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s°|d in New York and Los

Angeles to premiere this fall—
now on WTOP-TV, Washington,
D.C., Monday through Friday
at 4:00 P.M.

“The Naked Truth."

Your entry into a world where
people solve their problems through
professional guidance:

A young girl heading for a
correctional institution.

A wife helping her husband
accept psychiatric aid.

A nurse distraught because she
arranged an abortion for a young,
married girl.

Many stories are tragic.

Some are amusing.

All are “The Naked Truth.”

THE NAKED TRUTH
260 color, taped half-hours of the best
in strip programming.

Distributed exclusively by Sereen Gems ()







Officer Bryant is about
toreceive the Los Angeles

Medal of Valor Award.

Posthumously.

On May 13, 1968, while on routine uniformed
patrol, Officer O. J. Bryant was notified that a robbery was
in progress.

After radioing for assistance, he rushed to the
scene, and singlehandedly confronted three male suspects,
one of whom was holding a revolver.

He disarmed this suspect, and courageously ordered
the felons to follow him as he backed out of the building.

As the officer momentarily turned to caution
the crowd, one of the suspects drew a hidden revolver
and fired without warning.

Although mortally wounded in the ensuing exchange
of gunfire, Officer Bryant shot two of the felons,
making possible their subsequent capture by officers
responding to his earlier call for assistance.

Officer Bryant’s mother accepted the posthumous award.

It won’t bring her son back.

Or the other 27 Los Angeles policemen who
lost their lives.

But, every year, we broadcast an hour-long special
devoted to the Awards presentations, in the hope that
citizens will understand the policeman’s job a little better.
And try to make it easier.

In addition, we run a saturation schedule of one
minute narratives by the chief of police, explaining the
circumstances under which each officer earned his award.

We also cover the Citizen’s Involvement Awards,
initiated by us, and sponsored by the Los Angeles Chamber
of Commerce.

The awards honor citizens who have risked their
lives to come to the assistance of law officers.

It’s one thing to talk about law and order.

It’s another thing to understand the sacrifices
made in their name.

And still another, to put your life on the line.

We remind our listeners of that fact.

KLAC/METROMEDIA RADIO
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“People Jurn Us On!

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.

represented nationally by M@

The Dallas Times Herald Station

CLYDE W. REMBERT, President
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Llosedbircuit .

A little longer

FCC action on proposal to establish
pilot domestic satellite system, already
long past due, will be put off at least
until fall, as Nixon administration makes
intensive study of issues involved. White
House, which regards development of
policy governing domestic satellites as
critical importance, has told commission
administration wants 60 days in which
committee to be composed of personnel
from variety of government agencies
can examine problem and consider most
appropriate way to proceed. Committee
would forward its views to commission,
which has ultimate responsibility for
making communications policy.
Commission, which has not acted
sooner on its satellite proposal at least
in part because of White House desire
to review matter, has shown signs of im-
patience. But it has said it would co-
operate in new study. Presidential assist-
ant, Dr. Clay T. Whitehead, is to serve
as chairman of committee, which may
begin work as early as this week. Agen-
cies to be represented will probably in-
clude Justice Department, Office of Tele-
communications Management, Presi-
dent’s Council of Economic Advisers,
Office of Science and Technology, FCC.

Discoveries

The Journal Co.’s Milwaukee Adverlis-
ing Laboratory is alive and well and
after five-year run in cooperation with
several local TV stations is piling up
data as to impact and efficiencies of
various media, especially TV, in which
large part of work for variety of cli-
ents has concentrated. Among basic
findings: (1) No longer any question
advertising works, but often bit differ-
ently than expected; (2) there is some
danger in over-communicating; (3)
flights tend to be better than steady
runs, and (4) media planning efficiency
and media creativity are more impor-
tant than “super-creative” message con-
tent, which counters trend of much
agency opinion today.

More to come

To nobody’s surprise, last week's ciga-
rette-advertising events brought bitter
repercussions, capped by one resigna-
tion from National Association of
Broadcasters and its radio code. J. R.
Marlowe, executive vice president of
WGWR Asheboro, N.C., in resigning
urged formation of new organization
because “NAB evidently does not have
the will to fight.” Robert D. Enoch,
owner of wxLw Indianapolis, criticiz-

ing broadcasters’ complacency, said: “If
broadcasting can invest so substantially
in a landmark building [the NAB’s new
Washington headquarters] we can in-
vest in a landmark effort to protect a
free system of broadcasting.”

Earlier in week Charles H. Crutch-
field, president, Jefferson Standard
Broadcasting, Charlotte, wrote NAB
president, Vincent Wasilewski, that de-
spite prospect of “bad press,” NAB
should “withdraw the cigarette phase-
out plan immediately. That was before
tobacco companies trumped NAB plan
by offering to quit broadcast advertis-
ing as soon as end of year (see page
19},

Ever on Sunday

Mutual plans to broadcast on regular
basis Sunday religious services from
East Room of White House. Services
are expected to be held whenever Presi-
dent Nixon is in Washington, with
guests on invitation basis only. First
broadcast over MBS was on July 20,
starting at 3:36 p.m. EDT, in observ-
ance of Apollo 11 flight to moon.

Quiet burial

FCC investigation of charges networks
staged news events at disturbances sur-
rounding last year’s Democratic con-
vention in Chicago appears headed for
inconclusive termination. Staff is re-
ported to have told commission that
conflicting claims regarding networks’
activities cannot be resolved; matter is
said to be further complicated, in case
of CBS, by that network’s allegation
that at least one individual at scene of
disturbance was seen wearing false CBS
News identification. Staff is said to feel
hearing would provide commission with
no more solid information than it has
now. As result, it is said to be ready
to recommend case be dropped.

CBS and NBC, on basis of their own
investigations, have denied that their
personnel were involved in any of four
alleged staging incidents listed by com-
mission. ABC is said to have suspended
one of its newsmen for 30 days as result
of his participation in one of them
(BROADCASTING, April 21).

Fore and aft

ABC Sports has made end run around
National Collegiate Athletic Association
ban on beer advertisers in college foot-
ball games. NCAA had polled members
last winter for amendment to rules that
would allow network to get beer spon-

sors for televised games. Such change
requires affirmative vote by two-thirds
of those voting and beer question came
up with only 64.7% in favor. Defeated
in that ploy, ABC has come up with
regional beer sponsors—Stroh’s, Hamm’s
and National—on its NCAA pregame
and postgame shows. Since those pro-
grams do not involve live play-by-play,
NCAA restrictions do not apply.

Whine-in

National convocation “for all citizens
appalled at state of broadcasting” is
already being planned by National
Citizens Committee for Broadcasting for
next April. Leading topic on agenda at
New York conference will be “what
local groups can do to make sure sta-
tions live up to what they say they will
do,” according to NCCB executive di-
rector, Ben Kubasik. Conference will
be held soon after publication of book
by NCCB chairman, Thomas P. F.
Hoving, “Television and the Kept Socie-
ty.” Proceeds from sales of book will
g0 to committee.

Dutch dispute

With plans already under way for ob-
servance in 1970 of radio broadcasting’s
50th anniversary, effort is being made
in Holland to enshrine station there as
“first in world”—claiming it was estab-
lished in 1919—year ahead of regular
radio broadcasting in U. S. But one
of Holland’s leading newspapers, De
Telegraaf, challenges claim in series of
articles quoting U. S. and other author-
ities.

Dutch campaign had reached point
where committee to celebrate anniver-
sary was being formed with claim that
Prince Bernhard, husband of queen,
would serve as chairman. In one quar-
ter effort was described as “one-up-
manship on U.S.A., which is a favorite
sport of Europeans.”

Arab radio

B’nai B'rith and probably other Israel-
oriented organizations are concerned
over ad appearing in Arab propaganda
publication (Action, June 28) solicit-
ing sale of stock purportedly to acquire
unnamed radio station in Washington
“in the interest of better American-Arab
understanding.” Ad, placed by Starks &
Associates, Blue Island, Ill., says cor-
poration with capital of $1 million
being established. So far inquiry has
failed to develop identity of station.
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YOUTH WILL BE HEARD.

First we asked Apollo 10's astronauts what they
thought it would be like up there.

And we got factual, scientific answers.

f course, we said, they're over thirty.

So we asked some kids under thirteen. And heard
never before expressed ideas on how Earth was made,
and the planets. With a neat demonstration of how
they'd walk if they were in space.

On "“Martin Agronsky’'s Washington,” we don't think
it's always enough to talk to the people making news.

In the nation's capital it's important to talk to
the people they're making it for.

Five nights a week. From 6 to 7.

“'Martin Agronsky's Washington." Unprecedented.

wuroP-tv

A Post-Newsweek Station



WeekinBrief

Cigarette advertisers head for door as tobacco industry
tells Senate Consumer Subcommittee that industry is
prepared to discontinue advertising on radio and TV in
September 1970 when major contracts expire. See . ..

Broadcast left with no cards to play ... 19

Sample survey of major newspapers and magazines finds
vast majority of print media will continue to welcome
cigarette accounts with open arms. '‘Boston Globe' ap-
pears to be only significant holdout. See . ..

Transom's open at print media ... 22

First TVB spot report based on advertising expenditures
in 75 markets monitored by BAR shows Procter & Gamble
continues in top spot-TV spender slot—$14.7 million for
first 1969 quarter. See . . .

P&G again leads spot-TV spenders ... 24

Apollo men on Moon: Two-and-one-quarter hour mind-
jolting telecast beheid by 125 million in U. S. alone.
Houston space center says color cameras may accom-
pany astronauts for next lunar landing. See . ..

A remote that broke all the records ... 28

Most of comments on FCC's latest CATV proposals sound
common note: revisions made last May are unfair and un-
workable. Much of criticism is constructive, as companies
offer their own solution to cable problems. See . . .

CATV gangs up on FCC's cable rules ... 34

Television and radio footbail rights are only slightly high-
er this season as sponsors will again add some $107 mil-
lion to network coffers. Return of Joe Namath to game
seen as boosting 1970 figures. See . ..

As much football as traffic will bear? ... 36

MGM finds itself involved in another proxy battle as
financier makes tender offer to buy up to 1 million MGM
common shares and assume 17% control; MGM manage-
ment urges stockholders to reject offer. See . ..

Back to the proxy wars for MGM . . . 46

FCC's seemingly perennial 50-50 proposed rule on network
control of television programing is still on shoals as oral
hearings held last week yield no new support. Westing-
house's alternative finds friends. See . ..

Will FCC finally give up on 50-507 ... 50

Justice Department has its say on telephone company
control of CATV systems; suggests FCC adopt stringent
regulations to prevent companies from using leverage to
thwart development of independent cable systems. See...

Justice warns of phone firms in CATV ... 52

Canadian CATV operators, concerned over CRTC condi-
tions on Toronto-area franchise grants—which go “much
farther” than previously announced—plan to meet with
commission Chairman Pierre Juneau. See . ..

A too-heavy hand on Canadian CATV?... 54
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We’ll show you more of Yosemite in a half-hour
than you’d see if you went there for a week.
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- R
(T
-, . (’ ‘@ &' AEP =3 wﬂ” Sl e

Yosemite National Parkhas miles, we covered its 118 year subject each week. Some to inform.
been part of this country forovera  history. ) . Others to enlighten. Still others to
hundred years. Unfortunately,the __Andyoucansee itallinour entertain,
only way many Americans see itis  television spsmal, The Gardens of And some like Yosemite
on picture postcards. the Morning”. The first programin  that bring America to Americans.

And even the people who ~ Our American Adventure series.
do visiteach year, can’t see what This year Group Wis GROUP

cameras can go places feet can’t.  onits five television stations. KYW - KYW-TV PHILADELPHIA- WUZ-TV BALTIMORE
; ) o KOKA - KDKA-TV PITTSBURGH - KPIX SAN FRANCISCO
What's more, we not only We're bringing you a WIND CHICAGO - WOWD FT. WAYNE - KFWB LOS ANGELES

we can show them. Because our presenting 52 prime-time specials wwaz-wsz.rv BOSTON - WINS NEW YORK
covered Yosemite's 1,000 square  different special on a different WESTINGHOUSE BROADCASTING COMPANY
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Late news breaks on this page and overleaf.
Complete coverage of the week begins on page 19.

AtDeadline

‘Denver Post’ wants split from Newhouse
Goldberg will place suit in New York court

Antitrust suit said to be *“first major
action” designated to restrain acquisi-
tions by large corporations in communi-
cations media field is planned by Denver
Post against S. 1. Newhouse, leading
newspaper publisher and group owner
of TV-radio stations.

Former U.S. supreme court justice
and U.S. ambassador to United Nations
Arthur Goldberg said he intended to
file suit next month in U.S. district
court for southern district of New York
on behalf of Denver Post, in which Mr.
Newhouse’s Herald Co. of Syracuse,
N.Y. holds 16.8% interest. Mr. Gold-
berg said he will charge Mr. Newhouse
with restraining competition and monop-
olizing dissemination of news and ask
court to force Mr. Newhouse to divest
himself of his holdings in Post and to
curb his printing of locally edited roto-
gravure newspaper supplements.

Mr. Goldberg viewed suit as “first
real challenge to newspaper and tele-
vision monopolies that have been build-
ing up over the last decade.”

Suit is said to result from six-year
struggle between Mr. Newhouse and
Miss Helen Bonfils, surviving daughter
of Post founder for control of news-
paper. Last year Newhouse’s Herald Co.
filed suit in U.S. district court in Den-
ver, charging newspaper’s management
with improper use of company funds
and seeking public sale of stock held
in newspaper’s treasury and its employe
stock fund. Newspaper denied allega-
tions and filed counter charge last
December in Denver court, claiming
that Newhouse newspaper chain was
trying to restrain competition in viola-
tion of Sherman and Clayton antitrust
laws.

Mr, Goldberg said that Denver court
suggested that counter charge could be
handled more appropriately in separate
suit. Mr. Goldberg added that decision
was made to file suit in New York since
that city is considered headquarters for
Newhouse chain. Mr. Goldberg is now
partner in law firm of Paul, Weiss,
Goldberg, Rifkind, Wharton and Gar-
rison, New York.

Relief asked is same that was re-
quested in counter-suit filed in Denver
last year.

Mr. Newhouse could not be reached
for comment in New York Friday (July
25). He was reported to be out of
city.

Mr. Newhouses’s holdings include 22

daily newspapers; 20 nationally distrib-
uted magazines; newsprint and roto-
gravure printing plants and seven TV
stations, three AM and four FM radio
stations. His broadcast properties are
WSYR-AM-FM-TV Syracuse and WSYE-TV
Elmira, both New York; wAPI-AM-FM-
TV Birmingham, Ala.; wTPA-FM-TV Har-
risburg, Pa.; kTvIi(TV) St. Louis, and
50% of KOIN-AM-FM-TV Portland, Ore.
Denver Post holds construction permit
for KHBC(TV) (ch. 20).

Lee still faces hearing

FCC has refused to budge from posi-
tion that Lee Enterprises Inc. must un-
dergo hearing on concentration-of-con-
trol-of-media question in connection
with application for new FM in Bill-
ings, Mont.

In rejecting Lee’s position for recon-
sideration of April 8 hearing order,
commission said in order announced
Friday (July 25) that Lee’s Montana
newspaper holdings, as well as media
holdings elsewhere, raise question of
undue concentration of control.

Commission disputed Lee's conten-
tion that there are no standards to be
applied in meeting undue-concentration
issue. It said issue may be resolved ra-
tionally “upon the basis of known cri-
teria (local, regional, and/or national),
numbers and types of competing media
and population served and degree of
control of particular media in the ap-
plicant’s hands.”

Lee publishes only daily newspaper
in Billings, and its Montana newspapers
have about 60% of total circulation,
all of Montana's daily newspapers. Lee
also owns KHOA-TV Hannibal, Mo.-
Quincy, Ill; kcrLo-rv Mason City,
Iowa; KEYC-FM-Tv Mankato, Minn., and
wTAD-AM-FM Quincy, Ill. It also holds
construction permit for WMDR(FM)
Moline, Ill., and has 24.875% interest
in KFAB-AM-FM Omaha.

KTAL-TV renewal in sight

FCC is expected this week to renew
license of KTAL-TV Texarkana, Tex.,
Shreveport, La., and at same time com-
mend station for agreement it reached
with group of black organizations in

area that had previously opposed sta-
tion’s license renewal.

Agreement, in which KTAL-TvV speci-
fied measures it will take to insure equal
service to all viewers, apparently out-
weighed in some commissioners’ minds
issue of concentration of control that
was involved in consideration of license-
renewal application.

KrtaL-Tv owners—W. E. Hussman-
B. M. Palmer family—publish only two
daily newspapers in Texarkana and have
substantial interests in eight other news-
papers in Texas and Arkansas com-
munities. KAMDp Camden, Ark., is under
same ownership.

Commissioner Nicholas Johnson re-
portedly expressed considerable concern
over proposal to renew KTAL-TV license
in view of concentration question. But
sources say he indicated he would sup-
port renewal after Commissioner Ken-
neth A. Cox said he would “overlook™
that question in view of agreement
with black groups.

Agreement was announced June 10
by Rev. Dr. Everett G. Parket, director
of office of communication of United
Church of Christ, which furnished legal
advice and counsel to black groups.
Once agreement was reached, groups
withdrew petition to deny station’s re-
newal application and asked that re-
newal be granted (BROADCASTING, June
16).

Argo sets TV push

Argo Industries Corp., New York, will
begin 12-week television campaign in
September for Porpity corn popper and
Junior Chef line of toys. Argo plans to
use children’s programing on ABC-TV
Saturday and Sunday mornings, and
spot TV in 50 markets. Agency: Helit-
zer Advertising, New York.

Cigarettes are canceled

In wake of tobacco industry’s an-
nouncement of plan to get out of broad-
cast cigarette advertising, WTIC-AM-FM-
1v Hartford, Conn., announced stations
are accepting no cigarette business ef-
fective Friday (July 25). All local ciga-
rette advertising will be wrapped up by
Aug. 31, stations said.

They are also contacting CBS (of
which wric-Tv is affiliate) and NBC
(wtic is affiliate) regarding termina-

More “At Deadline” on page 10




tion of cigarette advertising on net-
works. Announcements were made by
stations’ president, Leonard J. Patricelli.

More schoolwork

Some 250 students will get advance
training in intensified five-week course
starting Aug. 5 at National Educational
Television’s training school in New
York.

Students have already completed 14
weeks of study in cinematography, edit-
ing, and sound recording. NET spokes-
man said advanced training should
equip them for work as assistant cam-
eramen, editors and soundmen.

The school was developed as part of
NET’s Black Journal, which is pro-
duced by an all-black staff. Funding ad-
vanced training program are New York
Foundation and S & H Foundation.
Film is being donated by Eastman
Kodak.

Kennedy on networks

Senator Edward M. Kennedy (D-Mass.)
was to get prime audience Friday (July
25) as networks announced they would
pick up his radio-TV appearance in
Massachusetts at 7:30 p.m. EDT.
Friday morning Senator entered guilty
plea in Dukes county court at Edgar-
town, Mass., to charges of leaving scene
of accident July 19 in which Mary Jo
Kopechne was killed. He was given
two-month suspended sentence.
Senator Kennedy asked for radio-TV
time to make statement to people of
Massachusetts and networks subsequent-
ly arranged for live national coverage.
All three TV networks, and CBS Radio,
NBC Radio and Mutual Broadcasting
System, slated coverage. ABC Radio
chose not to provide live coverage.
Origination was to be trom Hyannis-
port, Mass., with WHDH-AM-Tv sched-
uled to handle radio-TV pool ‘pickup.

House gets CBS data

Representatives of CBS News went be-
fore House Investigations Subcommittee
late last week to hand over subpoenaed
films, tapes and other materials relating
to newly reopened CBS-Haiti case. Sub-
committee began executive sessions
earlier this month on three-year-old
incident, in which network news de-
partment was said to have covered and
encouraged planned invasion of Haiti
by exiles living in U. S., until operation
fell through in Florida (“Closed Cir-
cuit,” July 21). Material is understood

WeeksHeadliners

Cleo Hovel, executive VP in charge of
creative services for Campbell-Mithun,
elected president succeeding Albert
Whitman who becomes chairman of ex-
ecutive committee, in turn replacing
Raymond Mithun who moves to new
post of chairman of financial and new
enterprises committee. Mr. Hovel moves
from Chicago office to Minneapolis
headquarters. Robert Burton, executive
VP-manager of Chicago office, becomes
board chairman. Jack Amon, managing
creative director moves up to Mr.
Hovel’s former post. Mr. Amon remains
in Chicago.

For other personnel changes
see “Fates & Fortunes.”

to be voluminous, and subcommittee’s
next task is simply to wade through it
before further action is taken.

Blair TV splits N.Y. office

Realignment of New York staff of Blair
Television station division into two
teams, one for East and one for West,
is being announced today (July 28). To
implement new approach, five salesmen
have been added to division's New
York staff.

Another pause in cable talks

At best it looks as if it will be well
into August before there's resumption
of negotiations between broadcasters
and cable-TV owners on agreement in-
itially worked out by staffs of National
Association of Broadcasters and Na-
tional Cable TV Association last May
and shot down by NAB boards last
month (BROADCASTING, June 2 et seq.).

Five-man subcommittee of NAB ca-
ble group met in Washington last week
with some aides from New York law
firm of Louis Nizer who represents
major motion-picture interest and other
copyright owners. Subcommittee is due
to meet again Wednesday (July 30)
and then full 12-man committee is
scheduled to meet Friday (Aug. 1), both
times in Washington. After this, if
NAB group has determined its course,
meeting with NCTA officials may take
place. NAB committee has hired Wash-
ington law firm, Fly, Shuebruk, Blume

and Gaguine to advise broadcasters in
negotiations. It's hard to believe, but
only contact that has occurred between
two industries took place last week
when NAB committee chairman, Wil-
liam Grant, Koaa-Tv Pueblo-Colorado
Springs, Colo., ran into NCTA Presi-
dent Frederick W. Ford at lunch. Con-
versation, it's said, was purely social.

Still trying to blast off

Replacement for Atlantic Intelsat 3
communications satellite that began fail-
ing early this month, was scheduled
for launch from Cape Kennedy at 10
p.m. Friday (July 25) following four
postponements. It originally had been
scheduled to be launched July 18.

Since most recent Atlantic satellite
went out of commission just prior to
Prince Charles’s investiture as Prince of
Wales (BROADCASTING, July 7 et seq.)
Communications Satellite Corp. has
been rerouting traffic to and from Eu-
rope by way of Intelsat 3 satellite over
Indian Ocean.

Agency merger in New York

Feeley & Wheeler, New York agency
with primarily industrial clients, has
merged with Geyer-Oswald there and
will move to 555 Madison Avenue of-
fices of parent company, Geyer is an-
nouncing today (July 28). Acquisition
was made for undisclosed amount of
stock.

Feeley & Wheeler was President
Nixon’s agency during 1968 primaries
and handled special projects during na-
tional campaign. John Feeley and Clin-
ton Wheeler Jr. will become senior vice
presidents of Geyer-Oswald. and will
continue to run F&W division.

Continuing pool coverage

Apollo 11 television pool, handled by
ABC-TV is continuing operations be-
yond splashdown Thursday (July 24).
Throughout past weekend, pool was to
broadcast reports of activities on car-
rier Hornet, astronauts’ arrival in Hono-
lulu and transfer to Houston, and will
remain in Houston during astronauts’
quarantine period for “probably two
reports a day,” according to pool pro-
ducer Darryl Griffin. “The astronauts
may be available to reporters then—
behind a glass wall, of course,” he
noted. Pool will also cover Aug. 12
and parades in New York, Chicago and
news conference at end of quarantine,
Los Angeles Aug. 13.
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AtWPIX,we New Yorkers believe
in somethmg stronger

How else can we regain our pride in our city unless we can first take pride
inoursclves?

So we are trying to make it possible for New Yorkers, black and white, to
develop greater appreciation of the black heritage. We're helping fo establisha
Muscum for Black History and Culture, displaying African arts and litcrature

We're sponsoring a conference to develop plans for the museum. And we have
donated time on our “New York Closeup” program on Sunday evening to get all*
New Yorkers to support it.

After we work together to build our pride, we teel sure we'llall want to build
something else.

A.city we can be proud of.

Nobody does more for New York than we NewYorkers.

WPIX-TV NEW YORK




COMPARE...
YOU'LL BUY a
CCA “ULTIMATE”
10 FADER STEREO or
DUAL CHANNEL MONO
CONSOLE

We’ve not spared any expense
in offering our completely
transistorized, full capacity,
ten fader stereo and dual
channel mono consoles. We're
using Altec faders, Altec pre-
amplifiers and Altec trans-
formers!! Substantial switch-
craft switches!! A completely
enclosed RF shielded metal
cabinet dressed with mahog-
any wood and covered with
handsome formica!! Switching
facilities beyond your expec-
tations!! You will understand
why we call these consoles —
the “ULTIMATE". Detailed
literature upon request.

CCA ELECTRONICS CORP.
716 Jersey Ave., Gloucester City,
New Jersey 08030 - (609) 456-1716

CCA

Datelook .

A calendar of important meetings

and events in the field of communications.

alndicates first or revised listing.

July

July 29— Annual stockholders meeting, The
Walter Reade Organization Inc. 34th Street
East Theater, New York.

July 30 — Special stockholders meeting,
Foote, Cone & Belding to vote on corporate
structure changes. Sheraton-Chicago hotel.

August

Aug. 1—New deadline for comments on
Part Five of FCC’s notice of proposed rule-
making dealing with CATV policy. Previous
deadline was June 16.

Aug. 4—Deadline for comments on FCC’s
proposed rulemaking requiring licensees to
show nondiscrimination in employment prac-
tices.

Aug. 3-5—Summer convention, Idaho State
Broadcasters .Association. Speakers include
FCC Commissioner H. Rex Lee. North Shore
Motor hotel, Coeur d'Alene.

Aug. 5-T—Hearings before Senate Commu-
nications Subcommitiee, on bill (S. 2004)
to prohibit strike applications against exist-
ing licensees. Original date was July 1516,
Washlngton.

Aug. 11—Program on ‘‘Mass media—rights
of access and reply,’”” during annual meet-
ing of American Bar Association. Speakers
include FCC Commissioner Kenneth A. Cox;
CBS Vice President Richard W. Jencks and
New York Times Managing Editor Clifton
Daniel. Memorial auditorium, Dallas.

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, Chi-
cago.

Aug. 18—Deadline for comments on FCC’s
proposed rulemaking prohibiting stations
from recording or broadcasting live tele-
phone conversations unless parties involved
are informed beforehand.

Aug. 18—Deadline for reply comments on
FCC’s proposed rule that would ban radio-
TV cigarette advertising. Previous deadline
was Aug. 7.

Aug. 20—Deadline for comments on FCC’s
proposed rulemaking on seven-year reten-
tion period for local inspection files of
licensees and permittees.

mAug. 20-21—Meeting, board of directors,
National Cable TV Association. America
hotel, Washington.

mAug. 22—Deadline for comments on FCC’s
proposed rulemaking on alternative method
for indirectly determining power of AM
stations.

Aug. 22-24—Annual fall meeting of West
Virginia Association of Broadcasters. Speak-
ers include Vincent Wasilewski, National
Association of Broadcasters president. Green-

NARB regional conferences

Oct. 23-24—Palmer House, Chicago.

Oct. 27-28-—Statler Hilton, Boston.

Oct. 30-31—Marriott, Atlanta.

Nov. 13-14—Marriott, Dallas.

Nov. 17-18—Brown Palace, Denver.

gov. 20-21—Sheraton motor inn, Portland,
re.

Combined workshop-management conference
sessions, Radio Advertising Bureau

Sept. 34—Hilton Inn, Atlanta.

Sept. 10-11—Hotel Pontchartrain, Detroit.
Sept. 29-30—Sheraton Palace, San Francisco.
Oct. 2-3—Mariott motor hotel, Dallas.

Nov. 10-11—Continental Plaza, Chicago.

brier, White Sulphur Springs.

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

Aug. 26 — Annual stockholders meeting,
Rollins Inc. Atlanta.

Aug. 28-29—Annual summer meeting of
Arkansas Broadcasters Association. Velda
Rose Towers. Hot Springs.

September

Sept. 2—Deadline for reply comments on
FCC’s proposed rulemaking prohibiting sta-
tions from recording or broadcasting live
telephone conversations unless parties in-
volved are informed beforehand.

wSept. 5—Deadline for reply comments on
FCC’s proposed rulemaking on alternative
method for indirectly determining power of
AM stations.

Sept. 5—New deadline for reply com-
ments on all portions of FCC’s CATV rules
except those sections dealing with origina-
tion, diversification and reporting require-
ments. Previous deadline for reply comments
was July 2.

Sept. 5—New deadline for reply comments
on FCC’s further notice of proposed rule-
making issued May 16, in which commission
revised certain sections of its earller pro-
posed rulemaking dealing with CATV policy.
Previous deadline for reply comments was
July 18.

Sept. 5—Deadline for reply comments on
FCC’s proposed rulemaking on seven-year
retention period for local inspection files
of licensees and permittees.

Sept. 5—Deadline for reply comments on
FCC’s proposed rulemaking requiring li-
censees to show nondiscrimination in em-
ployment practices.

Sept. 6-13—Seminar for broadcast news and
editorial directors on Urban Affairs and
Media Opportunities, Stanford University,
Stanford, Calif. For information contact
Jules Dundes, Redwood Hall, Stanford, Unli-
versity, Stanford 94305.

Sept. 8-11—1969 National Premium Show.
International Amphitheater, Chicago.
Sept. 11-13—Annual fall convention of
Louist A tion of Broadcasters.
Monteleone hotel, New Orleans.

Sept. 11-13—Annual fall meeting of Minne-
sota Broadcasters Association. Holiday Inn,
Duluth.

Sept. 12-14—Annual fall meeting of Maine
Broadcasters A tion. Seb Lodge,
Sebasco Estates.

Sept. 16-18—Annual conference, Institute of
Broadcasting Ff ial Manag t. Hilton
Inn, San Diego.

Sept. 17-19—Fall convention of Michigan
Association of Broadcasters. Boyne High-
lands, Harbor Springs.

Sept. 18-20—Annual broadcasting sympo-
stum, sponsored by Group on Broadcasting,
Institute of Electrical and Electronics En-
gineers. Mayflower hotel, Washington.
=Sept. 23—FCC newsmaker luncheon, Inter-
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“...to help
people

find jobs...” |

BROADCASTING, July 28, 1969

The JOB FINDER:

As in most American cities, a big need here is to find jobs for the jobless,
training for the untrained, opportunities for the disadvantaged. So WMAR-TV
created its JOB FINDER series to point the way and encourage the willing.

Some reactions:

'Congratulations to your Station for the foresight and sense of community to
develop ‘The Job Finder'..." David L. Glenn, Director, Baltimore Community
Relations Commission.

"'"This type of programming could go a long way toward bringing about better
understanding within the community .. ."" John J. Bishop, Jr., State Senator.

‘... timely, stimulating, and covered an area about which too little is
known . .."” Dan D. Zaccagnini, Special Assistant to the Mayor.

“I hope your Station’s initiative will stimulate further probing in the employment
area..." R. S. Ginsburg, Director, National Alliance of Businessmen.

‘', .. greatly appreciate the opportunity to participate in this most worthy
undertaking .. .” J. Donn Aiken, Director, Maryland State Employment Service.

In Maryland
Most People Watch COLOR-FULL

WMAR-TV®

CHANNEL 2, SUNPAPERS TELEVISION
TELEVISION PARK, BALTIMORE, MD. 21212
Represented Nationally by KATZ TELEVISION
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M&r

DON'T
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 [rom the newscasters,
the weatherman, the sports report-
er? Is one or more of these per-
sonalities wealk? Do the personali-
ties work as a team and contribute
to the tolal 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. Qur com-
pany is in its seventh year, and
was founded to apply all of the
things previously learned to the
study of radio and television sta-
tion images.
We have some interesting success
stories to tell which you can verify
by talking directly to client station
managers throughout this country
and Canada. We would like to
make a presentation with no obli-
gation on your part. Just give us
a call.
Make the most of this summer
while your competitor is taking it
easy—

national Radio & Television Society. Wal-
dorf-Astorla, New York.

Sept. 23—Annual meeting of Radio-Televi-
sion News Directors Association of Canada.
Statler-Hilton hotel, Detroit.

Sept. 23-25—Annual fall meeting, Pennsyl-
vania Communily Antenna Television Asso-
ciation. The David Mead Motor hotel, Mead-
ville.

Sept. 23-27~1969 International conference
ul Radio-Television News Directors Associa-
tion. Statler-Hllton hotel, Detroit.

Sept. 23-27—Annual National

Broadcast. .

Editorial Conference, Statler-Hilten hotel,

Detroit.

Sept. 24-25—CBS Radio 16th annual af
filiates convention. Waldorf Astoria hotel,
New York.

Sept. 25—Association of National Advertis-
ers workshop. Plaza hotel, New York.

Sept. 26-27—Meeting of Tennesse¢ Cable
Television Association. Howard Johnson's
motor inn. Gatlinburg.

Sept. 26-27T—Annual fall meeting of Utah

Broadcasters Association. Rodeway Inn,
Salt Lake City.

Openiike

A sounding board for radio

EpiTor: “Local Radio’s Voice For A
Better Tomorrow” (BROADCASTING, June
30) was interesting and stimulating and
gave everyone in radio the opportunity
to learn of the excellent public-service
campaigns produced by various stations
around the country.

We appreciate your fair and accurate
description of kaBC's awards.—Robert
M. Walsh, production manager, KABC
Los Angeles.

Crossing the bar

EpiTor: In an item in BROADCASTING
June 30, you termed it “incongruous”
that members of the Federal Commu-
nications Bar Association would op-
pose the Pastore bill to limit cross-
filings at license-renewal time. In the
July 14 issue you printed a letter from
a broadcaster who seems to think that
lawyers are stirring up such filings to
make legal fees, and in your “Closed
Circuit” column, you describe how
lawyers are supposedly going into ma-
jor markets to stir up “strike applica-
tions” in competition with renewals.

As a member of the communications
bar, 1 feel compelled to submit the
following comments in defense of our
profession.

First, it is not correct to characterize
every application filed on top of a re-
newal as a “strike” application. By
definition, a ‘“‘strike application” is an
application filed by somebody who does
not intend to build a station, but is
seeking simply to block the grant of an
application by somebody else. Some of
these cross-filings at renewal time may
be “strikes,” but others are certainly
not (that is, there can be no doubt that
most of the people who file these ap-
plications sincerely hope to acquire a
permit and build a station).

Second, it would be decidedly un-
professional and unethical for any at-
torney to travel to a major market or
any market for the purpose of organiz-
ing and “stirring up” a local group to
file on top of somebody’s renewal.
Such conduct constitutes unethical

solicitation of legal business.

Third, while I personally feel that the
public interest would be served by
legislation to limit the filing of compet-
ing applications at renewal time, I can
also fully understand why some other
members of the bar may disagree. The
communications bar is not “owned” by
the broadcast industry. We are here to
serve the public, which includes not
only existing broadcast stations, but also
applicants for new broadcast stations,
and even the people who want to file
on top of renewals.—Lauren A. Colby,
attorney, Washington.

Epitor: 1 was dismayed by your
“Closed Circuit” in the July 14 issue
alleging that lawyers who are members
of the Federal Communications Bar
Association organize and solicit groups
to apply for existing licenses. In the
case of Forum Communications, which
is challenging wrix(Tv) for the license
for channel 11 in New York, nothing
could be further from the truth. After
deciding to apply for this license, we
sought recommendations for a Wash-
ington counsel from eminent members
of the bar in New York and Washing-
ton, as well as law professors who are
authorities on federal regulatory agency
practices. The law firm we retained,
Scharfeld, Bechhoefer, Baron, Finkel-
stein and Firestone, was recommended
to us and was selected by us.—Lawrence
K. Grossman, New York.

Mental health support

EpiTor: T wish to express the apprecia-
tion of the National Association for
Mental Health for the continued and
outstanding cooperation of BROADCAST-
ING in placing public-service advertising
of our association before your important
readership.

Through your medium, we are able
to contact the leaders in the broadcast-
ing field: people who make the impor-
tant decisions about airing public serv-
ice announcements . . . Mrs. Burton
Joseph, office of the president, The
National Association for Mental Health,
New York.

McHUGH & HOFFMAN, INC.,
Television & Advertising Consultants
430 N. Woodward Avense
Birmingham, Mich. 48011
Area Code 318
644-9200
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BROADCASTING PUBLICATIONS INC.

Sol Talshoff, president; Lawrence B.
Talshoff. executive vice president and
secretary; Maury Long, vice president;
Edwin H. James, vice president; B. T.
Tatshoff. treasurer; Irving C. Miller.
complroller; Joanne T. Cowan, assistant
treasurer.

Broadeasting

THE BUSINESSWEEKLY OF TELEVISION AND RADIO

Executive and publicatlon headquarters:

BROADCABTING-TELECASTING bullding,

1735 DeSales Street, N.W., Washington.
.C. 20036. Phone: 202-638-1022

Sol Talshoff, editor and publisher.

Lawrence B, Taishoff, executive VP.

EDITORIAL

Edwin H. James, vice president and
sxecutive editor.

Rufus Crater, editorial director

(New York).

Art King, managing editor.

Frederick M. Fitzgerald, Earl B.
Abrams, Leonard Zeldenberg, Sherm
Brodey, senior editors.

Joseph A. Esser, Robert A, Malone,
associate editors.

Alan Steele Jarvis, Mehr) Martin. Tim-
othy M. McLean, Steve Millard, staff
writers; Albert N. Abrams, Donna Gall-
ette, Deborah May Nordh, Robert Sellers,
John F, Wallace, editorial assistants;
Gladys L. Hall, secretary to the editor
and publisher. Erwin Ephron (vice presi-
dent, 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 production-traffic
manager; Sarah Bryant, classified adver-
tising; Dorothy Coll, advertising assist-
ant; Kathy Kibsy, secretary to the vice
president, sales.

CIRCULATION

David N, Whitcombe. rirculation
director.

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

BUSINESS

Irving C. Miller comptroller.
Shella Thacker; Kathleen Stanley,
secretary to the executive vice president

BUREAUS

New York: 444 Madison Avenue, 10022.
Phone. 212-755-0610.

Rufus Crater, editorial director; David
Rerlyn. Rocco Famighetti, senior editors.
Hazel Hardy, Caroline H. Mever, staff
writers

Warren W. Middleton, sales manager,
Eleanor R. Manning, institutional
sales manager: Greg Masefield.
Eastern sales . 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.

Morris Gelman, senior editor.

Bill Merritt, Western sales manager.
Sandra Klausner, assistant.

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

*Reg. U.S. Patent Office.

@ 1969 by BroapCasTING Publications Inc

ONE BUY DELIVERS $3.5 BILLION
KANSAS TELEVISION MARKET

. Goodland

KLOE-TV

. Hays

KAYS-TV

Wichita
Dodge City {
Ensign Hutchinson

grve i

KANSAS BROADCASTING SYSTEM
OFFERS ADI EQUAL TO
46th NATIONAL MARKET RANKING

The combined ADI markets of the KBS stations deliver a 68
county major market reaching 52% of the Kansas population
plus over 166,000 viewers in neighboring states.

AREA OF DOMINANT INFLUENCE

TV HH WOMEN MEN TEENS CHILD
Wichita-Hutchinson 297,800 313,700 286,100 113,300 180,700

Hays-Goodland 19,500 22,500 21,900 8,800 13,800
Dodge City-Ensign 11,300 13.400 12,300 4,600 7,300
KBS AD! 328,600 349,600 320,300 126,700 201,800

Total area covered by the KBS as defined by ARB includes
405,400 television homes and 1,223,800 population in a 92
county market.

ONE ORDER-—ONE INVOICE—-ONE CHECK

4 Independently owned stations with local leadership

KANSAS BROADGASTING SYSTEM

KTVH KAYS-TV KLOE-TV KTVC

Wichita Hays Goodland Dodge City
Hutchinson Ensign
CBS Affiliates Represented by .h Blair Television

BROADCASTING, July 28, 1969
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M””m’” from Robert G. Wilder, president, Lewis & Gilman Inc., Philadelphia

An appeal for efforts adequate to the problems

I was surprised at a magazine article I
read a while ago that reproached the
broadcast industry for failing to be
sufficiently responsive to the needs of
society, mostly because the author
should have known better. The chief
executive of a public relations firm
specializing in media consultation ac-
cused broadcasting (primarily station
owners and managers) of exhibiting an
inadequate sense of social conscience.

He said that broadcast journalism has
left social responsibility up to print
media, usually for one or a combination
of several reasons:

1. It doesn’t want to (or doesn’t
dare) offend “The Establishment.”

2. It’s too tough to produce a good
public service program.

3. Broadcast journalism
doesn’t care.

4. Public affairs programing costs
too much money.

Initially I was indignant, because I
knew differently; there have been
many fine public affairs broadcasting
achievements in my own community of
Philadelphia alone. Fortunately, we’ve
worked with three area television sta-
tions in producing some of them. Not
to be forgotten, too, are the excellent
shows seen on the nation’s various non-
commercial stations. WHYY-Tv (ch. 12)
Wilmington, Del., for example, since
last year has produced a weekly
30-minute series called New Mood/
New Breed, a program that Negroes
and Puerto Ricans in the Philadelphia
area often consider the only local
broadcast efforts with their true interests
at heart.

Still, thinking through the article
again, one can find fault only with the
author’s generalizing. The facts are that
not enough of the right kind of public
affairs programing is being done, and
the absence of it is particularly conspic-
uous now because we've never needed
it more than today. It is on this score, 1
must admit, that broadcasting is guilty.
Too often, it seems, broadcasters con-
cern themselves with the “numbers
game” of ratings, and leave community
service programing to the educational
stations.

In fairness, though, excellent accom-
plishments have been and are being
made. For instance, in our experience
with television public service program-
ing, a Philadelphia utility sponsored a

simply

series of local in-depth documentaries
over a period of years that won nation-
al recognition in communications cir-
cles. Granted they were sponsored, but
the stations airing them were delighted
to do so and worked diligently in pro-
ducing shows that had real meaning for
people of the community. Sponsorship
simply made the programs more pos-
sible.

Another outstanding example of pub-
lic service programing in which our
agency took part was Now is the Time,
the award-winning documentary de-
veloped last year by the Westinghouse
Broadcasting Co. stations. The program
pre-empted three-and-a-half hours of
prime time for an in-depth look at
community problems. Not only was it
aired on WBC stations around the
country, but it was offered at no cost to
stations in other markets, many of
whom accepted.

Or, consider wBz Boston. Anxious
to find solutions to community prob-
lems on the air, wBz offered an 11-hour
radio program, T-Group 15, a sort of
group therapy discussion of the prob-
lems encountered by Boston School
Committee officials and members of a
black parents and teachers protest
group in their struggle with pressing
community issues.

Whether the wBz program can be
credited with having directly led to
social improvement would, perhaps, al-
ways be debatable. But the point is
that wsz went to some rather extreme
lengths to do something it thought
could render a truly useful service to
the community.

Certainly, other stations can, to a
degree, emulate efforts like these. They
have the time, the local resources and
most assuredly the same or similar
problems.

The plain truth is not enough of this
is being done.

It's not necessary that the net-
works or stations carve huge slices
of time out of their formats to “do their
thing” for the community. But announc-
ing church dinners and the like on the
Sunday morning news does nothing for
the big problems of our country. To-
day, more than ever before, it's a basic
part of doing business for companies to
address themselves to their roles (yes,
obligations) of responsibility in society.

Broadcasting has been doing too
much reacting and not enough anticipat-
ing.

I have in mind not only sounding
off on matters of public concern, but
offering the airwaves to responsible per-
sons as their platform as well.

Partly because broadcasting has not
been doing all it can and should, it has
been characterized as a part of the
business, governmental and academic
“power structure”, and has come under
vitriolic attack from both left and
right: education, young people, govern-

~ ment and the church included. Due to

its seeming “omnipresence,” broadcast-
ing has emerged particularly suscepti-
ble to this type of criticism. The situa-
tion calls for a public relations effort
based on deeds and r. 't a portrayal of
deeds. Haonily, such activity not only
enjoys public sanction, but is highly
ethical and worthwhile as well.

Robert G. Wilder is president of Lewis &
Gilman Inc., Philadelphia, a firm handling
advertising and public relations for Amer-
can Sugar, Atlantic Richfield, Tasty Baking
and Campbell Soup food service products
division. He began his advertising career
as a public relations consultant in Philadel-
phia and joined the agency in 1950. He
served as vice president and public rela-
tions director until 1958, becoming execu-
tive vice president. He was elected presi-
dent in 1964.
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The Gilmore name rings a bell,. and we're proud. As an
advertising agency, we have been promoting the Gilmore
Broadcasting group since it was born—through national
and local advertising, packaged promotions, public rela-

tions and publicity.
ame This month we have also adopted the Gilmore name. Our

association with Jim Gilmore Enterprises goes back through
the past eight productive years. And our existence as an

dro ers advertising agency dates back 44 years, during which time
we have become one of the largest agenciés in south-
western Michigan.

Our client list is a cross.section of industrial and com-
mercial firms, as well as specialized organizations. We
relish demanding assignments.

While we‘re name-dropping, these are the clients we serve:

The American National Bank & Trust Company of Michigan . . . Buck Tool
Company . .. Casper Haas Company . . . Consumers Power Company . .. Con-
tinental Corporation of Michigan, Inc. . .. Durametallic Corporation . . . Fabri-Kal
Corporation . . . The Garrett Agency . . . Gilmore Broadcasting Corporation . . .
Gove Engineers, Inc. . . . Hammond Machinery Builders, Inc. . .. Hapman Cor-
poration ... Humphrey Products . .. Hydreco—A unit of General Signal Corporation
. . . Jackson County United Fund . . . Jim Gilmore Cadillac-Pontiac, Inc. . . .
Johncock Racing Team . .. Johnson-Howard Lumber Company . . . Kal-Aero,
Inc. . . . Kalamazoo County Community Chest, Inc. . .. Kalamazoo Industries,
Inc. ... Kalamazoo Junior Symphony Orchestra . .. Kalamazoo Plug Company . ..
Kalamazoo Stamping & Die Company . . . Kalamazoo Symphony Orchestra . . .
KTS Industries . . . Knappen Milling Company . .. Michigan Education Association
... Microlife Technics, Inc. . . . National Water Lift Company . .. North American
Aluminum Corporation . . . Pension & Group Services, Inc. . . . Saga Food
Service . .. Senior Citizens Fund . . . Statler Ready Mixed Concrete Company . . .
Steere Broadcasting Corporation . . . Stryker Corporation . . . Sturgis-Newport
Business Forms, Inc., Division of Litton Industries . . . Unifab Corporation . . .

Wheeler-Blaney Company

Formerly Mclain Advertising, Inc. / Established 1925 KALAMAZOO, MICHIGAN 49008

A division of Jim Gilmore Enterprises

200 MICHIGAN BUILDING
GILMORE ADVERTISING inc. g

PHONE 3B1-4262

Another division of Jim Gilmore Enterprises

\James S. Gilmore, Jr.

GILMORE BROADCASTING CORPORATION
GENERAL OFF(CES: 202 MICHIGAN BUILDING KALAMAZOO, MICHIGAN 49006
-~ '”‘|
T -
. WEHT-TV KODE-TV WSVA-TV KODE-AM WSVA-AM WIVA-TM
Evansville Joplin Harrisonburg foplin Harrisonburg Harrisonburg
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8 Hubert Humphrey . ..on Philadelphia’s 'Young Greats’

by WFIL-TV, Philadelphia, a Triangle Station.

In 1955, Herman Wrice, a
14-year-old boy from the
black ghetto area of Phila-
delphia, was sentenced to
three years in a reformatory
for a series of petty street

crimes.

Today he stands as an example
of the black pride and purpose
that can be found in our cities.

Wrice and his wife, Jean, lead
an exciting effort called the
“Young Great Society.”” It has
helped transform the 80-block
Mantua area of Philadelphia from
a gang-riddled ghetto into an area
where blacks are working hard
to help themselves.

It all started five years ago
while Wrice was finishing up his
college work at Temple Univer-
sity. His wife, caught in the cross-
fire of a gang war, narrowly
missed being shot down. At that
time, 29 different gangs were
terrorizing the area.

His wife’s narrow escape
shocked Wrice into action, and
with Andy Jenkins and ten other
young men, he set out to do some-
thing about the situation.

Their first recruit—their first
“Young Great”—was a boy with
a shotgun. As Wrice tells it: “He
taught us a whole lot about how
you don’t take a loaded shotgun
away from a 17-year-old. He had
to decide to lay it down himself.””
Now the young man runs a mov-
ing company in the Mantua
enterprises.

Lines of Communication
From this first tough, angry
recruit, they were able in the next

two years to open up the lines of .

communication to all the gang
leaders, establish an athletic
program, and find jobs in local
businesses.

By 1966, the “Young Great

Society” was off the ground. Not
only were jobs found, but day
care and vocational education
centers were being established.

Even a medical center was con-
structed largely from the resources
of the area. A methadone pro-
gram for heroin addicts has been
established there, plus a half-way
house for addicts who are trying
to make it back into the “straight”
world.

Today the “Young Greats” are
involved in almost 100 different
public service activities with a
budget of a quarter million dollars
a year. They also run nine profit-
making companies.

Wrice, still under 30, has been
named co-chairman of the Urban
Coalition in Philadelphia and has
been appointed to the Presi-
dent’s Commission on Black
Entrepreneurship.

Wrice gives great credit to his
wife, who started him on the road
to his own rehabilitation and who
has worked at his side ever since.
This remarkable couple have six
children of their own and have
adopted 11 more.

Each week more than 200
visitors from all over the country
come to see the “Young Greats”
in action. The 20,000 residents
of the Mantua area are united as
never before. They are determined
to stay and make something of
their neighborhood and them-
selves. As Wrice puts it: “If we
stay in the jungle long enough
and tame it, then we will own
this jungle.”

The “Young Great Society”
has received some assistance from
foundations, but it has not sought
federal aid. The emphasis is on
self-help, on initiative from within
the black community, and on the
leadership’s staying in the streets.

For Wrice and his associates,
the job is almost a 24-hour-a-day

Black Pride Personified
By Herman Wrice

Reprinted through special permission of the Philadelphia Bulletin
and The Register and Tribune Svndicate

proposition. They accept only a
minimum income-—just enough so
their families can get by.

Other Cities

While Herman Wrice is a truly
unique leader, in every city I visit
I meet young black men and
women who are working hard
to help themselves and their own
people.

Their day-to-day work doesn’t
make much news. We have had
an avalanche of horror stories—
riots and violence and crime.

What we need to see and hear
is the good news as well—the
news that progress is being made.

I wish everyone could see the
brilliant documentary on Herman
Wrice and the Young Greats pro-
duced by WFIL-TV in Phila-
delphia. It is a moving and
powerful statement of what can
be done in and by the black
community.

One of Wrice’s deputies, a
bright systems engineer named
Bill Ellison, saw the documentary
and was so impressed that he quit
his job with IBM and plunged
into the effort at Wrice’s side.

Herman Wrice’s story has
many lessons for white America,
chief among them that immense
talent and leadership lie hidden
in the sometimes seemingly hope-
less poverty of the black ghettos.

The spark of leadership of
today’s young blacks can build
communities instead of burning
them down. We can have one
America—united—if we are will-
ing to look beyond the conflict
and see the quality and spirit and
pride being shown by today’s
black Americans.

Each of us must insist that our
local institutions—the media, the
political leaders, the businessmen,
the financial institutions, the labor
leaders—do their share. -ADvT.
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Broadcasters left with no cards to play

Cigarette makers’ offer to cancel radio-TV advertising
trumps NAB's phase-out plan; next move is uncertain

“l have been authorized by each ciga-
rette manufacturer for whom I speak
to inform this committee that each com-
pany is prepared to agree to discontinue
all advertising of cigarettes on television
and radio in September 1970, when the
major existing contractual arrangements
will expire, provided that Congress en-
acts legislation which provides that an
agreement to this effect shall not be
deemed illegal under the antitrust laws.”

With these words, spoken last week
before the Senate Consumer Subcom-
mittee by tobacco-industry spokesman
Joseph F. Cullman III, cigarette manu-
facturers formally and decisively wrested
control of the cigarette-advertising con-
troversy from the hands of broadcast-
ers.

“I am further authorized to inform
the committee that if the broadcast in-
dustry will simultaneously terminate all
contractual agreements for the broad-
cast of cigarette advertising, we are
prepared to agree to discontinue all

d

The mood was funereal among these key National Associa-
tion of Broadcasters executives at last week’s Senate hearing
on cigarettes, as the tobacco industry formally unveiled its
plan to drop radio-TV advertising by Septemmber 1970. Left

such advertising at any time after Dec.
31, 1969, that such termination be-
comes effective.”

That statement by Mr. Cullman,
chairman of Philip Morris Inc. and
chairman of the executive committee of
the Tobacco Institute, in effect tossed
the issue right back to television and
radio, inviting them to cope with it as
best they can.

The first response came from Na-
tional Association of Broadcasters Pres-
ident Vincent T. Wasilewski, who fol-
lowed Mr. Cullman to the witness stand
at last week’s hearing. Departing from
his prepared text, Mr. Wasilewski called
for “a complete wipeout” of all ciga-
rette advertising in all media within one
year.

Later in the week, NAB amplified its
position in a short memo to members,
mailed along with a copy of Mr. Wasi-
lewski’s testimony. It said: “Vince
makes several important points: (1)
There should be no discrimination

against broadcasting in favor of other
media; (2) Congress should foster self-
regulation rather than governmental
control, and (3) the government should
look for genuine solutions to the prob-
lem of smoking and health rather than
making broadcasting a whipping boy.”

The first official network statement
came from ABC, which said it sub-
scribed ‘‘essentially” to Mr. Wasilew-
ski's position as presented to the sub-
committee. It was also indicated that
the networks, rep firms and others in
the broadcast business are reluctant to
cancel existing contracts in order to ef-
fect an early departure of cigarette ad-
vertising, because of the disruption such
an action would create in the business.

One broadcaster told NAB President
Wasilewski last week that the broad-
cast industry’s first mistake came with
NAB’s adoption of a proposed phase-
out plan earlier this month. Charles H.
Crutchfield, president of Jefferson
Standard Broadoasting Co., called that

to right: Stockton Helfirich, NAB code authority director;
Vincent T. Wasilewski, president; Douglas A, Anello, gen-
eral counsel and Paul B. Comstock, vice president-govern-
ment affairs.
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action a “gutless overreaction, spawned
in a climate of fear, and one which the
NAB and the broadcast industry will
live to regret.”

"' Opposite reaction came from anti-
cigarette crusader John F. Banzhaf III,
who, in an “open letter to all broadcast-
ers,” urged the industry to terminate
cigarette advertising contracts “at the
earliest possible time.” He said that “al-
most a million children may become
hooked on a deadly habit if broadcast-
ers insist on cigarette profits during
1970.”

"Other indications of things to come
were provided by FCC Chairman Rosel
H. Hyde and Federal Trade Commis-
sion Chairman Paul Rand Dixon, the
afternoon witnesses at last Tuesday’s
hearings. Both indicated that a period
of watching and waiting would be neces-
sary before their agencies abandon pro-
posed curbs on cigarette advertising.

When asked by Senator Frank E.
Moss (D-Utah), subcommittee chair-
man, if the FCC would kill its proposal
to ban broadcast cigarette advertising
in light of the tobacco-industry action,
Chairman Hyde said: “I'm not sure
that there wouldn’t be some necessity
for the commission to study the results
of voluntary industry action.” If snags
develop, he cautioned, thz rule might be
necessary.

The FTC, which is pondering the
possibility of tough. required health
warnings on packages and in all ad-
vertising, is similarly disinclined to ab-
sent itself from the picture. “Some-
body’s going to have to watch and see if
all these promises take effect,” Chair-
man Dixon remarked.

He added that the FTC wants to see
what becomes of two other “uncertain-
ties.” One is whether the elimination of
broadcast cigarette advertising will lead
to a massive infusion of some $220 mil-
lion into other media. “There should
be safeguards against the industry shift-
ing the impact of advertising from
broadcast to print media,” Chairman
Dixon said. The other is whether anti-
smoking announcements will be able to
survive and flourish in the absence of
cigarette messages on radio and televi-
sion.

The FTC chairman said his agency
wants to report back to Congress in
1971 on the state of cigarette advertis-
ing at that time. He told the subcom-
mittee that no action would be taken
on the proposed health warnings during
that time.

This development was uppermost in
the tobacco companies’ hierarchy of
hopes. Their primary concern has been
to fend off legislation that would per-
mit the FTC to impose required warn-
ings in advertising. As Mr. Cullman put
it: “The right to advertise is seriously
impaired if a manufacturer is required
in every advertisement to disparage his

product. Such a warning tends to make
advertising self-defeating.”

However, only one condition was at-
tached to the industry’s offer, and it had
nothing to do with the FTC proposal.
Mr. Cullman noted that collective with-
drawal of the advertising “would pre-
sent substantial problems under the anti-
trust laws,” and asked for protection for
the industry from those laws. Even if
the government promised not to pros-
ecute an antitrust suit, he said, private
parties might still seek triple damages.

As far as suits by broadcasters are
concerned, Mr. Wasilewski said he
found that an unlikely possibility.

Senator Moss doubted that such an
exemption will be necessary, but said
he found the request reasonable, and
predicted Congress would agree.

There had been strong indications
that tobacco interests would make such
a move (“Closed Circuit,” July 21) as
part of their attempt to keep anticiga-

Mr. Cullman

rette forces at bay. During several weeks
of ploys and counter-ploys following
House passage of an extension of the
Cigarette Labeling Act of 1965, it had
become clear that only strong industry-
initiated curbs on cigarette advertising
would head off strong government ac-
tion, in the form of a new bill that
would permit at least one of the regula-
tory agencies to make its move. Key
Senate leaders, notably Senators Moss
and Warren G. Magnuson (D-Wash.),
chairman of the Senate Commerce
Committee, had met with obvious suc-
cess in their battle for tough legislation.

Nevertheless, the formal announce-
ment had a transforming effect on the
hearing. Prepared texts and well-turned
phrases went flying out the door. New
questions were raised, new possibilities
opened, and old alternatives discarded.
The four-year phase-out plan adopted
earlier this month by the NAB—a plan
which already had been criticized by

several key figures as too prolonged, too
complicated and too mescenary—sim-
ply faded into irrelevance.

Indeed, it now appears evident that
broadcasters have run out of really
meaningful options. The cigarette issue
—for many years an intricate object les-
son in political maneuvering—has ac-
quired an air of inevitability as far as
its broadcast angles are concerned.

The tobacco industry’s move brought
some guarded praise from Senator Moss,
who said: “Today I sense that the
cigarette industry is turning away from
stubborn conflict and preparing to ac-
cept the heavy burden of its public re-
sponsibility.” While lauding the indus-

- try’s action, however, the senator cau-

tioned that “we must also make certain
that other forms of promotion—maga-
zines, billboard, couponing, points of
sale—are adequately circumscribed and
restrained.”

The next chapter of the cigarette

Chairman Hyde

story thus promises to have two themes.
One, emphasized repeatedly by Senator
Moss last week, is the question of non-
broadcast advertising. The subcommit-
tee is preparing to send written in-
quiries to major newspaper and maga-
zine publishers, with the intent of ques-
tioning what Senator Moss called “those
whose publications have lately scored
the broadcasters as mercenaries against
the public health without seeing in their
own editorials any message for them-
selves.” He added: “In my judgment
those publications which accept cig-
arette advertising have a mworal obliga-
tion identical to the broadcasters to
carry, in the form of public service an-
nouncements, smoking education mes-
sages.” The letters to major publishers,
he said, will ask “what self-restraints
they now plan to impose upon them-
selves.” Many presently say they intend
to continue the advertising (see page
22).
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There is as yet no indication that
such inquiries will lead to an outright
ban of cigarette advertising. However,
Senator Moss and others, including
FTC Chairman Dixon, expressed their
conviction that “the magazine and news-
paper publishers should now agrec at
least -to maintain current ratios of cig-
arette to non-cigarette advertising vol-
ume,” in the senator's words.

A second line of inquiry, with more
immediate consequences, concerns the
disposition of existing broadcast adver-
tising. Letters will shortly go out to the
networks asking whether they will agree
to “terminate all contractual agreements
for the broadcast of cigarette advertis-
ing,” as Mr. Cullman put it, or whether
they will choose to insist on continua-
tion of advertising until September of
next year, under existing agreements.

Early indications last week were that
the networks would not be inclined to

Chairman Dixon

agree to cancellation of existing con-
tracts soon after Dec. 31, 1969, as Mr.
Cullman suggested.

Network officials also said they had
received no requests of any kind from
any tobacco company suggesting can-
cellation. Some executives expressed the
belief that this situation would remain
static until there is a clear-cut deter-
mination of the possible antitrust im-
plications of concerted tobacco-industry
action.

Both networks and station-representa-
tion firms agreed that an abrupt with-
drawal of cigarette advertising from
network TV would seriously disrupt
TV business. According to their argu-
ment, such a pull-out would send the
networks scrambling for new advertis-
ing, would probably depress prices, and
would serve to siphon away additional
advertiser monies from spot television
into network.

One network official said: “The

earliest time we can see that would
make sense for the networks to let the
tobacco companies out of their con-
tracts would be Sept. 1, 1970.”
Network authorities also noted that
cigarette advertising on the TV networks
—all of it in prime hours—comes to
about $150 million, or about 10% of
gross network revenue. Additionally,
one executive explained: “We would
have to replace not only that 10%
but another 7-or-8%, representing the
normal increase in doing business.”
In other words, he said, the networks
would be forced to make up 17%-18%
of their total gross revenue if cigarette
advertising were lost before the end
of current contractual arrangements.
And with a withdrawal of cigarette
business, it was said, the present‘sellers’
market in night-time sales could become
a buyers’ market, with other advertisers
encouraged to hold off buying in the

Senator Magnuson

expectation that prices will come down.
The networks fear that as a conse-
quence, they might be forced to cut
their “inventory”—for example, monies
allocated for investment in existing pro-
grams and in new program development.
Station reps generally estimate that
cigarette advertising accounts for 4%-
5% of spot-TV billing. The most re-
cent estimate from the Television Bu-
reau of Advertising is that cigarette
companies put just over $11 million—
representing about 4% of total spot
expenditures—into spot TV in the first
quarter of this year (see page 24).
The major reps, moreover, believe
they would be quick to feel the brunt
of a sudden cut-off of cigarette adver-
tising. They note that cigarette adver-
tisers have in recent years been pres-
sured away from hours other than
prime viewing periods, and have tradi-
tionally concentrated their spot in the
top 50 markets. While evening-news

and late-night sponsorships could be
replaced without too much strain, it
is ‘believed, an immediate loss in spot
revenue would come in the prime hours
and in the bigger markets.

Spot-TV executives also noted that
there has been a continual increase in
the inventory on stations of 30-second
availabilities for national spot. To fill
these spots, they said, new advertisers
or additional spending of existing adver-
tisers must be encouraged. But if these
inventories are siphoned off by net-
works in order to fill the gaps created
by a loss of cigarette advertising, one
executive said, “the spot inventory will
become a burden, not a salable asset.”

Station-rep reaction was not uniform-
ly pessimistic, however. Several spokes-
men for major rep firms said the losses
could be absorbed and the void filled
in aggressive selling to other adver-
tisers.

Senator Moss

The president of one major firm esti-
mated that cigarettes account for about
5% of the company’s billing, and ex-
pressed confidence that a reinforced
sales-presentation effort could bring
new advertisers and new brands from
old-line sponsors into spot. Another rep-
firm president, who also reported a 5%
figure for cigarette billings at his com-
pany, called that amount “material, but
not considerable.” He speculated that
one source of new revenue might be
increased spending by the tobacco com-
panies for their other products.

(This thought also occurred to Sena-
tor Moss at last week’s hearings. He
asked Mr. Cullman whether the indus-
try’s elimination of broadcast advertis-
ing would extend to products such as
“little cigars.” Mr. Cullman declined to
speak for the industry, but said he
doubted it.)

The president of a leading television-
station representative firm expressed
confidence that spot TV can recoup at
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Transom'’s open
at print media

Newspapers, magazines
say they’ll welcome
cigarette accounts

Cigarettc manufacturers—and their ad-
vertising billings—can expect to con-
tinue to find a comfortable home in
newspapers and magazines regardless
of the fate of their dollars in broadcast.
A sampling of 15 major publishers and
their representatives conducted by
BROADCASTING last week found none
intending to refuse cigarette advertising.

The only major-market daily news-
paper known to have renounced such
advertising is the Boston Globe, which
said last May it would honor present
contracts, but would not renew them or
accept further smoking ads after Jan. 1,
1970. The Globe took its action because
“accumulated medical evidence has in-
dicated that cigarette smoking is hazard-
ous to health” (BROADCASTING, May 5).

Despite broadcast ownership by news-
papers, acceptance of cigarette adver-

lising is apparcntly a maller ol scparatc
corporate dccisions, which often lead
to peculiar contradictions. For instance,
the Globe holds a minority interest in
WKBG-TV., WCAS and wJiB(FM) Cam-
bridge-Boston, but its policy docs not
affect the stations.

On the other hand, the Washington
Post Co.’s television and radio stations
(WTOP-AM-FM-TV  Washington  and
wJIXT[Tv] Jacksonville, Fla.) have sworn
off cigarette advertising while its news-
paper, the Washington Post, and na-
tional magazine, Newsweek, continue to
take it. Nor is cigarette acceptance even
under review at the publications, ac-
cording to Joseph P. Lynch, vice
president-advertising of the Post, and
Allen Chellas, director of public affairs,
Newsweek.

At the country’s biggest magazine
publishing firm, Time Inc., there was no
indication of a rejection of cigarette
business. James R. Shepley, publisher
of Time, through a spokesman, said:
“We have for many years reported in
depth the news of tobacco and smoking,
including its health hazards. We will
continue to accept cigarette advertising
in light of all the evidence.” Time Inc.
owns broadcast and CATV properties.

Much the same reuction was regis-
tered by Max Falk, advertising dircctor
for the New York Times. which owns
WQxXR-AM-FM New York, who said that
he didn’t “know what the futurc will
bring, but as of today we arc carrying,
and will continue to carry, cigarettc
advertising.”

Representatives of  major-market
dailies claimed that there has becn no
change in cigarette advertising policies.
Joseph W. Chamberlin, president of
Million Markets Newspapers. which
represents the Washington Star, Phila-
delphia Bulletin and Milwaukee Journal
(all broadcast owners) among others,
said that although ‘“no one can read
the future,” he did not know of any
newspaper (other than the Boston
Globe, one of his clients) that had quit
taking cigarette advertising.

Edward Parmelee, executive vice
president of Moloney, Regan & Schmitt
Inc., representative of 14 S. I. New-
house newspapers (also a group broad-
caster), said that none of the papers
had rejected smoking ads or “to my
knowledge plan to do so in the future.”
And William McKenna, advertising di-
rector of the Scripps-Howard newspaper
chain (which has broadcast interests),

least part of the loss over the next year.
“If a defection from TV has to hap-
pen,” he said, “this is just as good a
time as any for it to happen. Our rate
cards are less restrictive than they have
ever been, which has contributed to the
flexibility of the medium. Cigarettes tra-
ditionally have appeared in spot TV in
prime-time and in desirable fringe-time
. periods, and I think we can induce cur-
rent and new advertisers to come
aboard.”

Whether optimistic or not, the state-
ments of broadcast-related businessmen
exhibit a sense of resignation. The ques-
tion is no longer one of accommodation
or of gradual disengagement, but one of
how to pick up the pieces.

There was some evidence of this we-
have-now-crossed-the-bar attitude at last
week’s Senate hearing. The testimony
and dialogue that followed Mr. Cull-
man’s statement frequently seemed anti-
climactic when broadcast matters were
under discussion. Aside from the ques-
tion of whether discontinuance of broad-
cast cigarette advertising would actually
be achieved by September 1970, the
only questions left to ask were specula-
tive inquiries into matters such as anti-
smoking announcements.

One of these side trips produced an
interesting twist, first raised by NAB
President Wasilewski and later elabo-
rated upon by FCC Chairman Hyde.
Mr. Wasilewski noted that if cigarette
advertisements were removed from the
air while broadcasters continued to air

antismoking announcements, FCC fair-
ness rules might require the broadcast
of a reasonable number of protobacco
announcements, on behalf of the indus-
try as a whole.

Queried about this possibility, Chair-
man Hyde said the tobacco industry
could indeed invoke the fairness doc-
trine in such a situation. It might even
be advantageous from both sides’ points
of view, he added, since “a good sharp
argument might attract more attention.”

Most of the subcommittee’s atten-
tion, however, now turns to the ques-
tion of print and other non-broadcast
advertising of cigarettes. Following the
planned exchange of correspondence
between the subcommittee and major
newspaper and magazine publishers,
Senator Moss said, further hearings
will include print-media representatives
“if necessary.”

The exact nature of the FTC’s future
plans will also be in the forefront of
future hearings. Although the tobacco
industry did not hinge its offer upon a
“condition” involving the FTC, that
agency is uppermost in its mind. Mr.
Wasilewski went so far as to suggest
that the tobacco industry’s statement
did actually constitute a proposed deal
in which the industry hopes “to have
the FTC precluded, as I understand it,
from requiring warnings in the adver-
tising in other media.”

Senator Moss disagreed. “Well, let
me say I don’t believe there were any
conditions,” he said. “. . . The records

will have to show, of course. But I un-
derstood their offer was unconditional
except for being relieved of the anti-
trust penalties.”

Most observers seemed to agree with
Senator Moss. And most added that the
industry’s chances of winning a pre-
emption of FTC action remain small,
last week’s sweeping gesture nothwith-
standing.

Katz turns loose
its newspaper clients

The Katz Agency Inc., New York,
whose radio-TV business in recent years
has far overshadowed its newspaper
repping, will divest itself of newspaper
representation and put even more em-
phasis on broadcasting.

Katz, one of the leading companies
in the broadcasting rep field, said last
week that on Sept. 1 Katz Newspapers
Sales will cease to be part of its orga-
nization. However, it will become a sep-
arate division of Cresmer, Woodward,
O’Mara & Ormsbee, New York, a major
newspaper representative firm. The di-
vision will be called Rathbone Associ-
ates, and will be directed by Ted Rath-
bone, currently general manager of Katz
Newspaper Sales. Rod Keeney, KNS
national sales manager, will also serve
as sales manager of the new division.

Katz started in newspaper space sales
to advertisers and agencies in 1888
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said: “We are going along the way we
have. Lhaven't heard of any chunges yet.™

Other samplings from cxecutives of
major-market dailics:

» W. C. Kurz, exceulive vice presi-
dent and general manager. Tribune Co.,
publisher of the Chicago Tribune and
Chicago Today, and group broadcast
owner, said: “There is no change in
the Tribune Co. newspapers’ acceptance
of cigarctte advertising.”

= Frank S. McKinney. gencral man-
ager, Kansas City Star Co., publisher of
the Star and the Times in Kansas City,
Mo., said: “These policy matters would
be a board of directors matter and we've
had no board discussion of it as yet. We
currently have no plan to make any
change in the way we operate now.”

» Alex T. Primm, general manager
of the St. Louis Post-Dispatch, owned
by group broadcaster Pulitzer Co. said:
“We have made no review. We prob-
ably will at some time Jook into the
thing, but we have done nothing at
this point.”

= Palmer Hoyt, publisher, Denver
Post, explained: “Our policy on advertis-
ing is this—if a product is legal and the
advertising does not violate the law or

good tasle, or the rules of obscenity and
so on, wc do not feel that we are the
judge and/or jury or cven the Supreme
Court. We aceept that advertising. That
position will be unchanged.”

Mr. Hoyt turther suggested that
broadcasters had brought governmental
pressures to bear on cigarctte advcertis-
ing. “We’ve had a couple or threc cdi-
torials in the past ycar suggesting more
ot less that they clean their own house,”
he said. I think what has gotten them in
trouble are these extremely attractive
ads showing young girls and boys smok-
ing cigarettes, with the intimation—to
be with it you’ve got to smoke ciga-
rettes. Qur policy is not going to be af-
fected either by what’s going on there
or the fact that we are an applicant for
a UHF station (kHBC Denver)—which
looks a little dim in the future.”

» Edwin K. Wheeler, executive vice
president, Evening News Association,
publisher of the Detroit News and own-
er of wwJ-AM-FM-Tv Detroit, said: the
New’s present policy is to accept adver-
tising from any legitimate or legal
organization. It is always subject to re-
view, of course, for cigarettes or any-
thing else. Our policy is to service any

legitimale business cnlerprise and cer-
tainly cigarctte companics arc that.”

= Gardner Cowles, head of Cowles
Communications and president of its
Des Moines (lowa) Register & Tribune,
said: “Our attitude has been that we
would wait and see what the final out-
come was as rcgards the broadcasting
media. Then, 1 have no doubt, we will
consider our policies. But we have no
immediate intention of changing our
prescnt policies. We accept this adver-
tising.” He indicated this applies to
other Cowles publications as well.
Among those publications are Look,
Family Circle and Venture magazines.

= Bailey K. Howard, president and
chief executive officer of Field Enter-
prises Inc. (wrLD-Tv Chicago and
WCAN-TV Milwaukee) newspaper divi-
sion, publisher of the Chicago Duily
News and Sun-Times, reported that al-
though the subject was reviewed at an
executive conference last Wednesday
(July 23), “we have no immediate
plans for changing our policy whatso-
ever on cigarette advertising. We also
do not think there will be any signifi-
cant additional linage as a result of
what they are going to do on television.”

(the Cresmer firm began in 1891): was
in radio representation in 1931, was pre-
paring for television representation by
1938 and entered the business of TV
repping after World War II.

By the early fortics. Katz's radio
business about equalled its newspaper
volume, and soon overtook it, and in
the fifties television billings moved in
to occupy first position. In recent years,
newspaper repping reportedly has as-
sumed less importance in Katz billings.

Katz Television and Katz Radio
divisions currently represent 60 TV
outlets and 59 radio stations, respective-
ly, with virtually all of the stations
represented ranked in major (top-100)
markets.

In a letter to his staff announcing the
company’s decision to retirc from ncws-
papcr representation, Eugenc Katz,
president of The Katz Agency, attrib-
uted it to a “combination of causes”
which he said were the increasing costs
of performing more specialized services
and “the increasing number of markets
in which we have colliding newspaper
and TV intercsts.”

The Cresmer, Woodward firm, which
represents 27 newspapers (as compared
to Katz Newspaper Sales’ 47 clients),
also tends to rep newspapers in the
larger markets. The combination of the
lwo operations, it was said, but with
separate sales staffs and an interchange
of information, will provide benefits in
newspaper selling.

Y&R gets two more
Rheingold beer brands

Rheingold Breweries Inc., New York,
announced last Thursday (July 24) it
has appointed Young & Rubicam, New
York, as agency for the Rheingold beer
and Gablinger beer brands, effective
Oct. 21. The brands bill a combined
total of approximately $7.5 million, of
which about $5.2 million is in broad-
cast.

Rheingold bills an cstimated $6.5
million and Gablinger, $1 million. Thesc
brands currently are at Grey Advertis-
ing, New York.

Y&R is the advertising agency for
Knickerbocker beer, a product of Rhein-
gold. Theodorc Roscnak, president of
Rheingold, said that for reasons benefi-
cial to the brewery operations, the con-
solidation of brands into a single agen-
cy was preferred.

Hertz campaign stresses
full company services

A new national ad campaign, which will
include both nctwork and spot TV and
radio, has been prepared by Carl Ally
Inc., New York, for the Hertz Corp.,
an RCA subsidiary. “You don’t just rent
a car. You rent a company,” Hertz-
Rent-A-Car will assure travellers in
print slarting this week.

The radio and TV campaigns do not

begin until early October. Tentative
plans include scatter buys on all three
television networks and key-market spot
TV. New York, Los Angeles, Chicago
and San Francisco are definite, but
other markets may be added.

The new campaign will stress the
number of Hertz offices to be found
around the country, in small towns as
well as big cities. Also noted will be the
additional services—maps, guidebooks
and local information—Hertz offers its
customers.

Copy supervisor for the Hertz cam-
paign is David Altschiller, Carl Ally
vice president; art supervisor is Rick
Levine, vice president.

Mead Johnson moves
three out of DDB

Metrecal, whose budget has undcrgone
a slimming-down in recent months, will
be switched to a new agency this fall.
As of Oct. 8, the weight-control product
will no longer be handled by Doyle
Danc Bernbach, New York, but by
Young & Rubicam, New York. Mcad
Johnson’s Metrecal currently bills in the
neighborhood of $3 million with some
$1.5 million in broadcast.

DDB got the Metrecal account nearly
a year ago from Ogilvy & Mather, New
York. Mead Johnson’s Pablum and Bib
food products for babies will also leave
DDB, but no new agency will be as-
signed those brands.
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New measurement of spot-TV billings

TVB switches from Rorabaugh to BAR—
but no matter who's counting, P&G leads

Spot-TV advertisers spent an estimated
$260,217,900 in the first quarter of
1969, Television Bureau of Advertising
reported today (July 28).

published the combined billings reported
in any given quarter. This was based
on the number of stations reporting and
was given as the “total” for. that period

Chicken and LIN Broadcasting.

Top 100 national-regional spot TV
advertisers, first quarter 1969.

b N " . Rank Expenditures
This is the first TVB spot report that without attempting to project a figure 1. Procter & Gamble $14,743,800
is based on a compilation of expendi- covering all other stations as well. 2. General Foods 7,418,500
tures on 262 stations in 75 markets Among the high points in the TVB/ o o
monitored by Broadcast Advertisers BAR spot report: 5. American Home Products 5,515,200
Y, » . .
Reports (BAR). In past years, TVB's * Procter & Gamble maintained its 5 general Motors it i
spot-TV figures were C?“}Pl'ed by N. C.  position as top spot-TV spender, plac- 8. Coca-Cola 4,061,800
Rorabaugh Co., a subsidiary of Leading  ing more than $14.7 million in the me- 9 William Wrigley Jr. 3,932,700
Nati 1 Ad ti . . 10. Bristol-Myers 3,797,800
ationa VErusers. . dium for the first quarter of this year. 11. Alberto-Culver 3,641,300
.Rorabaugh had announced earlier QOf the top-10 spot-TV advertisers, ig géJ. Rﬁyﬁ‘?ﬂds Industries g,ﬁ;g,ggg
this year (BROADCASTING, Feb. 24) that  American Brands (formerly American 13 girete ° 3’082 300
1t no longir would compile spot. f0f Tobacco) was the only cigarette com-  15. Kraftco Corp. 3,036,100
monitored” markets and TVB said it pany to make that group. 16 Ford Motor vt Phar. 3,024,000
zomg be%m lssmrt\g LS ﬁg:xres. Tge » Cigarette advertising accounted for g papaceutical 2,871,700
orabaugh report in recent periods ¢y 5\ Linion in spot for the January- 18. ) 2,519,400
covered 300 or more stations, and in : 5 . 19. PepsiCo 2,458,800
it N th ice had 400’ more March period. This comes to a little  20. H & R Block 2,370,200
s prime, the service ha or more than 4% of total spot-TV expendi-  21. Petinc. 2,365,600
stations reporting. . 22. International Tel. & Tel. 2,356,100
, S tures estimated for the quarter. 23. Sterling Drug 2,243,800
BAR’s monitoring is performed one . . 24. Standard Brands 2.221.500
week a month, projected to represent * All four major domestic car man- 50 {5 c'e,, 2,163,500
a full month. (BAR officials claim the ufacturers made the list of the top-100 26. Miles Laboratories 2,129,500
FCC financial reports indicate BAR spot-TV advertisers in the quarterly 5;7; g:glslgiﬁ g'éég'ggg
markets represent close to 90% of all €POrt: General Motors had over $4.6 2. scott Paper 2,030,200
: million; Ford Motor had about $3 mil-  30. Campbell Soup 1,996,500
spot-TV expenditures.) . e
1 . Ch 1 2.1 I d 31, Motorola 1,942,000
In first-quarter 1968, TVB. using lion: Chrysler over $2.1 million, an 32, McDonalds Corp. 1,923,300
Rorabaugh/LNA compilations, reported American Motors $834,700. gi OR-“ahke'doatsM T i'gég'ggg
. . . . Richardson-Merre ,859,
spot-TV advertisers on 344 stations ® Advertisers of food and food prod- 357 Triangie Publications 1,816,600
spending $264,706,900. TVB officials Uucts, a category traditionally at the  36. Philip Morris 1,794,300
. 2T . : i 37. Jos. Schlitz Brewing 1,682,400
cautioned that a comparison of the two heaq of a breakdown of television ad- 38. Borden 1.666.400
reports—the BAR compilation for first- vertisers by product group. accounted 39, Norton Simon 1,659.800
. : . for s illi %) 40. American Can 1,635,900
quarter 1969 and Rorabaugh's for the for 11!11ost $6_1 mnlllonz or about 23% M AR e 17632100
same period last year—would not be Of total spot-TV spending. 42, Carnation 1,613,400
meaningful because of differences in re- Among companies in the top-100 list 3 sl‘;'f;m uding }'ggg'ggg
porting. TVB, in using Rorabaugh data, for the first time were Kentucky Fried 45, Pillsbury 1,482,900
e . 5 .
How TV-network billings stand in BAR's ranking
Broadcast Advertisers Reports’ network-TV dollar revenue estimate—week ended July 13, 1969
(net time and talent charges in thousands of dollars)
Total Total
ABC cB8S NBC minutes| dollars
Week Cume Week Cume Week Cume week week 1969 1969
ended Jan.1- ended Jan. 1- ended Jan. 1- ended ended total total
Day parts July 13 July 13 July 13 July 13 July 13 July 13 July13 | Julyl3 minutes dollars
Monday-Friday
Sign-on-10 a.m. $ — § 16.9|S 835 § 3,0713.5|% 327.6 $9,575.5 75 [s anna| 2,352 $ 12,665.9
Monday-Friday
10 2.m.-6 p.m. 1,272.6  39,669.0 [ 2,426.7  76,692.9 | 1,572.7  64,009.3 819 5,271.9 | 25,355 180,371.2
Saturday-Sunday
Sign-on 6 p.m. 7.1 2,377.0 677.8  29,361.2 506.9  17,266.0 245 1,955.8 | 7,875 73,004,2
Monday-Saturday
6 p.m.-7:30 p.m. 238.7 8,929.0 483.5  19,159.2 414.2 17,3397 92 1,136.4 | 2,590 45,427 9
Sunday
6 p.m.-7:30 p.m. 59.7 3,830.7 137.1 5,873.8 60.0 5,753.9 17 256.8 585 15,4584
Monday-Sunday
7:30-11 p.m. 3,508.9 136,426.9 | 4,874.9 185,084.9 | 4,987.8 183,342.1 440 | 13,371.6 | 12,140 504,854.9
Monday-Sunday !
11 p.m.-Sign-off 292.4  11,055.3 106.8 2,169.5 424.9 13,4191 80 824.1 | 2,214 26,643.9
Total $6,143.3 $226,304.8 | $8,790.3 s321,415.0 | $8,294.1 $310,706.6 | 1,768 | §23,227.7 | 53,111 $858,426.4
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I . k h .
I k. fo
h . Id . t
” Terrence O'Flaherty,
eve San Francisco Chronicle
|

WE WOWED 'EM IN JUNE WITH “DELLA" —THE YEAR'S
FIRST ALL NEW, ALL SWINGING SHOW.

EVERY WEEKNIGHT!

BUT THAT WAS ONLY A SENSATIONAL SAMPLE.

September 195, KTVU goes
all new, all first run, all color,
seven nights a week!

NEW PROOF—KTVU IS THE LEADER IN INDEPENDENT TV PROGRAMMING.
Contact your Telerep sales representative for avails today.

KTVU

San Francisco-Oakland
Represented by Telerep

Cox Broadeasting Corporation stations: WSB AM-FM.TV. Atlanta; WHIO AM-FM.TV. Dayton;
WSOC AM-FM.Tv, Charlotte: WIOD AM-FM, Miami; WIIC-TV, Pittsburgh; KTVU, San Franeisco-Oakland
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Category Expenditures
46, Toyota Motor Distributors 1,472,100
47. H. J. Heinz 1,465,200
48. Squibb Beech-Nut 1,451,700
49. General Tel. & Electronics 1,413,400
50. Chesebrough Ponds 1,384,400
51. E & J Gallo Winery 1,361,600
52. Avon Products 1,239,500
53. Kellogg Co. 1,209,800
54. Eversharp 1,195,400
55. Noxell Corp. 1,129,400
56, Corn Products 1,122,900
57. U.S, Borax & Chem. 1,116,100
58. British-American Tobacco 1,103,600
59. Kentucky Fried Chicken 1,085,400
60. United Air Lines 1,084,400
61, Consolidated Foods 1,077,800
62. Sun Oit 1,074,500
63. Standard Oil Co. of Calif. 1,063,400
64. Johnson & Johnson 1,051,700
65. Plough 1,027,900
66. Seven-Up 1,015,300
67. Jeffrey Martin 1,008,400
68. Kimberly Clark 997,400
69, Pabst Brewing 992,900
70. Armour & Co. 966,900
71. National Biscuit 961,900
72. Eastern Air Lines 961,000
73. Royal Crown Cola 941,700
74. Helene Curtis Industries 899,000
75. Loews Theaters 863,600
76. American Motors 834,700
77. Magnavox 809,000
78. Revion 808,200
79. Jiffee Chemical 779,900
80. Swift & Co. 773,400
8l. Norwich Pharmaceutical 772,600
82. National Airlines 759,000
83. Hassenfeld Brothers 758,700

84, Pan American World Airways 746,000
85. Nissan Motor Corp. U.S.A. 739,700
86. Associated Products 738,500
87. American Tel. & Tel. 721,600
88. Household Finance 713,700
89, Peter Paul 712,000
90. Dow Chemical 684,900
91. Green Giant 667,400
92, William Bishop Co. 667,100
93. Rayette Faberge 661,400
94. Beatrice Foods 655,300
95, F & M Schaefer Brewing 652,200
96. Standard Oil of Ohio 644,400
97. Standard Oil Co. of Ind. 642,400
98. Lin Broadcasting 642,000
99, Storer Broadcasting 597,100
100. S. C. Johnson & Son 588,700
Source: BAR—75 Markets
Spot TV in first quarter 1969,
by product and category.
Agriculture & Farming H 750,800
Apparel, Footwear & Accessories 3,930,100
Apparel Fabrics & Finishes 106,500
Footwear 1,954,500
Hosiery 952,800
Ready-to-wear 532,800
Underwear, Foundations
& Bras 370,500
Misc. Apparel, Accessories
& Notions 13,000
Automotive 15,579,800
Passenger Cars 13,194,000
Tires & Tubes 947,500
Trucks & Mobile Homes 154,200
Misc. Auto Accessories &
Equipment 1,284,100
Beer & Wine 10,716,100
Beer & Ale 8,826,000
Wine 1,890,100
Building Materials, Equipment
& Fixtures 711,500
Building Materials 30,800
Equipment, Fixtures & Systems 538,900
Protective Coating & Finishes 141,800
Confectionery & Soft Drinks 17,820, 600
Confectionery 9,463,600
Soft Drinks 8,357,000
Consumer Services 5,137,700
Engineering, Professional
Services & Misc. 57,400
Financial 4,718,900
Schools & Colleges 316,400
Drugs & Remedies 20,301,100
Medical Equipment & Supplies 493,500
Medicines & Proprietary
Remedies 19,710,200
Misc. Drugs & Remedies 97,400
Entertainment & Amusement 5,259,800
Amusements & Events 391,100
Restaurants & Drive-ins 4,868,700

Catcgory Expenditures

Food & Food Products 60,992, 600
Bakery Goods & Snack Foods 7,360,200
Canned Goods 7,610,200
Cereals 5,504,200
Colfee, Tea & Cocva 10,093,900
Dairy Producls 2,735.200

Flour & Preparcd Baking Mixes 1,878,600
Frozen Foods 5,045,500
Fruit & Vegetable Juices 1,360,300
Fruits & Vegetables—Fresh 1,065,800
Health, Dietary & Infants’

Foods 4,557,900
Meats, Poultry & Fish~Fresh 2,022,000
Packaged Foods 4,073,000
Seasoning & Condiments 2,941,200
Shortening & Oils 3,591,700
Sugars, Syrups & Jellies 784,200
Misc. Food Products 368,700

Gasoline, Lubricants & Other

Fuels 8,938,700
Horticulture 575,900
Household Equipment &

Supplies 16,753,790
Household Paper Products 7,861,200
Insecticides, Disinfectants &

Deodorizers 799,000
Major Appliances 1,490,900
Small Appliances & Equipment 299,600
Misc. Accessories & Supplies 296,600

Household Furnishings 1,031, 600
Floor Covering 177,600
Furniture 492,700
Household Fabrics & Finishes 361,300

Insurance 2,168,100

Jewelry, Optical Goods &

Cameras 1,007,800
Cameras & Photographic

Supplies 990, 700
Jewelry, Watches & Optical

Goods 17,100
Office Equipment, Stationery &

Writing Supplies 600, 600
Pets & Pet Supplies 4,279,100
Publishing & Media 3,850,800
Radios, Television Sets &

Musical Instruments 8,468,500
Musical Instruments 25,600
Records & Tape Recordings 1,417,700
Radios, TV Sets, Phonographs

& Recorders 6,755,300
Misc. Components & Supplies 269,900

Smoking Materials 11,778,200
Cigarettes 11,286,200
Cigars & Tobacco 482,100
Misc. Smoking Materials &

Accessories 9,900
Soaps, Cleansers & Polishes 23,869,700

Soaps & Detergents 10,340,500
Cleansers, Polishes & Laundry

Preparations 13,529,200

Sporting Goods & Toys 4,291,600
Games, Toys & Hobbycraft 4,158,700
Sporting Goods 132,900

Toiletries & Toilet Goods 29,480,700
Cosmetics & Beauty Aids 4,415,500
Dental Supplies & Mouth-

washes 6,905,200
Dipilatories & Deodorants 3,974,100
Hair Dressings & Accessories 8,608,300
Shaving Goods & Men's

Toiletries 3,034,300
Toilet Soaps 1.671,800
Misc. Toilet Goods 871,500

First agency for Penney

J. C. Penney, the New York-based de-
partment store chain, has hired its first
advertising agency in its 67-year history.
Laroche, McCaffrey & McCall, New
York, will be put to work on “all phases
of our advertising program,” according
to a client spokesman, and will work in
conjunction with the retail firm’s in-
ternal advertising department. In recent
years the company has been concerned
with expanded use of the broadcast
media and expansion of its own opera-
tions in metropolitan areas. The chain
bousts 1,700 stores in the U.S. and
sales last year of $3.25 billion.

Category Expenditures

Travel, Hotels & Resorts 7,276,800
Airlines 6,093,700
Buses 413,200
Car Rental 640,800
Resorts & Holels 63,600
Steamships 9,700
Travel Services 55,800
Miscellaneous 646,000
Total $260,217,900

Business briefly:

Toni Co. through North Advertising,
both Chicago; Oldsmobile division of
General Motors, Lansing, Mich., through
D. P. Brother; Detroit, and Frigidare
division of General Motors, through
Dancer-Fitzgerald-Sample, New York,
will sponsor NBC-TV’s Miss America
Pageant, Saturday, Sept. 6 (10 p.m.-
midnight EDT), from Atlantic City.

Standard Brands through Ted Bates,
both New York and Miles Laboratories,
Elkhart, Ind., through Jack Tinker,
New York, will sponsor Jack Parr and
His Lions on NBC-TV, Monday, Sept.
8 (8-9 p.m. EDT).

Rep appointments:

s Kk1v(TVv) Colorado Springs-Pueblo,
Colo.; Katz Television, New York.

s KNak Salt Lake City: Robert E. East-
man & Co., New York.

= WREN Topeka, KEDD Dodge City and
KkscB Liberal, all Kansas: Grant Webb
& Co., New York.

s Kupu-aM-FM Ventura, Calif.:
vertising Sales West, Los Angeles.

Ad-

Bates goes looking
into changing markets

A field survey of eight to 10 major TV
markets in the U. S. that have under-
gone major changes in a rapidly growing
technological and urbanized society was
begun last week by a senior media
personnel team at Ted Bates & Co. The
purpose of the survey is to provide a
more accurate examination of key
markets since, the agency notes, “there
is a severe lag reporting these changes
of from onc to two to five years.”

The Bates team—headed by Sam B.
Vitt, senior vice president and executive
director of Bates’s media-program de-
partment, with Jacqueline DaCosta and
F. Richard Olsen, vice presidents—
initially plans to visit Omaha; Houston;
Minneapolis-St. Paul; San Diego; San
Antonio, Tex.; Seattle, and Tucson, Ariz.

The markets were selected according
to the following criteria: “mobility
symptoms” (heavy population flow into
and out of the markets), “inter-urbani-
zation” (supermarket-shopping arcas
located mid-way between two cities),
“space-age influences” (influx of mili-
tary-aerospace installations), “techno-
logical advances” (the construction of
a new jet airport), and “unique TV
coverage” (new CATYV systems and in-
creased station coverage areas).
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1-HOUR TV SPECIAL...
AVAILABLE FOR THE FIRST TIME!

A Nationally Heralded Event,
Plus Star-Studded
Entertainment!

NATIONAL

st N NALS

Wh\Ch one wl“

i select
he judges % ;
as Mi:s Black America

For information call:
Jack Price, Director of TV Sales,
Madison Square Garden, (212) 736-2020
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Man first steps upon the moon, and television is there to
deliver history as it happens. Neil Armstrong, the first astro-
naut out of the lunar module, placed the camera in position

to take live pictures of his descent.

CBS News photo

ABC-TV photo

The ultimate (so far) in remote television pickups shows
Astronauts Armstrong and Edwin Aldrin working on the
moon’s surface. The camera had been moved to a position

from which it could cover the LM and immediate area.

A remote that broke all the records

Camera follows astronauts to lunar landing;
next challenge is color pickup from the moon

Television went live to the moon and
back last week, in its most improbable
feat of actuality coverage, and then be-
gan preparing to top itself on the next
funar voyage a few months off.

The word from -a jubilant Houston
space center was that a color camera
may accompany the next astronauts to
visit the moon. The pictures last week
were in black and white, but that there
were any pictures at all must be counted
a feat of incomparable difficulty.

The lunar origination lasted five hours
and six minutes, with two and a quar-
ter hours showing Astronauts Neil
Armstrong and Edwin E. Aldrin Jr., in
their science-fiction space suits, collect-
ing rocks and in slow motion bouncing
weightlessly across the bleak landscape.
That was on the night of July 20-21.
By 2 p.m. last Thursday (July 24) they
and the third member of the crew,
Michael Collins, were safely aboard
the aircraft carrier Hornet in the mid
Pacific, and eight days of grueling tele-
vision coverage were ended.

It took a minimum of $11 million in
expenditures and in revenue loss and an
estimated 1,000 personnel for the net-
works to produce what had to be the
biggest show in broadcast history.

“It was the greatest event I've covered
in my 36 years in the business,” de-
clared Elmer Lower, president of ABC
News. His sentiments were echoed in
one word—“wow”—from CBS-TV's
anchorman, Waliter Cronkite, who du-
plicated his election-night marathon
with over 17 hours of broadcasting the
night of the moon walk. Mr. Cronkite
and his broadcasting partner, former
astronaut Walter Schirra, remained
speechless for several minutes after the
module was down safely on the moon.

The televised moon walk attracted
an audience of 125 million in the U.S,,
almost twice the projections made by
the networks when the walk was orig-
inally scheduled for 2 a.m. EDT on
July 21. (It started at 10:52 p.m. July
20.)

When astronauts Armstrong and
Aldrin on the moon talked to President
Nixon in Washington by telephone,
each network used a different technique
to present the principals on screen. ABC
superimposed a head shot of the Presi-
dent in a circle over the picture from
the camera placed by the astronauts on
the moon. CBS used a split-screen tech-
nique, and NBC used a highlight form.

The astronauts themselves demon-

strated a mastery of television tech-
niques. In the last of six color broad-
casts from the command capsule, short-
ly after 7 p.m. Wednesday (July 23),
each astronaut delivered a short mes-
sage to earthbound viewers. In earlier
broadcasts they showed how and what
they ate, how they transferred from the
command capsule, Columbia, to the
lunar landing module, Eagle, and how
the earth and moon looked in space.

Throughout the Apolio coverage,
Europe, Latin America and Japan re-
ceived three network feeds from the in-
ternational pool coordinator, ABC In-
ternational, through the satellites over
the Atlantic, Pacific and Indian oceans.
The Communications Satellite Corp. re-
ported that from launch to splashdown,
more than 230 hours of satellite time,
involving some 200 programs, were
transmitted, exceeding the previous
record of 225 hours during the Summer
Olympic Games in Mexico City during
an 18-day period last October.

A network of 20 earth stations, in-
terconnected with satellites, carried the
TV programs to viewers in the U.S.,
Latin America, Europe, North Africa,
Asia and Australia.

Alaska received the coverage, said to
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be its first live television reports of a
major news event, via an Air Force
satellite and an Army antenna. The
television signals were routed through
commercial broadcasting facilities to the
Army’s satellite communications agency
in Fort Monmouth, N.J., where a fixed
antenna sent the signals to the Air
Force’s Tacsat I Satellite in the Pacific.
They were then relayed to an Army
antenna terminal in Anchorage.

CBS Radio coverage, including a 28-
hour stretch Sunday and Monday (July
20-21), was beamed to Europe, Latin
America, Africa and the Caribbean area
by short-wave radio station WNYw, op-
erated by Radio New York Worldwide.
The station updated the CBS reports in
the evening with reports in Spanish.

The domestic TV pool, aiso handled
by ABC, concluded with reports from
ABC’s Keith McBee, CBS’s Dallas
Townsend, and NBC’s Ron Nessen
from the rescue carrier. Techniques
were a little different this time because
of the quarantine procedures and the
presence of Richard Nixon on the ship.
Six cameras, two of them hand-held,
were needed to cover the action on
two decks and the bridge. Don Blair of
Mutual handled the audio feed for the
four radio networks.

Although there is no way to count
the audience abroad, a plethora of fig-
ures is available in the U.S.

National Trendex ratings for the ex-
tensive coverage Sunday (July 20), 12
noon to 11 p.m., put CBS in the lead
with a 22 rating, 45 share. NBC had a
16.8 rating, 34 share, and ABC a 6.7
rating, 14 share.

National Arbitron figures for 11 am.
Sunday through 6 p.m. Monday showed
CBS leading with a 19.9 rating, 45
share, followed by NBC with 14.8, 33,
and ABC with 6.8, 15,

For the splash-down period, 11:30
a.m.-3:30 p.m. Thursday (July 24),
CBS led the national Arbitrons with a
21.3 rating, 51 share. NBC had a 13.6
rating, 33 share, and ABC a 5.1 rating,
12 share.

Local New York Nielsen ratings for
the 42 hours of network coverage
throughout the moon mission show
NBC and CBS tied with an 11.6 rating,
43 share, and ABC with a 3.7 rating,
14 share. New York Arbitrons put NBC
on top with a 10.5 rating, 44 share,
compared to CBS’s 9.7 rating, 40 share,
and ABC’s 3.8 rating, 16 share.

The viewers saw television coverage
‘remarkably free of technical difficul-
ties,” commented Don Meaney, NBC
News's vice president for special events.
“The mission itself went so well, the
coverage seemed to follow its example.
The event was so great if overwhelmed
anything else,” he declared.

All three networks privately displayed

-
o

Y

Technicians of the Australian Conunon-
wealth Scientific and Industrial Orga-
nization work on the 210-foot dish of a
radio-telescope that received television
signals from the moon’s surface. This
installation, at Parkes, Australia, took
over after a similar one at Goldstone,

.
3

Calif., picked up the first part of moon
broadcast. These radio-telescopes am-
plified the lunar signal 500,000 times
before feeding it into worldwide satel-
lite network. Comsat reported 230 hours
of satellite use—the most ever in the
history of the network.
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NBC-TV built LM model. Peter Hackes,
correspondent, climbs stairs.

a quiet pride in broadcasting’s ability
to cover the event.

“There are always things to be im-
proved,” Mr. Lower remarked, “but I
think we all coverd the shot in first-rate
fashion. We really played only a minor
role in bringing it to all mankind.”

“We put down a proper plan and ex-
ecuted it,” Mr. Meaney felt. “We main-
tained a high level of real competence;
we were accurate and fast, which I be-
lieve are two important criteria.”

CBS News President Richard Salant
was pleased with the performance of
Walter Schirra as a broadcaster, and
plans to have him on hand for future
space shots. Aside from the success of
the mission, Mr. Salant reported his
main concern was the “utter exhaustion
involved” for people covering the shot.

Indications are that such extensive
coverage will not be used in future
moon shots. “It was truly historic this
time,” Mr. Meaney commented. “The
next time it will be important, but it
will not be historic.”

The first transmissions from the
moon camera were received at the space
agency’s Goldstone, Calif., 210-foot an-
tenna, but after two minutes, the recep-
tion was switched to the earth station
on Honeysuckle Creek in Australia
and eight minutes later to the 210-
foot radio astronomy antenna at Parkes,
Australia. Originally, Parkes was sched-
uled to acquire all of the TV trans-
missions because at the hour the
astronauts were scheduled to engage in
their extra-vehicular activity (2 a.m.,
July 21), Australia was facing the
moon and Goldstone was on the other
side of carth. But when the moon-
walkers moved up their EVA by almost
four hours, Goldstone was still in sight

The array of monitors at NBC-TV’s
control center in New York indicates

of the moon and Parkes was not.

Not only are National Aeronautics
and Space Administration officials con-
sidering using a color-TV camera on
the moon for the Apollo 12 shot, tenta-
tively scheduled for November, but
there is consideration being given to
equipping it with its own power supply
so that men on carth can actually see
the liftoff of the lunar module as it
launche: frcm the moon for its rendez-
vous with the command module.

There are two major considerations
that have to be weighed, however. One
is that Westinghouse Electric Corp., the
developer and maker of the black-and-
white lunar TV camera (and of the
color-TV camera in the command
module) will have to make the color
camera more rugged to withstand the
rigors of the atmosphere-less moon; the
other is that a color camera would draw
more than the 6 w used by the Apollo
11's monchrome camera.

1f, however, a decision is made to
continue using black-and-white TV on
the moon for subsequent missions,
NASA has nine operational, moon-
designed cameras left. Westinghouse
made 17 of the lunar cameras under its
$7.7-million contract from NASA, of
which 10 were for use on the moon
missions. The other seven were used in
tests and in simulations by the astro-
nauts before they began their mission.

At that figure, the camera the Apollo
11 astronauts left behind with the other
“litter” on the surface of the moon was
worth $453,000. Also jettisoned from
Eagle was a 14-pound “umbrella” an-
tenna, covered with an estimated 38
miles of gold-plated wire, that was to be
set up on the moon if the TV trans-
missions back to earth were not strong

how many program sources network
producers had to choose from.

enough. It was never used, however.

Westinghouse also built two color-
TV cameras for use inside the command
module under a $150,000 contract from
NASA. Both used a spinning color fil-
ter to produce a field-sequential color
system. One was used during the eight
telecasts from inside Columbia. It was
similar to the color-TV camera used in
the Apollo 10 flight that tested the lunar
module descent toward the moon.

The 60-man Westinghouse team that
worked on the lunar camera was led by
program manager Stanley Lebar and
technical director Larkin Niemyer. The
work was done at the company’s aero-
space division, Defense and Space Cen-
ter in Baltimore.

The moon-camera took pictures in
a 320-line slow-scan 10 frames-per-
second mode. This signal was fed by
cable into the Eagle’s processor which
combined the TV with voice and data
to make one composite telemetry signal.
This was then amplified to about 20 w
and radiated through Eagle’s 26-inch
S-band dish (2,000 mc band) for trans-
mission to earth.

At Goldstone, the TV was separated
from the other signals, put through a
scan converter that brought it up to
U. S. commercial standards of 30
frames a second. It was then passed
on to Houston via land lines for de-
livery to the TV networks. At Parkes
the telemetry composite signals were
relayed by microwave 200 miles south
to the Australian communications satel-
lite earth station near Sydney, where
the TV signal was removed and put
through a scan converter there, then
sent to Houston via the Pacific Intelsat
II to the Communications Satellite
Corp.’s Jamesburg, Calif., earth station
and by landlines to Houston.
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Walter Cronkite (1), CBS’s veteran an-
chorman, was on the air 17 hours at

Another TV spectacular
due from twin Mariners

Those historic TV pictures from the
surface of the moon mark only the be-
ginning of TV from other planets. Most
people have forgotten that the U. S. has
two Mariner spacecraft speeding to-
ward Mars. One was launched last
February; the other in March (BroaD-
CASTING, March 10) and they're due
to send pack TV pictures beginning to-
morrow (July 29).

The black-and-white TV pictures
that will be transmitted 60 million miles
back to earth will be taken by two
small vidicon cameras aboard each
spacecraft on a very slow scan method
(one picture every 60 seconds when the
spacecraft reach their assigned 2,000-
mile height above the red planet).
Resolution is expected to be much
higher than those taken in 1965 by
Mariner 4, which showed objects two
miles or more wide. The current Mar-
iners 6 and 7 are expected to show
objects that are a mere 1,000 feet wide.
The signals will be received by the
space agency’s Goldstone, Calif., earth
station, relayed to the Jet Propulsion
Laboratory at Pasadena, Calif., where
they will be released to networks.

Fewer complaints
reach FCC'’s ear

Complaints sent to the FCC for the
year ending June 30 show an impressive
decrease of 10,984 from the previous
year’s total. In fiscal 1969, an election
year, complaints totalled 21,542, com-
pared to fiscal 1968’s 32,526.
Programing complaints totalled 16,-

one stretch. He had expert help from
Walter Schirra, former astronau.

659 in fiscal 1969, compared with 23,
481 in 1968. Programing complaints
included issues of advertising, alleged
violations of law or commission rules,
and equal time and fairness require-
ments. Figured into the total decline
is the dramatic decrease in equal time
and fairness complaints—a decrease
from 5,218 in fiscal 1968 to 1,998 in
1969.

In fiscal 1968, complaints, comments
and inquiries totalled 67,710, compared
with 57,938 this year. o

WHDH Inc. to operate
pending appeals decision

WHDH Inc. has been assured of being
able to continue operating its WHDH-TV
on Boston channel 5 until it has ex-
hausted its court appeals of the FCC
decision denying it a renewal of its
license.

The commission last week granted
WHDH’s petition for a stay of that deci-
sion pending final disposition of any
judicial review.

The petition had been opposed by
Boston Broadcasters Inc., whose appli-
cation for the Boston channel was
granted by the commission in its unpre-
cedented Jan. 23 decision.

The commission in that decision did
not specify a termination date for
WHDH-TV’s operation since the United
States Court of Appeals for the District
of Columbia had not yet ruled on mat-
ters in the complex and drawn-out case
over which it has retained jurisdiction.

The commission said that it does
not believe a stay is necessary but that
the grant of one would be in the public
interest.

Walter J. Pﬁstér Jr. (1), ABC executive
producer, with Frank Reynolds.

AFTRA gains, goals
cited at N.Y. convention

Membership in American Federation of
Television and Radio Artists has in-
creased by more than 10% during the
past year to “well over 20,000 mem-
bers,” Sanford Wolff, AFTRA national
executive secretary reported last week

‘during the union’s annual convention

in New York.
Mr. Wolff said there are now 42

“locals. and chapters in AFTRA and, as
" a sign of its progress, added:

“In the past 100 days approximately
14 new stations have been added to the
list of those making pension and wel-

fare fund contributions, and innumer-

able new producers are making similar
contributions under freelance contracts.”

The convention opened last Wednes-
day and was to end yesterday (July
27). A considerable number of closed
sessions were devoted to proposals for
contract negotiations with the TV-radio
networks, set to begin this fall.

Speakers at the opening-day session
included Herbert Klein, White House
communications director, and New
York Mayor John V. Lindsay.

“All communicators, including those
from government, must ‘tell it like it
is,” ” Mr. Klein told the union delegates.
“We must all develop a two-way com-
munication to the American people.
Washington and New York are not the
only centers of communications.”

Mayor Lindsay acknowledged that
both labor and management have ac-
complished “a great deal” in the ad-
vancement of broadcast opportunities
for the disadvantaged citizens. But he
said that “it is not enough that there is
token integration.”
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Filmways spreads
wings in TV

FCC okays $3-million buy
of three Cascade outlets;
other purchases planned

Filmways Inc., New York-based diversi-
fied entertainment complex, last week
entered the broadcasting business with
the FCC’s approval of its purchase of
three television outlets.

Approved were the sales of KIMA-TV
(ch. 29) Yakima, Wash., and its satel-
lites, XEPR-TV (ch. 19) Pasco, Wash.,
and KLEW-TV (ch. 3) Lewiston, Idaho,
from Cascade Broadcasting Co. in a
stock transaction involving about $3
million. Filmways will acquire all the
stock of Cascade Broadcasting and in
exchange Cascade’s stockholders will
receive all of the class B convertible
preferred stock of Filmways.

Cascade is principally owned by
Thomas C. Bostic (58.6%), John H.
Reber (15%) and William F. Grogan
(15%). Mr. Bostic, Cascade president
and member of the CBS-TV Affiliates
Advisory Board, will head the broadcast
division of Filmways. Mr. Reber, Cas-
cade vice president and general man-
ager, and Mr. Grogan vice president,

sales, will remain with the broadcast
division in management positions. The
Cascade principals will retain their in-
terests in KiMA-AM-FM Yakima, Wash.,
and KEPR-AM-FM Kennewick-Richland-
Pasco, Wash.

Filmways, which is engaged primarily
in motion picture and television pro-
gram production, produces CBS-TV’s
Petticoat Junction, The Beverly Hill-
billies and Green Acres. As of Aug. 31,
1968, it had total current assets of
$20,120,666 and total current liabilities
of $8,993,144. Long-term debt amount-
ed to $7,669,091. The company had net
income of $1.6 million or $1.31 per
share on revenues of $38.47 million for
the nine months ended May 31 (BROAD-
CASTING, July 21). Cascade’s net in-
come last year amounted to $470,420
after expenses.

When the sale of the Cascade sta-
tions was announced last year subject
to FCC approval, Filmways President
Martin Ransohoff said Filmways in-
tends to buy other TV outlets and to
expand to the full complement of five
VHF and two UHF stations that is al-
lowed by the commission (BROADCAST-
ING, Sept. 30, 1968).

Vote on the sales was four-to-three
with Commissioners Robert T. Bartley,
Nicholas Johnson and H. Rex Lee
dissenting.

HOPRINSVILLE TV
CABLE COMPANY

OF HOPKINSVILLE, KENTUCKY HAS BEEN

ollLIl TO TOWER
COMMUNICATIONS, Inc.

Blackburn & Co. acted as brokers for both parties. The
sellers were Charles O. Erickson and Charles F. Erickson;

|
the buyer was Calude Stevanus.
WASHINGTON, D.C. CHICAGO
James W. Blackburn William B. Ryan
Jack V. Harvey Hub Jackson
Joseph M. Sitrick Eugene Carr
Frank H. Nowaczek 333 N. Michigan Ave.
1725 K St. N.w. 346-6460
333-9270

BLACKBURN &« Company, Inc.

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

69-20

®sesccsesscevcccnsacssssvon

ATLANTA BEVERLY HILLS
Clifford B. Marshall Colin M. Selph
Robert A. Marshall’ Roy Rowan

Harold Walker

MONY Building

1655 Peachtree Rd. N.E.
873-5626

Bank of America Bldg.
9465 Wlishire Bivd.
274-8151 ’

ChangingHands

Announced:

The following sales were reported last
week, subject to FCC approval:

= WRIK-Tv Ponce, P.R.: 80.1% sold by
Alfredo R. deArellano III to United
Artists Broadcasting. Price was not dis-
closed, but is believed to be about $7
million (see page 33).

= WEBB Baltimore: Sold by Norman
Fischer and others to James Brown and
Gregory H. Moses Jr. for $700,000.
Mr. Brown is a rhythm-and-blues singer
and has interests in recording and record
publishing companies. Messrs. Brown
and Moses own wJBE Knoxville, Tenn.,
and WRDW Augusta, Ga. WEBB is a day-
timer on 1360 kc with 5 kw.

» KYET Payette, Idaho: Sold by Clinton
H. Bellows and others to Richard L.
and Romona D. Swan for $65,000. Mr.
Swan is a salesman for XYET. KYET is
full time on 1450 kc¢ with 250 w.
Broker: Chapman Associates.

= WGoN Munising, Mich.: Sold by
Vernon H. Uecker and James E. and
Leah D. Poeske to George Freeman
for $61,500. Mr. Freeman is general
manager of wccc-aAM-FM  Hartford,
Conn. WGonN is full time on 1400 kc
with 1 kw day and 250 w night. Broker:
Chapman Associates.

Approved:

The following transfers of station own-
ership were approved by the FCC last
week (for other FCC activities see “For
the Record,” page 62).

= KIMA-Tv Yakima and XEPR-Tv Pasco,
both Washington, and KLEw-Tv Lewis-
ton, Idaho: Sold by Thomas C. Bostic
and others to Filmways Inc. for about
$3 million (see this page).

= WCME-AM-FM Brunswick, Me.: Sold
by Maurice L. Goulet and Roland G.
Fortin to A. Abbott Coblentz for $232,-
000. Mr. Coblentz owns 25% of worc
Worcester, Mass. WCME is a daytimer
on 900 kc¢ with 1 kw. WCME-FM is on
98.9 mc with 80 kw and an antenna
he.ight of 205 feet above average ter-
rain,

* WSMT-AM-FM Sparta, Tenn.: Sold by
Dr. Sam J. Albritton to Joel L. Kuhn
and Van Lee Slack for $200,000. Mr.
Kuhn is salesman for wsMT-AM-FM and
Mr. Slack is commercial manager for
those stations. WsMT is a daytimer on
1050 kc with 1 kw. WsMT-FM is on
105.5 mc with 3 kw and an antenna
height of 36 feet above average terrain.

Cable Television:

® Jackson, Mich.: Continental Cable-
vision of Michigan Inc. has purchased
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Jackson TV Cable Co. for $2 million.
Buyer is affiliate of Continental Cable-
vision Inc., Boston, multiple CATV
owner, which now serves 33,000 sub-
scribers in Ohio, Illinois, Iowa, New
Hampshire and Michigan. Sellers were
Charles F. Erickson, Time-Life Broad-
cast Inc., WKMH-AM-FM Jackson and
others. Mr. Erickson and Time-Life are
multiple CATV owners. Broker: R. C.
Crisler and Co.

Court consolidates
AFTRA arbitration

The New York State Supreme Court
last week granted a motion by three
TV-radio networks to combine their
arbitration with advertisers and agen-
cies in a proceeding centering around a
demand by the American Federation of
Television and Radio Artists for an in-
crease in its minimum fees (BROADCAST-
ING, July 21).

ABC, CBS and NBC had asked the
court to consolidate arbitrations after the
Advertiser/ Agency Joint Policy Com-
mittee on Broadcast Talent Union Rela-
tions declined to join with the networks
in the proceedings, claiming it had been
the primary negotiator of the recorded-
commercials contract. Justice Charles
G. Tierney granted the networks’ peti-
tion for consolidated arbitration, claim-
ing this method would eliminate dupli-
cation of effort and promote efficiency
in resolving issues that are common to
networks and to advertisers and agen-
cies.

The dispute arose after AFTRA re-
quested a 10.1% rise in minimum fees,
claiming this was consistent with its
various contracts signed in 1966, under
which the union could seek the in-
crease if the Department of Labor’s
cost-of-living index rose as much as
10% over its level of Dec. 15, 1966.
The union maintained that the index
last April was 10.1% higher than on
Dec. 15, 1966. All signatories to the
codes rejected the union’s request and
AFTRA began its arbitration proceed-
ings.

Though no date has been set, arbi-
tration is expected to begin in early
August.

UA to acquire
WRIK-TV Ponce, P.R.

Transamerica Corp., which last month
announced it and Metromedia had
called off their $300 million merger
{BROADCASTING, June 16), is evidently
still planning to expand its broadcast
holdings in another way. It has an-
nounced the acquisition of its third TV
station.

United Artists Broadcasting, which is
wholly owned by United Artists Corp.,
a division of Transamerica, last week

announced it has signed an agreement
to acquire controlling interest in WRIK-
TV Ponce, P. R., subject to FCC ap-
proval. Price was not disclosed, but is
believed to be in the neighborhood of
$7 million.

Alfredo R. deArellano 111 is president
and 82.23% owner of Ponce TV Corp.,
licensee of the channel 7 independent.
According to Mr. deArellano, he will
acquire the remaining 17.77% from the
other stockholders and will then sell
80.1% of his holdings to UA. Mr.
deArellano will acquire 10% of the
17.77% from Angola Investment Inc.
That stock was owned by Luis A. Ferre,
but was turned over to Angola when
Mr. Ferre took office in January as
governor of Puerto Rico.

Mr. deArellano’s father and family
have a majority interest in woBs and
WKYN-FM San Juan, and WORA-AM-FM-
TV Mayaguez, all Puerto Rico. They
also control wsvi(Tv) Christensted, V.I.,
and own 49.8% of wPRP Ponce. Mr.
fieArellano HI, however, has no stock
interest in those stations.

UA Broadcasting operates wUAB(Tv)
(ch. 43) Lorain-Cleveland, and holds a
construction permit for KUAB(TV) (ch.
?0) Houston. Its parent, United Artists,
is primarily engaged in motion-picture
distribution for theaters and TV, and

in the music publishing and recording
flelds.

WRIK-Tv, which went on the air in
February 1958, has 186 kw visual and
an antenna height of 2,710 feet above
average terrain.

FCC refuses to upset

Santa Barbara renewal

A petition filed by xcoy-Tv Santa Ma-
ria, Calif., for reconsideration of the
FCC’s grant without hearing of the li-
cense renewal of KEYT-Tv that city, was
denied last week by the commission.

The commission granted the KEYT-Tv
renewal last November. However, Cen-
tral Coast Broadcasters Inc., licensee of
Kcoy-Tv, alleged that KEYT-Tv ‘“‘pres-
sured” two CATV systems into termi-
nating nonduplication protection of
KCOY-TV.

Cable TV of Santa Barbara Inc. and
Cable TV of Santa Barbara County
Inc. had afforded only KEYT-TV a form
of partial nonduplication protection un-
til Sept. 15, 1968. At that time, KcoY-
Tv was given protection to the extent
that, during some network programing,
nonnetwork commercials and announce-
ments of Kcoy-Tv were inserted on
duplicating network affiliates also car-
ried by the cable systems.

It was said that KEYT-Tv began con-
tacting personnel of the systems, urging
them to terminate their nonduplication
of xcoy-Tv, and on Nov. 15, 1968, the
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systems informed kcoy-Tv it would end
nonduplication protection for the sta-
tion Nov. 17. The decision was stayed,
however, when kcoy-Tv obtained a tem-
porary restraining order from the Cali-
fornia courts pending litigation.

In the same action, the commission
notified Key Television, licensee of
KEYT-Tv, that while it does not feel the
station’s “interference with the business
relations of Central Coast is appropriate
conduct for a licensee,” it did not find
it appropriate to reconsider its grant.

Question over site puts
new N.M. TV into hearing

The FCC last week set for hearing an
application by Sante Fe Television Inc.
for a new TV station in Sante Fe, N. M.
after two Albuquerque broadcasters
challenged the proposed location of the
channel 2 transmitter site.

New Mexico Broadcasting Co., li-
censee of KGGM-TV, and Hubbard Broad-
casting Inc., licensee of KOB-Tv, contend
that Sante Fe’s proposed signal would
broadcast into their service area and
could cut into their audiences and
revenues.

The commision said the proposed site
would be approximately 43 miles south-
west of Sante Fe, but only 14 miles
northeast of Albuquerque. Although
the applicant’s choice of transmitter
sites would provide a signal over both
cities, the commission said the signal
over Albuquerque would be stronger
than it would over Sante Fe. Both
Hubbard and New Mexico had con-
tended that granting Sante Fe's applica-
tion would be a “de facto” reallocation
of channel 2 from Sante Fe to Al-
buquerque.

The hearing was designated to deter-
mine whether the grant constitutes such
a reallocation and whether the proposed
operation would constitute a-“fair, ef-
ficient and equitable use of the fre-
quency.” The FCC said that another
consideration would be the impact the
grant would have on potential UHF
competition in Albuquerque.

In setting the application for hearing
—in a 5-1 decision, with Commissioner
James J. Wadsworth the lone dissenter
—the commision said there are un-
disputed allegations that there are al-
ternate sites available from which cov-
erage of Sante Fe is possible.

EEN becomes EETN

The Eastern Educational Network has
voted to continue their regional inter-
connection system by committing more
than $80,000 to the project. Also ap-
proved ‘at a board meeting in Morgan-
town, W. Va., was an increased op-
erating budget of around $250,000 and
a change in name to the Eastern Edu-
cational Television Network.

CATV gangs up on FCC’s cable rules

Zone protection to TV permittees hit hardest
as operators claim their growth will be stymied

The response was mostly negative last
week as the FCC received comments
on changes it made last May in its
December 1968 overhaul of CATV reg-
ulations (BROADCASTING, May 19).
Many respondents suggested the com-
mission scrap its latest proposals alto-
gether, and proferred their own alter-
native rules.

The comments dealt principally with
proposed revisions which would accord
zone protection to television-station per-
mittees as well as licensees, change
market listings in certain respects and
modify the method of determining a
station’s 35-mile radius.

In a joint filing, several CATV sys-
tems opposed the commission’s proposal
to extend zone protection to construc-
tion permits for a period of 18 months
after the CP grant or until Feb. 15,
1970, whichever is later. Under the
proposal, CATV systems within 35 miles
of the post office of any major city in
the top-100 markets would have to get
permission from a distant station before
importing its signals.

The companies argued that this was
inconsistent with the commission’s pre-
vious treatment of permittees as au-
thorized but inoperative facilities and
would stymie CATV service in the af-
fected area. The FCC ‘“gambles away
the provision of CATV service to un-
derserved areas on the speculative pre-
sumption that the permittee will become
operational,” the companies claimed.
Any protection afforded permittees,
they added, should be limited to eight
months.

Terming the commission’s permittee
protection proposal the most significant
of its revisions, Cablecom-General Inc.
denounced it, saying it would prove to
be completely unworkable. As an alter-
native means of insulating local TV
stations from the “alleged” economic
impact of CATV without curtailing
CATV’s benefits, the company sug-
gested the use of expanded nonduplica-
tion protection specifically designed to
protect independent TV stations—exist-
ing and proposed—to provide relief
based upon actual viewer loss to a local
station resulting from the importation
of distant signals. :

In another joint filing, 10 CATV sys-
tems, including Jerrold Corp. and Cox
Cable Communications Inc., asked the
FCC to rescind its protection proposal,
contending it was unworkable. Failing
that, the companies asked for a six-
month limitation.

The commission’s proposals to modi-
fy market listings received an equally
cool reception. One of, the joint re-

sponses called the addition of some
cities as market communities in five
“hyphenated” markets (such as San
Francisco-Oakland) ‘“an unwarranted
extension of major-market protection.”
Terming the designations arbitrary, the
companies advanced their own pro-
posal. They suggested that any CATV
within the 35-mile zone of a major
market be permitted to carry all sta-
tions assigned to any of the designated
market communities making up that
market, regardless of the stations’ pre-
dicted contours.

A mixed but generally thumbs-down
attitude was evinced toward the com-
mission’s proposal to base the 35-mile
zone of protection on coordinates relat-
ing to airline distances between certain
cities, and post-office locations of others.
One group of companies essentially
supported the proposal but said that
in cases where the terminus of the
zone intersects communities desiring
CATV service, the rule should be ap-
plied in favor of the community licens-
ing the system rather than favoring the
TV station. It said the 35-mile zone
should apply only when CATV’s lie
wholly within the zone, or at the very
least “there should be a presumption
in favor of the CATV svstem, with the
burden on the TV stations to demon-
strate actual, not theoretical, need for
protection.”

Other companties echoed this position.
Griffin Coaxial Co. argued that it would
be “quite possible and probable that
a CATV system would be limited to
carrying a few television signals, where-
as across the street a CATV system
could offer its subscribers a wider
choice . . .”

Still other systems argued that the
proposed coordinates should be scuttled
in favor of geographical coordinates
based on transmitter location and effec-
tive coverage rather than vague munici-
pal boundaries.

The National Cable Television Asso-
ciation in its comments said the pro-
posed changes generally would “clarify
nothing” and would perpetuate an exist-
ing “freeze” on the cable industry. The
association concurred with Commis-
sioner Robert T. Bartley’s dissent to the
May proposals, in which he noted that
the commission has four different cri-
teria applicable to CATV cases: the
1966 Second Report and Order, the
interim procedures issued last Decem-
ber, the May proposed changes and the
public-interest standard applied on an
ad hoc basis. The commission needs a
whole new approach to CATV, NCTA
concluded.
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One of the nation’s newest and
most dynamic conglomerates
has been formed in Dixie! Gray
Communications combines the
vast facilities of three television
stations that cover the big, rich
Southern markets of Albany,
Georgia . .. Panama City, Florida
... Monroe, Louisiana...and El
Dorado, Arkansas...with the
ever-expanding Gray Communi-
cations Cablevision Company,
and one of the South’s best
known newspapers, The Albany
Herald.

INISIS Gray Commi

Although Gray Communications
is new, the scope of its concep-
tion and the reach of its facilities
already combine to create a com-
munications system that serves
areas totaling thousands of
square miles.

If you have something to sell
down South in the dynamic Gray
markets . .. sell it better. Con-
tact your representative and
Gray Communications with con-
fidence!

Gray Communications Systems,
Inc., James H. Gray, President;
Raymond E. Carow, Vice Presi-
dent, Albany, Georgia.

f; ~~ GRAY COMMUNICATIONS SYSTEMS INC.

WALB-TV (10)
Albany, Georgia

WIHG-TV (7)
Panama City, Florida

KTVE-TV (10)
E! Dorado, Ark.-Monroe, La.

WALB-TV, WJHG-TV and KTVE-TV

Represented in the South

by James S. Ayers, Company Inc.
Atlanta, Georgia-Charlotte, N. C.

Represented by Adam Young-VTM

BROADCASTING, July 28, 1969

The Albany Herald, Inc.
Albany, Georgia
Represented by
Ward-Griffith Company

Gray Cablevision, Inc.
Albany, Georgia
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SpecialReport

As much football as traffic will bear?

As 1969 season opens, broadcast rights and income
level off at 1968 peaks—but what about next year?

(Copyright 1969, Broadcasting Publications Inc.)

What do New York Jets coach Weeb
Ewbank and pro football Commissioner
Pete Rozelle have in common? They
were both happy to see Joe Namath
agree to sell his interest in Bachelors
III and return to the New York Jets.

What do Buffalo Bills owner Ralph
Wilson and Pete Rozelle have in com-
mon? They both want O. J. Simpson to
sign his pro football contract. Mr. Wil-
son wants last year’s number-one draft
choice with the team. Like the Namath
affair, Mr. Rozelle just wants the situa-
tion resolved.

Messrs. Namath and Simpson are
money in the bank to Mr. Rozelle and
the 26 members of the pro football
fraternity. They are worth somewhere
between $2 million and $3 million in
potential television rights, according to
one network source. So, Mr. Rozelle,
who already has counted the $34.7 mil-
lion pro football is receiving from CBS
and NBC this year, is looking ahead to
1970 and a new decade of escalating
rights. For 1970 he is asking $40 mil-
lion for pro football.

The 1960’s have been a profitable
decade for football and in their closing
year, radio and television stations, net-
works and independent packagers will
be coming up with $53,198,650 in game
rights to professional and collegiate
teams. The figure, compiled in BRroaD-
CASTING’s annual survey, will be for
football game rights to 26 professional
teams, 125 major colleges and univer-
sities, and sponsors of 11 postseason
collegiate bowl games.

This year’s rights total shows an in-
crease of only 0.8% over the adjusted
1968 figure of $52,755,950.

In 1969, the figure breaks down to
$49,430,000 from the radio-TV net-
works for college and pro games;
$1,415,000 in local radio rights to the
16 National Football League teams;
$623,000 in local radio rights to the
10 American Football League teams;
$250,000 in preseason local TV rights
to the NFL teams; $125,000 in pre-
season local TV rights to the AFL
teams, and $1,355,650 in local radio
and delayed TV rights to 124 colleges.

After they add the rights costs to
talent (announcers and color commen-
tators), production (cameras, micro-

phones, technicians and telephone
lines), sales, publicity, and assorted
and sundry expenses, the broadcasters
will be asking advertisers to pay about
$107 million—the same as in 1968—
for commercials aired during time outs,
before and after the games and at half
times.

The NFL games will be heard on
673 radio stations and the AFL games
on 268. The locally originated presea-
son NFL and AFL games will be car-
ried on 33 TV stations. The college
radio networks will have 2,365 stations
taking the games with 263 TV stations
carrying collegiate games either whole
or in part on a delayed basis (see page
40). The collegiate figures do not in-
clude the 250 radio stations that will
pick up Mutual’s Notre Dame feed or
the 141 TV stations Hughes Sports
Network has lined up for 90-minute
Sunday rebroadcasts of Notre Dame
games.

Although major league baseball’s
All-Star game played last week in
Washington is still fresh in the minds
of many, a big portion of the populace
will be in front of their TV sets this
Friday (Aug. 1) to watch an old-fash-
ioned black-and-white football game.
The New York Jets and the College
All-Stars will meet at Soldiers Field,
Chicago, and the game, on ABC-TV,
will be this season’s only network-orig-
inated collegiatc or professional game
not scheduled in color. The mammoth
field in Chicago has inadequate lighting
for color TV.

While all network salesmen are out
pushing this year’s crop of football
goodies, most at prices within a thou-
sand or two of those pitched in 1968,
ABC-TV is the only network that can
already look to 1970 and get its per-
minute costs worked out. It has signed
a new two-year contract with the Na-
tional Collegiate Athletic Association at
$12 million a year (BROADCASTING,
June 23) and it will be returning to the
pro football wars, for the first time in
six years, with a three-year pact to
carry pro games on Monday nights for
an estimated $8.5 million a year
(BROADCASTING, June 2).

The $8.5 million ABC will pay to the
National Football League (which is

what the merged NFL and AFL will
be called), leaves Mr. Rozelle just $31.5
million shy of the $40 million he in-
tends to get from the TV networks for
pro football in the early '70’s.

CBS, long-time holder of NFL rights,
will get first crack at the National
Conference in the new league and NBC,
holder of AFL rights for the past four
years, will get first option on the Amer-
ican Conference games.

CBS has been paying $20 million a
year for the NFL and NBC has been
paying $9 million for the AFL. If the
two networks were to continue at those
figures, it would still leave Mr. Rozelle
about $2.5 million short of his goal of
getting at least $1.5 million per team.
But CBS and NBC will not continue
to pay rights in the current ratio.

The American Conference will be
gaining Baltimore, Cleveland and Pitts-
burgh from the present NFL and with
them at least 2.8 million TV homes in
the Area of Dominant Influence of
those three markets. Should NBC get
the American Conference rights, it will
be expected to pay for those additional
2.8 million homes, while CBS—if it gets
the National rights—will be expecting
to pay less since the National Confer-
ence ADI homes total will drop by 2.8
million.

And that’s where Messrs. Namath
and Simpson come in. Joe Namath is a
proved celebrity, who lifted the AFL
from its me-too status to parity with the
NFL when the Jets beat the Baltimore
Colts in the last Super Bowl. That vic-
tory allowed NBC-TV to raise the cost
of AFL minutes this year 43% from
$28,000 to $40,000. Without Joe Na-
math, the AFL would still have parity,
but it would not have a controversial
superstar, superhero to pit against the
Heidi’s of the entertainment world.

Mr. Simpson, pride and joy of the
University of Southern California, was
one of the most lauded collegiate play-
ers to come down the pike in years—
possible the most notable since Mr.
Namath came off the Alabama cam-
pus. Buffalo needs O. J. as a drawing
card and the AFL can use him to show
the continuing high caliber of player
the league has.

Pete Rozelle will have better leverage
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for American Conference bargaining if
both are in uniform. Assuming that Mr.
Simpson will finally come to terms with
Buffalo, pro football’s commissioner can
ask for—and probably get—about $13.5
million for the American Conference
and $18 million for the National Con-
ference.

Should Q. J. and Buffalo not reach
accord and he is traded to a National
Conference team, the rights ratio could
change by as much as $1.5 million.

Even with all the glory attached to
football and with all its heroes in uni-
form, CBS and NBC may not rush to
give Mr. Rozelle his $31.5 million.
CBS last year was asking $70,000 a
minute for NFL coverage and was get-
ting an estimated $59,000 a minute for
the games during October. NBC, which
was offering the AFL schedule plus the
Super Bowl for $29,000 a minute in
1968, was getting about $21,000 a min-
ute in October.

One network executive last week
noted that for several years the net-
works had been complaining about the
high price they had been forced to
charge sponsors for football coverage
and said that the salesmen are finding,
particularly in the current tight money
market, that “the well is running dry.
If we could just break even,” he said,
“we’d be happy.”

Should CBS and NBC balk at new
pricing arrangements, Howard Hughes
is always available. He made his weight
felt during the negotiations for the
Monday night package when his
Hughes Sports Network reportedly out-
bid ABC, but was turned down when
research showed the ABC affiliate line-
up could produce considerably more
TV homes than a line-up put together
by HSN would be likely to attract.

However, a Hughes-constructed Sun-
day afternoon station line-up could be
expected to compare favorably with
what CBS or NBC could offer the pro

teams.

The outside possibility, in all this
thinking, is that anyone—CBS, NBC
or HSN—could take the whole pack-
age. But from a plain economics view
it seems highly unlikely.

Although the networks had hoped to
get their 1970 scheduling underway be-
fore the 1969 football season formally
begins, all indications now are that
nothing will happen until November.
The National Conference still has to
realign its 13 teams, something it hasn’t
been able to do in several lengthy meet-
ings, and the networks in the past six
weeks have been too wrapped up in
Apollo programing to worry about foot-
ball in 1970.

Football, in 1969, however, is mov-
ing at full tilt. ABC will be carrying 37
NCAA games, two more than last year,
with four of the games to be played at
night. In 1968 there wecre only two
night games. This year the network is
again offering a wild card game, one it
can choose late in the season.

It is packaging the NCAA with the
North-South and East-West Shrine
games and Sugar Bowl and offering
them all at $49,500 a minute, about
the same as last year’s package price.

The Sugar Bowi is a new entry on
the ABC schedule this year and it gives
the network a Jan. 1 feature for the
first time since it lost the Orange Bowl
to NBC several years ago. To make
room for the Sugar Bowl, ABC gave up
its rights to the Gator Bowl and NBC
picked that one up.

Handling the collegiate games for
ABC this year will be Chris Schenkel,
Bill Fleming and Keith Jackson on play-
by-play with Bud Wilkinson, Lee Gross-
cup, Dave Nelson and two others still
to be named, handling color.

Still in the works is a Sunday series
on ABC, NCAA Football Highlights,
which will be aired 12-1 p.m. NYT.
Marvin Sugarman, New York, is han-

dling 45-minute tapes from regional
games played the day before with ABC
adding 15-minutes of tapes from games
of national interest. No sponsors or
announcers have been announced for
the series.

CBS is planning NFL coverage of
five preseason games, 111 regular-sea-
son games, including two on Saturday
afternoons and one on Monday night,
the postseason contests and Super
Bowl.

Including the Super Bowl in the
package, it is pricing the basic NFL
coverage at $75,000 a minute (up from
the $70,000 it asked without the Super
Bowl last year). A secondary package
of 12 NFL dates is going for $50,000
(last year 11 dates were offered for
that price) and the preseason package
is priced at $35,000 a minute (the same
as 1968).

CBS is offering its pregame program
at $30,000 a minute and the postgame
show for $40,000.

The only nonpro games on CBS-TV’s
schedule this season are the Sun Bowl
and Cotton Bowl. The Blue-Gray game,
which has had a checkered network
career will not be on CBS this year.
The game had been on NBC until 1962
when that network dropped it from the
schedule although NBC continued to
pay yearly rights under its contract.
CBS picked the game up in 1965 under
a five-year contract which would have
ended with this year’s game. Reported-
ly, the game has been one of the weak-
est postseason games in audience rat-
ings.

CBS this year will retain its eight
teams of play-by-play and color an-
nouncers: Chuck Thompson and Jerry
Kramer; Don Criqui and Frank Clarke;
Jack Whitaker and Frank Gifford; Ray
Scott and Paul Christman; Lindsey Nel-
son and Tom Brookshier; Jack Drees
and John Sauer; Frank Glieber and

What networks pay for football

CBS-TV (Continued)

NFL Championship 2,000,000 Jan. 4
ABC-TV NFL-AFL Super Bowl 2,500,000 Jan. ié
q NFL Pro Bowl 700,000 Jan.
Coaches All-American Game $ 95,000 June 28 D
College All-Star Game 240,000 Aug. 1 Total $26,350, 000
NCAA College Games 10,200,000 Sept. 13
NCAA College Championships 100,000 Dec. 13 e naisirietwork
Liberty Bowl 110,000 Dec. 13 Notre Dame Football $ 100,000 Sept. 20
North-South Shrine Game 85,000 Dec. 25 MBS
East-West Shrine Game 350,000 Dec. 27
Sugar Bowl 350,000 Jan.1l Notre Dame Football $ 50,000 Sept. 20
Hula Bowl 50,000 Jan. 10 )
Total $11,580,000 NBC Radio .
AFL Championship (1) Jan. 4
CBS Radio Rose Bowl 1) Jan. 1
::ZIL- geiternc%hamgionshr!ip 8; gec. ;g NBC-TV
astern Championship ec. AFL Games $ 9,000,000 Sept. 14
o I
NFL-AFL Super Bowl 15N Jan. 11 vt g; jan- 4,
NFL Pro Bowl I6)] Jan. 18 ;Star Gam :
Gator Bowl $ 200,000 Dec. 27
Rose Bowl 1,400,000 Jan.1
cBS-TV
700,000 Jan.1
NFL Preseason Games ) Aug. 10 (s);?ogreBBoowulrl 50,000 Jan. 10
Sun Bow $20:050/000 Dec. 20 it T
un Bow , ec.
NFL Western Championship @) Dec. 27 Networks Total ) $49,430, 000
NFL Eastern Championship (2) Dec. 28 (1) Radio rights included in TV contract.
Cotton Bowl 500,000 Jan.1 (2) Rights included ::n NFL package.
NFL Playoff Bowl 500,000 Jan. 3 (3) Rights included in AFL package.
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Eddie LeBaron; Jack Buck and Pat
Summerall.

NBC will again cover the full AFL
schedule including three Saturday night
and two Saturday afternoon games.
NBC is offering the AFL regular-sea-
son games, AFL All-Star game, the
Gator and Senior Bowls as a package
at $40,000 per minute. Its $29,000 a
minute package last year included the
Super Bowl.

The network is asking $120,000 per
minute for the Rose Bowl, by far the
highest per-minute price ever asked for
a football game. (The highest price
ever asked for a Super Bowl was $85,-
000 by CBS for the first Super Bowl.)
Already on the dotted line for an un-
disclosed amount of minutes in the
Rose Bowl are Chrysler, Eastern Air
Iines and Gillette. For the Orange
Bowl, NBC'’s rate card calls for $63,000
a minute and United Air Lines, All-
state Insurance, R. J. Reynolds and
Pontiac have signed up.

Handling the on-air work for NBC
will be Curt Gowdy, Jim Simpson, Pat
Hernon, Jay Randolph and Bill Enis on
play-by-play, and Kyle Rote, Al De-
Rogatis, George Ratterman, Elmer
Angsman and one more man to be
named on color.

Although ABC-TV, CBS-TV and
NBC-TV are the only networks plan-
ning live football coverage this year,
Hughes Sports Network will again be
feeding Notre Dame games on delayed
basis to 141 stations on Sundays, 11:30
a.m.-1 p.m. NYT. Lindsay Nelson will
call those games.

Mutual again has radio network
rights to the 10-game Notre Dame
schedule and has sold the network’s
half to B.F. Goodrich and State Farm
Insurance. The other half is sold lo-
cally. In addition, Mutual will again
feed the pregame Ara Parseghian Show,
which is sponsored by Ford Motor Co.
Van Patrick will do play-by-play with
Al Wester handling color on the games.

Hughes also will be feeding about
150 stations the weekly This Week in
Pro Football, produced by AFL/NFL
Films. Chrysler, Kemper Insurance and
Haggar Slacks have bought into that
package. Pat Summerall and Charlie
Jones will announce the composite pro-
grams.

One bowl game being handled out-
side the networks this year is the Peach
Bowl from Atlanta on Dec. 30. Vic
Piano, New York-based station rep, has
bought rights to the game through its
Mizlou Productions and has already
signed 72 stations. Pat Summerall and
Jack Drees will call the game. Sponsors
have not yet been announced.

As of last week, 89 sponsors had
signed for network football coverage
and the biggest single category was in-
surance. There were 10 insurance com-
panies committed to football coverage,
plus the National Association of Inde-

Fordham-Waynesburg
TV classic discovered

ABC Sports, which is looking into its
archives and has asked colleges and
universities to rummage through theirs
for vintage football films, has unearthed
the date, site and score of the first tele-
vised collegiate football game.

The hunting expedition is a part of
college football’s 100th anniversary and
ABC-TV will help the National Col-
legiate Athletic Association celebrate
by producing a special using some old
footage.

The first televised game, ABC found,
was on Sept. 30, 1939, when Fordham
beat Waynesburg of Pennsylvania, 34-7
at Randall’s Island Stadium, New York.
However, ABC didn’t handle that first
telecast. NBC and RCA, which had tele-
cast a baseball game earlier that year,
and which did “most of the TV work
at that time,” according to ABC Sports,
fed the telecast. Some 2,000 persons
watched the game on fewer than 1,000
television sets.

The TV crew at the stadium used
only one camera, which was set on a
tripod on ground level at the 40-yard
line next to the Fordham bench.

pendent Life Insurance Agents.

Only two advertisers have made buys
on more than two networks. R. J. Rey-
nolds has bought on ABC-TV, CBS-
TV, NBC-TV and Hughes Sports Net-
work with Allstate Insurance buying on
ABC, CBS and NBC. Another 12 spon-
sors have bought time on at least two
networks.

By groups, the networks have signed:
six auto makers, six airlines, six brew-
eries, six cigarette makers, four oil
companies and four tire makers.

A good example of the diversity in
football advertisers this season can be
found in the CBS line-up. Among its
sponsors are Wembley Ties and Uni-
vac.

AMERICAN LEAGUE
Boston Patriots

Wz Boston will originate five presea-
son and 14 regular-league games for a
five-station network in Massachusetts
and Maine. Negotiations are under way
with eight other stations. Bob Starr and
Gil Santos will call the games. Spon-
sors thus far are Dodge Dealers and
Liberty Mutual, both through BBDO.
No exhibition TV games are set.

Buffalo Bills

WBEN Buffalo will originate six presea-
son and 14 regular-league games for a

25-station statewide radio network.
Van Miller, Stan Barron and Dick
Rifenberg are on the announcing team.
Sponsors are Mobil Qil through Doyle
Dane Bernbach, Ford Dealers through
J. Walter Thompson, and Marine Mid-
land Trust Co. of Western New York
through BBDO. Sponsors of the pre-
and post-game shows alternate locally
with Milk for Health on the Niagra
Frontier Inc., placed direct and Sears
Roebuck and Co. through J. G. Kelly
Co. WBEN-FM sponsors of the games
are Bisonite Paint through J. G. Kelly
and Mason Photo Studio, placed direct.

WkBw-Tv Buffalo will carry six
preseason games in color. All but two
games will be live. One game will be
live and then repeated the next day
because of a late start on the West
Coast. Rick Azar will handle the games.
Sponsorship is incomplete.

Cincinnati Bengals

Avco Broadcasting Corp. goes into sec-
ond year of a three-year rights con-
tract. Avco’s wiw Cincinnati will feed
five exhibition events and regular-
season games to a regional radio net-
work of about 40 stations (network last
year totaled 30-plus). WLw also is air-
ing a daily Paul Brown Show for 26
weeks (began June 30) and feeding it to
a network of 10 stations on local spon-
sor basis. One-quarter sponsors of the
Bengal games on wiw will be Burger
Brewing through Midland Advertising:
Tresler-Comet Gasoline through J.E.
Freedman Advertising, and Chrysler-
Plymouth Dealers through Young &
Rubicam, with one-eighth portions tak-
en by Union Central Life Insurance
through Adams Gaffney Grant and
Ohio Appliance Co. through Byer &
Bowman. Wiw will have three pre-
game features. The preview show will
be sponsored by Cinderella Cleaners
through Jackson, Aristotle & Behan: the
Coach’s Corner will be sponsored by
First National Bank of Cincinnati
through Northlich-Stolley and the warm-
up feature will be sponsored by Par-
tridge Meats through Allen, Anderson
Niefeld & Paley. WLw’s two half-time
features will be sponsored by Central
Trust Bank through Stockton West
Burkhart and Shillito’s Men’s Store
through Carl Press Inc. Postgame high-
lights show will be sponsored by Car-
ter’s  Restaurants through Early-
Selmeler. Postgame Star of Game show
will be sponsored by First National
Bank of Covington, Ky., placed direct.
Phil Samp will do play-by-play and
Jimmy Crum will handle color.

Avco’s four TV stations will air three
exhibition games. Those games on
wLwT(TV) Cincinnati, wLwp(Tv) Day-
ton, wLcw(TV) Columbus  and
wLwI(TV) Indianapolis will be sponsored
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locally in each market for one-half.
Quarter sponsorships each are expected
to be renewed by Burger Brewing
through Midland and Marathon Oil
through Campbell-Ewald. Mr. Samp
and Omar Williams are slated to do the
announcing of the exhibition games.

Denver Broncos

Ktik Denver will feed the 20-game
exhibition and regular-season schedule
to a 53-station radio network in Colo-
rado, Idaho, Montana, Nebraska,
Nevada, New Mexico, Utah and
Wyoming. One-fourth sponsors will be
Humble Oil through McCann-Erickson;
Jos. Schlitz Brewing through Leo Bur-
nett; Public Service Co. of Colorado,
placed direct and Empire Savings &
Loan, placed direct. The pregame and
postgame programs will be sponsored
on KTLK by Roger Mauro Chrysler
through AMA Advertising. Joe McCon-
nell will handle play-by-play with Bob
McCullough on color.

Koa-tv  Denver will carry one
preseason game, which has been sold to
multiple sponsors. Bob Martin will call
the game. .

Houston Oilers

Majestic Advertising, Milwaukee, in the
second year of a three-year broadcast
rights agreement for the Oilers games
(covering all radio plus preseason TV),
will again package a radio network of
19 stations for five exhibition games
plus regular play. Network sponsors for
five-nineteenths each will be Texaco
through Benton & Bowles and Jos.
Schlitz Brewing through Majestic. The
remaining shares go to participating
sponsors. Jim Norton will do play-by-
play with Dickie Maegle on color. Ma-
jestic also will deliver pregame and post-
game shows to the network for local
sale plus a halftime show sponsored by
Southwestern Bell, placed direct.

Majestic, because of a league ruling
curbing regional TV networking of
preseason games, has sold off its TV
rights this year to xprc-Tv Houston,
which locally will air tape delays of
four home exhibition games plus live
coverage of a fifth preseason road
game. Bill Ennis will do play-by-play.
Kprec-Tv is selling the exhibition events
on participating basis.

Kansas City Chiefs

Kcmo Kansas City in the second year
of a three-year agreement once again
will originate a regional radio network
of some 45 stations for six exhibition
games plus the regular season. Locally
KCMo aired an additional “rookie” game
last Saturday (July 26). On KcMoO one-
fifth sponsors will be Interstate Securi-
ties through Ballantine Radford; Jos.
Schlitz Brewing-Kansas City Wholesal-
ers through Mace Advertising; Country
Club Dairy through Bozell & Jacobs,
and Vickers Oil Co. through Barickman
& Selders. One-tenth shares each are
being taken by U.S. Supermarkets
through Vern Siddall Associates and
Southwestern Bell, placed direct. Inter-
state, Schlitz and Vickers each will
take one-fifth on the network and
Country Club foods will take one-tenth.
The rest of the network will be locally
sponsored. On KkcMo the pregame
Scouting the Chiefs has been renewed
by City National Bank through Oliver
Advertising. The postgame Scoreboard
has been renewed by Aamco Transmis-
sions through Sher & Jones while the
postgame locker-room show after home
games again is signed by Swift Dodge
through Martin Fromm. Play-by-play
will be done by Tom Hedrick with Bill
Grigsby on color.

Kmsc-tv Kansas City will air six
exhibition events. KMBC-TvV previously
had organized preseason regional TV
networks for both the Chiefs and the
Houston Oilers, but league rules now
preclude this. The rules, though, allow
importation for hometown airing plus
feeding to any station within 75 miles.
Thus kMBC-Tv will feed the Aug. 2
Oakland Raiders game to wiBw-Tv To-
peka, Kan., and the Aug. 16 Cincinnati
Bengals game to KTSB(TV) Topeka. On
KMBC-TV, the exhibitions will be spon-
sored one-quarter each by Wilson &
Co. through Campbell-Mithun; Falstaff
Beer through Foote, Cone & Belding;
Sears, Roebuck & Co., placed direct,
and Bankmark Credit Card through
Bruce B. Brewer. Charlie Jones and
John Sanders will split play-by-play on
games with color by Galin Fiss.

Miami Dolphins

Wiop Miami, in its fourth year with the
team, will originate the Dolphins’ 14

regular-season and six preseason games
for a 10-station Florida radio network.
Sponsors on wiop include Buick Deal-
ers through McCann-Erickson; House-
hold Finance through Needham, Har-
per & Steers and Northeast Airlines,
through Carl Ally. Bob Gallagher will
do play-by-play and Henry Barrow will
handle color.

Wtvi(Tv) Miami will televise three
preseason games, two of them in color.
Mr. Gallagher and Bob Halloran will
handle the play-by-play and color. Ma-
jor sponsors are Nissan Motors,
through Park ‘Advertising, and Johnny
& Mack, through Ross Hancock, each
with one-fourth of the games, and Bur-
dine’s Department Store, through 22
East Agency for one-fourth of one
game. The remainder has been sold to
spot advertisers.

New York Jets

Wasc New York will cover five exhibi-
tion and 14 regular games in the fifth
year of its six-year contract. Sponsors
will be Chevron Oil and F&M Schaeffer
Brewing, both through BBDO; Manu-
facturers Hanover Trust through Young
& Rubicam, and Buick Dealers through
Communications Counselors. Merl Har-
mon will do play-by-play and Sam de
Luca will handle color. Sponsor for the
pregame and postgame shows will be
Gimbels through Allerton, Berman &
Dean.

Like its older competition in New
York, the Giants, the Jets this year will
get a radio network of some 35 stations
in New York, Pennsylvania, Connecti-
cut and Rhode Island. The network is
operated by Trans National Communi-
cations, New York, which also handles
the Giants’ radio network. Of the two-
thirds available for network sale, Bris-
tol-Myers through Wells, Rich, Greene
and Young & Rubicam, has purchased a
half, with a half still open. Announcers
for the Giants’ radio network still have
not been announced.

Wor-Tv New York is broadcasting
five preseason games. Sponsors are Mo-
bil Oil and Bankers Trust, both through
Doyle Dane Bernbach; Rheingold Beer
and Canada Dry, both through Grey
Advertising; Miles Labs through J.
Walter Thompson; Chrysler-Plymouth
Dealers through Young & Rubicam,
and Wilkinson Blades through Ted

Radio and local TV revenues of major colleges

Radio

Conference Schools Stations Stations Total Rights Conference
Atlantic Coast 8 264 24 § 89,500 Southwest
Big 8 8 232 26 81,000 Western Athletic
Big 10 10 284 15 170,300 Independents*t
Ivy League 8 50 3 19,600 Totals
Mid America 7 49 8 11,450
Missouri Valley 5 20 1 14,500
Pacific 8 8 126 16 325,000 Sports Network
Southeastern 10 435 61 225,500
Southern 7 35 1 7,200 had radio-TV revenues

TV

Radio TV
Schools Stations Stations Total Rights
8 200 19 112,500
8 82 7 55,600
37 588 82 243,500
124 2,365 263 $1, 355,650

* Does not include Notre Dame revenues from Mutual or Hughes

t Includes four teams from conferences where less than three schools
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Bates. Charlie Jones and George Rat-
terman will call the games.

Oakland Raiders

KNEw Oakland is feeding five presea-
son games and 14 regular-season games
to a l6-station radio network in Cali-
fornia and to one station in Reno. Bill
King will do the play-by-play with Scot-
ty Stirling on color. One-quarter spon-
sors of the games will be: Smiths Cloth-
iers through Wenger/Michael; Central
Valley National Bank through Meltzer,
Aron & Leman; Union Oil through Leo
Burnett; and United Vintners through
Honig-Cooper & Harrington. The
20-minute pregame show will be spon-
sored by Foremost Dairies, Yami
yogurt and Kilpatrick’s bread, all
through Gross, Pera & Rockcy. The
postgame show will be sponsored by
Lincoln-Mercury through Kenyon &
Eckhardt, and Treesweet Products
through Marsteller. A 20-minute Lock-
er Room show following the postgame
show, will be fed to the regional net-
work with Volvo and Canadian Pacific
Airlines as  co-sponsors. KNEw,
throughout the season on Monday
evenings, will carry a half-hour Ask the
Raiders program, sponsored by E.C.
Wenger Electronics, Wiseman’s Home
Furniture and S & K Auto.

The games and highlights are being
offered to other stations. KTXL(TV)
Sacramento, Calif., is picking up both,
with KTvw(Tv) Seattle-Tacoma taking
the highlights package. Announcers for
the games have not been set.

San Diego Chargers

The Chargers have signed a new five-
year contract with Kkpeo El Cajon, Calif.,
for the broadcast rights to both pre-
season and regular season games. KDEO
also will originate 19 games, including
five preseason, for a radio network of
18 stations in California and Arizona.
Stu Nahan will do play-by-play with
Johnny Parker and Emil Karas, han-
dling color. Chargers coach Sid Gilman
will do a 10~ or 15-minute pre-pregame
show. There also will be 15-minute
Charger Warmup pregame show and 15-
minute Charger Report postgame show.
Texaco through Benton & Bowles will be
one-fourth sponsor of the games, and
Karl’'s Shoes through Holzer, Taylor,
McTighe & Dawson will be one-eighth
sponsor. Sears, Roebuck through Tea-
well Inc. will sponsor the pregame
shows which are fed to the network.
Kcst(Tv) San Diego, which last year
began covering preseason games of the
Chargers, has come up with another
one-year contract. The independent
UHF will carry the five preseason ga-
mes, all in color, and all on a tape
delayed basis. Bob Chandler will do

play-by-play. Kcst is selling spots on
the preseason games to participating
advertisers. Kcst will carry weekly
highlights of all Chargers games
throughout the season and will also
carry a weekly Sid Gilman show.

NATIONAL LEAGUE

Atlanta Falcons

Waoxt Atlanta will feed the Falcons’
20-game exhibition and regular-season
games to a network of about 65 sta-
tions in seven Southern states: Ala-
bama, Florida, Georgia, North and
South Carolina, Tennessee and Missis-
sippi. The games are being sponsored
on wqx! by Ford Dealers through J.
Walter Thompson; Bristol-Myers
through Young & Rubicam; Citizens &
Southern National Banks through
Burke, Dowling, Adams; and BT Oil
Co., Arby’s Roast Beef Restaurants and
Ellman’s of Atlanta. Jack Hurst will do
play-by-play with Alex Hawkins on col-
or. Also fed to the network for local
sale are the 15-minute pregame and
postgame shows. Network stations may
also pick up the pre-pregame Norm
Van Brocklin Show.

WAGA-TV Atlanta will carry the six
exhibition games, four of them live and
two taped the night before airing. Ed
Thilenius will cail the games, which will
be sponsored by Atlanta Buick Dealers
through Scofield, Brazelton & Williams;
Goodbody & Co. through Doremus &
Co.; Western Electric through Cun-
ningham & Walsh; Cotton States Insur-
ance Co. and Kahn's Meats, both
through McRae & Bealer.

Baltimore Colts

WcBM Baltimore, under a new three-
year contract, is feeding the Colts’
20-game schedule, including six exhibi-
tions, to a radio network of about 40
stations in Pennsylvania, Maryland,
Delaware, Virginia and West Virginia.
The games will be equally sponsored by
National Brewing and Commercial
Credit, both through W.B. Doner; Ford
Dealers through J. Walter Thompson:
Humble Oil through McCann-Erickson,
and Baltimore Sunpapers through Van-
Sant, Dugdale. Joe Croghan and
Charley Eckman will handle play-by-
play and color. The local pregame
shows are the 10-minute Johnny Unitas
Show, sponsored by Eastern Air Lines
through Young & Rubicam and the
15-minutt Colts Kick-Off, sponsored
by Thompson’s Sea Girt Restaurant
through Bernard Sandler Advertising.
The postgame shows are the 10-minute
Colts Scoreboard, sponsored by United
Clay and Supply and Carrier Air Con-
ditioning, both through Emery Adver-
tising, and the 15-minute Colts Locker

Room with Jimmy Orr, sponsored by
Maryland Cooperative Milk Producers,
placed direct.

WMAR-TV Baltimore will carry three
Colts’ preseason games, all live and in
color. The preseason rights are owned
by Dennis Dunn Inc. F&M Schaefer
Brewing through BBDO; Western Elec-
tric through Cunningham & Walsh;
Coca-Cola through McCann-Erickson,
each with one-quarter; Baltimore Gas
and Electric, through Doner, and STP
through Media Buyers, each with one-
eighth, will sponsor the games. Jim Gib-
bons will do play-by-play and Jim Mut-
scheller will handle color.

Chicago Bears

WGN Chicago will air three exhibition
games and the bulk of the regular-
season schedule. Since woN has a base-
ball coverage conflict, the first two regu-
lar-season games will be aired by wcFL
Chicago with same regular-season spon-
sors. WGN also is feeding a regional
radio network of 16 in Illinois, Indiana
and Iowa, all locally sponsored. For the
24th year the basic rights owner, Stand-
ard Oil division of American Oil Co.,
takes one-third regular-season sponsor-
ship on WGN with a third each also re-
newed by G. Heileman Brewing through
McCann-Erickson and Household Fi-
nance through Needham, Harper &
Steers. The first exhibition game will
be sponsored by Heileman and by Sta-
tistical Tabulating Corp. through Had-
don, Burns & Cohen. The other two
exhibition games will be sponsored by
the three regular-season advertisers. The
pregame warmup show for the first ex-
hibition game will be sponsored by M.
Hyman & Sons through the Haddon
Agency; the halftime show by Flame
Steak House, also Haddon, and the
postgame scoreboard by Montgomery
Ward through Lilienfeld. For the other
two exhibition games and the regular-
season warmup, the sponsor is Robert
Hall through Arkwright; halftime, Flame
Steak House, and scoreboard by Wards.
Play-by-play will be handled by Jack
Brickhouse with color by Irv Kupcinet.

WBBM-Tv Chicago will air five ex-
hibition events with Shell Oil taking
one-quarter through Ogilvy & Mather.
The remainder is being sold in partici-
pations. Play-by-play will be handled by
Ray Scott with George Connor on
color.

Cleveland Browns

WHK Cleveland is in the second year of a
three-year contract and will be originat-
ing a radio network which this year is
expected to grow to 52 stations for six
exhibition games plus the regular season.
All 1968 sponsors have renewed or are
about to renew. Two sponsors with
one-quarter each on the network will be
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Radio-TV network sponsors for football

AC Spark Plugs (Burnett): ABC-TV, NCAA pre-
and postgame; CBS-TV, NFL pregame and
games.

Allstate tnsurance (Burnett): ABC.TV, NCAA,
East-West and North-South Shrine games,
Sugar Bowl; CBS-TV, Cotton and Sun Bowls;
NBC-TV, Orange Bowl.

American Airlines (DDB): CBS-TV, NFL,
Cotton Bowl.

American Motors (WRG): HSN-TV, Notre
Dame.

American Oil (D'Arcy): CBS-TV, NFL.

AT&T (Ayer): ABC-TV, NCAA, pre- and post-
game on East-West Shrine game and Sugar
Bowl.

AT&T (C&W): ABC.TV, North-South Shrine
game; CBS-TV, NFL preseason.

American Tobacco (BBDO): CBS.TV, NFL
preseason. 3

Ampex (Albert Jay Rosenthal): CBS-TV, NFL
pregame and games.

Aurora Plastics (Adams, Dana, Silverstein):
CBS-TV, NFL.

Bell & Howell (M-E): CBS-TV, NFL.

Benjamin Moore (Dreher): CBS-TV, NFL pre-
season.

Brown & Williamson (Bates): CBS-TV, NFL
preseason.

Buick (M-E): CBS-TV, Cotton and Sun Bowls.

Bulova (DDB): CBS-TV, NFL pregame.

Champion Spark Plugs (JWT): CBS-TV, NFL.

Chevrotet (C-E): ABC-TV, NCAA, East-West
and North-South Shrine games, Sugar Bowl.

Chanel (NC&K): CBS-TV, NFL.

Chrysler (Y&R): NBC.TV, AFL, Rose Bowl.

Cluett-Peabody (Y&R): NBC-TV, AFL.

Consolidated Cigar (David, Oksner & Mitch-
neck): CBS-TV, NFL postgame; NBC-TV,
AFL.

Continental Insurance (DDB): ABC-TV,NCAA,
East-West and North-South Shrine games,
Sugar Bowl.

DuPont (Ayer): CBS-TV, NFL preseason.

Eastern Air Lines (Y&R): NBC-TV, Rose Bowl.
Emerson (Daniel & Charles): CBS-TV, NFL.

Firestone (C-E): ABC-TV, NCAA pre and post-
game; CBS-TV, NFL pregame.

Ford (JWT): CBS.TV, NFL pregame, games
and postgame; Mutual, Notre Dame pre-
game.

Foundation for Full Service Banks (DFS):
CBS-TV, NFL pregame, games and post-
game.

General Aniline (Daniel & Charles): CBS-TV,
NFL pregame and games.

General Cigar (Y&R): CBS.TV, NFL.

General Motors (MJ&A): ABC-TV, NCAA.

Gillette (BBDO): NBC-TV, Rose Bowl.

Goodrich (BBDO): Mutuai, Notre Dame

Goodyear (Y&R): ABC-TV, NCAA; CBS.TV,
NFL preseason and games.

Haggar Co. (Tracy-Locke): CBS-TV, NFL pre-
season.

John Hancock (M-E): CBS.TV, NFL postgame.

Hertz (Ally): CBS-TV, NFL pregame and
games.

Heublin-Hamms (Marschalk): ABC-TV, NCAA
pre and postgame (regional).

Institute of Life Insurance (JWT): ABC-TV,
NCAA

Kentucky Fried Chicken (Burnett): CBS-TV,
NFL preseason.

H. D. Lee (Grey): CBS-TV, NFL preseason.

Lincoln Life insurance (Bonseb): ABC.TV,
NCAA pre and postgame.

P. Lorillard (B&B): CBS-TV, NFL.

Magnavox (K&E): CBS-TV, NFL.

Maytag (Burnett): CBS-TV, NFL preseason.

McDonald’s (D'Arcy): CBS-TV, NFL pregame.

Metropolitan Life (Y&R): NBC-TV, AFL post-
game.

Miles Labs (Tinker): HSN-TV, Notre Dame.

Miller Brewing (Mathisson): CBS-TV, NFL
preseason.

Mobil Oil (DDB): ABC-TV, NCAA pre-and post-
game; CBS-TV, NFL preseason.

Monroe (Aitken-Kynett): CBS-TV, NFL pre-
season.

National Association of independent Insur-
ance Agents (Doremus): ABC-TV, NCAA
pre-and postgames; CBS-TV, NFL pregame.

National Brewing: ABC-TV, NCAA pre and
postgame.

National Cash Register (M-E): ABC-TV,NCAA;
CBS.TV, NFL pregame and games.

New York Life (Compton): CBS-TV, NFL.

Norwich Pharmacal Co. (B&B): CBS-Tv,
NFL pregame.

Pabst (K&E): CBS-TV, NFL preseason and
pregame.

Pan American Airways (JWT): ABC-TV, NCAA,
East-West and North-South Shrine games,
Sugar Bowl. .

Philip Morris (Burnett): CBS-TV, NFL post-

game.
Polaroid (DDB): CBS-TV, NFL.
Pontiac (MacManus): NBC-TV, Orange Bowl.

Qantas (C&W): CBS.TV, NFL preseason.

Ray-0-Vac (Monk): CBS-TV, NFL.

RCA (JWT): CBS-TV, NFL; NBC-TV, AFL.

R. J. Reynolds (Esty): ABC-TV, NCAA, Sugar
Bowi; CBS-TV, NFL preseason and games;

NBC-TV, Orange Bowl; HSN-TV, Notre
Dame.
Rockwell Manufacturing (Marsteller): ABC-

TV, NCAA pre- and postgame.

Samsonite (Grey): CBS-TV, NFL.

Schick (Compton): ABC.-TV. NCAA, East-
West and North-South Shrine games,
Sugar Bowl; CBS.TV, NFL.

Schlitz (Burnett): CBS-TV, NFL.

Scripto (Daniel & Charles): CBS-TV, NFL pre-
game.

Sears, Roebuck, tire-battery division (FC&B):
ABC.TV, NCAA.

Sentry Insurance (Grey): CBS-TV, NFL pre-
season.

Shell Oil (O&M): CBS-TV, NFL pregame and
preseason.

Simoniz (JWT): CBS-TV, NFL preseason.

State Farm Insurance (N.H&S): Mutual,
Notre Dame.

STP (Atwood-Richards):
season and games.
Stroh Brewery (DDB):ABC-TV, NCAA pre-and

postgame (regional).

Sun Oil (Esty): ABC-TV, NCAA. East-West and
North-South Shrine games. Sugar Bowl
(regionatl).

Sunbeam (FC&B): CBS-TV, NFL.

Trans World Airlines (WRG): NBC-TV, AFL.
Travelers Insurance (Y&R): CBS-TV, NFL
preseason.

Union Carbide (Esty): ABC-TV, NCAA; CBS-
TV, NFL.

United Air Lines (Burnett): CBS-TV, NFL pre-
season, pregame and games; NBC-TV.
Orange Bowl.

Univac (Ayer): CBS.TV, NFL preseason.

CBS-TV. NFL pre-

Wembley Tie (Mayer): CBS-TV, NFL pregame.

J. B. Williams (Parkson): CBS-TV, NFL pre-
season.

Wilson & Co. (C-M): ABC-TV, NCAA (regional).

W. F. Young (JWT): CBS-TV, NFL preseason.

Zenith (FC&B): CBS-TV, NFL.

Standard Oil of Ohio through Mar-
schalk and Dusquesne Brewing through
Admark. On WwHK sponsors taking
one-quarter each are Household Fi-
nance through Needham, Harper &
Steers, and Cleveland Oldsmobile Deal-
ers through Grider Associates. A pre-
game and postgame package on WHK
will be sponsored by Retail Clerks Lo-
cal 880 through Jack Sharp Associates;
Sylvania through Baisch, Blake & Ga-
briel; Palevsky Hardware through Axel
& Brown, and East Ohio Gas Co.
through D’Arcy. A pregame Blanton
Collier Show on wHK will be sponsored
by Arby’s Restaurants through B & R
Advertising while a Monday-Friday
nighttime show by Mr. Collier will be
sponsored by Union Commerce Bank
through Meldrum & Fewsmith. Two
half-time features also will be spon-
sored locally on wHK. A half-time news
show has been renewed by Uncle Bill’s
Stores through Lawrence Goldstein Ad-
vertising while the half-time sports
scores show has been renewed by
Chrysler-Plymouth  Dealers  through
Young & Rubicam. Radio announcers

will be Gib Standly and Jim Graner.

Wkyc-tv Cleveland will carry the
Browns’ Aug. 23 exhibition game and
the Sept. 6 exhibition event will be
aired by wEgEws(Tv) there, both on
participating basis. Gib Standly will an-
nounce for wews with Dick Hammer
for wkyc-Tv.

Dallas Cowboys

With a three-section network, the Cow-
boys can boast pro football's largest
radio hookup—at least 146 stations.
The Texas State Network in Fort Worth
handles the pickup for all sections, but
the network is divided into three parts
for sales purposes. In the TSN section
are 92 stations in Texas, New Mexico
and Louisiana. The Oklahoma portion,
handled by the Oklahoma News Net-
work in Oklahoma City, will have 34
stations in that state. The Arkansas sec-
tion of 20 stations in that state is han-
dled by the Arkansas News Network
of Little Rock. Game sponsors on the
Texas leg are Lincoln-Mercury through
Kenyon & Eckhardt and Jos. Schlitz

Brewing through Leo Burnett (each
four spots per game), and Texaco
through Benton & Bowies (one spot per
game). Hanes Mills through N.W. Ayer
will sponsor the pregame show and
Texaco will sponsor the postgame pro-
gram. On the Oklahoma leg, Texaco
and Schlitz each have four spots within
the game; McCullough Chain Saws
through McCann-Erickson has one spot
in the game plus the pregame show, and
Wilson & Co.. through Campbell-
Mithun will have the postgame show.
On the Arkansas network, Schlitz has
five spots in the game and Texaco has
four spots. The pregame and postgame
shows are not yet sold. The network
sponsors account for one-half availabili-
ties in the games, with the other half
for local sale. Bill Mercer, who will call
fhe games, also will be on a Monday-
Saturday five-minute show fed to many
of the stations on the Texas leg of the
network. One-half of this program, to
be sold by the network, is uncom-
mitted.

KRrLD-Tv Dallas will carry three live
and two delayed colorcasts of exhibi-
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tion games. The two taped games will
be shown the day after they are played
in Dallas. Sponsors for the games will
be Lonc Star Brewing through Glenn
Advertising (for one half): and partici-
pating sponsors: Humble Oil through
McCann-Erickson: Goodbody & Co.;
Sanger-Harris Department Stores; Gor-
don’s Jewelers; Delta Steel Buildings;
Conoco; Runaway Bay Resort; Linz
Jewelers; Jas. K. Wilson Men’s Stores
and Western Co. Frank Glieber will do
play-by-play and Eddie LeBaron will
handle color.

Detroit Lions

Wxyz Detroit picked up its coverage
option for a second year and has ac-
quired an option as well for 1970. It
will originate a regional network of
about 40 stations for six exhibitions and
the regular season. The team retains its
radio rights and sells them to the adver-
tisers with wxyz providing radio-TV
and other promotion plus engineering
package that has achieved economies
over previous networks, Marathon Oil
through Campbell-Ewald again will
take one-half sponsorship on the net-
work. One-quarter each on the network
will be taken by Ford Motors and Theo
Hamm Brewing, both through J. Walter
Thompson. Pregame and postgame
shows are sold out on rotating partici-
pation basis. Pre-pregame show with
Lions Coach Joe Schmidt will be spon-
sored by Robert Hall Clothes through
Arkwright. Van Patrick will do play-
by-play with Bob Reynolds on color.

WJBK-TV Detroit this year will air
three exhibition games. Sponsors with
one-quarter each are Ford through
JWT, Marathon Oil through C-E and
Little Caesar’s Pizza Parlors through
Fred Yaffee Advertising. The remaining
one-quarter is sold to participating
sponsors. Preseason play-by-play will be
handled by Mr. Patrick with Sonny
Grandelius doing color.

Green Bay Packers

WTMJ Milwaukee, which has aired
Packers games since 1929 with only
two years interruption, again will origi-
nate for a regional basic network of
half-dozen stations plus a bonus net-
work of about two dozen stations for
six exhibition games plus regular sea-
son. Thorp Finance has renewed on the
network for one-half through Klau-Van
Pietersom-Dunlap while Blatz Beer
through Kenyon & Eckhard and Hum-
ble Oil through McCann-Erickson each
renewed one-quarter on the network.
The pregame Packers Preview will be
sponsored on wWTMJ by Montgomery
Ward through Ridgway Advertising.
Postgame Packer Playback will be spon-
sored on WTMJ by Ruby Chevrolet
through Marvin Frank :Agency. Both

features will be fed to the network for
local sponsorship. Jim Irwin color and
Ted Moore play-by-play.

Waay-1rv Green Bay is again packag-
ing three vidco-laped exhibition games
for a five station nctwork. The games
arc sponsored locally. On WBAY-TV
these will be sponsored one-quarter
each by Ford Dealers through J. Walter
Thompson; Kerr-McGee Deep Rock
Oil through Lowe Runkel; Curtis Ma-
thes TV Dealers, placed direct, and
Area Savings and Loan members, also
direct. WBAY-Tv also is packaging on
tape two weekly shows featuring Pack-
ers’ coach Phil Bengston, one a Satur-
day night predictions program spon-
sored locally on wBAY-Tv by Arctic Cat
Snowmobile dealers, placed direct, and
a Monday night program sponsored by
Old Milwaukee Beer through Cun-
ningham & Walsh. Exhibition game
play-by-play will be done by Chuck
Ramsay.

Los Angeles Rams

Radio listeners from Alaska to Arizona
will hear the Rams’ games this year.
There will be 23 stations, including
three in Alaska, four in Arizona and
one in Nevada, the largest radio net-
work ever for Rams play-by-play
broadcasts. Originating is kMpC Los
Angeles, which has carried the Rams
continuously since 1954. Dick En-
berg, Steve Bailey and Dave Niehaus
will call the six preseason and 14
regular-season games. Continental Air
Lines and Household Finance, both
through Needham, Harper & Steers;
Standard Oil of California through
BBDO; and Jos. Schlitz Brewing
through Leo Burnett will each be one-
quarter sponsors. Pregame and post-
game programing will be sponsored by
Kentucky Fried Chicken of California
through Davis Johnson Mogul & Co-
lombatto Inc.; and Bluett-Grodins men'’s
stores through Wyman/Anderson-Mc-
Connell Advertising. This programing
is fed to the regional network on a
co-op basis.

KnxT(Tv) Los Angeles is carrying
six preseason games, all in color on a
delayed basis. Gil Stratton will do play-
by-play with Don Paul providing color.
The preseason play-by-play telecasts are
being sold to muitiple advertisers on a
participating basis.

Minnesota Vikings

Wcco Minneapolis-St.  Paul, which
holds the basic radio rights, will have
39 stations on the line for all of the
exhibition games plus the regular sea-
son. Packaging of network apart from
wcco again will be provided by North
Star Features, headed by Robert Wold,
former Campbell-Mithun  executive
who now is vice president and manage-

ment supervisor at N. W. Ayer, Los
Angeles. On wcco, games have been
rencwed one-half cach by Twin City
Ford through J. Walter "Fhompson, and
Midwest  Federal Savings and  Loan
through M. R. Bolin. Pregame Bud
Grant Show and Postgame Scoreboard
have been signed by Jacob Schmidt
Brewing Co. through Burton Schigian
Inc. Pregame Fan in the Stands has
been renewed by Blue Flame Gas
through Kaufman Agency and F. C.
Hare-RCA through Strandberg Associ-
ates. New third sponsor of this feature
is Muska Lighting, placed direct. Ray
Christiansen will handle play-by-play
with Paul Giel on color.

Wcco-Tv Minneapolis-St. Paul may
air some exhibition games but this was
not settled last week. Last year Kste-
Tv there aired two exhibition games.

New Orleans Saints

WwL New Orleans will originate the
Saints 20-game regular-season and ex-
hibition schedule for a 45-station radio
network in Louisiana, Mississippi, Flor-
ida, Alabama, Texas and Arkansas.
Falstaff Brewing, through Foote, Cone
& Belding, is the rights holder and will
be one-fourth sponsor. There are multi-
ple other sponsors. A 15-minute pre-
game and 15-minute postgame show
will be fed to the network. On a Mon-
day-Friday schedule, wwL will be offer-
ing shows featuring the team coaches
and I Married a Saint, featuring inter-
views with players’ wives. Al Wester
and Maury Magill will do play-by-play
and color.

WwL-Tv New Orleans will carry the
Saint’s six exhibition games live with
KNOE-TV El Dorado, Ark.-Monroe, La.,
carrying them on tape delay. Falstaff
will be the prime sponsor with a fourth.
John Ferguson will do play-by-play and
Robert Khayat will handle color.

New York Giants

WNEw New York, for the ninth consec-
utive season, is covering five preseason
and 14 regular-season games. Calling
the games will be Chip Cipolla and
Marty Glickman. Sponsors for the
games will be Trans World Airlines
through Wells, Rich, Greene, F&M
Schaefer Brewing through BBDO; Man-
ufacturers Hanover Trust through
Young & Rubicam; Getty Oil through
Smith Greenland; American Express
through Ogilvy & Mather; Equitable
Life Assurance Society through Foote,
Cone & Belding, and Volvo through
Scali, McCabe & Sloves.

Trans National Communications is
again packaging a special Giants radio
network for a feed to 75 stations in the
Northeast. Mobil Oil and Volkswagen,
both through Doyle Dane Bernbach,
and Utica Club beer, through Delhan-
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ty, Kurnit & Geller, each has one-fourth
sponsorship, with one-fourth open. Bill
McColgan will handle play-by-play with
Dick Lynch and Joe Hasel on color.
Wces-Tv New York will carry four
preseason games, (two of them on a
tape delay). Jack Whitaker and Frank
Gifford are calling the games. Sponsors
are Northeast Airlines and Hertz, both
through Carl Ally; Shell Oil and Bristol-
Myers, both through Ogilvy & Mather,
Carter Wallace through William Esty,

First National City Bank through
BBDO, and P. Ballantine through
Thyme Inc.

Philadelphia Eagles

. Wip Philadelphia, in the first year of a
three-year agreement, will broadcast
five preseason and 14 regular-season
games to a 15-station radio network in
Pennsylvania, Delaware and New Jer-
sey. Charlie Swift will call the games
with Clarence Peaks and W. Thacker
Longstreth handling the color. F&M
Schaeffer Brewing through BBDO,
Horn & Hardhart through T. L. Rei-
mel, and Gerard Trust Bank through
Aitken-Kynett, each will have one-
fourth of the games. The remaining
fourth is open. The network will also
carry 20-minute pregame and postgame
shows as well as a seven-part interview
series with Eagle coach Jerry Williams.
The Williams show will be spotted each
weekend, starting Friday evening and
running to game time on Sundays.

Wcau-Tv Philadelphia is telecasting
five preseason games. Sponsors include
Coca-Cola through McCann-Erickson;
Piels Beer through Papert, Koenig,
Lois; Dodge through BBDO, and
Household Finance Corp. placed direct.
Tom Brookshirer will call the games.

Pittsburgh Steelers

Kbpka Pittsburgh will carry a 19-game
exhibition and regular-season schedule
this year with no immediate plans for a
Steelers’ radio network. Ford Dealers
through J. Walter Thompson and
Koehler Beer through Lando, each has
one quarter sponsorship. The remainder
is being sold in participations. Tom
Bender and Jack Fleming will handle
play-by-play and color.

Kbpka-Tv Pittsburgh will cover five
exhibition games, all on tape delay.
Three of the games will be shown in
color. Sponsors signed to date are Mel-
lon Bank through Fuller & Smith &
Ross, and Koehler through Lando, each
for one-fourth. Dick Stockton will do
play-by-play with James Butler hand-
ling color.

San Francisco 49ers

Ksro San Francisco will feed the six
preseason and 14 regular-season games

NBC-TV buys
MGM film package

Metro-Goldwyn-Mayer Inc. will receive
$17.8 million from NBC for rights to
present 25 pictures on the television net-
work, beginning in the fall of 1969.

Under the terms of the licensing
agreement, NBC will carry 19 features
not previously shown on TV and six
that have already been telecast. The
first-run films are Grand Prix, An
American in Paris, Gigi, Far from the
Madding Crowd, Lady L, Mayerling,
A Patch of Blue, The Guns of San Se-
bastian, Showboat, The Subject Was
Roses, 25th Hour, The Unsinkable
Molly Brown, Where Were You When
the Lights Went Out?, Operation Cross-
bow, Plymouth Adventure, The Seven
Faces of Dr. Lao, Spinout, Speedway,
and ! Thank a Fool.

The six features previously shown on
TV are The Americanization of Emily,
Cat on a Hot Tin Roof, Double Trou-
ble, The Glass Bottom Boat, The Night
of the Iguana and The Singing Nun.

MGM said that the income after ap-
plicable expenses and taxes from these
licenses will be reflected in earnings
over approximately a three-year period
commencing in the fall of 1969.

to a I3-station California and Nevada
radio network. One-fourth sponsors will
be Standard Oil of California through
BBDO; Bristol-Myers and Chrysler-
Plymouth Dealers, both through Young
& Rubicam; and United Vintners though
Honig-Cooper & Harrington. The pre-
game and postgame shows will be fed to
the network for local sale. On ksFo those
programs will be sponsored by House-
hold Finance through Needham, Har-
per & Steers, and Spreckels Dairies
through Stanford Agency. Lon Simmons
and Hugh McElhenny will call the
games.

Krvu(Ttv) Oakland-San Francisco
will carry two exhibition games live in
color. Bud Foster and Gordy Soltau
will handle play-by-play and color. The
games are sold on a participating basis.

St. Louis Cardinals

Kmox St. Louis again will originate
a radio network of some 40 stations
in six states for five exhibition games
and regular play. On KMoX the games
have been sold one-quarter each to
General Finance Corp. through Post-
Keyes - Gardner; Anheuser - Busch
through Gardner Advertising; Kroger
placed direct, and General American
Life through The Frank Block Agency.
KMox has three pregame features.
Pregame Cardinal Spotlight-been sold
to Goldbeck Motors, placed direct.

Pregame Jack Buck Show will be spon-
sored by Hamilton Jewelers, placed
direct, and Associated Finance through
Campbell-Mithun. The pregame Coach’s
Corner will be sponsored by Tower
Grove Bank, placed direct. The post-
game Star of the Game show will be
sponsored by South County Plymouth
Dealers, placed direct. Ray Geracy will
handle play-by-play with Jim Butler
on color.

Kmox-tv St. Louis will air six exhibi-
tion games. One-quarter sponsors will
be Southwestern Bell and Laclede Gas,
both through D’Arcy Advertising and
Falstaff beer through Foote, Cone &
Belding. The remaining quarter will be
participations. Play-by-play will be han-
dled by Bob Wilson.

Washington Redskins

WMAL-AM-FM Washington, in its sixth
year as the Redskins’ rights holder, will
feed the 20-game schedule, including
six exhibitions, to a 32-station radio
network in Maryland, Virginia, Penn-
sylvania and North Carolina. One-
fourth sponsors of the games will be:
Household Finance through Needham,
Harper & Steers: Ford Dealers and
Washington Gas. Co., both through J.
Walter Thompson, and National Beer
through W.B. Doner. Steve Gilmartin
and Mal Campbell will do play-by-play
and color. The locally produced pre-
pregame Bobby Mitchell Show will be
sponsored by Pepsi-Cola through Kal-&
Merrick and the pregame show will be
sponsored by Hickory Farms of Ohin
through S-M Advertising. The Post-
game Show will be sponsored by
Goodyear, placed direct, and the post-
postgame Locker Room Reports will be
sponsored by Koons Ford through
Kal & Merrick. On WMAL-FM the pre-
game show will be sponsored by
Heathkit Electronics, placed direct.
Wrop-tv Washington has scheduled
five exhibition games in color: the three
road games will be live and the two
games played in Washington will be
carried on a delayed basis the same
night. Jim Karvellas will do play-by-
play and Warner Wolf will handle col-
or. Sponsors for the exhibitions include
F&M  Schaefer Brewing through
BBDO; Canada Dry through Grey Ad-
vertising; Humble Oil through McCann-
Erickson; Pontiac Dealers through
MacManus, John & Adams: Gino’s res-
taurants through Lewis & Gilman; Lake
Monticello through Duboy Templeton,
and Dave Pyles Pontiac through R. H.
Morrison.
(The foregoing special report was com-
piled by Sherm Brodey, senior editor,
Washington, with reporting assistance
from Lawrence Christopher, senior edi-
tor, Chicago; Morris Gelman, senior
editor, Los Angeles, and Hazel Hardy,
staff writer, New York.)
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Land-mobile advocates

get another round in House

Representative John D. Dingell (D-
Mich.), a consistent champion of land-
mobile radio users in their quest for
more spectrum space, last week sched-
uled for tomorrow (July 29) a final
hearing on that problem before his
Small Business Subcommittee on Regu-
latory Agencies.

Three of the witnesses are likely to
address themselves to the question of
who should manage the allocation of
spectrum space: Secor D. Brown, as-
sistant secretary for research and tech-
nology, Department of Transportation;
Dr. Myron Tribus, assistant secretary
for science and technology, Depart-
ment of Commerce, and General
James O'Connell, director of the Office
of Telecommunications Management,
which oversees government frequencies.

Representative Dingell has recom-
mended that spectrum allocation and
management responsibilities be taken
away from the FCC. At hearings last
month on land mobile, the congress-
man was told by Alan Novak, former
executive director of the President’s
Task Force on Telecomimunications
Policy, that the Departments of Com-
merce and Transportation might be the
most appropriate executive-department
administrators of spectrum space. Both
will be represented tomorrow.

A fourth witness may introduce a
dissonant strain into the proceedings.
Robert Radcliffe, wkpT-Tv (ch. 1Y)
Kingsport, Tenn., is expected to de-
scribe the threat to that station posed
by the land-mobile users’ request that
the FCC allocate UHF channels 14-20
directly to them (BROADCASTING, Feb.
10 et seq). Mr. Radcliffe’s station is
located in a mountainous Tennessee
area, and he is expected to argue that
under such difficult conditions, a move
to a higher frequency would make it
impossible for the station to provide
adequate reception. Through a request
made to the subcommittee by his con-
gressman, Representative James H.
Quillen (R-Tenn.), Mr. Radcliffe won
an opportunity to make his case before
the land-mobile-oriented sub-commit-
tee.

Technical briefs:

Class A FM antenna = Gates Radio Co.,
Quincy, Ill,, has introduced a circular-
ly polarized FM antenna for low-pow-
ered FM stations. The antenna, aimed
at the lower-powered Ciass A FM sta-
tions, is available in configurations up

to and including 5 kw. It can also be
supplied with nuil fill and beam tilt.
Circular polarization results in im-
proved FM reception by receivers us-
ing vertical receiving antennas, such as
portables and car radios, as well as
many table and console models.

Wide angle = Angenieux Corp. of
America, Oceanside, N.Y., has intro-
duced a new extreme wide angle lens,

the R7, for vidicon TV cameras. It has
a 94-degree field angle and weighs 14
ounces.

Hi-fi m ike » Turner Co., Cedar Rapids,
Towa, announces the availability of high
quality, omnidirectional dynamic series
2300 microphone designed for live re-
cording. Model 2300 is high impedance;
model 2302 is for 150-ohm impedance.
Each sells for $75.

And why not? The man of the house
may be a banker, businessman or
farmer. But more likely, he's one
of the 70 thousand or so with well
paying jobs in the 880 manufac-
turing plants providing for one out
of every three jobs in the two-
county area.

The average Countrypolitan also
owns his own home, has two cars

The WJEF Countrypolitans

They’re tuned in to the good life

and three children. And because
he's still under thirty, in a highly
acquisitive stage of life, he uses
his buying power to get more out
of life.

Ask Avery-Knodel how you can
tune in on the WJEF Country-
politans, who stay tuned to WIJEF
for their favorite music, sports,
local and CBS news.

WJEF

CBS RADIO FOR GRAND RAPIDS AND KENT COUNTY

Avery-Knodel, Inc., Exclusive Nolienal Representatives

BROADCASTING, July 28, 1969




FocusOnfinance

Back to the proxy wars for MGM

Bronfman and Polk urge stockholders to snub
$35-million tender offer of financier Kerkorian

Metro-Goldwyn-Mayer Inc. became the
target of a potential take-over last week
when financier Kirk Kerkorian made
a tender offer to buy up to 1 million
shares of MGM common stock at $35
a share.

The offer became effective last
Wednesday (July 23) and will expire
on Aug. 4. If successful, the $35-mil-
lion tender offer would give Tracy In-
vestment Co., Los Angeles, of which
Mr. Kerkorian is sole owner, control
of about 17% of the outstanding shares
of MGM.

This percentage is about the same as
that owned by MGM Board Chairman
Edgar Bronfman, who also is president
of Joseph E. Seagram & Sons. The
MGM management, headed by Mr.
Bronfman and Louis F. Polk Ir., presi-
dent, served notice on Mr. Kerkorian
on Wednesday that he will be in for a
fight. In a joint statement, Mr. Bronf-
man and Mr. Polk urged stockholders
to reject the tender offer, calling the
$35 per share figure “inadequate.” And
they said “the management will vigor-
ously oppose this attempt to take con-
trol of MGM.”

James A. Linen, president of Time
Inc., which owns 5% of MGM stock,
lined up behind the MGM manage-
ment, and said Time does not plan to
tender its shares.

The Tracy tender announcement is-
sued last Tuesday, for release on
Wednesday, coincided with two an-
nouncements made by MGM. One
placed MGM'’s losses for the 40-week
period ended last June 5 at more than
$40 million, and the other said the ma-
jor motion picture-television company
had licensed 25 feature films to NBC-
TV for a total of $17.8 million (see
page 44).

The Kerkorian offer was viewed in
the financial community as an effort to
wrest control of MGM at a time when
the stock is depressed. MGM’s stock
did not open on the New York Stock
Exchange on Tuesday when news of
the offer began to circulate, but on
July 18, it closed at 27%, near its low
for the year and down from a high of
64% in 1967. On Wednesday, when
the tender offer was published, MGM
stock rose by 6%, closing at 34'4. Its
high during 1969 was 44%4. MGM

announced last week that its loss for
the 40 weeks ended June 5 was $14,-
412,000 or $2.49 per share after giving
effect to an extraordinary gain of $507,-
000 or 9 cents a share on a sale of a
50% interest in Videotape Productions,
New York.

Tracy is the principal shareholder of
International Leisure Corp., which op-
erates the International hotet and the
Flamingo hotel in Las Vegas. Mr. Ker-
korian also is a major shareholder of
Western Airlines and is a member of
its board. In 1968 he sold his Trans
International Airlines to Transamerica
Corp., San Francisco, for $90 million
worth of Transamerica stock.

The formal invitation for tender is-
sued by Mr. Kerkorian states that the
purpose is to “acquire working control”
of MGM and “to seek appropriate rep-
resentation on the board of directors
and in the management of MGM.” It
noted that it “may seek to cause MGM
to sell assets not deemed essential to
efficient operation or where the pro-
ceeds therefrom can be more advantage-
ously employed.”

From about 1960 through 1967,
MGM survived five proxy battles, in-
stigated by dissident stockholders. Mr.
Bronfman bought a large portion of his
MGM holdings in 1967 at $59 a share
from Philip Levin, a New Jersey real
estate operator, after the latter made
several attempts to seize control of the
company. At that time, Mr. Bronfman
said he was buying the stock to ‘“‘stop
all this nonsense . . . and put all the
wars and battles behind MGM.”

Mr. Bronfman reportedly was the
catalyst in forcing Robert H. O’Brien
to resign as president of MGM last
January and is credited with having
selected Mr. Polk as president.

Northeast losses hurt
Storer’s 1st-half '69

Storer Broadcasting Co., Miami Beach-
based group station owner, last week re-
ported a decrease in net income for the
first six months of 1969. Gross revenues
from broadcasting operations, however,
registered a gain of over $700,000.
The decline in earnings amounted to
over $2.5 million and was attributed pri-

marily to the unfavorable financial
status of its 86.1%-owned subsidiary,
Northeast Airlines. For the six months
period, Northeast suffered a loss of
$1,110,268 compared to a profit of
$1,834,552 in the same 1968 period.
For the six months ended June 30:

1969 1968
Earned per share $1.21 $1.84
Broadcasting
revenues 32,413,000 31,681,200
Pretax income 7,610,108 10,852,867
Net income 5,093,908 7,128,767
Average shares
outstanding 4,219,963 4,194,014

Record 2d quarter
scored by CBS Inc.

The highest second-quarter net income
and sales in the history of CBS Inc.
were reported last Thursday (July 24)
by William S. Paley, board chairman,
and Frank Stanton, president.

CBS achieved a 38% increase in
earnings and an 18% increase in rev-
enues over the second quarter of 1968.
Comfortable gains were also registered
in net income and net sales for the first
six months of this year over the com-
parable 1968 period.

“CBS/Broadcast Group sales for the
first half were ahead of last year, re-
flecting the vigorous performance of
TV,” they stated. Advertising on CBS
owned radio stations also increased.

For the six months ended June 28:

1968
Earned per share $1.12 $0.91
Net sales 519,403,000 457,224,000
Net income 30,222,000 24,582.000

Company reports:
John Blair & Co., New York, reported
record revenues and a record 46% in-

crease in net income for the six months
ended June 30:

1969 1968
Earned per share $0.81 $0.55
Revenues 18,503,000 14,552,000
Net income 1,841,000 1,263,000

Time Inc., New York, publisher and
group broadcaster, reported last week
an increase in revenues but a decrease
in net income for the second quarter
and first half of 1969.

Net income in the second quarter was
$10,544,000 or $1.45 per share on
revenues of $164,757,000 — compared
to $14,626,000 or $2.03 per share on
revenues of $152,035,000 in the 1968
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Not much really until you’ve demonstrated a level
of integrity.

Naturally 1t costs money and creates problems when
you stand behind your masthead. But, your reader
buys your publication simply because he has come to
know and expect you to perform to a given level.

We make medicines for doctors to prescribe. We take
the responsibilities for these medicines.

This is our masthead

For a free copy of This is Lederle, write to Public Relations Department

[ Goe-td

LEDERLE LABORATORIES

A Division of American Cyanamid Company, Pear! River, New York
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period.

James A. Linen, Time president, and
Andrew Heiskell, chairman of the
board, reported that second-quarter
magazine advertising revenues were up
approximately 5% over last year, and
that revenues from broadcasting werc
above last year’s level.

Included in the net income for the
first half are extraordinary items
amounting to $5,305,000—principally
from the sale of the Chicago Time &
Life building and the sale of two CATV
systems.

For the six months ended June 30:

1968
Earned per share $2.14 $2.88
Revenues 292,819,000 274,962,000
Net income 15.454.000 20,745.000
Shares outstanding 7,238,000 7,190.000

Capital Cities Broadcasting Corp., New
York, publisher and group broadcaster,

his report, Thomas S. Murphy, presi-
dent, noted that gains were “mainly at-
tributable to increases in national and
local TV sales, as well as continued
progress in Fairchild Publications.”

For the six months ended June 30:

1969 1968
Earned per share $0,83 $0.67
Revenues 41,031,000 36,079,000
Net income 5,730,000 4,543,000

Cox Broadcasting Corp., Atlanta, re-
ported increased revenues and earnings
for the first six months of 1969.

Cox also announced it had acquired
Verlan Publications Inc. and Associated
Co.’s of New York, publisher and dis-
tributor of photography and photograph-
ic equipment, for an undisclosed amount
of cash and notes. Verlan had sales last
year of approximately $1 million.

For the six months ended June 30:

Gannett Co., Rochester, N. Y., news-
paper chain and group broadcaster, re-
ported a 19.4% increase in revenues
and an increase in net income for the
six months ended June 29:

1969 1968

Earned per share .89 $0.82

Revenues 71.,227.728 59.631.277

Net income 4.200,842 3,860,883
Average shares

outstanding 4,737.936 4,735,700

Who traded stock
during June

The Securities and Exchange Commis-
sion has reported the following stock
transactions of officers and directors
and of other stockholders owning more
than 10% of broadcasting or allied
companies in its Official Summary for
June (all common stock unless other-
wise indicated) :

1969 1968
I 26% increase in net income %arned ger share 30 53’?18'% 25 23§1i§§ a ABC—James C. Hagerty sold 1,000 shares
A evenue: ,537. .233. — X . §
for the first half of 1969. Tn making Net income 4894000 4,295,000 leaving 1,031.
The Broadcasting stock index
A weekly summary of market activity in the shares of 85 companies
associated with broadcasting.
Approx. Total Market
1969 Shares Capitali-
Stock Ex- Closing Closing Closing Out zation
Symbol change  July 24 July17 July 10 High Low (000) (000)

Broadcasting :
ABC ABC N 5734 63y 6074 76Y% 56% 4,79% $ 306,900
Atlantic States Ind. o] 8 814 93 1514 8% 1,798 17.109
Capital Cities CcCB N 304 2% 31y 3784 30 5,748 192.6N0
CBS CBS N 4754 53 523 59% 4484 25,378 1,341,900
Corinthian CRB N 23 243 25y k1274 22% 3,384 89,700
Cox COX N 40 411 41y 59 3984 2,891 120.300
Gross Telecasting GGG A 17% 18%4 1834 24% 16 805 16.100
Metromedia MET N 20% 21% 21% 533% 193¢ 5,507 142.500
Pacific & Southern (o] 16 16 1614 2% 16 1,616 27.500
Reeves Telecom RBT A 1535¢ 17% 18% 3584 1554 2,230 29 000
Scripps-Howard [o] 24 24% 234 31% 23 2,589 64,700
Sonderling sDB A 35% 3y 361 7% 32% 985 37.700
Starr Broadcasting [o] 7% 7% 1374 7% 6% 338 2.300
Taft TFB N 34% 37% 37 43y 34% 3,415 124,600

Total 61,480 $ 2,522,900
Broadcasting with other major interests
Avco N 254 264 251% 49% 25 12,872 $  352.37M
Bartell Media BMC A 1074 1184 12%4 22% 103¢ 2,292 26,900
Boston Herald-Traveler o} NA 30 30 71 29 574 17,200
Chris-Craft CCN N 13% 1584 1634 24y 13 3,201 53,200
Cowles Communication CwL N 10 113 11% 17% 10 3,620 43,900
Fuqua FQA N 334 343 36% 47 334 5,073 185.500
Gannett GCI N 3556 36 37% 42 35 4,736 172,900
General Tire GY N 19 20 20 3454 19 17,914 387,400
Gray Communications o} 85¢ 9 93¢ 1234 88g 475 4,600
Lamb Communications [o] 4% 4% 43 10 414 2,650 13,300
Liberty Corp. Lc N 16 158 153 2384 153 6,743 107,900
LIN o 8% 98¢ 10% 3214 8y 1,890 21,000
Meredith Corp. MDP N 35% 37y 4174 593 34y 2,762 111,500
The Outlet Co. oTu N 19 20 20% 30%¢ 19 1,332 28,000
Plough Inc. PLO N 5914 62 653 7284 59 6,788 463,300
Post Corp. o 16 16 17 40 16 566 10,500
Rollins ROL N 34% 344 36 183 3034 7,942 289,900
Rust Craft RUS A 27 28 30 38% 27 1,169 33,900
Storer SBK N 25 30% 32% 62 2454 4,213 151,700
Time Inc. TL N 40 413 48% 1003 391 7.238 363,700
Wometco wWOM N 185¢ 18%¢ 1834 23% 1714 5,860 117,200

Total 99,910 $ 2,955,800
CATV
Ameco ACO A 9y 1034 1034 14% 9% 1,200 $ 13,200
American TV & Communications o 14% 143 1434 15 113 1,775 24,400
Cable Information Systems o] [3% 34 23 5 2y 955 3,300
Columbia Cable o 10% 1034 1084 1544 104 580 6.700
Cox Cable Communications (o] 164 17 173 213 161¢ 3,550 63,9M
Cypress Communications o) 1214 123% 13 23 12 808 10,720
Entron [o] 3% 3y 3% 10y 3y 607 2,400
H & B American HBA A 14% 1414 1514 20 1344 5,016 80,300
Sterling Communications o] 634 17% 3 1014 6% 500 3,801
Teleprompter TP A 5314 5514 5534 70% 4614 1,006 52,600
Television Communications (o} 14 14 16% 2034 11% 2,090 31,400
Vikoa VIK A 24% 2434 26% 33y 23% 1,795 51,200

Total 19,832 $ 343,900
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s John Blair & Co.—T.
20,000 shares, leaving 50,000. Robert A.
Hemm _sold shares, leaving 20,000,
E. A. Henry received as compensatlon 186
shares, glving him a total of 286. Francls
Martin Jr. sold 20,000 shares, leaving 78,000
Neld personally, 200 held by wife and 100
held by wife as custodian, Harry M, Sibley
bought 286 shares, giving him a total of 486.

= Boston Herald-Traveler—George E. Aker-
son bought 100 shares, giving him a total
of 11,878

s Capital Cities Broadcasting—Louis Faust
exercised option to buy 12,000 shares.

= Commonwealth United—B, F. Breslauer
exercised option to buy 1,300 shares, giving
him a total of 15,000. Peter Gettinger sold
1,549 shares, leaving 116,494.

® Corinthian Broadcasting—Harry A, Wat-
k%ni stz)%ught 100 shares, giving him a total
of 1,800.

= Cox Cable Communications Inc.—M. Bart-
lett sold 100 shares, leaving 400. C. M.
Kirkland Jr. sold 200 shares, leaving 300.

m Cypress Communications—David Graham
through trading account bought 24,543 shares
and soid 19,055, giving him a total of 56.348
held through trading account and 1,193
held Dpersonally.

m Doyle Dane Bernbach—C. G. Collins sold
1,000 shares, leaving none. Leonard Sirowitz
sold 2,000 class A shares, leaving 6,700 class
A shares held personally, 100 class A shares
held by wife and 200 class A shares held
by children.

C. Harrison sold

w Four Star International—D. B, Charnay
through one company bought 15,000 shares,
giving him a total of 21,206 held through
that company, 37,000 held through another
company and 142,500 held personally.

8 Gannett Co.—Paui Miller bought 7,500
shares, giving him a total of 50,672.

= Grey Advertising Inc.—E. E. Feistel Jr.
sold 120 shares, leaving 6,355,

= Gulf & Western Industries—Mrs. P. J.
Levin bought 25.000 shares, giving her a
total of 305,052, Mr. Levin who holds 279,-
949 shares, bought 50,000 warrants, giving
him a total of 85,000 warrants.

= MCA Inc.—Max Adler sold 5.000 shares,
leaving 126,750 held personally, 1,900 held
by wife, 4,051 held by_trusts and 2,250
held by foundation. F. E. Witt sold 2,765
shares, leaving 10.

s Ogilvy & Mather International—James
Benson sold 500 shares, leaving 6,265. Wil-
liam E. Phillips disposed of 1,000 shares,
leaving 1,870.

Lois—John A. Collins
sold 105 class A shares, leaving 200 class
A shares. John F. Shima bought 200 class
.A;l shares, giving him a total of 300 class A
shares.

s RCA Corp.—E. B. Gorin sold 2,367 shares.
Ibeavln.gr 8,096 held personally and 204 held
y wife,

= Rollins Inc.—O. Wayne Rollins sold 18.600
shares, leaving 3,333.240.

® Papert, Koenig,

= Sonderling Broadcasting — Alan
bought 3,500 shares.
bought 27,000 shares,
of 222,250,

m Teleprompter Corp.—Jay J. Merkle sold
500 shares, leaving 4,000.

= Transamerica Corp.—Arthur B, Krim
sold 300 shares, leaving 360,182 held per-
sonally and 3,304 held by foundation.

= Vikoa Inc.—Arthur Baum sold 12,000
shares, leaving 97,506 held personally, 205,-
599 held as trustee, 60,766 held as co-trustee
and 128,221 held by wife. Robert Baum
sold 1,300 shares, leaving 175,994 held per-
sonally, 3,162 held as trustee, 119,638 held
by trusts and 1,250 held as custodian.
Theodore Baum sold 4,000 shares, leaving
191,074 held personally, 65,940 held by
family and 85,961 held by trusts, W. Boden-
stein sold 5,450 shares, leaving 37,596,

8 Wometco Enterprises—W. R, Brazzil sold
200 shares, leaving 1,064. Van Myers re-
ceived as bonus 123 shares, giving him a
total of 4,740 held Dersonally, 1,282 held
by wife and 157 held by son. Ralph A.
Renick bought 104 shares, giving him a
total of 4,683. Stanley L. Stern received
as bonus 108 shares, giving him a total of

Henry
Egmont Sonderling
giving him a total

® Wrather Corp.—J. D, Wrather Jr. bought
1,460 shares personally and through com-
pany sold 1,460 shares, leaving 410,778 held
Personally, 324,219 held through company,
6,700 held by trusts, 45.500 held by estate,
3,900 held by wife and children and 20
held as custodian.

Approx. Total Market
1969 Shares Capitali-
Stock Ex- Closing Closing Closing Out zation
Symbol change  July 24 July17 July 10 High Low (000) (000)
Programing
Columbia Pictures CPS N 30 31 313 42 29% 5,863 $ 194,900
Commonwealth United cuc A 8% 8% 9% 24% 814 12,428 132,000
Disney DisS N 758 75 7634 863 697 4,367 327,500
Filmways FWY A 23% 2554 24% 38% 23 1,120 28,800
Four Star International 0 a4y 4 5 10 3% 666 3,200
Gulf & Western GW N 2134 2384 234 5034 21% 16,061 421,600
Kinney Nationat* KNS N 21 2344 22 3914 2034 4,120 113,800
MCA MCA N 27 28 2614 444 24 8,059 255,900
MGM MGM N 35 29% 29% 4414 25 5,762 158,500
Transamerica TA N 25% r 74 25% 38% 23y 61,869 1,817,400
Trans-Lux TLX A 24% 2654 271% 58% 22% 979 22,900
20th Century-Fox TF N 20 1934 19 413 181 8,006 182,100
Walter Reade Organization (o] 934 9% 10 1624 834 2,083 21,900
Wrather Corp. o 10y 11 12 23 104 1,760 22,000
Total 133, 143 $ 3,702,500
Service
John Blair B8J N 22 23% 24 28% 224 2,265 $ 62,300
Comsat CcQ N 455 7Y% 451 5554 413 10,000 510, 000
Creative Management [¢] 14 14 14% 206 13 1,020 15,300
Doyle Dane Bernbach (o] 22 2214 21% 32K 21 2,104 52,600
Foote, Cone & Belding FCB N 12 12 12 1634 1134 2,147 26,000
Grey Advertising [¢] 16 1514 1514 18% 13 1,163 17,400
Movielab Mov A 7%4 8% 8% 141¢ 7% 1,407 13,400
MPO Videotronics MPO A 934 10 1034 2254 93 542 6,000
Nielsen 0 30 32 32y 37 31 5,240 174,200
Ogilvy & Mather [¢] 203¢ 203¢ 23Y% 35 2034 1,090 30,500
Papert, Koenig, Lois PKL A 191 2134 21 30% 105¢ 721 16,100
J. Walter Thompson [¢] 26 2614 293 41 26 790 23,100
Wells, Rich, Greene o 9%y 11% 1134 18 9% 1,501 18,000
Total 29,990 $ 964,900
Manufacturing
Admirat ADL N 16 16% 6184 2154 15 5,110 $ 85,600
Ampex APX N 40 43y 42 443 321 10,571 465,100
General Electric GE N 8414 87% 85 9814 843 91,025 8,192,300
Magnavox MAG N 434 443 4434 5634 421 16,561 776,300
M MMM N 105 105 10134 11234 94 54,388 5,493,200
Motorola MOT N 113 113 114 1334 10234 6,148 719,300
RCA RCA N 38% 39% 38%% 481¢ 361¢ 62,713 2,594,800
Reeves Industries RSC A 5% 5% 53¢ 1034 534 3,437 20,200
Visual Electronics vis A 12% 1354 17% 37 12 1,326 22,500
Westinghouse wX N 5844 5814 58 1% L1374 38,509 2,387,600
Zenith Radio ZE N 484 43% 4384 58 41 18,935 823,700
Total 308,723 $21,580,600
Grand total 653,130 $32,070,600
Standard & Poor Industrial Average 101.48 104.84 104.12 116.85 101.48

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

Shares outstanding and capitalization as of June 30
*Reflects merger of Warner-Seven Arts into Kinney
on July 8,
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Programing

Will FCC finally give up on 50-50?

Critics think it too lenient for networks,
but networks argue it would be too harsh

The FCC’s 50-50 rulemaking neared
the end of the line last week, as friend-
less as it was when the proposal aimed
at breaking up what the commission
considered the networks’ control of
television programing was issued four
and a half years ago.

This lack of support for the proposal,
contrasted with some support for an
alternative plan advanced by Westing-
house Broadcasting Co., was the most
striking aspect of the oral argument
the commission held on both, last week
—this and a surprise appearance by
Mason Williams, beard, love beads,
guitar and all.

Mr. Williams, chief writer for the
ill-fated Smothers Brothers Comedy
Hour, poet, folk singer and composer,
entertained the commissioners and the
audience that quickly collected in the
commission meeting room once his
presence became known, with music and
his comments on television. For about
90 minutes he expressed his distaste
for the manner in which the medium
is being used, in a series of aphorisms
and observations that he read from a
handwritten “The Mason Williams FCC
Rapport” (see page 51).

The other witnesses were more pe-
destrian, but no less earnest, and
focused attention on the fact that the
one proposal for providing diversity
in programing that has any support—

Robert Montgomery (far right), a consistent critic of tele-
vision programing since his Robert Montgomery Presents
left the medium years ago, argued for total separation of the
networks from control over programing they carry. He said

at least expressed support—outside the
commission is the one advanced by
Westinghouse. That plan would pro-
hibit stations in any of the top 50
markets containing at least three stations
from taking more than three hours
of network programing, other than
news, between 7 and 11 p.m.

The Department of Justice, which
cancelled out of a scheduled appear-
ance at the argument, has endorsed the
Westinghouse plan as well as provisions
of the commission proposal, exclusive of
the principal one, which would prohibit
networks from owning or controlling
more than 50% of their prime-time
entertainment programing. The provi-
sions favored by Justice would bar net-
works from engaging in domestic syndi-
cation and from acquiring any subsidi-
ary rights in the independently produced
programs they air.

The National Citizens Committee for
Broadcasting, established to keep close
tabs on developments in television, has
endorsed the WBC proposal as a means
of providing diversity in programing
(BROADCASTING, June 23). “The ideas
and experiences reaching most of the
American people most of the time,”
Earle K. Moore, board member and
general counsel for the committee, told
the commission, “are now selected by
three small groups of men in offices on
the east side of Sixth Avenue in Man-

hattan between 49th and 54th Streets.”

The flaw in the 50-50 proposal, he
said, is that “so long as a network has
the power to select programs, it will use
the same mass-audience formulas as it
uses in its own productions.” The West-
inghouse plan, he noted, would give the
power of selection to the individual
stations.

Commissioner Nicholas Johnson ap-
parently had similar feelings. In ques-
tioning witnesses critical of the networks
he repeatedly asked what good the 50-
50 rule would accomplish if the net-
works were left free to use the same
criteria they do now in selecting their
programing. '

None of those he asked had a ready
answer. Evelyn Burkey, executive direc-
tor of the Writers Guild of America,
East, said the guild is relying princi-
pally on the proposed ban on network
syndication. She said independent pro-
ducers would be in a stronger position
to syndicate their product if networks
were not in that market. “The 50-50
proposal and the Westinghouse plan
are not going to help much,” she said.

Robert Montgomery, former actor

and TV producer, who has regularly de-
nounced the networks as monopolists
since his own program went off the air,
recommended the total separation of
program production from presentation
—at the station as well as at the net-

the FCC's 50-50 plan would not go for enough. Listening are
the FCC members (l to r) Nicholas Johnson, Kenneth Cox,
Robert Bartley, Rosel Hyde, Robert E. Lee, James J. Wads-
worth and H. Rex Lee.
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work level. But, as between the two
proposals before the commission, he
saw “less danger”—that is of network
interferrence in programing—in the
Westinghouse than in the commission
plan.

But perhaps of even greater signifi-
cance is ABC’s qualified acceptance of
the Westinghouse plan, first hinted at in
a comment filed in an early round of
pleadings, in June 1966, and expressed
somewhat more strongly in a comment
last May (BROADCASTING, May 26).

James McKenna IJr., counsel for
ABC, said last vicek that if the com-
mission decidzs the WBC plan is needed
“we will not oppose its adoption and
will cooperate in its implementation.”
He called the WBC plan “the least of all
possible evils.”

He joined counsel for CBS and NBC
and their affiliate groups in opposing the
50-50 proposal and its companion ban
on network syndication. He said the
former seeks to turn the clock back
to “the pattern of supply that existed
at the time of television’s infancy,”
when advertisers supplied a greater
amount of programing. Conditions have
changed since then, he said.

Mr. McKenna said ABC opposes the
proposed ban on network syndication
because the proposal appears to be
based on what he feels is the erroneous
assumption that all networks are “too
fat and too rich"—a characterization,
he said, that does not apply to ABC.

He said that the ABC network lost
$27.6 million over a four-year period
ending in 1966 and that a trade-press
report put the network’s loss in 1967 at
$17 million. Consequently, he said, the
loss of its syndication operations would
be a serious blow to ABC, even though
such operations do not produce much
revenue for the network—about 1% of
its total. (ABC is not losing money,
over-all. Mr. McKenna noted that its
owned-and-operated stations earned $29
million in 1967 on gross revenues of
S$73 million.)

Only counsel for CBS and NBC and
their respective affiliate groups had no
legislative proposal to suggest as a
means of providing greater diversity in
programing sources. They saw the in-
dustry developing in what Jerome She-
stack. representing NBC, said was a
“healthy way.”

This attitude, after it was expressed
several times, appeared to annoy Com-
missioner Kenneth A. Cox, who clearly
did not think the situation was beyond
commission-induced improvement. “Pro-
ducers now have nowhere to go but to
three buyers,” he said, in reference to
the networks. “Is there no mechanism
by which programs of comparable cost
can be offered to the public other than
by the system we have?”

-Mr. Shestack and Lloyd Cutler, rep-
resenting CBS, urged the commission to

Bearded minstrel puts

wasteland to music

After four and a half years, the FCC
rulemaking proceeding aimed at limit-
ing network control of programing had
become a tired, dull show. It needed a
change of pace, a shot of pizazz. Last
week Mason Williams provided it.

Mr. Williams, folk singer and com-
poser, chief writer for the now-cancelled
Smothers Brothers Comedy Hour, win-
ner of two Grammy Awards and one
Emmy, poet, philosopher and self-de-
scribed artist, was the concluding
“party” at the commission’s oral argu-
ment on the proposed rule.

He had come, he told the commis-
sioners, to ‘“‘represent the people who
put programing together.” And the con-
trast he presented to the lawyers, who
had held forth all day Tuesday and half
of Wednesday, was marked.

He appeared, bearded and bcaded
and wearing black bell-bottoms. And
where the lawyers had relied on charts
and statistics and legal arguments, he
came equipped with his guitar, music
and a thick document he called “The
Mason Williams FCC Rapport,” a col-
lection of random thoughts and jotting,
most of which put down television as
a waste of time.

He had nothing to offer specifically
on the proposals at issue. And FCC
Chairman Rosel H. Hyde did not try
to hold him to a discussion of them.
But he had an opinion on what he feels
ails the television business—it's busi-
ness. “Why don’t you work on letting
somebody who knows how to give in-
stead of sell help run it?” he said.

Although he appears to take what he
would call an “unstructured” approach
to life, his presentation, like any good
show, had a beginning, a middle and
an end.

“This is exhibit A,” he said, and held
up his guitar “and a piece of music.”
Then, foot on chair, he launched into
“Jose’s Place,” which he had written for
Jose Feliciano.

He closed by singing and playing his
“Cowboy Buckaroo,” a song, he said,
that tells the story of his life—“I'm
telling you the truth/I am like the enter-
tainment/I grew up on.”

Both pieces drew enthusiastic ap-
plause from the audience that had col-
lected in the commission hearing room.

And in between, he read from his
“Rapport,” which was handwritten be-
cause “a typewriter is not a human
value; the machine gets in the way.”

Mr. Williams before the FCC

» “Television,” he said, “doesn’'t have
a job, it just goofs off all day.”

= Winning an Emmy, apparently,
brings no satisfaction. It is, he said,
“like getting a kiss from somebody
with bad breath.”

= What is a truly socially conscious
network? One “that warns you against
watching it all the time.”

= “Television,” he said, at another
point, “is doing to your mind exactly
what industry is doing to the land. Some
people already think like New York
City looks.”

He also gave his version of why the
Smothers Brothers show was dropped
by CBS. It wasn’t “kicked off” for con-
tract or censorship reasons, he said. “It
was kicked off for not pacifying. It
didn’t divert your attention away from
social problems; it called vour attention
to them. It’s hard to sell vou something
when you're thinking.”

In all, Mr. Williams’ bit ran some
90 minutes, about twice as much time
as he said he would need when the
commission agreed to fit him in at the
end of the argument.

What’s more, his appearance ran
through the lunch hour. ending about
2 p.m. But the commissioners appeared
to be enjoying the presentation.

But Commissioner James J. Wads-
worth, apparently concerned about a
missed luncheon date, asked: “Will the
chairman make it right with those we
had appointments with?”

“T'll give you each a note,” the chair-
man replied, delighting his audience,
including Mr. Williams.

“We should do a show together,”
said Mr. Williams.

rely on developing technology and exist-
ing trends in the industry—CATV, pay
television, government-supported public
television—as means of providing alter-

native sources of programing.

Mr. Shestack, who focused his com-
ments on the Westinghouse plan, said
there was no need for it and that it
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would have an adverse impact on small
stations. Relying on data in a study
made by the Arthur D. Little Co., of
Cambridge, Mass., for all three televi-
sion networks, Mr. Shestack said there
is more independent product available
than ever and more new stations on
which it can be shown. He also said
the incidence of nonclearances of net-
work programing by affiliated stations
is on the increase.

“So why adopt a rule which is anti-
competitive?” he asked.

He also warned that if the rule were
adopted, networks would produce fewer
programs—which, he said, would hurt
stations in the smaller markets not
barred by the rule from filling four
hours of prime time with network ma-
terial.

Bernard Koteen, representing the
NBC affiliates, said the rule would
deny his clients a measure of their
freedom of choice of programing. And
he warned that if they were forced to
buy programing from syndicators, they
“will skim the cream” off what is avail-
able—leaving the remainder to inde-
pendents.

But John D. Lane, counsel for West-
inghouse, found most of these argu-
ments fanciful. He said the amount of
network programing is on the rise, with
clearances running at a rate of 92%.
Any increase in independent product
is accounted for by an increase in in-
dependent stations, he said. And he

disputed the argument that networks
would produce fewer programs if the
Westinghouse plan were adopted; there
are many independents in major mar-
kets to clear programs pre-empted by
affiliates, he said.

Mr. Cutler, who carried the burden
of the attack on the 50-50 proposal,
said the conditions it is designed to
alter are natural to a high-cost industry.

“The basic problem is the problem of
programing for 22 million people at a
cost of one cent or two cents per home,”
he said. He added that the same prob-
lem would exist no matter if the pro-
grams were distributed by advertisers,
producers or independent stations.

It is true, he said, that this means
“lowest-common-denominator” program-
ing. But he also said it permits networks
to spread risks over a number of dif-
ferent programs and thus take chances
of innovative programing they could
not otherwise afford.

Commissioner Johnson, however, saw
the problem as one in which advertis-
ers “who say: ‘We don’t want only the
largest audience; we want to reach an
audience with a meaningful mesage’”
are unable to obtain network time for
their programs.

Mr. Cutler replied: “Send them to
us.” He argued that the networks gain
nothing from refusing advertiser-pro-
ducer programs. “When we make these
sales we transfer the risk of loss.” But,
he said, advertisers find present pro-

Justice warns of phone firms in CATV

Expresses concerns over anticompetitive dangers;
says FCC might consider banning cable ownership

The Justice Department has urged the
FCC to adopt tough regulations to pro-
hibit telephone companies from using
their leverage as existing local mo-
nopolies to “prevent the development of
an independent CATV industry.” The
department termed the problems in-
volved as “pervasive and serious,” and
said the commission might want to con-
sider barring completely telephone com-
pany construction of CATV facilities.

The department expressed its views
in comments filed by its antitrust divi-
sion in a commission inquiry directed
at policy questions raised by telephone
company ownership of CATV systems.
The commission itself expressed con-
cern over the anticompetitive dangers
it saw in telephone company activities
in the CATV field (BROADCASTING,
April 7).

The department, which noted it has
received complaints from independent
CATV operators about such alleged
telephone company practices, made four
suggestions:

= It said the commission should re-

quire telephone companies to offer pole
space (or conduit space) to all appli-
cants on an equal and nondiscriminatory
basis—unless the telephone company
can show there is a technical necessity
for limiting access. The commission has
noted that telephone company control
of the poles CATV systems need to pro-
vide service enables them to protect
their CATV affiliates from competition.

» It said the commission should pro-
hibit telephone companies from restrict-
ing a CATV system’s use of leased
cables “except where necessary to pro-
tect the technical integrity of the com-
munications network.” The department
said telephone company practice of pro-
hibiting CATV systems leasing poles
from using channels for anything but
CATYV service “appears designed to pro-
tect the telephone companies’ present
and future markets.”

® The department, pointing to the
dangers it sees in a regulated company
engaging in a nonregulated business,
said the commission should prohibit
telephone companies from offering

duction costs too high and prefer to
buy spots in a variety of programs and
thus spread their risk.

This is true, he said, even of Gen-
eral Foods, which “is big enough not
to be pushed around by the networks.”
When GF supplies a program, he said,
“it asks us to sell off time to others. So
even GF wants to spread its risk.”

If the commission should adopt either
of the pending proposals, or a combina-
tion of them, one reason could be that
some commissioners have become disil-
lusioned as a result of developments
over the past several years.

At one point, Commissioner Robert
T. Bartley said he had been among
those who thought that “the magazine
type of advertising would result in
greater diversity of programing.” But,
he added, “I was wrong.”

And Commissioner Robert E. Lee
recalled that he had accepted the net-
works’ “dire predictions” in the early
1960’s that the abolition of option
time “would mean the end of net-
working as we knew it.” He noted that
he had written a strong statement dis-
senting to the commission action ending
option time.

But, he said, the networks ‘“have
thrived, and business was never better.
1 felt kind of silly.” He wondered how
much credence could be given the net-
works’ predictions as to what would
happen if the commission acted now
to curtail their control of programing.

CATV services directly as part of its
rate-regulated telephone undertaking.
Under present conditions, the depart-
ment said, the telphone companies in
CATYV can enhance their position in the
nonregulated market by charging vari-
ous costs to its regulated business.

» And it said the commission should
consider permitting a telephone com-
pany to “establish separate segregated
CATV affiliates”—but only on condi-
tion they do not operate in any ter-
ritory served by the telephone company.
The department noted that this would
not only prevent a company from favor-
ing an affiliated company in allocating
limited pole space but would “avoid the
risk of a powerful regulated utility con-
trolling access to ideas in its service
area. . ..”

The department, in addition, urged
a freeze on all new telephone-company
construction of CATV facilities until its
proposals have been put into effect. It
said the commission may decide that
the proposals are inadequate or that the
proposal may prove in practice to be
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inadequate.

“In such circumstances,” the depart-
ment added, “the commission may have
to adopt a permanent policy” of refus-
ing telephone companies authority to
build broad-band cable systems.

The department’s concern—as the
commission’s—is not confined to po-
tential competition between nonaffiliated
and telephone-company-affiliated cable
systems for conventional CATV busi-
ness. CATV systems, the department
noted, offer an alternative to the tele-
phone company in providing a variety
of other communications services, in-
cluding all uses of broad-band coaxial
cable.

“The cable which now brings distant
television signals into the home has the
potential for a multitude of communica-
tion services—particularly in the field
of data transmission,” the department
said, adding that CATV systems’ po-
tential for providing such service is one
factor in explaining telephone company
practices that have been the subject of
complaints by CATV systems.

The department, asserting that in-
dependent cable operators, unlike tele-
phone companies that “have a very
heavy commitment to existing tech-
nology,” are both a source of service
innovation and potential customers for
nonaffiliated equipment manufacturers.

“These operators,” the department
concluded, “should be allowed full op-
portunity to make their way in the mar-
ket place, free of any restrictions im-
posed by the companies now dominat-
ing communications in the United
States.”

The comments were the second set
that the department has filed with the
commission in three months urging it
to encourage development of CATV.
In April, the department suggested the
commission relax its CATV restrictions
so that cable companies might offer
broadcasters a sharper competitive spur
(BROADCASTING, April 14).

In reply comments filed in the pro-
ceeding about the same time that Justice
was making its views known, Conti-
nental Telephone Corp. said that the
commission should not bar telephone
company ownership of CATV systems
in areas where the potential number of
subseribers is less than 10,000. Con-
tinental said rural CATV systems, in
contrast to urban systems, often need
economic assistance. Justice, in recom-
mending that telephone companies be
barred from owning cable systems in
areas where they operate, said excep-
tions might be made in rural areas.

The National Association of Educa-
tional Broadcasters endorsed the com-
mission’s inquiry into CATV-telephone
company relationships. It said: “NAEB
views with alarm the specter of domi-
nation by telephone companies of the
developing CATV industry.”

Program notes:

Late night syndication = The Barry Far-
ber Show on wor New York, in addi-
tion to an early evening syndication by
20 stations, is now available in a mid-
night to dawn version. Syndication for
the two-and-one half-hour panel discus-
sion is handled by Syndicated Features
Inc., 227 West 45th Street, New York.
First buyer was wMAL-FM Washington.

Just for laughs s Four Star Entertain-
ment Corp., Hollywood, will release a
half-hour, five-times-a-week comedy
series, Can You Top This, in syndica-
tion, starting in January 1969. Morey
Amsterdam will be the regular on the
program, which will have three guest
comedians on each show.

First recipient = Metromedia Radio
News’ audio news services will be car-
ried by New York-owned wNYC-AM-
FM, starting today (July 28). The sta-
tions will receive the service at no
charge in line with an MRN policy of
making it available to noncommercial
educational radio stations that request
it. Metromedia’s wNEw New York has
been carrying the service exclusively in
the city.

NBC on pollution = The pollution of
Lake Erie will be investigated by NBC
News in a one-hour special, Who Killed
Lake Erie on NBC-TV Friday, Sept.
12 (7:30 p.m. EDT). The program will
be the first in a series of specials on the
polluted emvironment.

New show = T'he Bob Prince Show, a
syndicated three-minute-plus daily sports
program, is available to radio stations
from Gateway Reps Inc., Pittsburgh.
The show features Bob Prince, play-by-
play announcer for the Pittsburgh
Pirates.

First offering » “Appalachian Autumn,”
an original 90-minute drama will be the
first presentation on CBS Playhouse
Tuesday, Oct. 7, (9:30 p.m. EDT) on
CBS-TV.

New production house » Saturn Pic-
tures Corp., New York, has been
formed by William P. Wilson, form-
erly with ABC-TV, CBS-TV, NBC-TV
and Screen Gems International, to pro-
duce motion pictures and television
programing. Saturn will make its head-
quarters at 10 West 56th Street, New
York 10019.

New D.C. news base
for Cox nears completion

Cox Broadcasting Corp.s’ new Wash-
ington news office has announced
names and assignments for its first staff,
which will be in operation when Con-
gress returns from its summer recess
on Sept. 2.

Three of the four appointees will go
to Washington from news positions
with Cox-owned radio and TV stations.
The assignments are: Thomas Frawley,
director, formerly news director at
wHIO Dayton, Ohio; James Giltmier,
correspondent, formerly with wsB-Tv
Atlanta; James Eury, chief photogra-
pher, wsoc-tv Charlotte, S.C., and Hal
Cessna, correspondent, joining Cox
from Westinghouse Broadcasting Co.
news bureau in Washington.

The Washington news office for Cox
will supply news to all CBC stations.
The office will be at 1735 DeSales
Street, N.W.

Clark radio subsidiary
to offer auto-racing

Dick Clark Enterprises, Los Angeles,
last week announced the formation of
American Racecasters Inc. to broadcast
auto racing and features related to that
sport.

The new division’s first broadcasts
will be descriptions of the last three
races this season in the Canadian-
American Challenge Cup series. They
will be from Laguna Seca Racetrack,

Monterey, Calif.,, Oct. 12; Riverside
International Raceway, Riverside, Calif.,
Oct. 26, and Texas International Speed-
way, College Station, Tex.. Nov. 9.
Combined series prizes exceed $1,000,-
000.

Coverage of these events is being
offered to radio stations on a live, con-
tinuous two-and-one-half hour basis,
or on a periodical basis, lifting short
reports from the continuous coverage.
Ralph Lawler, Southern California
sportscaster, heads the 14-man race
broadcasting team.

Dick Clark is president of ARI; vice
president is Jack Mann; vice president-
general manager is Fritz Duda, and
Francis LaMaina is secretary-treasurer.

Bachelor Namath
makes pitch for Heidi

Joe Namath and the New York Jets
got zapped by Heidi again last week—
but this time it happened at the Ameri-
cana hotel in New York and only drew
laughs from the viewers.

It came at the end of a half-hour
film prepared by wNBC-Tv New York
and NBC Television Spot Sales to show
some of NBC’s new fall line-up for
NBC-owned stations. After giving a pre-
view of seven new shows, the camera
picked up quarterback Namath drop-
ping back and getting off a long pass
against Oakland. The ball never reached
the receiver. The film cut quickly to the
beginning of last year’s Heidi show.
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International

A too-heavy hand on Canadian CATV?

Conditions tagged onto new grants prompt
operator questions; CBS, Paramount affected

Canadian cable TV operators, alarmed
at some of the conditions being placed
on CATV franchises by the Canadian
Radio-TV Commission, plan to meet
with CRTC Chairman Pierre Juneau
soon.

What disturbs Canadian CATV own-
ers is the series of conditions imposed
by the commission earlier this month
in making some of the grants for the
Toronto area.

“They seem to go much farther than
the commission announced last May,”
a spokesman for the Canadian Cable
TV Association said last week. He ex-
plained that policies enunciated by
CRTC in the Toronto decisions cover
conditions that were not mentioned in
the commission’s national CATV policy
statement last May.

In several of the grants earlier this
month the commission made grants
that were conditioned on ownership
divestiture by broadcasters. newspapers
or other CATV groups in the winning
applicant.

In other cases, the commission denied
applicants, some holding Department
of Transport CATV licenses, who
wished to expand their present systems,
or who planned to sell stock in their
systems. Prior to CRTC assuming juris-
diction over CATV the Department of
Transport issued licenses.

In discussing the divestiture policy,
Mr. Juneau pointed to the grant to
Rogers Cable TV Ltd. for a section

of Toronto, which was conditioned on
stockholder Glenn Warren Productions
Ltd. relinquishing its 50% ownership.
John Bassett, principal owner of Glenn
Warren, is the principal owner of cFro-
TV (ch. 9) Toronto’s only privately
owned TV stations, and is publisher of
the Toronto Telegram, one of the city’s
three daily newspapers. E. S. Rogers,
president of Rogers Cable TV, owns
two radio stations in Toronto.

This sort of thing, Mr. Juneau said,
“presents real problems to the commis-
sion.”

CRTC warned also that the current
brisk buying and selling of cable TV
systems would be scrutinized carefully.
The commission noted that it must ap-
prove all transfers of ownership or stock
in CATV systems.

In its July 10 statement the commis-
sion said it believes it would better
serve the public interest to leave room
for a larger number of firms to play a
role in CATV. It said it was also con-
cerned with providing adequate service
areas to companies that have invested
large resources in CATV.

To accomplish these goals CRTC said
it was leaving some large geographic
areas unlicensed and was denying some
proposals for expansion of systems al-
ready operating under Department of
Transport licenses. In some cases, it
added, it was reducing such service
areas.

CRTC licenses for CATV are for two
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years.

Earlier, CRTC set forth its cable TV
policy that, among other things, held
that Canadian CATV’s must be at least
four-fifths owned by Canadian interests,
and set September 1970 as the deadline
for meeting this requirement. Two U.S.
companies have significant investments
in Canadian CATV. CBS owns amounts
varying from 25% to 49% in conjunc-
tion with Sydney W. Welsh in CATV
systems in Victoria, B. C., Vancouver,
Toronto, Montreal and Quebec City. A
CBS spokesman last week said that the
company is aware of the CRTC ruling
and “is studying their effects on our
holdings.” The other U. S. company
with a large stake in Canadian CATV
is Paramount Pictures Inc., which has
a major interest in Famous Players
Canadian Corp., owner of a chain of
motion picture theaters in Canada and
the parent company of multiple CATV
systems there.

Among other guidelines issued by
CRTC last spring (BROADCASTING, May
19): a ban on advertising on CATV, a
prohibition on interconnecting CATV
systems to form networks, the encour-
agement, however, of local program
origination by CATV’s, and the estab-
lishment of priorities for carriage that
requires CATV’s to first carry the
English and French network programs
of the Canadian Broadcasting Corp..
then private Canadian networks, inde-
pendent Canadian TV stations, local
and educational programing, “non-
Canadian” TV stations, and finally
“duplicate” stations (meaning a second
station carrying a program already be-
ing broadcast by a higher-priority sta-
tion).

Last week CRTC issued two licenses,
both for Victoria. They were to Victoria
Cablevision Ltd. (owned by the Welsh
group), and to Davin Enterprises Ltd.
The commission also approved the pur-
chase of Community TV Ltd., London,
Ont., by the Maclean-Hunter group
(multiple CATV owners as well as pub-
lishers), and stock purchases by the
Maclean-Hunter group in (he Peter-
borough (Ont.) Cable TV Ltd., and in
South Aberdeen Cable TV Ltd., Hamil-
ton, Ont.

Grants earlier in the month, in ad-
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dition to Rogers Cable TV, went to
Maclean-Hunter Cable TV Ltd., Coax-
ial Colourview Ltd., John E. Feltmate
and associates, Willowdowne Cable
Vision Ltd., York Cablevision Ltd.,
Hesick Television Co. Ltd., and Metro
Cable TV Ltd.,, all tfor Toronto and
environs.

And in lower British Columbia to
National Cablevision Ltd., Coquitlam;
Surrey Cablevision Ltd., Surrey: Delta
Cable Television Ltd.,, Fraser River
delta; M. S. A. Cablevision Ltd., Ab-
botsford-Clearbrook-Huntington; White
Rock Cablevision Ltd., White Rock;
West Coast Cablevision Ltd., Burnaby:
Express Cable Television Ltd., North
Vancouver; Western Cablevision Ltd.,
New Westminster; Canadian Wirevision
Ltd., Vancouver; North West Com-
munity Video Ltd., West Vancouver-
North Vancouver.

Also, 30 other grants all in Ontario
outside the metropolitan Toronto area.

CATV problems cloud
record Canadian rights

The price of Canadian football went
up this year as the CTV Network ac-
quired television rights to the Canadian
Football League for $1,009,000. The
1968 rights went for $971,000.

CTV will carry 25 games, at least
20 of them in color. The first game will
be telecast Wednesday (July 30).

Al McCann and Gene Filipski will
do play-by-play and color in the Wes-
tern Conference, and Johnny Esaw and
Bill Bewley will call the games in the
Eastern Conference.

Although the games brought a record
price this year, CFL Commissioner
Jake Gaudar has expressed concern
about the inroads CATV is making in
Canada. He called CATV the league’s
“most serious problem” and one that
could ruin the league. If Canadian foot-
ball can’t “protect our blackout areas,”

he said, “we’ll fall to the level of semi-
pro or lower.”

Mr. Gaudar said the problem had
becn taken to the Canadian Radio-Tele-
vision Commission, but that the com-
mission told the league to work out the
problem with CTV, the Canadian
Broadcasting Corp. and the CATV
representatives.

He added that the CFL is now nego-
tiating with the CTV and CBC to re-
move seven Ottawa Rough Rider games
from stations in Peterborough and
Kingston, both Ontario, which are
picked up by CATV's in the Ottawa
area.

New Paris venture

Parker-Rumrill-Publicl has been formed
in Paris, through the efforts of Parker-
Rumrill International Inc., a com-
pany owned jointly by Rumrill-Hoyt
Inc., New York, and Rolls & Parker
Ltd., London.

Fates&Fortines »

Broadcast advertising

Y. Thomas Kirby,
director of re-
search, ABC Own-
ed Radio Stations,
New York, named
director of na-
tional sales. He
succeeds Christo-
pher Denison who
resigned.

3

- James Fuller, with
Mr. Kirby wysL Buffalo,
N. Y., joins wMca New York as na-
tional sales manager.

Sid Connolly, sales manager KGSC-Tv
San Jose, Calif., appointed general sales
manager. Thomas Maguire, with KGsc-
Tv, appointed local sales manager.

Jerry Jordan, VP-passenger sales
and advertising, American Airlines,
New York, named VP-market planning
and development.

Richard Meeder, assistant general man-
ager, Tidewater Professional Sports Inc.,
Norfolk, Va., joins wWATL-Tv Atlanta as
sales manager.

Herbert Fields, with NBC-TV Spot
Sales, New York, appointed eastern
sales manager.

Rudolph Maffei, member of executive
committee, Gardner Advertising, New
York, named executive VP and general
manager of New York office. John
Timko, assistant programing director
for Gardner in New York, appointed

associate programing director.

Richard Eskilson, with Doyle Dane
Bernbach, New York, joins Dodge &

Delano there as VP and creative group
head.

Raymond Krivacsy, television art pro-
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..and another thing about

Country Hayride

COUNTRY HAYRIDE is a now format, built carefully on a successful style
that has consistantly attracted major spot buyers. Among long-term ad-
vertisers on the show's earlier, top-rated format, were Bristol Meyers,
General Foods, Lever Brothers, Alberto Culver, Kellogs, Anacin, Ever-
sharp, Pillsbury, Jeno's Pizza, Miles Labs, Scotts Tissue, Chock Full
0'Nuts, Dutch Masters Cigars, Shell Oil, Rival Dog Food, Vicks, Johnson
& Johnson, Quaker Oats, Coca Cola, American Tobacco and Motorola.
Sponsors like it in the Midwest. They'll “spot” it in your market, too.

W TV | Available as both 30 & 60 minute programs.
52 shows: 39 + 13 repeats. In Color, on Video Tape.

To see it, call or write: E. Jonny Graff, Vice President for Television, Avco Embassy
Pictures Corp., 1301 Avenue of the Americas, New York, N.Y. 10019. 212-956-5528.
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ducer-director, Dancer-Fitzgerald-Sam-
ple, New York, named VP.

William Klokow, writer-producer, Mac-
Manus, John and Adams, Bloomfieid
Hills, Mich., joins Campbell-Ewald,
Detroit, as broadcast producer. Charles
Brom with Campbell-Ewald, Detroit,
appointed account supervisor.

Anthony Battaglia, regional sales man-
ager, WHEN-Tv Syracuse, New York, ap-
pointed national sales manager.

Mike Gold, creative group co-director,
Cunningham & Walsh, New York,
named VP.

Richard Kale, director of special sales,
The Katz Agency, New York, joins
KEX Portland, Ore. as general sales man-
ager.

Robert Kuelper and Thomas Laughlin,
VP’s and associate creative directors,
Leo Burnett Co., Chicago, appointed
creative directors.

William Seamans, with Creamer, Trow-
bridge, Case & Bassford, Providence,
R. L, joins wiCE there as regional sales
manager.

Dayton Ball, VP and copy director,
Warwick & Legler, Inc., New York,
joins Lewis & Gilman, Philadelphia, as
copy director. Bernard Ostrof and Frank
Bardack, copy supervisors, appointed
to newly created positions of associate
copy directors. J. Gerard Boehling, VP
and account supervisor, Aitkin-Kynett,
agency, Philadelphia, joins Lewis &
Gilman as account supervisor. Frank
Larkin, with Lewis & Gilman, named
VP and management group supervisor.
Thomas Endicott, food service director,
elected VP and director, food service
division.

Media

Mr. Van Konynenburg

F. Van Konynen-
burg, president,
Midwest Radio-
Television Inc.,
licensee of wcco-
AM-FM-TV  Min-
neapolis-St. Paul,
named chairman
company’s execu-
tive committe. He
is succeeded as
president by Law-

Mr. Haeg

Mr. Dornseif .
rence Haeg, executive VP. Henry Dorn-
seif, VP, named executive VP.

Donna Campbell, with ksaNn-FM San
Francisco, appointed business manager.

Louis Greco, acting station manager,
kCF1 Cedar Falls, Iowa, appointed sta-
tion manager.

Casey Cohlmia,
director of adver-
tising and sales
promotion, Kerr-
McGee Corp., pe-
troleum market-
ing division, Okla-
homa City, joins
KHON-TV Honolu-
lu, as station man-
ager. He succeeds
Daniel Kawaka-

Mr. Cohlmia
mi, who resigns.

Richard David, with KkTTv(Tv) Los An-
geles, appointed business manager.

Robert Mahlman,
director of station
acquisitions, ABC
Radio, New York,
becomes director
of affiliate affairs,
effective Aug. 4.
Alex Smallens,
program director,
American FM Ra-
dio Network, suc-
ceeds Mr. Mahl-

Mr. Mahlman
man as director of station acquisitions,
and Steve Lindberg, member of station

acquisition staff since January, be-
comes manager of that department.
It was indicated Mr. Mahlman will
gradually assume the responsibilities of
Earl Mullin, VP-station relations, who
continues in that position until retire-
ment at end of year.

Henry Harris, formerly secretary, treas-
urer and controller, Cox Cable Com-
munications Inc., Atlanta, named VP
and director of operations. Thomas
Dowden, with Cox Cablevision Corp.,
appointed secretary and director of de-
velopment, Cox Cable Communications
Inc., parent company. William Pitmey,
operations manager, Cox Cablevision,
Atlanta, named VP and general man-
ager. Henry Goldstein, VP, Transvideo
Corp., San Diego, named VP and gen-
eral manager. Albert Bloom, VP and
operations manager, Telesystems Corp.,
Philadelphia, named VP and general
manager. Both Transvideo and Tele-
systems are also division of Cox Cable
Communications, Atlanta.

Don Thomson, president and general
manager, KPAZ-TV Phoenix, joins KGsc-
Tv San Jose, Calif., as general manager.

Ancil Payne, general manager, KGW-AM-
TV and KINK-FM, all Portland, Ore., also
named VP of parent company, King
Broadcasting, Seattle. Eric Bremner,
station manager, King Broadcasting’s
KING-TV Seattle appointed general man-
ager, KING-AM-FM-TV.

Richard McKee, general manager, KQxI
Arvada, Colo., resigns. Future plans un-
announced.

A. E. Pavey Jr., with kprc Houston,
joins kMsc(FM) Clear Lake City, Tex.,
as general manager.

Eugene Umlor, general manager, WTTE-
AM-FM Tiffin, Ohio, appointed VP of
parent WTTF Inc.

John Crabbe, general manager, non-
commercial KVIE(TV) Sacramento, Calif.,
resigns.

Programing

Paul Weiss, midwestern division man-
ager, Screen Gems, Chicago, appointed
regional sales manager for West and
Midwest, with headquarters in Los
Angeles.

William MacCal-
lum, who assumed
programing re-
sponsibilities  for
American Enter-
tainment Network
last October,
named program
director of ABC
Radio. James

3 Coyne, who has
Mr. MacCallum been handling
programing for American Contempo-
rary Network, becomes program man-
ager of ABC Radio.

Robert Shay, program manager, WNEW-
TV New York, appointed VP-program
manager. Pat Falco, assistant film man-
ager, appointed fiim director and Irv
Schecter, assistant production manager,
appointed manager of film operations.

Craig Eaton, with rcr1 Cedar Falls,
Iowa, appointed program director.

Marion Watson, with xuoM Minnea-
polis, appointed program director.

Randy Prewitt, with wwL New Orleans,
joins WGAP Maryville, Tenn., as pro-
gram director.

Jeff Starr, with worc Worcester, Mass.,
joins KTLK Denver as music director.

John Patton, program director, WBEN
BufTalo, N. Y., joins wkrc Cincinnati
as program director.

“John Koutnik, general manager of Film
Express, subsidiary of Filmex Inc., New
York, joins Lewron Television there as
head of traffic department.

News

Robert Lunquist, with woAI-AM-TvV San
Antonio, Tex., appointed news director.
He succeeds Harold Baker, who now
heads special investigative-documentary
unit in news department.

Charles Ryan, supervising news editor,
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wsaz-1v  Huntington, W. Va., joins
wcCHS-Tv Charleston, W. Va., as news
director.

James Baker, with AP, joins WTMJ-AM-
Tv Milwaukee, as newsman-writer-
editor.

Jim Vance, newsman, wkBs-Tv Burling-
ton, N. J.-Philadelphia, joins WRcC-Tv
Washington in same capacity.

John Rhodes, with xoiL Omaha, joins
KTSA San Antonio, Tex., as news direc-
tor.

Bob Nicholas, newsman, wsoc-Tv Char-
lotte, N. C., joins wkyc-Tv Cleveland
in same capacity.

Promotion

Reg Stagmaier, promotion manager,
Rust Craft's wreB-Tv Chattanooga, ap-
pointed corporate director of advertis-
ing and promotion. He will remain in
Chattanooga.

Clark Vilas, promotion manager, KEMO-
TV San Francisco, joins KcBs there as
director of information services.

Joseph Ondrick, producer, WPGH-TV,
Pittsburgh, appointed promotion man-
ager.

C. K. Carmichael, with Geyer-Oswald,
New York, joins Association of Amer-
ican Railroads, Washington, PR direc-
tor-New York.

Equipment & engineering

Stuart L. Bailey, general manager of
electronics and communications divi-
sion, Atlantic Research Corp., Washing-
ton, has been named member of Joint
Technical Advisory Council, succeeding
Dr. John G. Truxal. Mr. Bailey is also
vice president of Susquehanna Corp.,
parent of Atlantic Research. JTAC was
formed in 1948 at request of FCC, to
handle communications problems.

George Wetmore, chief engineer, wtop-
TV Washington, joins wJxT(Tv) Jack-
sonville, Fla, in same capacity. He
succeeds Emest Vordermark, who re-
tires due to illness. Both are Post-News-
week stations. Mr. Wetmore is suc-
ceeded at wtor-Tv by Ralph Milaska,
VP, Aurovideo Co., Waltham, Mass.

Douglas Talbott, VP and general man-
ager, and Richard Hickman, chief engi-
neer, both Cox Cablevision Corp., At-
lanta, named VP and director of opera-
tions and chief engineer, respectively,
of parent Cox Cable Communications
Inc., Atlanta.

Ned Cogswell, VP-engineering, General
Television Inc., CATV operators, Salis-
bury, Md., named executive VP and
general manager.

G. A. Dodds Jr., Midwest sales engi-

neer, Visual Electronics Corp., New
York, appointed video-tape national
sales manager.

Allied fields

Clifford Alexander Jr., who resigned
last April as chairman of Equal Oppor-
tunity Commission, joins Arnold & Por-
ter, Washington law firm, as partner.

Cal Watson, associate professor of com-
munications, Washington State Univer-
sity, Pullman, appointed manager of
university’s radio-television services.

Jack Murphy, VP-news and public af-
fairs, KOOL-AM-FM-TvV Phoenix, joins
U.S. Information Agency, as senior tele-
vision adviser to government of South
Viet Nam.

Michael Boyd, VP, Hollywood office,
Audience Studies Inc., New York,
named VP-West Coast operations. Don-
ald Keane, with ASI, named VP in
Hollywood office.

Deaths -

Helen de Young Cameron, 86, part
owner and member of board of direc-
tors of Chronicle Publishing Co., opera-
tors of KRON-FM-Tv San Francisco,
died July 22 at her home in Hills-
borough, Calif. Mrs. Cameron was
eldest daughter of M. H. de Young,
San Francisco Chronicle’s founder.
Charles de Young Thieriot, present
editor and publisher of paper, is nephew
of Mrs. Cameron.

Stanley Niss, 53, TV writer-producer,
died July 22 in Cedars of Lebanon
hospital, Los Angeles, of brain tumor.
Joining CBS in 1949, he wrote for
Studio One, Suspense, The Web, Cli-
max, and 2Ist Precinct. He also de-
veloped for network The Verdict Is
Yours, early TV courtroom drama.
Later with Desilu, he wrote for Walter
Winchell File, The Detectives, and
Desilu Playhouse. Joining Warner Bros.
in 1965 he created TV serics, Hawaiian
Eye. He is survived by his wife, Nancy,
and one son.

Edward J. Staubitz, 77, retired sales
manager, tower division, Blaw-Knox
Co., Pittsburgh, died July 7 after heart
attack. Mr. Staubitz retired in 1952
but continued as consulting engineer.
He leaves three daughters and one son.

E. Z. Jones, 66, executive VP and gen-
eral manager of wBBB-AM-FM Burling-
ton-Graham, N. C., prior to a stroke a
year ago, died July 11 at home in Ala-
mance, N, C. He is survived by his wife,
Eloise, two daughters and one son.

Dean Gysel, 36, TV-radio columnist
for Chicago Daily News, was killed in
auto accident July 17.

LOOKING FOR

FOOD
SALES?

The Roanoke-Lynchburg

Television Market
Delivered an estimated

$358,262,000"

in Food Sales
During 1967

For more info
or your PGW

WDBJ-TV
@

ROANOKE

*Sales Management's Survey
of Television Markets 1968

A.Public Service

Program for
Today’s Radio
Tempo

@ This 4% minute talk

segment in your daily program
schedule will awaken the interest
and attention of your community.

Recently made available, the
tie-in with 153-year-old
American Bible Society has
produced community reaction to
INSIGHT proving its ability to
help build Radio audiences
everywhere, fast.

Serve the cultural and spiritual
needs of your community with
this up-to-date feature produced
for today’s radio program
tempo.

Sy
L LY write, wire or
D B ! 2 phone collect
{5 F 3124688700 today for
your audition disc —
PRODUCTIONS There is no obligation
10858 SOUTH MICHIGAN AVENUE, CRICAGO, ILLINOIS 60628

{Produced in Co-operation with The American Bible Sociely)
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ForTheRecord

As compiled by BROADCASTING, July 15
through July 22 and based on filings,
authorizations and other FCC actions.

Ann.—announced. ant.—an-
tenna. aur.—aurai, CATV—community an-
tenna television. CH—critical_hours. CP—
construction permit. D—day. DA—direction-
al antenna. ERP—effective radiated power.
ke—kilocycles. kw—kilowatts. LS—local sun-
set. mc—megacycles. mod.—modification. N
—night. PSA—presunrise service authority.
SCA—subsidiary communications authoriza-
tion. SH—specified hours. SSA—special serv-
ice authorization. STA—special temporary
authorization. trans,—transmitter. UHF—ul-
tra _high frequency. U—unlimited hours.
VHF—very high frequency, vis.—visual. w—
watts. *—educational.

Abbreviations:

New TV stations

Final action

s Winona, Minn.—Big Chief Televiston_Co.
Broadcast Bureau granted UHF ch. 44; ERP
55.8 kw vis., 11 kw aur. Ant. height above
average terrain 140 ft.: ant. height above
ground 166 ft. P.Q. address: J. F. Murray,
118 South Main Street, Rliver Falls, Wis.
54022, Estimated construction cost $214.-
512.10: first-year operating cost $180,000;
revenue $200,000. Geographic coordinates
44° 03¢ 11”7 north lat.; 91° 38 207 west
long. Type trans. RCA TTU-2a. Type ant.
RCA TFC-30J. Legal counsel none,_ consult-
ing engineer Terrell W. Kirksey, Hopkins.
Minn. Principals: William C. Reeves (519%),
James J. Delmont (19%), et al. Mr. Reeves
owns construction company, 20% of appli-
cant for AM at Chariton. 30% of applicant
for AM at Mt. Pleasant, both Iowa_ and
25% of applicant for AM_at River Falls,
Wis. Mr. Delmont owns 25% of film pro-
ductlon firm. Granted July 3.

Other action

m Revlew board in San Franclsco, TV pro-
ceeding, Doc. 18500. denied motion for ex-
tension of time to appeal memorandum
opinion and order released July 10 by
hearing examiper, filed July 16 by Albert
Kihn. Action July 17.

Call letter application

8 State Educational Radio & Television,
Iowa City. Reauests *KIIN-TV.

Existing TV stations
Application

s KHMA(TV) Houma, La.—Requests mod.
of permit to change ERP to 116 kw vis.,
23 kw_aur.; trans. and studlo location to
U.S. Highway Y0, southwest of Houma:
type trans. *o GE TT-510B: type ant. to
GE TY-70-H{R): ant. height above average
terrain to 459 ft. Ann. July 15,

Final actions

m Broadcast Bureau granted licenses cover-
ing permits for changes In the following
stations: KTLA(TV) Los Angeles: KDIX-
TV Dickinson. N.D.; WEX-TV San An-
tonio. Tex. Actlons July 15.

= WHMA-TV Anniston, Ala.—Broadcast Bu-
reau granted mod. of CP to extend comple-
tion date to Jan. 1, 1970. Action July 9,

» WMAL-TV  Washington—Broadcast Bu-
reau granted mod. of license covering re-
duction of aur. ERP to 48 kw. Action July 9.

» WTOG(TV) St. Petersburg, Fla.—FCC
denied petition by Hubbard Broadcasting
Inc., licensee, to reject, or alternatively, to
issue_order to show cause against proposal
by Venice Central Antenna Network Inc.,
Venice Fla., to carry WLCY-TV Largo:
WSUN-TV and WTOG(TV), both St, Peters-
burg: *WEDU(TV), *WUSF-TV, FLA-TV
and WTVT(TV), all Tampa. and WINK-TV
Fort Myers, all Florida. Action July 15,

» WBBM-TV  Chicago—Broadcast Bureau
granted CP to install auxillary ant. at the
main trans. site. Action July 15.

s KCRG-TV Cedar Rapids. Iowa—Broad-
cast Bureau granted license covering Dermit
for changes. Action July 9.

s WKTV(TV) Utica, N.Y.—Broadcast Bu-
reau granted CP to change ERP to 34.7
Kkw vis.. 6.9 kw aur.; and other changes.
Action July 10.

» WKTV(TV) Utica, N.Y.—Broadcast Bu-
reau granted CP to change ERP to 6.9 kw
aur.; install present main and alternate
n"ialn trans. for aur. operation. Action July
14,

8 KXMB-TV Bismarck, N.D.—Broadcast Bu-
reau granted license covering permit for
changes. Action July 9

= KXMB-TV Bismarck, N.D.—Broadcast Bu-
reau granted CP to change ant. system:;
change ant. structure; ERP 278 kw vis.,
4}4.]1 kw aur.: ant. height to 1530 ft. Action
uly 16.

s WJET-TV Erie. Pa.—Broadcast Bureau
granted CP to make changes in trans. equip-
ment. Action July 15,

8 WNET(TV) Providence, R.I.—FCC denied
petition by Channel 16 of Rhode Island Inc.,
permittee, asking reconsideration of FCC's
dental of application for extention of time
to complete construction and for other re-
lief (Doc. 18420). Actton July 15,

8 KWEX-TV San Antonjo, Tex.—Broadcast
Bureau granted license covering utilization
of formerly licensed main trans, at 411 East
Durango Boulevard. San Antonlo, as auxil-
fary trans. Action July 16.

s KKBC-TV Lubbock. Tex.—Broadcast Bu-
reau granted license covering permit for a
new station. Action July 9.

s KAEC-TV Nacogdoches, Tex.—Broadcast
Bureau granted mod. of CP to change type
of trans. and type ant. Action July 9.

8 KTWO-TV Casper, Wyo.—Broadcast Bu-

EDWIN TORNBERG

& COMPANY, INC.

Negotiators For The Purchase And Sale Of
Radio And TV Stations ¢ CATV
Appraisers ¢ Financial Advisors

New York—-60 East 42nd St., New York, N.Y. 10017
West Coast—1357 Jewell Ave., Pacific Grove, Calif. 93950

212-687-4242
408-375-3164

reau granted mod. of license to reduce
aur. ERP to 10.2 kw. Action July 9

Actions on motions

s Hearing Examiner Thomas H. Donahue
in Rapid City and Lead. both South Dakota
(The Heart of the Black Hills Station),
renewal of licenses of KRSD-TV and KDSJ-
TV, on motion by Broadcast Bureau, ex-
tended to July 31 time for filing response
to Heart of the Black Hill's motion to re-
open record and extended time for filing
proposed findings to date seven days after
ruling is made on motion to reopen record,
or in alternative, the date on which record
is finally closed, whichever _action occurs
first (Docs. 18358-9). Action July 15.

» Hearing Examiner Millard ¥. French in
Houma, La, (St, Anthony Television Corp.
[KHMA-TV]), TV proceeding, granted peti-
tion by Broadcast Bureau and extended to
Aug. 11 time for flling responses to petition
for clarification of Issue 1(b) (Doc. 17446).
Action July 17.

8 Chief Hearing Examiner Arthur A. Glad-
stone issued order setting comparative hear-
ing between KNBC(TV) Los Angeles and
Voice of Los Angeles Inc.. for Los Angeles
ch. 4, to begin Oct. 13 in Los Angeles (Doc.
18602-3) ;: prehearing conference will be held
Aug. 25 In Washington. Action July 16,

® Hearing Examiner David I, Kraushaar In
Waterbury, Conn. (WATR Inc. [WATR-
TV]), TV proceeding. reopened record and
received in evidence applicant’s exhibit No.
11 and again closed record: ordered that
applicant have until 14th day after the
release date of order to move for further
reobening of record for purpose of receiving
in evidence data requested by Broadcast
Bureau: extended to Sept, 2 time for filing
proposed findings of fact and conclusions
of law and to Sept. 16 time for reply briefs
(Doc, 18376), Actlon July 11.

u Hearing Examiner Forest L, McClenning
in ~Washington (United_ Television Co.
[WFAN-TV], Washington Community Broad-
casting Co. and United Broadcasting Co.
{WOOK)), AM-TV proceeding, on hearing
examiner's own motion, continued to July
22 prehearing conference and oral argument
(Docs. 18559-63), Action July 17,

8 Hearlng Examiner James F. Tlerney in
Charleston, S.C. (South Carolina Education-
al Television Commission [*WITV(TV)].
et al.), TV proceeding, granted petition by
Reeves Broadcasting Corp. and rescheduled
prehearing conference for Sept. con-
tinued date for evidential phase of hearing
to Oct. 8 (Docs. 18569-72), Action July 16.

Call letter application

s KHER(TV), Radio Longview Inc.,
view, Tex. Requests KHER-TV,

Call letter action

» *WFPK-TV, Broadcasting of Education
of Jefferson County., Louisviiie. Ky. Granted
*WKPC-TV.

Designated for hearing

m FCC set for hearing application by ABC
Inc. for renewal of authority to deliver
network radio and TV programs to XETV-
(TV) Tiajuana, Mexico. In same action
FCC granted ABC's renewal application to
provide network radio and TV programs
to stations in Canada. Action July 15,

Network affiliations
ABC

8 Formula: In arriving at clearance pay-
ments ABC muitiplies network's station rate
by a compensation percentage (which varjes
according to time of day), then by the
fraction of hour substantiaily occupied by
program for which compensation is paid.
then by fraction of aggregate length of all
commercial availabilities during program
occupied by network commercials, ABC
deducts 205% of station’s network rate
weekly to cover expenses. including pay-
ments to ASCAP and BMI and intercon-
nection charges.

Long-
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PROFESSIONAL CARDS

GEORGE C. DAVIS

JANSKY & BAILEY JA

Consulting Engineers
1812 K St., N.W.

wash., D.C. 20006 296-6400

Member AFCCE

Tel

Consulting Engineer
National Press Bldg.

MES C. McNARY

Wash., D. C. 20004
ephone District 7-1205
Member AFCCE

CONSULTING ENGINEERS
Box 798, Upper Montclair, N.). 07043

—Established 1926—
PAUL GODLEY CO.

Phone: (201} 746-3000
Member AFCCE

CONSULTING ENGINEERS
RADIO & TELEVISION

527 Munsey Bldg.
783-0111

Washington, D. C. 20004

Member AFCCE

COMMERCIAL RADIO
EQUIPMENT cCoO.

347-1319
WASHINGTON, D. €. 20005
Member AFCCE

A. D. Ring & Associates
42 Years’ Experience in Radio

WASHINGTON, D. C. 20006

Everett L. Dillard, Gen. Mgr.
Edward F. Lorentz, Chief Engr. Engineering 930
AL S LT 1710 H St., N.W.  298-6850

Aember AFCCE

CONSULTING RADIO ENGINEERS

GAUTNEY & JONES

Warner Bidg, National 8-7757
Washington, D. C. 20004
Member AFCCE

Munsey Building

Lohnes & Culver

District 7-8215

Washington, D. C. 20004
Member AFCCE

KEAR & KENNEDY e

1302 18th St., N.W. Hudson 3-9000

WASHINGTON, D. C. 20006
Member AFCCE

A,

EARL CULLUM, JR.
ONSULTING ENGINEERS
INWOOD POST OFFICE
DALLAS, TEXAS 75209
(214) 631-8360
Member AFCCE

GUY C. HUTCHESON
817-261-8721
P. 0. Box 808
1100 W. Abram
Arlington. Texas 76010

SILLIMAN, MOFFET
& KOWALSKI

711 14th St., N.w.
Republic 7-6646
Washington, D. C. 20005

GEO. P. ADAIR ENG. CO.
CONSULTING ENCGINEERS
Radio-Television
Communications-Electronics
2029 K St., N.W., 4th Floor
Washington, D. C. 20006
Telephone: (202) 223-4664
Member AFCCE

CONSULTING RADIO ENGINEERS

WALTER F. KEAN

19 E. Quincy Street
Riverside, {llinois 60546

(A Chicago Suburb)
Phone 312-447-2401
Member AFCCE

HAMMETT & EDISON
CONSULTING ENGINEERS
Radio & Television
Box 68, International Airport
San Francisco, California 94128
(415) 3425208
Member AFCCE

JOHN B. HEFFELFINGER

9208 Wyoming Pl. Hiland 4-7070

KANSAS CITY, MISSOURI 64114

JULES COHEN
& ASSOCIATES
Suite 716, Associations Bldg.
1145 19th St., N.W., 659-3707
Washington, D. C. 20036
Member AFCCE

co

CARL E. SMITH
NSULTING RADIO ENGINEERS
8200 Snowville Road
Cleveland, Ohio 44141
Phone: 216-526-4386
Member AFCCE

CONSULTING RADIO ENGINEERS

Phone: (Area Code 303) 333-5562

VIR N. JAMES

Application and Field Engineering
345 Colorado Bivd.—80206

TWX 910-931-0514
DENVER, COLORADO
Member AFCCE

A. E. Towne Assocs., Inc.

TELEVISION and RADIO
ENGINEERING CONSULTANTS
727 Industrial Road
San Carlos, California 94070
(415) 592-1394
Member AFCCE

JOHN H. MULLANEY

MERL SAXON
CONSULTING RADIO ENGINEER
622 Hoskins Street
Lufkin, Texas 75901

634-9558 632-2821

RAYMOND E. ROHRER
Consulting Radio Engineers
427 Wyatt Bldg.
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

and ASSOCIATES

Suite 71,
1150 Connecticut Ave., N.W.

Washington, D. C. 20036
Phone 202-223-1180

Member AFCCE

ORRIN W. TOWNER

ROSNER TELEVISION

SYSTEMS

ENGINEERS—CONTRACTORS
29 South Mall

Plainview, N.Y. 11803
(516) 694-1903

FREDERICK A. SMITH, P.E.

Serving The SOUTHEAST

Consulting Engineer

5 Exchange St.
Charleston, S. C. 29401

TERRELL W. KIRKSEY

Consulting Engineer
5210 Avenue F
Austin, Texas 78751

Consulting Engineer

11008 Beech Road
Anchorage, Kentucky 40223

(502) 245-4673

(512) 454-7014

A/C 803 723-4775

SERVICE DIRECTORY

TELCOM, INC.

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

Telecommunication Consultants
International, Inc. (TCI)
Offers Consulting Services in
Telecommunications & Electronics
Data Handling Systems
Cerald C. Gross, President
1020 Conn. Ave., NW, Wash. 20036
Phone (202) 659-1155

Phone (617) 876-2810

Offering The Services Of
Its Registered Structural
Engineers

8027 Leesburg Pike
Mclean, Va, 22101
(703) 893-7700
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Summary of broadcasting
Compiled by FCC, July 1, 1969

Not
On Air Total On Air Total
Licensed STA* CP's On Air CP's Authorized
Commercial AM 4,242 4 8 4,254 67 4,321r
Commercial FM 1,985 1 32 2,018 163 2,181
Commercial TV-VHF 494 2 10 506 16 622
Commercial TV-UHF 1232 [1} 53 174 158 3342
Total commercial TV 617 2 63 680 174 856
Educational FM 368 0 7 375 47 422
Educational TV.VHF 71 0 6 77 5 82
Educational TV-UHF 89 0 11 100 13 113
Total educational TV 160 0 17 177 18 195

* Special Temporary Authorization

1 Includes 25 educational AM's on nonreserved channels.
t Includes two licensed UHF's that are not on the air.

5 KENI-TV Anchorage (Midnight Sun Broad-
casters Inc.). Contract dated April 30, 1969,
replaces one dated Aug. 22, 1967: effective
May 1, 1969. to May 1, 1971, and self-
renewable, First call right. Network rate,
$200: compensation paid at 30% prime time.

8 KFAR-TV Fairbanks, Alaska (Midnight
Sun Broadcasters Inc.) Contract dated April

1969, replaces one dated Aug. 22. 1967:
eftectl\'e May 1, 1969, to May 1, 1971, and
self-renewable, First call right. Network
rate. $200; compensation paid at 30% prime
time.

# KBTV(TV) Denver (Mullins Broadcasting
Co.). Contract dated June 18, 1969. replaces
one dated July 6. 1967: effective July 2,
1969, to July 2. 1971. First call right. Pro-
grams delivered to station’s control board.
Network rate. $1,100: compensation paid at
30% prime time.

a KCAU-TV Sioux City, Iowa (Forward of
Jowa Inc.). Contract dated June 18, 1969,
replaces one dated Aug. 24, 1967: effective
Sept. 1. 1969, to Sept 1, 1971, First call
right. Programs delivered to station’s con-
trol board. Network rate, $900; compen-
sation paid at 309 prime time.

8 WWAY-TV Wiimington, N.C. (Clay Broad-
casting Corp.). Contract dated June 23,
1969, replaces one dated July 12, 1967:
effective July 2, 1969, to July 2, 1971. First
call right. Programs delivered to Raleigh,
N.C.. studios. Network rate, $275; com-
pensation paid at 30% prime tlme.

8 WDHO-TV Toledo. Ohio (D. H. Over-
myer Television Co.). Contract dated June
12, 1969: effective June 15, 1969, to June
15. 1971. First call right. Programs de-
livered to station’s control board. Network
rate. $150: compensation paid at 30% prime
time.

CBS
® Formula: Same as ABC.

® WBMG-TV Birmingham. Ala. (Birmlng-
ham Television Corp.). Contract dated June
17. 1969:; effective July 1, 1969, to Aug. 31,
1970. First call right. Programs delivered
to station., Network rate, $175; compen-
sation pald at 30% prime time.

= WAGA-TV Atlanta (Storer Broadcasting
Co.). Amendment dated July 4, 1969, amends
contract dated Sept. 11. 1968; effective Sept.
11, 1968 to Sept. 10, 1970, First call right.
Programs delivered to station. Network rate,

$1,450 ($1,500 as of Jan. 4, 1970); compen-
sation pald at 32% prime time.
s KTWO-TV Casper, Wyo. (Harrlscope

Broadcasting Corp.). Contract dated June
5, 1969, amends one dated July 2, 1967:
effective June 5, 1969, to July 1, 1970. First
call right. Programs delivered’ to station.
Network rate, $300; compensation paid at
32% prime time.

NBC

a Formula: NBC pays affiliates on the basis
of ‘‘equivalent hours.’” Each hour broad-
cast during full rate period is equal to
one equivalent hour. The fraction of total
time available for network commercials that
Is filled with such announcements is applied
against the equivalent hour value of the
program Pperiod. Then, after payment on a
certain number of hours is waived, the
resulting figure is multiplied by the net-
work station rate. NBC pays station a
stated percentage of that multiplication—
minus, usually. 3.59% for ASCAP and BMI
payments.

8 KRON-TV San Francisco (Chronicle Broad-
casting Co.). Contract dated July 1, 1969,
replaces one dated Dec. 1, 1967; effective
July 1, 1969, to July 1, 1971. First call
right. Programs delivered to station. Net-
work rate, $2.750; compensation Ppaid at
3% of all eauivalent hours over 24 hours
monthly multiplled by prime time rate.

New AM stations

Other actions

® Review board In Tempe, Ariz., AM pro-
ceeding, Doc. 17777, scheduled oral argument
for Aug. 12 in Washington. Action July 16.

® Review board in Medford. Ore., AM-FM
proceeding, Does. 18349-53, granted motion
to enlarge issues filed June 2 by Radio
Medford Inc. Action July 18,

u Review board in Medford. Ore..
proceeding, Docs. 18349-53,
extent indicated and denied in all other
respects, petition to enlarge issues filed
May 26 by Raiph J. Silkwood. W. H. Han-
sen. R. . Hansen and Medford Broad-
casters Inc. Action July 22.

AM-FM
granted to

Actions on motions

u Hearing Examlner Millard F. French in
Franklin, Hackettstown, Lakewood and
Somerville, all New Jersey (Louis Vander
Plate, Radio New Jersey, Mid-State Broad-
casting Co., Lake-River Broadcasting Corp.
and Somerset Valley Broadecasting Co.)., AM
proceeding. granted motion by Mid-State
Broadcasting Co. and extended to July 21
time for filing responses to Lake-River
petition for acceptance of amendment (Docs.
18251-3 and 18256-7). Action July 16.

®# Hearlng Examiner Millard F. French in
Williamsburg, Suffolk. and Norfolk, all
Virginia (Virginla Broadcasters, Suffolk
Broadcasters and James River Broadcasting
Corp.), AM _proceeding, granted in part
petition by James River Broadcasting Corp.
and continued to July 22 time for exchange
of exhibits: ordered that date for notifica-
tion of witnesses and hearing date remain
unchanged (Docs. 17605-6 and 18375). Ac-
tion July 14.

= Hearlng Examiner Jay A. Kyle in Green-
wood and Saluda, both South Carollna
(United Community Enterprises Ine. and
Saluda Broadeasting Co.), AM proceeding,
continued without date hearing conference
scheduled for July 21 (Docs. 18503-4). Ac-
tion July 15.

s Hearing Examiner Jay A. Kyle in Green-
wood and Saluda. both South Carolina
(United Community Enterprises Inc. and
Saluda Broadcasting Co.), AM proceeding,
on request by Radio Greenwood, Inc.,
scheduled further prehearing conference for
July 18 (Docs. 185034). Actlon July 17.

® Hearing Examiner Herbert Sharfman in
Globe. Ariz. (Mace Broadcasting Co,), AM
proceceding. rescheduled further hearing for
July 21 (Doc. 18225). Action July 15,

Rulemaking petition

® FCC proposed amendment of rules for
determination of Power of AM stations to
provide other, more accurate means for
determining efficlency factor in cases where
‘indirect method’ for determining power is
employed. Action July 15,

Call letter application

® Quter Banks Radio Co.,
Requests WOBR.

Call letter application

u Lauderdale Broadcast Inc.,
dale, Fla. Granted WAVS.

Wanchese, N.C.

Fort Lauder-

Existing AM stations
Final actions

u Broadcast Bureau granted renewal of li-
censes for following stations and their co-
pending auxiliary: WCME-AM-FM Bruns-
wick, Me. Action July 14.

® Broadcast Bureau granted mod. of CP’s
to extend completion dates for following
stations: KAUS Austin, Minn., to Jan. 11,
1970; WTHE Mineoia, N.Y., to Dec. 21.
Action July 15.

s WAYK Lehigh Acres. Fla.—Broadcast
Bureau granted mod. of CP to change name
of permittee to Broadcast Management Inc.
Action July 15.

s WIBB Macon, Ga.—Broadcast Bureau
granted CP to change location of auxiliary
trans. to main trans. location: remote con-
‘t’roll xi%rmltted from main studio. Action
uly

8 KKAT Roswell. N.M.—Broadcast Bureau
granted CP to install new trans. at main
trans. location, to be alternate-main night-
Blnlle 1z:ind auxiliary daytime trans. Action
uly 14.

® WBMJ San Juan, P.R.—Broadcast Bureau
granted CP to install auxiliary trans. at
main trans. location. Action July 10.

= KOMW Omak, Wash.—Broadcast Bureau
granted CP to install new alternate-main
trans. Action July 10,

® WCIR Beckley, W, Va.—Broadcast Bu-
reau granted mod. of license to change
name of licensee to Waldron Broadcasting
Corp. Action July 15,

Actions on motions

® Hearing Examiner Thomas H. Donahue
in Superior, Wis. (WWJC Inc, [WWJC]),
AM proceeding. on request of WWJC Inc.,
vacated Aug. 18 hearing date and continued
prehearing conference to Aug. 21 (Doc.
18567). Action July 14.

® Chief Hearing Examiner Arthur A. Glad-
stone in Alamogordo and Ruidoso, both
New Mexico (Fred Kaysbier and Sierra
Blanca Broadcasting Co. [KRRR]), AM pro-
cecding. continued DPrehearing conference to
July 23 (Docs. 17624-5). Action July 17.

® Chief Hearing Examiner Arthur A. Glad-
stone  in  Jacksonville, N.C. (Seaboard
Broadcasting Inc.), proceeding on revoca-
tion of WLAS, scheduled further prehearing
conference for Sept. 8. ordered that partles
complete all intermediate and interlocutory
procedural actions on or before that date
and come to further prehearing conference
prepared to fix reasonably prompt hearing
date or to project other disposition of
proceeding (Doc. 18549). Action July 14.

® Hearing Examiner David I. Kraushaar in
Medford. Ore., and Alturas. Calif. (Medford

Broadcasters Inc. [KDOV], Hansen,
Radio Medford Inc. and . W. Hansen
[KCNOJ), AM-FM proceeding, dismissed

with prejudice application of W, H. Hansen
for CP for new FM in Medford (Doc. 18352):
severed from proceeding application of
Radio Medford Inc. for CP for new FM
in Medford, but retained it in hearing status
for issuance of separate initial decision
upon single issue affecting it (Doc. 18353).
(Docs. 18349-53) Action July 17.

= Hearing Examiner Jay A. Kyle in Ponce
and Manatl, both Puerto Rico (Radio_An-
tilles Inc., Arecibo Broadcasting Corp.
[WMNT] and Zaba Radio Corp.), AM pro-
ceeding, on request by Radio Antilles Inc.,
rescheduled prehearing conference for July
24 (Docs. 18564-6). Action July 186.

m Hearing Examiner Forest L, McClenning
in Jackson. Mo.. and Mattoon, Ill. (Jackson
Missouri Broadcasting Co, and Mattoon
Broadcasting Co. (WLBH]), AM proceeding,
granted petition by Jackson Missouri Broad-
casting Co. for leave to amend financial
proposal and to amend application to pro-
vide additional survey and programing data
gelleval%t to issue 5 (Docs, 18354-5), Action
uly 10,

(Continued on page 67)
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CLASSIFIED ADVERTISING

Payable in advance. Check of money order only.
Situations Wanted 25¢ per word—$2.00 minimum,

Applicants: It tapes or films are submitted, please send $1.00 for each package
to cover handling charge. Forward remittance separately. All transcriptions, pho-
tos, etc., addressed to box numbers are sent at owner’s risk. BROAD
expressly repudiates any liability or responsibility for their custody or return.

Help Wanted 30¢ per word—$2.00 minimum.

Deadline for copy: Must be received by Monday for publication next Monday.
Display ads $25.00 per inch. 57 or over billed at run-of-book rate.—Stations for

Sale, Wanted to Bu
advertising require

ICASTING

Stations, Employment Agencies, and Business Opportunity
isplay space. Agency commission only on display space.
All other classifications 35¢ per word—$4.00 minimum.

No charge for blind box number.
Qggarsess replies: c/o BROADCASTING, 1735 DeSales St., N.W., Washington. D.C.

P i S— e ee——— e ——
RADIO Bnnouncers Announcers continued
Help Wanted—Management Third phone announcer needed immediately at pro- ~ Nightman to run tight-formatted top 4C segment
gressive, high power, Maryland AM/FM station  with strong midwest station. Progressive member
P fvani h seeks general manager feaching the Baltimore and Washington markets. of established chain operation opportunity

b ) L4 5

with ‘strong sales record, ability to handle staff
talent, Top station, solid non-metro growth mar-
ket. Sales up 309% this year. Salary, incentive.
This position open only twice in 20 years,
full_background, present earnings, strict confidence,
to Box G-93, BROADCASTING.

Manager to run stereo FM station in top 25 mid-
west market for major broadcast company. Send
resume to Box G-170, BROADCASTING.

Sales Manager-west coast, imaginative, creative,
fast growin§ youn%emultiple group, excellent op-
portunity, fringe nefits. Box G-206, BROAD-
CASTING.

Assistant manager job open. Small rural south
Florida AM-FM. "He has about five years
experience in radio. He is working now at a

larger market station where announcing is all
they want him to do. He could sell if given the
chance. He wants to manage a small rural sta-
tion someday. He has a first ticket.” Qur present
manager is waiting to train _him to take his
job when he takes over our CATV operation. |f
you are this man we have described . . . write
Box G-234, BROADCASTING in strict confidence.

We are looking for a man that cannot only sell
but can motivate other people to sell. The man
we want is now a salesmanager or a general sales-
manager. We will bring him to our organization
as General salesmanager, expecting him to take
over full managership of the station in less than
six_months. Our company has just purchased another
radio station and the general manager must be
moved to the new facility. The man we select
will have a vast background in radio, sales, as
well as management. The man we will select
will have stock equity in our company, in less than
one year's time. Please send complete resume and
recent photo. Box G-235, BROADCASTING.

Sales manager—for major black-oriented station
in one of nation's leading markets. Must have
verbal and writing skills, thorough understanding
of ratings. If you are a hard worker, know how
to handle a sales force and are a top closer, then
write and tell us about yourself. This is the job
yo%'ve dreamed about. Box C-260, BROADCAST-
ING.

Sales Manager-Assistant General Manager—experi-
enced—successful—excellent opportunity for right
person. Location, West Central Kentucky. Phone
(502) 259-3165.

fowa cpportunlté for salesman or program man
wanting sales. Continuous sales training offered.
Box F-249, BROADCASTING.

If you're an aggressive, professional time sales-
man, we want you to sell for a Pulse-rated #1
contemporary music station on the west coast.
Your references will be checked. Send resume and
ml&ry requirements to Box G-261, BROADCAST-

Major midwest market station offers modest salary
plus percentage of station gross. Big money for
producer. Box G-268, BROADCASTING

Sales manager for aggressive AM-FM station in ma-~
jor Pacific northwest market. Give complete re-
sume: including education, experience, sales record,
family, salary needs, other pertinent data. R, M.
Brown, KPOJ, 1019 S.W. 10, Portland, Oregon.

{mmediate opening-sports director-salesman. Cood
salary, fringe benefits, Must know play-by-play
basketball, football. Write Manager WITY Danville,
1IN

Automation equipment salesman who wants to share
unusual compensation plan in number one line,
contact L. Wortman, Shafer Electronics, 9119 De-
Soto Ave., Chatsworth, Calif. 91311.

Contemporary/MOR. Network affiliate. Excellent
salary, opportunity unlimited for right man. Rush
tape, resume and photo to Box F-176, BROAD-
CASTING.

for advancement outstanding. Salary, benefits, and
bnght future for right third endorsed. Send tape
and resume. Strong production a must. Box G-
231, BROADCASTING.

Los Angeles . . .Need big-voiced, fast-paced per-
sonalities for contemporary non-rock. Experience
necessary. Top 40 background helpful. Third phone.
AFTRA. Send tape, resume and expected salary
to Box G-35, BROADCASTING.

You're probably 25-30 years old, been in radio
5 vyears or more, sold on personality approach,
love Burt Bacharach, in or ready for major market,
insist it be done right, happy where you are now
but read the ads looking for something better or
bigger. You're in up~-tempo MOR, or looking for
that, you have a major market voice and would
go to MOR major market personality station that
knows what's happening. Send me your tape, his-
tory, and price. Box G-60, BROADCASTING.

Western Penna. Fulltime—needs Housewife audi-
ence air personality. Must have experience. Box
G-109, BROADCASTING.

Evening announcer for Lake Erie area station.
Opportunity ~for beginner with good voice and
reading ability. Box G-110, BROADCASTING.

Announcer: Small city eastern Virginia. Relaxed

Pennsylvania—Immediate opening for 1st phone
combo. Most compatible staff. Phone 717-397-4220
or write Box G-245, BROADCASTING,

Immediate cpening - rockjock - music director - first
hone-medium midwest market. Fringe benefits.
| Nuét kmow music. Write G-265, BROADCAST-

Wanted immediately: Combination chief engineer-
announcer. Midwest MOR-fulltimer. Pleasant work-
ing conditions. Box G-273, BROADCASTING,

Announcer with first phone who would like to
move ahead in_small market. Some experience pre-
ferred MOR/NBC affiliate. KOJM Havre, Montana
59601 Phone {406) 265-7841,

WCOA Radio—one of the south's most respected
stations. Up to date MOR NBC station seekin
friendly reliable air host. Work in a splendi
vacationland on Florida seacoast, with a staff of
30 radio professionals. Stable staff. Send tape, re-
sume, photo, to Dave Pavlock, WCOA Radio, Box
1669, Pensacola, Florida 32502.

“contemporary” format. No ‘‘screamers please!
6 to midnight shift. Start $100 plus generous bene-

fits; more if you have carability play-by-play
basketball, football. Send full story; tape, which
we return; references, which we'll check. Box
G-128, BROADCASTINC.

Near St. Louis. Experienced, versatile amnouncer.

No beginners. To $125. Tape, resume, photo, Box
G-144, BROADCASTING.

Experienced announcer needed immediately at estab-
lished MOR ABC Virginia station. $125.00 weekly.
Telephone 703-886-3010 or write Box G-169,
BROADCASTING.

Maryland station. Announcer with some experience
willing to work any shift. Send tape, photo and
resume. Box G-176, BROADCASTING.

Top 30 Station, top rated, top 30 market has
immediate opening. Modified Drake format. Box
G-181, BROADCASTING.

Announcer-immediate opening for stock market
news-major market UHF send tape and resume
to Box G-200, BROADCASTING.

North Carolina single market daytimer needs morn-
ing announcer whe can double as copywriter, engi-
neer or regional salesman. Desire young stable
family man ready to settle down and become part
of community. Cood salary and benefits to right
gman. Send full details to BROADCASTING, Box-
-208.

Announcer-with first phone. No maintenance. Small
station market near New York City. Box G-215,
BROADCASTING.

Dynamic soul sister wanted for morning show in
major market. Cood pay, wonderful opportunity,
fringe benefits. Send audition tape to Box G-218,
BROADCASTING.

First phone announcer—with good voice and some
news experience. MOR—midwest market in excess
of 100,000. Good benefits and_ working conditions.
Send resume and tape to Box G-222, BROADCAST-
NG.

Good morning and afterncon air personalities for
MOR station in southeast, top 100 market. Send
resume and tape to Box G-224, BROADCASTING.

Versatile, aggressive announcer, salesman. newsman
wanted immediately. Excellent working condi-
tions . . fine community . . . 10,000 w sta-
tion in south. Rush tape, photo, resume to Box
G-227, BROADCASTING.

Up tempo personality D| with top 40 background
wanted for 10 a.m.-3 p.m. shift on contemporary,
MOR, good life station in top 50 market east
coast. Send tape and resume to Box G-229, BROAD-
CASTING.

First phone announcer for established Wisconsin
AM/FM operations prefer experienced announcer
who wishes to settle in small southwest Wiscon-
sin community. Send complete resume and audi-
tion tape to WFWW, P.O. Box 1, Platteville, Wis.

"New York State!" Progressive group owned sta-
tion looking for bright up and Coming MOR an-
nouncer. Immediate opening. Send tape and brief
resume. program director, WINR AM-TV, Bingham-
ton, New York 13902.

First phone announcer . . . No maintenance ., . .,
nighttime top 40/MOR . . . $600 area , . . send
resume, tape to: Ritchie Haney, WINA, Charlottes-
ville, Virginia. Equal opportunity employer.

We need a first phone announcer who will do a
solid job for us in return for good pay, exceptional
benefits; some experience and a professional sound
a must. Contact: Jack Speech, WNAM, Neenah,
Wisconsin. 414-722-6471,

Immediate opening for an anrouncer who can do
news and production. Opportunity to learn all
phases of radio. Great opportunjty for right man.
Contact Blair Eubanks at Radio Station WPAQ,
Ms%urgl ]/]\lry. N.C., immediately. Call collect. (919)
786- .

WRMF, Titusville, Florida, at Cape Kennedy . . .
has opening for announcer. Immediate. Permanent.

Top pay for enthusiastic professional with big, ma-
ture voice at unique MOR operation. 8 to 5 five
days in beatiful new stereo center. Croup owner,
growth potential. Home of MSU. Tape, resume to:
WSWM, Box 289, East Lansing, Michigan 48823.

Immediate opening for morning man who can write .
local news. Contact Ceneral Manager, WXVA,
Charles Town, W. Va. 25414,

Looking for an experienced, creative afternoon
traffic personality & some news, who can produce
numbers. Starting pay at least $160. Contemporary
MOR. WRIE, Erie, Pa, 5000 watts. Send tape or
phone Bill Erb, Station Mgr. for more info. 814~
864-0601.

Announcer resigning to complete college. To apply
send tape, resume, photo. No collect calls, please.
Hayward Talley, WSMI, Litchfield, 1linois.

First phone combo, no maintenance, worid's_best
climate. Most compatible staff Florida Cold Coast.
Full time network. All fringe benefits and a
great place to work, Call 1-305-276-5503 for man-
ager.
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Announcers continued News continued Announcers
Bustling—MOR AM-FM with TV pending needs News Director for strong loca] news operation. continued
talented st phone for air shift and production.  Take charge of smooth functioning local news
Expandingogroup on east coast. ). Strider Moler, bureau. Above average pay for man unafraid of  pj tight board, good news, commercials, 3rd
16.

301-739-

Philadeiphia suburban station has opening for |§ood
staff man. Well established adult operation. Play-
by-play sports. Cood fringe benefits. 215-696-3690,

Wanted for major market a modern C&W dj with
Ist phone, with strong production background.
Must be able to come-on strong. Call 919-724-
5081. Salary . . . $130 plus bonus and sales op-
portunity.

Technical

Chief Engineer wanied for three stations in Ohio.
Must be familiar with 1000 watt AM and 3000
watt FM equipment. Cood salary plus travel be-
tween stations. Box G-23, BROADCASTING.

Chief engineer. Full time 5KW directional, medium
market, east coast. Strong on maintenance. Excel-
lent fringe benefits. Give complete details and
salary requirements. Box G-135, BROADCASTING.

First class engineer for Engineering Department of
station group. Some travelling required. Company
benefits. Send complete resume and salary require-
ments. Box C-136, BROADCASTING.

Chief engineer: Unusually aftractive responsible
position. Successful experience in effective supervi-
sion, directionals, multiplex necessary. Follow up
on this one—you'll be surprised. Box G-149,
BROADCASTING.

Detroit FM _is seeking high calibre Ist class engi-
neer. Box G-172, BROADCASTING.

Chief Engineer needed for AM-FM major market
facility. Small staff, full-charge. Will have part-
time help. People-oriented operation. Box GC-189,
BROADCASTING.

hard work with ability to gather, write and deliver
tocal news. Opportuni or play-by-play sports.
WCO], Coatesville, Pa. 215-384-2100.

Crack newsman needed at once for one of Florida's
top news departments. 500,000 metro market.
Thoroughly experienced newsman only with ma-
ture voice and plenty of hustle. Send tape, resume,
photo to Bob Raymond, News Director, WDBO,
Orlando, Fla. 32802.

Two openings in our Newsroom. Good opportunity.
Prefer someone with New York State background
but will consider all applicants. Six days a week
but good benefits. Moderate starting salary for our
market size. Apply WGCHQ, Kingston, New York,
Harry M. Thayer, Chairman.

Need aggressive news director, September first,
100,000 university town market, New York State.
News is our bag. If its yours send us resume and
air check. Robert Newman, WTKO, Ithaca.

Programing, Production, Others

News and sports director for Maryland AM-FM.
Recognized area leader in local news and play-
by-play sports. Network affiliate. Excellent oppor-
tunity, Send resume, tape, and photo. Box F-398,
BROADCASTING.

Good staff and production man for Skw fulltimer
in_eastern market. Must have two or three years
minimum experience in MOR’. Station active in
sports and heavy news. Salary $125-$140 based on
experience. Excellent growth opportunities with
group. Send audition tape and resume to operations
manager, Box C-183, BROADCASTING.

Copywriter with proven production skill for top
rated major New England AM FM send resume,
samples and tapes. Box G-202, BROADCASTING.

First phone maintenance . , . chief engineer , . .

disk jockey . . . immediate opening . . . Write
Box G-264, BROADCASTING.
Engineer with FCC 1st class license to assume

chief's position. Operation consists of two stations
(1000 watts AM and 55,000 FM stereo) plus busi-
ness music. Contact KXEO/KWWR-FM, Box 475,
Mexico, Mo. 65265.

Immediate opening for chief engineer with Class
IV contemporary ~ station. Contact John Bomer,
\)I/BSR. Pensacola. Fla. An equal opportunity em-
ployer.

Chief Engineer for AM-FM _Stereo small market
station. Small amount of air work. Salary open.
Cood opportunity with established community-
minded station. WBYS Radio, Box 600, Canton,
llinois 61520.

Chief engineer for fulltime AM and 30,000 watt
FM-stereo. Maintenance is primary job. Good salary,
plus extra money on background music installations.
WLAG, LaCrange, Ceorgia.

Excellent opportunity available for gualified, experi-
enced engineer with st phone. Skw, located 12
miles from city on main U.S. highway. Two bed-
room, unfurnished apt. furnished with heat, elec-
tricity and telephone. Location is Farge, N.D. Call
glaqlrrissu};ederson. person to person, area code 70l-

Field service engineer, full or part time openings
throughout U.S. enable you to share in exciting
new Automation generation. Write L. Wortman,
Shafer Efectronics, 9119 DeSoto Ave., Chatsworth,
Calif. 213)1.

NEWS

Radio-TV newsman needed in top southeastern
market. Must be experienced in reporting, writing
and on air work. Must have leadership ability and
desire to advance. Send complete resume, picture,
and audio or video tape first letter to Box G-96.
BROADCASTING.

One news man and one staff announcer needed for
expansion of Skw in ideal community near both
New Yerk and Philadelphia. Rush full details with
tape_which will be returned. Box G-184, BROAD-
CASTING.

Excellent opportunity—Immediate  opening  for
newsman. Send tape, resume and picture air mail
to KEWI, 700 Kansas. Topeka, Kansas 66603

Immediate opening for a news director, 1000 watts

, 55,000 watts FM stereo. Operation base cily
13.000 plus supervise correspondents in area towns.
Prefer journalism degree. Experience a must. Fully
equipped to include mabile units. KXEO/KWWR-
FM, Box 475. Mexico, Mo. 65265

Program director-deejay-first ticket-no maintenance.
Knowledgeable-pop contemporary music, games and
contests, A central Pennsylvania top rated station.
Need references. $7,500 to 10,000 to start.
Great opportunity. Letter and tape first time.
Box G-263, BROADCASTING.

First phone-sports-maintenance-sales-is there such
3 man? If so and you'd like above average earnings-
write BROADCASTING Box G-266.

Producer-director, |-2 years exp. to join noncom-
mercial community supported Florida station ex-
panding in local live remote, and in-school pro-
sraming. Send resume, salary requirements. Audi-
mg VTR if possible. Box G-276, BROADCAST-

Energetic, experienced production continuity man
wilh young ideas. Needed at once, for modern
country sound. No floaters. Good starting salary.
Contact Gary Hagerich, Ceneral Manager, WCNW,
8686 Michael Lane. Rairfield, Ohio.

Need copywriter-traffic combination. Some air work
if desired. Male or female. WLAG, LaGrange,
Ceorgia.

Situations Wanted Management

Aggressive manager. 33, experienced in AM & FM
administration, sales, programing and automation.
Full knowledge of FCC regulations and budget
control. |5 years experience, 7 with present group
owned station. Married. Desire association with
responsible expanding company which demands ex-
cellence and responds with ~commensurate salary
and benefits. Strictly confidential. Box G-138,
BROADCASTING.

Manager/salesman/first phone .
copywriter. Husband/wife team. Ownership ex-
perience Available soon. West, Northwest pre-
ferred. Reply Box G-213, BROADCASTING.

New England-manager—good! Presently employed.
A-1 producer. Box C-239, BROADCASTING.

Need Help? Get together with a professional. Gen-
eral Manager, sales manager-major market person-
ality - program director - chief engineer - newsman -
documented management record-innovative produc-
tion-community involvement-watch local sales soar-
increase national and regional sales-hear inventive
sounds that pull big numbers-young-problem solver.
You have everything to gain by contacting Buddy
Van Cleave. 601-532-5794 for resume.

programing/

See ‘‘Maior Market announcer” advertisement under
the heading Progiaming.

Announcers
Experienced Mew York soul jock seeking employ-
ment (212) |A 6-6553 or Box F-328, BROAD-
CASTING

phone. Box G-14, BROADCASTING.

Copywriter, broadcast school graduate. MOR opera-
tion. 203-658-6196 or Box G-63, BROADCASTING.

Soul jazz dj, newscaster, salesman. Married, 26.
Third endorsed, tight board, draft exempt, de-
pendable, versatile,” creative. Will relocate. Box

G-88, BROADCASTING.

Experienced DJ, tight board, production, solid news.
Wil relocate immediately. Box GC-158, BROAD-
CASTING.

Young sports broadcasting team seeking position
calling football, basketball games. Tkree years
college experience; references, tapes. Box G-166,
BROADCASTING.

Communicator, exp. most phases broadcasting, want
to move back South. Prefer La., will consider
others. Am not cheap, but am valuable. First
ticket, Radio or TV. Box GC-167, BROADCASTING.

Sports director, nine year professional broadcasting
veteran. Heavy on play-by-play, high school and/

or coliege ball. Family man. Box G-180, BROAD-
CASTING.

Play-by-play all sports, looking for college op-
portunity. Degree, married, family, 11 years ra-

d’i\?éTV. Loyal-industrious. Box G-199, BROADCAST-
ING.

DJ, tight board, good commercials, news, ready
now. Box G-205, BROADCASTING.
Disc  Jockey - announcer - newscaster experienced-

tight board - third endorsed - dependable - creative
- versatile. Box G-209, BROADCASTING,

Sports Personality-complete military obligation early
October. Radio-TV sports announcer with American
Forces Vietnam Network, Saigon. Play-by-play
varsity sports while attending Univ. of Md. Part
time civilian newscaster. Sharp interviewer. Gooc
camera appearance. Crisp delivery. Knows sports.
Box G-211, BROADCASTING.

ist phone-announcer, mature voice, two years ex-
perience  excellent  references, available Sept.
Interested in personality radio. Night people all
the way. Write, produce spots; will sell my show.
Dependable, hardworking, but | don't like pea-
nuts. Box G-212, BROADCASTING.

Young, mature, vet, college grad., seeks starting
position, 3rd endorsed. Good voice, anywhere. Box
G-219, BROADCASTING.

Californian: First phone announcer, sales experience.
RAB trained. Currently employed in east wants to
come home. Winters to cold, summers to hot.
Married, family. college. Prefer southern California
but. will accept anywhere in California. Box G-
220. BROADCASTING.

DJ/newscaster—experienced, creative and versatile
with genial personality, Articulate, authoritative news
delivery. Tight board. D) technique. Seeks pro-
gressive MOR station in major market. Veteran.
28 years old. Resume and tape on request. Box
G-221, BROADCASTING.

Personality MOR announcer with college degree.
10 years experience. 3rd endorsed, seeking permanent
home radio-TV. northeast area. Authoritative voice.
creative and reliable. Box G-225, BROADCASTING.

Beginner—wishes chance in small station. Hard
worker. 3rd ticket. Box G-226, BROADCASTING.

Gemini-born first phone dj with art. productior
and promotion abilities seeks creative position with
group. Five years experience. Box (G-228, BROAD-
CASTING.

First phone jock. available immediately, major mar-~
ket contemporary. Box G-242, BROADCASTING

Experienced announcer-dj-engineer available for ful!
or part-time position in metro NY., N.J. LI,
Westchester area College grad. Draft exempt. 3rd
phone endorsed. working toward first. Box G-244.
BROADCASTING.

New first phone. Ready to work for you. Beginner.
but willing to learn!! Prefer midwest area. Avaii-
able now. Box G-246, BROADCASTING.

Lively. Alert di—runs tight board. Authoritative
newscaster. 3rd phone. Telephone 212-926-1093 or
Box (G-249. BROADCASTING.

Top sportscaster with professional & major colleze
?ﬁé-by-play experience. Box G-250, BROADCAST-
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Announcers continued

Technical continued

HAnnouncers

Too much? Announcer/d}] (MOR, Classical, C&W,
jazz), copywriter, accountant, assistant manager,
traffic director, public service director . . all
in a major market. Good administrator & detail
man; know FCC rules and reg. First phone. Single
Young Fun-lover who thinks work is fun; radio,
life. Malors say 'too much’ (experience); minors
afraid ""Too much” (money). | say, "Seek, and ye
shall find. . . ." Box G-251, BROADCASTING

D}/announcer—thoroughly trained beglnner Veteran.

3rd. endorsed. Prefer MOR. Box G-254, BROAD-
CASTING.
Super heavyweight. Now available, experienced,

third, contact: Shannon-315-841-8269 or Box G-256,
BROADCASTING.

Quite frankly, I'm very good at what i do. Give
me 11-13,000. A top 30 market, MOR or Non-
Drake rock. I'll give you a 26 year old, 1009
personality. Married, Master's Degree. Expenenced
Box G-258, BROADCASTING.

Personality geared to MOR sound. Personable . . .
vmce 0o o producnon ... copy . . . third en-

. . veteran. Available now.
Box G-267 BROADCASTING

Engineering -+ operahons Twenty five years top
level experience in all phases of broadcasting and
advanced electronics heavy on construction main-
tenance and organization—thoroughly famrlrar with

Immediate opening for lst phone man—experience
in UHF, R & live color preferred—new station,
total color, excellent working conditions, salary
commensurate with experience and abilities—contact

color—energetic_ looking for top spot. Box G-233, J Eskew, Chief Engineer, W£1Y~TV jacksonville,
BROADCASTING. . 62650 Phone area 217-243-3367.

NEWS Technical
Sports. Football. Basketball, baseball. Pro experi~ Chief Engineer for large CATV system. Reply giving
ence. Now in newspaper end. Wish to return to complete details including salary required.” Ex-
radio. Box G-153, BROADCASTING. ceilent position. Box D-242, BROADCASTING.

Newscaster-announcer, D) experienced, 3rd endorsed,
voice of authority, military completed—dependable
tape and resume. Box G-191, BROADCASTING.

Experienced Journalist, idealist wants in-depth posi-
tion in urban affairs area. BS, MA. Box G-239,
BROADCASTING.

Newsman position
rad., aged 27.

sought by recent
Extensive western and central
uropean travel. Speaks some Cerman; has 2 years
formal Spanish. Willing to relocate anywhere in
U.S. But Pitsburgh, New York, Boston or Europe
preferred. Write Box G-240, BROADCASTING.

journalism

Sincere warm_announcer, family man, want to set-

an 39, mature voice, authoritative delivery,
heavy on actuahry technique. Interested far-west,

tle. Box G-269, BROADCASTING. locate anywhere for right opportunity. For tape.
-———— resume, call: (505) 855-4551, |oe Healy, News

First phone soul combo beginner will relocate any- Director. KZIA, Box 1047, Albuquerque, New

where. Box G-271, BROADCASTING. Mexico.

Newsman/announcer two years experience, wants Clean-cut, experienced radio-broadcast newsman.

ro o back east. Presently news director/PD_of  Mobile, 24, instinctively competitive drive, seeks

watter, also air shift, 3rd endorsed. Box 272,
BROADCASTI NG.

Communicator in the tradition of the great Paul
Gibson.” Box G-274, BROADCASTING.

2 yrs. experience, excellent flexible voice, 26, 3rd
endorsed, tight board, northeast preferred Box
G-277, BROADCASTING

Soul jock, 1st phone, willing worker. Waiting for
the right station. Box G-278, BROADCASTING.

First phone. 2 vyears experience. Howard Thayer.
LaMoille, IHinois 61330.

Soul Jock, experienced, draft exempt, first phone.
D.M.S. Herb Moral, Ebony Showcase, REl, 3 yrs.
college, avarlable August 2nd. Don St. ]ohn, P.O.
Box 60928, L.A 900§

Young rock announcer looking for medium market
college city, third phone music director ex erl-
ence, Bob Olson, 610 S. Main, Pieasantville,

Mature, hard-working D), four years experience,
first phone. 24, single, draft exempt. 309-797-3626

22, ex-Gl 3rd phone, broadcast school, some college
seeks first job anywhere. Prefer rock, Bob Heenan,
€340 Ceary Blvd, San Francisco. 415-387-0849.

First phone—6 years experience. P.D.—M.D.—Sales
—engineer—announcer—manager. Minor—medium—
major markets. College. Married. Capable. Refer-
ences. 901-363-9265.

Experienced first phone announcer available for im-
mediate fuli-time employment, Call 914-452-2838
or write James R. Taylor, 319 Dutchess Turnpike,
Poughkeepsie. N.Y. 12603.

First-phone announcer-D). Top ratings. Mature.
Sober. Respected in community. CGW, MOR, top-
40. Midwest. Phone 618-244-0472 before 1:00 p.m.
or after $:00 p.m. or write P. Q. Box 656, Mt.
Yernon, lllinois 62864. Seeking stable operation.

Beginner: no experience eager to learn radio 3rd
endorsed military obligation fulfilled: will travel
anywhere. Tape and good character references upon
request contact Joseph Wayne Norman, 616 West
46th Street. Davenport, lowa.

1st phone announcer—with experience—wants Ohio,
Indiana or Southern Michigan—write Box 23, Gaith-
ersburg, Maryland 20760.

N.Y.C. market jock wants work at your eastern
seacoast radio station Aug. 5 through Aug. 22.
Top 40, RGB, news, or production. Call 201-673-
5823, early morning or late evenjing.

Young Ambitious D}, rock music, has 3rd class
FCC license. Leonard Harvey, 216-08-132 Ave.,
Springfield Gardens, Long Island, New York 11413.

Technical

Chiet Engineer-announcer desires employment with
quallty station in the Middle Atlantic States. Box
146 BROADCASTING

Expenenced engmeer/chlef avallable—$l40
west-Northeast. Box G-216, BROADCASTING.

Mid-

challenging slot, inside or out, anywhere, anynrne
with contemporary. medium-metro news operation.
Box 151, Ocean City, 21842.

Experienced news director in major eastern market
seeks strong news station. Phillip Keirstead, 3i
Woodland, Hartford, Conn. 06105.

Programing, Production, Others

Program/operations director—Strong on programing,
administration/FCC rules & regulations. Presently
employed. Outstanding qualifications/references. 1st
phone, major/medium markets only. Box G-238,
BROADCASTING.

Engineer. full color, full power VHF-TV and day-
time radio. Maintenance and operanon Al new
equipment. Position requires experience in high-
band VTR, live color cameras. Southwest area.
Excellent fringe benefits. Reply with resume and
requirements fo Box G-108, BROADCASTING.

New York—Bingnamton . Dependable person with
first class license to handle UHF transmitter
and studio operation. Growth potential for the
rnght person. Salary commensurate with experience.

CaII Chrzef Engineer, WBJA-TV, Binghamton, N.Y.

TV studio technicians. Two years operation and
maintenance experience. Color studio and main-
tenance experience. Color TV studio equipment and
Videotape. Salary range $159 to $224 for 40 hour
week. Regular six months increases plus numerous
fringe benefits. Write Director of Engineering,
WCCO-TV, Minneapolis 55402.

Needed: young man ready to move up to assistant
chief. Stable AM-FM now building UHF TV. Con-
tact Larry Taylor C. E. WENY, Elmira, N. Y.

Transmitter supervisor, channel 3, Escanaba, Michi-
gan. Transmitter experience necesary member
progressive  group operation  with liberal fringe
cenefits, Tired of crowded living conditions? Re-
locate _in ideal hunting, fishing and recreation
area. Excellent promotion potential. Contact Harry
Hill, WFRV-TV, GCreen Bay, Wisconsin. Phone
414-437-5411.

Experienced TV transmitter technician wanted.
Please send experience resume to Director of En-
gineering, WNAC-TV, Covernment Center, Boston,
Mass. G2114.

Program problems solved. Looking for troubled fa-
cility offering big challenge and reward. Major mar-
kets. Box G-247, BROADCASTING.

You and | can_ beat ''boss radio.” That includes
‘'Drake."” Box G-248, BROADCASTING.

Major market announcer presently with one of the
nation's most respected broadcasting companies
looking for a challenge. | want to program a sta-
tion in one of the top 50 markets with_a proven
good music format which | wnII set up. This is an
opportunity to become the “prestige” station in
your community with big ratings and big money.
I'm in no hurry, so this ad may appear several
times before | connect. Married, age 27, first-phone.
Starting salary $15,000 minimum. Call 618-451-7511.
Sorry, no daytimers or F.M. only.

Program director (D.].) available late August; Take
complete charge; Top-40 only, Drake personahry
age 27, 3rd class; married; 8210 yrs. experience;
employed 500,000 'market; (Specialize in new or
changing to Top 40} R. Krrby 3709 Drake Ave.,
Cincinnati 9, Ohio.

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.

Sales

Local UHF needs creative, imaginative local sales-
man. No limit on earnings in this fast growing
market, near Chicago. Box G-259, BROADCASTING.

Sales service manager wanted. Immediate opening
for experienced individual to be responsible for
inventory control of spots and programs, local
and national. Send resume and salary requirements

Julian Kanter, General Manager, WAST-TV, Box
4035, Albany, N. Y. 12204.

Position now open for TV salesman at WXEX-TV,
Richmond, Va. Good salary and excellent commission
arrangements. Fringe benefits like pension plan,
hospitalization, life insurance, plus working for a
chain operation, offers opportunities for the future
for the right man. Radio salesman will be con-
sidered. WXEX-TV is a nationwide communications
stattion. Contact Edward |. Ruppe, 10cal sales di-
rector.

Immediate opening for TV engineer with Ist class
FCC license. Studio and transmitter maintenance
or operators experience desirable but electronic
background essential. Will irain the right man if
willing to learn. Send complete resume to Chief
Engineer. WUSN-TV, P. O. Box 879, Charleston,
S. C. 29402.

Temporary help positions for technicians availabie

for approximately Sept., to March at full color
Chrcago ETV station. Contact Chief Engineer,
00 N. St. Louis Ave., Chicago. IIl. 60625,

3|2 583 5000.

Fetzer TV needs engineers with first class license
for WWUP-TV in Michigan's upper peninsula.
No experience necessary. Good pay and many
company benefits. Excellent hunting and fishing
area. Write P.O. Box 627, Cadillac, Michigan or
pheone 616-775-3478 collect.

Engineers for studic and transmitter operation—
rapidly expanding, full-color state network. New
building, new equipment. Begin at $10,200 with
excellent fringe benefits including group insurance
and retirement plan. Advance in 6 years to $13,-
400. Send resume to: Maryland Center for Public
Broadcastin, RFD 1, Box 147B, Owings Mills,
Maryland 211

Immediate opening for engineer with first class li-
cense and_videotape recorder experience. Crowing
Michigan ETV station-contact Frank Tefft, WCMU-
TV, Central _Michigan University, Mt. Pleasant,
Michigan 48858. Egual opportunity employer

NEWS

Newscaster-Commentator top Florida TV market.
Experienced only need apply. Strong delivery . . .
authoritative . . good eye contact: Dig, write,
interview. Send resume, salary requirements. VTR
first _response. Equal opportunity employer. Box
G-123, BROADCASTING.

West coast network VHF need sharp market. Should
be familiar with features, news operation and be
creatively interested in local Prod. Most interested
in an individual with a record of outstanding per-
formance under competitive condmons regardless of
size of present market you're workmg in, Incl.
full detarls first letter and reply immediately to
Box 252, BROADCASTING.

Midwest NBC affiliate needs TV newscaster. Must
be confident on the air and well rounded in
journalism. Send VTR or tape and picture and
resume to Jack Hoskins, Program manager, WCIS-
TV, 2680 E. Cook, Soringfield, lliinois.
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News continued

Technical continued

FOR SALE—Equipment

News photographers, writer-researcher, and girl
friday—all with journalism degree or comparable
experience, for expanded news-documentary de-
partment. Contact: Gene Strul, News Director,
WCKT-TV, Miami, Fla. PL 1-6692. Equal oppor-
tunity employer.

Programing, Production, Others

Commercial Production Unit of major market TV
station seeking creative camera-man-editor with
experience in commercial film production. Appli-
cations OZIJ from_those with such experience will
be accepted. Box F-331, BROADCASTING.

Major midwest university owned VHF television
station has immediate opening for experienced
television artist with some studio staging and
lighting capability. Complete color facilities. Must
have at least college Bachelor’s degree. Salary
range $9,5004-. Write Box C-114, BROADCASTING.

Progressive, established NBC-TV affiliate seeks
experienced man for position of production super-
visor. Must be creative, tactful and a leader.
Send full backeground, info, and salary require-
ment to Box G-140, BROADCASTING.

NBC-TV affiliate wants experienced man to be-
come top-flight producer-director. Medium size,
midwest market Send background, salary require-
ments, etc. to Box GC-141, BROADCASTING.

Midwest University—with complete broadcasting in-
structional program and professional radio an
operations—Seeks two staffers with M.A. degrees
and minimum ten years practical experience.. Box
C-142, BROADCASTING.

Midwest NBC affiliate needs creative commercial
?irecfor. Send resume to Box G-157, BROADCAST«
NC.

Leading VHF in northern midwest market going
all color, needs man experienced in_ full color pro-
duction, commercial and programing. Send full
resume and salary requirements to Box G-232,
BROADCASTING.

TELEVISION
Situation Wanted Management

Program Director/Management—large midwest to
west coast market or group operation. Solid New
York net and local experience. Seeking dedicated,
with it operation that faces up to today’s challenges
to broadcast _industry. Young, married, college
grad. Outstanding references. Box G-207, BROAD-
CASTING.

Sales and/or management, Number | or number 2
man? A seasoned, experienced, professional broad-
caster will soon be available. Personal sales effort
at the local or agency level. Organizational ability
from initial application. construction, to on-air and
daily operations. Knowledgeable film buying, net-
work negotfiations. Cost conscious administrator ac-
custormn to working within limited budgets, In-
dustry references available. All inquires receive
thorough consideration and prompt reply. Box G-
241, BROADCASTING.

General Manager. VHF or UHF. Experienced all
areas. Knows bottom line needs. Well known. Family.
College grad. Fine p.r. man. will upgrade your

station, both sales and image. Box C-257, BROAD-
CASTING.

Announcers

Kid's show-producer emcee. Staff versatility, col-
lege, mature. Fall availability. Prefer southwest.
Box G-210., BROADCASTING.

First phone. 11 years radio. Have sincere desire to
learn television. 618-877-2085.

News

Investigative reporter, expert in film technique
seeks position with professional, dedicated news
organization of highest caliber. 4 years in a lead~
lng market, master's degree, married. Box G-5,
BROADCASTING.

Programing, Production, Others

Looking for a TV children’s personality?? Clown-
ventriloquist-cartoonist-puppeteer.  Plus  ratings!
Plus 3 yrs. weatherman! Plus 5 yrs. D.J.I
Plus 3rd endorsed! Presently employed. Married.
Dependable. Box GC-131, BROADCASTING.

Versatile children’s entertainer. Highly experienced
magician, ventriloquist, clown. Currently producer/
host of imaginative children's show in top 50 mar-
ket. Many creative ideas. Resume and VTR avail-
able upon request. Box C-201, BROADCASTING.

Production manager/executive producer. I'm the
senior producer-director in a top ten market sta-
tion, but | need & place to grow and learn more.
Ready to move up to key management position.
Fully experienced in live, VTR, film, radio, and
have public relationsexperience also. You'll find me
creative, versatile, capable and striving for the
best product. Box 237, BROADCASTING.

Want to upgrade |ocal programing? Documentary
and public affairs producer in medium midwest
market available now. Experienced all phases local
programing including news, Strong on air. Five
figure salary. Box G-262, BROADCASTING.

WANTED TO BUY-—Equipment

continued

Eclair NPR 16mm camera, Angenieux 12-120 Zoom
lens, battery, charger, two 400 magazines, case.
Three years old, good condition. Lens recently
optimized. 33.500.00. Call Business Office. Area
315-457-0440.

Collins “C Band weather radar, 'WP-101" 150
mile range, ‘‘Daylite Tube.” Excellent Condition.
$4,900.00. Avionics Inc., Terminal Building, Luken
Airport, Cincinnati, Ohio. 513-$71-6222.

Schafer Automation, 7
brain; complete; $4.700.00. Six playoacks.
00. Box G-204, BROADCASTINC.

Schafer automation model 1200 C; 6 Ampex play-
backs; brain; no make-up unit: good condition.
$6,000.00. FOB Box G-236. BROADCASTING.

MISCELLANEOUS
Deejays! 11,000 classified gag fines. $10.00. Un-

conditionally guaranteed. Comedy catalog free.
Edmund Orrin, Mariposa, Calif. 95338.

years cld; make-up panel;
Model

Voice drop-ins: Los Angeles success sound can
make you number 1, Professionally taped comcdy
drop-ins. S0 only $5. ROW Broadcast Associates,
6158 Debs, Woodland Hills, California 91364.

Games, gimmicks, intros, breaks, one liners, brain-

storming,~—all in one package! Monthly. $2 sample.
l,:IAewsfeatures Associates, 1312 Beverly, St. Louis,
o.

Recorded Character voices! 150 different recorded
lines on 7~ tape . . . plus printed script and D.).
Come-back for each! $10.00 sent immediately
from: Chicago Broadcast Circle, 111 East Ontario,
Chicago.

We need used 250, S00, 1 kw & 10 kw AM and
FM transmitters. No junk. Guarantee Radio Supply
Corp., 1314 Iturbide St., Laredo, Texas 78040.

FOR SALE-—Equipment

Coaxial-cable—Heliax, Styrofiex, Spiroline, etc. and
fittings. Unused mat'l—large stock-—surplus prices.
Write for price list. S-W Elect, Co., Box 4668, Oak-
land, Calif. 94623, phone 415-832-3527.

Gates BC-5B_ transmitter. Excellent condition. Avail-
able immediately. KRLC, Lewiston, ldaho. 208-

743-1551.

RCA 1 kw Mod IR1 transmitter in *“Mint” con-
dition _available 1st week in August. Contact Ed
Dela Pena, KHJ-AM, 5515 Melrose Ave., Los An-
geles, Calif. 90038. Phone 213/462-2133.

TV transmitting tower, guyed excellent—available
30 days dismantled on the ground ready to ship.
Johnny Andrews 772/-44# face-square, includes
Suyes, ladder, hardware, complete with lighting.
resently supports the following: 1-G.E.
VHF TY70B Ch. 13 antenna; 1-G.E, 2 bay VH
TY70B Ch. 13; 1-12 bay RCA FM-BTF-12/ER!
horiz. & vert. antenna; 2-12/ x 15’ microwave
screen; 1-& x & rotating microwave screen; TV
transmitting antenna, Ch. 13 VHF C.E. batwing
TY70B dismantled and available in 30 days. Un-
believable price. Contact; Mr, Sid Crayson, KLBK-
, P.O._Box 1559, Lubbock, Texas 79408, Phons:
806-744-2345.

30,000 feet #10 soft drawn, non-insulated new
copper wire for antenna ground system. Cost us a
Crand. Make offer. KOLY, Mobridge, S.D,

TV announcer seeks move after eight years. State
salary. Box C-214, BROADCASTING,

Technical

Former Chief Engineer Radio-TV: 20 years experi-
ence; BSEE. Available short term projects. Con-
tract or per diem basis. Installation: equipment
modification. Box G-85, BROADCASTING.

Chief Engineer. Available in August. 10 years ex-
perience in all phases of broadcasting. Solid gold
references. All inquiries receive a resume. Salary
negotiable. Box G-91, BROADCASTING.

First phone, experienced AM-TV, prefer
mitter, East. Box G-154, BROADCASTINC.

Florida only—Three years radio & Ed. TV studio
operations. Light maintenance. First phone. State
salary etc. Box C-217, BROADCASTING.

Experienced film lab technician. Can set up and
manage color or boGw newsfilm and production op-
eration. Background includes television news photo&-
raphy and journalism. Box G-255, BROADCASTING.

Experienced TV engineer, first phone, UHF &
VHF studio and UHF transmitter operations, Box
C-270, BROADCASTING.

trans-

RCA TR-3 Videotape player. Excellent condition.
Currently being used for broadcast playback. In-
spect machine in operation our station. Available
immediately. Headwheel included. $10,000. )erry
Richards, WLVT-TV, Allentown, Pa. (215) 867-4677.

Tube specialist—Receiving-transmitting. Industrial
—special purpose. 262-296-0272. Lenny Pensler,
2108 Ross Rd., Silver Spring, Maryland.

Covera Te Maps—attractive, effective, copyright-
free, Including art, trade composition, reliable
market facts, For samples and cost write Ed

Felker, Box 141, Ambler, Pa, 19002.

Get your ficket! Memorize, study, review—Com-
mand's 1969 Tests Answers for FCC First Class
License—plus—Command’s Self Study Ability Test.
Proven. $5.00. Command Productions, Box 26348,
San Francisco 94126.

Can’t find it?>—You need: *Dj Source Book.” Save
time fooking for jokes . . . gimmicks . . . jingles

. promotions . . . magazines . . . programin
. . ._plus “hundreds"” more. Only 34.95, Command,
Box 26348, San Francisco 94126.

A complete one-liner service far only $35/year?
Happy Huffman Enterprises. 4213 Riverdale, Ana-
heim, California. Such a deal!

Attention: Deejays, Program directors, and general
managers. Develop new ideas and improve your
sound. Order our low-priced air checks of New
York City's top stations: WABC, WNEW, WMCA
and others. For complete information write: Box
GC-203, BROADCASTING.

INSTRUCTIONS

FCC License and Associate Degree in Electronics
earned mostly by home study. Free catalog, Cran-
tham Schools, 1505 N. Western, Hollywood, Cali-
fornia 90027.

First Class License in six weeks. Highest success rate
in the Creat North Country. Theory and laboratory
training. Approved for Veterans Training. Elkins
Institute jn 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_natlonally known six-week Elkins Training for
an FCC first class license. Convenientlv located on
the Loop in Chicago. Fully Gl approved. Elkins In-
stitute in Chicago, 14 East Jackson Street, Chicago,
I1linois 60604

Immediately available—like-new gates M6095 10-
watt FM exciter, two GCates 10-watt monitor am-
plifiers, one Cates ST-101 spot tape recorded in
good condition. Best offer accepted. Contact Clay
Huntington, Tacoma, Washington (206) 627-3137.

Sale or lease—All or one Ampex 660 B VTR, Mar=
coni-Ampex vidicon camera, zoom lense, tripods
(2) sync generators, proc. amp. Excellent for
schools, C.A.T.V. systems. 219-874-5245.

Brand new Scullys, model 270-1, Mono, Model
270-2 stereo. In stock and available for immedi-
ate shipment. Broadcast Products Co. Inc., 12330

Wilkins  Ave,,

Maryland 20852, Phone
301-933-3400.

Rockville,

Elkins is the nation’s largest and most respected
name in First Class FCC ficensing. 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.

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. Elking Institute in Atlanta, 1139 Spring Street,
Atlanta, Georgia 30309.

Be prepared. First Class FCC License in six weeks.
Top quality theory and laboratory instruction. Fully
approved for Veterans Training, Elkins Radio License
School of New Orleans, 333 St. Charles Avenue,
New Orleans, Louisiana 7Gi30.
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INSTRUCTIONS continued

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 faught
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 1st Class
Radio Telephone License (famous 5 week course).
Total tuition $360. Class begins at all R.E.I. Schools
Aug. 4 and Sept. 8. 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. Fully approved for Veterans training.

R.E.l. in Fascinating K. C. at 3123 Gillham Rd.,
Kansas City, Mo. 64109. Call (816) WE 1-5444.

R.E.1. 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 passingI their first phone exams in
six to twelve weeks through tape recorded lessons
at home, plus one week personal instruction. During
1967-68, one week sessions were held in Memphis,
Seattle, Minneapolis, Washington, D. C., Portland
and Los Angeles. An 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, , Duncan, Manhattan
Beach, Calif. 90266 Telephone 213-379-4461.

Since 1946. Original course for FCC First Class
Radio-telephone Operators License in six weeks. Ap-
proved for veterans. Low-cost dormitory facilities
at school. Reservations required. Several months
ahead advisable. Enrolling now for Oct .1, Jan. 7.
For information, references and  reservations,
write William B. Ogden, Radio Operational Engineer-
ing School, 5075 Warner Avenue, Huntington Beach,
California 92647. (Formerly of Burbank, California)

Licensed by the New York State department of
education. Ist class FCC license preparation for
people who cannot afford to make mistakes. Also
announcer—D|—news-—sports,  training.  Contact:
TS, 25 W. 43rd St., New York, N.Y. 10036.
Phone (212) OX 5-9245. V.A. approved—student
loan program.

Follow The Leader to a fast first phone with

T.1B. . ., offering the nation’s original four

week accelerated course with results guaranteed
. tuition: $295.00 . . . free placement.

T.1.B. in the south . . . V.A, approved . . , classes
start August 4, September 2. Tennessee Institute
of Broadcasting, 2106-A Eighth Ave. South, Nash-
ville, Tennessee 37204, (615-297-8084.)

T.I.B. in New England . . , S
25, September 1 Technical Institute of
Broadcasting, 800 Silver Lane, East Hartford,
Connecticut 06118, (203-289-9400),

No; tuition, rent. Memorize, study, review—Com-
mand’s: ‘1969 Tests-Answers’ for FCC First Class
License, plus Command's ‘'self-study ability test.”
Proven. $5.00. Command Productions. Box 26348-R,
San Francisco 94126.

classes start: August

1009 placement of Don Martin Graduates!!! Wonder
why? Highly qualified beginners are needed by good
stations all over the U.S.A. These stations call the
Don Martin School for their new personnel. Our
graduates are thoroughly trained, confident, versa-
tile, Profncnent individuals. New classes start the
I1st of each month. Graduates are available to these
stations each month, For additional information call
or write: Don Martin School of Radio & TV, 1653
N. Cherokee, Hollywood, Calif. HO 2-3281.

Help Wanted—Management
500D 1 GO 4
a GENERAL MANAGER

Experienced. all around professional,
with indepth background in sales, pro-
graming. management. Outstanding op-.
portunity for right man with growth
company _now_ acquiring its 38rd radio
station. Key Eastern market within 50
miles of New York City. All replies
confilential.

Nassau Broadcasting Company
Box 1350
Princeton, N.J. 08540
2 O 0 0 S

Announcers

ATENCION
LOCUTOR ESPANOL (D. J.)

Joven locutor de habla castellana,
con talento, imaginacién creativa
y propensa hacia la produccién.
Oportunidad para crear program-
as completos para una compania
productora. Excelente sueldo vy
horas normales de trabajo. Nues-
tro horario le permitird, si lo
desea, la asistencia a clases en
las universidades locales, La com-
pafila pagard todos los gastos
de traslado de la persona que

reuna las condiciones requeridas.
l Envie cinta grabada como mues-

tra (musica reducida), antece-
dentes de sueldos y curriculum
vitae completo, incluso estado

T.1.B. in_ sunny Miami . . . classes starting Sept.
8, Oct. 6th . . . Technical Institute of Broadcast-
ing, 283 Krome Ave. S., Homestead, Florida.

Follow the leader to a fast First Phone in sunny
Miami. The nation's original four_week accelerated
course, results guaranteed . . . Tuition $295.00.
Classes starting September 8th, October 6th. Tech-
nical Institute of Broadcasting, 283 Krome Averue
South, Homestead, Florida (Associated with TIB,
Nashville, Tenn.).

Need a 1st phone fast?> The Don Martin Schooi
Accelerated Theory Course (six weeks) not only
assures you of obtaining your 1st phone, but it
provides you with a good basic knowledge of Com-
munications Electronics. Qur instructors have many
years experience in practical electronics and in
teaching. We use the latest in animated film pres-
entations as well as other visual aids. We have a
proven record of success. Why take chances with
second best and Q and A courses. Our next Ac-
celerated Class begins Aug. 4, 1969. Call or
write Don Martin School of Radio & TV, 1653 N.
Cherokee, Hollywood, Calif. HO 2-3281.
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Help Wanted

%0
6U00™NG?

Corporations use our modern
“search” techniques to locate
executives, air talent, and other
key employees.

Nationwide has successfully
completed assignments to fill
every position within a radio
or television station and CATV
system.

Headhunting is our profession
and we're good at it! Try us and
find out!
' Contact
ot Ron Curtis, Pres.
312-337-5318
645 North Michigan Avenue
Chicago, lllinois 60611

“Nationwide ‘Management
Consultants, “Inc.

Situations Wanted

Programing, Production, Others

#1#1#1#1#1#1#
FROM 13th TO NUMBER ONE!
— Ah actyal-gase histgry:ro
#lthe progra(mn‘ﬁ;in$g fil%f 'GR;;E#
#

1
1
1
1

ta tad HAME RICHARDS. your

militar. Absoluta reserva. Dirigir station use a #1 rating? Con-

la correspondencia al tact-Grahame at;31044Belmaent

Bivd,, Nasgvﬂfé,é%enn- 37212,

} . or phonel: collect af! (6L15)

| Box G-223, Broadcasting. 591.2685. " " M, \O ¥/
Technical

1010 O 04 1 0 O O O O 22

TECHNICIANS AND/OR OPERATORS

: Immediate opportunity to join large group-operated station in Mid-
B western home office city. Salary based on qualifications. Can start
in excess of $200.00 weekly. All fringe benefits,

Equal opportunity employer.

Call Collect: Ray Owen
Cincinnati, Ohio

Area 513-421-1750
72 O 0 O O OO 0 O 1 O O




Situations Wanted Management

TELEVISION—Help Wanted

ek el e i ok e ik ke oA ek Ok

A MANAGER THAT REALLY WORKS

Solid, successful, employed, experienced—
with first clag L-dadcast business and
personal reputatign. Under 45, Excellent ma-
jor market sales” background. Creative pro-
motion developer., Will make change to
secure good executive opportunity with large
market station that requires a real pro to
run the show. Prefer West, Southwest, or
Midwest.

Box G-253, Broadcasting.
NN N YNNI NN NN YN NN NN}
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Situation Wanted—HAnnouncer

LOOKING
FOR AN
ANNOUNCER?

Let Dick Good help you.

Get a Columbia School of Broadcast-
ing graduate to fill your next opening. -
I's a free service we provide to your
station and 1o 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

near you,
@ Columbia School
of Broadeasting
4444 Geary Blvd,, San Francisco 84118
Telephone: (415) 387-3000

THat stfinlad with . Isc, or mny athar InslEutéon)
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MAJOR MARKET PRO LOOKING!

Seattle, St. Louis, Pittsburgh all dug the 3
voices, impersonations, gags and local ~
humor. Available now! o

—

call 412-441-7862
I SSSEESEEEEBESEEESUNUETEES:

FNTTTTITYTTTTY

For Best Results
You Can’t Top A
CLASSIFIED AD

roadcasting

THE

Technical

Programing, Production, Others

VIDED TAPE
OPERATOR

Los Angeles VHF station has fine
opportunity for experienced Video tape
operators. Familiarity with AMPEX
Machines helpful. Salary commensurate
w/experience. Top benefits.

Call chief engineer:
(213) HO 2-2133

an equal opportunity employer

=
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£ B-728
E 8490 Sunset Blvd.

Los Angeles, Calif. 90069
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ELEVISION
SYNDIGATION

Expanding operations have created an im-
mediate opportunity for a2 young man to
head up the syndication division of Robert
E. Petersen Productions. Should have experi-
ence in dealing with TV station managers
and program directors. A knowledge of rat-
ings, spot sales, and competitive market
uations will be helpful.

Please direct resume in confidence to Rob-
ert L. Dellinger, Group Vice President.

ROBERT E. PETERSEN PRODUCTIONS

I AR 25

BUSINESS OPPORTUNITY

TERRITORIES AVAILABLE TO REPUTABLE
REPS CONTACTING FM STEREO BROADCASTERS

A revolutionary method to increase and measure audience not unlike the fourth estate

by A.B.C.

Now in production, an American made pretuned FM stereo receiver with separated
speaker system. Regulated power supply and built-in AFC, this self contained unit can
be offered to the stereo audience for under $40.00 on a self-liquidating basis. Carries
a 90 day factory warranty. Exclusive market arees.

Contact: Bill Rosenfelt, Dynastic Systems Corporation, West Delilah Rd.
Pleasantville, 08232—609-641-6764.

CLOSED CIRCUIT TV
OWN YOUR OWN BUSINESS

NO FRANCHISE FEE
MINIMUM CASH
NATIONAL PROMOTION

Commercial broadcasters—here’s an
opportunity to cash in on your experi-
ence in the exciting and lucrative
closed circuit television industry.
Affiliations are now available with
Trans American Television, nationwide
specialists in closed circuit television.
You can maintain your present position
and earn a substantial extra income
through play back of network origi-
nated tapes, national and local equip-
ment sales plus equipment leasing and
daily rentals,

Veteran commercial broadcasters di-
rect Trans American Television. The
opportunity for unlimited earnings by
working with them is yours.

Write now for further information.
Trans American
Television, Inc.

Kinloch Plaza
Manlius, New York 13104

Miscellaneous

Individuel,
Attractive.
and Effective Coverage Maps
{Copyright-freel including

Morket Facts end Soles
Promeation

D FELKER & ASSOCIATES M NC.

P. O, BOX 147 AMBLER, FA, TRO0Z [215) £43 0417

Employment Service

THE AMPS AGENCY
BY BROADCASTERS o FOR BROADCASTERS

Serving the broadeasting profession with compe.
tent management personnel in these areas:
Management, Sales. Engineering. Announsing,
Bookkeeping, Traffic, Secretaries. Send us your
resume or tape, or visit us If in the area.

% THE AMPS AGENCY »*

All Media Placement Service
3924 Wilshire Blvd., Los Angeles, Calif. 90005

Telephone 213-388-3116

A A i i

Wanted to Buy Stations

CASH FOR
AM RADIO AND TV PROPERTIES
in top 60 markets. Must have positive cash
flow. Principles only. All inquiries given
quick confidential sttention.

Marsh Media, Ltd.
P.O. Box 925
Amarillo, Texas 79105
(806) 373-1787

For Sale Stations

STATIONS FOR SALE

buyer.

FLORIDA. Top market daytimer. Price $275,000.
Terms,

PACIFIC NORTHWEST. Gross $90,000. Price
$150,000 inciuding real estate. Terms.
UPPER MIDWEST. Exclusive market.
* $140,000. Terms.

Jacl( L. Sto“

and ASSOCIATES

6381 Hollywood Blvd.
Los Angeles, California 50028
Area Code 213-464-7278

Price

CALIFORNIA. One of the top markets of state ¥
and country. Price $425.000. Terms to qualified |

[T ¥
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(Contintted from page 60)

Call letter application

s WDBJ. WHBC Inc.. Roanoke, Va. Re-
quests WFIR.

New FM stations
Application

® *Yuma. Ariz.—Yuma Unlon High School
District. Seeks 91.5 mc. TPO 10 w. lé\not

CAN A MAN'’S LIFE END
BEFORE HE DIES?

Arthritis cripples. ] ] height above average terrain 150 ft.
g v address: 400 6th Avenue. Yuma 85364. Esti-
t kill, but it ak - o =1 ; mated construction cost $2.179.50: first-year

operating cost $1.500: revenue none. Prin-
cipals: Union High School District Board
of Education. W, A, Canode. superintend-
ent. et al. Ann, July 15.

Amer ., .
Final action

T\ 8 | | = FCC_ denied petition for reconsideration
!'-_'.“PF".._-[ ! F i (;tMordﬁr rerusingRasrsigmnex'}t of classt e
T e T Kk i ) channel to efugio. ex.: grante
'HE ARTHRITIS FOUNDA 4 9 A if alternate request to switech class A FM

i gh?nn\els in Refugio (Doc. 17955). Action
uly 15.

Actions on motions

a Hearin® Examiner Basil P. Cooper in
Ocean City. N.J. (Lester H. Allen and Salt-
o !'| Tee Radio Inc.). FM proceeding, granted
petition by Lester H. Allen for leave to
?mend applicatl&an to reflect change in stafg—

3 ’ ng Proposal and community survey; grante
For Sale Stations—cont'd petition by Lester H. Allen for walver of

rules to permit response of Allen to oppo-
——_—l_l sition filed by Salt-Tee Radio Inc. (Docs.
18408-9). Actlon July 11.

aRue Mevia Brokers Ine » Hearing Examiner Basil P. Cooper In
;L ;@ ' CATY SYSTEM 8cealkctity. IN.J.) (Ll‘.gls[ter H, A&lien and Sal%—
ee Radio Inc.). proceeding, grante

UL LLE SIS sl f I petition by Lester H. Allen for leave to

NEW YORK, N. Y. or sale amend application to reflect tendered appli-

J cation for a new FM at Leisure City, Fla.

265-3430 South United Stat Popul (Docs. 18408-9). Action July 16.
5 a-
Ruhsasiern hife ates S s Hearing Examiner Millard F, French in

tion of city—22,000. Murphy. N.C., and Blue Ridge, Ga. (Chero-
. kee Broadcasting Co. and Fannin County
1009 financing, no down payment to Broadcasting Co.). FM proceeding, set cer-
qualified buyer, low interest rate, taln procedural dates and scheduled hearing

| for Oct. 6 (Docs. 17086-7). Action July 17.
Reply to Box G-51, Broadcasting. :tgmerin}lf‘an_ng Examiner_Arthur A. Glad-
N A e B! E awton. Okla. (Big Chiel Broad-
Confidential Llstlngs casting Co. of Lawton Inc. and Progressive
RADIO~—=FTV=—=CATYV Broadcasting Co.). FM proceeding, desig-
N.E. — S.E. — S.W, — N.W. nated Hearing Examiner Isadore A. Honig
— —— as presiding officer: scheduled prehearing

 BENNETT LARSONINC. N G B R g | SO0 TSRS 0T B ey P, earing for

¥
, Suite 701 )
171 = = l;Iearlg;gy E.\'aominer Ersnestt Nas}I1 ix; One-
¥ fioiat = onta, .Y. (Ottaway Stations Inc.). FM
BROKERS-COMNSULTAMNTS ;! TV Station for sa|e - proceeding, on request by Ottaway Stations
B i Inc., dismissed with prejudice its applica-
= Z | tion and terminated proceeding (Doc. 18558).
High powered station, West Coast mar- f i Action July 15.
i ket. % 8 Hearing Examinerr James F. Tlerney in
£ 5 . o .. = | Billings, Mont. (Lee Enterprises Inc.), FM
@3 Completely equipped inc. Mobile unit = | proceeding. on request of parties, continued
Buy Part or All g L deotere for 1Ty S8 e 1850 Action Tuly T4
w art or : . . or July . 0C, . Action July
FM Radio Stuytlon Reginal frequency— Tarms. or trade for radio station in
37.000 watts, 100.000 watts available. B major market. Rulemaking applications
Middle west mem‘);mhhm .'uenl 250.000. ﬁ
Coverage 600.000. Various purchase pos- - | . 5 . _
s:lnllt:tz including assoclate working = Box G-275, Broadcasting. TO¥:1qlag§C.z%fgue£?;es;m:s(tlm%%t. Etun}:ehtd
investor with opportunity later for full = lable of asslgnments to add ch. 261A to
°‘V"e'i‘;m""c 243. Broadeasting. B i BunLettown. add ch. ggéA %o CI}1L %g%ﬁ a{
ox G- . = Washington, add ch. A to ch. a
[ : = 5 00 0 O R ey, | (VAshington. add ch 2904 to ch AR At

Claxton, all Georgia. Ann, July 18.

s Dr. Alfred C. Valdez and Lew Breyer &
Ky. Small  Dayime  100M  Cash | Tenn. Small  AM & FM  225M  Cash | | e is subsiitute eh. 2574 for oh. DSCA
NY. Med.  Profitabie  700M  Nego | Fla. Small  Daytime g5M  SOLD | | at Berlin: substitute ch 2324 for ch 274
Neb. Med.  AM&FM  200M  29% | S.W. Med. Fulitime 110M  29% | | ¢ 280A for ch. 230 and 2404 at Sturgeon
N.W. Metro Profitable  225M  29% N.C. Med. Daytime 160M

Bay: substitute ch. 231 for ch. 284 at Water-
West Major AM & FM 425  29% N.W. Metro Fulltime 325M  29%

SOLD town. and add ch. 285A to West Allls, all
Wisconsin. Ann. July 18,

Call letter applications

a Metropolitan Indlanapolis Television As-
i CHAPMAN ASSOCIATES sociatlon, Indianapolls. Requests *WFYI-
media brokerage service® (FM). . .
- a Bill Garrett Broadcastlng orp., Slidell,
2045 Peachtree Road Atlanta, Ga. 30309 La. Requests WVSL-

s Time Broadcasters Inc., Fayettevllle,
Tenn, Requests WYTM-FM.
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Call letter actions

s Adams State College, Alamosa, Colo.
Granted *KASF(FM).

s Augusta College, Augusta, Ga. Granted
*WACG-FM

n Reading Community City Schools, Read-
ing, Ohio. Granted *WRCJ(FM).

w Southern State College, Springfield. S.D.
Granted *KSTI(FM).

Existing FM stations

Final actions

s WCOV-FM Montgomery, Ala.—Broadcast
Bureau granted request for SCA on sub-
carrier frequency of 67 kc. Action July 15.
s WORJ-FM Mount Dora. Fla.—Broadcast
Bureau granted remote control. Action July
16.

s WWWS(FM) Saginaw, Mich.—Broadcast
Bureau granted mod. of CP to change trans.

location; change type trans.; change type
ant.: make changes in ant. system: ant.
height to 360 ft.; ERP to 2 kw; remote

control permitted. Action July 14.

®» KQRS-FM Golden Valley, MInn.—Broad-
Sasit Bgreau granted remote control. Action
uly 16.

8 WNDN(FM) Kingston. N.Y.—FCC denied
request by Donald P. and Wilbur E. Nelson
for extension of time to construct station:
denled petition for reconsideration of FCC's
order designating extension application for
oral argument. and cancelled CP for WNDN-
(FM) (Doc. 18484). Action July 15.

s KPNW-FM Eugene, Ore.—Broadcast Bu-
reau granted mod. of CP to change ERP
to 97 kw; change type trans.; change ant.
system; change studio location to 1345
Olive Street: ant. height to 1.460 ft.: remote
control permitted. Action July 14.

8 WKVM-FM San Juan. P.R.—Broadcast
Bureau granted remote control. Action July
16.

Action on ‘mobion

8 Hearing Examiner Chester F. Naumowicz
Jr. in San Francisco (Chronicle Broadcast-
ing Co.), renewal of licenses of KRON-FM-
TV, granted motion by Chronicle Broad-
casting Co. and extended to Aug. 11 time
for filing responses to Albert Klhn's inter-
rogatories (Doc. 18500). Action July 11.

Call letter applications
8 KXJK-FM, Forrest City Broadcasting Co..
Forrest City, Ark. Requests KBFC(FM).

s KEIR(FM), KCCD Inc., Dallas. Requests
KCCD(FM).

s KLUE-FM. Radio Longview Inc.,
view, Tex. Requests KHER-FM.

Call letter actions

s KPOP-FM, KPOP Radio, Rosevilie, Calif.
Granted KPIP(FM

s KNBQ(FM). Nall Broadcasting Co.,
any. Okla. Granted KGOY(FM).

8 KPAK(FM). Rio Grande Broadcasting Co.,
El Paso. Granted KSET-FM.,

Long-

Beth-

Other actions, all services

8 FCC denied reqQuest by Golden West
Broadcasters Inc, for extension of 90 days
for fillng comments in commission’s
rulemaking proceeding proposing prohibi-
tion of broadcast cigarette advertising (Doc.
18434). Action Juiy 17.

Translator actions

8 Broadcast Bureau granted mod. of CP's
to extend completion dates for following
UHF TV translators: K75CK and K81BJ.
both Moses Lake. Warden, Royal City and
Othello areas, all Washington, to Jan. 8.
1970. Action July 8.

s K04DS Upper Kcnal River area. Alaska—
Broadcast Bureau granted CP to include
Cooper’'s Landing, Alaska. in principal com~
munity of VHF TV translator; change
trans. location: change type trans.; make
changes In ant. system. Action July 8.

s Shiprock Non-Profit TV  Association,
Apache County, Ariz.—Broadcast Bureau
granted CP's for new VHF TV translators
to serve Shiprock, N.M., and Many Farms.
Arjz.. on ch. 6 and rebroadcasting KOB-TV
Albuquerque, N.M.; Shiprock and Many

Farms on ch. 9 and rebroadcasting KGGM-
TV Albuguerque; and Shiprock and_Many
Farms on ch. 11 and rebroadcasting KOAT-
TV Albuquerque. Action July 14.

s Town of Red Cliff., Red Cliff, Colo.—Broad-
cast Bureau granted CP’s for new VHF TV
translator to serve Hale, Colo., on ch. 8
and rebroadcasting KOA-TV Denver;
Red Cliff on ch. 12 and rebroadcasting
KOA-TV. Action July 11.

® K13HG Ketchum, Sun Valley and Warm
Springs, all Idaho—Broadcast Bureau_ grant-
ed license covering changes in VHF TV
translator. Action July 9,

8 FCC granted application by Oregon Broad-
casting Co.. licensee of KOBI-TV Medford,
Ore., for CP for new 1 w VHF translator
to serve North Bend and Empire, both
Oregon, on ch. 13 by rebroadcasting KOBI-
TV. Action July 15,

8 K12HA North Roseburg. Winchester, Rose-
burg, Deer Creek. South Roseburg, Oak,
Glengary area, Northwest Roseburg and
Garden Valley area. all Oregon—Broadcast
Bureau granted license covering changes in
VHF TV translator. Action July 15.

8 W78AG Rustburg. Va.—Broadcast Bureau
granted CP to change type trans.; decrease
output power: make changes in ant. system
of UHF TV translator. Action July 8.

8 K75CK Moses Lake. Warden, Royal City
and Othello areas. all Washington—Broad-
cast Bureau granted mod. of CP to make
changes In ant. system of UHF TV trans-
lator. Action July 8,

8 K79BV Moses Lake, Warden. Royal City
and Othello area. all Washington—Broad-
cast Bureau granted mod. of CP to make
changes in ant. system of UHF TV trans-
lator. Action July 8.

8 K81BJ Moses Lake. Warden, Royal City
and Othello areas. all Washington—Broad-
cast Bureau granted mod. of CP to make
changes in ant. system of UHF TV trans-
lator. Action July 8.

CATV
Applications

8 Ohio Video Services Inc.—Requests distant
slgnals from WUAB(TV) Lorain: WKBF-
and WCTF(TV), both Cleveland:
wswo -TV Springfield;’ WKTR-TV, WKEF-
(TV) and WHIO-TV. 'all Dayton: WSPD-
TV and WDHO-TV. both Toledo, all Ohio,

to Mt. Gilead. Edison and Cardlgan all
JOhlio 1_{(Columbus Ohioc—ARB 28). Ann.
uly

8 Continental Cablevision of Ohio Inc.—Re-
Qquests distant signals from WUAB(TV)
Lorain, Ohio. to Tiflin. Ohio (Toledo, Ohio
—ARB 35). Ann. July 17,

Final actions

8 FCC authorized Valley Vision Inc., opera-
tor of CATV system in Placerville, Calif.,
to continue operation carrying distant slg-
nals of KTVU(TV) Oakland-San Franclsco
KPIX(TV) San Francisco, KGO(TV)
Francisco, KGSC(TV) San Jose, KBHK (T V)
San _Francisco. KHSL(TV) = Chico, and
.}I{ITOC(STV) Modesto, all California. Action
uly 15.

8 FCC directed Ceracche Television Corp.,
operator of Ithaca. N.Y.. CATV system, to
comply with nonduplication provision of
rules with respect to WNBF-TV Bingham-
ton, N.Y., within 30 days: denied Ceracche’s
petition for limited walver which was op-
posed by Triangle Publications Inc., licen-
sce of WNBF-TV. Action July 15.

8 Westerly Cable T. V. Inc.,, Westerly, R.I.
—FCC granted waiver of rules to permit
it to import distant signals of WBSK-TV
and BG-TV, both Boston. and WJZB-
TV Worcester. Mass. Action July 15,

Ownership changes
Applications

8 KQXI Arvada. Colo.—Seeks assignment of
license from Radio Station KQXI to Bernice
Schwartz for $115,000, Sellers: Frances C.
Gaguine (43%), Richard P, McKee (15%).
Buyer: Bernice Schwartz (429% before, 100%
after). Ann, July 17.

s WEBB Baltimore—Seeks assignment of 1I-
cense from WEBB Inc. to J. B. Broadcast-
ing of Baltimore Ltd. for $700,000. Sellers:
Norman Fischer, president, et al. Buyers:
James Brown, president (80%), Gregory
H. Moses Jr.. vice president-secretary-treas-
urer, and Albert F. Garner Jr., vice pres-

ident (each 10%) Mr. Brown owns record-
ing company, 50%, 33% and 75% of record
publishing companies and has other busi-
ness interests. Messrs. Brown and Moses
own 90% and 10%, respectively, of WIBE

Knoxville, Tenn.,, and WRDW Augusta,
Ga. Ann, July 16.

® KSYX Santa Rosa, N.M.—Seeks transfer
of control of Tri-City Broadcasters Inc.
from treasury stock (33%4% before, none
after) to Floyd A. Nicholson (none before,
33149, after). Principals: Robert D. Deit-
rich, Richard F. Rowley and Floyd A.
Nichoison, each 33% 9. Consideration: $10,-
000. Ann. July 16.

Final actions

8 WCME-AM-FM Brunswick, Me.—Broadcast
Bureau granted assignment of licenses from
Central Maine Broadcasting System Inc. to

WCME Inc. for $232.000. Sellers: Maurice
L. Goulet., president. and Roland G. Fortin,
treasurer (each 50%). Buyer: A. Abbott
Coblentz, sole owner. Mr. Coblentz owns
?5‘1% 104! WORC Worcester. Mass. Action
uly 14.

n WSMT-AM-FM Sparta. Tenn.—Broadcast
Bureau granted transfer of control of Sparta
Broadcasting Co. from Dr, Sam J. and
Martha L. Albritton (jointly 1009 before,
none after) to Upper Cumberland County
Broadcasting Co, (none before, 100% after).
Principals: Joe L. Kuhn. president, Van
Lee Slack, vice president-general manager
(each 45.459%) et al. Mr. Kuhn is salesman
and Mr. Slack is commercial manager for
WSMT-AM-FM. Consideration: $200,000. Ac-
tion July 15.

8 KWOR Worland, Wyo.—Broadcast Bureau
granted assignment of license from Joseph
P. Ernst to KWOR Inc. for $130,000. Sell-
ers: Joseph P. and Mildred V. Ernst (each
50%). Sellers own KRTR Thermopolis, and
KWRB-TV  Riverton-Lander-Worland-Ther-
mopolis, all Wyoming. Buyers: Kermit G.
Kath, president. Leland H. F. Kurz. vice
president, and Tony Kehl. scerctary-treas-
urer (each 33%%). Mr. Kath owns KGOS
Torrington, Wyo. Mr. Kurz is sales man-
ager for KGOS. Mr. Kehl owns 33'4% of
KVOW Riverton, Wyo. Action July 15,

Community-antenna activities

The following are activities in com-
munity-antenna television reported to
BROADCASTING, through July 22. Re-
ports include applications for permis-
sion to install and operate CATV’,
grants of CATV franchises and sales of
existing installations.

Franchise grants shown in italics.

s Zephyrhills, Fla.—Tcleprompter  Corp.,
New York (multiple CATV owner), repre-
sented by Howard W. Moffat. has applied
for a 15-year franchise. The firm would pay
5% of its local gross for the first five years,
6% for the second five years and 7% for
the last fAve years. Subscribers would pay
$5 monthly.

8 Oakwood Hills, IlIl.—Vue-sonies Co.. a_lo-
cally owner firm in McHenry county. Ill..
has applied for a franchise, The firm would
pay 5% ol its gross receipts,

8 Mahwah. N.J,—Sterling Communications

Inc.. New York, multiple CATV owner, has
applied for a franchise. Proposed Is a
24-channei system, with an installation

charge of $25 and a monthly fec of $6.

= Norwalk, Ohio—Continental Cablevision
Inc.. Fostoria. Ohio. multiple CATV owner,
has received a franchise.

8 Forty Fort borough. Pa.—Servicc Eiectric
Cable TV Inc.. Wilkes-Barre, Pa., has re-
ceived a franchise.

8 Ingram, Pa.—Centre Vidco Corp.. multiple
CATV owner, has been awarded a non-
exclusive 10-year franchise. The firm will
pay 3% of its gross proceeds. Customers
will pay $4.50 per month for home usage.

s Whitehall, Wis.—Trempealeau Cablevision
Inc. has been granted a franchise,

» Tacoma. Wash.—Seven applicants have
applled for a nonexclusive franchise, and
the applications have been referred by the
city council to the city manager and utili-
ties director. Applicants are Cable TV Puget
Sound (Tacoma Tribune-KTNT-TV Tacoma),
National Cablevision Inc., Tacoma Cable
0., Community Television Ine., Davis Com-
munications. Natlonal Cabie Service Corp.,
and Telecable Communications Corp.
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In January 1966, the Radio-Television
News Directors Association adopted a
code of broadcast news ethics that calls
for newsmen to provide a news service
*‘as accurate, full and prompt as human
integrity and devotion can devise.” This
year RTNDA set out to implement
that code. Eddie Barker considers the
implementation move “a very big thing
for broadcasting. If we can get the
ethics and standards committee going
this year, it will have been a good
year.”

This is Eddie Barker's year as RTNDA
president and he has set out to develop
procedures for considering and acting
on ‘“documented and well-founded”
complaints of violations of the code.
He wants the code to be meaningful,
something more than a paper tiger.
And he’s sure it can be of value
to the industry, for Eddie Barker is
a practicing newsman and he would
“hate to be censured by my peers for
misconduct.”

A decade ago judgmcent of newsmen
by other newsmen might not have
meant as much, because even 10 years
back many station executives looked on
news departments as entities to be
tolerated and not encouraged or en-
larged. But there has been a change in
those attitudes, brought about in part
by the caliber of men and women
seeking to get into broadcast journalism
and the fact that they consider them-
selves professionals, not rip ‘n’ read
specialists. “Today,” says Mr. Barker,
“broadcast newsmen go into the com-
munity and become a part of it. They
don’t jump around as much as they used
to.” Of news directors, he says: “More
and more they are finding themselves in
the role of the newspaper editor and
are assuming that role as community
spokesmen and leaders.”

Edmund Asa Barker has first-hand
knowledge of the stability of newsmen
since he was an early practitioner of the
art. When he joined XRLD-AM-Tv Dallas
in 1949 he was hired as an announcer-
newsman. Today he is news director of
the stations and is on the executive
committee of the parent corporation,
the Times Herald Printing Co.

His position in the corporate struc-
ture can be used as an example of one
of Mr. Barker’s theses: that news direc-
tors are moving up the management
ladder. Top brass looks for the executive
possibilities in news personnel. If the
newsmen have anything on the ball, they
—like their co-workers in programing
and sales— will go to the top at stations
and group operations.

Eddie Barker must have something
on the ball. In 1962, while at the KRLD
stations, he was still doing football play-
by-play and color for Humble Oil’s
Southwest Conference radio network.
Just a few months ago he was partici-

Eddie Barker builds
ethical cornerstone
for radio-TV news

pant in a think session at the prestigious
Airlie House, located in Virginia's horse
country. The other participants at that
Airlie House session were educators,
newspaper and magazine editors and
columnists, noncommercial broadcast-
ers and a few government policy mak-
ers. Mr. Barker, as RTNDA president,
was the only commercial broadcaster
on the premises.

That meeting and others like it sup-
port another of his theories: that the
RTNDA’s role in the industry is
growing and will continue to expand.
“We’re the group in the white hats,” he
says.

“Many people,”

Mr. Barker con-

WeeksProfile

R

Edmund Asa Barker—president,
Radio Television News Directors
Association, news director, KRLD-
AM-FM-TV Dallas; b. Aug. 18,
1927, San Antonio, Tex.; Har-
landale High School, San An-
tonio, 1944; announcer, KMAC
San Antonio, 1943-1949; South-
west Conference football play-by-
play, 1947-62; newsman-announc-
er, KRLD-TV, 1949; news director,
KRLD, 1953; news director, KRLD-
AM-FM-TV, 1957; member of ex-
ecutive committee of licensee
Times Herald Printing Co., 1967;
RTNDA president, 1969; vice
president, AP Radio Television
Association; former president,
Press Club of Dallas; member—
Sigma Delta Chi; m. Jane Eliza-
beth Rosebrock of New York,
Feb. 6, 1954; children—Allan,
14; Susan, 13; Leslie Ann, 12;
Ben, 9; Jeanne, 8; hobbies—sail-
ing, bicycle riding.

tends, “associate news with puritanism”
and that newsmen “kind of stand
aloof” from the entertainment pro-
graming on radio and television. Be-
cause of that public attitude, he adds,
“RTNDA can fight a whole lot of
battles for the industry.”

“It’s taken a long time,” Mr. Barker
notes, “but broadcasting is just getting
around to realizing that its role in
society means more than just enter-
tainment programs. Broadcasting is
going through a tremendous reappraisal
and that’s good, since it makes us more
aware of the potential we have. It
makes us realize that we’re molders of
public opinion.”

Broadcasting has been a part of Ed-
die Barker’s life since he was 16 and he
discovered that he could enter his cho-
sen profession and make more—$2.50 a
week at the time—in radio than he
could working as a boy-of-all-trades in
a San Antonio, Tex.. drugstore.

From 1943 to 1949 he was with
KMAC San Antonio. In 1947 he added
the Southwest Conference job and con-
tinued with that until 1962. Among
the other announcers on that Humble
network were Bill Michaels, now presi-
dent of Storer Broadcasting Co., and
Ves Box, now vice president and gen-
eral manager of KRLD-Tv and one of
Eddie Barker’s bosses.

It was while Mr. Box—then chief
announcer of KRLD-—and Mr. Barker
were working a football game together
that Mr. Barker was offered a job at
KRLD-TV, not then on the air.

“Eddie’s personality, congeniality,
great writing ability and wonderful
memory for names” impressed Mr. Box.

Eddie Barker joined KRLD-TV on
Dec. 3, 1949, the station's air date, and
did the first newscast aired on it.

Nearly 20 years later, he still gets in
his on-air licks, as anchorman of the
daily 6-6:30 p.m. TV newscast. Addi-
tionally, he keeps a toe hold in radio by
participating in a daily 7:45-8 a.m.
discussion session on KRLD.

Although he has been spending a
very full year as RTNDA president in
addition to supervising the 25-man
KRLD-AM-TV news staff, Mr. Barker is
stil an avid on-the-street newsman
at heart.

He talks of specialization in broad-
cast news staffs being molded along the
lines that newspapers have found suc-
cessful. “Better news operations,” he
says, “‘are going to specialization—as-
signing a newsman to one or two beats
—and finding it pays off in the amount
of news developed and the authoritative
manner with which it is aired.”

He feels that there has been a
“tremendous upgrading” in news staffs
generally and that is partly attributable
to the “much higher caliber” of young
people getting into broadcast news.
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Hilitarials

$220 million up in smoke

Broadcasters are turning out to be the patsies in a grubby
game of politics being played over cigarette advertising.
They stand to lose a couple of hundred million in billings
per year while proprietors of other media profit and, unless
the American experience turns out to be unique. the tobacco
companies go on selling as many cigarettes as ever.

It will have been a neat ploy by the cigarette makers, if
they are allowed to get away with it. Voluntary withdrawal
from broadcast advertising will have no effect whatever on
total cigarette sales, as has been proved in other countries,
but will serve as the political sacrifice to stop the govern-
ment from requiring death warnings in other advertising. It
is better than business as usual; it is business at continued
volume and lower expense.

No doubt some of the legislators and regulators will be
tempted to buy it. Worse deals have been made in the name
of consumer protection. The Magnusons and Mosses, the
Hydes and Rand Dixons will claim credit for saving the
people from the horrors of cigarette commercials on the
air. If they say it often and loud enough, nobody may think
to ask what has been done about the basic problem of
cigarette smoking and health. if indeed that is the problem
that this furor has been all about.

Since the beginning, the campaign against cigarette ad-
vertising on radio and television has been discriminatory. At
times it has been cynical. The influential Washington Post,
for example, has carried vicious cartoons and editorials
maligning broadcasters for accepting cigarette commercials.
Never has the Post editorially explained why it and its asso-
ciated magazine, Newsweek, carry all of the cigarette ad-
vertising they can get.

Nor did the campaign abate after the National Association
of Broadcasters adopted an eminently reasonable schedule to
phase out cigarette advertising over four years. The poli-
ticians and the rival media retorted with criticism of foot-
dragging, though such an example of voluntary restraint is
probably unparalleled in American business. When did the
other advertising media give up $220 million a year in
advertising of an absolutely legal product?

It now appears that cigarette advertising will leave the air
on an accelcrated schedule. If that is where the matter quits,
broadcasting will have been victimized for no public benefit
whatever. Logic, equity and the public interest require that
all cigarette advertising that survives—print. point of pur-
chase, direct mail, display—contain a suitable warning of
hazards to health.

If the menace to the public health is so severe that it
justifies the scrapping of $220 million worth of advertising
on the air, it must not be concealed in other media.

Up there; down here

Up there fame's fair-haired heroes made that “giant leap”
to the moon as a half-billion people on earth below
watched in wonder.

From blast-off to splash-down eight days later, television
and radio, via pooled pickups of networks and groups,
transmitted the greatest running story ever told. Involved
were months of preparation and as yet untabulated costs
that far exceed the limited sponsorship income.

And while Astronauts Neil Armstrong, Edwin E. Aldrin
Jr., and Michael Collins were returning to their home planet,
what was happening down here on earth?

For one thing, the Russians disdained live coverage,
jammed the Voice of America, and mysteriously and still
inexplicably sent unmanned Luna 15 into moon orbit only
to have it crash into the moon’s surface. But Russia did
carry taped excerpts the next day. So far as is known Red
China kept the cosmos-shaking event totally secret.

It approaches sacrilege to mention what was transpiring
at the FCC, that earthbound agency that has a vastly im-
portant role in space communications. The FCC was hear-
ing arguments on proposed rules to limit network ownership
of programs. The merits won't be argued here.

At that procceding one commissioner, whose headline-
hunting propensities are known to the greenest cub reporter,
berated networks for programing “tasteless gruel.”

That at a time when U. S. television and radio had dis-
tinguished themselves in superlative coverage of the greatest
spot news story in history and had given global TV its
greatest impetus.

The good new days

At some time next year, the exact date disputed by rival
claimants, radio broadcasting will be 50 years old. The
anniversary gives the National Association of Broadcasters
reason to plan a year-long promotion, which deserves wide-
spread support.

Here is a chance for broadcasters. individually and col-
lectively, to exercise ingenuity in telling a legitimate story
of broadcast service over half a century. There should be
plenty of material for radio features of varied length and
content and for television specials worth network distribu-
tion. The anniversary provides a reason and a challenge to
revisit broadcasting’s historic moments, relating them to
present times.

We suggest that the celebration be tuned less to the past
than to the future. Radio and television have always lived
by the clock, not the calendar. With 50 years of experience,
broadcasters have learned how to cope with a clock that
seems to run faster all the time.

Drawn for BRroabpcasTING by Sid Hix
“How long will it be before some creative team wants
to go up there on a commercial making junket?”
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First class on KPRC-TV is habit-forming

It’s a habit that starts the minute your first commercial begins to run. And find vour-
self in a place you’ve never been before. First class on KPRC-TV.

Away from impossible adjacencies and left-hand pages, in a world of priceless Hous-
ton market customers. Like buying power. Graciousness. Exquisite care.

Then, it begins to please the pocketbook. With superb buying plans. A choice of gour-
met availabilities. Savored with subtle vintage programming.

It may even wrap itself around your budget. Like complete market coverage.

Good-selling from the lady in the lovely silk sari, with the
KPRC in the middle of her forehead. And the smile no hostess
school could teach.

First class on KPRC-TV, to sucess and beyond.
It’s a habit that travels well.
First class to success on luxurious,
exotic KPRC-TV, Houston.

The television station that treats you like a Maharajah. Over 16 years of selling experience.
Call your television travel agent: Edward Petry and Company. National Representatives.



“ .and now the

President of the
United States
Hoobert Heever”

{BROADCASTING BLUNDERS #1)
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