-news organizations is a semblance
of stability and a growing professional-
ism in their operations, according to
station clients. Ten years ago, veteran
news directors recalled, audio-news
services striving to create an impact
included International Transmissions
Inc., Radio Press, and News Associ-
ates (Washington coverage) in addi-
tion to UPI Audio and Radio Pulsebeat
News (now part of Radio News Inter-
national). “They served only a com-
paratively small number of stations
each,” one news director said, “but the
ones that have endured are in a stronger
competitive position today as they have
lined up a sizable number of station
clients. Now, with another strong
entry, Metromedia, the field ought to
flourish more than ever.”

What has contributed to the accent
on “sound and scene” journalism?
News directors and other officials at
networks and audio services cited these
factors and circumstances:

® The continual technological im-
provements in equipment, particularly
miniature tape recorders for use in the

MM permits pre-reviews

Newspaper and magazines will be per-
mitted to review in advance special pro-
graming and documentary productions
of Metromedia Radio. The new policy
is being implemented immediately to
permit pre-reviews of Metromedia Ra-
dio News’s one-hour documentary,
R.F.K., scheduled for broadcast on
company-owned stations on June 8,
coincident with the first anniversary of
the assassination of Robert F. Kennedy.

field, making on-location coverage more
expeditious. Collaterial progress has
been made in the refinement of tech-
niques for the transmission of news
segments to networks and audio services
and ultimately to the stations.

® The growing appetite for news by
the public, evidenced by the prolifera-
tion of all-news and information sta-
tions, and the ensuing need to provide
more real-life, instantaneous coverage
to compete more effectively with news-
papers and television.

¥ The changes within the industry
itself reflected by the emergence of in-
dependent stations as a major force
and the transformation of networks to
a prime, if not sole, function as a com-
municator of news and information.

® Scene-and-sound reporting was un-
derscored during the coverage of the
early orbital shots, giving audio and
actuality presentations a dramatic
boost.

A sampling of news directors at rep-
resentative stations indicated they are
generally pleased with both the quality
and quantity of news feeds provided by
networks and audio services. Jerry Gra-
ham, partner in Graham-Ruttenberg,
New York, a radio station consulting
firm and formerly director of news for
wNEW New York, agreed that the trend
toward voiced and actuality reports has
been a salutory one, but he expressed
several reservations.

“I think there are two areas in which
there could be improvement,” Mr.
Graham stated. “There is a tendency
to have actualities just for the sake of
actualities and to let them run too long.
Tight editing is needed. Secondly, re-
porters in the field have to refine
their techniques. They should get to the
heart of the story in the first few sec-
onds of their reports, so that the sta-
tions that cannot carry a full segment
won’t lose the important element of a
story that may be at the tail end and
be cut out.”

Networks and news services are sup-
plying stations not only with specified
news feeds but with documentary, fea-
ture and commentary programing.
They concede that their output can be
—and has been—upgraded, and they

BROADCASTING, June 2, 1969

49



3

1. ABC: (l 10 r) Tom O’Brien, vice presideni for radio news;
Joe Keating, executive producer of special events; Mark
Richards, news manager, American FM Radio Network, and
George T. Phillips, news program manager, American Infor-
mation Radio Network. 2. Metromedia: David C. Croninger
(standing), president of Metromedia Radio, and Alan Walden,
national news coordinator. 3. CBS: Emerson Stone (), direc-
tor, CBS News, radio, and Tony Brunton, executive editor.

4. Radio News International: Jay Levy, president. 5. UPI
Audio: Scott W. Peters (1), director of station relations and!
special events programing; Peter S. Willett (c), general man-.
ager, broadcast services and Frank Sciortino, program direc-
tor and New York bureau manager. 6. NBC Radio: Russ
Tornabene, general manager, news. 7. Mutual: Robert
Pauley (1), president, and Charles King, director of program-
ing and operations.

attempt to maintain a continuing dia-
logue with their clients so that the news
and information product can reflect the
needs of a substantial segment of sta-
tions. They are aiming for a more
balanced coverage by encouraging
clients to supply spot news items that
would have national appeal and by
broadening their base to include special-
interest news in the areas of finance,
health, science and homemaking.

This accent on radio news is particu-
larly pertinent to ABC, which for more
than a year has been operating four
separate networks, one of which is de-
voted entirely to news—ABC Informa-
tion Network. Tom O’Brien, vice presi-
dent and director of radio news,
stressed that each of the networks has

its own staft and pointed out that ABC
is unique in having separate ncws staf-
fers for radio and tclevision.

Mr. O'Brien reported that ABC has
been strengthening its staff for the past
year and a half and now has more than
100 employes devoted solely to radio
news. “We started actualities because
they are believable,” Mr. O’Brien ob-
served. “It proves we arc there on the
scene. We feel strongly that listeners
want to be transported where the action
is and want to hear the voices of the
actual newsmakers.”

The American Information Network is
the primary transmission belt for news
and information at ABC, but all of the
other groupings — American Contem-
porary Network, American Entertain-

ment Network and American FM Net-
work—maintain a regular schedule of
newscasts, closed-circuit feeds of actu-
ality and voiced report material, and
special features, news and documen-
taries.

Affiliates of each of the ABC net-
works will receive about 100 news feeds
a day, including regular newscasts, fea-
tures, sports, commentary. But the dif-
ference is that AIN stations will be pro-
vided with more in-depth programing
running from 10 to 15 minutes while
the thrce other networks will concen-
trate primarily on news segments
running from three to five minutes.
ABC’s closed-circuit feed of news for
inclusion in local newscasts is titled
“Newscall,” and it is transmitted on the
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AIN about seven times a day (10 to
15 minutes in length) and three to four
times a day on the other networks.

Each of the networks broadcasts a
complement of 10-, 15- and 25-minute
news and information programs, geared
in part to their formats, with the Enter-
tainment Network, for example, stres-
sing segments on personalities in the
world of entertainment and the Con-
temporary Network dealing with indi-
viduals and trends in the pop-music
area.

“Since the advent of AIN, we have
quadrupled the number of on-the-air
newsmen,” Mr., O’Brien pointed out.
“In addition, we have kept up a con-
tinual dialogue with our affiliates to
remember us when hard news breaks
out in their areas.”

Similarly CBS has bolstered its news
staff substantially in the past two years
as its radio network has de-emphasized
entertainment programing (its sole of-
fering in this area is Arthur Godfrey
Time) and four of its owned radio
stations have adopted news-information

formats.

The basic format at CBS Radio is
to supply its 245 affiliates with 10-
minute news segments on the hour, sup-
plemented by feeds of actuality and
voiced report material five times a day.
In addition, the network provides dur-
ing a week 62 five-minute Dimension
segments (news features), plus sports
commentary by well-known personal-
ities and a weekly World of Religion
program (25 minutes).

Emerson Stone, director of radio
news, CBS, pointed to several trends
emerging in the field:

“There has been, of course, a sub-
stantial growth in the number of voiced
reports and actualities; we find people
want to hear the voices of newsmakers
and sounds surrounding events. There
has been, too, a trend toward selective
coverage of events. We won’t stay with
a big story for hours on end, as we
used to with political conventions and
the space shots. We'll move in and out,
providing new material as developments
occur. In other words, we are concen-

trating on selective coverage, getting to
the heart of a developing story as
quickly as possible. But we have fre-
quent recapitulations, bringing together
the various elements of a story.”

Within the CBS Radio division, four
of the company-owned radio stations
have, in the past two years, adopted a
format called “Newsradio” (all news
and information). In August 1967 the
stations—wcBs New York, wBBM Chi-
cago, KNXx Los Angeles and xcBs San
Francisco—employed a total of 75
newsmen; today, their staffs of report-
ers, writers, editors and producers
total 185 and the number is still grow-
ing.

Even with the abundance of news
material provided by CBS Radio and
their own staffs, the four “Newsradio”
outlets decided last year that their re-
ports could be improved by instituting
an instantaneous exchange of news
among themselves. In August 1968 the
CBS-owned radio stations launched
PLNX (Private Line News Exchange),
which links the outlets (plus wToOP
Washington all-news station) with one
another via telephone lines.

Through PLNX, the linked stations
can supply others with fast-breaking
news of import, which is recorded by
the receiving outlets. Much of the ma-
terial also is fed to CBS News, which
may utilize it on network shows. In
addition, PLNX is utilized to exchange
feature material among stations (a 12-
part series on the history of the Ameri-
can presidential campaigns, originated
by wWBBM, is one example; another is
a series of problems of garbage disposal
existing in the areas).

Emerson Stone is gratified by the
progress that has been made in radio-
news coverage and dissemination, and
thinks techniques will be refined as
editing becomes sharper and on-the-
scene reporters improve their ability to
move quickly into the vital dimensions
of a story.

The Mutual Broadcasting system has
doubled its news staff in the past five
years to accommodate its approximate-
ly 500 news-conscious affiliates, accord-
ing to Charles “Chuck” King, vice pres-
ident in charge of programs and opera-
tions. MBS now has a full-time staff of
75 in New York, Washington, London,
Paris, Rome, Moscow, Saigon and
Beirut and has part-time correspondents
in other principal cities of the world.

Mutual supplies its affiliates with five-
minute newscasts on the hour and half-
hour from 6 a.m. through 11:30 p.m.
and a daily 25-minute recapitulation
called The World Today.

“We have three daily commentary
programs to present various points of
view,” Mr. King stated. “In the mom-
ing, we have Whitney Bolton from
9:05-9:15, who is considered a mod-
erate; Fulton Lewis III from 7-7:15
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p.m., who is regarded as a conserva-
tive, and George Hamilton Combs from
7:15-7:30 p.m., who is looked upon
as a liberal. We have always broadcast
a wide range of opinion on Mutual,
though we are thought of as ‘conserva-
tive’ by some observers, primarily, I
think, because we carried Fulton Lewis
Jr. for so many years.”

Mr. King reported that Mutual now
broadcasts seven feeds throughout the
day for a total of about 800 “cuts” a
week. In the last year only, two of the
seven feeds were added.

“We are constantly urging our af-
filiates to send us actuality or voiced
reports of significant news in their areas

The Spotlight Is on

and they have been responding well,”
Mr. King remarked. “One thing I
would stress is we get quality material
via the telephone, which was not true a
few years ago.”

Mr. King is confident that the role
of radio news will become more im-
portant in the years ahead as the pub-
lic continues to demand a constant flow
of information rapidly and concisely.

“Television has not developed into
an outstanding news medium on a day-
by-day basis,” Mr. King pointed out.
“It's great on coverage of outstanding
news events. But on a regular basis,
radio is the medium that people turn
to for up-to-date developments on even

Superior Tape Cartridge Recording
and Playback Equipment

Mode! 500 C

Model 500-CR

COMPACT 500 C.SERIES—Completely solid state, handsomeg 500 C equipment features
functional styling and ease of operation, modular design, choice of 1, 2, or 3 automatic eiéc-
tronic cueing tones, automatic record pre-set, separate record and play heads, A-B monitoring,
biased cue recording, triple zener controlled power supply, transformer output . . . adding
up to'pushbutton broadcasting at its finest. Specs and performance equal or exceed NAB
standards. Record-play and playback-only models are available.

RACK-MOUNTED 500 C MODELS~The 500 CR rack models offer the same Model C
design and performance features and are equipped with chassis slides ready to mount in your
rack. Each unit slides out for easy head and capstan cleaning and other routine maintenance.

All 500 C models carry iron-clad full-year guarantees.

ECONOMICAL 400 A SERIES—Now even the smallest stations can-enjoy Spotmaster
dependability with the low-cost, all solid state 400 A series, available in compact record-play
and playback-only models. Performance and specifications are second only to the 500 C series,

For complete details about these and other Spotmaster cartridge units (stereo, delayed-
programming and multiple-cartridge models, too), write, wire or call
today. Remember, Broadcast Electronics is the No. 1 designer[producer

of broadcast qualily carlridge tape equipment ... worldwide! I

BROADCAST ELECTRONICS, INC.

8810 Brookville Road, Silver Spring, Maryland 20910; Area Code 301, 588-4

the important stories. And here at
Mutual, we intend to expand and im-
prove our news coverage from year to
year.”

NBC has concentrated in the past
few years on shaping its radio news
product to fit the needs of a wide seg-
ment of its affiliates, according to Russ
Tornabene, general manager, radio
news. One of its most useful tools in
this area is a closed-circuit conference
once a month with news directors of
affiliated stations conducted by James
Holton, manager, radio news programs,
NBC, during which network plans are
outlined and affiliate news officials may
offer comments and suggestions.

“We have approximately 210 affili-
ates and we can’t always deliver on
specific requests because needs vary
depending on the format of the station
and the needs of a particular commu-
nity,” Mr. Tornabene observed. “But we
do welcome suggestions that fill a com-
mon need for many of our stations. We
encourage all our affiliates to supply
us with meaningful news of regional
interest, but in practice, we have about
20 affiliates that are extremely active
and helpful in this area.”

NBC supplies its affiliates with The
News of the Hour, a five-and-one-half-
minute summary from 7 a.m. to 2 a.m.
in the morning (12 midnight in the
East), raised from five minutes at the
request of affiliates two years ago. In
addition, NBC transmits eight Emphasis
segments and one Perspective each week-
day, spotlighting its top newsmen.

Three years ago NBC began to offer
affiliates its “Hotline” service of closed-
circuit feeds for inclusion in local news-
casts or special programs. There are
two feeds a day of about 23 minutes
in the morning and about 15 minutes
in the afternoon, plus transmissions of
urgent news as it develops.

A news project that Mr. Tornabene
considers particularly worthwhile is Sec-
ond Sunday, a once-a-month docu-
mentary that focuses on contemporane-
ous issues and events. He noted that up
to two years ago NBC concentrated on
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At UPI
We use 1azof blades, Editalls,
3515, 6015, Uhers, Sony§, fladers, mixers,
boards, equalizers, XLs Hubbell,

mini-pluss, mult-adapters, 0ads, ilters...
At UPI |

There are dll sorts of things
some news services never heard of

At UPI

\X/e broadcast.

ts a litle different than just selling
stations a rehash of a newspaper

Are you
capturng the masic of sound
N your newscasts? ¢ 07

UPI Audio

the sound of news everywhere

United Press Intemationdl -
990 East 49nd Stieet, New Yok, NY 10017

(219) MU 2-0400
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spot news radio specials, but then de-
cided to schedule planned documenta-
cies. Recent documentaries have ex-
plored the Johnson years in the White
House; air pollution and the lifc of a
coal miner. The series has won both
Peabody and Ohio State awards.

Mr. Tornabene believes that the qual-
ity of actuality feeds will be upgraded
constantly to make them “more rele-
vant” and he envisions the growth of
more specialized news in such areas
as travel, education, science, which
may have particular application for
FM stations.

Ia terms of experience, the oldest of
the audio news services still in opera-
tion is the UPI Audio Network, which
had its genesis in an experiment United
Press International conducted in San
Francisco and Raleigh, N. C., with a
voiced facility on a state-wide basis
pack in 1955. This experiment lasted
about six months and led to the forma-
tion of the UPI Audio Network on a
regular basis in 1958,

Peter S. Willett, general manager of
broadcast services for UPI, who was
aavolved in the initial experiment in
Raleigh, acknowledged that the launch-
ing and sustaining of an audio service
has been “a long, hard pull,” and
added:

“We operated in the red from 1958
w0 1965 and have been in the black
¢ver since. Only in the last two years
we have doubled the number of clients
aad we now have approximately 330
stations.”

Station clients pay from $50 to $400
a week, depending on the size of the
market, according to Mr. Willett. The
service is sold by UPI sales representa-
tives on a non-exclusive basis in a
market.

The emphasis at UPI Audio is on
actuality material and stations receive
3ix basic feeds a day, each feed con-
sisting of 20 to 25 “‘cuts,” in addition

to “urgents” when bulletin news erupts.
UPI Audio uses full-period lines leased
from the telephone company to supply
its sound reports to stations. A billboard
of upcoming news is carried on the
regular UPI radio news wire to station
subscribers.

UPI Audio’s headquarters is in New
York, where about a dozen staffers
work full time. The actuality service
has five full-time employes in Washing-
ton, two in Saigon and four men in
London and one in Chicago. But the
“big plus,” according to Mr. Willett, is
the availability of top newsmen of UPI
in the U.S. and throughout the world,
who have learned over the years to sup-
ply UPI Audio with newsworthy “cuts”
on a regular basis. He said it is virtually
standard operating procedure for UPI
correspondents to cover stories armed
with tape recorders (they get extra pay
for audio reports that are used).

“One of the biggest pluses in the
growth of Audio has been the change
in the old-line news-siders. For ex-
ample, it's now standard for our news-
side editors to check with us whenever
a major story breaks anywhere.

“Most of our early written material
from Prague was transcribed from
audio reports from Jim Jackson, who
was able to get out by broadcast circuit
when all teletype channels were down.
During the Olympics, we managed to
develop sidebar material in Audio that
made the regular newswire. On the
one hand, I think we have helped and
encouraged the swing from ‘sugar-
throats’ to solid newsmen and at the
same time have stimulated a far greater
appreciation and respect for radio news-
men by old-line print men.”

Radio News International is a daily,
audio-actuality news service that was es-
tablished two years ago, but it is an
offshoot of Radio Pulsebeat News that
was formed nine years ago by Jay Levy,
who was then 18. The 27-year-old news-

Broadcasting's election
role called ‘crucial’

Beoadeasting was found to be “crucial”
t3 the election of Republican and Demo-
¢rates candidates last year, according
0 a majority of governors and state
chaicmen, but there is mixed opinion
oa whether the FCC’s equal-time rules
should be changed and whether broad-
casters should accord free air time to
oolitical candidates.

Those findings were compiled by
Michael Weinstock of the Department
af Telecommunications, University of
Southern California from a survey of
31 governors, 27 Republican state
chairmen and 23 Democratic state
<hairmen.

Sixty-three percent of the governors

who responded felt broadcasting was
“crucial” in the election of their party’s
candidates, or their own elections; 81%
and 83% of the Republican and Demo-
cratic state chairmen, respectively,
agreed.

And a majority of governors (68%)
and Republican state chairmen (78%)
registered opposition to giving free air
time to legally qualified candidates. But
68% of Democratic state chairmen re-
sponding felt that free air time should
be accorded candidates.

Forty-six percent of the governors
claimed Section 315 should be changed
(32% said it should remain the same)
while a majority of Democratic chair-
men (55%) agreed. However, 54% of
the Republican chairmen wanted to see
no changes in the equal-time provi-
sions.

man-entrepreneur now operates three
services—RNI, which has 376 station
clients; Radio Pulsebeat News, a weekly
mail service of taped actualities which
is received by more than 300 stations,
and the Black Audio Network, a feed of
daily actuality reports of interest to
Negro-oriented stations (30 clients
signed to date). The BAN was estab-
lished late in 1968.

"Like UPI, Radio News International
and its other services are offered on a
non-exclusive basis. But unlike UPI, it
uses regular telephone lines. Its staffers
record news actualities and voiced re-
ports and clients are asked to call a
number in New York, from which they
may record each of the four feeds
RNI supplies in four-hour intervals,
starting at 5:30 am. RNI provides
from 60 to 70 “cuts” daily, according
to Mr. Levy.

“We feel our service is flexible,” Mr.
Levy pointed out. “We leave it up to the
stations to decide which cuts they want.
Another advantage is we are reason-
ably priced, charging from $20 to $150
a week.”

Mr. Levy, who says he began his
career as an 11-year-old newspaperman
in Long Island, publishing his own
paper, reported that he has a staff of
full-time reporters in New York, Wash-
ington, Chicago, Los Angeles, London,
Paris, Bonn, Saigon, and Jerusalem.
He said he also has about 60 stringers
here and abroad.

The AP provides billboards of up-
coming RNI feeds on its radio-news
wire and also will take orders for
the RNI service. But both Mr. Levy
and AP officials said there is no
financial interest in RNI by AP and the
latter’s functions are purely a service
to AP radio wire subscribers who may
have need for an audio facility.

“I feel there is a growing interest
in actualities by stations and listeners,”
Mr. Levy remarked. “Only five years
ago, with Radio Pulsebeat News, I had
only 80 station clients. I think the field
is going to continue to grow.

Metromedia Radio News, the latest
entry into the audio syndication sector,
began early in 1968 as a service to the
12 company-owned AM-FM stations.
Two-and-a-half months ago it offered
MRN to other stations and has added
15 outside clients to its roster.

Alan Walden, national news coordi-
nator of MRN, said that approximately
14 transmissions are made per day,
starting at 6:15 a.m. and continuing
at 15 minutes past the hour. The first
feed consists of 15 to 20 cuts, and the
others, four to five segments.

MRN uses broadcast lines east of the
Mississippi and telephone lines in the
rest of the country. Mr. Walden stressed
that its service is exclusive in a market,
like UPI and RNI. Fees are based on a
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When it comes to news
we have four directions to goiin.

ABC Radio News is the largest network
radio news service in the world. It is also the
only major network news organization that
functions exclusively for its own medium—
radio.

At ABC wewouldn't have it any other way.
Any other way would not measure up to the
demand of servicing four distinct and separate
radio networks. In fact, each network has its
own news team...reporters, writers, editors and
broadcasters so that the sound and pace of news
as it comes down the line is compatible with the
sound and format of your station.

News on the American Contemporary Net-
work has a young sound. It's sharp—crackling
across with up-to-the-minute hard, factual re-
porting...unpadded and unadorned.

For American Information Radio Network
affiliates, where information and service fea-
tures are important products of the station’s
format, the network news is more in depth...
studded with vivid actuality reports from the
scene of the story. There’s more special cover-
age and tough-minded analysis by expert com-
mentators.

American Entertainment Network affili-
ates like their network news programs on the
half-hour. It matches the pace of their station
and meets the needs of their audience. Here,
the day's news arrives seasoned with a human
interest item or two. Their listeners also favor
commentary by people like Joe Harsch and
Paul Harvey.

The news staff that services the American
FM Radio Network is as much at home with
FM facilities and formats as the station people
they serve. This service puts FM stations on &
par with the leading AM stations for world-
wide coverage.

Providing four distinct news services is not
difficult for us. We're the only ones organized
for it.

This is network radio of the seventies. Af-
filiate with one of the four if you want to be on
top of the world in your market.

X O %O

American american AMERICAN AMERICAN
Information contemporary  ENTERTAINMENT FM RADIO
Radio Network  radio network RADIO NETWORK  NETWORK

Divisions of the ABC Radio Network
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station’s rate card and market size and
vary from under $100 to $500 per week.

Mr. Walden estimates that MRN
originates about 400 transmissions
per week, including hard news, fea-
tures, sports, stock-market reports and
public-affairs programing.

MRN maintains a staff of 10 in
Washington, plus full-time correspond-
ents in Paris, London, Jerusalem and
Saigon and stringers in other parts of

the world. In the U.S. MRN taps the
resources of its owned stations in New
York, Philadelphia, Baltimore, Wash-
ington, Cleveland, Los Angeles and
San Francisco, plus some of its station
clients.

MRN originates its feeds primarily
from Washington, according to Mr.
Walden, but he added that “we can
transmit from anywhere if needed.”
Major events, he added, are covered on

a “live” basis.

“We're in this business to stay,” Mr.
Walden emphasized. “We are the only
nonnetwork service that is run and
operated solely by broadcasters and we
feel this area has a very bright future.”

(The foregoing special report was writ-
ten by Rocco Famighetti, senior editor,
New York.)
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Smoking arena moves to House floor

Protobacco forces set stage by bottling up
agency action on cigarettes, killing ‘death’ warning

The House Commerce Committee
moved firmly last week against regula-
tory-agency action to ban or require
warnings in cigarette advertising by ap-
proving a renewal of a Cigarette Label-
ing Act provision designed to keep the
agencies’ hands out of the matter until
1975. In the process, a solid core of
pro-tobacco legislators on the committee
picked up more than enough support to
beat down amendments that would
have required a “‘death” warning to ap-
pear in all cigarette advertising.

The committee did approve a slightly
stronger warning for cigarette packages,
one involving the phrase “lung cancer.”
But by the same token, the committee-
approved phrasing attributes the warn-
ing to the surgeon general of the U.S.
The warning now on packs stands with-
out attribution and is presented as a
simple statement.

The committee approved the new
warning on Wednesday (May 28) on
what Commerce Committee Chairman
Harley O. Staggers (D-W. Va.) de-
scribed as a vote “about 16 to 12.”
A preliminary vote on Tuesday carried
by a narrower 15-14 margin. The word-
ing that was approved for cigarette
packages reads, “Warning: The sur-
geon general has determined that ciga-
rette smoking is dangerous to your
health and may cause lung cancer or
other diseases.”

The phrase “or other diseases” was
added Wednesday in a substitute mo-
tion offered by Representative Paul
Rogers (D-Fla.) It modified an amend-
ment on the warning language offered
earlier by Representative J. J. (Jake)
Pickle (D-Tex.).

The full measure, which also would
reassert full congressional control over
the regulatory agencies and veto their
plans to require warnings in commer-

cials or ban them from the broadcast
media, passed on a final 22-5 vote.
Members voting against the final ver-
sion reportedly were Representatives
Brock Adams (D-Wash.), John D.
Dingell (D-Mich.), Richard L. Ottinger
(D-N.Y.), Lionel Van Deerlin (D-
Calif.) and Bob Eckhardt (D-Tex.).

The inclusion of the July 1, 1975
expiration date for the ban on state and
regulatory agency actions against ciga-
rette advertising actually represented the
only gain made by the anti-smoking
forces on the committee. Before amend-
ment, the bill provided for no expira-

Senator Moss

tion date, an omission sought by pro-
tobacco groups. The amendment to re-
quire a re-examination of the matter in
1975 was offered by Mr. Dingell.

The anticigarette faction, although
outnumbered in committee, promises
to take the battle to the House floor,
where the terrain is judged more favor-
able. Chairman Staggers indicated a
prompt effort would be made by him
to bring the measure to a floor vote,
adding that he felt lively discussion
there would serve the public interest.
He said he plans to seek Rules Com-
mittee clearance for debate by late this
week.
~ Committee dissidents were given un-
til this Thursday (June 5) to file dis-
senting and minority views. After filing
of a completed report with those views
attached, the matter can come before
the Rules Committec, perhaps as early
as Friday, although consideration some
time next week would seem a more
likely prospect. The Rules Committee,
if it approves the measure for floor
action, will set the length and terms
of the debate.

Assuming the measure survives
House action intact, the Ilegislation
faces stiff opposition in the Senate.
Senator Frank Moss (D-Utah), has
promised a filbuster to keep any pro-
cigarette bill from passing. Senator
Moss was named this year to a con-
sumer-oriented Senate Commerce sub-
committee by the full-committee chair-
man, Warren G. Magnuson (D-Wash.).
In announcing the subcommittee chair-
manship, Senator Magnuson indicated
that he would continue to exercise a
leadership role on major consumer
measures, and it is expected that he
will take command of any House-
passed cigarette bill.

Senator Magnuson has been a rela-
tively outspoken critic of cigarettes,
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especially cigarette advertising that
reaches young viewers. He was, how-
ever, regarded as instrumental in forg-
mg the cigarette compromise legis-
fation that established the present warn-
ing on packs but precluded its exten-
sion to advertising. Inside word now
circulating in House cloakrooms is that
a moderate House bill will not neces-
sarily suffer a Senate defeat in Senator
Magnuson’s hands.

It remains to be seen whether or not
the FTC will proceed to order a strong
Jealth warning for advertising on July
i, the day the present restrictions in
the Labeling Act expire, barring final
passage of an extension measure. Two
weeks ago the FTC announced that it
3ad set a meeting for that purpose the
moraing of July 1 (BROADCASTING,
May 26).

After his committee cleared exten-
sion legislation last Wednesday, Chair-
@man Staggers said he thought the fact
*hat a bill was actually moving through
the legislative process would stay the
FTC’s planned action. He said the
FTC's and FCC's anticigarette an-
suncements had already caused a
“great resentment” in Congress.

Strongest opponent of procigarette
izgislation on the committee has been
Representative John E. Moss (D-
€alif.). who was absent during last
w»eek's committee consideration, He
vawed, however to take his fight to the
House floor. In his absence, Repre-
seatative Adams sketched out floor
strategies for the fight to come.

First, he said, would be a move to
semove the pre-emption against regula-
ér action. That failing, he said ciga-
xette opponents would try adding the

warning to advertising; opt for meas-
ures to keep advertising messages from
reaching young audiences possibly
through action by states, which are
now precluded along with the regula-
tory agencies from acting; require tar
and nicotine content in advertising, or
push for a stronger warning on packs.

Chairman Staggers did not discount
the possibility of amendment on the
floor. In fact, he said, he expected it.

ANA-RAB workshop due
in New York June 12

Speakers at the third annual Association
of National Advertisers-Radio Adver-
tising Bureau workshop in New York,
June 12 will concentrate on the effec-
tive uses of radio as an advertising
medium.

Miles David, RAB president, an-
nounced last week that the keynote
speaker will be Tom Dillon, president
of BBDO, who will discuss radio from
his vantage point as chief executive of
the advertising agency with the largest
billing in the medium.

Other executives who will speak dur-
ing the workshop are Orville J. Roesch,
advertising director, the Seven-Up Co.;
Jerry P. Olds, staff representative,
American Iron & Steel Institute; Owen
Daley, vice president, Hill & Knowlton;
Wallace A. Ross, director of the Amer-
ican Television and Radio Commer-
cials Festival, and a group of marketing
officials from J. M. Smucker Co.

A panel session will be held on the
pretesting of radio commercials. The
panel will consist of research executives
including Leonard Kudisch, Schwerin

Pollen war rages
in Contac spots

The 60-second “battle” between pollen
:ad Contac will begin this summer on
sl three television networks and in spot
islevision.

The commercial opens with a special-
i¥ constructed model ragweed plant
“@iriag” pollen from its pod (left),

fimed with a photosonic camera shoot-
ing 1.200 frames per second. The wea-

pon on the other side for the victim
(center) is Menley & James Labora-
tories’ Contac, which of course wins
the battie.

A 30-second version began May 6
on network television. The one-minute
commercial will appear the week of

June 8 in spot and July 5 on the net-
works.

Foote, Cone & Belding, New York, is
the agency and Duo Productions is the
production house.

Research Corp.; Max Bonfeld, Young &
Rubicam, and William Harvey, C. E.
Hooper Inc.

The workshop will be produced by
Chuck Blore Creative Services, Holly-
wood, radio commercials production
firm.

ABC-TV in the year
of the sales surge

The sales complexion for ABC-TV was
diagnosed as good by a house doctor,
James E. Duffy, vice president in charge
of sales for the network, at last week’s
annual affiliate convention in San Fran-
cisco (see page 26). Here's how it
was described to affiliates by Mr. Duffy
and his staff:

The second quarter is 15% ahead of
last year. Current position for the third
quarter is 20% ahead of last year's posi-
tion at a like time.

The fourth quarter position is 27%
ahead of last year at comparable time
in terms of percentage of time sold and
40% ahead in gross dollars.

In daytime sales, the first quarter was
90% sold out compared with 71% in
last year’s first quarter.

For the second quarter, daytime is
sold out as compared with 80% of ca-
pacity last year.

The network already is more than
85% sold out for the third quarter in
daytime compared with 69% at a com-
parable period last year. Daytime sales
are four times ahead of last year in up-
coming fourth quarter.

Four join, one leaves
top PKG posts

Major changes in the executive creative
staff at Post-Keyes-Gardner, Chicago,
were announced last week.

The GTA Group, special projects
group formed two years ago and under
the direction of Gene Taylor, executive
vice president for creative services, is to
continue even though Mr. Taylor leaves
soon to become a director and creative
director of Horniblow Cox-Freeman
Ltd., London.

New head of the GTA Group is Hal
Larsen who joins PKG as vice president.
He formerly was associate creative di-
rector of J. Walter Thompson, Chicago.

John Doherty, former president of
John Doherty & Co. and earlier with
Lennen & Newell, New York, joins
PKG as senior vice president and man-
ager of creative services. Bob Doolittle,
vice president and creative director of
Griswold-Eshleman, Chicago, joins PKG
as vice president and group creative di-
rector.

Dick Strome, creative director of
John Doherty & Co., also joins PKG’s
creative staff,
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How TV-network billings stand in BAR's ranking

Broadcast Advertisers Reports®' network-TV dollar revenue estimate—week ending May 18, 1963

(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 196%
ended Jan,1- ended Jan. 1. ended Jan. 1. ended ended total total

Day parts May 18 May 18 May 18 May 18 May18 May 18 May 18 May 18 minutes dollars
Monday-Friday

Sign-on-10 a.m. $ — $ 4.9 $ 118.2 § 2,259.8|¢% 351.9 § 6,823.6 95 $ 470.1 1,661 $ 9,088.:
Monday-Friday

10 a.m.-6 p.m. 1,460.3 28,551 .4 2,755.1 55,586.6 2,124.2 48,616.7 976 6,339.6 18,067 132,7%4.1
Saturday-Sunday

Sign-on-6 p.m. 918.4 21,800.0 1,026.0 22,775.9 746.4 12,902.0 322 2,690.8 5,733 57,477.9
Monday-Saturday

6 p.m.-7:30 p.m. 265.5 6,649.2 569.1 14,778.3 494.9 13,609.7 94 1,329.5 1,830 35,037.3
Sunday

6 p.m.-7:30 p.m. 106.6 2,973.2 132.6 4,648.7 240.0 4,659.2 20 479.2 433 12 ,282.1
Monday-Sunday

7:30-11 p.m. 3,998.9 104,292.4 5,696.9  140,130.6 6,228,2 139,392.7 439 15,924.0 8,577 383,815.7
Monday-Sunday

11 p.m.-Sign-off 405.3 8,218.4 32.6 1,142.4 502.0 9,775.3 86 984.9 1,540 19,336,!

Total $7,200.0 $172,489.5 $10,330.5 $241,322.3 | $10,687.6 $235,779.2 2,032 $28,218.1 37,841 $649,591 .0
Four geographical territories set up
with host of top executive changes made
Peters, Griffin, Woodward Inc., New Harvey, the sales managers respectively. Southwest 13, Mid-America 10 and

York, undergoing a face-lifting, has
created an additional sales team in New
York and is promoting several of its
top executives in an expansion move.

Lloyd Griffin, president of PGW, at
a luncheon in New York last week,
said the actions were tied “to an ex-
pansion into a new and stronger rep-
resentation area.” Mr. Griffin and H.
Preston Peters, PGW chairman, ex-
plained that the rep business is ex-
panding in both sales and services, and
that PGW was keeping up with the
increased tempo. The changes are ef-
fective today (June 2).

PGW will now have four separate
sales teams in New York. This will in-
volve an increase in sales personnel as
well as in other PGW services to sta-
tions, advertisers and advertising agen-
cies. The teams have been designated
East-Southeast, West, Mid-America and
Midwest-Southwest. A newly elected
senior vice president is in charge of two
of the sales-team groupings.

Theodore D. Van Erk, with PGW
for 10 years, has been elected senior
vice president and placed in charge of
the East-Southeast group, for which
Dennis K. Gillespie is vice president
and sales manager, and of the West
group with Roy M. Terzi as sales man-
ager. William G. Walters, with PGW
for 13 years, was elected senior vice
president, responsible for Mid-America
and Midwest-Southwest, with Vice Pres-
ident John Brigham and Walter E.

The services grouping is made up of
two separate departments: Lon A. King
is vice president in charge of creative
services, advertising, promotion and
public relations, and John R. Thayer is
vice president in charge of research in
marketing, media and station areas.
Two other groups in the PGW struc-
ture are headed by R. P. Collins, busi-
ness manager (communications, proce-
dures and personnel), and Robert D.
Brady, treasurer-secretary and a direc-
tor (accounting, collections, financial
and profit-sharing trust).

PGW's sules teams represent roughly
a division of the rep’s station list ac-
cording to geographic regions with the
West representing 10 outlets, Midwest-

Executives involved in PGW’s restruc-
turing (1 to r): Roy M. Terzi, West
team sales manager; Dennis K. Gillespie,
vice president-sales manager, East-
Southeast team; Lloyd Griffin and H.
Preston Peters, president and board
chairman, respectively, of the rep com-

East-Southeast 15.

According to PGW officials, this di-
vision corresponds generally to the re-
gional lines followed by advertisers ip
placing spot schedules. Up to now,
PGW has had three sales teams de-
signated to these geographical areas. It
was acknowledged that in many ip-
stances, PGW can now be expected tc
have four sales people from the dif-
ferent teams at the same agency, call-
ing on the same buyer. The advantage,
it was explained, is that each of these
men will know his individual terri-

tories intimately. The face-lifting also en-
tails the creation of a new corporate
insignia, designed by Hecht, Vidmer,
New York advertising agency.

pany; William G. Walters, senior vice
president; Walter R. Harvey, sales man-
ager, midwest-southwest division; John
Brigham, vice president-sales manager,
Mid-America team. Not shown is
Theodore D. Van Erk, senior vice presi-
dent. .
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TVAR probes ego for switchables

Study computes psychological make-up
of TV viewer to determine brand loyalty

A new study that focuses on the TV
viewers’ personality traits and how they
affect his loyalty to ad brands was pre-
sented for the first time last week to
advertisers and agencies in New York.

The study, ‘“‘ego-tistics,” was the
eighth in a series of annual presenta-
tions prepared by Television Advertis-
ing Representatives, New York, as a
service to advertising personnel. TVAR,
a station rep, is owned by Westinghouse
Broadcasting Co.

The study matches personality traits
with specific programs and specific
brands, and also indexes the brand loy-
alty—or “ad switchability”—of users of
specific products. TVAR officials point-
ed out that the firm is not offering this
study as a pilot measurement service,
but had commissioned it as a possible
new source of data for advertisers who
wish to go beyond demographics in
measuring media.

Research for “ego-tistics” was con-
ducted by Herbert Kay Research Inc.,
New York, under the general super-
vision of Howard Marsh, TVAR vice
president. The study was made last Oc-
tober and involved personal interviews
with 2,000 housewives in those markets
in which TVAR reps stations—wBz-Tv
Boston, kyw-tv Philadelphia, wJz-Tv
Baltimore, wTop-Tv Washington, weTv
(tv) Charlotte, N.C., wwsT (TV)
Richmond, Va., wixt (Tv) Jackson-
ville, Fla.,, KDKA-TV Pittsburgh, and
Kpix(Tv) San Francisco.

The study, according to officials,
makes use of differences in psychologi-
cal make-up to the extent that these
factors may determine the tendency of
product users to switch or remain loyal

to brands, and also may determine the
type of programs watched and even the
degree to which advertising can per-
suade users to switch brands.

The study, presented last week in a
color-slide and film show for advertisers
and agencies, was restricted to the view-
ing of daytime programs (network and
local shows) and to 10 product cate-
gories (packaged goods such as margar-
ine, deodorant, instant coffee, laundry
detergent or soap, headache remedy,
etc.)

With the data prepared by the Kay
firm, an advertiser is said to be able to
determine, for his particular product
category, the program that has the
greater concentration of viewers who
can be induced to switch through adver-
tising. Each product category has an
index established for every program; by
comparing the indices the advertiser is
guided in selecting the program that
would reach those people who are most
likely to change their brand and use the
advertiser’s.

If, for example, two shows have the
same total audience but the “ad switch-
able index” is 150 for one show and
110 for the other, this means that for
every 110 ad switchables being reached
by the second show, the first show
would reach 150. (An ad index of over
100 means the show does better among
“ad switchables” than among all women
viewers of daytime TV; thus the index
represents the ratio of “ad switchable”
viewers to the total number of viewers,
TVAR explained).

Seven basic personality characteristics
were analyzed in the process of setting
up the table of indices shown in the

Blue Bonnet Margarine
L PERSONALITY PROFILE
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TV AR’s Marsh (r) shows ‘ego-tistics’ profile of product
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study. They were guilt, vanity, status
seeker, hedonism, rational decision, old
fashioned (as a personality trait), and
heaith concern.

Rulo threatens code
with court action

A threat of legal action against the Na-
tional Association of Broadcasters Code
Authority was raised last week by the
Rulo Corp., Chicago, after code officials
notified stations that current TV com-
mercials for Rulo diet wafers were un-
acceptable.

An official of Alvin Eicoff & Co.,
Chicago, agency for Rulo, said a court
injunction against the code authority
would be sought unless Rulo’s differ-
ences with code officials were resolved
at a meeting scheduled for late last
week.

Stockton Helffrich, code authority di-
rector, notified stations subscribing to
the code in a memo dated May 23 that
the current Rulo commercials had been
found “unacceptable under code adver-
tising standards and guidelines for the
advertising of products for weight re-
ducing.”

He said material submitted on behalf
of Rulo “has not been considered ade-
quate to support” the commercials’
claim that “when Rulo wafers reach
your stomach they expand on the same
principle as this sponge expands in
water.” In addition, he said, “the code
authority has not received adequate
documentation to support the efficacy
of Rulo wafers in a dietary plan.”

Mr. Helffrich said the code authority
asked Rulo representatives on March
21 to withdraw the commercials volun-
tarily from code stations or to revise
the messages to make them code-com-
pliant. He said Rulo had not done so.

The Eicoff agency executive mean-
while contended they had a 28-page
medical brief in support of the Rulo
wafer commercials and their claims and
said they had challenged the code au-
thority to present medical evidence at
the scheduled meeting late last week to
prove that the commercials are unac-
ceptable.

They said they would take the com-
mercials off the air if the code officials
presented convincing evidence, as op-
posed to “opinion,” to support the code
authority’s position. If code officials did
not present such evidence and persisted
in ruling the commercials unacceptable,
they said, Rulo would seek an injunc-
tion in U.S. Southern District court in
New York on grounds that the code
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ruling was discriminatory and arbitrary.

They contended that the commercials
were approved by the code authority
Nov. 25, 1968, and were running on
about 20 stations—and plans were
being made to expand to S50—when
code officials ruled they must be with-
drawn by May 1. Ruio then got a 30-
day extension, they said, before receiv-
ing a telegram from the code authority
on May 22 saying again that the mes-
sages were unacceptable. In the mean-
time, they reported, the number of sta-
tions carrying the commercials has
dropped to about 10.

FTC fears the role
of ‘fingerwagger’

Dixon says new budget
could limit the agency to
education and persuasion

The Federal Trade Commission, an
omnibus agency confronted by criticism,
consumerism and congressional de-
mands, finds itself “in imminent danger
of becoming an ignored fingerwagger
or an overwhelmed policeman” unless
it finds money and manpower in the
near future.

That warning from FTC Chairman
Paul Rand Dixon came at the beginning
of testimony before the House Appro-
priations Subcommittee earlier this year,
and found its way into print last week
in the published transcript of the sub-
committee’s closed hearings.

In lengthy remarks before a group of
apparently sympathetic congressmen,
Chairman Dixon noted that the $2,990,-
000 in new funds given to the FTC by
the Budget Bureau is virtually all for
“new law enforcement responsibilities
Congress has given the commission,”
and is “substantially less than we re-
quested from the Bureau of the Budget.”

The result, he said, will be an em-
phasis on “education and persuasion”
rather than outright activism as an
approach to gaining compliance with
the trade laws.

Although this approach benefits hon-
est businessmen, the chairman said, it
is “silently cheered by predators and
cheats as a delightful alternative to be-
ing sued for violating the trade laws.
Thus, the FTC has more than the re-
sponsibility for encouraging voluntary
compliance with the laws it must en-
force. To make its guidance meaningful,
it must also crack down on the indiffer-
ent or willful violator.”

The increased appropriation now un-
der consideration would bring the FTC’s
total allotment to $19,940,000. Most of
the approximately $3-million boost con-
tained therein, Chairman Dixon said,

would be used for enforcement of the
truth-in-lending act which goes into
effect on July 1.

However, he noted, an over-all plunge
into consumer protection would require
stepped-up activity by the FTC’s Bureau
of Deceptive Practices—which asked
the Budget Bureau for an $890,000 in-
crease and got “not one penny of that
request,” the chairman said.

Another program—not new, but just
now gaining momentum—involves joint
action by the FTC and the Food and
Drug Administration to check drugs
“for efficacy as well as safety.”

Explaining the program’'s implica-
tions, Chairman Dixon said: “Let us
assume that there is on the market to-
day a well-known over-the-counter
product, such as a mouthwash or a
toothpaste being advertised and sup-
ported by millions of dollars on tele-
vision. There is an advertising claim,
let us say, that the product will kill
germs. In the past all the review given
by FDA was whether it was safe or
not; certainly the product is safe, but
is it eficacious—what will it do?

“If the scientific community comes to
us with the finding that the product is
no more beneficial than hot salt water,
do you think that one of the giant com-
panies of this country is going to stand
still and say: ‘Well, we will admit that
and we will kill all of our advertis-
ing. . . .? You would certainly be wrong.
We are going to have some hard-fought
litigation. . . .”

The searing criticism of FTC policy
and practice contained in a report
conducted last year by a group of law
students, under the direction of con-
sumer advocate Ralph Nader, gave sub-
committee chairman Joe L. Evins (D-
Tenn.) a chance to present a somewhat
more positive view of the trade com-
mission. As a prelude to extended dis-
cussion of the report, Representative
Evins enumerated some of the trade
commission’s “major accomplishments”
of past years.

“I think over the years the commis-
sion has done a great work,” he said.
“They have had many major achieve-
ments, but nowhere are these major
achievements mentioned. Mr. Chair-
man, will you give us your comments
with regard to the so-called Nader
Youth Report?”

Chairman Dixon introduced a state-
ment into the record, and added “[The
students] believe that corporation ex-
ecutives are engaged in much more
reprehensible conduct than rapists,
robbers, muggers, etc. In light of the
extreme antibusiness bias of these young
zealots, it is not surprising that the
equitable and reasonable enforcement
policies of the commission would be so
enthusiastically and unjustifiably criti-
cized.”

WTOP probe to measure
ad revenue influence

Federal Trade Commission Chairman
Paul Rand Dixon, in a May 26 letter
to Representative Joel T. Broyhill (R-
Va.) reported that a pending FTC in-
vestigation of Post-Newsweek’s wTop
Washington is including a study of total
Post-Newsweek advertising revenues and
the potential for unfair competition
against a daytime-only smaller station
in the market with lesser financial re-
sources.

The trade commission has been look-
ing into the charges of unfair compesti-
tion lodged by wava-aM-FM Arlington,
Va., which is in Mr. Broyhill’s district,
against wTop, a full timer which in-
stituted a competing all-news format
earlier this year (BROADCASTING, March
3). At the time the FTC probe was first
reported emphasis for the investigation
was placed on Post-Newsweek’s alleged
domination of the market for news
coverage, both through its print and
broadcast facilities, which include wToP-
FM-Tv, as well as the all-news AM, The

Washington Post and Newsweek Maga-
zine.

Mr. Broyhill’s office urged the FTC
investigation after wavA editorialized
against WTOP’s switch to all news. The
station also filed a complaint with the
trade commission.

In a follow-up letter sent May 15,
Congressman Broyhill suggested that
concentration of advertising revenues by
the Post-Newsweek properties might be
a factor to be studied, as well as con-
centration of audience for news. In his
reply, Mr. Dixon agreed, and said the
investigation was proceeding along those
lines.

In his letter to the trade commission,
Congressman Broyhill expressed concern
about reports that “the Washington Post
Co. had placed a very large number of
reporters on the wToP payroll in an
effort to outstrip the WAVA-AM-FM sta-
tion . . . .” He requested that the FTC
investigate the possibility that addition-
al employes’ salaries are ‘“being sub-
sidized by other Washington Post Co.
enterprises.”

The possibility is reinforced, a Broy-
hill spokesman noted, by the “large num-
ber of public-service spots compared to
paid commercials on the Post-Newsweek
station since the switch to all news.”

Guidelines that the FTC might de-
velop regarding share of advertising rev-
enues in a given market as a result of
the wTop investigation might have ap-
plicability in other markets, it is felt.
Because of the case’s potential for
widespread application, it is expected
that any adverse ruling by the commis-
sion will be vigorously contested. The
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Dixon letter gave no clue as to the
status of the probe, except that it was
“being handled on an expedite basis.”

Newports have new agency

An estimated $7 million in business,
principally in broadcast, left Lennen &
Newell, New York, this week when P.
Lorillard, New York announced its
new agency for Newports would be
Grey Advertising, New York. Lennen
& Newell will continue to handle a
number of Lorillard cigars and pipe
and chewing tobaccos. Grey adds New-
port mentholated cigarettes to its roster
of Lorillard brands; the agency handles
Erik cigars, Kent, Old Gold filter &
straights, Omega little cigars, and Spring
menthol 100’s.

Higher ad rates in '70
seen by Rumrill-Hoyt

Though advertising rates for television
and radio will increase in 1970, com-
mereial production costs can be ex-
pected to be “slightly lower,” according
to a Rumrill-Hoyt study of media costs
released last week. The study saw lower
commercial production costs reflecting
“a trend which is already evident—a
growing cost-consciousness on the part
of clients and agencies.”

Since total TV households and the
average viewing hours are expected to
increase in 1970, the agency reasoned,
“the television networks will probably
take full advantage of this situation in
order to equalize their cost-per-thousand
households.” Rumrill-Hoyt projected the
cost increase at 6% to 7%. Spot tele-
vision “has had a tendency to increase
at slightly higher rate than network
TV,” the agency noted in its prediction

of a 7% increase for spot.

Network radio will increase rates by
4% for 1970, Rumrill’s study estimated,
largely because the competitive effect of
Mutual’s and ABC Radio’s stepped-up
activities will force the other networks—
CBS Radio and NBC Radio—to im-
prove their service or facilities. An all-
encompassing increase of 5% was pre-
dicted for spot radio, although this
figure “will fluctuate radically between
stations located in various size mar-
kets,” the Rumrill-Hoyt forecast re-
ported.

KTVU pick of Tele-Rep
writes finis to FCC case

Tele-Rep Inc., New York, has been
named national representative of KTvu
(Tv) Oakland-San Francisco, which
had been the center of a controversy
in recent months because of its repre-
sentation by Metro TV Sales. The Tele-
Rep appointment takes effect on July 1.

The FCC ruled last March that com-
mission policy was violated when the
sales affiliate of a broadcast licensee
represents a locally competing channel.
Metromedia, which owns KNEw-TV
San Francisco, in the fall of 1968 sur-
rendered representation of the UHF
outlet to handle Cox Broadcasting's
KTVU, a VHF.

With some reluctance, Metromedia
agreed in mid-March to give up its
representation of KTvU and set the July
1 termination date in order to give
KTVU time to choose a new representa-
tive and to permit an orderly transition
of business (BROADCASTING, March 24).

Tele-Rep, formed by Chris-Craft in-
dustries Inc., represents company-
owned kcop(tv) Los Angeles, KPTV
(tv) Portland, Ore. and wTcN-Tv Min-
neapolis. Tt also represents KTNT-TV

‘Real folk’ to be
featured in Post spots

Believability is the keynote of four
new commercials for General Foods’
Post Grape-Nuts cereal.

The 60-second spots feature real-
life families rather than actors, The
company, in its search for families in
“representative communities,” insisted
that they be regular users of Post
Grape-Nuts; The only other require-
ments were that the families be “more
or less athletically inclined” and photo-
genic.

One family, Mr. and Mrs. Thomas
Knox and their six children from San
Diego, is already being shown in a Post
commercial on the West Coast. The
Knoxes are portrayed in a volleyball
game; the other families will be seen
participating in other sports.

The commercials are scheduled to be
on CBS-TV and NBC-TV in the fall.
Benton & Bowles, New York, is the
agency.

Seattle-Tacoma, KARD-Tv Wichita, Kan.
and the Kansas State Network, and
Kvoo-Tv Tulsa.

Demise of lowa ad tax
gets a little closer

The two-year fight of media representa-
tives and advertisers in Iowa to over-
turn a 3% advertising tax is nearly over.

The state’s lower house on May 22
voted to repeal the tax, a move that
had been approved by the state’s senate
in April. The only item left missing is
the signature of Governor Robert D.
Ray, and he has pledged to approve
the repeal measure.

The media-advertising coalition that
has opposed the measure since it was
drawn up in 1967 had already asked
the U.S. Supreme Court to hear the
case. However, since the deadline for
filing briefs is June 12, it is assumed
the issue will die when the coalition
fails to pursue the subject.

The repeal of the tax will still leave
the state with some $3 million to $4
million in taxes that have accrued, but
have been uncollected, since the tax
was started in October 1967. Part of
the tax money is said to be earmarked
for a special fund that will be used
to aid urban areas.

Y&R loses Breck

American Cyanamid, New York, has
announced the move of its John H.
Breck division out of Young & Rubi-
cam, New York, as of June 1 and the
sharing of Breck beauty products be-
tween Sullivan, Stauffer, Colwell &
Bayles, and BBDO, both New York.
Billings are estimated at $6 million with
TV constituting 63% of total media.

Heavy broadcast push
set by Master Charge

The main thrust for a $2-million-plus
campaign for the Master Charge credit-
plan begins on New York television
this week.

The Eastern States Bankcard Asso-
ciation Inc. will concentrate two-thirds
of its first-year budget for Master
Charge on TV in metropolitan New
York’s tri-state area.

A pool of three 60-second and three
30-second color spots will run in flights
throughout June and July, then from
mid-August through October and again
at the winter holiday season. Foote,
Cone & Belding, New York, is the
agency.

The ESBA was founded a year ago
by Chemical Bank, Manufacturer’s Han-
over Trust and Marine Midland Grace
Co. of New York, with one of its pur-
poses to consolidate promotion and ad-
vertising of Master Charge for all mem-
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ber banks. The licensing agency for
Master Charge is Interbank Card As-
sociation.

First National City Bank, which has
been using broadcast to promote its
Master Charge plan since the Interbank
card was introduced in New York, said
it will continue to advertise independ-
ently of ESBA.

Business briefly:

Purex Corp., Lakewood, Calif., through
Carson/Roberts, Los Angeles, is intro-
ducing Brion, a new enzyme pre-soak
product in multimedia campaign in-
cluding spot TV.

Hanes Corp., Winston-Salem, N. C,
through Cargill, Wilson & Acree, Rich-
mond, Va., and American Trucking
Association, Washington, through Van-
Sant Dugdale, Baltimore, have bought
time on NBC Radio’s Monitor.

U. S. Time Corp., through Warwick &
Legler, both New York, will sponsor
figure-skating champion Peggy Flem-
ing’s second network special on NBC-
TV on Dec. 14 (7-8 p.m. EST).

Coca-Cola, Atlanta, through McCann-
Erickson, New York, and Interstate
Bakeries, Kansas City, Mo, through
Dancer-Fitzgerald-Sample, San Fran-
cisco, are co-sponsoring the repeat tele-
cast of You're in Love, Charlie Brown,
over CBS-TV June 11 (8:30-9 p.m.
EDT).

Lestoil on musical route

Noxell Corp.’s first campaign for Les-
toil cleaner, acquired from Standard
Household Products Co., shuns the
“slice of life” or household demonstra-
tion approach in favor of a musical
exchange between a mother and her
children. The new campaign was
created by Lois Holland Callaway. Ron
Holland wrote the music and lyrics. The
commercials are now being seen in 35
markets. Ed Murphy was the producer.
Production was done by Saturn Pro-
ductions, New York.

Rep appointments:

s WKRG-AM-FM-TV Mobile, Ala.: Katz
Radio and Katz Television, New York.

s WRTH Wood River, Ill.-St. Louis:
Avco Radio Sales, New York.

» Koa-aM-FM Denver: Henry 1. Chris-
tal, New York.

» KwHo-aM-FM Salt Lake City; WRNY
Rome, N. Y.; and wJTto Bath, Me.:
AAA Representatives, New York.

Also in advertising:

Two have signed = Datamize Corp.,
New York, which began as a communi-
cations consulting, survey research and
analysis organization in early May, has
signed its first two contracts with

Edward Petry & Co. and Look Maga-
zine. Datamize offices are at 685 Fifth
Avenue, New York 10022.

Agency appointment:

® Toni Co., Chicago, moves $3-million
account for Shampoo-Easy haircoloring
from Jack Tinker & Partners, New
York, to Post-Keyes-Gardner, Chicago.
Toni also moved several new product
assignments to Needham, Harper &
Steers, Chicago.

4A’s reminds agencies
on account conflicts

The American Association of Advertis-
ing Agencies has reissued and reaffirmed
its recommendations to agencies on ac-
count conflicts, originally released in
1967.

The 4A’s said its position paper is
being reissued because mergers and
acquisitions have continued at a rapid
pace over the past two years and are
expanding the account conflict areas.

The recommendations say in part:

“The ideal agency-client policy on
account conflicts is one which is based
on individual product category rather
than the total line of products of any
given client.

“Under such a policy an agency
would not handle products which are
directly competitive for more than one
client without the express permission
of clients.

“The client would permit the agency
to represent other companies in product
areas beyond those it already serves
even if the agency is involved in such
areas with other agencies.”

Bill seeks injunctions
to halt ad deceptions

Part of former President Lyndon John-
son’s legislative program for consumers
that didn't get enacted in the 90th
Congress is back this year in a Senate
bill submitted last week by a power-
house group of Senate Commerce Com-
mittee members, including the chair-
man of the committee, Warren G.
Magnuson (D-Wash.).

The measure (S.2246) would give
the Federal Trade Commission the
legul power, which it now lacks, to
seek injunctions to stop unfair or decep-
tive advertising while the agency’s nor-
mal procedures of complaint are pend-
ing.

The bill was sponsored by Senator
Frank Moss (D-Utah), chairman of
the Commerce Committee’s Consumer
Subcommittee, with Senators Magnuson,
Howard W. Cannon (D-Nev.), Philip A.
Hart (D-Mich.), Daniel Inouye (D-
Hawaii) and John O. Pastore (D-R.1.)
as cosponsors.
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SACRAMENTO'S
LEADING FM STATION

“Before, we had signal, now, we
have signal and sock! Jampro's
new circular polarized FM
antenna has given us terrific
listenership increases. Formerly
weak signal areas have become
good and sofid. The best part of
all is the entire change-over to
Jampro circular polarization was
relatively inexpensive. In fact,
it's already paying for itself. Our
performance surveys proves it,
and so does the last PULSE."

Dean Cull, Station Manager

PROVE IT TO YOURSELF

Call or write Jampro for complete
information and details.

JAMP RO

ANTENNA COMPANY
A DIVISION OF COMPUTER EQUIPMENT CORP.
6939 Power Inn Road
Sacramento, California 95828
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TELEVISION

Color TV ownership

Almost 20 million of the country’s 57 million TV house-
holds have color receivers, according to June A. C. Nielsen
estimates. This places U.S. color TV penetration at 35%.
Color ownership by Nielsen territory continues to show the
Pacific leading with 43%, the South and Northeast lagging
at 32% and 31%, respectively.

Color ownership continues to correlate with market size.
The largest markets (1-50) average over 35% color owners;
the smallest markets (176-198) less than 30%.

The following local markets color data are Papert, Koe-
nig, Lois estimates as of June 1969. They are projections
from Nielsen Station Index spring data adjusted to regional

Color TV ownership by market size

PKL projections

Nielsen -—_ e e Boe
Station Index 6/1/69 Color TV households
9/1/68 est. o %
DMA rank TV households Number  penetration distribution
1-25 29,969,930 10,455, 300 35
26-50 9,635,440 3,465,400 36 17
51-75 6,377,810 2,198,400 34 11
76-100 4,019,270 1,352,700 34 7
101-125 3,033,670 1,037,600 34 5
126-150 2,182,330 752,100 34 4
151-175 1,344,380 432,900 32 2
176-198 599,020 174,000 29 1
Total U. S. 57,161,850 19,868,400 35% 100%
Nielsen PKL
Station Index Projections
9/1/68 6/1/69
DMA areaTV  Color TV sets:
Households %  Households
1. New York 5,638,920 28 1,594,400
2. Los Angeles 3,201,990 46 1,481,900
3. Chicago 2,449,950 36 883,700
4. Philadelphia 2,051,340 38 786,400
5. Boston-Manchester, N, H.- 1,429,000 29 407,300
Worcester, Mass.
6. San Francisco-Oakland 1,404,900 41 573,000
7. Detroit 1,344,150 35 473,100
8. Cleveland-Akron 1,239,470 41 512,000
9. Washington 989,910 30 294,900
10. Pittsburgh 950,920 32 301,800
Markets 1-10 20,700,550 35 7,307,500
11. St. Louis 834,530 28 232,200
-12. Dallas-Ft. Worth 813,340 35 287,000
13. Minneapolis-St. Paul 678,760 27 183,800
14, Seattle-Tacoma-Bellingham 650, 860 38 245,800
15. Indianapolis-Lafayette- 632,540 43 269,800
Muncie-Marion, Ind.
.16. Houston 631,950 36 225,900
17. Baltimore 627,470 29 182,700
18. Atlanta 591,500 33 195,400
19. Kansas City-St. Joseph, Mo. 572,860 31 175,500
20. Cincinnati 560,950 40 226,400
Markets 11-20 6,594,760 34 2,224,500
Markets 1-20 27,295,310 35 9,533,000
21. Miami-Ft. Lauderdale 552,700 41 226,500
22. Harttord-New Haven, Conn. 549,960 33 182,400
23. Buffalo, N.Y. (U. S. only) 543,010 31 167,100
24. Milwaukee 532,820 39 208,300
25. Memphis-Jackson, Tenn.- 496,130 28 138,000
Jonesboro, Ark.
26. Providence, R.1. 487,910 36 173,900
27. Portland, Ore. 479,120 42 199,700
28. Tampa-St. Petersburg, Fla. 472,100 36 168,700
29. Sacramento-Stockton, Calif. 466,950 48 223,900

growth patterns developed by Nielsen from census, color set
sales and Nielsen survey data. The markets listed are NSI
defined “Designated Market Areas” which exclusively assign
each county to a specific market. The PKL ranking is based
upon each market’s DMA TV households.

Nielsen cautions that because NSI survey data are sample-
base estimates, they are subject to both survey and sampling
error, and thus should not be regarded as exact to precise
mathematical values. The PKL projections have the addi-
tional error-possibility associated with forecasting.

“Telestatus” appears in the first BROADCASTING issue of
each month.

A “Telestatus” report on market-by-market multi-TV set
penetration will appear on July 7.

Nielsen PKL
Station Index Projections
9/1/68 6/1/69
DMA area TV Color TV sets:
Households %  Households
30. New Orleans-Biloxi, Miss. 441,590 36 158,100

Markets 21-30 5,022,290 37 1,846,600
Markets 1-30 32,317,600 35 11,379,600
31. Columbus, Ohio 434,000 44 190,700
32. Nashville, Tenn.-Bowling 428,730 27 117,200
Green, Ky.
33. Denver 421,030 40 168,300
34. Birmingham, Ala. 408,130 31 128,300
35. Charleston-Huntington- 405,540 28 115,400
Parkersburg, W.va.
36. Grand Rapids- 383,950 39 148,300
Katamazoo, Mich.
37. Albany-Schenectady-Troy, N.Y. 382,620 32 123,600
38. Dayton, Ohio 374,010 43 161,800
39, San Diego 369,810 49 179,800
40. Charlotte, N.C. 366,880 28 104,400
Markets 31-40 3,974,700 36 1,437,800
Markets 1-40 36,292,300 35 12,817,400
41. Louisville, Ky. 366,370 29 106,200
42. Oklahoma City 348,770 34 118,300
43. Greenville-Spartanburg- 339,880 30 102,200
Anderson, S.C.-Asheville,
N.C.
44, Lancaster-Harrisburg- 337,600 40 134,600
Lebanon-York, Pa.
45. Wichita-Hutchinson-Ensign- 329,180 33 109, 300
Garden City-Hays.Goodland,
Kan.-McCook, Neb.
46. Norfolk-Portsmouth-Newport 322,730 30 95,500
News, Va.
47. San Antonio, Tex. 322,580 27 85,800
48. Phoenix 317,530 37 118,800
49. Flint-Saginaw-Bay City, Mich. 315,010 41 129,300
50. Syracuse, N.Y. 313,420 33 103,300
Markets 41-50 3,313,070 33 1,103,300
Markets 1-50 39,605,370 35 13,920,700
51. Orlando-Daytona Beach, Fla. 304,260 40 122,400
52. Salt Lake City 296,040 38 111,400
53, Tulsa, Okla. 286,690 31 89,500
54. Greensboro-High Point- 284,810 31 89,100
Winston-Salem, N.C.
55. Toledo, Ohio 277,710 37 103,800
56. Richmond-Petersburg, Va. 275,870 25 68,000
57. Shreveport, La. 273,280 33 89,500
58. Wilkes-Barre-Scranton, Pa. 272,010 40 108,000
59. Little Rock-Pine Bluff, Ark. 263,420 34 88,800
60. Rochester, N.Y. 256,620 35 88,800
Markets 51-60 2,790,710 34 959,300
Markets 1-60 42,396,080 35 14,880,000
[61. Davenport, lowa-Rock Istand- 252,660 41 103,300
Moline, III.
62. Omaha 251,900 32 80,400
63. Jacksonville, Fla. 251,420 29 73,100
64. Knoxville, Tenn. 250,810 29 73,000
65. Des Moines-Ames-Ft. Dodge, 249,760 36 89,000

lowa
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Nielsen PKL Nielsen PKL
Station Index Projections Station Index Projections
9/1/68 6/1/69 9/1/68 6/1/69
DMA area TV  Color TV sets: DMA area TV  Color TV sets:
Households %  Households Households 9%  Households
66. Champaign-Springfield- 244,740 38 3,7000 129. Erie, Pa. 99,010 38 37,500
Decatur, II1. 130. Eugene, Ore. 96,080 36 34,400
67. Mobile, Ala.-Pensacola, Fla. 240,2;8 3; lggggg 131 M;so.:‘ Citty, I(;Awa-Austin- 95,870 34 33,000
68. Fresno, Calif. 237, 4 5 ochester, Minn.
69. Raleigh-Durham, N.C. 237,770 29 70,100 132. Waqsau-Rhinelander, Wis. 95,670 31 29,200
70 Roanoke:Lynchburg, Va. 237,620 26 61,800 gi "{Aaklma,GWash. g%,éig g% ggg:g
= 5 acon, Ga. ’ ’
Markets s110 A 135. Cadillac-Traverse City, Mich. 90,510 30 27.500
e ! 136. Odessa-Midland-Monahans, 89,620 43 38,200
Tex.
. . 5 990 29 68,900 137. Savannah, Ga. 87,050 35 30,100
71. Johnstown-Altoona, Pa e 0 03900 138. Las Vegas 86,820 52 45,500
72. Green Bay, Wis, 231,520 . £ E
i 77.500 139. Bakersfield, Calif. 85,910 a4 37,600
73. Cedar Rapids-Waterloo, lowa 224,410 35 , L . .
74. Spokane, Wash. 222 420 40 88,900 140. Chico-Redding, Calif. 85,880 39 33,900
i 7 ; ' 3 72 800 141. Boise, Idaho 82,990 36 29,8N0
75. Jackson-Greenwood, Miss. ;ég;gg 3 : .500 142, Wilmington, N.C 81270 25 50°100
N i 1 s 5 » N.C. , )
76. Paducah, Ky -Cape Girardeau, 0 2 2 143. Beckley.Bluefield, W.Va. 80.460 30 24,200
UL (I 144. Harli Weslaco, T 80,020 30 90
77. Portland-Poland Spring, Me. 206,250 27 55,200 - Harlingen-Weslaco, Tex. 5 23,900
: : . 204 080 4 69,900 144, Huntsville-Decatur, Ala. 79,380 37 29,400
78. Lincoln-Hastings-Kearney, . 3 5
North Platte-Ha 146. Tallahassee, Fla. 79,290 24 18,900
yes, Neb. .
i i 94 800 29 56,700 147. Santa Barbara, Calif. 76,950 47 36,000
79. Greenville-New Bern 194, f 48 B M 74" 440 29 21 9n0
Washington, N.C. 148. Bangor, Me. . 1,
3 149. Abilene-Sweetwater, Tex. 73,220 35 25,800
80. Chattanooga 187,770 3 61,100 4
150. l.a Crosse, Wis. 71,870 31 22,200
Markets 71-80 2,134,640 33 706,400
Markets 1-80 46,985,290 35 16,418,500 Markets 126-150 2,182,330 34 752,100
! Markets 1-150 55,218,450 35 19,261,500
81. Springfield-Holyoke, Mass. 178,410 34 60,600 151. Alexandria, Minn. 71,660 25 18.200
82. Albuquerque, N.M. 177.200 33 57,700 152, Reno 68,040 47 32,000
83. Honolulu 173,380 34 59,200 153. Albany, Ga. 67,890 31 21,100
84. Sioux Falls-Aberdeen- 170,330 26 44,800 154, Florence, S.C. 67,820 28 Sak200
Mitchell, S.D. 155. Watertown, N.Y. 63,820 34 21,500
85. Peoria, Il T o8 156. Meridian, Miss. 61,810 25 15.300
86. South Bend-Elkhart, Ind. 153, b e 157. Ciarksburg-Weston, W.Va. 59,900 30 17,700
DGO 12600 = eRere 158. Billings, Mont. 58,990 32 19000
S LIS ULl o o 159. Dothan, Ala. 58,180 33 19,100
89. Fa;SO-‘é?"echgy' 149,100 27 40,500 160. Great Falis, Mont. 58,150 35 20,300
rempina, N.D. 161. Ft. Smith, Ark. 56,210 27 15,000
90. Tri-Cities, Tenn.-Va. 145,910 24 35,300 162. Cheyenne, Wyo.-Scottsbluft, 55,400 36 19,900
Markets 81-90 1,620,110 34 §57,800 Neb.-Sterling, Colo.
Markets 1-90 48,605,400 35 16,976,300 163. Mankato, Minn. 54,770 30 16,300
164. Alexandria, La. 50,530 34 17,000
165. Marquette, Mich. 50,300 30 15,000
91. Lansing, Mich. 145,900 37 54,100 166. Idaho Falls, Idaho 49,880 40 20,200
92. Amarilio, Tex. 142,460 45 64,300 167. Lima, Ohio 49,370 38 19,000
93. Binghamton, N.Y. 142,420 28 40,300 168. Roswell, N.M. 47,530 38 18,100
94. Rockford, II. . 141,650 42 60,200 169. Lake Charles, La. 45,100 37 16,500
95. Duluth, Minn.-Superior, Wis. 139,890 34 47,600 170. Rapid City, S.D. 43,890 28 12,400
96. Wheeling, W.Va.-Steubenville, 138,850 37 51,600 171. Columbus, Miss. 43'502 ge 11,400
Ohio 172. Ada-Ardmore, Okla. 42,22 1 8,900
97. Springfieid, Mo. 136,920 22 29,500 173. Medford, Ore, 40,460 35 14,300
98. Monterey.-Salinas, Calif. 136,900 41 55,700 174. Ottumwa, lowa 39,500 31 12,200
99. West Paim Beach, Fla. 136,490 40 54,400 175. Eureka, Calif. 39,450 34 13,300
100. Augusta. Ga. 135,570 28 BIEE0 Markets 151-175 1,344,380 32 432,900
Markets 91-100 1,397,050 35 495,500 Markets 1-175 56,562,830 35 19,694,400
Markets 1-100 50,002,450 35 17,471,800
176. Hattiesburg, Miss. 38,700 30 11,700
101. Wichita Falls, Tex.-Lawton 135,480 35 47,800 177. Florence, Ala. 36,180 25 9,000
Okla. 178. Tyler, Tex. 36,098 26 9,500
102. Sioux City, lowa ig:gig g; ggggg 179. Butte, Mont. 34,823 34 12,000
103. Baton Rouge . . 180. Eau Claire, Wis. 33,42 30 10,100
104. Columbus, Ga. i;gggg gg g;ggg 181. Harrisonburg, Va. 32,550 20 6,400
105. Waco-Temple, Tex. , . 182. Ft. Myers, Fla. 32,430 36 11,700
106. Madison, Wis. 128,870 39 50,000 183. Grand Junction-Montrose, 31,750 21 6,700
107. Columbia, S.C. g?.ggg gg :tll.ggg s, Colo. w 41 140 “ 10 500
108. El Paso ’ . 184, Casper, Wyo. 5 ,
109. Terre Haute, Ind. 126,690 35 44,600 185. Panama City, Fla. 30,150 33 10,000
110. Colorado Springs-Pueblo, Colo. 126,400 39 49,500 186. Twin Falls, Idaho 28,830 31 8,800
111. Monroe, La.-El Dorado, Ark. 126,260 30 37,300 187. Salisbury, Md. 27,710 27 7,600
112. Beaumont-Port Arthur, Tex. 126,000 36 45,600 188. Lufkin, Tex. 27,320 26 7.000
113. Youngstown, Ohlo 124,280 45 55,900 189 San Angelo, Tex. 25,990 37 9.600
114. Joplin, Mo.-Pittsburg, Kan. 122,850 32 38,700 190. Zanesville, Ohio 24,230 43 10,500
115. QuKinc)'/(, III.;HannibaI, Mo.- 122,620 34 42,200 ig% hPAr.esqu? ls,::, l\ge. ;g,g%g ;g Ga,ggg
eokuk, lowa . Missoula, Mont. 5 '
116. Tucson, Ariz. llgggg gg zgggg 193. Tupelo, Miss. 19,9sg 22 4,400
117. Utica-Rome, N.Y. 117, , 194. Laredo, Tex. 16,14 20 3,200
118. Charleston, S.C. 113,750 31 34,700 195. Klamath Falls, Ore. 16,000 37 5,900
119. Lafayette, La. 111,130 32 35,400 196. Yuma, Ariz. 14,420 32 4,600
120. Burlington, Vt.-Plattsburgh, 110,430 22 24,500 197. Riverton, Wyo. 10, 460 26 2,700
N.Y. 198. Glendive, Mont. 4,280 26 1,100
121. Lubbock, Tex. . 109,660 51 po5a00 Markets 176-198 599,020 29 174,000
122. Columbia-Jefferson City, Mo. 108,580 28 30,000 Markets 1-198 57,161,850 35 19,868,400
123. Montgomery-Selma, Ala. 106,490 31 33,100
124. Corpus Christi, Tex. 105,690 38 40,200
125. Lexington, Ky. 105,490 27 28,300 Nielsen Territory
Markets 101-125 3,033,760 34 1,037,600 Northeast 14,931,290 31 4,651,500
RO E mEw st e 4
es enira i 0 i v
South 13,912.2;0 32 4,506,700
ifi 8,737,150 43 3,773,700
105,160 23 24,100 Pacific . , ) 5
gg ¥V§§§§Q" r'::r:th Pakota 101.3go 29 29,000 Total U, S. (excluding Alaska 56,988,470 35 19,809,200
128: Austin.’Tex. 99,630 33 32,600 and Hawaii)
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Programing

Monday night at the stadium

ABC puts up reported $8 million a year
for pro football weekly in prime time

ABC-TV will get a share of the profes-
sional football action when the teams
realign themselves in 1970—a share for
which it reportedly will pay more than
$8 million a year.

The network reached a three-year
agreement with professional officials last
week for a 13-game series in prime
time Monday nights each season.

The price was not disclosed, but
sources close to the jockeying surround-
ing the deal estimated that ABC had
agreed to pay between $8 million and $9
million for each year of the contract.

ABC’s Monday-night package will
mark that network’s return to pro foot-
ball for the first time since it lost the
American Football League to NBC in
1965.

Announcement of the Monday-night
package was made to ABC-TV aftiliates
in the middle of a convention in San
Francisco. The reverberations were
heard throughout the week in San
Francisco and they are likely to echo in
ABC's executive suites for many weeks
to come.

I. Martin Pompadur, ABC-TV vice
president and general manager, was de-
livering a sports presentation to network
affiliates, subbing for Roone Arledge,
president of ABC Sports. Suddenly, a
blinking red light from the slide and
film projection section of the Fairmont
hotel’s grand ballroom interrupted Mr.
Pompadur.

Eiton H. Rule, president of the tele-
vision network, got up and triumphant-
ly broke the news that some of the more
aware affiliates had been anticipating
since they had checked into San Fran-
cisco. ABC-TV, he announced, had just
moments before concluded an agree-
ment to carry a Monday night package
of National Football League games in
prime time beginning in 1970 (see page
26).

“It's for three years firm,” he empha-
sized.

There was considerable cheering
from most affiliates but some sections
of the ballroom were noticably quiet or
at least restrained.

Mr. Rule yielded to the voice of
Roone Arledge which was piped in from
New York over a hastily arranged wire.
“Now, you must realize why I could
not be with you,” he explained. He

described NFL football as the premier
sports attraction in the country and ex-
pressed “‘great confidence” in the audi-
ence appeal of the package ABC-TV
acquired.

The acquisition, he said, “would
maintain ABC-TV’s position as number
one in sports.”

Mr. Arledge stressed that the net-
work would have “exclusivity” with its
pro football coverage with “no compe-
tition at night” from other football tele-
casts. Then he declared flatly that it
would be the “best football package on
the air.”

There was speculation that ABC’s
bid may have been somewhat below
that of Hughes Sports Network, its
principal rival for the Monday-night
rights. This was based on reports that
a compilation of Nielsen data indicated
ABC could produce considerably more
TV homes than a line-up put together
by HSN would be likely to attract.

Professional football Commissioner
Pete Rozelle was reported by a num-
ber of sources to have sought between
$7.8 million and $9.75 million for the
Monday-night package.

He was also said to have “committed

ABC-TV adds ‘Thief’
to early-move list

ABC-TV is not waiting until September
to move some of its prime-time pro-
grams around. The network last week
announced at the annual meeting of its
TV affiliates in San Francisco that It
Takes a Thief will move to its new
Thursday night time period beginning
Aug. 21. This will be several weeks in
advance of the premiere of the net-
work’s general fall line-up.

Currently presented at 8:30 p.m.
EDT Tuesday, It Takes a Thief will
move to the Thursday, 10-11 p.m. slot.
It will be the third ABC-TV prime-time
program to move into its 1969-70 sea-
son time slot in advance of the new
falt schedule.

This Is Tom Jones started in its new
Thursday, 9-10 p.m. time period on
May 15. Let’s Make a Deal moved into
the Friday, 7:30-8 p.m. time slot last
week.

himself” to deliver $1.25 million to $1.5
million a year in TV money to each of
the 26 pro teams, beginning in 1970.
That sort of “commitment” would call
for total TV rights payments ranging
from $32.5 million to $39 million a
year and, assuming about $8.5 million
from ABC, would leave $24 million to
$31 million to come from the basic
Sunday-game packages and assorted
post-season games.

One football source insisted, however,
that “we don't set prices.” Rather, he
said, broadcasters make offers and ne-
gotiations take it from there.

Negotiations for the Sunday-after-
noon packages of American and Na-
tional Conference games are expected
to get under way with NBC-TV and
CBS-TV—since they currently carry the
respective leagues—on or after June 10,
following completion of the National
League’s reorganization.

CBS and NBC also had a shot at the
Monday-night package but turned it
down, as they had indicated they
would. Aside from their favored posi-
tions at the head of the line for Sun-
day packages, both reportedly feit they
already have strong programing on
Monday nights, were not convinced
that football would equal it in ratings
and did not want to risk regular prime-
time revenues for programing whose
profits are marginal anyway (BROAD-
CASTING, May 19, 26).

ABC'’s package calls for 13 games to
be specified when the schedule is set at
the beginning of each season, starting
the first Monday after the regular sea-
son opens and ending the last Monday
before it closes. The package does not
include any championship games, which
will probably be part of the Sunday
packages, a football executive noted.
ABC plans to broadcast the games at
8:30 or 9 p.m. NYT.

Commissioner Rozelle has made no
secret of his eagerness to set up a
Monday-night series to prevent over-
exposure on Sunday afternoons (BROAD-
CASTING, Oct. 7, 1968).

When Pete Rozelle, pro football
commissioner, spoke to the ABC affil-
iates (the New York end of the tele-
phone hookup was from his office),
he explained that placing NFL
games in prime time on network TV
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was an accomplishment he had been
seeking for three or four years and
that it amounted to a great thrill for
us.” He promised to give the ABC-TV
stations “‘very attractive games.” Fur-
ther, he insisted that the NFL was
committed to scheduling the most at-
tractive pairings for its new football
network.

The impromptu long-distance news
conference, which ABC people claimed
was unplanned and for the most part
unexpected, lasted seven minutes; then
Mr. Rule and Mr. Pompadur, fielded
questions from affiliates.

How does the National Collegiate
Athletic Association, whose college
football games ABC-TV has been car-
rying (the renewal contract for these
events currently is being negotiated),
feel about the pro coverage?

“It doesn’t change our position with
them at all,” Mr. Rule replied. But he
indicated that the NCAA would rather
have had the network to itself and not
have had to share it with the NFL.

One affiliate asked if it was safe to
assume that the network would fully
compensate stations for carrying the
Monday night games. “I don’t think
that's a safe assumption at all,” Mr.
Rule said, while assuring that no final
determination had been made as to
what amount of compensation could be
expected.

The acquisition of the football pack-
age, Mr. Rule pointed out, gives the
network cause for three major consid-
erations: how compatible football
would be with the remainder of the
Monday night schedule: what would be
programed in place of football when
the schedule of games ended in De-
cember; how football would effect the
Joey Bishop Show and local news pro-
grams if it ran over into their time
periods. Mr. Rule just posed the prob-
lems. He did not offer any solutions.

After this meeting, the affiliates, so-
cializing in the hotel corridors and at a
cocktail party, buzzed about the foot-
ball news. To many it was great news,
welcome news, news that means ABC-
TV had taken a leap forward in the big
leagues of broadcasting. These were
mostly big-market operators.

But some of the smaller market op-
erators voiced concern. They felt that
they were going to surely lose audience.
They wondered if prime time is really
a valid place for football telecasts.
Mostly they’re deeply troubled because
they believe they are going to suffer
financially.

And a few of the bigger midwestern
stations also are concerned that the late-
starting, long-running football games
could play havoc with the Monday-
night schedule. Stations with strong
news images felt that their late news
periods would be pre-empted giving

ABC would rather fight
than ditch late night

Much as would a beleaguered football
team going into a crucial game, the
some 250 primary and secondary ABC-
TV network affiliates, attending their
annual meeting in San Francisco last
week, were given a rousing pep talk
before going out to meet the challenge
of Merv Griffin’s upcoming late night
series on CBS-TV. The coach for the
occasion was I. Martin Pompadur, vice
president and general manager of ABC-
TV, who said he stayed up much of the
preceding night to prepare his fighting
remarks.

NBC-TV has been long entrenched
in late night and ABC-TV, in its first
two attempts to be competitive fell
“right on our keister,” he conceded.
Joey Bishop, however, has given ABC-
TV a more than two-year head start on
CBS-TV in late night. “For a change
we’re second—CBS third,” Mr. Pompa-
dur proclaimed. Then he spelled out the
challenge ahead. “There’s no question
but that CBS will front load the Griffin
show,” he said. “There’s no question
but that he [Griffin] will start with a
huge advertising and promotional cam-

paign. There’s no question but that Car-
son will be winging his way to Holly-
wood in August and NBC will pack the
shows with their stable of headliners.
There is no question but that a few of
the CBS stations now covering Bishop
will switch to Griffin,” Mr. Pompadur
made clear. “Yes, these are all negatives
—all matters of concern—but we firmly
believe they are matters of only tempo-
rary concern,” he continued.

According to Mr. Pompadur, after
the first few weeks of accentuated com-
petition, Johnny Carson will leave Hol-
lywood “and again go on vacation,”
while Merv Griffin will go back to do-
ing his “normal” show, which is a
known quantity and “not a world beat-
er.” These turns of events will be ABC-
TV’s cue to reassert itself, Mr. Pom-
padur indicated, because the rewards
are most certainly worth the effort.

“Let me reassure you,” he told affili-
ates, “we are in late-night to stay. We
are dedicated to making it work suc-
cessfully for both you and ourselves.
Bishop is very profitable for us,” he
stressed. “Not a marginal profit, not ‘if’
money, but rather a very substantial
profit. We have no intention of letting
it go down the drain.”

their image a less-favorable face. Yet
as always, with all affiliates the greatest
doubts hovered over how much and
what form of compensation would be
offered for the football telecasts.

If not full compensation, would there
be, perhaps, one hour of compensation
offered for three hours of football time?
Would the network throw in an extra
station break to stations in lieu of full
compensation? Was it true HSN in bid-
ding for the NFL package had come
up with an impressive potential station
clearance list that included many ABC-
TV affiliates? And if this last was so,
did ABC-TV acquire NFL as a despzr-
ate act to stave off an embarrassing and
hurtful turn of events?

Also what about the big pitch the
network had given affiliates for its all-
new line-up of Monday-night programs
coming in the fall? Didn’t this amount
to sacrificial programing since NFL
programing would pre-empt a big chunk
of Monday night eventually?

Edwin Vane, vice president in charge
of night-time program production, in-
terjected during a programing presenta-
tion, a plea for affiliates not to lose faith
in the season’s Monday-night schedule.
The fall line-up gives the network the
“best shot ever to make Monday a
winning night,” he contended. “We've
backed that conviction with more
money, more audience-building support,
than any night on our schedule,” he ex-
plained. “Even when NFL football ar-
rives we’ll still need at least an hour and

a half of entertainment programing to
lead into it. And if all four of our new
shows on Monday are successful,” he
continued, “we’ll find room for the dis-
placed programs elsewhere on our
schedule.”

Mr. Pompadur, in the concluding
open business session of the convention,
tried to lay to rest some of the nega-
tive feelings about the ABC-TV sports
move, namely that it was a matter of
getting leftovers or being forced to act
defensively to block a competitor. Don’t
get preoccupied with the questions, he
suggested to affiliates. Don’t lose sight
of the big thing—"that we have pulled
off one hell of a coup . . . the biggest
sports plumb there is,” he said.

Despite reports to the contrary, Mr.
Pompadur maintained that CBS-TV and
NBC-TV were deeply involved in nego-
tiations for the Monday-night package.
According to the ABC-TV executive,
the other two networks tried to stop
Mr. Rozelle from putting it together
and offering it for sale.

And when those efforts failed, ac-
cording to Mr. Pompadur, CBS-TV
didn’t have time to turn around and
make its own offer for the package,
while NBC-TV went to RCA President
Robert Sarnoff for permission to deal
but was turned down for internal cor-
porate reasons.

“Don’t let anyone kid you,” Mr.
Pompadur said, “they were interested.”

Mr. Pompadur asked for patience on
the part of affiliates in receiving an-
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swers to such questions as starting times
for the games, compensation policy,
number and length of station breaks,
and for specific information on what
the network will program from January
through September on Monday night.

It remained for Morton S. Cohn,
wLos-Tv  Asheville, N.C.-Greenville,
S. C., chairman of the ABC-TV
affiliates board of governors, to
give the final conclusions during the
convention at least, to the continuing
Monday football controversy. The af-
filiates have ‘“considerable concern”
about compensation, Mr. Cohn re-
ported at an informal news conference
after the convention cnded and a short
time after a three-hour closed session
between the affiliates board of gover-
nors and network management. Mem-
bers of the board will go to New York
within 30 days, Mr. Cohn revealed, to
discuss the compensation question more
fully. No unilateral decision will be
made, he promised.

The ABC-NFL announcement said
all Monday-night games would be
played in stadiums where there is
proper lighting for color telecasts, but
among observers there was some dis-
agrecment as to what is “proper.” Some
sources felt that virtually all stadiums
can handle color at night; others dis-
agreed.

There secmed to be general agree-
ment, however, that existing facilities
are adequate or new facilities are al-
ready being built that will be adequate
in Atlanta, Cleveland, St. Louis, Dallas,
Baltimore, Pittsburgh, and Philadelphia
in the present National League, and in
New York, Oakland, Houston, Miami,
Kansas City, San Diego and Buffalo in
the American. In addition, it was noted,
more than a year is available for im-
provements in facilities at other stadi-
ums if they in fact do need improve-
ments.

When thc leagues merge in 1970,
Baltimorc, Cleveland and Pittsburgh
will move from the National to the
American Conference, so that there
will be 13 teams in each conference.

Each conference will be organized into
three divisions.

For the current year, NBC is paying
$9 million for rights to the AFL games
and CBS is paying $20 million for NFL
regular-season games plus $5.7 million
for post-season games, including $2.5
million for the Super Bowl, bringing the
total NBC-CBS payments to almost
$35 million for 1969.

Spectacular Apollo 10
fully covered on radio-TV

Television coverage of the historic
Apollo 10 flight around the moon
added one last spectacular achievement
to a long list of unparalleled pickups as
the space craft splashed safely down
into the Pacific near Pago Pago last
Monday (May 26).

For the first time, a manned space
capsule could be seen—in color as it
streaked through thc atmosphere like
a comet before its parachutes deployed
to slow its descent to an easy touch-
down on the water at 12:52 p.m. EDT.

The parachutes, too, were shown
clearly in color, and these shots, like
the ones immediately before and the en-
suing coverage of the astronauts being
picked up and landed on the carrier
Princeton, were seen live on home
screens not only in the U.S. but
throughout much of the world.

Like the Right itself, the coverage
throughout the eight-day mission was
rated near-perfect as it produced—
among other unprecedented sights—
the first color pictures of the moon,
and the first color pictures of the earth,
all as part of a lively and spectacular
series of TV shows staged by the astro-
nauts (BROADCASTING, May 26).

Coverage was a little more extensive
than the broadcasters had expected, for
the astronauts obligingly put on 14
color-television shows from space
rather than the scheduled nine. The col-
or pictures, through the Westinghouse
camera and the CBS field-sequential

For the first time the
World Champion New York Jets

are available on network radie

For full information call, write ar wire

Bob Biernacki
i Communications, Inc.

¢, M.Y. 10001

The 15-foot parabola antenna, housed
in an air-pressurized bubble, that was
used to relay back to the U.S., via

satellite, color TV coverage of the
Apollo 10 splashdown in the Pacific
last week is shown on the deck of the
U.S.S. Princeton, which picked up the
astronauts. The electronic system was
developed by GE for Western Union
International, the carrier that handles
all ship-to-satellite TV transmissions
during the Apollo missions. The signal
was directed to an Applied Technology
Satellite, leased by the Communications
Satellite Corp. from the National Aero-
nautics and Space Administration, which
in turn broadcast the TV program to
the Comsat earth station at Brewster
Flat, Wash. From there it was sent via
land lines to New York for pool use by
the TV networks.

color system, were acclaimed for their
clarity, as were the three astronauts,
Thomas P. Stafford, Eugene A, Cernan
and John W. Young, for their show-
manship.

The spectacular splashdown pictures
provided home viewers were relayed
via a portable earth station built by the
Space Systems Center of the General
Electric Co., for Western Union In-
ternational. Western Union transmitted
the signal to a satellite over the Pa-
cific, which then relayed it to a per-
manent earth station serving the tele-
vision networks.

NBC-TV logged the most hours of
live coverage—over 20—under Gulf
Oil Corp. sponsorship. CBS-TV had
16 hours, 17 minutes worth of coverage
under Western Electric sponsorship.
ABC-TV’s 13 hours, 2 minutes of live
coverage was sponsored by General
Foods’ Tang and Warner-Lambert
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Pharmaceuticals’ Listerine.

CBS Radio spent 7 hours, 54 minutes
on the moon shot while NBC Radio
spent over 11. ABC Radio’s special re-
ports on all four of its networks totaled
3 hours, 46 minutes, and each network
also included space coverage in its regu-
lar newscasts. Mutual’s 3 hours, 5
minutes included live reports on liftoff,
lunar module separation and descent
and splashdown, with the rest of the
coverage in newscasts.

How to keep an eye
on the stock market

Amex has news center
to feed trading reports
and features to radio-TV

Radio-TV’s expanding news-reporting
role is affecting the financial commu-
nity, causing it to improve and speed
its communications with news media.

The broadcast media’s increased de-
mand for rapid reports on trading ac-
tivity was said by American Stock
Exchange officials in New York to be
chiefly responsible for the creation at
Amex of a new position of manager,
media communications. Mel Tarr, a
member of the Amex public relations
staff since August 1967, was appointed
to the post last week.

While most of the exchange’s an-
nouncement dealt with the rise in broad-
casters’ demands for market reports, it
was noted that Mr. Tarr, as the man
in charge of a newly instituted “commu-
nications center,” will also be respon-
sible for speeding securities-market in-
formation to newspapers as well.

Mr. Tarr said creation of the center,
which permits “almost instant broadcasts
of computer-calculated information,”
was inspired largely by “wider market
coverage provided by news services,
newspapers, magazines, radio and tele-
vision.” The center provides news media
with “market lead stories, which sum-
marize the day’s trading activity, with
the immediate information they need in
preparing their reports.”

The stock exchange noted that Mr.
Tarr has had increasing responsibility
in the area of “media liaison in con-
nection with the production of daily
market-activity reports by radio and
television networks and stations.” He
will also be in charge of distributing
“news and features.”

To assure a fast and “accurate” serv-
ice, the center uses a printer connected
to computers of the Bunker-Ramo
Corp., which provide hourly reports
on 35 active stocks and the Amex
price level index; a “Telequote” desk
unit and ticker, “trends display screens”

and an “Am-Quote” telephone (ex-
change’s automated telephone quotation
system).

According to Mr. Tarr, Amex trans-
mits market summaries an average of
three times a day to more than 5,000
radio stations in the U.S. and 300 out-
lets in other countries around the world,
accounting in all for over 75,000 Amex
broadcasts weekly. Writers may dial a
private line in New York to receive a
taped recording of market trends, up-
dated hourly and at the market’s close,
in much the same way a caller receives
Weather Bureau reports for the latest
forecast.

Two people at the center deliver
reports on the exchange for overseas
points, the broadcasts transmitted by
shortwave over the facilities of Radio
New York Worldwide—about 80 live
and taped broadcasts weekly.

Margaret Truman,
Rita Gam in series

Margaret Truman and actress Rita Gam
will combine their talents in a daily,
half-hour syndicated talk show to be
produced by Beckwith Presentations
Inc., New York, for a fall start on tele-
vision stations.

Aaron Beckwith, president, said the
program, still untitied, is now in the
pre-production stages. He said that
Misses Truman and Gam, who have

wideiy different backgrounds and points
of view, will serve as catalysts during
interviews with a variety of guests.

Mr. Beckwith also reported that his
company has been signed by CBS-TV
to produce a musical variety special
based on an original idea submitted to
the network. He added that a 90-min-
ute special he has in preparation, Car-
negie Hall—1970, has been optioned to
a national advertiser for possible fall
telecasting.

A bill on free time:
Take it or leave it

A resolution introduced in the House
last week by Representative James H.
Scheuer (D-N.Y.) would make politi-
cal candidates stop and think before
refusing time offered on radio and TV.

The proposal (H. Con. Res. 276)
calls for the refusal of time by any
political candidate to be considered a
waiver of his rights to that particular
offered time under the equal-time pro-
visions of Section 315 of the Com-
munications Act. Candidates for public
office may now refuse time offered
them on one occasion and later de-
mand that time if their opponents ap-
peared. Representative Scheurer’s reso-
lution would prohibit candidates from
changing their minds once they have
turned down an equal-time offer. The
resolution was referred to the House
Commerce Committee.

Corp.

The undersigned initiated this

to the sellers.

TV Cables, Incorporated

Serving over 3,000 subscribers in Mississippi

has been purchased by
Cypress Communications

transaction and acted as financial advisors

1225 Connecticut Avenue, N.W.
Washington, D.C. 20036
202-223-2345

Malarkey,Taylor & Associates

CATV Brokers, Consultants, Engineers
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CBS dominates
Emmys for news

Network’s news division
wins 10 awards, NBC
gets three, PBL one

CBS News almost swept this yecar's
Emmy news awards with 10; NBC
News won three, and the Public Broad-
cast Laboratory, one.

The news and documentary awards
were announced last week in advance
of the June 8 telecast (on CBS-TV,
10-11:30 p.m. EDT) “so that their
actual presentation on the telecast can
be made as meaningful to the national
audience as possible,” according to the
National Academy of Television Arts
and Sciences.

After coming under fire last year for
“slighting” news programs, the academy
restructured categories and announced
that the news awards would be pre-
sented in a separate segment of the
broadcast by a special master of cere-
monies (BROADCASTING, Nov. 25, 1968).

One of this year’s winncrs, CBS Re-
ports: Hunger in America produced by
Martin Carr, has been the center of con-
troversy since its broadcast May 21,
1968. It drew criticism from the De-
partment of Agriculture, whose food
programs it described unfavorably, and
Representative Henry B. Gonzales (D-
Tex.), whose district was used for some
of the poverty scenes. And it drew an
investigation by Federal Bureau of In-
vestigation agents on loan to the Agri-
culture Subcommittee of the House

Appropriations Committee (BROADCAST-

CASTING, Dec. 16, 1968). When the
subcommittee accused CBS of “com-
plete lack of objectivity” in its report
last month, CBS News President Rich-
ard S. Salant countered with a strong re-
buttal (BROADCASTING, May 26).

Nine other CBS programs figured also
in Emmys: “On the Road™ series on
CBS Evening News with Walter Cron-
kite, with Charles Kurall as correspond-
ent; “Police after Chicago,” also on that
program on various dates, with corre-
spondent John Laurence; coverage of
the assassination of Martin Luther King
in CBS News Special Reports, with

Robert Wussler, Ernest Leiser, Don
Hewitt and Burton Benjamin as exccu-
tive producers; “Don’t Count the

Candles,” on CBS News Hour March
26, 1968 with William K. McClure as
producer; “Justicc Black and the Bill
of Rights,” CBS News Hour, Dec. 3,
1968, with Mr. Benjamin as producer;
and “The Great American Novel,” CBS
News Hour, April 9, 1968, with Arthur
Barron as producer.

Individuals cited for CBS programs
were Lord Snowden as cinematographer
of “Don’'t Count the Candles”; Walter
Dombrow and Jerry Sims as cinematog-
raphers for “The Great American
Novel,” and Perry Wolff and Andrew
A. Rooney as writers of “Black History:
Lost, Stolen or Strayed” on the CBS
News Hour, July 2, 1968.

Awards went to NBC for coverage of
hunger in the U.S. on various dates of
The Huntley-Brinkley Report, with Wal-
lace Westfeldt as executive producer; a
March 8, 1968, Bell Telephone Hour
presentation, “Man Who Dances: Ed-
ward Villella,” produced by Robert

CBS News nearly walked off with
Emmys in news category. CBS cor-
respondent David Culhane (1) inter-
views for controversial Hunger in
America. Wallace Westfeldt (above) was
executive producer of NBC’s Huntley-
Brinkley Report, which received award.

Drew and Mike Jackson of Drew Asso-
ciates, and to Tom Pettit (NBC), pro-
ducer of “CBW: The Secrets of Secrecy”
segment on First Tuesday, Feb. 4, 1969.

Frederick Wiseman’s production of
Law and Order was the award winner
for PBL. The study of Kansas City,
Mo., policemen wus broadcast by Na-
tional Educational Television March 2,
1969.

National General names
affiliate presidents

What was termed “a major corporate
reorganization” was announced last
week by National General Corp,,
Los Angeles-based leisure-time com-
pany. Under the new plan subsidiaries
will be headed by a president, who will
report directly to one of three senior
corporate officers.

Eugene V. Klein, NGC president and
chairman of the board, will directly
oversee the financial service group; Ex-
ccutive Vice President Irving H. Levin
will head the entertainment group; and
Senjor Vice President Samuel Schulman
will be responsible for the publishing
group. The entertainment group, headed
by Mr. Levin, will be made up of
theater operations (NGC Theater
Corp.); production (National General
Productions Inc.); distribution (Nation-
al General Television Distributing Co.);
and music (National General Music
Publishing Co.) subsidiaries.

Under the new alignment, Malcolm
C. Klein, becomes president of the tele-
vision production, TV distribution and
music companies, as well as having re-
sponsibility for educational film and
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broadcasting subsidiaries. Seymour Berns
is in charge of TV productions. Kenneth
Israel will be in charge of TV distribu-
tion. Nat D. Fellman will become presi-
dent of the theater subsidiary, while Mr.
Levin remains president of the motion
picture production and distribution
companies. Dan A. Polier and Albert
Jaeger are responsible for day-to-day
motion picture production operations.
Richard B. Graff is in charge of the
motion picture distribution subsidiary.
Al Kasha will handle music operations.
Matthew Elliott is operating director of
NGC’s Educational Film Productions
Inc.

Brainerd auto races
get radio network

Donnybrooke International Speedway,
Brainerd, Minn., has formed the Don-
nybrooke Radio Network to air live
races from the auto track.

Broadcasts were to begin Sunday
(June 1) with the Skogmo national
road races on 12 stations in Minnesita,
North Dakota and Wisconsin. Charles
B. Persons, manager of the Donnybrooke
network and owner of KvBR Brainerd,
Jooks for an expansion to nine or 10
states with outlets in Chicago; Kansas
City, Mo.; Detroit, and St. Louis for the
Trans-American sedan championship
races at Donnybrooke on July 6.

Ernie Martz will broadcast the races
with three additional announcers cover-
ing the field.

AMA awards go
to radio, TV

Three stations won top $1,000 awards
last week in the annual medical journal-
ism contest of the American Medical
Association, Chicago. Four broadcast
commendations also were announced.

Top award went to KNTx(Tv) Los
Angeles for a series of eight editorials
on drug abuse; WgEI Boston, for Note
Pad, and wNBc-Tv New York for Re-
search Project.

Special editorial commendation was
given to wspD-Tv Toledo, Ohio. Special
commendations for programs went to
wJR Detroit for Personal Freedom and
the 21st Century; CBS-TV, for two pro-
grams, Incredible Voyage and Who Will
Play God, and ABC-TV for How Life
Begins.

Clown show syndicated

Oopsy the Clown, for the last two years
a children’s series on wwJ-Tv Detroit,
is now being syndicated to stations na-
tionally by Oopsy Productions Inc., De-
troit. The show features a group of
puppets and is available through the
production house at Suite 288, Detroit
Trade Center. Phone number (313)
964-5630.

Public downplays
TV’s violence role

TIO study points up
social factors as primary
cause of violent behavior

A new public-opinion study minimizing
television’s role as a cause of violence
is being released today (June 2) by the
Television Information Office.

The study shows that four out of
five Americans do not regard television
as an important contributor to violence.
Although there have been widespread
charges that violence on TV causes
violence in the streets, the public puts
the buik of the blame on problems re-
lated to society and family life.

The study was commissioned by TIO
for submission to the National Commis-
sion on the Causes and Prevention of
Crime and Violence. It was conducted
in March by R. H. Bruskin Associates
of New Brunswick, N. J., a nationally
known research firm, and encompassed
interviews with 2,404 persons in a na-
tional probability sample of 2,500
homes covering approximately 200
points throughout the U.S.

The Bruskin findings reinforce and
extend those in another national survey,
conducted for TIO by Roper Research
Associates and made public during the
National Association of Broadcasters
convention (BROADCASTING, March 31).

In the Bruskin study, two-thirds
(66.7%) of the respondents named what
were called ‘“societal/cultural” factors
(such as lack of understanding between
blacks and whites, breakdown in re-
spect for authority, too few policemen)
as causes of violence, and 37.9% named
family factors (such as lack of parental
discipline, generation gap), while
20.8% named violence in TV entertain-
ment or coverage of crime and violence
in TV news.

Of the respondents who mentioned
TV as a cause of violence, 71% named
other factors as well. Qut of the total
sample, 6% named TV only. This fig-
ure compares with 39.4% who named
only societal/cultural factors and 14%
who named nothing but family factors.

In addition, 5.2% mentioned non-TV
media factors (0.2% named only non-
TV media factors); 4.9% cited factors
unrelated to family, society, TV or other
media, and 4.4% had no answer.

The Bruskin study differed from
Roper’s in that the former was open-
ended, allowing respondents to name
whatever influences they felt were con-
tributors to violence, without guidance.
In the Roper study the 1,995 respond-
ents were given a list of 12 possible
causes of violence and were asked to

rank them according to importance; vio-
lence in TV news was ranked ninth and
violence in TV entertainment 11th in
the list of 12.

Among social/cultural factors cited
by Bruskin respondents as violence
causes were lack of understanding be-
tween blacks and whites, named by
18.4%; leniency in the courts, 9.3%;
changing times and general tension,
7.8%; not enough policemen, 7.4%;
breakdown in respect for authority,
6.3% ; student rebellion and lack of col-
lege authority, 5.9%; Communism,
4.6%; too much free time, 4.3%; peo-
ple wanting something for nothing,
4.3%; Vietnam war, 4.3%, and use of
drugs and narcotics, 3.9%.

In the category of family factors,
33.8% cited lack of parental control
and discipline; 4% thought violence was
at least partially the product of people
lacking responsibility or having too
much money, and 3.7% thought it
stemmed wholly or partly from lack of
understanding between generations.

Roy Danish, director of TIO, is slated
to discuss the new findings in an ad-
dress Thursday (June 5) at the Cali-
fornia Broadcasters Association’s an-
nual meeting in San Diego.

Meeting
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Intermational

British color source
to expand in fall

Color transmissions on Britain’s Inde-
pendent TV and the British Broadcast-
ing Corp.’s TV1, will, after all, com-
mence on Nov. 15, but confined initially
to the London area.

The announcement by Postmaster-
general John Stonehouse followed angry
protests by the broadcasting industry
when the general post office denied that
it had ever officially sanctioned the date.

Mr. Stonehouse said he could give no
firm indication when a full color serv-
ice would begin in the Midlands and
Yorkshire, but a spokesman for the In-
dependent Television Authority offered
a qualified hope that it might begin
simuitaneously with the London inaugu-
ration. It is expected that color via all
three channels will be available to over
40% of the population by the end of
1969.

The PMG’s announcement was wel-
comed by set manufacturers and re-
tailers, who are confident that a big
upsurge in business is on the way. Until
recently, color-set sales have been dis-
appointing, with an estimated 130,000
sets in use for reception of BBC-TV2
color programs. The industry says that
when the color service is extended na-
tionally, total demand could exceed one
million sets by 1971.

Mestre, Cott head
NATAS council slate

Seven broadcast executives have been
elected officers of the International
Council of the National Academy of
Television Arts and Sciences.

The officers, who will serve through
Jan. 10, 1972, are Goar Mestre, presi-

dent of Proartel, Buenos Aires, chair-
man; Ted Cott, independent U.S. pro-
ducer, president; Lloyd Burns, presi-
dent, Screen Gems International, New
York, executive vice president; William
F. Coleman, director general of Ghana
Television and Tal S. Duckmanton, gen-
eral manager of the Australian Broad-
casting Commission, vice presidents;
Mrs. Pat Pearce, member, Canadian Ra-
dio Television Commission, secretary,
and Dr. John F. White, former presi-
dent of National Educational Television,
New York, treasurer.

The International Council, formed in
January 1968, plans a group of projects,
including an intcrnational exchange of
artists and craftsmen; an exhibition of
graphic and scenic design, and the pres-
entation of an annual award for the
outstanding telecast on a theme related
to the United Nations.

Singer gets added
mileage from specials

The Singer Co., New York (sewing ma-
chines and other products for use in
the home), has taken on a new role:
handling distribution abroad of its en-
tertainment specials telecast in the U.S.
as, Singer Presents. . . .

Floyd Ritchie, advertising manager of
the North Atlantic Consumer Products
Group of Singer, said that as an ex-
periment, Singer Presents Herb Alpert
and the Tijuana Brass special was sold
by Singer itself during the 1968-69 sea-
son to stations or networks in 33 coun-
tries in Europe, Central and South
America, the Far East and in Africa.
As a result of the success, he said,
Singer is now negotiating to place Singer
Presents Tony Bennett and Singer Pre-
sents Hawaii-Ho! into international
markets for 1969-70.

Mr. Ritchie reported that in instances
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worth last week appeared before the
Senate Foreign Relations Committee to
urge approval of the new radio broad-
casting agreement between the U.S. and

Mexico. Mr. Wadsworth headed the
U.S. team during negotiations with the
Mexicans (BROADCASTING, April 7).
The treaty extends the operating time of
many U.S. daytime stations, resolves
frequency disputes in the Southwest
and eases conflicts in engineering stand-
ards, the commissioner said. Also testi-
fying before the committee was Frank
E. Loy, deputy assistant secretary of
state for telecommunications, who
spoke of “three years of complex and
often difficult negotiations” that pre-
ceded the agreement.

in which commercial sponsorship was
permitted, the local Singer operation
participated in sponsorship and con-
ducted tie-in merchandising-promotion-
al efforts, similar to the formula em-
ployed in the U.S.

Singer decided to handle its own
syndication of the specials to which
it holds broadcast rights, he added, so
that “we can maintain the integrity of
the show to a greater degree and refuse
a sale if editing is too extensive or not
properly conceived.”

“In addition, there can be no doubt
as to the continued growth of television
as the prime medium in foreign mar-
kets,” Mr. Ritchie observed. “As a
worldwide organization, we believe that
our TV specials and the associated pro-
motion and merchandising can help us
move our products and also create
goodwill for the company.”
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Fateséfortunes »

Broadcast advertising

Richard G. Balian, VP-finance and
secretary,  Griswold-Eshleman Co.,
Cleveland, joins Foote, Cone & Beld-
ing, New York, as VP-administration.

Julian Carter, senior associate creative
director, Norman, Craig & Kummel,
New York, elected VP.

James McGinn,
programing  ex-
ecutive, Young &
Rubicam, New
York, joins Bris-
tol-Myers Co.
there as director
of programing.
Mort Metzler,
copy supervisor,

3 and Henry Gold-
Mr. McGinn stein, senior as-
sociate research director, BBDO, New
York, elected VP’s.

Dave DeArmond, national sales man-
ager, wLos-Tv Asheville, N. C., named
VP in charge of sales. Bill Pfeiffer, ad-
ministrative assistant to general man-
ager, named VP in charge of planning
and development.

Wright Esser joins Lawton & Esser Ad-
vertising Inc., Honolulu, as principal
and executive VP,

Marvin Shabsis, business director of
creative services, Dodge & Delano Inc.,
New York, named VP.

Stephen Klein, account executive, Tele-
Rep Inc., New York, joins KHVH-TV
Honolulu, as sales manager.

Stewart Greene, principal in Wells,
Rich, Greene, New York, elected ex-
ecutive VP. Others promoted: Herbert
Fisher to bc senior VP-consultant to
president; Charles Moss senior VP-
creative director; Frank Colnar, senior
VP-financial planning; Richard T.
O’Reilly, senior VP-account services;
Frederick L. Jacobs, senior VP-ad-
ministration and secretary-treasurer.

Hal Wallace, local sales manager, KHFi-
Tv Austin, Tex., appointed commercial
manager, KHFI-AM-FM-TV.

William E. Burge, director of radio
and television, Vic Maitland & Associ-
ates Inc., Pittsburgh, named VP-radio
and television.

Robert C. Kusser, account supervisor
on Chevrolet, Campbell-Ewald Co.,
Detroit, named to newly created posi-
tion of VP and director of operations.

Frank A. Leyva, with wJJp Chicago,
joins WKFM(FM) there as sales man-
ager.

Joel E. Rappin, account executive,
Caruse, Malis & Pollack, Chicago,
elected VP. He will have charge of
radio-TV production department.

Media

Richard A. Forsling, VP, administra-
tion, CBS Television Services Division,
New York, named to newly created
position of executive VP.

Arnold Marfoglia, senior systems an-
alyst, ABC-TV, New York, named
manager of station planning. He suc-
cecds Gino Ricca, who resigns.

Jack Rye, VP, programing and produc-
tion, kTsM-Tv El Paso, named VP and
treasurer, KTSM-AM-FM-TV.

Elliott Nonas, executive VP and crea-
tive director, deGarmo Inc., New York,
joins Martin Landey, Arlow Advertis-
ing there as senior VP,

Mike Shew, marketing director, KMND-
FM and station manager, KALF. both
Mesa, Ariz., joins kcac Phoenix, as
general manager.

Rich Hall, with wMmbpeE(FM) Greens-
boro, N.C., appointed manager, suc-
ceeding Stan Norton, who joins Jef-
ferson Productions, Charlotte, N.C.
Terrence Mec-
Guirk, eastern
sales manager,
Storer Television
Sales Inc., named
station manager
of parent Storer
Broadcasting’s
WAGA-TV Atlanta.

Dave Coombs,
’ with Parker Ca-
Mr. McGuirk blevision, Wor-
cester, Mass., appointed sales man-
ager of CATV operations in Wor-
cester.

James L. Roper, VP and general man-
ager, noncommercial KCET(Tv) Los

ELECTRONIC CORPORATION
A DIVISION OF COMPUTER EQUIPMENT CORPORATION
BBE51FLOAIN-PERKING CRAMENTO,
CALIFORNIA 85828  (918) 383-8353

Angeles, named executive VP and
general manager. Douglas Norberg, di-
rector of business affairs, named VP,
administration.

Roy P. Whitton, PR executive, and
Sam Wade, air personality, join wsMJ-
(rM) Greenfield, Ind., as general and
sales manager, and station manager, re-
spectively.

Programing
Myron K. Weinberg, in advertising and
publicity, Paramount Pictures, joins

Allied Artists, New York, as VP.
Salvatore Jerry Iannucci Jr., VP, Na-
tional General Corp., Los Angeles, re-
signs. Future plans unannounced.
Ridge Radney, program director, KHFI-
Tv, Austin, Tex., joins Mobile Color
Inc. there as national sales manager-
producer. Jerry Moore, operations man-
ager for KHFI, joins Mobile Color as
regional sales manager, Southwest, and
assistant producer.

Robert E. Allan, VP, marketing, sales
and operation, Telesis Corp., joins Tele-
vision Presentations Inc., New York,
as Midwest regional sales manager.

L. David Moorhead, director of opera-
tions, kKLAC Los Angeles, named pro-
graming manager of sister station KMET-
(FM) there. Ron Martin, air personality
for KLAC, appointed assistant program-
ing director.

Charles Allen, director of programing,
noncommercial KCET(Tv) Los Angeles,
named VP-programing.

Promotion

Julian F. Bennett, production man-
ager/director, WcTv(Tv) Thomasville,
Ga.-Tallahassee, Fla., joins wWBDO-AM-
FM-TV Orlando, Fla., as public service/
promotion director.

Curtis Block, UPI sports writer and
ABC sports publicist, joins NBC press
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and publicity department, as senior
sports cditor.

James D. John-
son, director of
advertising, pro-
motion and pub-
licity, wLwT(TV)
Cincinnati, joins
KMOXx-Tv St.
Louis, as director
of information
services. He suc-
ceeds Judd Chol-
Mr. Johnson er, who resigned
(BROADCASTING, May 26).

News

Charles A. Brailer, with Washington
news bureau of Westinghouse Broad-
casting Co., joins Westinghouse-owned
KFWR Los Angeles, as executive pro-
ducer.

Edmonde A. Haddad, on-air commen-
tator and news producer, KpoL Los An-
geles, named director of public affairs.
Bob Campbell, managing editor, wKss-
(tv) Burlington, N. J.—Philadelphia,
joins wBAL-Tv Baltimore, as new op-
erations supervisor.

Roy Davis, newsman, wMca New
York, joins wPIx(Tv) there as reporter.
Newly elected officers of UPI Broad-
casters Association of Alabama and
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Mississippi are Charles Osborne, wNUz
Talladega, Ala., president; John E. Bell,
wcMA Corinth, Miss., VP for Missis-
sippi, and Dave Perry, wsGN Birming-
ham, Ala., VP for Alabama.

Mary Sue Floyd, staff writer, Spartan-
burg (S. C.) Herald-Journal, joins
wLos-Tv Asheville, N. C., as Greenville,
S. C., news bureau chief. Ken Freed-
man, with wLOS, joins WLOS-TV news
staff.

Charles Gertz, meteorologist for wJRT-
Tv Flint, Mich,, joins wtopr-Tv Wash-
ington in same capacity.

Rod Page, free-lance sports analyst and

WGN and affiliates

promote personnel

John M. McDaniels and Alexander C.
Field Jr. have been elected VP’s of WGN
Continental Broadcasting Co., group
owner. Mr. McDaniels is general sales
manager of wGN-Tv Chicago and VP
of Won Continental Sales Co. Mr. Field
is manager of public affairs for Won
Continental group.

Other officers and directors elected
in subsidiary companies: Richard D.
Jones, Alfred C. Antlitz, Raymond
Nordstrand and Norman Pellegrini
elected VP's and directors of WoN Con-
tinental FM Co., operator of wFMT-
(FM) Chicago. Mr. Jones is assistant
to president of WGN Continental FM
Co.: Mr. Antlitz, chief engineer; Mr.
Nordstrand, sales manager, and Mr.
Pellegrini, program manager.

Bradley Eidmann, VP and general
manager, WoN Continental Productions
Co., elected executive VP; Jack Jacob-
son, program manager, WGN-TV, and
Harry Miller, assistant to general man-
ager, elected VP’s of production firm.

Charles J. Rothers, treasurer, elected
to additional post of executive VP of
WGN  Televents Inc., community an-
tcnna systems operator in Michigan and
California. Bruce Dennis and Ralph
Batt, VP's of WGN Continental Broad-
casting Co., elected directors of WoN
Televents.

Odin Ramsland, exccutive VP and
general manager of Kpar Inc., Duluth,
and Daniel T. Pecaro, VP-general man-
ager, WGN-Tv, elected directors of
WGN Continental Sales Co.

Sheldon Cooper, VP and manager of
programing, WGN Continental group
stations: E. Leroy Olliger, program and
promotion manager, and Donald E.
Raydon, chief engineer, KWGN-TV
Denver, elected directors of WGN of
Colorado Inc.

Calvin A. Haworth, sales manager,
KDAL Duluth, and John LaForge, op-
erations manager, KDAL-Tv Duluth,
elected directors of KparL Inc.

announcer, joins Kspo San Diego, as
sports director.

Peter Donnelly, newsman, WKQwW
Spring Valley, N. Y., appointed news
director, succeeding Dick Scott, now
salesman for station.

Larry Myers, sports director, KTUC
Tucson, Ariz., joins KDEO El Cajon,
Calif., as sports director. Ron Reina,
announcer of football and basketball
play-by-play for University of the Pa-
cific, named assistant sports director.
Bill Etherton, sports director, WNDU-
AM-FM-TV South Bend, Ind., joins
wLWI(TV) Indianapolis, as sports re-
porter.

Dan Lovett, sports director, KTRH
Houston, joins KTRK-TV there as sports
director.

Equipment & engineering

Dr. Ruel C. Mercure Jr., VP, Ball
Brothers Research Corp., Boulder,
Colo., named president.

Merle W. Kremer, senior VP and head
of Sylvania Electronic Components,
subsidiary of Sylvania Electric Prod-
ucts Inc., New York, named head of
Sylvania Lighting Products. He suc-
ceeds Garlan Morse, who becomes ex-
ecutive VP. George Kenkel, VP-opera-
tions, Electronic Tube Division, suc-
ceeds Mr. Kremer. A, William Christo-
pher Jr, VP-government relations,
Sylvania Electronic Systems, named

western regional VP for Sylvania Elec-
tric Products. He succeeds Donald W.
Gunn, who retires. Joseph A. Lagore
Jr., sales manager, Washington-Phila-
delphia region, Sylvania Entertainment
Products, appointed eastern divisional
sales manager.

Joseph L. Leon,
sales manager for
distributor and
educational prod-
ucts, 3M Co., St.
Paul, named sales
manager in charge
of sales to record-
ing studios and
TV stations.

il Ronald C. Ballin-
Mr. Leon tine, VP and gen-
eral manager, educational and industrial
products division, Ampex Corp., Red-
wood City, Calif., elected VP of Am-
pex Corp. Donald V. Hall, VP and
general manager, stereo tapes division,
and E. Peter Larmer, VP-general man-
ager, consumer products, also named
VP’s of Ampex.

Theodore Untiedt, director of engineer-
ing, noncommercial KCET(Tv) Los An-
geles, named VP, facilities and engi-
neering.

H. S. Morris, VP of marketing, Altec

Lansing Division of LTV Ling Altec
Inc., Anaheim, Calif., named president

B,

il
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of division. W. H. Johnson, marketing
director, succeeds Mr. Morris. A. K.
Davis, general operating manager in
charge of manufacturing and mainten-
ance, named VP of manufacturing,
and J. J. Noble, director of engineer-
ing, named VP of engineering. Robert
G. Wolpert, chief engineer, Peerless
Electrical Products, division of Altec
Lansing, appointed manager of market-

ing.

International

Ogilvy & Mather International an-
nounces appointments in reorganiza-
tion of European offices: Harry P.
Bernard, managing director of Frank-
furt, Germany, office and director of
O&M International, named chairman of
offices in Frankfurt, Vienna and Milan.
Dieter Starck, management supervisor,
succeeds Mr. Bernard. Frankfurt man-
agement supervisors Willy Harink and

Dr. Dieter Karp named senior VP’s.
Ben Nash, creative supervisor, Frank-
furt office, becomes TV supervisor of
other continental offices, and Bruce
McCall, VP, O&M, New York, named
creative director for continental of-
fices. Headquarters for all will be
Frankfurt.

Bruce Phillips, parliamentary corre-
spondent for Southham News Services,
Ottawa, appointed chief of Ottawa news
bureau of CTV television network.

Deaths

Frank C. McLearn, 67, president and
general manager of King Features
Syndicate, died May 24 in Eastport,
N. Y., of apparent heart attack. Mr,
McLearn had supervised extension of
syndicate’s operations into production
of television and feature films. He is
survived by his wife, Mildred, son and
daughter.

Howard H. Monk, 64, board chairman
of advertising agency in Rockford, Ill.,
bearing his name, died May 26 in
Rockford Memorial hospital. He is
survived by his wife, Roberta, and two
daughters.

James F. McHugh, 74, composer (“I
Can’t Give you Anything but Love,”
“On the Sunny Side of the Street”) and
director and VP of American Society
of Composers, Authors and Publishers,
died May 23 in Beverly Hilis, Calif.,
of heart attack. He is survived by his
son, James McHugh Jr.

Fred E. Sherman, 64, veteran character
actor died May 17 at Motion Picture
Country hospital, Los Angeles. Mr.
Sherman had television roles in series
such as Perry Mason, I Love Lucy,
Life with Father, Dick Van Dyke
Show, Bonanza and Andy Griffith
Show. He is survived by his wife,
Claire.

ForfheRecord .

As compiled by BROADCASTING, May 22
through May 27 and based on filings,
authorizations and other FCC actions.

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—effectlve radiated power.
ke—kilocyeles. kw—kilowatts. LS—local sun-
set. mc—megacycles. mod—modification. N
—night. PSA—presunrise service authorlty.
SCA—subsidiary communications authorlza-
tion. SH—specified hours. SSA—special serv-
ice authorization. STA—special temporary
authorization. trans.—transmitter. UHF—ul-
tra _high frequency. U—unlimited hours.
VHF—very high frequency. vis.—vlsual. w—
watts. ®*--educational.

Abbreviations:

New TV stations

Starts authorized

o WLXT(TV) Aurora, Ill.—Authorized pro-
gram operation on ch. 60, ERP 185 kw vis..
ant. height above average terrain 400 ft.
Action May 15.

Final action

& Jacksonville, N. C.— L & S Broadcasting
Co. Broadcast Bureau granted UHF ch. 19:
ERP 796 kw vis., 79.6 kw aur. Ant. height
above average terrain 483 ft.: ant. height
above ground 495 ft. P.O. address: ¢/o Julius
J. Segerman. 1 Bayview Drive. Jacksonville
28540. Estimated construction cost $386.740:
first-year operating cost $180.000: revenue
$200.000. Geographic coordinates 34° 45 43~
north lat.: 77° 31’ 50”7 west long. Type trans.
RCA TTU-30A. Type ant. RCA TFU-30J.
Legal counsel Welch & Morgan: consulting
engineer Gautney & Jones. both Washington.
Principals: Morris Leder. president; Leon
Leder. vice president and Julius J. Seger-
man. secretary-treasurer (each 33%9%). Mor-
ris Leder has controlling Interest in five re-
tail department stoves. Messrs. Leon Leder
and Segerman each own retail department
store. Principals also have real estate in-
terests. Action May 21.

Other actions

» Review board in Homewood, Ala.. TV
proceeding. Docs. 15461, 16760-61. 16758.
scheduled oral argument before panel of re-
view board for June 13 in Washington.
Action May 21.

» Review board in Montgomery. Ala.. TV
proceeding. Doc. 16984. granted pelition for
extension of time filed May 16 by WTVY
Inc.. Martin Theatres of Georgia Inc. and
Eagle Broadcasting Co. Action May 21

Actions on motions

u Chief. Office of Opinions and Revicw In
Minneapolis (Viking Television Inc.. Calvary
Temple Evangelistic Assoclation). TV pro-
ceeding. granled petition by Control Data
Carporation and extended to May 26 time to
file application for review of review board's
memorandum opinion and order (Docs.
18381-2). Action May 22.

» Hearing Examiner David I. Kraushaar in
Terre Haute. Ind. (Terre Haule Broadcast-
ing Corp. and Aipha Broadeasting Corp.),
TV proceeding, granted motion by Terre
Haute Broadcasting Corp.. ordered correc-
tions set out in motion accenled and deemed
record corrected as proposed (Docs. 18321-
2). Action May 21.

» Hearing Examiner David I. Kraushaar in
Terre Haute. Ind. (Terre Haule Broadcast-
ing Corp. and Alpha Broadcasting Corp.),
TV proceeding, on petition of Alpha Broad-
casting Corp.. exlended to June 4 time for
tillng proposed findings of fact and conclu-
sions of law. and to June 18 time for tiling
repiy hriefs (Docs. 18321-2). Action May 2.

& Hearing Examlner Jay A. Kyle In Boston
(Boston Heritage Broadcasting Inc.),
proceeding. on request of applicant, con-
tinued without date hearing scheduled for
May 22 (Doc. 17743). Action May 21.

Call letter applications

u Broadcasters Unlimited. Ft. Smith, Ark.
Requests KAON-TV.

» Washoe Empire. Elko. Nev. Requests
KEI\‘O(TV).

Existing TV stations

Final actions

s KTTV(TV) Los Angetes—FCC in response
to complaints by Bradley for Mayor Com-
mittee, charging KTTV(TV) with unfairness
in presentation of issues in Los Angeles
mayoralty campalgn. informed committee
that no FCC action is warranted. Action
May 23.

u FCC denied Detition by Forum Communi-

cations Inc. asking that FCC set safe period

until June 1 to permit filing of competing

%/Jl;mliczaltlon for WPIX(TV) New York. Action
ay

EDWIN TORNBERG

& COMPANY, INC.

iy

Negotiators For The Purchase And Sale Of
Radio And TV Stations ® CATV
Appraisers ¢ Financial Advisors

New York—60 East 42nd St., New York, N.Z.IIOOU
West Coast—1357 Jewell Ave., Pacific Grove, Calif, 93950

2-687-4242
408-375-3164
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8 WXEX-TV Petersburg, Va.,—Broadcast
Bureau granted CP to change ERP to 296
kw vis.; 40.4 kw aur. Action May 22.

Other action

1 WBRZ(TV) Baton Rouge—FCC set aside
Jan. 27 action by Chief, Broadcast Bureau,
granting appblication by Louislana Television
Broadcasting Corp. to relocate trans.: desig-
nated application for hearing. Action May 21,

Action on motion

s Chief, Office of Opinions and Review in
Minneapolis and St. Paul (WTCN Televislon
Ine. [WTCN-TV], Midwest Radio-Television
Inc. [WCCO-TV], United Teievision Inc.
[KMSP-TV], Twin City Area Educational
Television Corp. [KTCA-TV, KTCI-TV]),
TV proceeding, granted petition by Control
Data Corp. and extended to May 26 time to
file application for review of the review
board’s memorandum opinion and order
(Docs. 15841-3, 16782-3). Action May 22.

Call letter application

8 WAAE-TV, Flower City TV Corp., Roch-
ester, N. Y. Requests WOKR{(TV).

New AM stations

Start authorized

& KJST Joshua Tree. Calif..—Authorized pro-
I%{amsoperatlon on 1420 ke, 1 kw-D. Action
ay

Final action

8 FCC denled request by Babcom Inc. for
stay of review board action remanding to
hearing examiner for further hearing apbli-
cations of Babcom and Giant Broadcasting

Co. for new AM at Springfield. Mo.. and
Ozark, Ark. (Docs. 17921, 17923). .ction
May 26.

Other actions

m Review board in Mobile, Ala.. AM pro-

ceeding, Docs. 17555-58, granted request for
extension of time filed May 21 by Broadcast
Bureau. Action May 22.

= Review board in Sumiton. Ala., AM pro-
ceeding. Docs. 18204-05. granted petition for
rellef filed Jan. 8 by Hudson C. Millar Jr.
and James Jerdan Bullard. Action May 23.

= Review board in Boynton Beach. Fla.. AM
proceeding, Docs. 18310-12, denjed Broadcast
Bureau’'s appeal from hearing examiner's
adverse ruling filed Jan. 29. Action May 21.

= Review board in Pittsfield. Mass.. AM
proceeding, Docs. 18275-18277. granted Deti-
tion for extension of time filed May 19 by
Taconic Broadcasters. Action May 21.

8 Review board in New York, AM proceed-
ing, Docs. 17454-55. board members Berke-
meyer, Pincock and Kessler adopted order
granting petltion for extension of time filed
May 20 by Fairleigh Dickinson University.
Action May 22,

= Review board in Lawton, Okla., AM pro-

ceeding, Docs. 18392-94, granted motion for

extension of time filed May 21 by Howard

g M2c3Bee and Allan Pratt Page. Action
ay 23.

= Review board in Willlamsburg. Va., AM
proceeding, Docs. 1760506, 18375, granted
petitlon to intervene flled Dec. 12, 1968. by

KFAB Broadcasting Co.; Petition to enlarge

issues filed Dec. 12, 1968, by KFAB Broad-

casting Co. and petition to enlarge issues

{ued r‘;Izan. 9 by Broadcast Bureau. Action
ay 22,

Actions on motion

s Hearing Examiner Basil P. Coopver in
Hartsville and Florence. both South Carolina
(Community Broadcasting Co, of Hartsville
and Eastern Carolina Broadcasters Inc.),
AM proceeding. granted petition by Commu-
nity Broadcasting Co. of Hartsville for leave
to amend apblication to reflect recent change
in employment of Harold Bledsoe, partner
(Docs. 18198-9), Action May 22.

® Hearing Examiner Thomas H. Donahue in
Sumiton and Cuilman, both Alabama {(Suml-
ton Broadcasting Co. and Cullman Music
Broadcasting Co.), AM proceeding, on re-
quest of Broadcast Bureau. scheduled further
prehearing conference for May 29 (Docs.
18204-5). Actlon May 22,

= Hearing Examiner Isadore A. Honig In
Henrletta. Geneseo and Warsaw. all New
York (What The Bible Savs Inc.,, Oxbow
Broadcasting Corp. and John B. Weeks). AM
proceeding, on request of Oxbow Broadcast-
Ing Corp.. extended date for exchange of
exhibits (re: comparative issue) to June 2,
and date for notifications concerning wit-
nesses required for cross-examination to
June 11 (Docs. 17571-3). Action May 22.

= Hearing Examiner Isadore A. Honig In
Warrenton, N. C. (Warren County Radio and
Radio Voice of \Warrenton), AM proceeding,
granted Petition by Radio Voice of Warren-
ton for leave to amend application to supply
further financial Information: by scparate
action set certain Procedural dates and post-
poned hearing to July 22 (Docs. 18501-2).
Action May 20.

8 Hearing Examiner Jay . Kyle in States-
boro and Jesup. both Guorgia (Farnell
O'Quinn and Morris's Inc.). AM procveeding,
granted request by WWNS Inc. and re-
scheduled hearing for July 14 (Docs. 17722,
18395). Action May 21.

= Hearing Examiner Forest L. McClenning
in Sloux Falls. S. D. (Sioux Empire Broad-
casting Co.), AM proceeding, granted peti-
tion by Sioux Empire for leave to amend
proposal based on current study of commu-
nity needs (Doc. 17174). Action May 26.

8 Hearing Examiner Chester F. Naumowicz
Jr. in Lexington _and China Grove, both
North Carolina (Harry D. and Robert E.
Stephenson and China Grove Broadcasting
Co.), AM proceeding, on request of counsel
for Foy T. Hinson, modifled procedures
governing proceeding and continued further
hearing to June 5 (Docs. 18385-6). Action
May 21.

Call letter application

» Wilkes County Radio. Wilkesboro, N. C.
Requests WWWC.

Call letter action

= Little Dixie Radio Ine.,
Granted KBJS.

Sallisaw, Okla.

Existing AM stations
Applications
= WRMA Montgomery, Ala.-—Seeks CP to

change to 950 ke, 1 kw DA-N, U: change
trans. location, amended to make changes in

rL"-'tN AM J"\NI'S LIFE END
BEFORE HE DIES?

Arthrilis c

It i

IIfI! SEFENINL III_.II

Support
THE ARTHRITIS FOUNDATION

it

HELP

DA system. Ann. May 21.

s WLBS Centreville, Miss.-—Seeks CP to
change to 1580 ke, 1 kw-D; change station
location to Gloster, Miss.: change trans.
and studio location. Ann. May 23.

Final actions

8 WGSB Geneva, IlIl.—FCC denied Dpetition
by Fox Valley Broadcasting Corp. [or re-
consideration of action Oct. 16, 1968, deny-
ing request for waiver of overlap provisions
of rules and returning as unacceDtable for
filing application to make change in DA
pattern. Action May 21.

8 KWKY Des Molnes, Iowa—FCC granted
application by Norseman Broadcasting Corp.
to change trans. site; granted request for
waiver of minimum separation require-
ments of rules with respect to co-channel

overlap from KSAL Salina. Kan. Action
May 21.
= WAAB-AM-FM  Worcester. Mass.—FCC

afirmed March 27, 1968, assignment of
licenses from Waterman Broadcasting Corp.
to WAAB Inc. and denying opposing peti-
tion by WORC Worcester. Action May 21.

s WKFR Battle Creek. Mich.—Broadcast Bu-
reau granted CP to change trans. location to
Territorial Road near Riverside Drive;
condition. Action May 23.

s WORV Hattlesburg. Miss.—Broadcast Bu-
reau granted mod. of CP to extend comple-
tion date to Oct. 27. Action May 21.

s KOPY Alice, Tex.—Broadcast
granted license covering change
system. Action May 20.

s WCMS Norfolk. Va.—Broadcast Bureau
granted CP to make changes in DA system.
Action May 20

s WELC Welch, W. Va.~FCC denied appli-
cation by TPocahontas Broadcasting Co, to
increase DPower, returned It to pending
status: denied request for waiver of rules
regarding applications for frequencies ad-
Jacent to class I-A channels. Action May 21.

Actions on motions

s Chief Hearing Examiner Arthur A, Glad-
stone in Gaithersburg. . (Nick J. Cha-
conas). renewal of license of \WHMC, granted
request by applicant and extended to June
9 time for flling replies to respective pro-
posed findings and conclusions of Broadcast
Bureau (Doc. 18391). Action May 23

= Hearing Examiner David I. Kraushaar in
Medford. Ore., and Alturas, Calif. (Medford
Broadcasters Inc. [KDOV], W. H. Hansen,

Bureau
in ant,

Radio Medford Inc. and R. . Hansen
[KCNOQJ]), AM-FM proceeding. set certain
procedural dates and scheduled further

hearing sessions to commence July 15 (Docs.
18349-53). Action May 21.

w» Hearing Examiner Chester F. Naumowlez
Jr. In Cedar City, Utah (New Era Broad-
casting Co. and Southern Utah Broadcasting
Co. [KSUBJ). AM proceeding. ordered
hearing governed by schedule set forth on
record of May prehearing conference
shall commence on July 8 (Docs. 18458-9).
Action May 22

w Hearing Examiner Herbert Sharfman
scheduled further prehearing conference,
following May 26 prehearing conference, in
Midwest Radio-Televesion Inc.. Minneapolis
(WCCO and WCCO-TV) renewal proceedings
for July 7. Action May 26.

Call letter action

» WUSM, Southeast State Broadcasting
Corp., Havelock, N, C. Granted WKVO.

New FM stations
Application

= *Ames. Iowa—Residence Associations
Broadcasting Service seeks 91.9 mec. TPO
10 w. Ant. helght above average terrain
100 ft. P.O. address: Box 880, Friley Hali,
Iowa State University, Ames 50010. Esti-
mated construction cost $2,205: first-year
obPerating cost $100: revenue none. Princi-
pals: Student Board of Directors. Richard
Becvar, technical director, et al. Principals
operate KISU Ames, a student-owned station.
Ann. May

Starts authorized

w *WWEB-FM Wallingford, Conn.~—Author-
ized program operation on 90.1 me, TPO 10
w. Action May 16.
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PROFESSIONAL CARDS

JANSKY & BAILEY
Consulting Engineers
1812 K St.. NW
Wash., 0.C. 20006
Mrmbres AFCCE

296-6400

JAMES C. McNARY l
Consulting Engineer \
National Press Bidg. 1
Wash,, 0. C. 20004

Telephone District 7-1205
Member AFCCE

—tstablished 1926—
PAUL GODLEY CO.
CONSULTING ENGINEERS
Box 798. Upper Montclair. N.]. 07043
vhone: 1201) 746-3000
Me.ber dFCCE

GEORGE C. DAVIS

CONSULTING ENGINEERS
RADIO & TELEVISION

§27 Munsey Bide.
783-0111
Washington. D. C. 20004
Mewmber 4 FCCE

COMMERCIAL RADIO
EQUIPMENT CO.
Everctt L. Dillard. Gen. Mgr.
Edward F. Lorentz. Chief Engr.
PRUDENTIAL BLDG

347-1319
WASHINGTON D. C. 20005
Member AFCOE

A, D. Ring & Associates

42 Years® Expertence in Radio
Engineering
1710 H St.. N.W.  298-6850
WASHINGTON. D. C. 20006
Member SFUCE

GAUTNEY & JONES
CONSULTING RADIO ENGINEERS
930 Warner Bldg. National 8-7757

Washington, D. €. 20004

Vember AFCCE

Munsey Building

Lohnes & Culver

Districr 7-821%
Washinzton. 0. C. 20004

Uember AFCCE

KEAR & KENNEDY

1302 18th St.. N W. Hudson 3-9000
WASHINCTON. D. C. 20006

Member AFCCE

A. EARL CULLUM, JR.
CONSULTING ENGINEERS
INWOOD POST OFFICE
DALLAS. TEXAS 75209
1214) 631-8360
Mewmber AVCCH

GUY C. HUTCHESON
8171.261-8111
P O Box 808
1100 W. Abram
Acrlinzron. Texas 76010

SILLIMAN, MOFFET
& KOWALSKI
711 14th St N.W
Republic 7-6646 |

Washington, D C. 20005 {
Member 4+CCE {

GEO. P. ADAIR ENG. CO.

CONSULTING ENGINEERS
Radio-Television

C ions=El
2029 K St..

N.W., 4th Floo:

Washmgton O. C 20006

Telephone: (202) 223-4664
Member AFPOCE

WALTER F. KEAN
CONSULTING RADIO ENCINEERS

19 E. Quincy Strcet
Riverside. tllinois 60546

(A Chicago Suburb}
Phone 312-447-2401

Member AFCCE

HAMMETT & EDISON
CONSULTING ENGINEERS

Radio & Television
Box 68. International Airport
San Francisco. California 94128
1415)  342-5208
Member AFCCE

JOHN B. HEFFELFINGER
9208 Wvoming PL. Hiland 4-7010

KANSAS CITY. MISSOURL 64114

JULES COHEN
& ASSOCIATES
Suite 716, Associations Bidg.
1145 19th St., N.W., 659-3707
Washington, D. C. 20036
Member AFCCE

CARL E. SMITH

CONSULTINC RADIO ENGEINEERS

8200 Snowville Road

Cleveland. Ohio 4414}

Phone: 216-526-4386
Member AFCCE

VIR N. JAMES
CONSULTING RADIO ENGINEERS
Aooticanion ang ricld Engineenng

345 Colorade Bilvd. —80206
Phone: ‘Area Code 303) 333-5562
TWX 910-931-0514
DENVER, COLORADO
Wemher AFCCE

A. E. Towne Assocs., Inc.
TELEVISION and RADIO
ENGINEERING CONSULTANTS
727 Industriat Road |
San Carlos. California 93070
14151 592-1394

MERL SAXON

CONSULTING RADIO ENGINEER
622 Hoskins Street
Lufkin, Texas 75901

634-9558 632-2821

RAYMOND E. ROHRER
Consulting Radio Engineers
317 Wyatt Bidg.
Washington, D. C. 20005
Phone: 347-9061
Member AFCCE

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., NW
Washington. D. C 20036

Phone 202-223-1180
Member AFCCE

ROSNER TELEVISION
SYSTEMS
ENGINEERS—CONTRACTORS

29 South Matt
Plainview, N.Y. 11803
(516) 694-1903

Serving The SOUTHEAST
FREDERICK A. SMITH, P.E.
Consulting Engineer

S Exchange St.
Charleston, S. C. 294

01
A/C 803 723-4775

TERRELL W. KIRKSEY
Consulting Engineer
5210 Avenue F
Austin, Texas 78751
1512) 454-7014

ORRIN W. TOWNER
Consulting Engineer

11008 Beech Road
Anchorage. Kentucky 40223
(502) 245-4673

SERVICE DIRECTORY

COMMERCIAL RADIO
MONITORING CO.
PRECISION FREQUENCY

MEASUREMENTS
AM-FM-TV
103 S, Market St.
Lee's Summit, Mo
Phone Kansas City, Laclede 4-3777

CAMBRIDGE CRYSTALS

PRECISION FREQUENCY

MEASURING SERVICE

SPECIALISTS FOR AM-FM-TV
445 Concord Ave.

Cambridge, Mass. 02138
Phone (617) 876-2810

Telecommunication Consultants
Internaticnal, Inc. (TCI)
Offers Consulting Sevvices in
Telecommunications & Electronics
Date Handling Systems

Geratd C. Gross. Presiden'
1028 Conn. Ave,, N
Phone (202) 659-"55

TELCOM INC
Offering The Services Of
Its Registered Structural

Engineers
8027 Leesburg Pike
McLean, Va. 22101
(703) 893.770(
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Summary of broadcasting
Compiled by BROADCASTING, May 28, 1963

. Not
On Air Total On Air Total
Licensed CP's On Air CP's Authorized
Commercial AM 4,244 10 4,254 63 4,311
Commercial FM 1,966 31 1,997: 171 2,168
Commercial TV-VHF 4963 10 5062 17 5233
Commercial TV-UHF 1263 52 1762 158 3363
Educational FM 363 8 371 42 413
Educational TV-VHF 71 6 77 0 77
Educational TV-UHF 88 12 100 12 112
Station boxscores
Compiled by FCC, May 1, 1969
Commercial Edu_catiﬁ/_
AM M TV FM TV
Licensed (all on air) 4,2411 1,962 6193 363 159
CP’s on air {new stations) 9 31 61 7 18
Total on air 4,250 1,993 6783 370 177
CP's not on air {new stations) 66 169 179 43 12
Total authorized stations 4,3161 2,162 8492 413 189
Licenses deleted 1 [ ] 0 0
CP’s deleted 4] 1 2 0 0

! Includes four AM’s operating with Special Temporary Authorization, and 25 educational AM’s.
t Includes one commercial FM operating with STA.
¥ Includes two VHF's operating with STA's, and two licensed UHF's that are not on the air.

n KIND-FM Independence. Kan.—Authorized
program operation on 101.7 mc¢, ERP 1.60
kw, U, Ant. helght above average terrain
155 ft. Action May 8

m *KSOR(FM) Ashland, Ore.—Authorized
program operation on 90.1 mc, TPO 10 w.
Action May 15.

8 WESR-FM Tasley, Va.—Authorized pro-
gram operation on 103.3 mc, ERP 50 kw.
Ant. helght above average terrain 320 ft.
Action May 15.

® *WVTC(FM) Randolph Center, Vt.—Au-
thorized program operation on 90.7 mec, TPO
10 w. Action May 21.

n WPAB-FM Ponce, P. R.~—Authorized pro-
gram operation on 93.3 mc, ERP 14.5 kw.
Ant. height above average terrain minus
225 ft. Action May 7.

Final actions

8 *Irvine, Calif.—Regents of the University
of California. Broadcast Bureau granted 89.9
me, 10 w. Ant. height above average terrain
95 ft, P.O. address: c/o John H. Stanford,
485 University Hall, Berkeley, Calif. 94720
Estimated construction cost $2,000; first-
year operating cost $500; revenue none,
Principals: Ronald Reagan, president of
regents, et al. Principals own *KCSB(FM)
Santa  Barbara, *KALX(FM) Berkeley,
*KDVS-FM Davis and *KUCR-FM Riverside,
all California. Action May 20.

m Kailua, Hawali-—Mauna Kea Broadcasting
Co. FCC granted 96.3 me. 60.16 kw. Ant.
height above average terrain minus 362 ft.
.Q. address: 6505 Wailshire Boulevard,
Suite 617, Los Angeles 90048. Estimated
construction cost $35,260; first-year oper-
ating cost $48,000: revenue $50,000. Princi-
pals: Mount Wilson FM Broadcasters Inc.,
100%. Principals of Mount Wilson: Saui
Levine, president (80%), and F, E. Wllson.
vice president (20%). Messrs. Levine and
Wilson have respective interests in KBCA-
M Los Angeles, Mr. Levine is attorney.
Actlon May 14.

W *Great Bend, Kan.—Barton County Cori-
munity Junior College. Broadcast Bureau
granted 91.9 me, 10.96 w. Ant. height above
average terrain 150 ft. P.O., address: c/o
Marshall S. Macy, Route 3. Great Bend
67530. Estimated construction cost $7,154:
first-yvear operating cost $2.500: revenue
none. Principals: Board of trustees, J, A,
Mermis Jr., chairman, et al. Action May 20.

u Charles H. Chamberlain, Bellefontaine,
Ohio—Broadcast Bureau granted mod. of CP
to extend completion date for new FM to
Sept. 15. Action May 21.

n El Paso—Sunland Broadcasting Co. Broad-
cast Bureau granted 102.1 mc, 27.9 kw. Ant.
height above average terrain 1,080 ft. P.O.
address: c/o I, T. Cohen. 470 South Glen-
wood Drive, El Paso 79905. Estimated con-
struction cost $12,125: first-year operating
cost_$12,000: revenue $20,000. Principals: I.
T. Cohen, president, Ann H. Cohen, secre-
tary-treasurer (each 25%). Charles E. Kittel.
1st vice president and Harry W. Anderson.
2nd vice president (jointly 25%) and Summit

Saving Stamp Co. (25%). Mr. and Mrs.
Cohen own 50% of KIZZ El Paso, Summit
Saving Stamp Co., which distributes and
redeems_saving stamps also owns 50% o

KIZZ, Messrs. Kittel and Anderson are
presidents of food companies and officers
of K Mr. Kittel is officer of Summit
Savlng Stamp Co. and Mr., Anderson has In-
terest in that company. Action May 20.

Initial decision

8 Albuquerque. N. M.—R. Edward Ceries.
Hearing Examiner Jay A. Kvyle in Initial
decision granted 100.3 m¢, 9 kw. Ant. height
above average terrain 4.110 ft. P.O. address:
1035 Westglen Drive, Crestwood-St. Louis,
Mo. 63126. Estimated construction cost $18.-
800: first-year operating cost $9,875; revenue
$7.500. Principal: Mr. Ceries is president of
General Products Distributors Inc., distribu-
tors of hi-fl equipment. recording equipment
and supplies. Action May 26.

Other actions

s Review board in Lebanon. Mo., FM pro-
ceeding. Docs. 17899, 18043-44, granted peti-
tion for extension of time filed May 19 by
Broadcast Bureau. Action May 21.

a Review board in Sheboygan, Wis., FM pro-
ceeding. Doc. 18374, granted petition for
leave to flle subplement to Detition for re-
consideration filed Feb. 7 by WHBL Inc,
and petition for leave to file statement filed
Feb. 24 by WKTS Inc.; denied petition for
reconsideration as supplemented filed Dec. 9,
1968, by WHBL Inc. Action May 21.

® Review board in Huntington. W. Va., FM
proceeding, Docs. 1843940, granted petition
to enlarge Issues filed March 9 by Christian
Broadcasting Association Inc. Action May 22.

» Review board in Willlamson, W, Va.,, FM
proceeding, Docs. 18456-57, granted petition
for extension of time flied May 20 by Harvit
Broadcasting Corp. Action May 22.

Actions on motions

8 Chief, Office of Opinions and Review in
Murphy, N.C., and Biue Ridge, Ga. (Cher-
okee Broadcasting Co., Fannin County
Broadcasting Co.). FM proceeding, granted
motion by Cherokee Broadcasting Co. and
extended to June 2 time to file oppositions
to petition for resonsideration filed by Fan-
nin County Broadcasting Co. (Docs. 17086~
7). Action May 22

n Hearing Examiner Basil P. Cooper in
San Clemente, Calif. (El Camino Broad-
casting Corp.), FM proceeding, granted
motion by EI Camino Broadcasting and
advanced date for evidentiary hearing to
May 28 (Doc. 17648). Action May 21

n Hearing Examiner Thomas H, Donahue
in Rockmart, Ga. (Georgia Radio Inc. and
Faulkner Radio Inc.). FM proceeding, on
request of Georgia Radio rescheduled pre-
hearing conference for July 1 (Docs. 18314~
5). Action May 23

u Hearing Examiner Forest L. McClenning
in Glendale, Ariz. (Glendale Broadcasting

Corp.), FM proceeding, granted petition
by Glendale Broadcasting Corp. for leave
to amend financlal proposal to show avail-
ability of bank loan to principal, current
list of advertiser commitments for first year
of operation and summary of funds avail-

able for proposed operation (Doc. 18486).
Action May 26
® Hearing Examiner James F. Tierney in

Middlesboro, Ky. (Cumberland Gap Broad-
casting Co.), FM proceeding, denied Dpeti-
tion by Cumberland Gap Broadcasting Co.
insofar as it ‘‘prays for clarification of
issues without prejudice, of course,
to question of admissibility of such matters
therein, when and if offered’’ (Doc. 18520).
Action May 22.

n Hearing Examiner James F. Tierney in
Billings. Mont. (Lee Enterprises Inc.), FM
proceeding, scheduled June 20 date for
nomination of witnesses for cross-examina-
tion or other purposes; received stipulation
as modified by parties agreeing to list of
trade media and other publications to be
used as source and reference material for
factual Information and data relevant to
issues: scheduled further prehearing con-
ference for June 20; postponed commence-
ment date of evidentlal phase of hearing
presently scheduled for June 23 (Doc.
18514). Action May 26.

Rulemaking petitions

® Lawrence County Broadcasting Corp.,
New Castle, Pa.—Requests institution of
rulemaking to amend FM table of assign-
ments to assign ch, 240A to New Castle.
Ann. May 26.

® Midiand Valley Investment Co., Burnct-
town, S.C.—Requests institution of rule-
making to amend FM table of asslgnments
to assign ch, 261A to Burnettown; substi-
tute ch. 221A for ch 261A at Washington.
Ga.. and substitute ch. 296A for ch. 221A
at Loulsville, Ga. Ann. May 26.

8 KNAF Fredericksburg. Tex.—Requests
institution of rulemaking to assign ch. 266
to Fredericksburg. Ann. May 26.

Rulemaking actions

m FCC assigned ch. 265A from Mendota to
Rockford, Ill., in second report and order
(Doc. 18051). FM table of assignments
amended as follows: ch. 261A to Mendota.
ch. 265A to Peru and chs. 248. 265A and
2?5:'\ to Rockford. all Illinois. Action May

m FCC, in second report and order, assigned
ch. 288A to Giasgow. Ky., and ch.
to Columbia. S.C. Action May 21,

Call letter applications
® Pocatello Broadcasting Co..
Idaho. Requests KSNN-FM.

= Belvidere Broadcasting Co.,
Requests WKWL(FM).

8 City and Farm Broadcasting Corp.,
lumbus, Neb. Requests KTTT-FM.

® FM-104. Mercer,
(FM).

Pocatello,
Belvidere, IlI.
Co-

Pa. Requests WWIZ-

Call letter actions

s Worcester Collegiate
Worcester, Mass. Granted *WICN(FM).

8 John Carroll  University, Unl\erslty
Heights. Ohio. Granted *WJCR(FM),

Radio  Network,

Existing FM stations

Final actions

n WCOV-FM Montgomery. Ala.—Broadcast
Bureau granted mod. of CP to change
trans., change ant.; make changes in ant.
system. ant. height to 390 ft. Action May 22,

8 KGFM(FM) Bakersfleld, Calif.—Broad-
cast Bureau granted mod. of CP to change
trans.: change ERP to 4.8 kw vert., remote
control permitted. Action May 22.

u KRDO-FM Colorado Springs—Broadcast
Bureau granted mod. of CP to change type
trans. and ant.; ERP to 96 kw; ant. height
to 2010 ft. Action May 22,

m WFMT(FM) Chicago—FCC affirmed ap-
plication by WGN Continental FM Co. to
move ant.-trans, from 221 North La Salle
Street to 130 East Randolph Street and for
gglated technical modifications. Action May

n WTWC(FM) Urbana, Ill.—Broadcast Bu-
reau granted CP to install new trans.: ant.

(Cintinued on page 85)
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CLASSIFIED ADVERTISING

Payable in advance. Check or money order onlv.
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-
X X numbers are sent at owner's risk.
opressly repudiates any liability or responsibility for

tos, etc., addressed to bo:

Help Wanted 30¢ per word—$2.00 minimum.

Deadline tor copy: Must be received by Monday for publication next Mondav
Display ads $25.00 per‘inch. S# or over billed at run-of-book rate.—Stations for
Py Eemnl A h nd B8

Sale, Wanted to Buy

. BROADCASTING
their custody or retum.

i Opportunity

P

, @
advertising require display space. Age’ncy commission only on display space.
All other classifications 35¢ per word—3$4.00 minimum.
No charge for blind box number.
é\&sisréss replies: c¢/o BROADCASTING, 1735 DeSales St., N.W., Washington, D.C.

= —— —
RADIO Sales continued Announcers continued
Help Wanted—Management Professional radio man to run my sales dept, Experienced and versatile announcer needed immedi-
must be willing to sell for a living. WJCM, ately. Cood pay with fringe benefits. Opportunity
We will pay a good salary and bonus (based on  Sebring, Fla. for advancement in progressive organization. Re-
profits) to an experienced, smart general manager sume and tape to Art Martin, WMRN, Box Si8,
who can supervise a small market station in his ~ Wanted—Good salesman to take a top sales  Marion, Ohio.

spare time and sell most of the time. We want
someone with a '‘community touch” and a ‘‘pro-
gram feel" and the ability to hire and guide sales-
men, Part of a larger corporation with plenty of
room to progress, Reply with full experience and
salary information to Box E-228, BROADCASTINC.

Regional Sales Manager for a group of large, medi-
um and small market stations. Salary's good. In-
centive's good. Profit sharing's great. So are our
other fringe benefits. Please tell us all about
yourself, including what you've been making. Box
E-283, BROADCASTING.

Great deal, good market, a wonderful place to
live, awaits a selling manager for a FM station,
Pulse rated #2. Opportunity of a lifetime for
the right man with the right sales ability. Box
F-16, BROADCASTING,

Need young aggressive salesman who wants to
manage. Small market midwest. Salary plus stock
to_right man. Full details 1st letter. Reply Box
F-37, BROADCASTING.

Wanted, Manager: Small, northern California, tep
station, desires top flight ad-lib announcer/sales-
man, capable of earning at least 15 thousand
plus. Start, 700 per month, gas trade and
fringe worth another 100. End cf six months, if
satisfactory, another 100 base. Work with owner~
manager, and assume management within 18
months, which will pay additionally 20% of ret.
Soft sell market. in the heart of Redwood National
Park, right on Pacific Ocean. Permanent accounts,
one weekly paper, no television. Many hours of
work and fun, excellent future. Write full details,
and/or phone Bill Stamps, KPOD. Crescent City,
California 95531, 707-464-3183. Opening in |uly.

Why buy a station—will share profits with a top
?éles-statlon manager. Call VanderPlate, 201-827-
00.

Salesman-manager or  salesman-announcer  New
Mexico country daytimer. emphasizing good com-
munity service and uplift. Opportunity to build
station’s and your income. Slock options to right
man. Write: 5 Crestway, Silver City, N.M.

Sales

Successful, pro salesman, preferably RAB trained,
salary, bonuses. ldeal ciimate, ideal working con-
ditions. Box E-96, BROADCASTING.

Wanted: Sales manager for small market station
in North Carolina. Station covers large metro
market. GCocd potential for someone who wants
to make money. Please send complete details.
Box F-2, BROADCASTING.

Lost—One top announcer-salesman to agency.
Find—One replacement . . . Fast group
Permanent future for right man.

own! PN
Southeast. Box F-9. BROADCASTING.

If you value your future—if you are beginning
to click as an imaginative salesman—if you want
to get on the right track to management—if
you like living where living is easy—if you
like to work and get paid accordingly—let's talk
it over. Box £-15, BROADCASTING.

Opportunity is knocking . . . successful FM stereo
in 4th largest market seeking regional and na-
tional time salesman. Forseeable future—manage-
ment! Box F-17, BROADCASTING.

Unusual opportunity to combine sales and news
as manager of long established auxiliary studio.
Base plus 20% on both existing and new business:
beginning guarantee. If you can sell you'll earn in
excess of $8,000 the first year and over $10,000
the second. Midwest. Send resume, photo, tape.
Box F-47, BROADCASTING.

position with best small market station in Okla-
homa. Cood pay, fringe benefits, Call |ack Brewer,
405-224-28%0.

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 $25,000.00. Mail complete resume to:
CCA Electronics Corporation, 716 Jersey Avenue,
Cloucester City, New jersey 08030.

Announcers

First Class License. Chicago. Permanent. Immediate.
All details, requirements, first letter please. Box
D-156, BROADCASTINC,

Experienced D). Expert in news delivery, board
operation, (very tight), commercials, ad libbing
limited. 3 to 5 years in successful top 40 would
be ideal. Box E-95, 3ROADCASTING.

Announcer needed b,y middle-music network sta-
tion in Texas resort city. Do not send tape. Box
€-199, BROADCASTINC.

1st phone, light maintenance,
ability. Single marke*,
E-220, BROADCASTIMNZ.
Young, progressive Tanagement in southern mar-
ket needs adult ' 40 di who can read news
and do production  Sume experience required.
Salary dependent wi&on abvility. Send tape and
resume. All inquiries will be answered. Box F-12,
BROADCASTING,

must have sales
northern California. Box

Announcer-newsman with mature voice, at least
three years experienca. Salary range: $7300-$8800.
MOR, ~ community-mirded station in suburban
Cleveland, Ohio. Bs« F-23, BROADCASTING.

“Soul' personality. first phone, for only ethnic
station in Hartford. If you can deliver news,
air-sell, you have it wmade! Rush tape & details
to Box F-33, BROADCASTING.

Downstate lllinois; Afrernoons, 3-4 nights. Must
be experienced, versatile, Tape, resume photo.
Box F-41, BROADCASTING.

West Michigan AM and FM has immediate open-
ing for bright liveiy morning man for modern
country station. Send tape, resume, salary expec-
tations. Box F-63. BPOADCASTING.

Need bright morninzg personality jock for midwest
group station. Contemporary format, good money
for the right man. Send tape, resume soonest to
KEWI, Topeka. Kansas 66603.

Experienced announcer, light contemporary music,
opportunity for sales, contact Manager, WAFC,
Staunton, Va. 703-886-2377.

Experienced announcer for 5 kw MOR operation.
Immediate opening for qualified applicant with
3rd endorsed. Permanent position. Good conditions.
Fringe benefits. Send tape, resume to WASA,
Havre de GCrace, Md.

Open now, morning man type, some TV, mature,
experienced. MOR format, six hour split shift
M-S, Contact Cy Young, WDSM AM/TV, Duluth,
Minnesota, 218-727-8434.

Greenwich, Conn. Fine opportunity for able morn-

East central Ohio MOR station looking for con-
scientious announcer, beginner or limited experi-
ence. Must have third with endorsement. Cone
tact Mr. Valliquette, WTNS, Coshocton, Ohio.

Wanted: Announcer with first phone ticket, empha-
5is on announcing. No maintenance. CGW station
in Virginia. Opportunity for sales position avail-
able immediately. Send tape and resume to P.O.
Box 231, Bassett, Virginia, or call 703-629-250%9
day, 703-647-8493 night.

First phone combo, no maintenance, world's best
climate. Most compatible staff Florida Cold Coast.
Full time net work. All fringe benefits and a
great place to work. Call 1-305-276-5503 for man-
ager.

Wanted: First phone anmnouncer wanting to join
top flight MOR station. Send tape, resume, pic~
ture to Box 770, Chickasha, Oklahoma or call
Jack Brewer at 405-224-2890.

Wanted: First phone announcer wanting to jein
top flight MOR station. Perfect job for man
wanting to attend college. Send tape, resume,

picture to Box 770, Chickasha, Okla. or call Jack
Brewer, area code 405-224-2890.

Central Florida station, near Disneyworld, needs
nightime top-40-dj-salesman. Send tape to Box
AX, Eustis, Florida. Prompt reply urged!

Technical

Chief Engineer wanted for northeast lkw 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,

First class engineer. Do you enjoy outdoor sports,
hunting, fishing, camping? This is the place for
you. New Radio-TV center under construction.
Operation, maintenance, transmitter. Clenn Hall,
WWNY. Box 211, Watertown, New York.

Needed immediately first phone engineer
capable of maintaining AM & FM transimtter and
studio gear and installation and maintenance of
background music service. Send complete resume
to Gene Rader, Director of Engineering, P.O.
Box 910, Roswell, N.M.

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.

News director—challenging, rewarding, opportu-
nity. top-rated, heavy news, 3 man staff, mid-
west group. Box F-58, BROADCASTING.

Excellent _opportunity—Immediate opening fqr
newsman. Send tape, resume and picture air mail
to KEW!, 700 Kansas, Topeka, Kansas 66603.

Aggressive news director. A pro to dig, write,
deliver. Top notch station where the news is
important. Extra income possible from play-by-
play sports. Send resume, tape, photo to Hay«
ward Talley, WSMI, Litchfield, Illinois 62056.

Wanted: AM News director. College graduate
under 30 with experience. Located in beautiful
Colorado. Station is now acquiring two additional
properties plus going to SOKW within_ three
months. No money, “but great opportunity for
growth and great living in the interim. Send
resume and picture. We have TV too. Send all

Wanted: experienced combination salesman, spoﬁsl ing announcer to replace man entering service  material to Dave Allen, Program Director, XYZ
announcer, manager, small station. Send resume, July 1. Contact Hank Hovland, WCCH, 122 E.  Television Inc, P.O. Box 789, Crand Junction,
KDEW Radio, Box 326, Dewitt, Arkansas 72042, Putnam Ave., Greenwich, Conn. 06830. Colorado 81501.
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Program, Prodaction, Others

Announcers continued

Rnnouncers continued

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.

Artist-Midwest net-work VHS layout, hand letter,
hot press, all color. Some print and design and
resume and salary requirements. Box F-34, BROAD-
CASTING,

Producer-director for southwest top SO market, full
color. Must have commercial experience. State
salary desired and send full resume. Box F-56,
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 WRNC,
Raleigh, N.C.

Woman broadcaster needed for syndication of
women's program. Relocation not necessary. Re-
sume, picture, tape to Jolly Roger Productions,
Box 356, Salem, Ohio 44460.

Situations Wanted Management

General manager—twenty years experience, proven
record. Prefer major market but will consider other,
salary open, Box £-201, BROADCASTING.

Strong major market manager with ability and
ambition is looking for career advancement. Have
diversified experience and record of success to
qualafy. for any station management or group
executive position. My business and personal repu-
tation is excellent, therefore | desire association
only with a good responsible company that needs
and is willing to pay for high quality professionals.
Absolutely confidential. Box F-1, BROADCASTING.

Management opportunity wanted by well seasoned,
hard working pd, who has long provided elements
essential to attain top ratings and sales success!
Experience over 12 years—all phases. Contempo-
rary-MOR programing specialist. Number one rat-
ings as drive-time air personality, too! Central
New York area preferred, but others considered.
Box F-14, BROADCASTING.

Manager, sales  manager, th;roughly experienced
retail, regional, direct selling and station opera-
tion. Desire full responsibility small, medium sta-

tion. Highest industr references, Box F-2
BROADCASTING. 4 >
Ceneral manager—Experienced all phases. Excel-

lent reputation & references.
programing—administration.
F-43, BROADCASTING.

Absentee owner . . Need 3 good general man-
ager to protect your investment? | can do the
job for you. Fully qualified all phases—particu-
lla’\:g sales. Midwest only. Box F-44, BROADCAST-

Strong on sales-
Prefer midwest Box

Husband manager £2 market FM. Wife traffic
director same market. Form team of management,
on the air, administrative, for absentee owner.
Write Box F-75, BROADCASTING.

Young, aggressive manager Iooking for opportunity
to advance. Currently managing in major market.
Non-Radio’’ owners afraid to expand. Excellent

references. Contact: Michael Drew, 1-419-475-4700
evenings.

Working partnership wanted for well qualified
jockette—tight board—Ilocal news. Invest for prof-
Ltjzsand/or exchange present partnership. 219-563-

Mature manager, announcer, copywriter who sells
and has a st ticket wants work. Any dept.

Familiar with MOR, CGW. Call 301-894-2825 eve-
nings.~No collect.

Ever hear of a salesman being held down be-
cause he produces and station can't afford to
promote him? Here's one! Will consider manage-
ment only. Box F-8, BROADCASTING.

Bnnouncers

Announcer-Df, top 40, first phone, married, draft
exempt, Desires major market, but all replies con-
sidered. Box E-16, BROADCASTING.

D), tight board.. production, solid news, 3rd phone.
Box E-140, BROADCASTING.

Looking for bright young talent? How about a
draft-exempt, marri college grad with a first
phone? How about one who's now working maijor
market MOR but wants to relocate for good oppor-
_trumty in M?err”“r_op 4% regardless of market size?
ou can get a is and more if you act quickly!
Box E£-235, BROADCASTING. Y b Y

80

Experienced disc jockey, newscaster, dependable,
creative writer/salesman, 3rd endorsed, tight board,
will relocate, South Carolina preferred. Box E-240,
BROADCASTING.

Boss Jock. Top 30 only . .
Box E-247, BROADCASTING.

. air checks available.

Very experienced D, four years college, broadcast-
ing school, live discotheque, tight board, top 40
or MOR, draft exempt, 3rd phone. Box E-263,
BROADCASTING.

Second phone/combo/personality! Top notch night
club singer and broadcast graduate up for grabs.
Ready to put power in your punch for a boost
in your rating. Good voice, tight board, college,
no drifter—Family. Box F-5, BROADCASTING.

newscaster. Married, 2
sales, Not floater. Box

Happy di, _authoritative
years experience. Want
F-11, BROADCASTING.

Teacher seeks return to broadcasting. Two years
experience. Strong news, D.)., programing. Articu-
late. creative. reliable. 3rd endorsed. Prefer Cali-
fornia, N.J., N.Y.C. Box £-19, BROADCASTING.

1st phone Announcer (no maintenance) worked
MOR medium market. Seeking Top 40, preferable
Northeast but will consider all serious offers.
Box F-20, BROADCASTING.

Walkin' talkin' idea factory. looking for a high
class, adult, entertainment-oriented.  creativity
conscious, thoroughly professional operation. Copy
and production equal to top agency stuff plus
housewife grabbing talk and music. 20 vyears.
Currently Michigan. First phone soon. Box F-23,
BROADCASTING.

Some experience—want more. Mature voice—in-

terested in news, MOR. Broadcast school grad.
Chuck Manning 215-352-5194.

First phone—Broadcast school graduate. Stable,
married, military completed. Lloyd Smith, 748

Ash, San Diego, Calif. 92101. 714-274-8069.

Age 24, married with baby. Draft free. College
& broadcast grad. Foreign languages. 3rd endorsed.
Eager to learn. Will combine announcing & sales.
Salary must be liveable for three. Few months
experience. Peter Godeanu, 98-01 67th Ave., Forest
Hills, N.Y. 212-275-4115.

3rd phone endorsed seeks progressive rock morn-
ing slot. Experienced in San_Francisco. Contact
Mick Hursh, 1883 44th Ave., San Francisco, Calif.
94122,

Music is my bag. Rock, MOR, whatever. Experi-
enced, smooth, family. Airman or PD. Chio, Michi-

gan, Indiana. Personal interview preferred. Call
after 6 p.m., Mansfield, Ohio, 419-525-0747,
Quick.

Super worker: Looking for the best—a station |
would be proud to work for, 2 years experience,
college grad, good production. Call or write: Tom
Curtis, §I3-263-7656, Adrian, Michigan.

Top 40 jock with "the” top professional reference,
seeks medium or major market. Aircheck, good and
tight, Arty Simon (212) JA 3-6562.

Creative—third class endorsed. seeking first oppor-
tunity. 100 mile radius—Detroit. 14593 San [uan,
Detroit, Michigan.

; Announcing school, TV training, 3rd en-

D.J.-Newscaster. School graduate beginner, looking
for a start. Mature voice, draft deferred, 3rd
endorsed, will travel. Box F-26, BROADCASTING.

Pennsylvania: Northeast; first phone experienced
D.|. Some television studio operation. Desires to
join sound organization offering reasonable salary
and fringe benefits. Box F-35, BROADCASTING.

Male Student, Boston, wants to travel, completing
third year college, broadcasting major, third en-
dorsed, seeks full time summer D.|. position in
small or medium market, Top 40, northeast,
border states, or northern midwest, available now
through Sept. 1, will send audition tape. Box
F-40, BROADCASTING.

First phone experienced D.). single, television
""Master Control” experience wishes to perma-
nently settle in Florida. Box F-45, BROADCAST-
ING.

Clean cut, good character, creative, draft exempt,
21 years old wants midwest location. Broadcasting
school graduate with college background. DI, tight
board, solid news. Tape on request, Box F-46,
BROADCASTING.

I'm 22, draft exempt and ready for your staff.
Any format. Currently employed east coast, will
work anywhere. Cet my tape and resume. Box
F-52, BROADCASTING.

Beginner—Like hard work, g0 anywhere. 3rd en-
dorsed. Box F-55, BROADCASTING.

Available

immediately: Broadcasting school grad.
Beginner, Will relocate. CGW, MOR preferred,
also news reporting. 3rd endorsed. Box F-S59,
BROADCASTING.

1st phone qualified limited experi-
ence, prefer, Pa., Conn, N.. or N.Y. Any for-
mat, service complete. Box F-64, BROADCASTING.

jock with

Energetic beginner, tight board, interested in
sales, married. Box F-85, BROADCASTING.

dorsed. Interested in news. Bill White, 703-587-
0117.

Technical

Chief engineer 6 years of management experience,
AM-FM. 2 vyears of television transmitter experi-
ence. Have designed and installed music recording
studios. Directional antenna experience. Married.
Presently employed with a station in dire financial
trouble. And wish to find security. My employers
know of this ad. Box F-32, BROADCASTING.

NEWS

Sports, sports-news . . married, 5 years radio-
TV. Sports and news degree. Box F-13, BROAD-
CASTING.

Chicago area stations—A hard-driving, young, mar-
ried newsman with three vyears of diversified
experience in radio and newspaper is available
immediately. Box F-53, BROADCASTING.

News vet. Experienced, 7 yrs, all facets news
and sports. Seeks major market berth. ood
references , . . (216)

writer, sharp delivery , . .
8 10.

Programing., Production, Others

Program Director—| am your man if your station
is losing money, Willing to grow with you. 10 years
RGB broadcasting experience. Available immediately.
Warm climate only. Box E-253, BROADCASTING.

Creative, big voiced, production, promotion
minded in medium market looking for new
opportunity. Box F-24, BROADCASTING.

Professional Program director (Top 40) looking
for permanent position with cooperative manage-
ment. Will relocate anywhere. Straight D.. Bit
can be arranged. Box F-36, BROADCASTING.

Experienced  dj-announcer  newscaster—3rd  en-
dorsed. Tight board, good production, available
immediately. Box F-66, BROADCASTING.

Experienced dj wants work—digs contemporary
music. Strong news and production. Married, com-
plete military, willing to travel. Box F-67, BROAD-
ING.

Bright personality: First
graduate, experienced,
BROADCASTING.

phone, broadcast school
draft exempt, Box F-68,

Carriage trade maturity. Do the job for the
advertiser, double in copywriting, talk shows. 3rd
endorsed. Recent settler California. 415-961-5704
or Box F-70, BROADCASTING.

Top 40—First phone three years experience, East-
ern market preferred. Will consider all. Write
Box F-71, BROADCASTING,

Station manager/operations 2 market FM seeks
position to ''get back into action”™, Tight board
—production—I1st phone. Like news, prefer AM,
MOR, or country. | am a proven ratings getter.
Write Box F-73, BROADCASTING.

Mature, young woman now traffic director in 32
market, wants move to network same area. Top
service for top salary. Write Box F-74, BROAD-
CASTING.

TELEVISION—Help Wanted

MANAGEMENT

CATV Manager for large community CATV sys-
tem in major N.E. area. State experience, personal
background and salary desired. Send snapshot. Box
D-241, BROADCASTING.
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TELEVISION—Help Wanted

Technical continued

News continued

Management continmed

Network-owned station in Midwestern major mar-
ket seeking Public Affairs Manager. Expected to
manage department, maintain community relations,
create and produce public affairs series. Must know
budgets and assist on License work. Ability to write
copy and repertorial narrative is helpful but not
requirement. Prior broadcast experience and salary
requirements should be stated in reply. An equal
opportunity employer. Box E-266, BROADCASTING.

General manager for medium market television sta-
tion—Midwest. Must be strong on organization and
knowledgeable in all areas of station operation,
ir':lc(lsude resume first letter. Box F-76, BROADCAST-

Midwest sales manager. We need a knowledgeable
broadcast executive who can effectively repre-
sent our consulting service to midwest TV and
radio station owners. This opening is in the
territory that includes Illinois. Wisconsin, Indiana
and Michigan and travel would be required 2 days
per week. Our services include “Executive Search”
and recruitment of air talent, acquisition of
broadcast properties for clients, and evaluation
of station personnel. Qualifications must include
proven record as salesman, substantial interest in
every phase of station operation, and ability in
problem solving. Candidates should possess a col-
lege degree and have a strong desire to beccme
a leader in the broadcast industry. Base salary of
$18.000 plus liberal commission arrangement. Total

earnings will exceed 525,000 first year. Stock
options available for right man. Call Ron Curtis,
President, Nationwide ~Management Consultants:
312-337-5318.

Sales

Experienced salesman for major upstate New York
market. Aggressive self-starter with management
potential. Salary plus commission. Box E-73,
BROADCASTING,

We are a young east coast communications com-
pany that recently entered the videotape equip-
ment leasing and commercial production fields.
We have two mobile units. the latest color equip-
ment and qualified personnel. What we need is a
highly motivated sales exec who has the ability
to ''move” our equipment and organize our com-
mercial production division. This is more than
just a job. We offer income incentives. stock op-
tions and other benefits. |f you want to grow
with us reply in confidence stating current earn-
ings, sales volume and availability. Box F-50,
BROADCASTING

Major group station in pation's 13th largest city
has immediate opening for hard working salesman.
Write local sales manager, WOAI-TV, Box 2641,
San Antonio, Texas. An egual opportunity employer.

Announcers

Major market midwest TV station has immediate
opening for staff announcer. Radio or TV experi-
ence essential. Outstanding opportunity for repend-
able person in collece community. Full details,
including salary requirements in first letter to Box
E-214, BROADCASTINC.

Needed! On-camera 2nd booth announcer for
northeast top 50 market VHF. Man we select
must possess good voice and personality. Knowl-
edge of audio operation helpful. Will consider
radic man if voice is #ood. Resume. audio’video
tape to Box F-10, BROADCASTING.

Experienced television announcer for commercials
and some news, weather and sports. Excellent
pay for rightt man. Send VTR or SOF with resume
to this top-100 midwest television station. Box
F-42. BROADCASTINGC.

Techniecal

Chief Engineer for large CATV system. Reply eiving
complete  details including salary required Ex-
cellent position. Box D-242. BROADCASTING.

Wanted CATV engineer for new major system in
southeast. Craduate engineer preferred but will
consider experienced CATV man. Reply to Box
£-65. BROADCASTING

Immediate opening for right man in number two
engineering slot. TV serving large Southern market,
member of progressive group. Applicant must have
desire to be chief, along with strong background,
both technical an” administration. Excellent salary
and fringe benefits. Send resume and references
to Box E-218, BROADCASTING.

Excellent opportunity for a licensed engineer. One
of our transmitter engineers is going to France.
1f you would like to apply for his job contact
KCOY-TV, Channel 12, 1503 North McClelland,
in smog and snow free Santa Maria, California,
93454,

VHF, full color, newest, best equipped station in
the market needs experienced studio and trans-
mitter enginecrs 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.

Exceilent news references, prefer west. From Pres-
idents to slums, ekistics and ecology documenta-
ries. Humble but guarantee results as in-field
airman, special projects cinematographer, producer
or administrative. $12,000 minimum, 3 weeks va-
cation. 816-454-0870. Box F-22, BROADCASTING.

New York—Binghamton . . . Dependable person with
first class license . . . to handle UHF transmitter
and studio operation. Growth potential for the
right person. Salary commensurate with experience.
glalzl l(lfgéef Engineer, WBJA-TV, Binghamton, N.Y.
i - "

Immediate opening—Engineer with first phone. ex~
perienced in switching, projection, and general
control room-transmitter operation. Maintenance ex-
perience not required but helpful. Write or phone

Apollo 10?7 No, I'm not asking for the Moon,
just plenty of space to put my multiple talents
to work as News Director, producer or anchor-
man. Highly skilled writer with publication credits.
More than 20 years experience, 7-plus in present
position. Want fresh opportunity with news-con-
mgus station or group. Box F-29, BROADCAST~

Murrow-trained former CBS 3rd market newsman
and supervisor seeks news directorship. Currently

Phil Witt, Chief Engineer, WCOV-TV, P.O. Box  anchorman major chain. Will consider doubling
2505. Montgomery, Alabama 36105. in right market. Box F-48, BROADCASTING.
NEWS News-documentary  writer/producer Three

Opportunity for alert Newsman who can gather,
write and deliver news, Texas, VHF. Box E-188,
BROADCASTING.

News director with experience and editorial skills
for station in Texas Gulf coast cily. Box E-207,
BROADCASTINC.

years major market background,

Strong writing
ability. Box F-60, BROADCASTING.

Sports-weather-news! Versatile pro giving up sports
G news service in major market. Open to all offers.
Box F-69, BROADCASTING.

Programing, Production, Others

Midwest network affiliate needs versatile young
newsman able to write news, shoot film and do
some on-air news and sports. Send resume and
tape to Box E-269, BROADCASTING.

TV Art Director/Graphic Artist. Eight years experi-
ence; color production, set design, animation, illus-
tration. graphics. Resume and portfolio on re-
quest. Box E-225, BROADCASTING.

TV Newsman for top-rated Washington Post-News-
week Station, Florida. Cood at reporting, writing,
on-air. Contact Bill Crove, WIXT-TV, Broadcast
House, facksonville. Florida 32207. An equal oppor-
tunity employer (M/F)

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, BROADCASTINCG.

Midwest TV Station seeking production man. Would
be directing commerciais and shows, and in charge
of Production people. Must have ability to lead
people and produce great commercials. Send re-
sume and salary desired to Box E-224, BROAD-
CASTING.

Photo technician—full charge of color movie proc-
essor and complete photo [ab at VHF station in
Florida. Box E-229, BROADCASTING.

Program director for major southern CBS affiliate.
Top ratings and top facilities. We are looking
for a man with creative ideas who is in tune
with the young generation and knows contempo-
rary graphics. Our candidate is probably now a
production manager or executive procucer ready
for the move up to program director. This is
the right opportunity. Creative atmosphere. pro-
gressive company, bright future and good salary
for the right man. An equal oppcrtunity employer.
Box F-51, BROADCASTING.

Promotion Director—Creative professional in TV
Station, sales, copywriting and research. Send re-
sn.émes to Milton Grant, WDCA-TV, Washington,
16, D.C.

TELEVISION
Situations Wanted Management

Experienced general manager desires larger chal-
lenge. Twenty years broadcast experience [n the
past four years | directed a medium market sta-
tion to top rating in the country and new billing
record. Married. 40, four years colleze. Box F-54,
BROADCASTING.

Technical
Engineering Manager, currently responsible for
major AM/FM/TV group operation. BSEE. Have
built many complex broadcast facilities from

ground up. Knowledgeable on budgets. union rela-
tionships, FCC, personnel and operations. Box F-18,
BROADCASTING.

Ist phone, 7 yrs experience, studio and transmitter
cperator, 40 yrs old, family man. Box F-39,
BROADCASTING.

Newsman, 10 years radio and television including
television network affiliate news director. Box
E-230. BROADCASTING.

Weatherman, professional meteorologist with AMS
Seal backed by several years of solid broadcast
experience desires permanent relocation. Box F-21,
BROADCASTINC.

Creative young talent. Draft exempt. B.A., M.S.-
TV. Two years experience all phases of broadcast-
ing in college station including NYC. UHF TV
station credits as producer, director, A.D., writer,
researcher. Salary and position no object. Will
relocate. Box F-27, BROADCASTING.

Art director—14 years experience, hard working,
good common sense. Resume will speak for itself.
Box F-57, BROADCASTING.

WANTED TO BUY—Equipment

We need used 250, 500, | KW G 10 KW AM and
FM transmitters. No junk. Guarantee Radic Supply
Corp., 1314 Iturbide St., Laredo, Texas 78040.

FM—equipment for 3KW ERP Mono, need every-
thing from mike to antenna. Box E-92, BROAD-
CASTING.

Need sound effects record library reasonably priced.
Box E-268, BROADCASTING.

Wanted to buy 250 or | KW FM transmitter, rea-
sonable. Box E-286, BROADCASTING.

400 to 500 foot self supporting tower. Give de-
tails & price. Mr. Lee, WSBC, 2400 W. Madison
St.. Chicago, Il 60612.

Complete commercial sound recording equipment
Must be the very best. All or any_ part. Phone
1312) 478-0050, Mr. Bickett, after 5:00 pm call
1312) 692-7245.

FOR SALE—Equipment

Coaxial-cable—Heliax, Styroflex, Spiroline, etc. and
fittings. Unused mat’l—large stock—surplus prices.
Write for price list. S-W Eiect., Box 4668, Oakland,
Calif. 94623. phone 415-832-3527.

McMartin  TBM 4500—A stereo monitor includes
remote modulation meter. Like new §1650. GE
BMI-A FM frequency, modulation monitor. Excel~
|Se~1r23lc'?gdi”°n $400. KBIQ-Seattle 98133. 206-

5 KW. RCA Type 5DX AM Transmitter; more in-
formation, Willard Shoecraft, KIKO, GClobe, Ari-
zona. Phone 602-425-4471,

Gates BC-5B transmitter. Excellent condition. Avail-

able immediately. KRLC, Lewiston, idaho, 208-
743-1551.
Andrew Multi-V 8 Bay FM antenna. In service

now and giving excellent performance. Reasonably
priced. Will consider donating to bona-fide non-
profit organization. John R. Kreiger, KVET, 113
WestSSth Street, Austin, Texas 78701. ACSI12-
478-8521.

We're increasing TPO and will have available one
Cates FM-10B, 10kw FM transmitter used five
years and in excellent condition. Package includes
M-6095 exciter, M-6146 stereo generator, M-6160
sub-carrier generator and solid state power supply.
D. E. Wright, WRIG. 529 Third Street, Wausau,
Wisconsin 54401. (715) 845-4275.

BROADCASTING, June 2, 1969
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FOR SALE—Equipment

INSTRUCTIONS continued

continued

Two RCA TK-41, two TK-42 cameras. Fully up-
dated, presently in service, available soon. Jim
Wulliman, WTM|, Milwaukee, Wis. 414-271-6000.

New Coltins TT 400/200 turntables. Due to the
acquisition of QRK by CCA Electronics, it has
been mutually agreed, QRK will no longer manu-
facture these turntables for Collins. QRK has avail-
able a limited number of these turntables at 109
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 Jersey Avenue, Gloucester City, New
Jersey (609} 456-1716.

1 used 280’ $.5. Blaw Knox AM fower, A-3 light-
ing & transformer on ground. Immediate shipment.
Drawings available. A.T.E.C, 3747 W. Berridge
Lane, Phoenix, Arizona 85019, phone 602-939-
0177,

Nems-Clark 108-E phase monitor. Up to 8 towers.
$295.00. R. Barrett, P.O. Box 1031, New London,
Conn. 06320.

Spotmaster, Scully, Magnecord, Crown, Amega,
Infonics, duplicators. Lease. finance, trade. Audio-
vox, Box 7067-55, Miami. Florida 33155.

Broadcast crystals, New or repairs for Gates, RCA,
Bliley, W. E. and |-K oven holders. AM monitors
serviced, bought and sold. What have you, what do
you need? Fastest service, reasonable prices. Over
25 years in business. Eidson Electronic Co. Box 96,
Temple, Texas 76501. Phone 817-773-3501.

Self-supporting and guyed towers. Any type ground
wire—.68¢ per pound. Bill Angle, P.O. Box 55,
Creenville, N, C, 752-3040.

For sale equipment—See display ad for Ed Ries
& Assocs.

MISCELLANEOUS

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, Ceorgia 30309.

Be prepared, First Class FCC License in six weeks.
Top quality theory and laboratory instruction. Fully
approved for veterans training. Elkins Radio License
School of New Orleans, 333 St. Charles Avenue,
New Orleans, Louisiana 70130.

Attention Houston and Gulf 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, production, newscasting,
sportscasting, console operation, disc jockeying and
all phases 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 Schools, Elkins Institute, 2603 Inwood
Road, Dallas, Texas 75235

Radio Engineering Incorporated Schools have the
finest and fastest course available for the st Class
Radio Telephone License (famous S week course).
Total tuition $360. Class begins at all R.E.I. Schools
June 30, and Aug. 4. Call or write the R.E.l.
School nearest you for information.

R.E.l. in Beautiful Sarasota, the home office, 1336
Main Street, Sarasota. Florida 33577. Call {813}
955-6922.

R.E.l. in Fascinating K. C. at 3123 Gillham Rd.,
Kansas City, Mo. 64109. Call (816) WE 1-5444.

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.

Broadcasters are passing their first phone exams in

Deejay Manual is a collection of funny radio one-
liners, bits and gimmix. $3.00—Write for free
“Broadcast Comedy'' catalog. Show-Biz Comedy
Service {Dept B) 1735 East 26th Street, Brooklyn,
N.Y. 11229,

Deejays! 11,000 classified gag lines. $10.00. Un-
conditionally guaranteed. Comedy catalog free.
Edmund Orrin, Mariposa, Calif. 95338.

Wanted—Information on the whereabouts of David
L. Webster, also known as Dave Lawrence. Reward
for information. Call 404-267-6310 collect.

R-A-D-1-0—Radio’'s most exciting game! (Play it
like Bingo) Terrific audience builder. Give away
FM/or AM Radios with your station logo, fixed to
your station frequency. Exclusive for your market!
Write BROADCAST PROMOTIONS, Box 808, Hunts-
ville. Alabama 35804.

TV Program Salesman. Carry our new, exciting
syndicated ‘'game” show with you, and make an
easy, profitable sale in every market. Liberal com-
missions. Write, telling what territory you cover.
Box E-277, BROADCASTING.

INSTRUCTIONS

F.C.C. License Course available by correspondence.
Combination correspondence-residence  curriculum
available for BSEE Degree. Grantham Schools, 1505
N. Western Ave., Hollywood, California 90027.

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 outstanding success rate has
brought expansion in 1969 to Boston, Detroit, At-
lanta, Denver and New Orleans. Our 17th year
teaching FCC license courses. Bob Johnson Radio
License  Training, 1060D, Duncan, Manhattan
Beach, Calif. 90266. Telephone 213-379-4461.

Follow the leader to a fast first phone . . . The
nation's original four week accelerated course with
results guaranteed . .. Tuition $295.00, G| approved,
next class June Sth. Tennessee Institute of Broad-
casting, 2106-A Sth Ave. South, Nashville, Tennes-
see . . . Phone 615-297-8084.

Help Wanted

NEW MEXICO IS A GOOD
PLACE TO LIVE!

Openings for DJ’s, salesmen, engineers, news.
men and combos in small to medium sized
markets, Applicants from nearby states pre-
ferred. Send typed resume and requirements.
New Mexico Broadcasters Association
Box 1964, Sante Fe¢, New Mexico 87501

RADIO—HELP WANTED

First Class License in six weeks. Highest success rate
in the Creat North Country. Theory and laboratory
training. Approved for Veterans Training. Elkins

Institute in Minneapolis, 4119 East Lake Street,
Minneapolis, 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 Jackson Street, Chicago,
Hlinois 60604.

Elkins is the nation's largest and most respected
name in First Class FCC licensing. Complete course
in six weeks. Fully approved for Veteran's Training.
Accredited by the National Association of Trade
and Technical Schools. Write Elkins Institute, 2603
Inwood Road, Dallas, Texas 75235.

Management

Since 1946. Original 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 Engineering
School, 5075 Warner Avenue, Huntington Beach,
California 92647. (Formerly of Burbank, California)

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. 1009 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 East Hartford, Connecticut
. the nation's original four week accelerated

'fir.st_ phone course with results guaranteed . , .
tuition $295.00, next class June 23 . . . Technical
Institute of Broadcasting, 800 Silver Lane, East

Hartford, Conn., 06118 . . . Phone 203-246-4443
. . . Associated with TIB, Nashville, Tenn.

Go First Class!! First class license in four weeks
or less. Total cost $295.00. Money-back guarantee.
Classes begin on 1Ist and 3rd Monday of each
month. Write or call: Tennessee Electronics Insti-
fute, 121 Fairfax Ave., Nashville, Tennessee 37203.
615-297-3213 or 889-2480.

What are the needs of the broadcast industry???
Employees who have a good basic understanding
of all station operations, with flexible announcing
ability, 1st class tickets, can run tight board, able
to write & produce good commercial material, help
develop good Sponsor relationships, can 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 Schoo! of Radio & TV, (est. 1937} 1653 N.
Cherokee, Hollywood, Calif. HO 2-3281.

Help Wanted
Management continued

TITTTITIT T T T |

DENVER

Top rated Denver Radio Sta-
tion is seeking General Man-
ager with a record of accom-
plishment. Sales Management
experience acceptable. Salary
$24,000.00 plus strong incen-
tive. Send resume in strictest -
confidence.

TTTITTTTITIITI T

Box F-7, Broadcasting.

STATION BROKER

New station brokerage firm needs a Radio or Television Executive

capable of assisting clients in the acquisition of broadcast properties.

Outstanding financial opportunity for the right man. Earnings should
exceed $50,000.00 per year.

Chicago base and limited travel.
Call Ron Curtis
312-337-5318

“Nationwide ‘Management Consultants
645 North Michigan Avenue, Chicago, illinois 60611

Specialists in ‘Executive ‘Recruitment
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SALES OPPORTUNITY

Vital, young radio producing firm
has excellent opportunity for ex-
ecutive professional salesman with
radio station experience on the
local level. Travel necessary with-
in a 5 or 6 state area. Good salary
and benelts—excellent future.
Send resume, in complete con-
fidence to:

Box F-49, Broadcasting.

[T T T o T TR T T T

Announcers

DO YOU KNOW AND
UNDERSTAND NIGHT TIME RADIO?

Progressive, major market station now
looking for a creative, exciting 7 to
midnight personality. This is a top job
for » top man. Send resume and demon-
stration tape showing how you propose
to build an audience.

Box F-4, Broadcasting.

;

Radio Stations with 35 years ex-
perience available for Private
Consultation on Evaluation or
Operation of Radio Stations. Box
E-171, Broadcasting.

il

Sales

BROADCAST SALES PRO

One of West Coast’s best known
and productive broadcast sales
and marketing execs presently
in senior management with ma-
jor group broadcaster seeks new
challenge. Vast experiences in
TV, radio, rep and network sales
and administration. Exception-
ally strong agency, client and
media contacts.

A proven self starter with indus-
tries’ highest references.

Box F-3, Broadcasting.

1st Class licensed DJ
for metro group-owned C&W sta-
tion. Top salary, fringes. Send
complete resume, salary require-
ments and tape.

Box F-41, Broadcasting.
An equal opportunity employer.

¥
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Broadcast and Live in the Sun!
Dominant station on S.E. coast needs:
1. Combination Morning Man and Pro-
gram Director with Imagination.
2. Night Top 40 Jock with 1st who
can sell on and off Air.
Submit resume, tape. salary needs with
full length snapshot to
Box F-72, Broadcasting.

NEWS

NEWS DIRECTOR

Immediate opening for an experienced,
imaginative Broadcast Journalist and Ad-
ministrator to assume a challenging posi-
tion with one of the nation’s top broad-
cast groups.

Company offers a good starting salary, an
excellent fringe benefit program, and a
unique opportunity for future growth. Can-
didate must have a record of proven success
as news director.

Send detailed, confidential resume of edu-
cation, experience, salary history and career
objective to:

Mr. Don McMullin, Mgr. News Program-
ing, AVCO Broadcasting Corp., 140 W.
9th St., Cincinnati, Ohio.

Equal opportunity employer (M/F)

Situations Wanted

9

GENERAL MANAGER

Over twenty years of experience in
Radio and TV Station management,
sales, sales promotion and pro-
graming. Salary requirements high.
Also want option to buy percent-
age after a period of time.

Write Box E-267, Broadcasting or
Phone Mr. M. 212 TR-3-0810
after 6 P.M.

BROADCASTING, June 2, 1969

NEWS
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— NEWSMAN SEEKING —

Position with first-class radio or radio-tv
news operation. Top 10 markets only. Pres-
ently ncws director at major radio station.
Professional  broadcast  journalist

strong delivery. Under 30. Reply to:

Box F-38, Broadcasting.
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Sales Management continued TELEVISION
!E_IIIII!IIIIIIIIIIIIIKIIIIIIIIIIIIlllllllllllllllﬂllllllllIIIIlllllllllllllllll“l“l g CONSULTANT Help Wanted—Technical
g OUTSTANDING Retired Manager and Owner of

TV CHIEF ENGINEER
$18,000.00

NEW YORK STATE
Call: Ron Curtis

Nationwide Management
Consultants

312-337-5318

NEWS

NEWS

Number one station in major market
accepting applications from anchormen
who feel they're ready to move up.
Also will consider other major market
anchormen or network staffers. Send
resume to:

Box F-4, Broadcasting.

Situation Wanted—Announcer

ANNOUNCER?

Let Dick Good help you.

i

Get a Columbia School of Broadcast-
ing graduate to fill your next opening.
It's a free service we provide to your
station and to 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 write Dick
Good and he'll send you a tape,
resume and photo of a good graduate
MEar yoll.

Columbia School

of Broadcasting
4444 Geary Blvd., San Francisco 94118
Telephone: (415) 387-3000

Mol mMilFaked wits CBE, In

Career Building, 611 E. Wells Street

o Newscasters ® Sportscasters

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!

a
X
v

CAREER ACADEMY

International Placement Center

Milwavkee, Wisconsin 53202
Phone: (414) 272-4822

The Man
o O
Woman

You Need!
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Television—Situations
Wanted—Management
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GENERAL MANAGER

Over twenty years of experience
in Radio and TV Station man-
agement, sales, sales promotion
and programing. Salary require-
ments high. Also want option to
buy percentage after a period of
time.

Write Box E-276, Broadcasting
or Phone Mr. M. 212 TR 3-0810
after 6 p.m.

NEWS
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7 MAJOR
NEWS AWARDS
NEWSCASTING
FEATURE &
DOCUMENTARY
31 vyears old—Now anchoring
VHF prime time news block.

Seek News Director—Anchor-
man position.

Box F-62, Broadcasting.
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Programing, Production, Others

—

TODAY SHOW

Young, fast moving producer of The Today
Show abroad seeks new sophisticated chal-
lenge with modern organization. For in-
depth details and background, it's
Box F-30, Broadcasting.

FOR SALE—Equipment continued

Secured Party’s Sale at Auction!!

VIDEO CLOSED CIRCUIT TV

Origination—Distribution—Display—Equipment
to be sold on the premises at
Sylvania Electric Products, Inc.
100 First Ave. (Bldg. #£1), Waltham, Mass.
Thurs., June 19th starting at 11 a.m.

Complete Mobile TV Production Unit
Sylvania model SC-A10004 Mobile Television Production Unit Mounted in 1967
GMC Air-Conditioned Van Featuring SC-9A Viewfinder Cameras, 2-Bay Studio
Console with Switching and Special Effects, 4 K.W. Generator, and Lighting Kit.

Cameras—Monitors—Recorders
S0 Sylvania TV Cameras, General Purpose, Studio View finder, Studio TV, Indus-
trial and Film Chain Types: 3 Sylvania Studio Movieplex Systems; 22 Sony EV
& PY Model Video Tape Recorders; 3 Ampex 7500/c Video Tape Recorders; 5
Sylvania TV Microscopy Systems; 28 Conrac and Tektronix TV and Waveform
Monitors: 3 Sylvania 3-Bay Consoles; Lenses: Special Effects Controls; Power
Supplies; Mikes; Etc. 4 1967 GMC 9 Handi Vans.

In addition to the above items, there will be sold a large group of manufacturer's
surplus video TV equipment including cameras, tape recorders, monitors, lenses,
controls, etc.

Inspection June 16,17,& 18,9 am. to 4 p.m.
Detailed Catalogue Upon Request

Terms: 25%, Deposit by cash or certified check only, unless credit previously approved.
All items sold as they stand. Other terms to be announced at the sale.

JOSEPH FINN CO. AUCTIONEERS
15 Broad Street
Boston, Massachusetts 02109
(617) 227-1886

Employment Service

Miscellaneous

PERSONALIZED
STATION COVERAGE

U.S. OPEN
GOLF TOURNAMENT

=
I I
| !
l |
I |
| |
| |
| |
I HOUSTON, TEXAS |
: June 13, 14, 15th :
| Empire Sports Productions |
| Keeseville, N.Y. |
: Phone S15-834-9082 |

|
L ]

FOR SALE--Equipment

H_R ED RIES AND ASSOCIATES

FOR SALE: Ampex VR 2000 VTR with one [ine
D.0.C. Amtee, Intersyne, Colortec, Autochroma and one
headweel. Excellent price and availability. Write, wire
or phone:

414 NB. ALFRCD BY. / LDB ANGELES / CALIF, 20048/ U.S.A.
EABLE ADDRESS: EDRICSTY, LOS ANBELES / (ll!) 651-5080
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a: When You're Looking
For People . . . Look to
IBA Graduates.

THE AMPS AGENCY

IBA students learn in actual radio sta- 8Y BROADCASTERS = FOR BROADCASTERS

tions and are trained in all phases of the

industry. We have graduates available.
IBA or female in the broadcasting business. Give

s a call, or write telling us of your needs.
Th%f:;‘ggass{sltgg)uzg;‘ythe :II inquiries will be held in confidence.
INSTITUTE OF BROADCAST ARTS * THE AMPS AGENCY w

69'4 West Appleton Avenue All Media Placement Service

f " : 3924 Wilshire Blvd., Los Angeles, Calit. 90005
Milwaukee, Wisconsin 53216 Telephone 213-388-3116

Stations, groups and networks successfully
use our services. We fill all positions, male

414-466-2090
FOR SALE—Stations
Tenn.  Small AM & FM  225M cash 7 Fla. Small Coastal 85M  29%
Ks. Small Profitable 135M  29% | Pa. Small M 160M  29%
Rls.  Metro Daytime 115M  SOLD | N.Y. Suburb  Daytime 325M 29%
Midw. Major Daytime 150M 50M | NW.  Metro Daytime 150M  terms
S.E. Major Profitable 1,031M merger | Midw. Major 1] 135M  50%

CHAPMAN ASSOCIATES
media brokerage service®

2045 Peachtree Road Atlanta, Ga. 30309
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FOR SHALE—Stations

continued

LaRue Medin Brokers Jne.

116 CENTRAL PARK SCUTH
NEW YORK, N. Y.
265-3430

Confidential Listings

RADIO—TV—CATYV
NE. — S.E. — S.W. — NW.

CGi. BENN F"T'"T‘

L. \'I'{hl.‘lr\l 'I'\.E .

BROKERS-CONSULTANTS

STATIONS FOR SALE

CALIFORNIA. Medium market FM. One
of the fastest growing and more de-
sired areas of the state. $125.000.
Terms to qualified buyer.
SOUTHEAST. AM-FM. Exclusive. Priced
at $125,000. 299, down.

MAJOR MARKET AM-FM. Price $650,-
000. Terms possible.

FAR WEST. Major market.
e Terms,

JacL L. Sto

and ASSOCLATES

6381 Hollywood Blvd.
Los Angeles, California 90028
Area Code 213-464-7279

1.

$375,000.

pwN

MT—
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WANTED TO BUY—Stations

INTERESTER IN ACQUIRING

Radio station in progressive community (pre-
ferable umversntr town) with college and/or
pro sports available P & L at breakeven
or better only. Principals only, no brokers.

Box F-31, Broadcasting.

CAMP FIRE GIRLS IS SOMETHING TO
GROW ON, TO BE IN, TO SHARE, TO
BUILD WITH

Camp Fire Girls, Inc. / 65 Worth Street /N.Y.. N.Y. 10013

(Continued from page 78)

height to 145 ft. Action May 23.

» Kankakee Valley Broadcasting Co.. Knox.
Ind.—Broadcast Bureau granted mod. of
CP to change trans., add vert. polarization;

ERP 3 kw; ant. height 300 [t.; remote
control permitted: condition. Action May
22,

= KCRF-FM  Winnsboro. La.—Broadcast
Bureau granted remote control. Action
May 21.

8 WCLI-FM Corning. N.Y.—Broadcast Bu-
reau granted license covering changes. Ac-
tion May 22.

= WBRE-FM Wilkes-Barre, Pa.—Broadcast
Bureau granted remote control. Action May
21.

s KNWC-FM Sioux Falls. S.D.—Broadcast
Bureau granted license covering new sta-
tion. Action May 20.

8 KASE(FM) Austin. Tex.—Broadcast Bu-
reau granted CP to change studio and re-
mote control location to 705 North Lamar.
Austin: install circular polarized ant.: ERP
to 26.5 kw: ant. height to 360 ft.; remote
control Permitted. Action May 2

Call letter applications

a KDB-FM. KDB Broadcasting Co.,
Barbara. Calif. Requests KRXM(FM).

® WMYR-FM. Robert Hecksher, Fort Myers,
Fla. Requests WHEW(FM).

Call letter actions

Santa

= KCVR-FM. KCVR Radio. Lodi. Caliif.
Granted KXKX(FM).
s WENE-FM, WENE Inc., Endicott. N.Y.

Granted WMRV(FM).

Renewal of licenses,
all stations

® Broadcast Bureau granted renewal of li-
censes for following stations and co-pend-
ing auxiliaries: WALY Herkimer, WATN
Watertown, WAUB Auburn, WBAZ Kings-
ton, WBEN Buffalo, and '"WEBO OweRgo.
all New York: WCTC-AM-FM New Bruns-
wick, N.J.: WGR-AM-FM Buffalo. WHEC
Rochester,  WHEN Syracuse, WHLD-AM-
FM Niagara Falls, WINR Binghamton.
WINS New York. and WKAL Rome, all
New York: WKER Pompton Lakes, N.J.:
WLFH Little Falls,. WMSA Massena,
WOSC-AM-FM Fulton. WROC Rochester.
WSNY Schenectady. WSOQ North Syra-
cuse. WOXR-AM-FM New York, WWNY
Watertown, WEHH-FM Elmira, WHLI-FM
Hempstead. WKOP-FM Binghamton. and
WLIB-FM New York, all New York: WLVP-
(FM) Franklin. N.J.: WRFM(FM) New
York. WRUN-FM Utica and WTFM(FM)
Lake Success. all New York. Actions May
22,

® Broadcast Bureau grantcd renewal of li-
censes for following stations and co-pend-
ing auxiliaries: WADV(FM) and WBEN-
FM. both Buffalo, N.Y.: WBJH(FM) ’I‘ren-
ton. N.J.: WBNY-FM__Buffalo,

WCHR-FM  Trenton, N.J.: WDCX(FM)
and WDKC(FM) Albany. both New York:

WFME(FM) Newark. N.J.: WFMN(FM)
Newburgh and WHFM(FM) Rochester.
both New York: WIXL-FM Ncwton.

WKDN-FM Camden, WMVB-FM Millville,
WVNJ-FM Newark. WOBM(FM) Toms Riv-
er. and WPAT-FM Paterson. all New Jer-
sey: WPIX-FM New York: WRNJ(FM) At-
lantic City: WROW-FM Albany. WRVR(FM)
New York. WSLU(FM) Canton. *WAER
(FM) Syracuse and *WAMC(FM) Albany.
all New York: *WBGO(FM) Newark. N.J.:
*WCSQ(FM) Central Square. *WCWP(FM)
Brookville and *WECW(FM) Eimira. all
New York: *WGLS-FM Glasshoro. N.J. Ac-
tions May 22.

® Broadcast Bureau granted renewal of Ili-
censes for following stations and co-pend-
ing auxiliaries: WIQT Horseheads. WIRY
Plattsburgh and WIZR-AM-FM Johnstown.
all New York; WJIC Salem. N.J.: WJJL
Niagara Falls. N.Y.: WJLK-AM-FM As-
bury Park. N. J.: WITN-AM-FM Jamestown.
WKAJ-AM-FM_ Saratoga Springs. WKBW
Buffalo. WKNY Kingston. WKSN-AM-FM
Jamestown, WLNA-AM-FM Peekskill,
WLNG Sag Harbor. WLSV Wellsville and
WMCR Oneida. all New York: WMID At-
lantic City: WNBZ Saranac Lake, N.Y.:
W J Newton. N.J.: WNYC-AM-FM New
York. WPAW East Syracuse. WRMY Rome
and WSGO Oswego. all New York: WSLT
Ocean City-Somers Point, N.J.: WSEN-

AM-FM Baldwinsville, N.Y.; WSNJ-AM-FM
Bridgeton, WTMR Camden and WTTM
Trenton, all New Jersey: WVIP-AM-FM
Mount Kisco. WVOS-AM-FM Liberty and
K{VOT'; Watertown. all New York. Actions
ay 22.

= Broadcast Bureau granted renewal of li-
censes for following stations: *WGSU(FM)
Geneseo. N.Y.: *WHPH(FM) Hanover,
N.J.: *WHRW(FM) Binghamton, *WICB-

(FM) Ithaca. *WIRQ(FM) Rochester. and
WKCR-FM New York, all New York;
‘WN’I‘I(FM) Hackettstown and WPRB-

(FM) Princeton. both New Jersey; *WNYE-
(FM) Brooklyn. *WRUR-FM Rochester and
*WSHR(FM) Lake Ronkonkoma, all New
York: *WSOU(FM) South Orange, N.J.:
*WSPE(FM) Springville, *WTSC-FM Pots-
dam. *WVCR-FM Loudonville. *WVHC(FM)
Hempstead. *WCNY-TV Syracuse, *WMHT-
(TV) Schenectady. *WNYE-TV New York,
and *WXXI-TV Rochester, all New York.
Actions May 22.

® Broadcast Bureau granted renewal of li-
censes for following stations and co-Pend-
ing auxiliaries: WTOA(FM) Trenton, N.J.:
WVBR-FM Ithaca. WXQL(FM) Glens Falls,
WGR-TV  Buffalo. WHEN-TV Syracuse,
WINR-TV and WNBF-TV. both Bingham-
ton. WNEW-TV New York, WNYS-TV
Syracuse. WROC-TV Rochester, WWNY-TV
Carthage. *WBFO(FM) Buffalo, WAST-
(TV) Albany, WBEN-TV and WKBW-TV.
both Buffalo. WKTV(TV) Utica. WNED-
I'V. Buffalo. WNYC-TV and WPIX(TV),
both New York. and WTEN(TV) Albany.
all New York: WNDT(TV) Newark, N.J.
Actions May 22.

8 Broadcast Bureau granted renewal of 1i-
censes for following stations and co-pend-
ing auxlliaries: WABY Albany and WACK
Newark, both New York: WAWZ-AM-FM
Zarephath, N.J.; WBNR Beacon, WBTA
Batavia. WBUZ Fredonia, WBVM Utica.
WCBA Corning. WCGR Canandaigua. and
WCLI-AM-FM Corning, all New York:
WCRV Washington, N.J.: WCSS Amster-
dam, WDLA Walton, WDLC Port Jervis
and WDOS Oneonta. all New York; WDVL
Vineland. N.J.: WEBR-AM-FM Buffalo.
WELV Ellenville and WENY-AM-FM El-
mira. all New York: WERA Plainfleld.
N.J.: WFAS-AM-FM White Plains, WFBL
Syracuse. WFLR Dundee. WGBB Freebort.
WHAZ Troy, WHAM Rochester, WHCU-
AM-FM Ithaca and WHHO Hornell, all New
York: WHTG-AM-FM Eatontown, N.J.:
WIGS-AM-FM Gouverneur, N.Y. Actions
May 22.

Modification of CP’s,
all stations

8 Broadcast Bureau granted mod. of CP's
to extend completion dates for following
stations: WFMH-FM Cullman. Ala., to Aug.
8: *KAXR(FM) Flagstaff. Ariz.. to Nov.
11: KPAY-FM Chico. Calif.. to Nov, 28:
WORJ-FM Mount Dora. Fla., to Oct. 1:
WANM(FM) Tallahassee. Fla.,
WCHD(FM) Detroit to Dec. 7;

FM Marshall. Mich., to Nov. 13: KTIS-FM
Minneapolis to Dec. 4: WSJC-FM Magee,

Miss.. to Aug. 15: WBIV-FM Waethersfield
township. N.Y., to July 15: KPNW-FM
Eugene, Ore.. to Nov. 25: WGSA-FM

Ephrata. Pa.. to Dec. 8: WSUR-TV Ponce.
P.R., to Nov. 21: *WSBF-FM Clemson,
S.C.. to Nov. 8: *WFMQ(FM) Lebanon.
Tenn.. to Sept. 1: KJWE Burien. Wash..
to Dec. 8: KDUX-FM Ocean Shores. Wash..
to Nov. 1. Actions May 21.

Translator actions

® Broadcast Burcau granted licenses cover-
ing following new VHF TV translators:
K09HO Thorne Bay. Alaska: KO04FL Lake-
shore. Calif.: KO06FR. K12GV. K10GL and
KO08GC Laytonville, Calif.: K09FW Willlits,
Calif.: KO8GC Alma. Pleasanton, Glenwood.
and Mule Creek area, all New Mexlco:
K13JB and K11I¥X, both Gabbs, Nev. Ac-
tions May 21.

® Broadcast Bureau granted licenses cover-
ing following new UHF TV translators:
K81BH Gypsum. Gypsum Valley. Dotsero
and Riland. all Colorado: K71BO Herington.
Kan.: WT4A0 Manchester. Manchester
Center and Bennington, all Vermont. Ac-
tions May 21.

® KO7TFP Show Low, Ariz.—Broadcast Bu-
reau granted CP to change trans. and
rzgake changes in ant. system. Action May

® KO6FX Show Low Lake area and Shum-
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way area, all Arizona—Broadcast Bureau
granted mod. of CP to change frequency
to ch. 70 (806-812 mecs); change call sign
to K70FA: change principal community to
Show Low, Ariz.; change trans. and make
changes in ant. systems. Action May 22.

s KO4FE Hilo, Hawail—Broadcast Bureau
granted license covering new VHF TV
translator; specify type trans. Action May
21.

8 K70CL Fort Dodge, Iowa—Broadcast Bu-
reau granted license covering Dermit for
changes in UHF TV translator. Action May
21.

s W78AL Williamsport, Pa.—Broadcast Bu-
reau granted mod. of CP to change trans.
location of UHF TV translator to Hillside
adjacent to Wildwood Cemetery. 0.5 mile
north of Willlamsport: make changes in
ant. system. Actlon May 20.

s KO6EQ Midland, Tex.—Broadcast Bureau
granted license covering permit for new
VHF TV translator. Actlon May 21.

s WT79AU Independence, Va.—Broadcast Bu-
reau granted CP to make changes In ant.
system. Actlon May 22.

u WT79AU Independence. Va, —Broadcast
Bureau granted license covering new UHF
TV translator. Action May 22

CATV
Application

s Booth American Co.—Requests addition
of distant signals of WKZO-TV Kalamazoo,
Mich.. to WKNX-TV, Saginaw, Mich.;
WKBD-TV, Detroit, and CKLW-TV, Wind-
sor, Ont. to Mount Pleasant. Mich, (Flint-
Saginaw-Bay City. Mich.—ARB-46). Ann.
May 22.

Final actions

a FCC denied request by Nevada Television
Cable Co. (operator of Nevada. Mo., CATV
system) for walver of nonduplication re-
quirements of rules. Action May 21.

a FCC denled request by Armstrong Utill-
ties Inc. (operator of CATV systems at
Butler and Ellwood City. both Pensylvania)
for waiver of program exclusivity require-
ments of rules. Action May 21.

Ownership changes

Applications

a KPAL Palm Springs. Calif.—Seeks trans-
fer of control of KPAL Broadcasting Corp.
from Harry Malzlish, deceased (85% be-
fore. none after) to Leonard and Stephen
Maizlish, co-administrators of estate (both
none before, 85% after). No consideration
involved. Ann. May 23

a8 WTCA-AM-FM Plymouth, Ind.—Seek as-
signment of licenses from Community Serv-
fce Broadcasters to Community Service
Broadcasters Inc. for purpose of incorpora-
tion. No consideration indicated. Principals:
Kenneth E. Kunze (100% before, 80% af-
ter), Jeanne C. and James C. Kunze (each
none before, 10% after). Ann. May 23

s WZZM-FM-TV Grand Raplds, Mich.—
Seeks transter of control of West Michigan
Telecasters Inc. from Willliam C. Dempsey,
Arthur K. Hamp. et al. (as a grour 100%
before. none after) to Synergistic Commu-
nications Corp. (none before, 100% after).
Consideration: exchange of stock of three
corporatlons. Principals: Synergistic be-
comes parent of West Michigan Telecasters
with West Michigan retaining 55% of Syner-
gistic, Elinor Bunin Productions Inc. and

HMH Inc. Henry M. Hogan Jr.. 41.84%
after transaction, et al. Mr. Hogan owns
HMH Inc.,, Eiinor Bunin owns Elinor

Bunin Productions. HMH publishes The
Eccentric, Birmingham. Mich. Bunin cre-
ates designs and films for TV and movles.
Ann. May 23.

s WHTV(TV) Merldian, Miss.—Seeks trans-
fer of control of Delta Communications
Corp. from Heyman H, D. Walker (11.6%
before, none after) to F. Carrington Weems.
Charles Weiner (39.4% and 37% before,
respectively, each 44% after) et al. Con-
sideration: $209,750. Principals: Messrs.
Weems and Welner each own 50% of appli-
cant for new TV at Salinas-Monterey,
Calif., and 37.5% of WNFA-TV Tallahassee.
Fla. Mr. Weems owns real estate firm and
25% option on WNFA-TV. Ann. May 8

s KFLY-AM-FM Corvallis, Ore.—Seeks as-
slgnment of licenses and CP from Radio

Broadcasters Inc. to Radio KFLY Ine. for
$200.000. Sellers: James L. Hutchens, pres-
ident (4113%), et al. Mr. Hutchens owns
KPTN Central Point, Ore., CP of which
has been revoked by Initial decision by
Hearing Examiner Chester F. Naumowicz
March 18. Buyers: Juniper Broadcasting
Inc.. 100%. Gary Capps. president (16.66%),
et al. Juniper owns KGRL Bend. (see be-
low) and 80% of KACI The Dalles, all
Oregon. Mr. Capp also owns 3.52% of
KSRV Ontario and KLBM LaGrande, both
Oregon. Ann. May 23,

8 KTIX Pendleton. Ore.—Seeks assignment
of Iicense from Roderick Sound Inc. to
Eastern Oregon Broadcasters Inc. for pur-
pose of corporate reorganization. No con-
slderatlon involved. Principals: Juniper
Broadcasting Inc., 100%. Gary Capps, pres-
ident (16.66%). et al. (See KFLY-AM-FM
above). Ann. May 23.

8 KZAK-AM-FM Tyler. Tex.—Seek transfers
of control of Oil Center Broadcasting Co.
from John Dorris (28.72% before. none
after) to Aubrey Irby (48.94% before.
77.66% after). Consideration: $500. Princi-
pals: Aubrey Irby, president, et al, Mr.
Irby owns 33%4% of business copy machines
firm and 50% of business music service.
Ann. May 8.

Actions

® KXLR North Little Rock. Ark.—FCC
granted assignment of license from Little
Rock Great Empire Broadcasting Inc. to
KXLR Inc. for $450.000. Seller: Berniece
L. Lynch, sole owner. Mrs. Lynch owns
KBYE Oklahoma Clty and has CP for new
FM in that city. Buyers: Willlam F. Buck-
ley. chairman of board (63%%). Peter H,
Starr. president (31% %) and Michael F.
Starr. vice president (5%). Buyers own
KOZN and KOWH-FM. both Omaha: KISD
Sioux Falls. S.D.: KUDL Fairway and
KCJC(FM) Kansas City, both Kansas. They
also own WBOK New Orleans, WLOK
Memphis and KYOK Houston. Mr. Buckley
owns the National Review and is author and
TV commentator. Michael Starr owns 50%
of application for new AM at Platte. Neb..
but intends to dispose of same. He is also
attorney. Action May 13.

8 KFOX Long Beach. KFOR-FM and SCA
Los Angeles. KDIA Oakland. all California:
WOL and WMOD(FM) both Washington:
WWRL New York: WDIA and WTCV(FM)
both Memphis: WLKY-TV Louisville. Ky..
WOPA and WGLD(FM) and SCA both Oak
Park. Ill., and WAST(TV) Albany. N.Y.—
Broadcast Bureau granted transfers of con-
trol and assignment of licenses [WOPA
and WGLD(FM)] from Sonderling Broad-
casting Corp. of Illinois to Sonderling
Broadcasting Corp. of Delaware for pur-
pose of corporate reorganization. No con-
sideration involved. Principals: Egmont
Sonderling. president (22.2%). Mason A.
Loundy. vice president (5.2%). et al. Ac-
tion May 2

8 WRIZ Coral Gables. Fla.—FCC granted
assignment of license from Mission East
Co. to Robert W. Sudbrink for $481.666.
Seller: Jack Roth, sole owner. Mr. Roth.
applicant for new FM at Miami, owns
KONO and KITY(FM). both San Antonio,
Tex., WAME Miami and WWOK Charlotte,

N.C. Buvyer: Mr. Sudbrink owns WRMS
Beardstown, Ill.. and KYND Burlington,
Iowa. He also has application pending

FCC approval to purchase KLVL-FM Pasa-
dena-Houston. Action May 21.

» WAME Miami—FCC granted assignment
of license from WAME Broadcasting Co. to
Mission East Co. for $1 million. Seller:
Stephanie Wyszatyckl. sole owner. Buver:
Jack Roth, sole owner. Mr. Roth owns
KONO and KITY(FM). both San Antonio,
Tex.: and WWOK Charlotte, N.C. He is
also applicant for new FM at Miami. Ac-
tion May 21.

= WBOK New Orleans, WLOK Memphis and
KYOK Houston—FCC granted assignments
of licenses from WBOK In¢., WLOK Inc.,
and WYOK Inc., respectively. to Starr
WBOK Inc.. Starr WLOK Inc. and Starr
.. respectively, for $3 milllon.
($700.000 for WBOK. $900.000 for WLOK
and $1.390.000 for KYOK). Sellers: Jules J.
Paglin, president and Stanley W. Ray Jr.,
executive vice president (each 509%). Sell-
ers own WXOK Baton Rouge and WGOK
Mobile, Ala. Buyers: Willlam F. Buckley
Jr.. chairman of board (63%%). Peter H.
Starr, Dresident (31249%) and Michael F.
Starr, vice bpresident (5%). Buyers own
KOZN and KOWH-FM. both Omaha, KISD
Sloux Falls. S.D.: KUDL Fairway, and
KCIC(FM) Kansas City, both Kansas. They

also own KXLR North Little Rock. Ark.
Mr. Buckley owns the National Review
and is author and TV commentator. Michael
Starr owns _50% of application for new AM
at Platte. Neb.,, but intends to dispose of
same. He is also attorney. Action May 13.

s WIBF-TV Philadelphia—FCC granted
transfer of control of WIBF Broadcasting
Co., permitee, from Wililam L. and Irwin
C. Fox and Dorothy Kotin (each 19%9,
before. none after), Benson Apartment Corp.
(29% % before, none after) and Fox Broth-
ers Management Corp. (1239 before, none
after) to Taft Broadcasting Co. (none be-
fore. 100% after). Sellers: Messrs. Fox and
Mrs. Kotin own WIBF-FM Jenkintown, Pa.
Buyers: Lawrence H. Rogers II, president.
et al. Buyers own WKRC-AM-FM-TV Cin-
cinnati: WTVN-AM-TV and WBUK(FM)
Columbus, Ohio; WBRC-AM-FM-TV Bir-
mingham, Ala.: WGR-AM-FM-TV Buffalo,
N.Y.: WDAF-AM-FM-TV Kansas City, Mo.,
and WNEP-TV Scranton, Pa. Consideration:
$1.4 milllon plus adjustments and assump-
tion of liabilities that may bring total to
$4.5 million. Action May 7.

Community-antenna activities

The following are activities in com-
munity-antenna television reported to
BROADCASTING, through May 28. Re-
ports include applications for permission
to install and operate CATV’s, grants of
CATYV franchises and sales of existing
installations.

Franchise grants shown in italics.

8 East Palg Alto. Calif.—Peninsula Cable
Television Corp. has applled for a 20-yvear
franchise. The firm already has franchises
in Belmont, Redwood City and San Carlos,
all California.

8 Arcadia, Fla.—DeSoto Cablevision Inc. has
been granted a franchise. Subscribers will
pay $9.95 for installation and $4.95 monthly.
The company will pay 3% of its gross reve-
nue for three years and 6% thereafter. The
system will provide a mlnimum of five
channels at the start, with a weather and
music service.

¥ Fort Pierce, Fla.—Florida Cablevision
Corp. has applied for a 20-year franchise.
The firm is offering to pay a minimum of
$12,500 for subscribers and pole fees in 1970.
and $15,000 per year beginnlng in 1971. The
minimum payment would be increased if
subscribers showed a substantial increase.
Florida Cablevision already operates in the
Fort Pierce area under a 15-year nonexclu-
sive franchise granted in 1959.

8 Aurora, Ill.-—Consolidated Cable Utilities
Inc., Aurora, has been awarded a franchise.
The company will pay about $1.000 a month
plus 5% of its gross income. Subscribers will
pay an installation fee plus $5 a month. The
system must be made available to 309% of
Aurora’s homes within two years. The firm
also holds franchlses in Oswego and York-
ville, both Illinois.

8 Mansfield. N.J.—Washington Cable Co. of
Washington, N.J., represented by George
Sisko, has applied for a franchise,

a Glens Falls, N. Y.—Champlain Cablevision
Corp., Troy. N.Y., has been awarded a fran-
chise. The company will pay at least 6% of
its gross receipts. The firm has franchises
in Lake George and Port Henry and oper-
ates systems in Whitehall and Ticonderoga.
all New York.

u Fremont, Ohio—Three firms have applied
for a franchise: Fremont (Ohio) News-
Messenger, Wolfe Broadcasting _ Corp.
(WFRO-AM-FM Fremont), and Swartz-
lander Radio Ltd.

u Springfield, Ore.—The 10-year franchise of
Teleprompter of Oregon has been renewed.

8 New Hope, Pa.—Fred Lieberman of Glen-
side. Pa. has applied for a 20-year non-
exclusive franchise. Subscribers would pay $5
per month for private residences and $10
per month for commercial establishments.
Subscribers would also pay Installation
charges of $15 for residences and $25 for
businesses. The combany would pay 3% of
its subscription receipts. Free service would
be provided to the boro hall, police station.
fire house, churches and schools.

s Red Bank, Tenn.—Red Bank-White Oak
TV Cable Co. has been granted a 10-year
franchise.
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Seymour Berns is president of the Na-
tional Academy of Television Arts and
Sciences—you know, the guy who su-
pervises the giving out of all those
Emmy nominations and awards. So say
a little prayer for him.

The head of program practices for
CBS-TV? Football coach of Cal Tech?
Dog catcher in Boy's Town? Surely,
none of those jobs could be as thank-
less and as inevitably a losing proposi-
tion as being the man where the buck
stops passing during the annual Emmy
awards recriminations.

Seymour Berns faces his industry
colleagues and the nation in less than a
week—on June 8. That's when CBS-
TV, in a 90-minute telecast (10-11:30
p.m., EDT), presents the 21st yearly
rendition of the television academy
awards—the Emmy,

It's not like the days before a big
game. In any given athletic contest on
a given day a given team can win. But
how can Seymour Berns and the na-
tional academy win? They have handed
out a total of 283 nominations. Imagine,
some critics have said in effect, 283
nominations — staggering, ridiculous.
Yet, according to some in the industry,
how could they have left out Barbara
Stanwyck? What kind of a fixed wheel
are they running anyway?

After last year’s Emmy show and
telecast, which by most standards were
a shambles, there were questions raised
by CBS-TV over whether it would
carry the presentations this year (the
three networks provide coverage of the
event on a rotating basis). Seymour
Berns and the academy solved this
problem by planning substantial changes
and by determining to do more and
better advance work—bringing the pro-
ducer in much earlier.

The news problem was even stickier
and not easily solved (if, indeed, it has
been). News was treated shabbily last
year. It was sort of thrown away. And
all three presidents of news of the three
commercial networks said the hell with
it. Who needs this? And many in the
industry felt they were right.

Getting the news people calmed down
was Seymour Berns’s big job in the last
year. He was involved in long meetings
with them. He helped convince them
that the disregard and and poor-cousin
treatment of the past would not con-
tinue.

“What most people don’t know or
don’t realize,” expolains Mr. Berns, “is
that we carry very little control of the
show. The show is done by the host net-
work. The network works under cer-
tain ground rules, but as a show it’s not
our baby. The problem of our academy
has is that if the show is lousy, then
everybody is mad at the academy.”

Continuing, Mr. Berns points out:
“We keep getting hit with criticism
and it's not really properly directed at

Seymour Berns and
the unrewarding task
of awarding Emmys

us. Much of it is not our fault. Obvious-
ly, we can’t do a show that cverybody’s
happy with.”

The key to the unhappy situation,
according to Mr. Berns, turns on what
Emmy inherently is and is not. “I think
it’s a mistake to try to make a show out
of it,” he says. “It's not a show; it's an
event. And I think that reporting the
event is the thing. You can’t compete
as a show—after all, you're competing
with specials that don’t have anything
superimposed on them, like having to
give X-number of awards. I think for
us to get involved in a bastard form
is a mistake.”

What conclusions can be drawn from

WeeksProfile

Seymour Berns—president, Na-
tional Academy of Television Arts
& Sciences, and VP in charge of
television production, National
General Television Productions
Inc., Los Angeles, subsidiary of
National General Corp., Los An-
geles; b. May 29, 1921, Chicago;
directed at CBS-TV such shows as
Art Linkletter’'s House Party,
Bride and Groom, Meet Millie,
Frankie Laine Time, 1952-53; di-
rected The Red Skelton Show at
CBS-TV, 1953-54, directed Show-
er of Stars series, 1954-55; back
to directing Red Skelton Show,
1955-64; directed Jack Benny
Program, 1958-60; produced and
directed Benny series 1959--63;
producer of The Red Skelton
Show, 1964-68; m. Ann Sampter
of Cedarhurst, N.Y., Feb. 14,
1950; children—Tracy, 16.

such contentions? Seymour Berns has
some to make: “I don’t think people
tune in to see an award show as an
entertainment show per se,” he believes.
“I think they tune in to see excitement
—who’s going to win—who’s wearing
what dress. This to me is what an award
show really should be. Award shows
keep tripping over their own feet be-
cause they're trying to be entertainment
shows. If you do an award show and
present the genuine excitement of the
event and the emotion of the people, at
least you're being honest and you might
get criticized for being dull, but you
can't get criticized for being lousy. But
if you do a lousy entertainment show,
you should get clobbered.”

Seymour Berns will be ready to take
his clobbering this year, if that’s the
way it turns out. But if won't be for
lack of trying something new and dif-
ferent.

Earlier in the year the academy,
under Mr. Berns, announced that
Emmys will be given only to programs
and for achievements on programs that
have been on the air for no more than
two seasons. Also, it was declared, once
a program or individual achievement
has been honored it can’t repeat as a
winner. Boy—did those proposals get
clobbered. They were hooted out of
sight.

Instead, the big change this year is
that the winners in the news and docu-
mentary categories were announced
May 26, two weeks before the formal
presentation of the awards on national
TV (so that explanations for the awards
could be spotlighted in depth). Also
fewer awards actually will be presented
on network TV air. And for the first
time there is a possibility of no awards
being given in some categories.

Seymour Berns came to his position
of multiple toil and trouble with the
TV academy via some 20 years at CBS
radio and TV where as director, then
as a producer-director, he dealt success-
fully with massive talents and tempera-
ments.

Last April, Mr. Berns was appointed
as vice president in charge of television
production for National General Tele-
vision Productions Inc., a subsidiary of
National General Corp. In his new
commercial position, he’s charged with
spurring the ubiquitous NGC parent
company into full-scale TV production.
Mr. Berns is functioning in all areas of
TV production, including live and
filmed series, specials and live/tape
specials. In addition, he still has another
year to go on his two-year term as
president of NATAS.

This circumstance has an ominous
implication. Seymour Berns explains the
reason: “I will be responsible for next
year’s Emmy show, too.” Then he adds
quietly: “If I live through this one,
that is.”

BROADCASTING, June 2, 1969

87



Filitorials

Cooling it

The outlines of an accommodation between broadcasting and
cable television may have emerged in the proposals jointly
submitted to their boards last week by the staffs of the Na-
tional Association of Broadcasters and National Cable Tele-
vision Association.

At the very least, the proposals deserve earnest considera-
tion by both sides, or, to be more precise, by ail the sides
that have chosen up in the ongoing controversy over what
to do about cable. The militants among the “pure” broad-
casters and the “wired city” dreamers among the cable oper-
ators will automatically recoil from any kind of compromise.
It would be healthier if the extremists reopened their minds.

This publication is reserving judgment on the substance
of the proposals that have been advanced. The package needs
to be examined in all parts in greater detail than was pos-
sible at the time of this writing.

It is our feeling now, as it has been all along, that in the
interests of the broadcasters and the cable operators, not to
mention of the public, regulatory policy ought to be directed
toward giving both systems a fair shot at the market. We
have thought that copyright protection of the broadcaster’s
programs was the best protection he could get against the
unfair use or duplication of his signal by CATV. At first
glance the copyright proposals in the NAB-NCTA recom-
mendations look promising.

Some of the other ingredients of this proposed compro-
mise must be looked at in context with larger consequences.
Broadcasters ought to be very sure, for example, that no
precedent is being set for their own regulation when they
suggest the imposition of government restraints on cable
interconnection or program origination or advertising car-
riage. We say that knowing that some broadcasters have al-
ready argued vigorously for even harsher restraints on wire.

Whatever the outcome, it must be hoped that the new pro-
posals will get broadcasters and cable operators talking again,
instead of yelling at and about each other.

The fantastics

Consider these facts: The first colorcasts from outer-space.
Amazing quality; technological perfection. Eight days of
perfect space flight with every scheduled event a triumph.

Three courageous young men doing what never had been
done before. They worked, performed, kidded and exclaimed
over and over again “fantastic” as they viewed the moon
from less than 10 miles away and the earth 250,000 miles
distant. They had insisted upon color coverage to encourage
public support of the space program. Their “mission accom-
plished” came when President Nixon told them that “one of
the things that was so impressive about the flight was that the
television coverage was so great.”

Now ponder these questions:

If pay TV were full blown would its entrepreneurs have
undertaken the box-office risk?

If cable television had achieved its “wired city” ultimate,
would it have gambled on such an extraordinary event when
many of its practitioners today quibble about even merest
local originations?

Would this be the kind of live spot programing that could
be undertaken by noncommercial TV, no matter what its
intentions, when its money comes from government subsidy?

Now reconsider Soviet Russia, the only other nation with
a manned-space capability. It has yet to let its own people

(much less the entire world) look in live on any kind of
space shot.

Let those who would dismember our free broadcasting sys-
tem, who would have government control the programing,
who inveigh against multiple owners, network owners and
newspaper owners, who fret and fume about a bit of filmed
“violence” or pot party reportage, who file strike applica-
tions, take note.

Or would they prefer the Soviet system, because that is
what they would get.

Bright side

Looking into the future can be a pretty gloomy business for
broadcasters these days. In the context of the times, there-
fore, the economic forecast that Dr. David M. Blank offered
at the CBS-TV affiliates’ convention a couple of weeks ago
is singularly reassuring.

Dr. Blank, who is vice president in charge of economics
and research for the CBS/Broadcast Group, foresaw no
serious slackening in television’s historic annual growth rate
of 10% over the long haul—not even if cigarette advertising
should disappear along the way (BROADCASTING, May 26).

Dr. Blank’s track record is excellent, and we do not in any
way challenge his latest forecast when we urge broadcasters
to remember that no growth rate is likely to be automatic.
They’ll have to work for it. Nor should it be forgotten that
revenue gains do not necessarily mean higher profits—as any
broadcaster knows from hard experience.

If, however, broadcasters work hard enough at keeping
the growth rate up and the cost spiral down, the outlook is
promising indeed. They might even be able to afford the
monumental efforts needed to fend off the onslaughts
mounted against them in Congress and at the FCC and other
governmental levels.

Drawn for BroaDcasTING by Sidney Harris
“Looks like they're going in for documentaries now.
They changed my name from Nab Rush to Ludwig Milczyk.”
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REPRESENTATIVES

We Hunt you should,
for the best... too.

We look at hundreds of plump television programs, then pick the ones
that are firm and vine-ripened. We simmer down as many as a hundred
pounds of these beauties to select a single half-hour of thick, rich-tasting
television. It may take us a little longer to hunt for the best, but that’s
what makes KPRC Television KPRC-TV,



GHOTI? George Bernard Shaw developed that word to display the difficulty in
English communication. According to him, the gA is pronounced as an / like in
cough, the o like an / in women, and the # like &4 asin nation. So the word, ghoti,
1s pronounced quite simply, fish.
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