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How to squeeze more mileage out of rising ad costs.
TELESTATUS: Matching TV markets and sales areas.

SPECIAL REPORT: They're destroying ad myths in Milwaukee.
A rundown on the NAB's lineup at fall conferences.

IN ITS TIME PERIOD...

What first-run
half-hour syndicated
show 1s

firstin Metro Rating in 30 markets?’

greater than all competition combined in Metro Rating in 9 markets?

first in Total Women in 34 markets?

greater than all its competition combined in Total Women in 10 markets?
greater than all its competition combined in Total Viewers in 11 markets?
first in Households in 34 markets?

first in Total Adults in 31 markets?

greater than all its competition combined in Young Men (18-49) in 10 markets?
first in Total Viewers in 38 markets?

first in Total Men in 26 markets?

greater than all its competition combined in Total Adults in 11 markets?
first in Young Women (18-49) in 35 markets?*




TIFSTIN iVIBTro dnare in Zg markets/’”
leading program on an independent in Total Adults in 3 markets?°

greater than all its competition combined in Metro Share in 10 markets?

greater than all its competition combined in Total Households in 10 markets?
firstin Young Adults (18-49) in 29 markets?*

leading program on an indie in Total Women in 4 markets?’

leading program on an indie in Young Adults (18-49) in 3 markets?*

greater than all its competition combined in Young Women (18-43) in 12 markets?
leading program on an indie in Total Viewers in 4 market
leading program on an indie in Young Men (18-49

leading program on an indie in Total Men in
greater than all its competition combined in

Source: ARB Februory/Morch 1969
informotion is bosed on overoges within the
progrom’s time period {where it wos
stripped 4 or 5 doys per week]).

Your MPS Representative hos complete
morket by market details.

Audience ond reloted doto are bosed on
estimotes provided by the roting service indi-
coted ond ore subject to quolilicotions issved
by this service. Copies of such quolilicotions
are ovoilobie upon request.

1. tied for first in 4 of the cbove markets

2. tied for first in 2 of the abave markets

3. Plus additional independent stotions where
ronked lirst in time period.

4. tied for first in 1 of the obove morkets



%GFirst SRun“Syndicated °Program
SMaking “Television®Hsistory!

Ask yourself what TRUTH OR CONSEQUENCES can
do for your station in your market. Ask your rep. Ask MPS.

v METROMEDIA
PROGRAM

\ ‘ SALES 485 Lexington Avenue, New York, New York 10017 (212) 682-9100
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The WTEV audience in the greater Providence
TV area grows greater every day! The upward
swing will continue because of the reach and
penetration the 1,049-foot tower provides plus
ﬁ?x’;@?@ the programming format designed to attract
ot A M M N viewers today and hold them tomorrow. Ratings
N gy S Wi ol in the average number of homes reached make
the growth picture clear.*
UP 29%—7:30 pm to 11:00 pm Sun. thru Sat.

UP 34%—9:00 am to midnight Sun. thru Sat.
UP 77%—noon to 5:00 pm Mon. thru Fri.

Represented by

*Based on Feb.-Mar. 1969 ARB estimates as compared with Feb.-Mar.
1968 estimates; subject to inherent limitations of sampling tech-
niques and other qualifications issued by ARB, available upon request.
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Rhode Island —Massachusetts
Vance L. Eckersley, Sta. Mgr.

Senving the Greatex Providence Area
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Keepers of the fires

There will be still another seminar next
spring on how to deal with broadcasters
through FCC, if present plans hold. On
motion of Office of Communication of
United Church of Christ (Rev. Everett
C. Parker)—tireless cultivator of this
field—Broadcasting and Film Commis-
sion of National Council of Churches
has agreed to serve as co-sponsor, and
National Conference of Christian Broad-
casters is expected to follow suit. Plan is
to invite representatives of some 25
leading denominations to Washington
for “informative” sessions on how FCC
works, forms it uses, etc. FCC, perhaps
National Association of Broadcasters,
may also be invited.

No date has been set, but leaders are
talking of March as likely timing. If so,
sessions would precede by month “na-
tional” convocation that National Citi-
zens Committee for Broadcasting plans
to hold in New York “for all citizens
appalled at state of broadcasting,” at
which avowed number-one topic is to
be “what local groups can do to make
sure stations live up to what they say
they will do”" (*Closed Circuit,” July 28).

One family

Proof that Nixon administration regards
broadcast journalism on par with printed
press is coming up. As policy, Nixon
administration has decided to intermix
newspaper publishers and editors with
radio and television station and network
owners and managers at White House
media functions. This is handiwork of
Herbert G. Klein, director of communi-
cations for the executive branch, who
integrated news operations upon assum-
ing office last January.

Bench strength

With new network TV prime-time sea-
son only in first month, plans already
are beginning to jell for possible second-
season replacements (in January or
early February) for returning series that
can’t keep pace or new ones that indi-
cate little staying power. While net-
works are still talking about newly in-
troduced product and not anxious yet
to promote substitute shows, following
programs look to be in bullpens:
ABC-TV: The Johnny Cash Show,
reprise of successful summer hour in
association with Screen Gems; Nanny
Will Do, half-hour comedy out of 20th
Century-Fox: Engelbert Humperdinck
Variery Hour. CBS-TV: Hee Haw,
pickup of highly rated summer country-

and-western variety hour; The Singer,
Mel Torme variety hour. NBC-TV:
half-hour situation comedy to star Flip
Wilson, out of Screen Gems; Arnold's
Closet Revue, comedy starring Arte
Johnson and produced by Schlatter-
Friendly; From a Bird’'s Eye View,
half-hour comedy about airline hostess,
produced by Sheldon Leonard in Lon-
don: The Strange Report, hour detective
show produced by Norman Felton in
London; hour country variety with Roy
Rogers and Dale Evans.

Pre-emptibles

NBC Radio affiliates will be told this
week at convention in San Juan, Puerto
Rico, that they'll be given unsold com-
mercial positions in network’s hourly
news for sale to their own accounts.
Only catch is that network may reca-
pitulate positions on 48-hour notice.
Arthur A. Watson, NBC Radio presi-
dent, is calling it “no waste plan.”

NBC Radio’s five-and-a-half-minute
newscasts on hour contain two commer-
cial positions, one for minute, other for
30 seconds. Until now network has filled
unsold spots with news. In future it will
fill with promotional material which af-
filiates can dump to insert own com-
mercials.

Better late

Retirement will be little sweeter for
FCC Chairman Rosel H. Hyde if he is
still in office—as expected—when Presi-
dent Nixon signs legislation fattening re-
tirement for government employes. He
would get some $24,000 annually under
new plan, some $1,000 more than he
would have gotten otherwise. Legisla-
tion went to White House after Senate
approved it last week. Chairman Hyde
is not expected to be replaced by Dean
Burch before next week.

What public is owed

Ditchley Foundation, Oxford, England,
host at seminar on law over July 4
weekend which included new Chief
Justice Warren E. Burger, several fed-
eral judges and other U.S. lawyers, is
turning its attention to “Responsibilities
of Communications Media.” It has
scheduled “an expert Anglo-American
conference” for weekend of Jan. 9-12,
1970, to which it is inviting selected
guests on both sides of Atlantic “at
highest possible level” from ‘“commer-
cial and public-service radio and televi-
sion, newspapers and magazines, adver-
tising, academic and institutional spe-

Llosedbircuit .

Terms of reference for conference,
as outlined by Provost H. V. Hodson,
are “to consider the responsibilities of
those controlling mass communications
media (including especially television)
and their executive subordinates to the
society they serve, in political, social,
educational, health and moral terms;
how those responsibilities should be
reconciled with the competitive motiva-
tion of commercial media; the correc-
tive role of public-service media; and
any improvements in public control
which may thus be indicated.”

No relief

FCC Chairman Rosel H. Hyde and
General Counsel Henry Geller appear
likely losers in effort to put commission
on tighter leash in investigating allega-
tions of news distortions. Chairman
Hyde is backing Mr. Geller's proposed
policy statement in which commission
would declare intention to refrain from
investigating such charges barring ex-
trinsic evidence licensee or top manage-
ment is involved (BROADCASTING, Sept.
29). Statement is opposed by Commis-
sioners Robert T. Bartley, Kenneth A.
Cox and H. Rex Lee. And Commis-
sioner Nicholas Johnson, who holds
swing vote, is regarded by commission
sources as unlikely to accept general
counsel’s position.

Commissioners Johnson, Cox and H.
Rex Lee have drafted opinions designed
to bridge gap within commission. But
Chairman Hyde is believed unwilling
to compromise. As result, obsetvers
say, he will lose. Policy argument grew
out of commission consideration of
charges levcled at CBS’s Hunger in
America. Commission will clear CBS of
charges in that case.

Outing

Barring unexpected, first public appear-
ance before non-official audience to be
made by incoming Chairman Dean
Burch of FCC is scheduled before
DuPont Awards in New York on Fri-
day, Nov. 14. Dean Burch, who, along
with FCC nominee Robert Wells, ap-
pears before Senate Commerce Com-
mittee on confirmation hearing this
Wednesday. has been turning down all
invitations until he gets settled. DuPont
Awards commitment had been made
prior to non-participation decision.
Awards for first time will be presented
under auspices of Columbia University
School of Journalism.
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Find out why students protest.
From guys with long hair
and guys with short hair.
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The Students for a Democratic
Society have very definite opinions of
what’s wrong with our society.
Society has very definite opinions of
what’s wrong with them.

You'll hear differing points of
view from our students, their
professors, and our congressmen in
the one-hour special, “SDS: Reform
to Revolution.” We reach no
conclusion. Because we think you
should reach your own.

Our SDS program is just one of
the 52 prime-time specials Group W
is presenting on its five television
stations this year.

Each week we bring you a
special that’s different from the one
you saw the week before.

For example, one will star
professional football players over
thirty. Another will star musicians
too young to remember them. And
still others will be exposing you to

§
!
j
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problems only you can solve.

We did a special on the SDS
because we don’t think you should
judge them by what’s growing on the
top of their heads, but rather by
what’s going on inside them.

GROUP

Wi

WBZ - WBZ-TV BOSTON - WINS NEW YORK
KYW - KYW-TV PHILADELPHIA- WJZ-TV BALTIMORE
KOKA - KOKA-TV PITTSBURGH - KPIX SAN FRANCISCO
WIND CHICAGO - wOWO FT. WAYNE - KFWB LOS ANGELES
WESTINGHOUSE BROADCASTING COMPANY
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WeekinBrief

At workshop on TV advertising conducted by Association
of National Advertisers last week in New York, ways of
getting most for advertiser's dollar is dominant theme.
Right commercial for right audience stressed. See . ..

TV Utopia: bottom dollar, top job ... 25

Avco Broadcasting turns back on NAB TV Code Authority
in announcing it will disregard code article prohibiting
live models in lingerie commercials; claims article is ar-
chaic, without foundation. See . . .

Avco will use live lingerie models . .. 32

New anti-TV violence group, Foundation to Improve Tele-
vision, asks FCC to deny license grants, renewals, to
stations proposing to air excessive amounts of violence
and horror in their programing. See .. .

A new criterion for license renewal . .. 48

Milwaukee Advertising Laboratory derives unorthodox, al-
beit tentative, findings from five years of product tests,
including possible cost-per-thousand delusion, negative
effect of commercials and ‘best’ medium myth. See . ..

They're destroying ad myths in Milwaukee... 54

House approves bill authorizing $20 million for Corp. for
Public Broadcasting and HEW facilities grants of $15
million a year for three years. Legislation now moves to
conference between House and Senate. See . . .

House approves $20 million for CPB ... 60

WGN Continental Broadcasting Co. offers to donate
WFMT(FM) Chicago to charitable or educational institu-
tion, yielding to pressure from citizens group which op-
posed WGN's take-over of station. See . ..

WFMT becomes a million-dollar gift... 62

Research organization for WMAL-TV Washington disputes
TV study by Institute for Policy Studies used by black
group to help persuade FCC to deny station's license re-
newal. See .

A blast at the boys from the institute . .. 64

Major issues confronting broadcasting—such as impend-
ing loss of cigarette advertising, pay-TV threat and CATV
negotiations—will head NAB fall conferences. Plans for
50th anniversary celebration to be announced. See . . .

NAB has a cross-country checkup ... 68

FCC's Nicholas Johnson still dodging potshots from broad-
casters as Georgia AM manager charges he implied ‘threat
to the licensee' in speech last January. But some broad-
casters repudiate attacks by state associations. See . . .

Another broadside against Johnson ... 72

Would-be UHF station WENS-TV Pittsburgh languishes as
Evans Broadcasting Corp. asks FCC to declare Springfieid
Television Broadcasting Corp.'s CP expired or forfeited
and grant permit to Evans. See . . .

A Pittsburgh UHF remains dormant ... 74

Departments

Broadcasting

AT DEADLINE ..o 9 PROGRAMING ......ccooveeeiiieeeieeeeeea 40 Published c\.]ery' MO?day Sby grolad-
BROADCAST ADVERTISING ......... 25 SPECIAL REPORT ..o 54 | casting Publications Inc. Second-class
HANGING HANDS 70 TELESTATUS 3 | postage paid at Washington, D.C., and
© NG HANDS ..ooovveeecceveiecen. 10 TELESTATUS L Fdditional offices. .
CLOSED CIRCUIT 5  WEEK'S PROFILE ..o 95 Subscription prices: Ann;?los(;]obs‘xjp&
EEK'S HEADLINERS ... 10 | tion for 52 weekly issues .00.
DATEBOOK oo B3 W $2.00 per year for Canada and $4.00
EDITORIALS ..o ) for all other countries. Subscriber’s oscd
e 15 cupation required. Regular issues J
EQUIPMENT & EHISINEERING cerg[s per copy. BROADCASTING YEAR-
FATES & FORTUNES s BOOK, published every January, $11.50
FOCUS ON FINANCE 51 P per copy.
FOR THE RECORD 72 n——— a— Subscription orders and  address
"""""""""""""" AMERICAN BUSINESS PRESS, INC. ciranges: Send to BROADCASTING Circuia-
INTERNATIONAL oo 58 —“.— tion Department, ]7:g Cl:)esaé)eos Stre(gi,
o'__2 N.W., Washington, D.C., 20036. On
THE MEDJA s 60 3 v s s both cld_and
MONDAY MEMO ..coov e 20 o e new address plus address label from
OPEN MIKE ..o 16 ?curass front cover of the magazine.

BROADCASTING, Oct. 13, 1969

7



exclusive
"' Rona Barrett stands alone. She is uncontested as the television reporter
for world wide entertainment news. Her stories are gathered through an

intimate network of contacts. These private sources come up with the

facts she reports daily. Rona, alone, offers this exclusive news service to
stations...A news feature the station across the street can’t duplicate.

flexible

Rona Barrett builds interest in programming throughout the day. Most
stations use Rona in the news. Some stations use Rona to heighten the
appeal of their women’s show. Some schedule her reports before the
evening movie.

popular

Rona's popularity is living proof of her television success. Her newscasts
are now carned by 35 stations. Her fan mail is fantastic. Rona’s hard-
back book on Hollywood will be published soon.

total

Is your news service total? Not without Rona. Entertainment news
rivals sports news. Provide both and you've got complete appeal.

l

Now in:

New York

Los Angeles
Phitadetphia
Detroit

Boston
Cleveland

San Francisco
Washington, D.C.
Kansas City
Cincinnati

Salt Lake City
Toledo
Columbus, Ohio
Dayton

Aibany, N.Y.
Phoenix

New Orieans
Sacramento
Monroe

Littte Rock
Providence
ElPaso

St. Louis

Dallas

Houston
Memphis
Tucson
Amaritic

Palm Beach
Las Vegas
Saginaw
Huntington, W. Va.
Columbus, Miss.
Scranton
Moline

METROMEDIA
PROGRAM

485 Lexington Ave.
New York, N.Y.

Team up with Rona Barrett... She makes the difference.



Late news breaks on this page and overieaf.
Complete coverage of the week begins on page 25.

N.Y. right to franchise suffers court defeat
Comtel's lease pact with telco may go before FCC

Right of New York City cable system
to operate without city franchise when
using existing underground telephone
lines was upheld for third time in New
York State Court of Appeals decision
late last week. But final determination
of issue rests with FCC in December
hearings.

Similar court decisions have been
issued in Michigan, Ohio and Maine.

Court unanimously affirmed without
comment two lower court decisions in
favor of Comtel Inc., cable subsidiary
of Bell Television Inc. (BROADCASTING,
Oct. 28, 1968 et seq.). Under com-
mission’s 1968 decision asserting its
authority in Section 214 matters, FCC
could still veto plan by refusing to give
“certificate of public convenience and
necessity” to telephone company for
additional lines.

Telephone companies dispute com-
mission’s contention it is authorized to
require certification, and have taken
their fight for reversal to Supremc
Court. High court is expected to rule
soon, possibly this week, on whether it
will review case.

Section 214 does not represent only
possible commission approach to regu-
lation of CATV systems not subject
to local or state control. In pending
rulemaking proceeding, aimed at re-
vamping CATV rules, commission has
asked for comment on whether it has
authority to regulate CATV on rates,
technical standards and other matters
in areas where no local franchising is
required, and whether commission
should exercise that authority.

Representative  of  city, Morris
Tarshis, director of bureau of fran-
chises, noted that “the FCC may still
decide to set up its own rules—it’s not
governed by the appeals decision. “The
city intends to continue franchising,”
he continued, “and it will request a
clarification from the state legislature
that it never intended to let CATV
operate without city regulation.”

Mr. Tarshis envisions franchised
cable services eventually providing al-
ternative telephone service to present
telephone-company monopoly. “The
phone company is not going to let com-
panies using their lines set up a compet-
ing communications network,” he de-
clared. “The public needs a place to
come and complain, and the phone
company is the last one they'd want to
be deciding who can operate such
services.”

“The decision really doesn’t repre-
sent any change at all for us,” said
Richard Flynn, legal counsel for Man-
hattan Cable Television, one of three
franchised systems in New York.
“There is no question of our right to
use city streets.” There is still question
of Comtel's right, though, he claimed.

“It's highly possible that the FCC
may say they can’t continue,” Mr.
Flynn said. “Section 214 says they're
supposed to avoid duplication of facili-
ties.” He felt decision only enriched
Manhattan’s franchise by allowing it to
offer other services.

Trving Kahn, president of Tele-
prompter Corp., which holds franchise
in upper Manhattan, also cited necessity
to wait for commission action, but
noted that if decision was upheld. Tele-
prompter would begin using telephone
lines (0 service entire city. “[t's not
harmful to us at all,” he said. “but 1
think it’s harmful to the public because
of the lack of control of standards now
set by the city. The decision is com-
pletely contrary to FCC policy,” he
added.

Network-TV spending up

Investment in network television rose to
$135,787,000 for September, gain of
11% over September 1968. Television
Bureau of Advertising reported Friday
(Oct. 10).

Using figures compiled by Broadcast
Advertisers Reports, TVB said that
spending by TV networks from January
through September 1969 increased over
same 1968 period by 10.3% to $1,159,-
204,900.

Nonduplication ordered

Platteville Cable TV Corp., owner and
operator of 12-channel CATV systcm
in Platteville, Wis., was ordered to cease
and dasist from violating FCC's nondu-
plication rule in initial decision by Hear-
ing Examiner Herbert Sharfman re-
leased Friday (Oct. 10).

Action stemimed from complaint by
wMTV(TV) Madison. Wis., one of eight
stations whose signals are carried by
Platteville.

WMTv charged Platteville refused to
provide nonduplication protection for its
NBC programs when it offered same-day
carriage of programs as broadcast by
woc-T1v Davenport, Towa, another NBC

AtDeadline

Cease-and-desist order was issued af-
ter Platteville failed to respond to com-
mission inquiry into matter. Platteville
had argued it had ended carriage of
woc-Tv’'s NBC programs and order
would be “superfluous.” But Examiner
Sharfman said “lack of amity between
parties in past,” if nothing else, justified
order for wMTV’s protection.

Date with some Angels

Even before 1969 World Series started,
KMPC(AM) Los Angeles was able to sell
out play-by-play coverage of California
Angels for 1970, although team had
disappointing season this year.

Four advertisers, each sponsoring one-
fourth of broadcasts, renewed for next
season. They are Standard Oil, Anheus-
er-Busch, Continental Airlines and Loril-
lard Corp. Sponsorship contracts cover
Angels’ baseball network of 20 stations,
including KMPC, in southern and central
California, Arizona and Nevada.

More cut-rate politicals

Westinghouse Broadcasting Co. an-
nounced Friday (Oct. 10) that all of its
radio and TV stations would grant dis-
counts of 25% off fixed rates to all
political candidates, retroactive to Oct.
1. Stations are wiNs(aM) New York,
WBZ-AM-FM-TV  Boston; Kyw-AM-Tv
Philadelphia; kpix(Tv) San Francisco;
KDKA-AM-FM-TV Pittsburgh; wowo(am)
Fort Wayne, Ind.; winD(AM) Chicago;
KFwWB(AM) Los Angeles, and wJjz-1v
Baltimore.

Another TVC acquisition

Television Communications Corp., New
York, said Friday (Oct. 10) it has ac-
quired CATV franchise for Martins-
burg, W. Va,, and has eight new com-
mitments for its electronics CATV-pro-
graming system.

Martinsburg franchise, which is TVC’s
first system in West Virginia, will serv-
ice 5,000 potential subscribers, increas-
ing company’s number of operating
systems to 17 in 12 states, with total
subscriber potential of 260,000.

Gridtronics is TVC’s four-channel
system designed to increase number of
continually programed channels avail-
able to home.

Dampers on satellite use

Idea of direct TV broadcasting from
synchronous satellites into home receiv-
ers received setback following consider-

~ More “At ‘Deadline” on page_lq




Mr. Cobb

Mr. Paro

Tom E. Paro, general manager of wrc-
TV Washington, NBC-owned station,
elected NBC VP. Mr. Paro, whose ap-
pointment as general manager became
effective Oct. 1 with retirement of
Joseph W. Goodfellow, will continue
to report to Raymond Welpott, presi-

dent, NBC-Owned Television Stations
Division.

Grover C. Cobb, VP for broadcasting
of Gannett Co., elected president of
WHEC Inc., Rochester, N.Y. (WHEC-
AM-FM there). He succeeds Paul Miller,
who remains head of Gannett Co. and
member of WHEC board of directors.
Move is to further sever broadcasting
from Gannett newspaper operation.
WHEC is wholly-owned subsidiary of
Gannett Co., national communications
firm.

In additional moves, Gannett direc-
tors Allen H. Neuharth and John E.
Heselden resign from WHEC board.
John R. Purcell, financial VP of Gan-
nett resigns as secretary and treasurer
of WHEC, but is elected assistant secre-
tary and assistant treasurer. Richard
K. Blackbumn, chief engineer of WHEC
elected secretary and Leo L. Wesley,
WHEC auditor, elected treasurer. Glover
Delany continues as VP and general
manager.

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

ation by world’s radio engineers at
meeting in Geneva of International Con-
sultative Committee on Radio (CCIR),
which also recommended standards for
film and tape programs (see page 75).

Participants agreed that powers need-
ed to provide service to home equiva-
lent to what terrestrial TV broadcasters
provide now are infeasible, given pres-
ent satellite state-of-art. Some examples
of powers needed: for AM video sys-
tem on 800 mc, 25 kw transmitter and
60-foot antenna would be required on
satellite. FM video system on same fre-
quency would require only 63 w, but
still need 60-foot antenna. Antenna
height is considered crucial drawback
to direct TV broadcasting.

If 12,000 mc band was used, AM
video system would need 80 kw but
only five-foot antenna; using FM video
system, power would be only 500 w
with same antenna. Last is believed only
method whereby direct broadcasting
of television would be feasible now. al-
though it would not be compatible with
present U.S. TV system which uses AM
modulation for video.

Head of U.S. delegation participating
in direct-satellite-broadcasting working
group was George Jacobs, chief, fre-
quency division, U.S. Information
Agency.

Lunar color TV possibility

Although engineers hold dim view of
using color TV on surface of moon next
month when Apollo 12 mission goes for
second landing, fact is that Westing-
house color-TV camera used aboard
spacecraft in Apollo 11 has been modi-
fied for use on lunar surface and is

undergoing tests.

Because bandwidth for color TV will
have to be narrowed to accommodate
other essential data on same single
channel, color video from moon may
not be as sharp in resolution on home
black-and-white receivers as Apollo
11’s was last July. But color should add
more information for viewers.

At present no firm decision on use of
color TV on moon has been made by
National Aeronautics and Space Ad-
ministration, however, one should be
made soon.

Group still wants to scrap
Citizens Committee to Save WFMT said
Friday (Oct. 10) it is “pleased” WoN
Continental Broadcasting Co. plans to
give WFMT(FM) Chicago to some unde-
termined charitable or educational group
(see page 62). But committee added it
is reserving judgment on legal point of
whether WGN has property to give away
in first place. Raising of issue may de-
pend upon to whom WGN wants to give
pioneer fine-arts station and in what
manner.

Original sale of WFMT to WGN for
about $1 million has been contested in
courts and before FCC by citizens’
group whose local counsel now is Rob-
ert Bennett, one-time aide to Commis-
sioner Nicholas Johnson.

Committee cited unsolved ques-
tions as to an appropriate procedure
to donate wrFMT and said it is ‘“‘con-
cerned that WFMT under any proposed
new ownership [will] provide service in
keeping with public interest. The Citi-
zens Committee will cooperate with
[WoN Continental] and its successor to

accomplish this objective.”

Committee also indicated it has in-
terest beyond WFMT case, saying its
“work has only begun.” Apart from
“our continuing work in future wFMT
proceedings, the committee will con-
tinue its efforts to insure that the struc-
ture of the broadcasting industry and
the content of its programing give proper
recognition to the public interest.” Com-
mittee concluded with observation that
“there still is a place in the American
scene for a good fight.”

ABC's ratings improve

Although ABC-TV placed close third in
Nielsen 70-city Multi-Network Area
(MNA) ratings for week ended Oct. S,
new ABC series, Movie of the Week,
placed first in new-show rankings. And
its Room 222 and Marcus Welby, M.D.
were not far behind.

NBC's Then Came Bronson and Bill
Cosby were among top-rated new shows,
as were CBS’s Jim Nabors and Medical
Center. Average ratings for week were
NBC 20.4, CBS 17.5, and ABC 17.2.

Top-10 programs were led by NBC's
Laugh-In, and included five movies—
ABC’s “The Immortal” and “Those
Magnificent Men in Their Flying Ma-
chines”; NBC's “Duel at Diablo” and
“Arabesque,” and CBS’s “The Sand-
pipers.” Other top-10 shows were NBC’s
Bonanza, Then Came Bronson and Bill
Cosby, and ABC’s Room 222.

New music-license committee
Membership of new All-Industry TV
Stations Music License Committee has
now been firmed up and will be an-
nounced this week or next.

In addition to Robert H. Smith of
WCYB-TV Bristol, Va., who takes over
from retiring chairman Charles Tower
of Corinthian Broadcasting (“Closed
Circuit,” Oct. 6), members will be John
McCoy of Storer Broadcasting and Paul
Goldman of KNOE-TV Monroe, La., both
members of present committee.

Eight other new members are Les
Arries, WBEN Inc., Buffalo, N. Y.; Joe
Dougherty, Capital Cities Broadcasting;
Joe Liss, wGN-Tv Chicago; John Mec-
Clay, Taft Broadcasting; Cecil Morris,
Westinghouse Broadcasting; Dick Per-
cival, KRNT-TV Des Moines, Towa; Jim
Stabile, Metromedia, and Blaine Whip-
ple, KSL-Tv Salt Lake City.

For practical purposes, prime job of
old committee—negotiation of new
music-license contract with American
Society of Composers, Authors and
Publishers, which took almost eight
years—was matter of history by last
Friday (Oct. 10). New contracts it had
negotiated reportedly had been signed
and returned to ASCAP by virtually all
TV stations, and last of tail-enders were
expected shortly.
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CHIN AWESTEDN DRAWI A
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DANCLING IN THE MOUTH
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VIEWER PULL.
LI®GN /70
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Judy Garland Clark Gable Kirk Douglas James Stewart
In The Good Old Across The Wide The Bad A‘md The Carbine Williams
Summertime Missouri Beautiful

Elizabeth Taylor Lauren Bacall Fred Astaire Humphrey B t
Last TPIme | Saw Cobweb SI"( Stockings B(’:"]e (y:irczgar
aris

H B B EEEEEEEDRE

Spencer Tracy & Cyd Charisse Paul Newman
Katherine Hepburn lt’ZAlways Fair Somebody Up There AX:Oanmrgger
Pat & Mike Weather Likes Me g9

These are only & few of the
glittering stars who make
magic in LION/70...70 of
Leo’s greatest post ‘48 features.
Never on a Network. Always a
local hit. Top ratings that get
better all the time.

Find out how to make the
LION/70 roar in your market.
Call the man from MGM-TV now.

LI®N/70

New York, Chicogo, Culver City, Atlanta, Dollos, Toronto.



Datehook .

A calendar of important meetings

and events in the field of communications.

sIndicates first or revised listing.

October

Oct. 12-14—NBC Ruadio Nelwork afilliated
stations’ annual convention. Americana ho-
tel, San Juan, Puerto Rico.

Oct. 12-15—Convention of American Asso-
ciation of Advertising Agencies Western
Region. Speakers: John Crichton: Clay
Buckhout; Bart Cummings: BIill Sharp, J.
Walter Thompson; Albert Petcavage, Doyle
Dane Bernbach; Carl Kotchlan, Lockheed
Alrcraft Corp.: Charles Adams, McManus,
John and Adams; Jim Lavenson, Hotel
Corp. of America. Santa Barbara Blltmore
hotel, Santa Barbara, Callf.

Oct. 13-15—Fall convention. Kentucky Broud-
casters Association, Phoenix hotel. Lexing-
ton.

Oct. 13-16—Seminar for antenna site de-
sign and malntenance, sponsored by Nation-
al Cable TV Center, Pennsylvania State
University, University Park, Pa.

Oct. 14—Annual stockholders meeting, Mere-
dith Corp. Des Molnes, Iowa.

Oct. 14-17 International Film & TV Festi-
val of New York, presented by Industrial
Exhibitions Inc. Americana hotel, New York.

Oct. 15—Man of the Year luncheon, spon-
sored by Pulse Inc. Honors Eugene Katz,
president of Katz Agency Inc., as Pulse’s
man of year.

a0ct. 15—Panel on ‘“‘law and order” and
the role of media. sponsored by Trlangle
Statlons. Includes Senator Charles Goodell
(R-N.Y.). Representative Lionel Van Deer-
lin (D-Calif.), Fhiladelphia District Attor-
ney Arlen Specter. and other participants:
Gallery of Performing Arts, Lincoln Center,
New York.

Oct. 15—''Time Selling Nuts and Bolts.”
One in a series of International Radio and
Television Society seminars. Bankers Trust
Auditorium, 280 Park Ave.. New York.

Oct. 15—Contlnuation of hearing on CATV
by committee onm corporations, authorities
and commisisons of New York state legisla-
ture. Robert Xelly, Republican assemblyman
from Brooklyn, is chairman. Albany, N. Y.

Oct. 16—International Radio and Television
Society’s fourth radlo commercials work-
shop, ‘‘Radio: The Message, the Medlum
and the Magic,”” Waldorf-Astoria hotel, New
York. Panels will examine successful ad-
vertising case histories, humorous commer-
clals and effective use of music. Panelists
include: ‘‘The Message '—Robert Oskner,
vice president, creative director, David,
Oskner & Mitchneck; Warren Pfaff, senior
vice president, creative supervisor, J. Wal-
ter Thompson Co.; George Newall, vice
president, copy supervisor, LaRoche, Mec-
Caffrey & McCall; “The Medium''—Jane
Trahey, president, Trahey/Wolf Advertising;
Tabby Andriello, president, Six West Re-
cording, and Vic Cowan, associate creative
director, Goulding-Elliott-Graybar; “‘The
Magic'—Ed Flynn, senlor vice president and
director of music, Lennen & Newell; Frank

NAB rezional 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.

Nov. 20-21—Sheraton motor inn, Portland,
Ore,

Harris, president, Frank Harris Produc-
tions.
Oct. 16-18—\WSM Grand Ole Opry annual

birthday celebration. Municipal auditorium,
Nashville.

Oct. 17—New deadline for reply comments
on FCC’s proposed rulemaking banning
cigarette advertising. Previous deadline was
Aug. 10.

Oct. 17—Annual fall conventlon, Consnecti-
cut Broadcasters Associatior. Hotel Amer-
ica. Hartford.

Oct. 19-21—Annual fall convention of North
Carolina Association of Broadcusters. Robert
E. Lee hotel, Winston-Salem,

aOct. 21—Lunchcon Meeting. Hollywood Ru-
dio and Television Society. Irving Kahn,
president and chairman of board, Tecle-
prompter Corp.. New York will be guest
speaker. Beverly Wilshire hotel. Beverly
Hills, Calif.

Oct. 20-23—Annual board and membership
meetings of Television Bureau of Advertis-
ing. HEW Secretary Robert H. Finch will
deliver keynote address. TV's service to
small business is theme of TVB's new pres-
entatlon, ‘'Small business growing larger,”
to be premiered at Wednesday session.
Shoreham hotel, Washington,

Oct. 20-21—Convention of eastern and
southeastern chapters of National Religious
Broadcasters. Marriott Motor Hotel, Twin
Bridges, Washington.

Oct. 22-2J—Annual fall convention of Indi-
ana Broadcuaslers Association. Sheraton ho-
tel. French Lick,

s0ct. 22—DMeeting of Technical Commiiltee
of Association of Maximum Service Tele-
casters Inc. \Washington.

Oct. 22—"Time Buying Made Hard."”” One
in a series of International Radio and Tele-
vision Society semlnars. Bankers Trust
Auditorium, 280 Park Ave., New York.

Oct. 22-24—Industry-sponsored Hollywood
Festival of World Television. Features TV
programs from more than 20 countries.
Century Plaza hotel, Los Angeles.

Oct. 22-25-Natlonal meetlng of Mutual Ad-
vertising Agency Network. Pfster hotel,
Milwaukee.

Oct. 23-24—Annual fall convention of Olio
Association of Broadcasters. Neil House,
Columbus,

Ocl. 24-26—Fall meeting of Missouri Broud-
casters Association. Cheshire Inn, St. Louls.

Oct, 29—''Case Study.’” One in a series of
Internationul Radio and Television Society
semlnars. Bankers Trust Auditorium, 280
Park Ave., New York.

Oct. 29-30—Production ’70 workshop on
video-tape television production methods, a
second edition of Reeves television work-
shop, which began in 1968. Reeves Television
Studios, Reeves Lincoln Square, New York
City.

Oct. 29-31—Annual fall convention of JIlli-
nois Association of Broudeastiers. Drake-
Oakbrook hotel, Oakbrook.

November

Nov. 3—New deadline for reply comments
on FCC’s proposed rulemaking requiring
licensees to show nondiscrimination In em-
ployment practices. Previous deadline was
Sept. 5.

Nov. 3—New deadline for filing reply com-
ments on Part Five of FCC’s proposed
rulemaking dealing with CATV policy. Pre-

We're
Professional
Headhunters!

Gentlemen headhunters who
know all the subtle ways to
move people from where they
are to your station where they
ought to be. Contact head
headhunter, Ron Curtis,
Nationwide Management
Consultants, 645 North
Michigan Avenue, Chicago,
lllinois 60611 for professional
help. Phone if you'd like
(312) 337-5318.

BROADCASTERS
1st CHOICE

for

1KW AM

CCA ELECTRONICS CORP.
Ti6 lersey Awe., Ghowcester City,
Hew Jersey DB030 - (E0D) 4° 716
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RE :
The SESAC Building, 1513 Hawkins Street, Nashville, Tenn. 37203

SESAC

Salutes

1

THE
WSM-

GRAND
OLE OPRY'S

44th

ANNIVERSARY

£

CELEBRATION

October 16-18, 1969
Nashville, Tennessee

And invites you to share the
celebration with us in the
SESAC Hospitality Suite
in the Governor's Room,

Andrew Jackson Hotel, Nashville.

WORLD HEADQUARTERS i
10 Columbus Cirgle, Mew York, MY, 10019 it

GIONAL OFFICES

Please send
: . SUBSCRIBER
Broadeastin
THE BUSINESSWEEKLY OF TELEWIGION AND BADID 01 year $10
[ 2 years $17
Name Position [ 3 years $25
Canada Add $2 Per Year
Foreign Add $4 Per Yesr
Company [J 1970 Yearbook $11.50

Home Address

Business Address

January Publication

City

[ Payment enclosed

State Zip 3 Bill me

|
|
|
|
|
|
|
!

BROADCASTING, 1735 DeSales Street, N.W. Washington, D. C. 20036

AODRESS CHANGE: Print now address above and attaech address label from = recest tsswe, or print old address
tnetuding 2ip code. Please allow two weeks for processing, mailing labels are addressed eme to two lssues la advanes.

vious deadline was Oct. 1,

Nov. 3-7—Annual armed forces audio-visual
communications conference with Depariment
of Army as host. Annual audio-visual,
pictorial, TV and communications equip-
ment symposium will be held In conjunc-
tion with conference. Sheraton-Park hotel,
Washington.

Nov. 5—"The Computer—from ESP to
EDP." One of Internaltional Radio and Tele-
vigion Sociely seminars. Bankers Trust Audi-
tortum, 280 Park Ave., New York.

Nov. 5-6—Association of National Advertis-
ers workshop. Delmonico’s hotel, New York.

Nov, 6-8—Cablecasting seminar, sbonsored
by the National Cable TV Association, Na-
tional Cable TV Center, Pennsylvania State
Unijversity, University Park, Pa.

sNov. 7—Black tie dinner honoring retiring
FCC Chairman Rosel H. Hyde. sponsored by
Federal Communications Bar Associalion.
Shoreham hotel, Washington.

Nov. 7-8—Annual fall meeting, Marviand-
District of Columbia-Delaware Association
of Broadcasters. Annapolis Hilton hotel,
Annapolls, Md.

Nov. 8-12—Annual convention, National 4sso-
ciation of Educational Broadcasters. Shera-
ton-Park hotel, Washington.

Nov, 9-12—Annual seminar of Broadcasters
Promotion Association, Marriott motor ho-
tel, PhiladelDhia.

Nov. 10-11—Combined workshop-management
conference sessions. Radio Advertising Bu-
reau. Continental Plaza, Chicago.

Nov. 12-15—Annual convention, Sigma Delta
Chi. El Cortez hotel, San Diego.

Nov. 18—Deadline for filing comments in
FCC’s probosed rulemaking Permitting the
inclusion of coded Information in TV visual
transmissions for the purpose of program
identification.

Nov. 21—Annual fall management seminar,
Kansas A iation of Bro ters. Ramada
Inn., Lawrence.

Nov. 28-30—Fall conventlon of XNationul
Association of Farm Broadcasters. Conrad
Hilton, Chlcago.

DECEMBER

mDe¢, 4-5—Special board of directors mect-
ing of Association of Maximum Service
Telecasters Inc. La Quinta hotel, La Quinta,
Calif.

sDec. 5-7—Fourth annual Radio Program
Conference. sponsored by programing con-
sultant Bill Gavin. Representatives John V.
Tunney (D-Calif.}). and Julian Bond. mem-
ber of Georgia House of Representatives.
speclal guests. Pancls on new concepts and
directions in broadcast programing. Music
roundtable with representatives from top-
40, non-rock, country. rhythm-and-blues
music stations. Regency Hyatt House, At-
lanta.

Dee. 7-10—Annual meeting of Association of
National Advertisers. Camelback and Moun-
tain Shadows Inn. Scottsdale, Ariz.

Dec. 6-11—QGalaxy conference on adult ed-
ucation, sponsored by Committes of Adult
Education Associations. Utilization of TV
for continuing education, among other sub-
jects, will be explored. John W, Macy Jr.,
president of Corp. for Public Broadcasting
and Henry Alter, National Educationai Tele-
vision, are scheduled to speak. Sheraton-
Park and Shoreham hotels, Washington.

Dec. 812—Annual National Association of
Broadcasters engineering/management sem-
inar. Purdue University, West Lafayette,
Ind.

Dec. 15—Presentation of first national awards
in communications medla by American Civil
Liberties Union. New York.

Dec. 17—Deadline for filing reply comments
in FCC’s proposed rulemaking permitting
the Inclusion of coded Information in TV
visual transmissions for the purpose of pro-
gram jdentificatton.
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Write or call us collect at (203)
327-2000. We'll send Audimax or
Volumax or both to your station. If
you can part with them after 30
days, we'll even pay the freight. But
if you want to make your station
their permanent home, all you do is
pay $665 for each instrument. $695
for the FM Volumax.

Chances are you'll be so sold on
Audimax and Volumax you’ll want
to keep them.

And you should. Afler all, they

BROADCASTING, Oct. 13, 1969

We'll do

a month’s work

for you
free!

can increase your program power
up to 8 times.

Solid state Audimax is an auto-
matic level control years ahead of
the ordinary AGC. By automatically
controlling audio levels, it frees en-
gineers, cuts cost, boosts your signal.

Volumax, also solid state, out-
modes conventional peak limiters
by controiling peaks automatically
without side effects. The FM Volu-
max is unconditionally guaranteed
to prevent overmodulation and SCA

crosstalk. By ecxpanding effective
coverage and improving reception,

they bring in extra advertising

revenue.

We can afford to give Audimax
and Volumax away free for 30 days.
Because they are so good, most peo-
ple can't afford to give them back.

PROFESSIONAL

PRODUCTS
% LABORATORIES

Stamford, Connecticut 06405
A Dwvssion of Columbia Broadcasting System, Inc.
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{all from your one best source)

Your choice of RCA microphones
is greater now than it ever was. No
surprise — from the foremost de-
signer of broadcast equipment
going. Going strong, too, after more
than 40 vyears of building-in top
performance in microphones.

Recognize that versatile maker
of stars up top? It's RCA’s famous
77DX polydirectional ribbon type
microphone. It may just have put
more stars on the air than any other
microphone.

Now, in addition to the 77DX,
and the many famous RCA pro-
fessional microphones you are fa-
miliar with, RCA offers these new

Starmaker "dynamic’” microphones,
Seven on hand, more on the way.

Omnidirectionals. Unidirectionals
(cardioids}). And the HK-106 *“su-
per' cardioid. Together they offer
you a wide choice of frequency re-
sponses and impedance ratings.

Think of these new Starmaker
microphones — and their accesso-
ries — when you expand or replace
your present facilities. RCA micro-
phones are as near as your local
RCA Distributor. Call him. For
data sheets, write: RCA Electronic
Components,
Section J-13MC-2 m@m
Harrison, N. J.

OpenMike -

A Detrgit veteran

Epitor: On Oct. 10 George Pierrot is
to celebrate his 21st consecutive year
on Detroit television as host of his live
travel-adventure program. This is the
longest running TV program of any
kind in Detroit. We believe it to be the
most durable TV travel show anywhere
in the world. Does any reader know of
an older one?

For 15 of the 21 years his program
appeared on both wxyz-Tv and wwJ-Tv
Detroit. He is now on wwj-Tv 5-6
p.m., Monday-Friday; 5-5:30 p.m.,
Saturday, and 7-7:30 p.m., Sunday.
Here’s a picture of Mr. Pierrot taken
on a recent show.—Dick Fenunel, vice
president, George F. Pierrot Produc-
tions, Derroir.

Mr. Pierrot (1) and guest from Alaska,
Don Cooper.

Some old-timer nominees

Eprtor: 1 certainly enjoyed the Sept.
22 “Special Report” on Bonanza, but
I must take exception to some television
programs omitted from the list of dura-
bles.

1 have a copy of the TV “Comparo-
graph” in BROADCASTING, Oct. 12, 1953,
and found these shows on the air at
that time and still on: The Jackie Glea-
son Show (your article stated it was
eight years old), Dragnet, Original
Amateur Hour, Kraft Hour and Lucille
Ball (your article stated it was eight
years old).

In non-prime time (daytime) 1 dis-
covered [many] old-timers still on the
air . . . —Milliard D. Hansen Jr., NBC,
Chicago.

(The first group of programs mentioned
above have undergone radical changes in
format or have not been on the air con-
tinuously. Non-prime time shows. as stated

in the legend for the table, were not in-
cluded in the list.)

Other audience neglected

EbiTor: With regard to the flap involv-
ing the license renewal of wMaL-Tv
Washington, on the charge that the
station does not serve the Negro com-
munity (BROADCASTING, Sept. 8 et
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LATE NEWS-11P.IM.

COMPARE FOR THE NO. 1 NEWS STATION

WSYR-TV’s LATE NEWS WITH NEWS SHOWS OF COMPETING STATIONS
March 1969 ARB

1819 Maore Homes Than Station B; 359% More Homes Than Station

Women
Homes Women 18-49
WSYR-TV* Mon-Fri 11-11:30pm 52,000 38,800 23,900
Station “B” Mon-Fri 11-11:30pm 18,50G 14,500 8,000
Station "'C"” Mon-Fri 11-11:30pm 38,500 27,500 17,500
WSYR-TV Advantage over Station “B”’ 181% 168% 199%
Station "'C” 35% 41% 37%
March 1969 NSI
211% More Homes Than Station B; 55% More Homes Than Station €
WSYR-TV* Mon-Fri 11-11:30pm 59,000 50,000 27,000
1 Station 'B” Mon-Fri 11-11:30pm 19,000 17,000 10,000
Station “C” Mon-Fri 11-11:30pm 38,000 31,000 18,000
WSYR-TV Advantage over Station “B”’ 211% 194% 170%
Station “‘C”’ 55% 61% 50%

*WSYR-TV tigures include satellite WSYE-TV, Elmira, N. Y.
Audience measurements are estimates only, subject to the limitations of the source.

EXPERIENCE! KNOW-HOW!
ON-THE-AIR-REPORTERS WHO ARE NEWSMEN!

va nn I , An 18-man news team, led by the dean of
[ - Central New York newsmen, Fred Hillegas, knows
its business. And its only business is WSYR-TV NEWS.
Check the figures—they tell the story.

Get the full story from HARRINGTON, RIGHTER & PARSONS

Affiliote LS Nk AL |
Channel 3 100 KW
Plus WSYE-TV channel 18 ELMIRA, N.Y.




LOOKING FOR

FOOD
SALES?

The Roanoke-Lynchburg

Television Market
Delivered an estimated

$363,038,000*
in Food Sales
During 1968

For re information call us,
or your PGW Colonel.

WDBJ-TV

Ry |

ROANOKE

*Sales Management’s Survey
of Television Markets 1969

Famous last words:
“So go ahead and sue”

Juries, at best, are unpredictable. Especially
inlawsuits for libel, slander, piracy, plagiarism,
invasion of privacy or copyright violations.
So if you're part of the communications
industry, don't be tempted to say: “Go ahead
and sue.” Even when you’re right, there’s no
assurance a jury will decide in your favor.
Moral? Don't take chances. Take out an
Employers Special Excess Insurance Policy
instead. Simply decide what you can afford
in case a judgment goes against you...we'll
cover any excess. For details and rates, write
to: Dept. E, EMPLOYERS REINSUR-
ANCE CORP., 21 West 10th, Kansas City,
Mo. 64105; New York, 111 John; San Fran-
cisco, 220 Montgomery; Chicago, 175 W.
Jackson; Atlanta, 34 Peachtree, N.E.

Grahm Junior College

RADIO AND TELEVISION BROADCASTING
Learn by doing. Two Year Work-Study Degree
Programs in Radio and Television Broadcasting
and Management. Radio & TV Communications,
Liberal Arts, Professional training on School Sta-
tion WCSB and WCSB-TV. Activities. Placement.
Dormitories. Co-Ed. Catalog. Write Mr. Roberts.

Grahm Junior College

(Founded as Cambridge School)

632 Beacon St., Boston, Mass. 02215

seq); there is a case to be made also
that Negro-oriented stations have little,
if anything, to offer the non-blacks.

Listening to Washington’s Negro-
oriented operations (wook and woL)
recently, I found that the disc jockeys
were all black, the music was aimed
specifically at blacks, news and com-
mercials ditto, and the “lingo™ or “jive
talk” was totally beyond my compre-
hension.

Why then, cannot a charge similar
in nature and content to that aimed
at wMAL-TV, be brought against these
two stations? Or any other Negro-
oriented operation in the country, of
which these would be typical? Of
course these comments will meet with
ridicule, yet the logic of my argument
would seem to hold up, even beyond
the initial surge of contempt. The point
here is that programing for the whole
community is a two-way street. WMAL-
Tv (or any other radio or TV station)
is not serving a geographical area as
strictly defined as a football playing
field.

Radio and TV signals cannot rec-
ognize city lines or state boundaries;
they spill over into suburbs and near-
by communities, where the bulk of the
metropolitan residents live.

The death of any city, and particu-
larly Washington, is assured when city
boundaries serve as ‘iron curtains’ be-
yond which there is no interest, con-
cern or involvement on the part of
suburbanites. . . . Alan Dolinger, Chevy
Chase, Md.

Book with a warning

EpITOR: We have received an unusual
book, submitted by a 20-year-old stu-
dent at Aberdcen University, giving a
penetrating review of every British
pirate radio station. We withheld our
opinion until we had timc to check out
the facts. Meanwhile the book, “When
Pirates Ruled the Waves,” has gone
through two editions and is now well
into its third.

We have satisfied ourseives that the
author has done a thorough bit of re-
search—but more important are his
astute observations concerning the
weaknesses in the British broadcasting
system. His warning is clear: The con-
centration of the immense power of
radio and TV in one body is a danger
to democracy.

I am convinced readers of Broap-
CASTING will find this delightful read-
ing. Copies of the book, by Paul Har-
ris, may be obtained from my office at
$6.95 for the hard cover and $2.95 for
soft cover or at $5 and $2 each, re-
spectively, if ordered in lots of five or
more.—T7. D. R. Thomason, executive
director, International Broadcasters So-
ciety, Postfach 128, Bussuin (NH) The

| Netherlands.

BROADCASTING PUBLICATIONS INC.

Sol Taishoff, president; Lawrence B.
Taishoff, executive vice president and
secretary,; Maury Long, vice president;
Edwin H. James, vice president; B. T.
Taishoff, treasurer; Irving C, Miller.
comptroller; Joanne T. Cowan. assislant
treasurer.

Broadeasting
TELEVISION

Executive and publication headquarters
BROADCASTING-TELECASTING building,
1735 DeSales Street, N.W., Washington,
D.C. 20036. Phone: 202-638-1022

Soi Taishoff, editor and publisher
Lawrence B. Taishoff, executive VP

EDITORAL

Edwin H. James, vice president and
executive editor.

Rutfus Crater, editorial director

(New York).

Art King, managing editor.
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senior editors,
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Robert A. Maione, associate editors.
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Rudy, Robert Seilers, editorial assist-
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(vice president, director of media,
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tising ; Dorothy Colii, advertising assist-
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David N. Whitcombe, circulation
director.
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BroapcasTING® Magazine was founded in
1931 by Broadcasting Publications Inc.,
using the title BroancasTING*—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.
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DPear Friends:

g will be an exciting
WREX-TV share with us
participation.

As president of Gilmore

in which our gtations proadcast The entire Gilmore Group manage \
ment, 2as well as 1, have practiced community involvement in each {
of our gtation areas—-and we look forward to continuing this policy \

throughout the

We recently published a statement of philosophy

Group, and I would 1ike to quote some of it to you: \
3

"Jhat are 1ocal broadcasters doing about today's social problems? \

in the gilmore Group, OYt answerl is——everything we can poverty

and race- The generation gap - Air and water pollution. gafety- \

Law and order-
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Mﬂ”mn from Cliff Einstein, vice president, Dailey & Associates, Los Angeles

Radio can be a memorable medium for spots

Radio is turning 50 next year. And
this is causing a lot of people to remi-
nisce and recall, and to make some
agonizing comparisons.

Just a few weeks ago, Joel Siegel
wrote an excellent article in The Los
Angeles Times West Magazine, the
gist of which said that the good old
days of radio are sorrowfully lost for-
ever. And that even the best of today's
TV is sorely lacking in imagination and
certainly in audience involvement when
compared with the heyday of radio.
Well, the good old days may be gone
but the golden days certainly are not.
At least the gold that advertisers are
willing to lay out for spots today is
running a lot richer than anything The
Shadow, Fibber McGee, and Amos ‘n’
Andy ever saw.

And all this money is producing
something else besides costlier spots.
We are slowly but surely developing an
art form that rivals even the best of old
radio inventiveness, high comedy, and
imaginative production. I'm referring to
today’s “radio commercial.”

It’s a medium that everyone is famil-
iar with and only a few really under-
stand. It's amazing, but we have a large
crop of “radio writers” who think
they’ve earned that title just because
they've run reams of script paper
through a typewriter. When they talk
to you about a favorite hobby, or some-
thing their kid said, or some gal they're
in the process of lining up, they do a
creditable job of expressing themselves.
But when they turn their attention to-
ward a blank sheet of paper the light
goes out. And an incredible parade of
used words flows onto the paper—
about 175 to the minute—and then this
practiced radio writer is incensed be-
cause the local announcer ‘murders”
his copy.

Today’s enormous radio budgets and
rich pool of acting and musical talent
provide the copywriter with a golden
opportunity to write 60-second classics
every time an assignment comes up, yet
only a handful are really equipped or
inclined to respond to this challenge.
Several very brillant and very aware
creative people saw this opportunity
coming years ago and established crea-
tive radio services to fill an ever grow-
ing need.

Are Chuck Blore, Stan Freberg, Mel

Blanc, Klein/Barzman, etc. worth it? In
many cases, yes. A mcmorable, talked-
about, thought-provoking radio cam-
paign can mean the diflerence between
selling a product or just placing it on
the shelf. How much is this success
worth? Usually a lot more than these
people charge. Doyle Dane Bernbach is
hardly in need of permanent outside
creative assistance, yet when it comes to
radio for many of their clients, they’ve
used Blore's services time and time
again.

But what of the copywriter within an
agency and his chances of producing a
great moment of radio for a client? |
think, like all creative work, the art of
the radio commercial improves dramat-
ically with practice and experience.
And, unfortunately, the average copy-
writer will write 50 ads and a dozen TV
spots to one radio commercial.

And TV writing is very different from
radio. Today, art directors are becoming
our best TV commercial writers because
they *see” situations and they train
themselves to tell a story in pictures.
No longer must we script TV commer-
cials with separate columns for audio
and video, attacking each in turn. The
words and the pictures have become
one. And a single, simple idea is every-
thing.

And radio? The sound in radio must
provide the picture. And the voice of a
character or a narrator must be selected
with infinite care and patience, because
the sound of that voice will provide pic-
tures that even the best graphics can
never equal. But few of us accept this.
And our preference for the more famil-

iar forms of advertising is proof of our
reluctance to become more comfortable
with radio.

It’s fascinating to watch diflerent
types of writers receive different kinds
of creative assignments. Some love the
brevity and concentrated impact of out-
door posters. Others live for a full color
ad in Life Magazine. TV turns on the
new breed. They use an advertising
agency much the same as poets used the
patronage of nobility centuries ago.
They cut their teeth on 60-second com-
mercials and parlay what they learn
into meat for future films. But only a
few of us really get turned on by a
radio assignment. And yet once intro-
duced to “sound” as a vehicle for per-
suading someone to react in a certain
way, it’s just a matter of time until
you're completely hooked on radio.

Fifty years from today, why shouldn’t
people remember a different kind of
classic—the Excedrin headache, Pepsi
Cola music, Al Capp's gems for State
Farm Insurance, Mel Brooks's comedy
for Circus peanuts, and Ken Nordine's
jazz poetry for Fuller paint. It may not
be Bergen and McCarthy, but what the
hell . . . stations seem to be trying to
provide as much time for commercials
as programs. And if we're going to have
to share the responsibility for radio’s
quality. . . .

The tools are all around us. The mon-
ey to produce with is becoming more
plentiful every day. It's time to stop
worrying about the loss of Just Plain
Bill. Radios are going to be turned on
for a long time to come. Let’s do some-
thing good with all that time.

Cliff Einstein is vice president and creative
director of Dailey & Associates, Los An-
geles. Since his first job with Carson/Robh-
erts/Inc., Los Angeles. he’s worked on both
coasts as a writer, copy supervisor and cre-
ative director,
Mr. Einstein has won a long list of adver-
tising awards, many of them in radio. He
was last vear's sweepstakes winner in Amer-
ican Advertising Federation comnpetition.
Mr. Einstein’s father was radio’s great co-
median: Parkyakarkus.

serving national agencies.
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Why?

When 4 girls were murdered at Cape Cod,

WPRO had a man on the scene for a week.

When Kennedy’s car went off the bridge, WPRO was there fast.
Why? That’s the question we always ask. Why.

There’s more to WPRO than meets the ear.

WPRU / Provideace, R. 1. / A Division of Capitol Cities Broarlcasting Corp. / Represented By Blair Radio



IVC-300 *

THE 3-PLUMBICON
COLOR CAMERA

PRICED AT $29,500.

Now there’s a 3-Plumbicon color camera you can
afford. It's IVC’s “Maverick.” For the first time,
studio, remote and commercial colorcasting is
now easier and less expensive, The IVC-300 gives
true Plumbicon flexibility, registration and stability.
It is versatile enough to be used as a front-line
studio camera, a utility, auxiliary or back-up unit.
The IVC-300 is compact (weighs 67 ibs. without
lens), mobile, transportable — an easy one-man
operation. Low light level performance is outstand-
ing. Fast action pick-up produces superior results.
All the sophistications are built-in — Varotal XX,
10:1 zoom lens, with local or remote servo-driven
iris, negative registration, adjustabie gamma cor-
rection, 9-inch viewfinder, buiit-in filter wheel,
R/G/B sequencer (optional) and cable corrector.

The IVC-300 is priced for every broadcaster’'s ap-
plication — at $29,500. It's fiexible, affordable and
available. Made in the U.S. by IVC, the company
that built and sold more color television cameras
in the last year than any other manufacturer. Phone
(408) 738-3900 or write International Video Cor-
poration, 675 Almanor Avenue, Sunnyvale, Cal-
ifornia 94086 for literature and a demonstration.

"TM N.V. PHILIPS







20 years ago WBTV'’s Clyde McLean
had to drive 56 miles through the
storm to tell you there was one. In
those days the only TV studio was

on top of a mountain. Today “Clou-
dy” McLean reports the weather to
more people than any other televi-
sion weatherman in the Southeast.
Clyde is just one e
of thereasons ARB /¢

gives us 60% share .

of homes.* It was
great to be first in

the market. And
we've got the tal-
ent to stay there.

WBTV Charlotte / Jefferson Standard Broadcasting Co. / WBT / WBT-FM/ WBTV / WWBT / Jefferson Productions / Represented by ()
*The audience higures are hased an share of total hames viewing Charlotte stations. 9 AM.-Midnight. Sun.-Sat.. Feb /Mar . 1969 ARB. They are esti-
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TV utopia: bottom dollar, top job

That’s goal advertisers keep seeking,
but they're advised to go in many ways

Television advertising was dissected by
some of its most expert practitioners
last week in a two-day search for ways
to make it produce more for the same
money—if not for less money.

In the dissection, at a workshop con-
ducted by the Association of National
Advertisers, agency, advertiser and pro-
duction-firm executives offered a seem-
ingly boundless variety of suggestions
both to cut costs and to expand efficiency
under the over-all theme of “Getting
Maximum Mileage from your TV Ad-
vertising Budget.”

The suggestions ranged across a broad
spectrum from harder negotiations with
broadcasters—a rate card’s function,
said one agency man, is to “establish the
highest price”—to sophisticated research
and a radical simplification of spot-buy-
ing paper-work.

In between, in the area of day-to-day
economies, the range went from con-
solidation of assignments for higher dis-
counts to speculative deals with new
production houses; from the hiring of
a resident expert for the advertiser’s
staff to giving the cost-watching assign-
ment to the agency creative director;
from emphasis on copy-testing to the
elimination of copy-testing.

Some 320 executives of ANA mem-
ber companies attended some or all of
the workshop sessions, held Tuesday
and Wednesday (Oct. 7-8) at the Plaza
hote! in New York.

The generally accepted importance of
getting the right commercial seen by the
right audience was at the heart of sev-
eral approaches—including an on-the-
scene demonstration of a computer sys-
tem that not only analyzes network pro-
gram audiences but in each case also
meets the network’s offering price with
a counteroffer.

Not all speakers came to tell adver-
tisers how to spend less in television.

E. L. Timberman Jr. of Kenyon &
Eckhardt International told them to
spend more—or at least, after saving
money with some suggestions he gave
them, to put the saving back into experi-
mental commercial production. Mary

Wells Lawrence of Wells, Rich, Greene
told them the best way to save was not
to scrimp.

Alfred Plant of Block Drug, a former
chairman of the ANA Television Com-
mittee, recommended that advertisers
put an expert on their staff to oversee
commercial planning and production.
John O’Toole of Foote, Cone & Belding
said the agency creative head is the man
who knows best where savings can be
made, and he also offered a list that he
said had wrought “some real benefits”
at his agency during the past year.

Gene Case of Case & Krone, a new,
small agency, recommended the cost-
consciousness of new, small agencies.
Fred Goldstein of Liggett & Myers laid
down some conditions for research on
TV commercial effectiveness. Robert
Winkier of Video Prints suggested econ-
omies in commercial post-production
stages. Lincoln Diamant of Spots Alive
tackled the problem from the standpoint
of test commercial production. And
Marion Preston of J. Walter Thompson
Co. surveyed talent uses with an eye to
economy.

Control of commercial production

costs was also explored in a panel ses-

Program chairman for the ANA work-
shop was William Claggett, VP and
director of communications and market-
ing services for Ralston-Purina Co. (c).
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sion, and the computer demonstration—
by Gardner Advertising—was a fea-
tured attraction of another.

The computer’s performance capped
a discussion of network and spot-TV
planning and execution that was en-
livened by calls for smarter timebuying
and characterization of rate cards as
instruments denoting where the bargain-
ing starts.

Avram Butensky, vice president and
senior associate media director of Dan-
cer-Fitzgerald-Sample, told the adver-
tisers a smart buyer, given time and
tools, can save them a lot of money by
negotiating better spot buys—up to
20% to 40% better than average.

Rudolph Maffei, executive vice presi-
dent and general manager of Gardner,
New York, hung the ‘“highest price”
label on rate cards in response to a
question from the floor asking how
many advertising people ever look at
Standard Rate & Data except to get the
name and phone number of a station
manager.

Mr. Maffei said his answer was not
cynical, but reflected the facts of ad-
vertising life. Mr. Butensky added that
this is “a business where you never

Other speakers included E. L. Timber-
man Jr., president of Kenyon & Eck-
hardt International (I), and Barrett
Welch, president of Carter Products (r).
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know whether you got the best price”
and said this situation would continue
“as long as stations wheel and deal.”

Mr. Butensky was also talking about
wheeling and dealing—at least in part—
in earlier, prepared observations.

Enumerating five areas of economy
in spot buying, he said one was “to train
buyers to understand the market, under-
stand the station’s rate card and under-
stand what the word ‘negotiate’ really
means.” He continued:

“The old system where stations sold
five plans, 10 plans or frequency dis-
counts are fading from the scene. Now
the high-rated spots have flat rates.
However, the flat rate is a moving one.
It is one of charging what the traffic
will bear.

“Depending on volume, the stations
can sell a given spot at any number of
prices. To those in the trade, the price
differences are labeled as Section I or
Section II, or P-1 or P-A, or Grid I or
Grid I1.

“To the buyer with the ability to ne-
gotiate, there are ways of getting even
lower prices. And that is where it is all
at. The smart buyer, with the ability to
wheel and deal, with the ability to pool
his resources, with the ability to create
packages, and with the ability to main-

Mr. Maffei

tain a good rapport with the stations,
will with ample time get the best buy—
sometimes as high as 20%-40% better
than the next buyer.

“For an advertiser spending $1 mil-
lion in spot, a good smart negotiation,
dealing from strength, can get an extra
$200,000 to $400,000 worth of spots.
That’s economy where it counts.”

But good buying, Mr. Butensky said,
depends on other factors that are also
potential economy areas—on the buyer’s
being given a ‘“clear definition of ob-
jectives” for the campaign, for example,
and on the development of simpler
paperwork systems to ease the buyer’s
lot.

The emergence of piggybacks and em-
phasis on demographics ‘“have made
spot schedules more efficient” but are
also “breaking the buyer’s back with
paperwork,” not only hampering his
buying but also making the field less at-
tractive to newcomers, Mr. Butensky

Myr. Butensky

said.

Most agencies have developed or are
developing simpler paperwork systems,
he continued, but agreement is needed
on an over-all system that “may come in
the form of adjusted billing procedures,
new types of schedules or even a totally
different way of reporting.”

The difficulties inherent in spot buying,
he said, have contributed to the rise of
independent buying services, which “in
effect” are “charging an extra 5% or
10% and sometimes higher out of the
client’s budget to do a job that agencies
are expected to do as part of their reg-
ular 15%.”

Explicitly staying out of the current
controversy over which does a better
job, agency or buying service, Mr.
Butensky maintained that “simply stated,
the better, dedicated buyer, properly
trained, with ample time, will make the
best buy.”

(A representative of a company whose
full line of services includes buying,
President Richard Gershon of Independ-
ent Media Services, was also on the
panel, but he devoted his remarks to
planning rather than executing cam-
paigns.)

Mr. Butensky also had a warning
about even greater need for accuracy
as computers come more and more into
play:

“Unless the buy is accurately re-
corded by the buyer and the station, un-
less the schedule is properly entered into
each agency’s system, the billing dis-
crepancies will mount. A station with
$500,000 in past-due accounts will have
double that in a year from now.”

Network advertisers were told by
Gardner’'s Mr. Maffei that they are
wasting money if they are slipshod in
defining their target audiences.

He said 50% to 60% of all requests
for network availabilities for products
sold to housewives “still call for women
18-49 as the target audience”—although
women over 50 represent more than a
third of the female head-of-household
population and almost one-third of
food-dollar expenditures.

This waste is compounded, Mr. Maffei
said, when planners fail to take product-
usage data into account. He said women
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over 50 account for 55% of diet mar-
garine usage, for example, for 40% of
instant coffee, 35% of gelatin desserts.

“Using the more precise product-
usage data for target-audience planning
alters the values certain shows will
have,” he noted.

He offered figures to demonstrate that
for reaching women 18-49 the Ed Sul-
livan Show is 41% less efficient (on a
cost-per-thousand basis) than Saturday
Movies, but on a product-usage basis is
more efficient for reaching pain-reliever
and gelatin-desserts users, is equally ef-
ficient for toothpaste users, and “only
marginally less efficient” for cold cereals,
detergents and cake mixes.

With Charles Haines, Gardner direc-
tor of media research, Mr. Maffei dem-
onstrated the agency’s on-line computer
system called GIANT—for Gardner in-
stant analysis of network television—
which analyzes network program audi-
ences on a product-usage basis.

The GIANT computer, based in
Chicago and linked to New York by
telephone lines, has already been stocked
with data on all prime-time network
shows, with the audience of each ana-
lyzed in terms of its usage of a wide
variety of product categories. Similar
data for other programs and products is
currently being fed in, according to
Gardner officials.

Given a program and product cate-
gory, GIANT produces an analysis that
includes a cost-per-thousand users of the
product and, based on Gardner's pre-
stored estimate of an acceptable C-R-M,
calculates what the price for the pro-
gram ought to be. This is the so-called
counter-off to the network’s offering
price, also shown on the printout.

Other major presentations at the work-
shop are covered in successive reports
starting on this page. The program was
developed by a committee headed by
William Claggett, vice president and di-
rector of communications and market-
ing scrvices for Ralston-Purina Co.

Quality of message
is called critical

Some of the dimensions of the cost
problem were drawn by Barrett F.
Welch, president of the Carter Products
Division of Carter-Wallace Inc. (Arrid
deodorants, Carter’s pills, etc.).

In 1954, he recalled, Carter was an
alternate-week sponsor of Meer Millie
and “for $18,000 a minute we got bill-
boards, in-program isolated commercial
positions, sponsor identification and a
potential U.S. home coverage of 90%.”

In 1969, he said, “we are getting the
same 90% home coverage through
a series of network participation pack-
ages on ABC, CBS and NBC—at $40,-
000-plus per participation.”

Along with total costs, he continued,
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circulation costs havc also risen, “but
not alarmingly so, considering the trend
of the times.” Between 1960 and 1969,
he said, the rise in cost-per-thousand
homes was 14% for evening network
television, 31% for spot TV, 20% for
spot radio, 6% for magazines and 21%
for newspapers.

The most serious problem, he said, is
in “the cost of making an impression.”
To illustrate, he said the number of
prime-time network advertisers rose
64% —and the products they advertised
rose 72% —between 1958 and 1968; the
number of 30-second (or shorter) prime-
time network commercials amounted to
80% of all prime-time network commer-
cials in 1968, as against 38% in 1964,
and the weekly total of prime-time net-
work messages climbed 30% in the same
four-year span.

What to do? Mr. Welch had some
suggestions:

= “We need to know more about the
kinds of people who buy our product,
and we need to spend more time and
effort matching these characteristics
against our programing.”

w The 30-second commercial is
another way to cut costs, but if not done
and used properly it can also be “a
waste of money.”

» “We need to know more about the
net effectiveness of each of the three
major kinds of television—prime-time
network, daytime network and local
spot. Each has its peculiar advantages
and each serves several distinct pur-
poses.” And what is the justification
that makes $4 an acceptable cost-per-
thousand homes for prime-time network
advertising, $2.40 for fringe evening
spot and $1.60 for daytime network?

= “There is a great need on the part
of the advertising agencies to upgrade
the quality of their spot-buying pro-
cedures.”

But “the point of greatest lcverage”
in advertising is in the commercial itself,
Mr. Welch said. “I would much rather
have a ‘great piece of copy coupled with
an average or mediocre media buy than
a mediocre piece of copy coupled with
a great media buy.”

To emphasize commercial variation
and the importance of copy testing he

said that in tests of 16 one-minute com-
mercials for one Carter Products brand,
the top four commercials scored 159%
higher than the bottom four, the next
four scored 84% higher than the bot-
tom four and the third-best group of
four scored 50% higher than the bot-
tom four.

But what it all nets down to, he con-
cluded, is that “the best way to get the
maximum mileage out of your TV
budget is to put the strongest possible
message against those people who buy
the most of your product.”

Economy held to be
role of the creatives

John E. O’Toole, president of Foote,
Cone & Belding Advertising Inc., ad-
vised agencies to put responsibility for
reducing commercial production costs
into the hands of the agency creative
director, whatever his title may be.

“Only a person who has been there
himself, who has had the responsibility
on a production venture for those hun-
dreds of decisions that add up to 90
feet of film, can really understand the
dynamics of cost and quality in com-
mercial production,” said Mr. O’Toole.
a former creative director himself.

“In dozens of ways a creative direc-
tor can make economy a concern. a
challenge and a source of professional
pride—while others within the agency
might be ineffective in promoting it or
even set off a reaction.”

But it must be made a source of
pride, “not an inhibiting influence on
ideation,” he cautioned.

Mr. O'Toole presented 10 questions
that he said had produced “some real
benefits” since they were circulated to
FC&B creative people about a ycar
ago as points to considcr from time to
time.

The questions in cffect urged crea-
tive people to insist on being given
enough time to do a job, and to con-
sider whethcr animation might bc ap-
propriate (“reduces talent payments”
and is “less expensive than many kinds

of live action”); whether location
shooting might not be better than
building sets (less expensive, more

authentic); whether people are really
needed to get the story across, whether
“lots of people” are nceded and wheth-
er people’s faces need to be shown
(all to cut down talent payments and
residuals); whether video tape might
be better than film (“no cheaper” for
equivalent-quality production but can
save expensive timz); whether music is
necessary and, if so, show many voices
or instruments; whether fancy effects
are needed (“very expensive” and “quite
often a substitute for a real idea”) and

are really necessary.

“Once a creative department gets
cost-conscious themselves,” Mr. O’Toole
said, “their inborn irascibility and un-
ease with the status quo extends be-
yond the executional phase. They look
for and find ways of saving time during
shooting, or improvising to produce a
better and less expensive effect. They
cven apply the curious insight a cruel
destiny has given them to the modus
operandi of their suppliers and suggest
better ways of conducting our business
with them.”

r. ant
An in-house expert
saves money at Block

Alfred L. Plant, advertising vice presi-
dent, Block Drug Co., recommended
that advertisers emulate his company by
engaging a TV commercial production
coordinator. He told the ANA audience
to “spend some dollars and save thou-
sands by doing so.”

Mr. Plant said it is now estimated
that the over-all bill for TV commercial
production, talent and prints approxi-
mates $250 million, broken down to
about $85 million in film and $15 mil-
lion in tape productions; $25 million for
agencies, pension funds and taxes; $60
million in talent and approximately $65
million for prints and shipping.

He explained that a specialist can
make a contribution to an advertiser in
three areas-—quality control, schedule
control and cost control. He character-
ized cost control as the most important,
claiming that a staff coordinator could
be useful in suggesting which companies
could be called in to bid for and exe-
cute jobs; could represent the advertiser
at pre-production meetings and during
actual production, asking for retakes or
vetoing the agency producer’s request
for more retakes. During post-produc-
tion, Mr. Plant noted, the staff specialist
plays a role in selecting the music, de-
ciding on opticals and shepherding the
commercial through the rough cut and
answer print.

In scheduling, a staff coordinator can
make certain that the client’s assign-
ments are spaced out to eliminate un-

k whether big-name (and therefore more necessary overtime and rush-time
Mr. O’Toole expensive) directors, cameramen, etc., changes, Mr. Plant stated. In cost con-
BROADCASTING, Oct. 13, 1969 27



trol, he added, a resident expert will
insist on careful analysis of all bidding
on a detailed line-by-line basis.

Mr. Plant acknowledged that some
advertisers, unlike his own company,
might not have sufficient work to justify
a full-time production coordinator. He
suggested two other possible avenues:
hiring a freelance on a one-time or con-
tinuing basis, or engaging one of the
companies that have been formed
recently that offer production services.

Getting new producers

to work at spec rates

E. L. Timberman Jr., president of Ken-
yon & Eckhardt International, warned
against “too much preoccupation with
the admittedly high cost of commercial
production.”

He wasn’t against saving money—
K&E, he said, is bringing in commer-
cials at an average cost believed to be
10% to 15% below the industry aver-
age—but he was concerned lest adver-
tisers put so tight a lid on total com-
mercial budgets that even ‘“responsible
creative experimentation” would be
ruled out.

“There are any number of ways in
which experimental work can be done
without incurring excessive costs,” he
said. “As a matter of fact, I would
consider it irresponsible to confine such
effort to full-cost full production com-
mercials: $20,000 or $25,000 or $30,-
000 and up is still a lot of money.”

Filmed storyboards—art work or still
pictures put on film with a sound track
—cost $500 to $1,500 and will show,
better than a regular storyboard ever
can, what the commercial will look
like in finished form, he asserted. They
can also be used, he added, to test
different ideas and variations of the
same basic idea, expanding the range
of possibilities and avoiding the expense
of producing a full-fledged commercial
only to find that it won’t work.

Mr. Timberman chided advertisers
who take a “penny-wise and pound-
foolish” attitude toward market-testing
new commercial ideas.

“There is not yet any definitive tech-
nique for testing advertising short of
going to market with it,” he asserted.
“And to have a product on the market
—no matter how well it is going—and
not have one or more market tests of
new copy is every bit as irresponsible
as owning a home and not having it
covered by insurance.

“All campaigns eventually wear out.
Competition changes constantly. Popu-
lar tastes and moods change. So should
advertising. And when Nielsen or your
sales say your advertising is no longer
working, it is already too late to change
it in any way except near panic.”

He cited an “I came back to Bryl-

creem” commercial, made when com-
petition was cutting into Brylcream
sales but questioned on the grounds
that perhaps Brylcreem should never
admit that anyone ever stopped using
it. The answer, he said, was sought in
a one-market test of the commercial.

“The results,” he said, “were prac-
tically instantaneous, and we quickly
expanded the campaign to national
coverage. Today Brylcreem is at its
highest point ever in sales and in close
contention again for the leading posi-~
tion in the hairdressing market.”

Mr. Timberman also showed two
other commercials, one for Brylcreem
and one for Macleans toothpaste, that
he said were produced for market tests
and cost less than $5,000 each. How?

“There are lots of good new produc-
tion companies in the film business,”
he said. “They want work and they
want sample reels. And they are will-
ing to speculate with you and your
agency on a new piece of copy.

“We have negotiated arrangements
with such companies whereby a certain
price has been set for a film for test-
market use. If the film is expanded to
regional or national use then there is
an additional payment due. But if the
new copy works well enough to war-
rant expansion to a broader area, that
extra payment is the cheapest money
you ever spent.”

When advertisers do save money on
production, Mr. Timberman suggested,
they should put the saving into “experi-
mental film production—economical
experimental film production”—and in-
to market-testing the result. “Who
knows?” he said. “You may get a cou-
ple of extra share points on the mar-
ket . . . and think what that could mean
to profits.”

Talent is the pay-off,
says Mary Lawrence

Mrs. Mary Wells Lawrence, president
of Wells, Rich, Greene Inc., New York,
advised economy-minded advertisers
that the best way to save money is not
to scrimp but to hire the best talent
and pay them well to keep them. She

Mrs. Lawrence

contended that a campaign should not
be measured by its cost, but by its
results.

She told the audience that she meas-
ures the production cost of a com-
mercial in terms of the percentage of
the people who watch it and recall it.
She pointed out that two commercials
for American Motors cost $75,000 to
produce and scored high in tests. She
added that the commercials ran for
two years and she estimated they aver-
aged out to five cents per use, as re-
lated to commercial cost per television
station.

“You better stand out and away
from the crowd with a presentation that
gets more people to wake up, sit up
and look at your commercial in the
first place,” she advocated. “And if it
costs a little more to wake them up,
well, in the balance, we’d rather spend
a little more and get a lot more atten-
tion.”

Mrs. Lawrence said her agency
seeks “maximum mileage” for its ad-
vertising and aims for ideas that are
“big” and attract attention. This re-
sults in publicity that is obtained “not
by accident but by design.”

Should big producers
be chosen instruments?

A panel on controlling TV commercial
production costs reached the conclu-
sion that a reduction in expenditures
could be achieved through consolidat-
ing agencies’ requirements with rela-
tively few production companies, thus
gaining volume discounts.

It was not surprising that this ap-
proach was suggested; the panel con-
sisted of executives of three of the
larger TV commercial production
houses: Peter Mooney, president of
Audio Productions; William Susman,
executive vice president, MPO Video-
tronics, and George Tompkins, board
chairman. VPI Productions, all New
York. They made introductory state-
ments and subsequently answered ques-
tions from the audience.

Mr. Tompkins attributed rises in
commercial costs over the last five years
not only to normal inflationary factors
but to an outmoded system. He said
there are more than 500 companies
engaged in commercial production and
that the average agency last year
worked with about 83 different produc-
ing organizations.

“Where is the weight of agency vol-
ume?”’ he asked. “Where are cost con-
trols? They just don’t exist. I submit
that consolidation of production can
cut costs, maximize efficiency and pro-
mote higher standards.”

Mr. Susman cited the competitive-
bid system of selecting outside pro-
ducers as a strong factor leading to

28 (BROADCAST ADVERTISING)

BROADCASTING, Oct. 13, 1969



What brought HR Radio, Stone
and Butler iogether"

Let's face it. We're all in business
to make money. But some of us are
better at it than others.

At the new HR Radio, we know

the more we do for our selling team,

the more they do for our clients.
And the more business our clients
do, the more money we all make.
This is the main reason
behind the merger of HR Radio,
Stone and Butler. Because now we
provide greater manpower,
facilities, services, and coverage.
Starting with a staff of 75 “pros”
in ten offices from coast-to-coast.
Representing the top stations in the
top markets.

HR Radio backs these stations
with a five-man research team.
They know how to make facts and
figures sell hard.

With an impressive variety of
promotion ideas and materials.

With programming analysis and
recommendations by experts.

And with a nine-man
management group that brings in
the business by talking directly
with decision-makers above
the time-buying level.

We've been selling radio ~
nothing but radio — for a combined
total of more than 80 years.

We've been through it all. The
problems. The solutions. The
constant changes that make our
industry so exciting. And we
know how to make this
experience pay off.

If you'd like to know more about
the new HR Radio sales team,
and what we can do to increase
your sales, give us a call. It will be
profitable for both of us.

THE GREEDY ONES




price increases. He claimed that this
system often results in a low bid by
a producer on the first time around
when he may not make a profit, fol-
lowed by a higher bid on the next
assignment in order to recoup losses.

This chain, he said, often leads to
financial instability of production
houses.

During the question-and-answer peri-
od, one advertising executive asked
whether Mr. Tompkins actually was
seeking help in competing with smaller
companies. Mr. Tompkins replied that
he was not asking for help, but was
suggesting consolidation of business as
an approach that could “bring order
out of anarchy.”

He pointed out that once a produc-
tion company has a fixed relationship
with an agency, the producer has more
time and opportunity to work under
the agency’s guidance and turn out
jobs more efficiently.

Small agency says
copy testing is waste

The small creative agency can help to
cut television advertising costs, accord-
ing to Gene Case, partner in Case &
Krone, which was formed only last
spring.

Mr. Case pointed out that the small
agency becomes adept at working with
small budgets, does not become a
“prisoner of the 15% commission ma-

chine” and is imbued with “desperation’
to succeed.

Mr. Case, who formerly was with
Jack Tinker & Partners, where he was
accustomed to budgets running into mil-
lions of dollars, told the audience it is
“a sobering experience” to work with
client budgets of $200,000.

“You never look at a 60-second
commercial quite the same way again,”
he remarked. “I now find it difficult
using more than 10 seconds.”

Mr. Case indicated that the 15%
commission impels agencies, on occa-
sion, to spend more money than is actu-
ally needed to effectuate a campaign.
He pointed out that the small creative
agency is willing and able to work
on a variety of financial bases.

A third merit to the small creative
agency in “the war against overspend-
ing,” according to Mr. Case, is “des-
peration.” He asserted:

“The small creative agency is des-
perate . . . to make noise, to get its
clients seen, to build a record of suc-
cesses before it becomes just last year’s
small creative agency, which is to say
dead. Out of this desperation, a con-
trolled and inspired desperation, great
and profitable things can come.”

Mr. Case'’s final point was one he
called “a real money-saver” and it
involved copy-testing. His advice: Elim-
inate copy-testing.

“The problem of copy-testing is not
the theory, which is magnificent, but

16mm seen as one way
to keep budget down

Lincoln Diamant, president of Spots
Alive Inc., New York, upheld test pro-
duction of TV commercials as desirable
in this era or rising costs, but cautioned
that a spot that may save on production
and resembles a commercial message
does not necessarily make for valid
testing.

Mr. Diamant pointed out that certain
costs are fixed, including those for film
and tape and for cameras and recording
personnel. The one big “discount”
variable, he noted, is labor, but he
acknowledged that in U.S. metropolitan
areas it is difficult for major production
houses to indulge in test-spot ‘“‘cut-
rating.” This puts test commercial film-
ing in New York, Chicago and Los
Angeles almost exclusively in the non-
union or semi-unionized 16mm area,
according to Mr. Diamant.

He offered these suggestions about
test commercial production:

Decide to shoot in 16mm and keep
casts and sets simplified. If a city park
lawn can fairly represent the 12th hole

Mr. Diamant

at the Castle Harbor golf club in
Bermuda, he advised, use it.

He felt that producing the entire
test on tape offers spzcific advantages.
Mr. Diamant said while it must remain
a studio spot since a test budget cannot
afford tape cameras on location, a
client can use color at no extra cost
and can combine the best of both live
and animation. Mr. Diamant showed a
reel of test commercials, including a
spot produced by his company for
Macy’s that was used on the air in
New York. The total cost for this spot,
he said, was $999 gross.

the practice, which is ludicrous,” Mr.
Case declared. “Advertising is a craft
which has few of the advantages of art,
but most of the disadvantages of art.
And one of art’s disadvantages is that
it cannot be objectively evaluated in
the short run.

“I think that we know for sure more
about television commercials today than
we know about television commercial
testing systems. Therefore, we should
not use commercial testing systems to
evaluate commercials. We should use
commercials to evaluate commercial
testing systems. Incidentally, it follows
that the commercial testing services
should be paying us for their learning
experience.”

How talent buying
can control costs

Marion Preston, supervisor of broadcast
talent relations for J. Walter Thompson
Co., New York, offered four suggestions
for “stretching” an advertiser’s TV com-
mercial talent dollars. But first she
warned the audience that such costs
are likely to rise at the conclusion of
negotiations that now are under way
between the industry and the American
Federation of Television and Radio
Artists and the Screen Actors Guild.

She urged agency copywriters to be-
come acquainted with the cost structure
of talent so that they may keep this in
mind when creating a commercial.

She recommended that advertisers
and agencies estimate and review talent
costs before producing a commercial so
that they will have a reasonably accu-
rate view of the amount of money that
will be involved.

“And I think it's important to hire
performers in their proper classifica-
tions,” she reported. “Different classi-
fications carry different rates, and if
you think a particular part or performer
is being engaged at a higher rate, chal-
lenge his classification.”

The JWT executive pointed out that
economies can be effected through
proper scheduling of commercials for a
campaign. By staggering starting dates
on two different commercials, she ex-
plained, it is often possible to reduce
talent costs under various provisions of
talent agreements.

She was opposed to using non-union
shops for commercial production, point-
ing out that many advertisers and agen-
cies have agreements with various talent
unions that could be compromised by
such production. Similarly, she looked
with disfavor on production abroad if
the move is undertaken simply to avoid
talent-union jurisdiction. She agreed
that foreign production is justified if
the overseas locale is an integral part
of the commercial.
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in SACRAMENTO/STOCKTON
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NET WEEKLY
CIRCULATION
INCREASED 13%

between March & May while audiences on
the other 3 stations declined!

€
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NET WEEKLY CIRCULATION

Station Nov ARB | Mar ARB | May ARB Change
KTXL 76,400 130,200 147,700 +13.4%
KCRA 610,400 608,600 588,000 —3.4%
KOVR 572,400 564,900 536,000 —51%
KXTV 524,700 520000 | 528,000 | —04%

KTXL-TV SETS IN USE INCREASED SUBSTANTIALLY while

the other 3 stations experienced normal Spring decreases.
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I KTXL-TV HOMES INCREASED 36% in early
evening [ringe to prime time.KTXL, Channel
40 now delivers an average share of audience
of 119, between 5-7:30 PM in spite of net-
work & local news and Perry Mason pro-
gramming on the other stations.

2 PRIME TIME RATINGS (7:30-11 PM avg. M-F)
SHOW KTXL-TV NOW DELIVERS 30%
MORE homes than in March '69. THIS AMAZ-
ING INCREASE is in spite of competition
from 3 major network stations.

4 XTXL-TV IMPORTANT 5-6 PM RATINGS
INCREASED TOO! TV Homes increased 62%
with Munsters/Martian programming. Chan-
nel 40's SHARES increased to a 17 in May
ARB — almost double the shares shown for
that period in the March ARB.

TV,

P.O. Box 40 Sacramento, CA 95814
Telephone (916) 447-2943 Teletype (910) 367-3522

REPRESENTED BY

AVERY-KNODEL,

Detroit
St. Louis
San Francisco

(313) 961-9607
(312) 241-5051
(415) 981-2345
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Los Angeles
Atlanta
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INC.
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KEY FOR GRAPHS

B ~ov. 53 ARE
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May ‘69 ARB

All  statistics referred to
above are subject to errors,
variations, and interpreta-
tive restrictions inherent in
sampling surveys.

New York
Chicago

{212) 421-5600
(312) 467-6111
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Avco will use live lingerie models

Murphy decides group will ignore code rule
barring real women in TV ads for underwear

Widening cracks in the Television Code
Authority’s rigid rules governing ad-
vertising, particularly regarding femi-
nine attire, appeared last week when
Avco Broadcasting announced it would
no longer be bound by the code article
regarding the use of live models.

John T. Murphy, president of Avco,
in a letter to Robert W. Ferguson, pres-
ident of wTrRF-Tv Wheeling, W. Va., and
head of the television code review
board, said Avco television stations
would disregard the article in the code
pertaining to the use of live models in
advertising of women’s lingerie.

The Avco stations involved are:
wLwT(Tv) Cincinnati, wowc(tv) Col-
umbus, wLwD(Tv) Dayton, all Ohio,
wLwI(TV) Indianapolis and woal-aAM-
FM San Antonio, Tex.

Although the move may conjure up
fanciful images of sexy commercials
the immediate result is expected to be
something less lurid. The code article
in question prohibits the use of live
models unless fully clothed. Avco
spokesmen say they have had consider-
able pressure from retailers, new ar-
rivals in the television commercial
market, who have found their adver-
tisements unacceptable.

Mr. Murphy’s letter says: “It is our
intention, of course, to watch this most
carefully, and in the event there is a
public protest, we most certainly will
reconsider our decision.”

Previously in the letter Mr. Murphy
said: “In our opinion, this article of
the code is archiac and makes no sense
at all when you consider the bikinis on
live models on such programs as Laugh-
In and the other entertainment programs
such as Dean Martin, Mike Douglas,
Johnny Carson etc. I might add beyond
the bikinis, the display of navels and
suggestive movements of dancers in
scanty attire.”

Mr. Ferguson said the matter would
be on the agenda of the TV code review
board which meets Dec. 8-9 in Los An-
geles. He said no special meeting was
contemplated and that no actions indi-
cating disagreement with the code had
been received other than the one from
Avco.

If Avco proceeds to use live modeis
as indicated in the letter it presumably
would be found in violation of the code
and would be subject to revocation of
the code authority’s seal of approval.
The move seems unlikely. '

Although the authority has received
no other complaints, it is known that

Mr. Murphy

pressure from advertisers, particularly
local retailers has been increasing.
Many retailers are getting into the
television medium for the first time.
They have found to their surprise that
much of the available material did not
fit the restriotions of the code. Avco
spokesmen stress that they plan to look
carefully at all submitted commercials
and will insist that they be tasteful.

That the code may relax again is
quite possible. The television code re-
view board will consider the issue and
make recommendations which must be
considered by the authority. But only
a year ago the National Association
of Broadcasters’ television and radio
boards of directors approved code
changes to permit the advertising of
personal products relating to externally
applied feminine-hygiene deodorant
sprays and powders.

Finishing touches put
on TVB's D.C. agenda

Top agency media names and TV ad-
vertiser representatives will take part
in Television Bureau of Advertising’s
annual meeting to be held in Washing-
ton Oct. 21-23 at the Shoreham Hotel.

TVB announced last week that these
agency people from New York will
discuss spot TV at an Oct. 22 panel:
Justin Gerstle, senior vice president and
executive director of the media program
department, Ted Bates & Co.; Warren
Bahr, executive vice president and

media director, Young & Rubicam and
George Simko, vice president and man-
ager of media, Benton & Bowles.

On Oct. 23, Phillip Biddison, vice
president of Ritchie Advertising, Hous-
ton, will outline his agency’s TV pres-
entation to a bank client, and David
Oreck, president of McDonald Sales
Corp., New Orleans appliances and
furniture distributor, will discuss TV’s
place in his advertising plans.

A session on local TV’s role in the
economy will be held from the point of
view of retailers on Oct. 23, and in-
cludes William S. Hansen, president,
Julius Garfinckel & Co., Washington
specialty store; Alfred Eisenpreis, vice
president, planning, research, public re-
lations, Allied Stores; Albert Cohen,
vice president, publicity, Winkelman's
women’s specialty store chain with head-
quarters in Detroit; and Duke Marx,
president Marx Advertising, Milwaukee,
producer of high fashion retail com-
mercials; Sam Burgio, area manager,
Montgomery-Ward, Albany, N. Y.

Keynote address by Robert H. Finch,
Secretary of Health, Education and Wel-
fare, will follow a dinner and reception
on the eve of the convention (Oct. 21).
Also featured on the program is a new
TVB color film presentation. “Small
Business Growing Larger”; bureau re-
ports on local and national TV and a
reception for members sponsored by
MGM-TV on the evening of Oct. 22.

New firm to provide
spot-buying service

The establishment of SFM Media Serv-
ice Corp. to provide advertisers and
ageqcies with buying and placement
services was announced formally last
week by Walter E. Staab and Stanley
H. Moger, president and executive vice
president of the firm (BROADCASTING,
Sept. 29).

SFM already has approximately $15
million in billing from five advertisers
and agencies, according to Mr. Staab.
The primary emphasis, he said, will be
on spot broadcast timebuying, which
will be undertaken by an initial staff of
16. SFM Media Service is located at
5 East 43d Street, New York.

Mr. Staab served most recently as
vice president and media director at
Ted Bates & Co., New York. Mr. Moger
has been in the station representative
business for 10 years and recently was
with Storer Television Sales Inc. in
New York.
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In New York City
from 8 p.m.to sign-off,
Monday thru Friday,
To Tell The Truth
Is the highest

rated program
telecast by any
Independent
station.




Tar, nicotine ads
tougher to write

FTC decides comparisons
now used are not precise,
insists on more detail

The Federal Trade Commission last
week issued a policy statement on tar-
and-nicotine claims in cigarette advertis-
ing that isn’t likely to make life easier
for copywriters.

The commission said qualifying words
such as “low,” “lower,” and “reduced”
used to describe tar-and-nicotine content
of one cigarette brand compared to
another are “imprecise.” The proposed
clarifying remedy may put more statis-
tics and less “springtime” into those
commercials.

The trade commission was acting on
a request from Stockton Helffrich, di-
rector of the National Association of
Broadcasters’ Code Authority. Mr. Helf-
frich wanted to know, among other
things, whether the commission had any
policy regarding the use of those quali-
fying words.

The question was prompted by a
prior commission ruling three years ago
that stated the commission wouldn’t
challenge commercials displaying the
tar-and-nicotine content so long as those
figures were shown to be “accurate and
fully substantiated by tests conducted in
accordance with” those in the commis-
sion’s laboratory. The commission’s at-
titude was that where tar-and-nicotine
comparisons were made, they should be
“factual, fair and not misleading.”

But Mr. Helffrich wondered whether
there was any point on the FTC tar-and-
nicotine rating list where the commis-
sion felt such qualifying descriptions as
low or lower would be misieading and
not factual or fair. In addition, he
asked: “May any cigarette be described
as lower in tar and nicotine than another
cigarette regardless of the difference in
yield between [them]? TIs there a point
at which differences are considered in-
significant and therefore should not be
referenced in cigarette advertisements?”

The commission’s answer essentially
was that all disclosures are significant.
Qualifying adjectives serve to “create an
imprecise picture as to the amount of
tar and nicotine contained in the fea-
tured brand,” it said.

Unless the basis of comoarison is dis-
closed, the commission said, the use of
the adjectives in such comparisons “can
therefore lead to the conclusion that the
advertised brand is lower in tar and
nicotine than just about all other
brands.”

The commission said the “impreci-
sion” could be avoided by “clear and

conspicuous disclosure” in both audio
and video portions of the ads of:

= The tar-and-nicotine content in
“milligrams of the smoke” produced
by the advertised cigarette and in *“milli-
grams of the lowest and highest yield
domestic cigarettes.”

s “If the tar-and-nicotine content of
the advertised cigarette is compared to
any other specific cigarette, the brand
name and tar-and-nicotine content in
milligrams of the smoke produced by
such other cigarette.”

The commission advised that all fig-
ures should be based on the most recent
testing period and should compare cig-
arettes of comparable size (king, regu-
lar, etc.) and type (menthol, filter, etc.).

Hill debate on time
is due next week

Pastore wiil hear plans
for free or cut-rate TV
during federal elections

Moves to require broadcasters to furn-
ish time to political candidates at cut
rates or gratis will be explored at two
days of hearings Oct. 21-22 by Senator
John O. Pastore (D-R.I.) and his Com-
munications Subcommittee of the Sen-
ate Commerce Committee, it was an-
nounced last week.

Ostensibly the hearing will be held

Rep appointments:

1 KsTN-AM Stockton, Calif.; KXLY-AM-
FM Spokane, Wash.; kTLk-aMm (form-
erly kTLN) Denver; kQMs-AM Redding,
Calif.; kpay-aM Chico, Calif.: Robert
E. Eastman & Co., New York.

s WNok-FM Columbia, S.C.: Avery

Knodel, New York.

s KFIG(FM) Fresno, Calif.: Advertis-
ing Sales West, San Francisco.

s WwNH(AM) Rochester, N.-H.: AAA
Representatives, New York.

Agency appointments:

= Lingerie Division, Warnaco Inc.,
Bridgeport, Conn., has named Kenyon
& Eckhardt Advertising, New York, to
handle its account. Former agency was
Marshman & Co., New York.

s Beverage Division of Midrock Oil
Corp., Texas, has named Scofield,
Braselton, William & Hiers Inc., At-
lanta, to handle advertising for seven
Dr. Pepper bottling plants in Georgia
and Alabama.

Business briefly:

Milton Bradley Co., Springfield, Mass.,
manufacturer of games and toys, through
Harvey & Carlson, New York, has
launched a $2.5 million fall advertising
campaign on ABC-TV’s and CBS-TV’s
Saturday and Sunday morning children’s
shows and the Today show on NBC-
TV. The television campaign is part of
$4-million advertising budgeted by
Bradley for 1969.

Dennison Manufacturing Co., through
Chirug & Cairns, Boston, enters net-
work television by advertising the
“Buttoneer” attacher on all three net-
works’ movie schedules, the Today, To-
night and Joey Bishop shows, network
daytime spots and local station spots.

Jell-O, division of General Foods Corp.,
White Plains, N.Y., through Young &
Rubicam, New York, will expand its

market for Jell-O 1*2*3 into nine
Western states. Spot and network tele-
vision In new Western markets, as well
as print and coupons, will be used in the
campaign.

Dubonnet, the aperitif wine of Schenley
Industries Inc., through Gilbert Adver-
tising Inc., both New York, begins a
heavy spot television drive today (Oct.
13) on 11 stations in New York, Los
Angeles and San Francisco.

Admiral Corp., Chicago, through Camp-
bell-Ewald Co., Detroit, has purchased
sponsorship for its appliance and elec-
tronics products on NBC Radio’s News
on the Hour, David Brinkley Reports
and Chet Huntley.

Mattel Inc., Hawthorne, Calif., through
Carson/Roberts, Los Angeles, has pur-
chased full sponsorship of NBC-TV’s
special, Hey, Hey, Hey,—It's Fat Al-
bert, Wednesday, Nov. 12 (7:30-8 p.m.
NYT). Animated program is based on
characters created by comedian Bill
Cosby.

North American Philips Corp.’s Home
Appliance Division, through LaRoche,
McCaffrey & McCall, both New York,
has begun its first major, national con-
sumer campaign for its new Norelco
line of personal care products (hair
setters, hair dryers, etc.). Spot television
with provisions for local dealer tags is
being used in more than 40 major mar-
kets, as well as ads in magazines with
large female audiences, in a drive that
continues into December.

Wynn Oil Co., Azusa, Calif., through
Needham, Harper & Steers/West, Los
Angeles, will co-sponsor CBS Radio
coverage of the Apollo 12 moon shot
scheduled for Nov. 14-21. Wynn par-
ticipated in sponsorship of CBS’s Apollo
11 coverage in July. The Association
of American Railroads, through Mc-
Cann-Erickson, both New York, pre-
viously signed for one-quarter sponsor-
ship on NBC Radio (BROADCASTING,
Sept. 15).
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McClatchy Television -Two Great TV markets combined
rank 13th among the Nation’s top ADI TV markets

with more TV households than Minneapolis-St. Paul,
Indianapolis, Baltimore, or Houston.

You can reach 28 California counties and 2 Nevada
counties — a total market of over $7.5 billion with
820,000 TV-households — with McClatchy TV.

e KOVR: Operates from California’s tallest
broadcasting tower in California’s 3rd largest TV
market, reaching 564,900 TV homes. Forty-eight
percent of the TV-households in the ADI area get
vour message in full color.

¢ KMJ-TV: 1,600,000 watts of broadcasting power.
Reaches 237,100 Southern Valley TV homes.
Forty-six percent of the TV-households in the ADI
area see your products in living color.

So for powerful sales in the nation’s 13th largest
TV area, put your message on McClatchy TV.

Data sources: Sales Management's Survey of Buying
‘Power — June 1969 (Etfective Buying
Income). SRDS July 1969. Stockton/
Sacramento ARB February 12 - March
11, 1969, Fresno ARB February 12-
March 11, 1969. (Net weekly Circu-
lation). ARB TV coverage 1965.
Estimates subject to errors, vari-
ations and interpretative restrictions
inherent in sampling surveys.

McCLATCHY BROADCASTING ki recsevescraneve

REPRESENTED NATIONALLY BY KATZ TELEVISION
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How TV-network billings stand in BAR’s ranking

Broadcast Advertisers Reports’ network-TV dollar revenue estimate—week ended September 28, 1969
(net time and tatent charges in thousands of dollars)

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

Day parts Sept. 28 Sept. 28 Sept. 28  Sept. 28 Sept. 28  Sept. 28 Sept. 28| Sept. 28 | minutes dollars
Monday-Friday

Sign-on-10 a.m. § — 101.9 | § 157.4 4,374.8 | § 336.0 $ 13,334.5 111 $ 493.4 3,384 $ 17,811.2
Monday-Friday

10 a.m.-6 p.m. 1,424.3  55,148.9 | 2,382.2 102,864.8 | 1,813.4  82,428.2 844 5,619.9 | 34,470 240,441.9
Saturday-Sunday I

Sign-on-6 p.m. 1,727.1 34.821.0 1,755.5 39,599.0 1,117.2 26,211.6 338 4,599.8 11,064 100,631.6
Monday-Saturday

5 p.m.-7:30 p.m. 232.2 12,040.7 895.8 25,212.8 874.0 23,847.3 96 2,002.0 3.624 61,100.8
Sunday

6 p.m.-7:30 p.m. 117.0 §,148.5 187.4 7,700.7 229.0 7,194.4 20 603.4 812 20,043.7
Monday-Sunday

7:30.11 p.m. 6,211.1 180,799.9 | 8,074.7 243,79%.6 | 8,238.0 243,319.3 446 | 22,523.8 | 16,976 667,915.8
Monaay-Sunday .

11 p.m.-Sign-off 399.0 15,4:0.8 491.2 6,405.8 504.5 19,168.0 127 1,394.7 3,489 41,004.6

Total $10,110.7 $303,491.8 | $13,944.2 $429,954.5 | $13,182.1 $415,503.3 1,982 $37,237.0 73,819 $1,148,949.6

on the bill (S-2876) sponsored by Sen-
ators Philip A. Hart (D-Mich.) and
James B. Pearson (R-Kan.), which calls
on broadcasters to provide time for
senatorial and congressional candidates
at about 30% of regular commercial
rates. The Hart-Pearson bill was co-
sponsored by 34 other senators, more
than one-third of that body’s member-
ship, and aims to provide senatorial
candidates with 120 minutes and House
candidates with 60 minutes of prime
TV time during the last five weeks be-
fore election date (BROADCASTING, Sept.
15).

But, according to Senate sources, the
hearings will also hear the free-time
proposal issued by a Twentieth Century
Fund commission early this month.
That plan suggests that broadcasters
be required to set out a block of half-
hour, prime-time periods for use by
candidates for president and vice pres-
ident with the charges, about 50% of
regular commercial rates, to be paid for
by the federal government (BROADCAST-
ING, Oct. 6).

Witnesses will be members of the
FCC; members of the Twentieth Cen-
tury Fund group, including its chair-
man, Newton Minow, a former FCC
chairman who is now a Chicago lawyer,
and Dean Burch, nominated by Presi-
dent Nixon to be chairman of the FCC,
an Arizona lawyer who was aide to
Senator Barry Goldwater (R-Ariz.) in
the 1964 presidential campaign and for
not quite a year chairman of the Re-
publican National Committee during
that time; a representative of the Com-
mittee for a More Effective Congress,
which drafted the model for the Hart-
Pearson bill, and the three TV net-
works. Others may be added to this list,
which was announced last Thursday

(Oct. 9).

Meanwhile, on the heels of the Twen-
tieth Century Fund recommendation, a
spokesman for the CATV industry
called on cable TV operators to make
time available on their systems for noth-
ing or for “lowest possible cost” to can-
didates for all offices.

Frederick W. Ford, president of the
National Cable TV Association, told
members of his association in a letter
last week, that they ought to make their
program origination channels available
for this purpose.

Computer knows how to
find commercial talent

Not unlike a computer dating service,
Cast Index, a division of Reeves Tele-
com Corp., New York, as announced
last week will offer subscribers a data
bank of commercial talent. Stressing
that the library of talent will not rendey
agents and casting directors obsolete,
Arthur Cohen, president of the new
company, outlined the enterprise, which
would make up-to-date information on
actors and models available to partic-
ipating advertising agenies.

Calling the Cast Index a “time com-
pressant,” Mr. Cohen said the computer
system will narrow down for clients
the unwieldy list of available talent into
suitable audition lists. Access to the data
bank is through terminals connected by
telephone lines to the computer’s stor-
age devices. The terminal is portable
and suitable for use in an office or on
location. Sought-after characteristicy
are fed into the terminal unit and the
central storage bank responds with
file numbers, referring to a library of
resumes and photographs supplied Cast
Index subscribers.

Information such as product conflict

and union membership will be offered,
as well as physical descriptions.

Registration in the index will cost
actors and models $52 per year. Agen-
cies will be charged between $2,000 and
$4,000—depending on size, for unlimit-
ed use. The service wil lalso be avail-
able on a per-use basis for $600 a year
and form $5 to $1.50 per use.

New animation aids
unveiled in N.Y.

Two computerized animation systems,
designed for the production of animated
television commercials, films and video
tapes, were demonstrated in New York
last week.

Products of the Computer Image
Corp., Denver, were the Animac and
the Scanimate. The Animac is said to
be able to generate its own images for
animation. The company hopes to use it
for production of full-length cartoon
motion pictures “sometime in the
future.” The Scanimate uses a television
camera that transforms the basic image
—a station Jogo, for example—by
exploding, zooming, shrinking, undulat-
ing or squeezing it in any number of
combinations.

Schick picks Needham

Schick Safety Razor Co., Culver City,
Calif., last week named Needham,
Harper & Steers, Chicago, to handle a
projected multi-million dollar advertis-
ing campaign for the advertiser’s line
of injector blades. NH&S was awarded
the account from among five agencies.
The other agencies were Foote, Cone
& Belding; Compton advertising; and
Honig-Cooper & Warrington, all through
Los Angeles offices; and Edward H.
Weiss & Co., Chicago.
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THE WEST

3"

_...‘fl: ;vp' ,;‘J

Fifty-two haif-hour color episodes now available for local programming.

Here's programming that is designed of “Death Valley Days’” are available

to be the perfect local spot carrier. on a reciprocal sales agreement
All you do is insert the commercials. basis. You receive an exciting color
Program material is delivered to you anthology series, perfect for family
without any sponsor or commercial audiences. In exchange, U.S. Borax
content. receives commercial time outside

These retitied and revised episodes the show.

For additional information, contact Les Wallwork, McCann-Erickson, Inc.,
3325 Wilshire Boulevard, Los Angeles, Calif. 90005. Phone (213) 385-3302.
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lelestatus »

TELEVISION

Matching TV markets and sales areas

An exclusive guide for media buyers:

composition of TV markets by county size

Advertiser sales data is reported by salcs district, region, and
county size. Media planning uses the TV market as its basic
unit, and often these different pieces do not fit together well.
This month’s “Telestatus” deals with the problems of re-
conciling county-size reporting with television-market defini-
tions.

County-size data is based upon a rather complex defini-
tion of county-population concentration. A working descrip-
tion, based upon these definitions, would be: “A” markets
are thz 26 major metropolitan areas; “B” markets are thc
medium-sized cities; “C” markets are the smaller towns:
and “D” markets are largely rural areas.

County-size sales data shows where the brand has its
greatest strength, whether it is a large-city, urban, or rural
brand. And since geographic flexibility is one of the strengths
of spot television, county-size statistics are important inputs
for spot television planning. For example, if Brand “X” has

an above-average “A” market sales potential and national
media typically underdelivers in these larger markets, then
major market spot might be recommended to supplement
the national effort. And here is whzre the problem of “fit”
occurs. Market definitions used by the media planner today
are television markets (ADI's), and each market com-
prises counties which fall into different county-size groupings.
A case in point: The top 20 ADI's are all “A” county
markets, yet over 20% of thzir populations live in non-
“A” counties. So the media planner using spot to in-
crease “A” county impression-weight cannot assume that
the spot dollars spent in “A” markets are all contributing
to this goal.

The following tabulations from American Research Bu-
reau show the distribution of ADI TV households by county
size for each ADI market and in incremental groups of 10
markets. Household figures are in thousands.

AD! County Size ADI County Size
Rank Homes A B8 c D Rank Homes A B8 c 2]
1. New York 5,682.8 5,055.2 465.2 137.8 24.6 36. Grand Rapids- 390.2 - 288.8 79.8 21.6
2. Los Angeles 3,182.0 2,742.6 436.0 — 3.4 Kalamazoo,
3. Chicago 2,466.2 2,249.1 47.4 142.6 27.1 Mich.
4, Philadelphia 2,070.0 1,407.0 539.1 123.9 - 37. Syracuse, N.Y. 388.7 = 237.0 131.7 20.0
5. Boston 1,432.8 927.9 336.1 141.6 27.2 38. Albany-Schen- 387.8 - 267.6 94.0 26.2
6. San Francisco 1,372.6 974.2 379.1 13.8 5.5 ectady-Troy,
7. Detroit 1.368.7 1,19.7 94.5 71.5 . N.Y.

8. Cleveland 1,227.1 614.4 433.8 168.2 10.7 39. Charlotte, N.C. 386.7 - 143.6 202.8 40.3
9. Washington 978.8 737.4 - 165.9 75.5 40. San Diego 380.4 38).4 - - —
10. Pittsburgh 959.0 697.4 41.6 207.3 12.7 Markets 31-40 3,979.9 1,031.7 1,462.6 1,080.5 - 405.1

Markets 1-10 20,740.0 16,601.9 2,772.8 1,178.6 186.7 1-40 36,343.8 23,701.3 7,043.6 3,600.8 1,998.1
100% 80% 13% 6% 1% 100% 65% 19% 10% 6%
11. St. Louis 834.0 698.1 - 44.2 91.7 41. Louisville, Ky. 369.7 - 233.0 27.2 109.5
12, Dallas-Ft. Worth 798.5 643.3 - 52.8 102.4 42. Oklahoma City 362.7 = 200.9 63.4 98.4
13. Minneapolis- 702.2 498.6 - 47.9 155.7 43. Dayton, Ohio 358.7 - 281.8 67.8 9.1
St. Paul 44, Greenville- 350.2 S 166.5 110.1 73.5
14. indianapolis 642.2 307.5 40.4 193.0 101.3 Spartanburg-
15. Baltimore 638.4 539.5 14.7 52.1 32.1 Ashville, N.C.
16. Houston 633.3 465.9 48.8 48.5 70.1 45. Norfolk-Ports. 344.6 — 189.6 21.0 134.0
17. Atianta 615.3 378.3 - 89.2 147.8 mouth-Newport
18. Seattie-Tacoma 613.1 496.0 . 89.1 28.0 News-Hampton,
19, Miami 567.8 385.3 159.6 15.2 7.7 Va.
20. Cincinnati 560.4 413.5 62.7 - 84.2 46. Phoenix 331.9 S 268.0 36.3 27.6
Markets 11-20 6,605.2 4,826.0 326.2 632.0 821.0 47. Harrisburg- 326.1 S 295.2 26.6 4.3
1-20 27,345.2 21,427.9 3,099.0 1,810.6 1,007.7 Lancaster-
100% 78% 11% 7% 4% Lebanon-York,
Pa.
21, Buffalo 553.8 396.2 60.3 92.8 4.5 48. San Antonio, Tex.  322.2 = 223.7 15.2 83.3
22. Hartford-New 546.0 - 452.1 93.9 £ 49, Flint-Saginaw- 315.3 - 181.5 106.0 27.8
Haven, Conn. Bay City, Mich.
23. Milwaukee 545.4 406.7 46.4 92.3 . 50. Salt Lake City 305.0 = 15).8 77.0 77.2
24. Kansas City, Mo. 518.4 397.0 - 26.6 90.8 Markets 41-50 3,386.4 — 2,191.1 550.6 644.7
25. Sacramento. 504.3 41.8 395.2 24.1 43.2 1-50 39,730.2 23,701.3 9,234.7 4,151.4 2,642.8
Stockton, Calif. 100% 60% 23% 10% %
26. Tampa-St. 488.8 - 381.8 81.8 25.2
Petersburg, Fia. 51. Tulsa, Okla. 303.0 — 162 .4 90.6 50.0
27. Memphis 481.2 = 219.1 109.9 152.2 52. Greensboro- 299.1 o 142.7 117.2 39.2
28. Portland, Ore. 473.2 - 344.0 59.3 69.9 Winston-Salem-
29. Providence, R.I. 470.0 o 425.5 41.5 3.0 High Point,
30. Nashville 441.6 - 157.6 87.5 196.5 N.C.
Markets 21-30 5,018.7 1,241.7 2,482.0 709.7  585.3 53. Wichita-Hutch- 297.8 - 128.0 59.2  110.6
1-30 32,363.9 22,669.6 5,581.0 2,520.3 1,593.0 inson, Kans.
100% 70% 17% 8% 5% 54. Orlando-Daytona 294.9 — 177.6 101.5 15.8
Beach, Fla.
31. Denver 422.9 349.9 — 42.1 30.9 55. Shreveport, La.- 285.8 - 92.2 93.8 99.8
32. Columbus, Ohio 412.8 - 258.8 97.6 56.4 Texarkana, Tex.
33. Charleston- 412.1 - 76.1 221.3 114.7 56. Toledo, Ohio 284.4 = 168.3 77.5 38.6
Huntington, 57. Richmond, Va. 278.4 - 149.3 67.9 61.2
W. Va. 58. Little Rock, Ark. 278.0 - 90.9 53.8 133.3
34, Birmingham, Ala.  400.1 - 190.7 150.4 59.0 59. Wilkes Barre- 270.9 = 163.0 86.5 21.4
35. New Orleans 398.2 301.4 - 60.8 36.0 Scranton, Pa.
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ADI County Size ADI County Size
Rank Homes A B (o4 D Rank Homes A B (o4 D
60. Omaha, Neb. 256.8 - 158.7 11.6 86.5 108. Binghamton, N.Y,  129.6 - 89.9 38.0 1.7
Markets 51-60 2,849.1 — 1,433.1 759.6 656.4 109. Youngstown, 128.2 - 128.2 e
1-60 42,579.3 " 23,701.3 10,667.8 4,911.0 3,299.2 Ohio
100% 56% 25% 1% 8% 110. Bt.'l:rling(on- 128.1 = 92.7 35.4
tattsburgh,
61. Jacksonville, Fla.  256.5 - 147.3 58.4 50.8 N.Y. €
62. Davenport, lowa-  254.2 103.2 104.3 6.7 Markets 101-110 1,312.7 = 704.8 350.6  257.3
sl%?rnzsl?l?d- 1-110  51,445.5 23,701.3 14,539.1 7,695.9 5,509.2
2. 100 46 28
63. Des Moines.Ft. 252.4 - 91.9 52.5  108.0 e i o) 2 —
Dodge, lowa i
64. Knoxville, Tenn. 250.3 — 114.9 45.3 90.1 111. Colorado Springs-  125.5 = 57.6 37.9 30.0
65. Mobile, Ala.- 246.2 - 177.1 47.4 21.7 Pueblo, Colo.
Pensacola, Fla. 112. Sioux City, S.D. 125.0 - - 37.3 87.7
66. Roanoke-Lynch. 248.2 - 54.2 102.1 91.9 Hz LUC;.on. Au’zg g;g - 99.6 13.7 9.6
burg, Va. . Madison, Wis. . — 72.0 19.7 27.8
67. Rochester, N.Y. 242.8 - 221.2 21.6 = 115. Charleston, S.C. 119.1 = 80.2 26.4 12.5
68. Champaign. 238.0 — 28.8 117.4 31.8 115. MODMO%- Lf:\--ﬁ' 119.1 = 58.8 60.3
Decatur- orado, Ark.
Springfield, I11. 117. Huntsville- 117.3 - - 112.2 5.1
69. Fresno-Visalia, 237.7 - 175.3 60.4 2.0 Decatur-
Calif. F]orence. Ala.
70. Cedar Rapids- 225.6 - 87.4 51.4 86.8 118. Quhtnncy-Hannibal. 116.9 = - 44.9 72.0
Waterloo, lowa 0.
Markets 61-70 2,451.9 - 1,261.3 660.8  529.8 119. Joplin, Mo.- 115.6 = - 52.0 63.6
1-70 45,031.2 23,701.3 11,929.1 5,571.8 3,829.0 Pittsburg, Kan.
100% 53% 26% 12% 9% 120. LMafa')(/ettteilLla.mJ L gzg = o 85.7 28.2
arkets ~ . 5 — 09.4 490.6 396.8
71. Raleigh-Durham,  224.6 - 95.7 100.8 28.1 161;2 52,642.3 23,701.3 14,848.5 8,186.5 5,906.0
N.C. 100 5% 28% 16% 11%
72. Green Bay, Wis. 220.9 - 39.5 136.6 44.8
73. Johnstown- 217.9 — 114.8 99.9 3.2
Altoona, Pa. 121. CoTrgus Christi, 113.4 - 66.3 21.6 25.5
74. Spokane, Wash. 215.2 - 91.5 33.9 89.8 X
75. Portland, Me.- 209.1 — 57.6 120.1 31.4 122. Montgomery, Ala.  113.3 = 57.5 30.8 25.0
Poland Sprine. 126, Vakima, Wash, 1005 28 & na4
N.H. . Yakima, Wash. . - . 43.7 23.4
76. Greenville-New 206.4 - - 173.9 32.5 125. Columbia- 109.8 - - 51.7 58.1
Bern-Wash- Jefferson City,
ington, N.C. Mo.
77. Cape Girardeau,  203.3 = 88.6 114.7 126. Topeka, Kan. 102.7 - 49.1 11.4 42.2
Mo.-Paducah, 127. Mw%t-Blsmarck. 102.6 — - 27.3 75.3
-H i . D.
R 128. Odessa-Midland,  101.9  — - 65.9  36.0
78. Jackson, Miss. 200.9 - 66.6 59.1 75.2 Tex.
79. Chattanooga 193.6 - 93.8 55.1 44.7 129. LaCrosse-Eau 100.7 - = 62.0 38.7
80. Lincoln-Hastings-  184.8 - 54.5 2.1 118.2 Claire, Wis.
Kearney, Neb. 130. Rochester-Mason 99.5 - - 62.1 37.4
Markets 71-80 2,076.7 = 614.0 880.1  582.6 City, lowa-
1-80 47,107.9 23,701.3 12,543.1 6,451.9 4.411.6 Austin, Minn.
100% 50% 21% 14% 99, Markets 121-130 1,066.1 - 270.4 388.7 407.0
161032 53,708.4 23,7%;; 15,118.9 s,575% 6,313.0
81. Springfield, Mass. 176.2 - 131.6 44. — o 28% 16 12%
82. Albuquerque, 176.1 - 92.5 42.2 41.4
N.M.
83. Ft. Wayne, Ind. 171.9 = 79.2 29.3 63.4 130. Savannah, Ga. 99.5 - 62.7 - 36.8
84. Sioux Falls- 169.2 = - 38.3  130.9 132. Lexington, Ky. 98.8 = 45.0 9.4 44.4
Aberdeen, S.D. 133. Austin, Tex. 98.5 — 71.2 9.3 18.0
85. Honolulu 167.1 - 138.6 23.6 4.9 134, Erie, Pa. 97.5 — 76.4 21.1 —
86. Peoria, I11. 163.9 = 102.0 49.0 12.9 134. Macon, Ga. 97.5 _ 61.8 14.6 21.1
87. Bristol-Johnson 156.9 - - 104.9 52.0 136. Utica, N.Y. 9.7 - 80.9 15.8 _
City, Tenn. 137. Eugene, Ore. 94.6 — 57.0 37.6 o
88. kaur:h tBeln:ij- 156.4 = 85.2 58.6 12.6 138. Abiletne-Sweet- 93.8 - - 56.3  37.5
art, Ind. water, Tex.
89, Evansville, Ind. 148.8 £ 68.8 22.2 57.8 139. Tallahassee, Fla. 92.4 = — 62.0 30.4
90. Duluth-Superior,  146.7 - 86.2 10.6 49.9 140. Wausau-Rhine- 91.1 = - 52.2 38.9
Wis. lander, Wis.
Markets 81-90 1,633.2 — 784.1 423.3  425.8 Markets 131-140 960.4 — 455.0 278.3 227.1
1-90 48,741.1 23,701.3 13,327.2 6,875.2 4,837.4 1-140  54,668.8 23,701.3 15,573.9 8.853.5 6,540.1
100% 9% 27% 14% 10% 100% 439 29% 16% 12%
91. Lansing, Mich. 144.2 - 134.1 10.1 -
e e Z s 141. Las Vegas, Nev.  89.6  — 8.7  — 2.9
93. Amarillo, Tex. 141.8 80.4 61.4 L Ri 5
94. Salinas-Monterey, 139.4 = 61.5 72.9 5.0 142 °é';’nd'e°Va”ey 88.0 - 80. - 7.8
Calif. . :
95. Fargo, N.D. 139.3  — = 703 69.0 143. C’g:ﬁfedd'“g- 87.3 - - 67.5  19.8
%. pugusta, Ga, | 184 Z L T 144, Wilmington, N.C.  85.0  — - 70.6  14.4
97. Wheeling, W. Va.- 137.6 . 20.8 ] 2
Steubenville 145. Bakersfield, Calif.  83.1 - 83.1 = -
Ohio g 146. Boise, Idaho 82.3 - 51.4 30.9
98. Wichita Falls, 136.7  — 4.3 4.2 512 LG ULl EEUES - LE ST
Tex.-Lawton Cadillac, Mich.
O : 148. Santa Barbara, 77.3 - 77.3 - -
i _ Calif.
99. Baton Rouge, La.  135.8  — 3.0 14.6  48.2 149. Bangor, Me. 6.9 — 35.2 30.0 117
100. Springfield, Mo. 134.6 44.8 89.8 150. Alb G 2 355 3
Markets 91~100  1,381.7  — 507.1  470.1  414.5 - Albany, Ga. Lol - 0 L
. Markets 141-150 823.7 - 362.5 273.6  187.6
1-100  50,132.8 23,701.3 13,834.3 7,345.3 5,251.9
100% 7% 28% 15% 10% 1-150  55,4%2.5 23,701.3 15,936.4 9,127.1 6,727.7
100% 43% 299, 16% 12%
101. West Pal 1 133.9 - 96.9 14.7 22.3
Beach, Fla.
102. Columbus, Ga. 133.1 - 67.1 22.2 43.8 151. Florence, S.C. 66.2 o 5 48.5 17.7
102. Terre Haute, Ind.  133.1 — - 67.4 65.7 152. Watertown- 66.0 - - 59.6 6.4
104. Columbia, S.C. 132.8 — 74.5 43.1 15.2 Carthage, N.Y.
105. Waco-Temple, 132.1 - 49.7 46.2 36.2 153. gfznof. r:;.v. 65.8 - 1.3 gi.; zgg
Tex. 154, Bluefield, W. Va. 64.0 e o . .
106. Beaumont-Port 131.1 - 103.5 - 27.6 155. Meridian, Conn. 62.5 - - ggg gég
Arthur, Tex. 156. Cheyenne, Wyo. 61.3 — — . .
107. EI Paso, Tex. 130.7 - 95.0 26.3 9.4 156. Dothan, Ala. 61.3 - - 23.3 38.0
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ADI County Size ADI County Size
Rank Homes A B c D Rank Homes A D
158. Alexandria, 56.7 - = 8.9 47.8 181. Butte, Mont. 36.2 = = 15.0 21.2
Minn. 182, Yuma, Ariz. 35.1 — - 35.1 -
159. Billings, Mont. 54.9 = = 27.2 21.7 183. Greenwood, Miss.  35.0 — = 28.5 6.5
160. \daho Falls- 54.2 - - 3.3 22.9 184. Lima, Ohio 31.9 - = 31.9 -
Pocatello, Idaho 185. Twin Falls, [daho  30.6 - = 13.2 17.4
Markets 151-160 612.9 - 1.3 354.3  257.3 186. Salisbury, Md. 28.3 - = 16.2 12.1
1-160  56,105.4 23,701.3 15,937.7 9,481.4 6,985.0 187. Harrisonburg, Va.  26.1 - - 16.3 9.8
100% 2% 28% 17% 13% 188. Presque Isle, Me.  25.2 - - 25.2 -
189. Panama City, Fla. 23.8 — _ 21.1 2.7
161. Ft. Smith, Ark. 52.7 = - 44.2 8.5 190. San Angelo, Tex. 23.3 - — 21.2 2.1
162. St. Joseph, Mo. 52.3 = - 29.2 23.1 Markets 181-190  295.5 = = 223.7 71.8
163. Great Falls, Mont.  51.5 = - 2.4 25.1 1-190  57,295.2 23,701.3 15,984.8 10,223.6 7,385.5
164. Alexandria, La. 49.6 - = 42.1 7.5 100% a9, 289, 18%, 13
165. Columbus, Miss. 48.0 — - 22.4  25.6
166. Lake Charles, La. 47.1 £ 47.1 e — _ _ _
167. Marquette, Mich.  45.6  — = 4.2 11.4 1. . Mye.jf' e ggé - - ggé -
168. Mankato, Minn. 45.5 - - 12.8 32.7 e U4 . G
. Rty 193. Bellingham, 21.2 — 21.2 -
169. Rapid City, S.D. 44.7 C - 20.2 24.5 Wash.
feih La;‘;fé'”ﬂit;fs' b= - SZERRILS 194. Missoula, Mont. 2.0 — - 14.6 6.4
Markets 161-170  481.1  — a7.1  268.1  169.9 195. Hays, Neb. 19 - - 19.5
196. Lufkin, Tex. 18.4 - 12.8 5.6
1-170  56,586.5 23,701.3 15,984.8 9,745.5 7,154.9 T T v e - - o o
100% 29 289, 17% 13 - Kigme , G : c
171. Clarksburg- 3.9 - = 21.5  22.4 198. Laredo, Tex. 16.5  — - 12.7 ‘;
Weston, W, Va. 199. Tupelo, Miss. 15.8 S O 12.1 3'8
172. Ottumwa, lowa- 3.7 — = 13.9  29.8 200. N‘;\{;’l‘) Platte, 2.8 - - - 12.
173 Ar’éir:‘kosr‘gug'kn':o' 2.7 — _ 3.4 203 Markets 191-200  188.5  — = 137.6  50.9
173, Roswell. N.M. 426 — _ 376 50 1-200 57,483.7 23,701.3 15,984.8 10,361.2 7,436.4
175. Eureka, Calif. 4.9 — = 32.1 9.8 100% n% 28% 18%  13%
176. Casper, Wyo. 41.2 - - 18.0 23.2
177. Tyler, Tex. 40.7 - - 36.2 4.5 201. Ensign, Kan. 11.3 — - - 11.3
178. Grand Junction, 39.9 - - 17.9  22.0 202. Pembina, N.D. 9.6 - = - 9.6
Colo. 203. Helena, Mont. 8.9 Ead - - 8.9
179. Medford, Ore. 39.6 - - 28.8 10.8 204. Glendive, Mont. 4.4 - = = 4.4
180. Biloxi, Miss. 37.0 - - 35.0 2.0 204. Jackson, Tenn. 4.4 = = - 4.4
Markets 171-180 413.2 = — 254.4  158.8 Markets 201-204 38.6 = = = 38.6
1-180  56,999.7 23,701.3 15,984.8 9,999.9 7,313.7 1-204  §7,522.3 23,701.3 15,984.8 10,361.2 7,475.0
100% 2% 28% 17% 13% 100% 2% 28% 18% 13%
A new face said the board of trustces had approved New York that thc academy is in “bet-
revisions that will eliminate from the ter financial condition today than it has
for Emmy7 telecasts the presentation of technical been in a long time.” Reports that
* awards; establish a new award for the NATAS was having money problems

NATAS streamlines
awards telecasts, begins
TV contract negotiations

The National Academy of Television
Arts and Sciences announced last week
that its Emmy Awards television pres-
entations will be simplified, beginning
next year, with a reduction in the num-
ber of categories from 32 to 26.
Seymour Berns, acadzmy president,

best news series, and subdivide the
variety or music award into two classifi-
cations, one for variety or popular
music, and another for classical music.

Mr. Berns added that the technical
awards will be given at a dinner or
luncheon to be held simultaneously on
both coasts. He said this move will give
the 1970 two-hour telecast, scheduled
for ABC-TV on June 7, “20 or 30%
more airtime” for entertainment and
the presentation of awards.

He told newsmen at a conference in

mon lAan a decade o/ Conalruch'w .S)uw'u
lo groaa’cadlera am/ the [)’raac[cadﬁng .9n¢1ualry

HOWARD E. STARK

Brokers—Consultanis

50 EAST 58TH STREET

NEW YORK. N. v,

(212) 355-0405

circulated last month following the an-
nouncement that Peter Cott, exccutive
director, was resigning Dec. 31. Mr.
Berns said that a successor to Mr. Cott
will be named after Jan. 1, 1970.

He reported that the Television Quar-
terly, which has been published by the
academy for the past eight years, was
discontinuing publication, but claimed
the action was only partly related to
finances. He indicated the magazine
would resume publishing after the
academy has “taken a hard look to
broaden its appeal.”

Mr. Berns told the conference that
the academy was negotiating with the
TV networks, which carry the Emmy
program yearly on a rotating basis, for
continuation of the telecasts beyond
1971. He declined to say whether
NATAS was seeking more than the
present $250,000 annually from the
networks. saying he did not want to
negotiate in public.

WGA fends off
special strike fund

Members of the Writers Guild of Amer-
ica have voted against a proposed addi-
tional assessment of 1% of their earn-
ings to be used for a strike fund. The
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Why let the sun set
on your profits?




Does your money-making potential end with sunset?

GO FM, and night is the start of a new day’s programming.
GO FM, and you can increase your money-making potential
day and night.

But go with RCA. For a number of very practical reasons.

Your technical problems will be solved by the world’s most
experienced broadcast equipment manufacturer. RCA will
plan your entire station, from microphone to tower. RCA will
help you sustain your station. Whether you need a replace-
ment part, or a new transmitter, one phone call to your local
RCA man means immediate service!

You will also enjoy the convenience of single-source pur-
chasing, as well as the technical advantages of completely
matched systems. Today, as it has been for years, RCA is
the only complete source of everything you need to produce
the finest FM (and AM) signals possible. For greater value
when you buy—and lower operating costs for years to
come—be particular. Insist on RCA.

New BTE-15A Stereo/SCA Exciter System to increase
your FM profit potential!

Add Stereo and SCA and
you're in the total FM busi-
ness! Buy any of the new
RCA FM transmitters and all
you need is the optional
il stereo and SCA generator.
& Orplug the entire BTE-15A
system into many previous-
generation transmitters!

Another reason why anti-
obsolescence is “standard
equipment” in RCA!




r

b

New FM transmitters for the sound that says “today”.
Once again, RCA has ad-
vanced the “state of the
art”. RCA’s new FM trans-
mitters are engineered to
take full advantage of to-
day’s sound and feature—
in every model—the only FM
exciter with integrated
circuitry (IC) and complete
instrumentation!

The new line includes:

Five solid state transmitters
(1-KW to 40-KW) for mono
or stereo operation, all with
built-in facilities for remote
control. Most models offer
in-the-field power-expan-
sion facilities. Most models
are designed for “non-
stop” paralle! operation.




RCA has everything
you heed to make FMoney.

Everything. From microphone to towers. And
everything matched for excellent perform-
ance and economical system expansions.
Shown here are but a few recent additions
to the audio line.

The new BC-17 Three-Channel Console for
AM and FM. Features completely solid state
design, will handle AM-FM, FM-Stereo and
SCA audio switching ... plus the upcoming
new “Galaxy" series of microphones.

The New Audio Automation System. De-
signed to run a full day’s programming for
you. It switches between many preselected
audio sources and sequences them auto-
matically in any preset pattern.

See the man from RCA for the best of every-
thing in radio. Ask him about our new an-
tennas, reel and cartridge tape recorders,
turntables, pickups, microphones.

And be sure to send for our new Station
Planning Literature for everything you want
to know on how to make floor plans, choose
and maintain your equipment! Write: RCA
Broadcast Equipment, Bldg. 15-5, Camden,
N. J. 08102.

RCA...Totally Responsive




measure failed to gain approval by
seven votes, or 1% of the total votes
cast.

Actually 65% of the votes were in
favor of the additional assessment. The
WGA’s constitution, however, requires
two-thirds, or 66% of the votes, for
passage.

Four other amzndments to the guild’s
constitution were approved overwhsim-
ingly:

= An increass in dues from $10 per
quarter with a 1% credit against the
gross a writer earns.

s A measure permitting Writers Guild
of America, West, and Writers Guild of
America. East, to vote separately on
matters that affect thz divisions in-
dividually.

= Nonresident writers to be granted
full mz2mbership status (without initia-
tion payment of $200) provided their
home guild reciprocates.

= A new quorum requirement that
considers mail and floor vote together
for purposes of mesting the necessary
number of members to conduct busi-
ness at memb-=rship meetings.

Networks’ profits bind
hampers AFL, NFL talks

The top network sports-programing ex-
ecutives will barely have time to catch
their breath from negotiations on the
1972 Olympics (BROADCASTING, Oct. 6)
before entering into serious negotiations
on the 1970 professional football con-
tracts.

Football Commissioner Pete Rozelle
reportedly is anxious to settle on terms
with CBS-TV and NBC-TV, holders
of the options on NFL and AFL con-
tracts respectively, by next month. Mr.
Rozelle has indicated he would like to
get $39 million in rights from televi-
sion (BROADCASTING, May 19), but the
networks maintain they are 2lready
hard pressed to make a profit at present
prices ($20 million from CBS, $9 mil-
lion from NBC). Neither network has
sold out football advertising so far this
year.

If either network drops out, Hughes
Sports Network is likely to place its bid,
but an HSN spokesman said last week
that Hughes would be faced with the
same problems as the networks in try-
ing to get advertisers at high enough
prices to make a profit.

CBS’s asking price for minutes in
NFL games this year was estimated at
$73,000, while NBC raised its prices
from $28,000 to $40,000 this year on
the strength of the AFL win in the
Super Bowl.

Reports that NBC was likely to drop
football rather than pay another $6 or
$7 million for rights could not be con-
firmed because the decision makers were
in Japan negotiating for the Olympics.

WOR-TV free time
in campaign lauded

But FCC questions plan
requiring candidates
to appear personally

Wor-Tv New York was commended by
the FCC last week for its plan to give
free time to candidates for mayor of
New York and governor of New Jersey
during nearly a full day of political pro-
graming.

But the station also received a note
of warning about one feature of the
plan—one that limits the free-time offer
to candidates who appear in person
during their broadcasts.

Wor-Tv, owned by RKO General
Inc., will air the special programing
between 7 a.m. Monday, Nov. 3, and
1:30 a.m. Tuesday, election day. Fif-
teen-minute segments will be made
available to each of the 14 candidates,
seven for mayor and seven for gover-
nor. The remainder of the time will
be given over to introductory remarks,
commentary and explanatory material
by station personnel.

The commission. which had been
asked for a declaratory ruling on the
station’s compliance with the equal-time
law, said “the proposal appears to con-
stitute a highly commendable effort . . .
to present a program with considerable
public appeal in the discharge of one
of the most important of [the station’s]
public interest responsibilities—contrib-
uting to an informed electorate.” The
commission also commended the station
for its advance planning.

But, it said, the ground rule laid
down by the station requiring candi-
dates to appear in person “may be in-
consistent with the provisions of Sec-
tion 315 with respect to candidates
who prefer to participate by prere-
corded videotape or film.”

The commission noted that a candi-
date might prefer to prerecord his ap-

pearance rather than participate in the
“give and take” of a live appearance.
Or he might choose to devote his last
day of campaigning to purposes other
than appearing live on the program,
the commission added.

Under the station’s plan, candidates
who refuse to appear in person or who
do not usc all of their free time would
not receive substitute time.

Candidates who do appear would be
free to use their time in any manner
they wish. They could use film or other
material and have others on the pro-
gram with them. The station will also
make office facilities and equipment
for receiving and replying to telephone
calls available on request.

The services the station plans to offer
the candidates don’t end there. It will
provide then with transportation to
and from the studios—including heli-
copter service.

Four in radio-TV
to get safety awards

Winners of broadcast and print media
Distinguished Service Awards in the
accident prevention program of the
National Safety Council will be honored
in Chicago Oct. 28 at a breakfast cere-
mony arranged by Howard Pyle, coun-
cil president. This is the fifth year the
annual awards have been conducted
on a competitive basis.

The broadcast winners for service in
1968 include: wisN(aM) Milwaukee
and wkyc-Tv Cleveland, in respective
radio and TV station categories; Tim
Spencer, weHT-Tv Evansville, Ind., for
TV individual, and Gary Shepard and
Sandor Reich. CBS News, for radio.

WsIN has aired Sound of Safety
series at 5:15 p.m. each weekday, plus
specials. Wkyc-Tv did a half-hour docu-
mentary on Drownproofing and aired
extensive spot drive on this and related
subjects. Messrs. Shepard and Reich
did a major feature on air safety while
Mr. Spencer aired editorial series on
traffic safety including daylight Hal-
oween trick-or-treating.

R. C. CRISLER & CO., INC.

BUSINESS BROKERS FOR C.A 1.V, TV & RADIO PROPERTIES
LICENSED SECURITIES DEALERS
UNDERWRITING — FINANCING

CINCINNAYI—

TUCSON—

H. Lee Druckmoan

Richard C. Crisler, James J. Espy, Ted Hepburn
Sthl 3rd Bonk Building, phone (513) 381-7775

Edwin G. Richter Jr., Frank Kalil
POB 5131, phane (602) 622-3336
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NBC-TV clings
to Nielsen lead

ABC-TV, CBS-TV new shows
start later but still
trail in numbers race

NBC-TV continued to lead the Fast
National Nielsen ratings race during
the week of Sept. 22-28, when CBS-TV
presented its new programing and
ABC-TV opened most of its new shows.
NBC’s 20.1 average rating, 34 average
share, was trailed by CBS’s 18.3, 31
and ABC’s 16.8, 29.

These ratings represent an 8% in-
crease for ABC and a 6% increase for
NBC over last year, while CBS was
down 10%.

ABC’s premieres of The Music Scene
and The New People and CBS’s new
episodes of Here’s Lucy, Mayberry RFD
and Doris Day faced abnormal com-
petition from NBC's comedy special
programing Monday night (Sept. 22),
and specials and strong movies domi-
nated the rest of the week on all three
networks.

ABC’s new shows seemed to do
either very well or very poorly. Marcus
Welby M.D., Room 222 and Movie
of the Week all had ratings above 21,

while Mr. Deeds Goes to Town, Jimmy
Durante Presents the Lennon Sisters,
The New People and The Music Scene
had ratings below 14. CBS’s top per-
former was The Jim Nabors Show with
a 21.4. Its other new shows, Leslie
Uggams, The Governor and J. J., Med-
ical Center and When in Rome received
ratings ranging from 18 to 15.

The Bob Hope special on NBC Sept.
22 led the ratings for that week fol-
lowed by NBC’s Laugh-In, the Saturday
movie, “Shenandoah”, and the Bill
Cosby Show. CBS’s Peanuts special
came next, then ABC’s Sunday movie,
“Nevada Smith”, then NBC’s Walt Dis-
ney and Flip Wilson Special. Complet-
ing the top 10 were ABC’s new Marcus
Welby and NBC’s Dean Martin.

In the New York Nielsens for Thurs-
day, Oct. 2, through Wednesday, Oct.
8, with the exception of Friday night,
movies were the top choice. The fare
included “The Sandpiper”, “Arabesque”,
“Those Magnificent Men in Their Fly-
ing Machines”, “Counterpoint”, “The
Over-the-Hill Gang” and “Two for the
Road”.

The Friday movie on CBS was
“Double Trouble” with Elvis Presley,
which did not approach the ratings
of Name of the Game and Bracken's
World on NBC.

Other top-rated programs last week
were NBC’s Laugh-In, Ironside, Dean

ASTRONAUTS’ PARADE
AUGUST 13TH
...TMI WAS THERE

| Thanks, ABC, for selecting our Mobile #2
for the network pool coverage of
the astronauts’ parade in Chicago.

|

TRANSMEDIA

INTERNATIONAL CORP.

538 Madison Avenue [ New York, N.Y. 10022 [ (212) TE 2-9200
3259 Winton Road South | Rochester, N.Y. 14623 [ (716) 442-0220

MOBILE COLOR PRODUCTION

Martin and Bonanza, ABC’s Bewitched,
Mod Squad and Room 222 and CBS’s
Jackie Gleason and Ed Sullivan.

The New York Nielsen ratings for
Oct. 2-8:

Thursday, Oct. 2

Rating  Share

7:30-8 p.m.
ABC—Ghost and Mrs. Muir
CBS—Family Affair
NBC—Daniel Boone

8-8:30 p.m.
ABC—That Girl
CBS—Jim Nabors
NBC—Daniel Boone

8:30-9 p.m.
ABC—Bewitched
CBS—Jim Nabors
NBC—Iranside

9-9:30 p.m.
ABC—Tom Jones
CBS—Thursday Movie
NBC—/ronside

9:30-10 p.m.
ABC—Tom Jones
CBS—Thursday Movie
NBC—Dragnet

10~10:30 p.m.
ABC—It Takes a Thief
CBS—Thursday Movie
NBC—Dean Martin

10:30-11 p.m.
ABC—/t Takes a Thief
CBS—Thursday Movie
NBC-Dean Martin
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Friday, Oct. 3

Rating  Share

7:30-8 p.m
ABC—Let's Make 3 Deal
CBS—Get Smart
NBC—High Chapa"al 2
8~8:30 p.m.
ABC—The Brady Bunch
CBS—Good Guys
NBC—High Chaparral
8:30-9 p.m.
ABC—Mr. Deeds
CBS—Hogan's Heroes
NBC—Name of the Game
9-9:30 p.m.
ABC—Here Come the Brides
CBS—Friday Movie
NBC—Name of the Game
9:30-10 p.m.
ABC—Here Come the Brides
CBS—Friday Movie
NBC—Name of the Game
10-10:30 p.m.
ABC—Durante & Lennons
CBS—Friday Movie
NBC—B8racken's World
10:30-11 p.m.
ABC—Durante & Lennons
CBS—Friday Movie
NBC—Bracken's World
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Saturday, Oct. 4

Rating  Share

7:30-8 p.m.
ABC—Dating Game
CBS—Jackie Gleason
NBC—Andy Williams

8-8:30 p.m.
ABC—Newlywed Game
CBS—Jackie Gleason
NBC—Andy Williams

8:30-9 p.m.
ABC—Lawrence Welk
CBS—My Three Sons
NBC-Adam-.12

9-9:30 p.m.
ABC—Lawrence Welk
CBS—Green Acres
NBC—Saturday Movie

9:30-10 p.m.
ABC—NCAA Football
CBS—Petticoat Junction
NBC—Saturday Movie
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10-10:30 p.m.

ABC—NCAA Football 7.1 14

CBS—Mannix 15.1 29

NBC—Saturday Movie 23.3 45
10:30-11 p.m.

ABC—NCAA Football 7.1 14

CBS—Mannix 15.7 31

NBC—Saturday Movie 23.7 46

Sunday, Oct. 5

Rating  Share

7:30-8 p.m.

ABC—Lland of the Giants 11.2 18

CBS—When In Rome 13.5 22

NBC—Walt Disney 15.1 24
8-8:30 p.m.

ABC—FBI 16.7 25

CBS—Ed Sullivan 17.3 26

NBC—Walt Disney 17.3 26
8:30-9 p.m.

ABC—FB! 20.5 30

CBS—Ed Sullivan 21.5 32

NBC—Bill Cosby 15.0 26
9-9:30 p.m.

ABC—Sunday Movie 22.5 32

CBS—Leslie Uggams Show 15.3 26

NBC—Bonanza 15.5 26
9:30—10 p.m.

ABC—Sunday Movie 22.8 32

CBS—Leslie Uggams Show 16.4 23

NBC—Bonanza 20.7 29
10-10:30 p.m.

ABC—Sunday Movie 20.6 31

CBS—M ission:Impossible 14.6 22

ABC—The Bold Ones 19.8 30
10:30-11 p.m.

NBC-—Sunday Movie 19.9 33

CBS—Mission:Impossible 14.9 24

NBC—The Bold Ones 18.9 31

Monday, Oct. 6

Rating  Share

7:30-8 p.m.
ABC—Music Scene 9.8 16
CBS—Gunsmoke 17.0 27
NBC—My World 19.4 31
8-8:30 p.m.
ABC—Music/People 7.1 11
CBS—Gunsmoke 17.6 26
NBC—Laugh-In 31.5 47
8:30-9 p.m.
ABC—New People 9.3 13
CBS—Lucy 15.0 22
NBC—Laugh*in 33.6 48
9-9:30 p.m.
CBC—Survivors 11.9 17
ABS—Mayberry RFD 14.2 20
NBC—Monday Movie 26.0 37

9:30-10 p.m.
ABC—Survivors 11.9 18
CBS—Dotis Day 11.5 17
NBC—Monday Movie 26.3 40
10-10:30 p.m.
ABC—Llove American Style 12.5 20
CBS—Carol Burmnett 13.6 21
NBC—Monday Movie 24.6 38
10:30-11 p.m.
ABC—Llove American Style 12.7 21
CBS—Caro! Burnett 14.2 23
NBC—Monday Movie 23.6 38
Tuesday, Oct. 7
Rating  Share
7:30-8 p.m.
ABC—Mod Squad 22.2 37
CBS—tlancer 11.9 20
NBC—Jeannie 15.3 25
8-8:30 p.m.
ABC—Mod Squad 27.4 43
CBS—Lancer 12.1 19
NBC—Debbie 14.6 23
8:30-9 p.m.
ABC—Movie of the Week 25.5 36
CBS—Red Skelton 17.6 25
NBC—From Here to the 70's 21.4 31
9-9:30 p.m.
ABC—Movie of the Week 26.9 38
CBS—Red Skelton 15.5 22
NBC—From Here to the 70's 19.5 27
9:30-10 p.m.
ABC—Movie of the Week 27.7 41
CBS—CBS Playhouse 10.8 16
NBC—From Here to the 70's 17.3 25
10-10:30 p.m.
ABC—Marcus Welby 29.3 44
CBS—CBS Playhouse 12.4 18
NBC—From Here to the 70's 17.9 27
10:30-11 p.m.
ABC—Marcus Welby 26.6 42
CBS-—CBS Playhouse 12.4 20
NBC—From Here to the 70's 16.4 26
Wednesday, Oct. 8
Rating  Share
7:30-8 p.m.
ABC—Flying Nun 10.1 17
CBS—Glen Campbell 18.5 31
NBC—Virginian 13.1 22
8-8:30 p.m.
ABC—Courtship of Eddie’s
Father 18.2 28
CBS—Glen Campbell 19.0 29
NBC—Virginian 14.9 22
8:30-9 p.m
ABC—Room 222 25.9 39
CBS—Beverly Hillbillies 12.3 18
NBC—Virginian 15.0 22

9-10 p.m.
ABC—Movie 24.1 34
CBS—Medical Center 16.1 23
NBC—Kraft Music Hall 15.1 21
10-11 p.m.
ABC—Movie 21.0 33
CBS—Hawaii 5-0 14.6 23
NBC—Then Came Bronson 18.0 28

Lescoulie signs up
for Avco specials

Jack Lescoulie, veteran NBC Today
Show performer, has signed with Avco
Broadcasting Corp. to be anchorman
and narrator for a series of special
products.

John T. Murphy, Avco president said
last week in Cincinnati the projects will
include nationally syndicated document-
aries, regional television specials, radio
and television sports programing and
coverage of events such as the Indian-
polis 500, the San Antonio Fiesta and
the Ohio State Fair.

Outdoor music programs
will be taped for TV

Network Associates Corp., New York,
announced plans last week under which
it would stage 26 live entertainment pro-
grams of 90 minutes each throughout
the country and tape these musical
events for national syndication to tele-
vision in one-hour versions.

The live entertainment shows will be
presented before audiences in outdoor
locations and will feature top names in
the contemporary music scene. The
series, titled Sound and Look of the
70's, will begin production in the spring
of 1970, it was stated.

Network Associates Corp., which has
been active in TV and film production,
recently was acquired for stock and
cash by Jerome J. Garfield, former di-

San Francisco DJ moves
show from radio to TV

In a programing development that has
national implications for all-music ra-
dio stations and all nonnetwork affiliat-
ed TV stations, KBHK-TV San Francisco
last week started an early morning, three-
hour daily disk jockey program block
that stars the leading radio per-
sonality in the market, is sponsored by
some of the leading radio advertisers,
and is being promoted as a show to
listen to and not watch. For the last
decade and until this month, the Sher-
wood show, heard on KSFo(AM) San
Francisco, was reputed to be the most
popular radio program in the San Fran-
cisco bay area. Don Sherwood, the per-
sonality who conducts the show, has
been called the Arthur Godfrey of San

Francisco, and is said to be as indelibly
identified with the area as newspaper
columinst Herb Caen.

KBHK-TV, a nonnetwork affiliated
UHF station owned by Kaiser Broad-
casting Corp., has taken Mr. Sher-
wood’s radio show and transposed it
essentially intact to television. The pro-
gram, which started Oct. 6, is heard and
seen from 6 to 9 a.m. each weekday.
It features music, news, traffic reports,
weather, and Mr. Sherwood’s satirical
comments and observations. Little effort
is made to make the program visual
(particularly in the first hour). When
music is played, the camera is focused
on a venerable cathedral-style radio.
Promotion for the show, on billboards,
bus cards and on radio (reportedly only
one station turned down the advertis-
ing), says: “Listen to Sherwood. Turn
to TV. You don’t have to watch.”

Mr. Sherwood is in direct competi-
tion with his own former and other ra-
dio stations not only for early morning
listeners but for advertisers. At least a
half-dozen of his current sponsors pre-
viously advertised with him on radio
and some are making their first invest-
ment in television. The station is sug-
gesting that advertisers use their radio
spots for TV. In some instances, as he
did on radio, Mr. Sherwood is deliver-
ing some of the spots personally.
Among radio advertisers now sponsor-
ing on television are Niagara Cyclo-
massage, Harrah’s club of Reno, Oberti
olives and Cory copy service.

Kaiser Broadcasting officials indicate
that this is a test program for the
group. If the radio show on TV proves
successful, the concept is likely to be
tried on Kaiser’s five other UHF sta-
tions.
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. . . about paid circulation

The surest barometer of the reader accept-
ance of any publication is its paid circulation.
People read business and trade papers for
news and ideas that will help them in their
jobs, not for entertainment.

The purchase of a subscription immediately
establishes a contractual relationship between
the subscriber and the publisher. The sub-
seriber buys the publication and anticipates
news and features to keep him abreast of
developments in his own business. He expects
the publication to reach him regularly
throughout the subseription year. If reader
interest is not maintained, paid circulation
is directly affected.

BROADCASTING delivers more paid circu.
lation annually than the combined paid ¢ireu-
lation of the vertical competitive publications.

rector of administration and operations
for Spectrum Ltd., New York, and
Alan Lurie, former president of Winston
Pharmacal Corp. and once vice presi-
dent of marketing for Amfre-Grant Inc.
Mr. Lurie said NAC also plans to pro-
duce a package of other film programs
for TV and theatrical exhibition.

A new criterion
for license renewal
Boston-based foundation,

with expansion in mind,
wants rule against violence

A new anti-TV violence voice was heard
last week as the Foundation to Im-

| prove Television asked the FCC to

amend its rules to provide for denial of
license to any applicant for a television
station who proposes to air programs
which “contain an excecssive amount of

| fictionalized violence and horror during

the hours prior to 11 p.m.”

The foundation was organized last
May for the sole purpose of opposing
purported excessive violence and hor-
ror on TV. Its president and director
is William S. Abbott, an Arlington,
Mass. attorney. It is based in Washing-
ton, temporarily at the offices of its
attorney, Welch & Morgan, which has
represented several groups challenging
TV licenses.

The foundation is supported entirely
through dues and contributions from its
members. Most of these are Boston-area
businessmen and educators, although
the foundation seeks a national mem-
bership.

The petition cited numerous psycho-
logical studies supporting its thesis that
televised violence leads to a distortion
of reality and aggressive behavior in
children. “The commission can no long-
er avoid responsibility for the sick
society that television violence and hor-
ror has helped to create,” it said.

For purposes of its proposed amend-
ment, the foundation defined violence
as “the overt expression of force in-
tended to hurt or kill,” and horror as
“a painful emotion of fear, dread, ab-
horrence.” It proposed that its amend-
ment would be applicable when a pro-
gram contained acts of brutality or
mental cruelty, “which, when viewed by
the average person, would be considered
excessive.”

Welcoming the findings of the Na-
tional Commission on the Causes and
Prevention of Violence, the foundation
said the commission’s report “lent ample
support” to its proposition that tele-
vised violence is harmful to children
and the public health generally.

The foundation said it recently moni-
tored the three Washington network TV

stations to determine whether violence
had diminished, after the networks had
“allegedly” reduced its portrayal. Its
findings, the foundation said, showed
that “the profusion of violence remains
despite the claims of the networks to
the contrary.” (The stations were moni-
tored prior to the new fall season.)
Contending that the commission is
authorized and “required” to enact the
proposed amendment, the foundation
said that, “despite the First Amendment
and Section 326 of the Communications
Act [dealing with censorship and free
speech], the commission does possess
the power to review programing and
penalize those that have broadcast or
propose to broadcast certain types of
programs by denying them a license in
the first instance or refusing to renew.”
The foundation said that commission
and court decisions have shown that,
“within the public interest standard, the
commission may (and has) condemned
certain types of programing without
running afoul of the First Amendment
and Section 326 of the act. . . . It is
submitted that the First Amendment
was not designed to protect the commu-
nication of TV violence and horror to
the detriment of American children.”
The “Red Lion” case, the founda-
tion argued, “made it clear that the
First Amendment standards applied to
television are different from those ap-
plied to other mediums, and that it is
the rights of the viewers, rather than
the broadcasters, which are paramount.”

Haynsworth nomination
sparks possible debate

The climax of the nomination of federal
Judge Clement F. Haynsworth of South
Carolina to the U. S. Supreme Court
appeared to be racing to a TV finish
late last week following approval of his
nomination by the Senate Judiciary
Committee in a 10-to-6 vote.

The committee’s meeting was high-
lighted by a “bill of particulars” con-
cerning Judge Haynsworth’s business
and financial activities while a member
of the Fourth Circuit Court of Appeals,
presented by Senator Birch Bayh (D-
Ind.), who is fighting his confirmation.

Following the committee meeting,
Senator Ernest F. Hollings (D-S.C.),
who sponsored Judge Haynsworth’s
nomination, challenged Senator Bayh to
a TV debate on the nomination. Senator
Hollings said he had asked for time on
all three TV networks. Network sources
indicated late Thursday (Oct. 9) that
they had heard of the Hollings request
but had not received it. It was noted,
however, that the South Carolina sena-
tor was scheduled to appear Friday
(Oct. 10) on Joseph Benti's CBS-TV
morning news show and that CBS has
been and was still trying to get Senator
Bayh on the same show.
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the end of the
preghant pause

The Rapid-Q cartridge tape unit: It has done away
with that costly dead-silence that lays there between
the end of one recorded message and the beginning

of the next.

Rapid-Q, in fact, gets there better than 100% faster.
Automatically. Without relays, mechanical
engagements, switching, or fat packages. And it
always stays very cool.

The quick and the slim also has a few more firsts
going for you: Like doing all of this for the price of
most inexpensive tape units . . . while sacrificing
nothing in playback quality, versatility, and |
reliability. And it comes ready for rack mounting or
desk-top operation. !t can even be remoted.

To find out how Rapid-Q can keep the pregnant
pause off your station’s signal

356 West 40th
Street, New York
New York 10018
(212) 736-5840

Call your local
Visual repres-
entative today,

or write:

fe gf
o v o2 HF

A=

s




Program notes:

‘Sadbird’ on CBS s Second CBS Play-
house presentation on CBS-TV this sea-
son will be an original comedy drama,
“Sadbird,” written by George Bellak,
produced and directed by William
Graham and starring Jack Albertson,
Jack Weston, Gabriel Dell, Linda Lavin,
Kathleen Dabney, Sorrell Brooke and,
making his debut in a major role, Rob-
ert Foxworth. It is scheduled for Mon-
day, Dec. 1 at 9:30-11 p.m. EST under
sponsorship of General Telephone and
Electronics, through Doyle Dane Bern-
bach, both New York.

Brainchild = The latest brainchild of
Dick Orkin, creator of the Chicken Man
series, which aired on over 400 stations,
is the Mini People. The program, a
52-week series of 90-second vignettes
syndicated by Hartwest Productions
Inc. is a quiz show featuring children
under the age six.

Sherlock Holmes Revival = Charles
Michelson Inc., New York, reports the
sale of 15 half-hour radio programs,
The Best of Sherlock Holmes, to 180
stations. The new Holmes programs
have been bought by stations that cur-
rently are scheduling The Shadow. Lone
Ranger and The Green Hornet radio
series and will be used as a continuation
program as each of the other shows

completes its run.

Bullish syndie business = Winters/
Rosen Distribution Corp., a subsidiary
of Winters/Rosen Production, Holly-
wood, reported earnings of more than
$1.25 million in sales for the six-
month period ending Aug. 31. This is
W/R’s first year in distribution. Among
properties contributing to W/R’s distri-
bution sales are The Barbara McNair
Show, reported as sold to 50 markets,
including eight out of the top ten; and
the Buck Owens TV Ranch Show, in
more than 50 of the top 100 markets.

TV shuffle = Filmways Inc. has re-
organized its television operations into
five separate divisions: nighttime net-
work production, daytime network pro-
duction, syndicated production, specials
production and distribution. Richard
St. Johns, president of the parent com-
pany, will supervise coordinations and
also be responsible for overall financial
management. Al Simon, president of
Filmways TV Productions, a Filmways
Inc. subsidiary, is in charge of all TV
production for all TV divisions.

Firm of best-sellers = Spillane-Fellows
Productions Inc. has been organized by
novelist Mickey Spillane, and producer
Robert Fellows. The new company
owns all of the literary properties
written by Mickey Spillane. It will be

(Chairman)

Available from:

41 East 70th Street
New York, N. Y. 10021

Voters’ Time

The report of the Twentieth Century
Fund Commission on Campaign Costs
in the Electronic Era

BOLD NEW RECOMMENDATIONS
FOR PUBLIC TELECASTS
DURING PRESIDENTIAL CAMPAIGNS

By a distinguished panel:

Newton N. Minow

Dean Burch
Thomas Corcoran
Alexander Heard
Robert Price

JUST PUBLISHED $1.00

TWENTIETH CENTURY FUND

Xx

based in both Hollywood and Nash-
ville and will preduce motion pictures,
television programs and records. Spil-
lane-Fellows is publicly owned, with a
capitalization of $5 million. Mr. Spil-
lane is chairman of the board. Robert
Blees, formerly producer of Combat,
among other TV series, is president.

Legislator - speakers = Representative
John V. Tunney (D-Calif.) and Julian
Bond, Negro member of the Georgia
House, will address some 800 ad-
vertising, broadcasting and recording in-
dustry executives expected to attend the
fourth annual national radio program
conference at Atlanta in December. The
conference is sponsored by San Francis-
co programing consultant Bill Gavin.
The legislators will appear during sess-
sions dealing with “the urgency of com-
municating” and the responsibility of
communications media in dealing with
young people. Other sessions during the
three-day conference (Dec. 5-7), will
cover new concepts and directions in
radio programing and a roundtable dis-
cussion of music trends and styles. The
site for the conference is the Regency
Hyatt House.

Association expands = Associated Films
Inc., New York, has moved two of its
distribution centers to larger quarters.
Dallas exchange, managed by Ivan
Clark is now at 8615 Directors Row,
(214) 638-6791 and La Grange, Il
office is at 512 Burlington Avenue,
(312) 352-3377.

NCTA assures McClellan
it's screening movies

A trickle of responses has begun to come
in to Senator John L. McClellan (D-
Ark.) in his current campaign to bar
from television motion pictures that
are too strong in content or treatment
{ BROADCASTING, Sept. 29, Oct. 6).

Frederick W. Ford, president of the
National Cable TV Association, declared
that “programs of questionable taste,
moral value or social conscience are
clearly not in the public interest nor
consistent with NCTA policy or code.”
Mr. Ford said that where movies rated
“M” (for mature), “R” (for restricted)
and “X” (for adults only) violate the
provisions of the NCTA code they
would not be recommended by the as-
sociation or scheduled by member
CATYV systems.

Among early responses from motion
picture firms, was one from Walt Disney
Productions which informed the senator
that it does not make movies that fall
in the questionable categories.

Senator McClellan’s quesMonnaire
went to leading motion-picture producers
and distributors, the Motion Picture As-
sociation of America, all commercial
TV stations, the TV petworks and the
National Association of Broadcasters.
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FocusOnfinance .

RCA hits new highs
in third quarter

Robert Sarnoff takes note
of the effect of measures
used to fight inflation

RCA reported record third-quarter and
nine-month earnings last week, although
“the restrictive effect of fiscal and mon-
etary measures aimed at curbing infla-
tion became increasingly apparent in
the third quarter,” according to RCA
President Robert Sarnoff.

Third-quarter earnings totaled $39.7
million on $804 million in sales. Earn-
ings for the first nine months were
$106.5 million on sales of $2.348 bil-
lion.

A major profit source for RCA was
the electronic data processing division,
whose domestic computer bookings were
up more than 40%, and NBC had
record sales in the third quarter, with
revenues up 8% over last year. RCA
Globcom and RCA Service Co. also set
new sales records, though government
business continued to decline in the
third quarter.

Mr. Sarnoff said RCA’s long-range
growth plans centered on intensified
marketing programs related closely to
new developments in technology, citing
the new home TV tape player, “Selecta-
vision,” as an example ( BROADCASTING,
Oct. 6).

For the nine months ended Sept. 30:
1968

1969
Earned per share $1.63 $1.56
Sales 2,347,800,000 2,307,400,000
Net Income 106,500,000 102,400,000

Financial notes:

= Bell Television Inc., New York, has
filed with the Securities and Exchange
Commission for registration of 1,282,-
225 outstanding common shares and
$250,000 of 5% convertible subordi-
nated debentures, which may be offered
for public sales by company stockhold-
ers at $11 per share maximum. Bell
provides closed-circuit and private com-
munications services and operates a
New York CATV system.

= Telephase Corp., Memphis, newly
formed broadcast consultant and pro-
graming concern, which also intends to
sell broadcast equipment, has merged
with Gideon B. Matthews Programing
Consultants in a stock transaction. John
E. Fry is president of Telephase, and
Gideon B. Matthews is vice president.

= National General Corp., Los Angeles,

in TV production and distribution, has
acquired Wygod, Weis, Florin Inc.,
New York, an investment banking and
brokerage firm. Acquisition was made
through NGC Capital Management
Corp., wholly owned subsidiary of Na-
tional General Corp. Deal was for an
undisclosed number of National Gen-
eral common shares.

= Board of directors of Technicolor Inc.,
Hollywood, has voted a dividend of 10
cents per share on the company’s com-
mon stock, payable Nov. 4 to share-
holders of record Oct. 14.

= John Blair & Co. agreed to sell the
Blair Building in Chicago at 645 North
Michigan Avenue to Romanek-Golub
& Co., Chicago real estate firm. The
cash proceeds of “several million dol-
lars” will be applied to other areas of
Blair business.

Roadside spinoff = Andy Griffith, whose
TV series last season ended an eight-
season run on CBS-TV and who just
signed for a new weekly half-hour series
to begin on CBS with the 1970-71 sea-
son, last week announced a spinoff busi-
ness venture. Mr. Griffith, with financial
backing for the New York investment
banking firm of Loeb, Rhoades Co.,
formed the Andy Griffith Barbecue Co.,
a roadside restaurant operation with
both company-owned and franchised
outlets. The company will be based in
Raleigh, N.C., with former North Caro-
lina Governor Terry Sanford as presi-
dent. Mr. Griffith will serve as chair-

man of the executive committee and on
the board of directors. Also on the
board is Richard O. Linke, Mr. Grif-
fith’s long-time personal manager.

» Doyle Dane Bernbach Inc., New
York, has declared a quarterly dividend
of 22 cents per share, payable Oct. 15
to stockholders of record Sept. 30.

New CATV group
makes public offering

National Cable Communications Corp.,
Greenwich, Conn., is going public. The
newly formed company is principally
owned by group-CATV operator Law-
rence Flinn Jr.

The registration statement filed with
the Securities and Exchange Commis-
sion calls for an offering of 170,000
common shares, 150,000 of which are
to be sold by the company and 20,000
of which are to be sold by a stock-
holder. The transaction is being han-
dled through Burton, Dana, Wester-
lund Inc., New York, at $10 per share
maximum. The Burton firm will re-
ceive $20,000 for expenses and be en-
titled to purchase, for $150, five-year
options to purchase 15,000 shares.

Stockholders of National Cable are
Mr. Flinn, president-treasurer, 84%;
William Turner, vice president, engi-
neering, 9%, and George H. Bright Jr.,
director, 7%.

National Cable, a holding company,
was formed in August to acquire four

Gannett Co. earnings
will show increase

Paul Miller, president of the Gannett
Co., Rochester, N. Y., last week told a
Chicago analyst group that the news-
paper chain and group broadcaster sees
no slowdown in revenues “even though
we keep reading about business begin-
ning to turn soft.”

In answer to a question, however, he
did say the company would feel a gen-
eral economic slowdown, if one oc-
curred. John Purcell, financial vice
president, predicted Gannett would be
“on target” this year with an earlier fore-
cast of a 12% to 14% earnings increase.

Mr. Miller said Gannett expects
broadcasting to become a bigger factor
in the company’s operations and added
that Gannett is holding discussions look-
ing toward the acquisition of radio, TV
and CATV properties, but has not
lessened its interest in acquiring news-

Mr. Miller

paper properties. Gannett now owns a
Geneva, N. Y., cable system.
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cable systems—Tri Town Video Inc.,
Endicott-Endwell and Maine, and Vestal
Video Inc., Vestal, Apalachin and
Union, all New York, owned by Mr.
Flinn; Washington TV Cable Co. of
New Jersey, owned by Messrs. Flinn
and Bright, and Video Cable Co.,
Waynesville, N.C., owned by Messrs.
Flinn and Turner.

A Welch, W. Va,, system owned by
Mr. Turner and a Lansford, Pa., sys-
tem 20%-owned by Mr. Bright will
not bz involved with National Cable.

Of the net proceeds of the stock sale,
$170,000 will be used for expansion
and improvement of the existing CATV
systems and the balance will be used
primarily for th= acquisition of fran-
chiszs and the construction of new
cable systems.

625,000 shares outstanding; Mr. Turner
will sell 20,000 of his 53,532 shares.

After the National Cable offering,
approximately 22% of the company will
be publicly held with Mr. Flinn owning
about 68%; Mr. Bright, 6%, and Mr.
Turner, 4%.

Theoretical growth fund
includes media stocks

Four specialists in broadcasting stocks
agree that about 5% of a hypothetical
million dollar investment fund should
go into broadcasting companies for
sound investments. The four senior
broadcasting analysts were Robert P.
Bingaman Jr. of Shields & Co., Ernest
Levenstein of Moore & Schley, Carmine
Muratore of Thomson & McKinnon

& Sachs Co., all Wall Street concerns.

In a roundtable discussion presented
by The Wall Street Transcript last
month, the four men were presented
with the following question:

“If you had a friend who had just
been put in charge of a business risk
hundred - million - dollar growth fund,
would you advise him to put any por-
tion of his money now into the com-
panies we have been discussing (broad-
casting) and, if so, what rough ballpark
percentage?”

All four analysts replied with an
immediate yes to the first part of the
question and agreed to a figure of about
5% for the second part, except for Mr.
Sandler who thought that something
less than 5 was more appropriate. De-
pending upon the character of the

National Cable Communications has Inc. and Harvey Sandler of Goldman imaginary portfolio, the panel said,
The Broadcasting stock index
A weekly summary of market activity in the shares of 90 companies
associated with broadcasting.
Approx. Total Market
Shares Capitali-
Stock Ex- Closing Closing Closing 1969 Out zation
symbol change Oct. 9 Oct. 1 Sept. 25 High Low (000) (000)

Broadcasting
ABC ABC N 51 513 5434 7634 453 4,859 266,030
Atlantic States Ind. o] % 1% % 1534 6 1,798 13,485
Capital Cities ccB N 28% 2814 29% 37%4 26 5,804 173,191
CBS CBS N 4154 43% 46 5914 2% 25,617 1,178,382
Corinthian CRB N 23% 23 2334 37% 20 3,384 524
Cox COX N 4554 45 45 59 37 2,893 130,185
Gross Telecasting GGG A 1534 1584 1514 24% 15 805 12,172
Metromedia MET N 18 19 1914 533 174% 5,525 105,638
Pacific & Southern o} 20 17 174% 2634 1334 1,635 28,613
Reeves Telecom RBT A 13 1414 13% 35% 1234 2,253 30,416
Scripps-Howard o} 244 243 2544 314 21 2,58 65,372
Sonderling SDB A 3034 304 2% 47% 294 985 28,541
Starr Broadcasting [0} 8% 874 914 74 634 338 3,211
Taft TFB N 3134 31% 3254 43y 27% 3,437 112,046

Total 61,922 $ 2,226,806
Broadcasting with other major interests
Avco AV N 2444 2434 25%% 4934 233 12,872 332,612
Bartell Media BMC A 14 13%¢ 13 2% 83 2,292 31,515
Boston Hearld-Traveler o} 27 31 31 71 29 574 17,794
Chris-Craft CCN N 124 1214 13% 2444 11% 3,201 42,413
Combined Comm. 0 10 1034 1084 1114 9 1,800 19,080
Cowles Communications CWL N 10¢ 1034 1034 17% 9% 3,969 42,667
Fuqua FQA N 374 364 363 47 304 5,073 181,360
Gannett GCI N 2534 37% 37% 25% 2434 4,738 178,860
General Tire GY N 18 17% 183 3454 174 17,914 325,139
Gray Communications o] 9y 8% 834 123 854 475 3,971
tamb Communications o} 334 4 3% 10 4 2,650 9,938
tee Enterprises 0 20 1934 1834 2184 15% 1,957 36,694
Liberty Corp. LC N 22 21 2144 234 14 6,743 142,412
LIN o} 10 1054 113§ 23% 73 2,174 25,545
Meredith Corp. MDP N 4314 433 42 4 5934 321¢ 2,779 118,108
The Outlet Co. oTU N 17 18 1814 3034 17% 1,332 24,136
Plough Inc. PLO N 6734 6634 68 72% 57% 7,892 536,656
Post Corp. o} 18 18 19 40 143% 566 10,754
Rollins ROL N 3634 36 37% 3914 30Y% 7,983 297,367
Rust Craft RUS A 28% 26% 2534 383% 28% 1,168 29,784
Storer SBK N 9% 29% 314 62 24% 4,220 131,875
Time Inc. TL N 4636 4934 46 10054 36% 7,238 332,948
Wometco WOM N 173 1814 19 23% 1614 5,683 107,977

Total 105,293 $ 2,979,605
CATV
Ameco ACO A 84 834 8y 144 7% 1,200 9,900
American TV & Comm. o] 1314 13% 134 1214 934 1,775 23,519
Cablecom-General CCG A 9 954 974 15 854 1,606 15,793
Cabie Information Systems o} 234 2% 2 5 234 955 1,910
Columbia Cable o] 934 93 9% 1534 934 900 8,775
Cox Cable Communications o] 13 1334 1214 22 13 3,550 44,375
Cypress Communications (o] 934 10 10 23 1034 854 8,540
Entron o} 2% 23 23 1034 3 607 16,693
General Instrument Corp. GRL N 35%4 3384 35 43y 26 6,028 210,980
H & B American HBA A 1434 15 15 20% 1134 5,016 75,240
Sterling Communications o] 435 5 5 10% 5% 500 2,500
Teleprompter TP A 59 5914 60 7034 46 1,007 60,420
Television Communications o} 12 10% 103 2034 113 2,654 28,531
Vikoa ViK A 24 24y 24y 33% 20 1,795 43,529

Total 28,446 $ 550,705
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several stocks would make good invest-
ments.

If the portfolio were of an aggressive
nature, Mr. Levenstein said, of the 5%
“the lion’s share should be in ABC . ..
plus well-run aggressive mature com-
panies.” Messrs. Muratore and Binga-
man agreed on ABC, with Mr. Muratore
favoring Capital Cities also as a good
investment and Mr. Bingaman sin-
gling out Corinthian.

Mr. Sandler thought that the correct
percentage of the hypothetical fund
shouid depend on the type of fund.
“The longer term kind of fund,” he
proposed, “I'd put in something like
CBS, which I think is good for a long

of any aggressive, or even balanced
portfolio, in broadcasting.”

Equipment firms merge

Technicolor Inc., Hollywood, and Amer-
ican Astrionics Inc., Palo Alto, Calif.,
last week reached an agreement in prin-
ciple to merge. American Astrionics, a
privately-owned company that manu-
factures high-speed electronic systems,
would bzcome part of Technicolor. The
deal calls for a transfer of 159,000
shares of Technicolor Inc. common.
The transaction has been approved
by the boards of directors of both com-
panies. It is still subject to approval by
the shareholders of Ame=rican Astrionics.

Company reports:

Grass Valley Group Inc., Grass Valley,
Calif., manufacturer of TV broadcast
equipment, reported an 81% increase
in sales and a 59% gain in net income
for the nine months ended Sept. 30:
1969 1968

Earned per share $0.39 $0.25
2,660,000 1,470,000
579.000 365,000

Sales
Net income

H&B American Corp., Los Angeles,
major cable TV company whose an-
nounced merger into Teleprompter
Corp. is awaiting approval of stock-
holders, reported a 61% increase un-
audited net income before extraordinary
credits and a 12% increase in revenues
for the year ended July 31:

0 oa N q 1969 1968
term investment, and I would supple- Technicolor is involved in both film Earned per share $0.29 50,34
ment that with some of the more and video-tape processing. Its stock is %,-;f;’;“-‘fmme W15 1L
aggressive groups.” He also made the traded on the American Stock Ex- Tz‘e_gr;n%or;f o 1,449.345 1.640,623
point “that there should be some part change. outstanding 4,971,614 4,967,173
Approx. Total Market
Shares Capitali.
Stock Ex. Closing Closing Closing 1969 Out zation
symbol  change Oct. 9 Oct. 1 Sept. 25 High Ltow (000) (000)
Programing
Columbia Pictures CPS N 2% 334 34 42 25 5,863 199,342
Commonwealth United* cuc A - - - 24%% 754 12,428 132,000
Disney DIS N 94 91 9714 99 6974 4,381 425,483
Filmways FWY A 2314 23y 24 38% 191 1,244 30,478
Four Star International o] 4% 5 5% 10 3y 666 3,663
Gulf and Western GW N 20% 20 2154 504 19 16,426 354,802
Kinney Nationai KNS N 27 2614 21Y% 391¢ 19 5,940 161,865
MCA MCA N 21% Y 1% 4414 2014 8,297 180,460
MGM MGM N 32 o . 4414 25 5,801 224,789
National General NGC N 21% 2134 22% 4614 18% 4,539 102,128
Transamerica TA N 243 23% 24 38% 23 61,869 1,490,657
Trans-Lux TLX A 2234 18 1954 58% 1734 979 19,188
20th Century-Fox TF N 20%¢ 20 2074 413 1614 8,155 169,950
Walter Reade Organization [o] 8% 8%% 94 1574 8 2,342 21,359
Wrather Corp. o 8 8%4 8% 23 844 2,161 17,828
Total 141,091 $ 3,533,992
Service
John Blair BJ N 2244 234% 243 28% 17% 2,667 64,328
Comsat cQ N 47%¢ 4454 48Y% 555 4134 10,000 482,500
Creative Management 0 1% 12% 12% 2014 8% 1,020 12,495
Doyle Dane Bernbach o 1934 19% 203 33 21% 2,104 43,658
Foote, Cone & Belding FCB N 13 14 1334 158 11 2,147 29,521
Grey Advertising [} 13% 13% 14y 18 13 1,163 16,573
Movielab MOV A (321 614 614 1414 6 1,407 9,145
MPO Videotronics MPO A 8 84 8% 2254 73 548 4,795
Nielsen (o] 30 29'4 29°4 37% 28% 5,240 154,580
ogllvy & Mather (o] 2234 22% 2% 35 17% 1,090 24,798
PKL Co. PKL A 12% 10%4 1214 30% 1044 723 9,038
J. Walter Thompson [o] 32 32 32% a1 2414 2,778 90,980
wells, Rich, Greene [o] 9% 914 974 18% 8% 1,601 14,153
Total 32,488 $ 956,564
Manufacturing
Admiral ADL N 1934 1672% 16 2154 1414 5,124 81,984
Ampex APX N 4434 4374 45y 47% 32% 10,815 489,379
General Electric GE N 84z 8474 85% 98% 81 91,025 7,782,638
Magnavox MAG N 42 40y 43y 5634 4013 16,561 716,263
3M MMM N 114% 108% 1124 11534 94 54,521 6,133,613
Motorola MoT N 141 13934 140% 149 102 6,148 862,257
RCA RCA N 42 1Yy 41 4814 35% 62,713 2,571,233
Reeves Industries RSC A 5 5% 5% 1034 4% 3,443 18,041
Visual Electronics VIS A 974 974 10 37 9% 1,357 13,57}
Westinghouse wX N 553 56 57 7134 5334 38,750 2,208,750
Zenith Radio ZE N 4234 4334 42% 58 35%% 18,965 806,013
Total 309,422 $21,683,741
Grand total 678,622 $31,931,413
Standard & Poor Industrial Average 102.46 94.77

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

Shares outstanding and capitalization as of September

* Trading temporarily suspended.

** New addition to stock index.
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SpecialReport

They’re destroying ad myths in Milwaukee

Five-year test project shakes old beliefs; C-'P-M,
steady exposure don't always make up successful campaign

The Milwaukee Advertising Laboratory
is alive and well and living in the sus-
tained optimism that eventually it will
prove false some of advertising’s most
cherished verities—among them, cost-
per-thousand, scheduling practices and
even the so-called super-creative com-
mercial.

After five years and about a hundred
tests on products in a range of some
three dozen categories—many involving
foods and personal-care brands and
most buying TV—the principals of the
advertising-effectiveness laboratory are
agreed on this basic conclusion: “Ad-
vertising works—but not in the way you
think it does” (“Closed Circuit,” July
28).

Consultant G. Maxwell Ule and the
laboratory’s operations manager, Clif-
ford Wenthur, also agree on another
basic finding—a test facility such as
theirs can successfully compare “ap-
ples and oranges.” One of the chief
hurdles of the market researcher in
studying media mixes and other com-
binations of unequals has been over-
come, they claim (see page 56).

Some of the product tests have run
through various phases of two or three
years; others for periods of six months
or a year. Test panels comprising
families in the greater Milwaukee area
report in weekly diaries the specific
purchases they have made, producing
for the laboratory its clinical “X-factor”
in terms of actual sales results.

The “input” of advertising to the
panels is controlled carefully by “mut-
ing” the TV commercials according to
panel grouping and by “split runs” or
control of home deliveries of news-
papers and magazines. The TV muting
is accomplished by a device on the in-
dividual set, triggered at the station:
it is not visible to viewers at large in
the market.

The laboratory is a nonprofit division
of the Journal Co., publisher of the
Milwaukee Journal and Sentinel and
licensee of WTMJ-AM-FM-TV Milwaukee.
WrMJ-Tv is NBC affiliated. Two other
local stations also are participating—
ABC-affiliated WrTI-Tv (Storer Stations)
and independent wvrv(Tv) (WKY-TV
System Stations). CBS-affiliated wisN-
Tv (Hearst Corp.) has not participated.

Mr. Ule, a former senior vice presi-

dent for marketing and research at
Kenyon & Eckhardt, has been involved
with the laboratory since its inception.
He also is consultant to Million Market
Newspapers Inc., in which the Milwau-
kee Journal participates. Mr. Wenthur,
a long-term Journal Co. employe has
also been concerned with the laboratory
since its pilot runs in 1964, just pre-
ceding regular operation.

“CIiff is the operator and I'm the
planner and interpreter,” Mr. Ule ex-
plains, adding, “Pm the architect and
he’s the contractor.”

Mr. Ule bursts profusely with inter-
pretations, drawn from his reading of

Ad lab generates
new spot-TV dollars

About $1.5-million worth of extra spot
dollars has reportedly flowed into the
Milwaukee television market during the
last five years as a result of the testing
there by the Milwaukee Advertising
Laboratory.

No one really has the exact amount,
all admit, but this is the most expert
consensus. The windfall has gone largely
to the three stations participating with
the laboratory—wiITI-Tv, wTMJ-TV and
wvTv(Tv). WTMJ-TV, owned by the
Journal Co. as is the laboratory, has
assisted also in development of technical
engineering devices, such as the muter
that is attached to the home receivers
of the panel families (see page 56).

“There is no question some addition-
al dollars have come to our station as
a result of the testing,” WvTv's man-
ager, Joseph Loughlin, reports. But he
notes it's a hard figure to determine.
There is close security surrounding the
testing and not every test function in-
volves muting at each station.

Roger LeGrand, vice president and
general manager of wrTI-Tv, is hopeful
the laboratory will continue to grow in
its present direction and praises its ef-
forts to maintain research integrity. He
believes TV’s stature has been en-
hanced, although virtually all of the
strictly media comparison data has
been disclosed only to the clients who
contracted for such studies.

the test findings and based upon his
years of marketing research, a back-
ground that prompts him frequently to
caution that many of the conclusions
are clearly tentative and in some cases
are purely hypotheses.

Among the findings:

= There may be a negative effect of
commercial content. “I am not con-
cerned with TV selling. I am concerned
with TV unselling. We have evidence
that the more you advertise, the more
you unsell You are your own worst
enemy, not your competition,” Mr. Ule
asserts.

= Cost-per-thousand may be an un-
realistic measurement. Optimum re-
sponse in sales is all that counts. Even-
tually a good research man, a good
media planner and a good computer
will work the pants off any creative
team in the country,” Mr. Ule says.

® Regardless of what creative process
is used, media strategy can extend its
active life and increase its effectiveness
independently of anything else. “Media
scrambles” or a constant flux within a
medium, as well as among other media,
may become more significant than the
annual media-mix decision. For TV,
flights or waves of commercials are far
more efficient than a sustained note
for most purposes.

» Advertising may work faster and
wear out faster than previously sus-
pected. This may be especially true in
TV since it involves more exposures.
How long will a given commercial last?
No hard data on that yet, but some
sleepers taken out of the can after a
long rest have outperformed the new
fancy high-cost version.

= There are optimum levels for ad-
vertising. Sometimes the low advertis-
ing weight, rightly directed, will get
sales response far more efficiently than
the block-buster campaign.

= The value of longevity in a medi-
um, a steady state of exposure week in
and out, is 2 myth. In testing so far, it
doesn’t appear to hold up. Measures
eventually could tell one when to get
out of the medium.

= In new-product introduction, the
rule of Wall Street should be followed:
Cut your losses and let your profits run.
‘I prefer a hot product that is ready to
move up to a hot creative idea any
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day,” Mr. Ule asserts.

= The value of 30’s versus 60, half
page versus full page, daytime versus
nighttime? In these areas, data is not
yet conclusive. Mr. Ule, however, ap-
pears to suspect that one of the biggest
myths in TV today may be that 30’s
are better than or as good as minutes—
but that’s still his personal opinion.
“Don’t toy with the viewer’s capacity to
learn or you do so at your own peril,”
he says.

= There is no such thing as the
“best” medium, each being able to per-
form better at a given time under giv-
en circumstances. “I condemn no medi-
um. I only condemn bad practitioners,”
Mr. Ule states.

If these views are a bit unsettling to
an advertiser, an agency or a medium,
that’s Mr. Ule’s intention. It is the can-
did way he tells the story to major ad-
vertising prospects coast to coast. He
believes that the most valuable function
the laboratory can perform is to make
people think and to challenge estab-
lished practices.

“We've disturbed the management of
some clients so much, to the point of
soul searching and introspection, they
didn’t sleep well at night,” Mr. Wen-
thur recalls. One client was so upset
over the results he fired the laboratory,
he says, but later apologized in an open
executive meeting when the test find-
ings were completely supported in other
work and in the field.

Although the laboratory is not yet
completely on a self-sustaining basis, it
continues to consider expansion moves
that will improve its usefulness in the
testing of advertising effectiveness. Ra-
dio will be included among the media
measured as soon as development work
on a new muter device is perfected. As
in the case of the TV muting system,
this too would require special experi-
mental authorization from the FCC.

When the radio muter is finished,
it will take about a year to work radio
into the media-evaluation work of the
laboratory. Radio would be much more
costly, however, because of the multiple
sets and their smaller size, but it would
not be impossible depending upon ad-
vertiser interest.

Measuring of point-of-purchase pro-
motion impact may come sooner than
radio. Another new test area under way
is couponing. The “cents-off” deals of-
fered so consistently in some areas of
grocery-product marketing especially
intrigue Mr. Wenthur.

“l wonder if in some categories
brand loyalty also may be a myth,” he
says, “when we see people jump from
brand to brand whenever they get eight
cents off.”

In certain of these categories, half
the sales to the local supermarket are
at deals, he notes, “and each brand
takes his turn at the deal. At that point
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Bad television advertising can hurt a
product just as good TV can send sales
soaring, tests conducted by the Milwau-
kee Advertising Laboratory indicate. In
the charts above and below a negative
effect in the content of a commercial
actually caused sales to decrease for the
advertiser, while those of his competitor
rose. When the advertising stopped, the
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market shares resumed their normal pro-
portions. Above chart shows the de:
crease in sales for the advertiser and an
increase in sales without the use of the
commercial. In chart below, the com-
petitor's brand was increasing in sales
in the market where the commercial was
aired, and holding even when no adver-
tising appeared.
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he gets a better share of the market.”

But it isn’t always worth it, Mr.
Wenthur says, remembering one case
history where a manufacturer tried to
force a product by heavy advertising
and promotion deals. “When he got all
done, it cost him $1.13 to get back a
dollar in sales,” he relates.

Proving the efficiency of a media
strategy, a creative strategy or a com-
bination of these and other marketing
factors is the exercise that most de-
lights Mr. Ule. Working with the labo-
ratory is “‘a constant intellectual binge,”
he says, because he can put the theories
into his “test tube” and see the hard
fact of sales results. While he will not
divulge client confidences he will dis-
cuss general principles.

Concerning the laboratory’s basic
finding that advertising does work but
not the way one usually thinks, Mr.
Ule says tests have turned up unsus-

pected side effects. For example, the
commercial often sells more of an ad-
vertiser’s nonadvertised variety of prod-
uct than that being promoted, or, the
negative effect of the message turns
prospects to a competitor’s product in-
stead.

“There has been a great deal of as-
sertion than the creative process ac-
counts for the overwhelming propor-
tion of the effectiveness of advertising,”
Mr. Ule notes. “But the evidence we
have is that the creative process may not
be nearly as important as people sus-
pect and the difference between one
creative strategy and another may be
nominal,” he claims.

“In fact,” he continues, “we have
evidence that the most important sin-
gle thing is not to have the negative
selling out of your creative process.
That’s the most critical of all, which
was a surprise to us. Your own creative
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How the lab
actually works

Briefing sessions planned
in N.Y. this week
for ARF manufacturers

Thz m:thod wiih which the Milwaukee
Adveriising Laboratory has succeedzd
in testing unrelated “apples and oranges”
in various mzdia and strategy combina-
tions will be dztail:d by th: laboratory's
technical consultant, Max Ule, at the
15th annual conference of the Advertis-
ing Research Foundation in New York
tomorrow (Oct. 14). A special com-
mittee of the ARF has helped advise
the laboratory in samplz design, diaries
and certain other aspects.

The laboratory also will host a spe-
cial private forum for manufacturers
on Oct. 15 there. This session will con-
centrate on optimizing the size of the
advertising budget for brand introduc-
tion and brand maintenance as well as
laboratory model design and functions.

Since the laboratory measures actual
sales results as reported in weekly pur-
chase diaries from its panel participants,
the end effect of the controlled advertis-
ing input is all that counts, Mr. Ule
indicates. He therefore is not concerned
with what may be the nature of the
mix used in the inputs—whether they
pit copy platform against scheduling-

technique variations, or specific media
styles against coupons and direct mail.
All that matters is that thz inputs are
controlled.

“MAL shows what people actually
do, not what they say they will do,”
Mr. Ule emphasizes, “and there is a
difference. They themselves don’t know
what they will buy until they do it.”

The Milwaukee facility has three test
panels, an A and a B market, each
with 750 families, and a C market
which presently has about 725 families.
Television muting is confined to the A
and B panels and is varied between
them for the testing. Families in the A
and B panels get free TV service on
their sets for permitting the muting de-
vice to be installed.

Each participating TV station has a
special control device that an engineer
triggers, according to log instruction, to
mute a given commercial for a given
panel segment. The audience at large
notices no change in reception. Special
FCC permission has been obtained for
the testing, which includes network
commercials as well as the specially
purchased local spots.

The muting works effectively on sta-
tion breaks, 30’s, minutes or even to
split a piggyback of two 30’s as long
as there is a clear point of break made
possible in the piggyback format. All
three stations report they have had no
technical problems.

(George Comte, vice president and
general manager of WTMJ-TV, one of

the participating :tations, says his en-
gineers have bcen working on a pro-
spective radio mutit.¢ device for a long
time and, more recently, the electronic
industry at large has bezn surveyed for
answers. A Chicago research group is
submitting a prototype very soon, he
says. If the device is accepted, he notes,
it then will be up to the laboratory and
its clients to determine how soon the
device can be implemented. This could
take a year, it is indicated.)

All families on the three panels re-
ceive points, credited to a “bank,” for
correctly filling out the weekly diaries
and mailing them promptly. Point totals
are sent to them on periodic statements
and they may be used to purchase mer-
chandise from a premium gift catalogue.
Annual point value is about $45 retail.

The diaries are designed so the house-
wife can easily note purchases—and
prices—as she unloads them at home
after her return from shopping. They
are processed by Dwight Spencer &
Associates, Chicago, and the ultimate
coded report sheets go to clients month-
ly. The laboratory structures its tests
on a sequential numbered period sys-
tem, four weeks to a period. Diary re-
turns average 94%.

Structuring of the sample family
panels to correlate to the Milwaukee
market at large is carefully watched.
The replacement rate in the A and B
markets averages about 18% vyearly
with the C market about 22%. The
Journal Co.’s papers have precise con-

process can be aglinst you more than
the creative process of your competi-
tor.”

Laboratory findings also show that
despite the creative platform used, the
right strategy in media use and sched-
uling can extend the active life and
increase the effectiveness of the cam-
paign independently of all other factors.

“Holding creative constant, holding
advertising-dollar input constant,” Mr.
Ule explains, “the way you enter media
and the way you use media—in terms
of, say, frequency, reach and schedul-
ing—can make their own independent
contribution by reaching markets that
are more responsive.”

But in determining the best strategy,
cost-per-thousand factors deserve only
nominal consideration in Mr. Ule’s
view. “There is no necessary correla-
tion between what I call near measures
and actual sales results,” he says. “You
could have a CPM of $1.80 and get
zero sales, which translated means an
infinite cost, while you could also buy
a symphony program at a CPM of $8
and it could be the best darn property
for your particular product.”

Concerning finds that advertising may

work faster than previously suspected,
Mr. Ule explains that while this evi-
dence in some cases proves almost im-
mediate response to advertising, it also
shows much faster wear-out of both
media and creative message than pre-
viously thought. “This has serious im-
plications for refreshing both the me-
dium and the content,” he notes.

The commercial life may be much
shorter than thought, Mr. Ule says, and
in some cases a given spot may have a
useful life span of only weeks, depend-
ing on total exposure. Further data is
needed in this area, he agrees, but what
concerns him is that at some point a
negative effect may begin as use con-
tinues into over-use.

He doesn’t begin to probe what this
means in terms of production of com-
mercials and high costs for filming in
exotic locations. But he is not against
the fancy spot per se, if it only proves
itself in sales.

Does this mean more demographics,
more research into the tastes, habits
and characteristics of the market? No,
Mr. Ule replies, stating demography is
too neutral and even “psychographics”
may not prove relevant.

“I would say demographics are large-
ly suspect—and so are large volume
users, another love today,” Mr. Ule
says, “because what we are trying to
do is separate the warm bodies from
the rest, those who are responsive to
your particular product at a given time.
And this is harder than most of us
think.”

His preferred method is to use the
laboratory or some similar system
where you bypass assumptions about
people, “give them stimuli and measure
the actual responses in sales under the
discipline of the experimental design.”

A whole new research area, he ex-
plains, is that concerning optimum lev-
els for advertising, a concept already
suggested by the test evidence to date.
“Just as a trez do=sn’t grow to the
sky,” Mr. Ule says, “there isn't an
infinite expansibility of demand for a
product. There is strong evidence that
at a particular moment in time a brand
c=n profitably use so much advertising
and no more or no less. Now this
doesn’t mean this is a permanent level.
It may be a year or six months before
a product is ready to grow or ebb.

“It may be after a certain period of
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trol of home delivery so the print split-
runs are managed easily. The panels
now have 100% TV-set ownership
with 35% color; there are 2.1 TV sets
per home.

Annual “membership” in the labora-
tory for a client costs $23,000. New
six-month fees for new product-intro-
duction testing are $11,500, if only the
A and B panels are used. C panel costs
an extra $3,500 for the six-month test.

In addition, the client must spend
whatever is required to purchase the
advertising in the market for the test.

For example, an advertiser who ex-
pects to spend $6 million nationally to
introduce a product would allocate 1%
or $60,000 for media in Milwaukee.
This would be distributed among the
panels or media models depending on
the nature of the test.

If it were a weight test, attempting
to learn what would be the optimum
national budget in, say, TV, the ratio
would be proportionately varied from
panel to panel through muting combi-
nations to reflect the alternate national
levels considered. Sub-cells within pan-
els at the same time also can test other
factors such as couponing and product
sampling to learn if they should support
the campaign.

When someone questions whether the
diary method is adequate, Mr. Ule
mounts his soap box. He admits diaries
have certain faults “but they are so
superior to a telephone interview or a

S
Mr. Ule (1) and Mr. Wenthur compare
notes at the multiple-channel TV mon-

questionnaire of what did you buy in
the last two months.”

If clients were willing to spend more
money, Mr. Ule would mark “families
on the shopping panels with special
cosmetics that glow under a special
light and thereby trigger hidden cam-

itoring unit that has not been turned off
since it was started five years ago

eras to record purchases at the check-
out counter.

“In an imperfect world you get what
you pay for,” Mr. Ule concludes. “I
have very little truck with the critics
who won’t pay a penny for research
but are always criticizing it.”

time that the brand should be milked
and the excess money for advertising
be put into more dynamic brands,” he
asserts.

Mr. Ule also emphasizes that if he
had the choice between creativity and
response, “I would vote for response
every time. When a brand is ready to
move up, even nominal effort will bring
it up. When a brand is not ready, save
your money.”

Brands respond in the order of cy-
cles or plateaus, Mr. Ule says, which
tests are showing more and more. The
trick, he suggests, is to take the bread-
and-butter items and learn to use them
intelligently and consistently until the
“hot” situations appear. “The name of
the game is profit at every level,” he
adds.

“Another thing coming up more and
more,” Mr. Ule says about test-evi-
dence significance, “is that while it is
very wise for administrative purposes
to have a corporate budget, to break
this down arbitrarily on some ratio-to-
sales or some unit-of-sales basis, is
largely doing a disservice to the com-
pany. The budget should not be based
on past sales but rather on potential

incremental sales.”

For example, he suggests, if one
brand is selling but the testing proves
it can’t be pushed higher, the extra
dollars should be put elsewhere. “This
puts the brand-managership system on
the hot seat,” he admits, “but even-
tually these decisions will have to be
moved to the highest corporate levels.”

Another subject on Mr. Ule’s mind
as hz studies the tests is that of skewing
in the various media. “Skewing is syn-
onymous with wear-out,” he explains,
“and parts of the audience—high users,
medium users, light users—have differ-
ent wear-out rates for a given commer-
cial or ad, whether in TV, newspapzrs
or magazines. I don’t know the rates,
but I suspect they are much faster than
you think.”

Mr. Wenthur discloses the laboratory
presently is seeking to determine what
correlation, if any, there may be be-
tween heavy, medium and light TV
viewers and heavy, medium and light
product users. Does this correlation fit
all categories or only certain ones? Is
there a category where a person is
easily moved to buy?

Do the findings to date suggest new

trends in media usage?

Mr. Ule thinks so. “The evidence
would indicate the advertiser should
explore the possibilities of endless shift-
ing, inter-media as well as intra-medi-
vm,” he says. “It should be a field day.
The evidence suggests—and you may
quote me—that there should be an an-
nual advertising budget and that is all.
There should bz no annual plans. Thzy
are an anachronism. There maybe
should be three plans a year, or two or
four.

“The important thing is this: We
won’t worry about media mixes neces-
sarily, we may just worry about media
scrambles, shifting constantly from one
to another through time.”

Agencies obviously would have to
come up with alternate plans through-
out the year instead of the annual
plan, Mr. Ule agrees, and this would
be far more costly. The need for a fee
system of compensation would quickly
outdate the traditional commission or
media discount system, he feels.

Does advertising sell people things
they don’t wont? The posing of this
classic myth c2uses Mr. Ule to laugh.
“I look at it as an economist,” he re-
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plies, “and I believe in the almost in-
finite expansibility of human wants,
They are not static. What was accepted
standard 100 years ago would be re-
jected today.

*Jn a society where freedom of choice
is still going to be respected, if people
want something, then our system will
be able to provide it through advertising
to them. Whether they need it or not
is a moralist point of view. We could
survive with 80% less than we have
but who wants to. You are not going
to manipulate. The very fact that there
is no monopoly of communication
means that what you and I say about
each of our products tends to be a self-
corrective antidote to over-exaggeration
by each of us.”

(The foregoing report was prepared

and written by Lawrence Christopher,
senior editor, Chicago).

Kuehn is optimistic
on ad lab and AdTel

The Milwaukee Advertising Laboratory
and AdTel, a dual-cable system operat-
ing in an unidentified market of 100,-
000 population, represent “important
steps in the development of improved
TV advertising measurement” and hold
promise for even greater contributions
in the future.

This verdict was delivered by Alfred
A. Kuehn of Market Science Associ-
ates, New York, in an analysis of the
two systems—both of which test com-
mercial effectiveness by feeding dif-
ferent commercials to different sets of

homes and keeping track of resuitant
buying patterns—at a one-day workshop
conducted by the Association of Na-
tional Advertisers in New York on
Sept. 25.

Mr. Kuehn’s report found “reason to
hope for much greater effectiveness in
the use” of both the ad lab and AdTel.
“These improvements, coupled with the
very considerable success that many ad-
vertisers have already had in the use of
these facilities insure a very rapid rate
of development in our knowledge of
advertising effectiveness over the next
few years,” Mr. Kuehn concluded.

The workshop, on “How to Use Ad-
vertising Research as an Effective Man-
agement Tool,” dealt with the applica-
tion of a variety of research techniques
to marketing problems.

Intemational

U.S,, India plan
instructional service

Educational TV from a synchronous
communications satellite hovering over
the equator for 20 million Indians is
docketed for 1972 under an agreement
between the U.S. and India.

The agreement, culminating two years
of negotiations, provides that an Amer-
ican Applied Technology Satellite will
be used to beam instructional farm and
health programs directly to 5,000 rural
villages throughout the western area of
the subcontinent. Each village will re-
ceive the space signals on an 8-to-12-
foot receiving antenna feeding into a
23-inch, conventional black-and-white
TV set using 625-line resolution. The
TV set is the same as those now being
manufactured by Indian set makers that
sell for about $500 although it is hoped
that this price can be brought down to
about $200 each. Villagers will gather
around these sets to view the sched-
uled programs that will focus on farm-
ing, fertilizer and family control.

The programs are to be transmitted
to the satellite from an Indian govern-
ment earth station to be built at Ahma-
dabad. At present India’s only TV sta-
tion is in New Delhi, broadcasting to
less than 10,000 sets in the service area.

The satellite, which will also carry
about 200 experiments for American
scientists, will use a unique, 30-foot,
high-gain, narrow-beam antenna fed
into an 80-w transmitter.

The Indian government is expected
to spend about $12 million on the two-
year experiment. The agreement be-
tween the U.S. and India was signed
Sept. 19.

Meanwhile, NASA’s plan to permit

use of its ATS spacecraft for experi-
ments in domestic satellite communica-
tions systems (BROADCASTING, May 12)
moved another step forward two weeks
ago. The space agency issued an “in-
ventory” in conjunction with the Com-
munications Satellite Corp. of satellites
and ground facilities that could be used
by TV and radio networks and others
interested in testing domestic satellite
communications. Available are 12 satel-
lites and 25 earth stations.

On West Coast Lucy now
has two distributors

John E. Pearson, who as late as last
month was handling international sales
of the Lucy show for the syndication di-
vision of Paramount Television, last
week became a head-to-head competitor
of both the program property and the

CBS’s Stern to assist
in Tel Aviv conference

A series of seminars concerned with
creating mass communications systems
in developing nations will be part of the
Second World Congress of Engineers
and Architects to be held in Tel Aviv
in September 1970.

Joseph L. Stern, vice president, en-
gineering, CBS Television Services, will
moderate the seminars. Mr. Stern is in
charge of the CBS consultative and ad-
visory services, implementing an agree-
ment made with the Israel Broadcasting
Authority in 1966. He has also been
associated with design, construction and
training activities for CBS in Argentina,
Venezuela, Peru, and in Caribbean
countries.

company that distributes it. Mr. Pear-
son, who resigned as director of interna-
tional operations and Latin American
sales for Paramount TV, acquired world-
wide distribution rights to the current
Lucille Ball series on CBS-TV, Here’s
Lucy. Through his newly formed inde-
pendent syndication firm, John E. Pear-
son International, Beverly Hills, Calif.,
Mr. Pearson will be distributing Here'’s
Lucy everywhere but in the U.S.

Paramount TV has worldwide distri-
bution rights to The Lucy Show, the
second of Miss Ball’'s CBS-TV series,
which was produced for six seasons.
Here’s Lucy is now in its second season.
The first season’s product was distributed
internationally by Paramount TV in
only three markets, Australia, England
and Canada. Mr. Pearson has the rights
to the first season’s product in the rest
of the world besides the three English-
speaking markets, and has rights for the
eptire world for all subsequent produc-
tion.

Formerly head of international sales
at Desilu Productions Inc., Mr. Pearson,
convinced that there is a need for an
independent international distributor on
the West Coast, will handle internation-
al sales exclusively.

NCK sets up unit for
Canada and Caribbean

Norman, Craig & Kummel Inc. has es-
tablished a new creative and market-
ing liaison unit, “NCK/Western Hemi-
shere,” for its two Canadian and four
Caribbean offices.

The unit will operate out of Toronto,
headed by Edward Roncarelli, president
of NCK/Canada. Creative director Ross
Ballard and marketing vice president
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Derrick French and William Mass, all
of the Canadian office, will also work in
the Western Hemisphere unit.

The offices in Toronto, Montreal, San
Juan, P. R., Jamaica, Trinidad and
Barbados now bill approximately $14
million, NCK President B. David Kaplan
reported. “We fully expect to close out
1969 billing more than $16 million in
Canada and the Caribbean,” he said.
The Caribbean offices alone bill around
$6.5 million, the agency said.

The Canadian offices were recently
named to handle Shulton’s Old Spice
line, previously at Ronalds-Reynolds &
Co., with billings not yet determined,
and Rapid Data System Ltd.,, a $100,-
000-account formerly at C. D. Loblan
& Associates.

The San Juan office recently ac-
quired the $400,000 Palo Viejo rum
account from H. Migaglioni Advertis-
ing Inc.

Additional brands to be named are
from General Foods, Shake'n Bake,
Open Pit barbecue sauce and Good Sea-
sons salad dressing, with billings unde-
termined; Clubman Stores men’s wear
shops, with billings of $100,000, previ-
ously at Publicidad Antillas; and the
Raquet Club hotel, whose $50,000 ac-
count was previously handled by Hayes
Advertising Associates, Miami, in the
U.S. and by National Export Advertis-
ing in Puerto Rico.

‘Peace Radio’ may be
new call in Mideast

A group of teachers, artists and busi-
nessmen, calling themselves “The Voice
of Peace,” is soliciting funds to equip
a “peace ship” with broadcasting equip-
ment to send messages for “peace” to
the Middle-East. They ran a large ad
in the New York Times, last Thursday
(Oct. 9) for this purpose.

According to Abe Nathan, the group’s
president, a Tel Aviv restaurant owner
and self-proclaimed ambassador of good
will, about $150,000 is needed to ac-
quire a transmitter and other electronic
equipment, as well as television and
radio receivers to monitor Syrian, Is-
racli, Egyptian and Voice of America
broadcasts.

He said the plan calls for the ship
to sail Nov. 15, and then anchor in
international waters in the Mediter-
ranean. From that point, broadcasts in
Arabic, English, French and Hebrew
will be sent into the area urging people
not to fight.

The broadcasts will include music,
news and readings from the Koran and
Bible. Analysis of hostile broadcasts
from the countries involved will also be
aired. The broadcast staff will consist
of professionals.

The ship will be manned by a
Dutch crew. The 170-foot freighter was

purchased with donations made by the
people of Holland.

Abroad in brief:

Canadian sales arm = International
Video Corp. of Canada Ltd. has been
formed to market the complete product
line of International Viedo Corp. in
Canada. IVC, based in Sunnyvale,
Calif., manufacturers and marketers of
color TV cameras and video tape re-
corders for broadcast and closed-circuit
use. IVC of Canada will be based in
Montreal. It will handle sales in Canada
of both IVC color TV cameras and
video tape recorders. Emil Adamyk,
formerly manager of instructional/in-
dustrial product sales for RCA Ltd.,
has been named general manager of
Canadian marketing for IVC of Canada.

Overseas tapes » Ampex Corp., Redwood
City, Calif.,, one of the leading U.S.
producers of recorded stereo tapes, has
started manufacturing recorded tapes
in Nivelles, Belgium. The tapes are for
marketing in Great Britain, Europe,
Africa and the Middle East. A new
marketing organization, Ampex Stereo
Tapes Europe, has been established in
Reading, England, to handle distribu-
tion of tapes throughout the marketing
area. Ampex’s plant in Nivelles is al-
ready producing recorded cassette tapes
and is expected to begin production of
8-track cartridge tapes early next year.
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Performance<Plus |
- an a Showcase (fonsole

When a line of audio consoles
achieves the ultimate in error-free
performance and solid-state -
reliability, combined with unmatched 2
styling excellence, you've got

something good going. To be specific,

the Visual series of audio consoles.

And the beauty is not only cabinet deep; Visual
has built in beautiful performance as well. Here is -
the first audio console line to utilize the latest and

New York, N.Y. 10018. Or call (212} 736-5840.

VISUAL ELECTRONICS CORPORATION
Evolution . . . not revolution

models “8x1" eight-channel monaurai, “8x1+4+1"

" For information on the evolution in audio consoles,
contact Visual Electronics Corporation, 356 W. 40th St.,

most reliable components, operator-oriented
control positioning, and plug-in modular construction .
for accessibility and ease of maintenance.

The evolutionary Visual audio console line includes

monaural with one additional output, ''8x2" eight-
channel stereo, and ‘‘4x1.’ -four-channel monaural.
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TheMedia

House approves $20 million for CPB

Now it's up to appropriations committees
to make actual grant of the money approved

The House of Representatives last week
overwhelmingly approved a public
broadcasting bill that authorizes $20
- million for the Corp. for Public Broad-
casting and $15 miilion a year for three
years for facilities grants through the
Department of Health, Education and
Welfare.

The final vote on the bill (HR 7737),
supported by the House Commerce
Committee, was a lopsided 279 in favor
and 21 opposed. But the approval came
only after the managers of the legisla-
tion faced a tough battle to keep the
$20 million figure for CPB. Representa-
tive Clarence J. Brown (R-Ohio) of-
fered an amendment to cut the figure
to $10 million, as recommended by the
White House. This motion was defeated
when 190 members voted nay and only
131 voted in favor.

The authorization legislation, which
is for the fiscal 1970 year that began
July 1, now goes to conference betwecn
the House and Senate to iron differ-
ences. The Senate bill (S-1242), passed
last May, also provided for $20 million
for CPB, but proposed to authorize
unspecified funds for facilities grants
on a five-year period.

Whatever is the final resolution of
the two bills, both CPB and HEW
must await the actions of the appropria-
tion committees and the action of both
houses before the monies are actually
granted. Although $9 million was au-
thorized in the 1969 fiscal year, only
$5 million was appropriated for CPB.
Although $12.5 million was authorized
only $4 million was appropriated for
facilities grants in 1969.

During the debate in the House,
several members complained that no
long-term financing plan, promised for
CPB in the 1967 Public Broadcasting
Law, was yet in sight. Representative
Leonard Farbstein (D-N.Y.) was par-
ticularly insistent on this point, stating
that he thought “the media” and set
manufacturers ought to “contribute” to
the cost of public television. Mr. Farb-
stein earlier this year introduced a
resolution calling on the FCC to deter-
mine how broadcasters and manufac-
turers could be tapped to support public
broadcasting {BROADCASTING, May 12).

A charge of bias in news presenta-
tions was leveled at weTA(TvV) (ch. 26)

Washington by conservative spokesman
Representative H. R. Gross (R.-Iowa),
who claimed that the programs put on
by the Washington ETV station were
“ultra liberal.” Mr. Gross also termed
John W. Macy Jr., president of CPB,
former chairman of the U. S. Civil
Service Commission and talent recruiter
for Presidents Kennedy and Johnson,
as “never known to be a conservative.”

A number of congressmen support-
ing the legislation noted that for every
$1 in funds supplied to stations under
the HEW matching-grants activity,
local stations raised $10 from state and,
local governments and public contribu-
tions. Representative Emanuel Celler
(D-N.Y.), chairman of the House
Judiciary Committee, disclosed that he
personally had made donations to
WNDT(TV) (ch. 13) New York-Newark,
N.J. Mr. Celler strongly supported the
public broadcasting bill.

During the debate it was stressed
that no matter what programs CPB
underwrote and offered to individual
noncommercial, educational stations, it
was specified that local stations had the
right to refuse them. And should there
be abuses, “we will always have the
chance to review them,” according to
Representative William L. Springer (R-
L), a member of the commerce com-
mittee, who was strongly supporting the
bill.

Burch, Wells due
for Senate hearing

Hearings on the nominations of Dean
Burch and Robert Wells to be members
of the FCC have been scheduled by the
full House Commerce Committee for
Wednesday (Oct. 15).

Senator John O. Pastore (D-R.L),
who is chairman of the Communications
Subcommittee of the Commerce Com-
mittee, will preside.

As of late Thursday (Oct. 9) no
witnesses other than the nominees them-
selves had been scheduled, although
undoubtedly both men would be sup-
ported by senators from their home
states who would make the customary
formal appearances before the commit-
tee. Nicholas Zapple, the committee
communications specialist, said late [ast

week that there had been some tele-
phone calls from possible witnesses, but
no formal requests to testify had yet
arrived. Mr. Zapple did not indicate
whether the inquirers seemed to be
favorable or opposed to the nomina-
tions.

Mr. Burch, an Arizona attorney who
was administrative assistant to Senator
Barry Goldwater (R-Ariz.) from 1955
to 1959 and who was chairman of the
Republican National Committee from
June 1964 to April 1965, is slated to
succeed retiring FCC Chairman Rosel
H. Hyde. Mr. Wells is general manager
of the Harris group of radio stations,
whose home base is Garden City, Kan.
He will succeed FCC Commissioner
James J. Wadsworth, who is being ap-
pointed to the U. S. delegation to the
Intelsat conference.

Minority job rules
elicit varying views

The Dixie Network, adding its com-
ments to those already received on
the FCC’s latest proposals in its anti-
discrimination rulemaking (BROADCAST-
ING, Oct. 6), echoed the view of the
National Association of Broadcasters
that the proposals are misplaced.

Dixie said it was “inappropriate for
this commission to single out a par-
ticular law which is applicable to all
businesses and make it the subject of a
specific commission regulation.”

Wrix Inc., whose license renewal for
wrIX-Tv New York is being challenged,
supported the proposals, which call for
the filing of data on minority employ-
ment by broadcast stations. Wpix said
the proposals “will encourage broadcast
licensees to make frank evaluations of
their performance in this vital area. . . .
Our only concern,” wrix added, “is the
administrative burden on the commis-
sion the evaluation of additional infor-
mation would entail.”

Wrix suggested that the proposed an-
nual reports exclude unskilled and
service workers from figures on minor-
ity employes to reflect a more accurate
picture of their employment in ad-
ministrative and reporting positions.

Doubleday Broadcasting Inc. opposed
the proposals, arguing with NAB that
the small broadcaster would “bear the
principal burden and is least equipped
to do so.”

The International Brotherhood of
Electrical Workers objected to the pro-
posed requirements for another reason.
“The stipulation that ‘non-discrimina-
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tron ciauses’ be included ‘in new or re-
negotiated union agreements’,” IBEW
said, “places the commission in the
posture of being a third (albeit unseen)
party at the bargaining table.”

The union also argued that the rules
would improperly duplicate the duties
of the Equal Opportunity Employment
Commission.

The network comprises stations in
Tennessee and Mississippi.

Anderson’s journalism
rapped in license fight

The journalistic practices of columnist
and broadcaster Jack Anderson have
bzen questioned by United Television
and Broadcasting in seeking license re-
newals of their wook and WFAN-TV
Washington.

The renewals are being contested by
Washington Community Broadcasting
Co. Mr. Anderson, partner of the
late widely known political columnist
Drew Pearson, is a stockholder of
Washington, as was Mr. Pearson.
United originally questioned the prac-
tices of both men, but following Mr.
Pearson’s death maintains that: “All of
the questions which originally were
raised with respect to Pearson and An-
derson as a working team remain in
the case as to Anderson.”

United’s applications for renewals

and Washington’s competing applica-
tions were set for consolidated hearing
by the FCC last June. Washington hus
charged wook with promoting a local
numbers racket in connection with its
religious programing (BROADCASTING,
June 30).

In seeking to include a issue of Mr.
Anderson’s qualifications as a party to
the hearing on Washington’s applica-
tion, United cited instances of alleged
“poor performance” in journalism on
his part.

These included alleged incidents of
eavesdropping, the use of papers which
had been stolen from the files of Sen-
ator Thomas J. Dodd by Senator Dodd’s
employes, and an assertion by Mr.
Anderson in an article of Feb. 24, 1969,
which United called “an unmitigated
inaccuracy.”

This conc:rned group broadcaster and
Ambassador to Great Britain Walter
H. Annenberg. Mr. Anderson said in
the February article that “.Annenberg’s
conventional stations have been fight-
ing CATV.” United said “it is in-
comprehensible how Anderson could
have reported this as a fact . . . An-
nenberg’s companies have been among
the strongest proponents of CATV with-
in the broadcast industry.”

The commission has granted an-
other issue sought by United—to
determine whether Washington or its

principal, Dr. Phillip C. Brooks, failed
to keep its application up to datc and
if so whether the failure reflects ad-
versely on Community’s qualifications.
The data concerns allegedly unreported
liens against Dr. Brooks’ property affect-
ing his financial qualifications.

ARB denies conspiracy
to injure 2 stations

Dr. Peter Langhoff, president of the
American Research Bureau, has denied
charges that his firm conspired with
two Michigan television stations to eco-
nomically injure other stations in the
Flint-Saginaw-Bay City, Mich. market.
The charges were contained in a $7-
million antitrust suit against ARB and
WJRT-TV Flint and WNEM Saginaw-Bay
City. The suit was filed by wJIM-TV
Lansing and wkNx-Tv Saginaw. The
complaining stations allege that com-
bining the three cities in one market
“misled” advertisers to believe the areas
were served primarily by wJRT-Tv and
WNEM-TV (BROADCASTING, Oct. 6).
Dr. Langhoff said: “We have defined
this market as we have all other markets
in accordance with general policies de-
veloped through ARB’s extensive exper-
ience in audience measurement.” The
Flint-Saginaw-Bay City area has been
reported as one market since 1960.

A program as in tune with today
as your 10 o'clock newscast. Youth
and experts facing each other,
discussing all facets of law and
order. Youth from all parts of the
country, experts from all walks of
life, meeting together in a stimu-
lating half-hour program that fills
a constant programming need.
Hosted by Raymond Burr, "You

A public service program produced by Kiwanis International in cooperation with the Kiwanis International Foundation.

and the law" is sure to receive
national recognition. First series
run now available ... 10 half-hours
in color. Already scheduled in
New York, Chicago, and other
markets. Contact your local
Kiwanis club or write to ""J":-.
Kiwanis International, i ‘
101 East Erie Street, !
Chicago, lllinois 60611.
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Youre onTV
every fime

you call Delta
for a seat.

Not broadcast, of course.
But our own coast-to-coast
closed circuit network.

It's Deltamatic®—an instant
communications device that's
tied in to a giant IBM computer
system. Our agent records your
name, phone number and de-
tails of your trip. Then the com-
puter “remembers” it all for in-
stant reference. And flashes it
to a TV screen on command.

Deltamatic® never forgets
a name (even though it can’t
remember a face). Another in-
novation that helps us be ready
when you are. Call Delta direct
or see your Travel Agent.

Deltais

ready when
you are!

WFMT becomes a million-dollar gift

WGN decision to donate the fine-arts FM
follows court action by citizens’ group

WFMT(FM) Chicago is being offered as
a donation to “one or more” local char-
itable organizations or educational in-
stitutions to keep it on the air, Ward L.
Quaal, president, WGN Continental
Broadcasting Co., announced Thursday.
The gift would be subject to FCC ap-
proval.

WoN Continental’s acquisition of the
pioneer fine-arts outlet from original
owner Bernard Jacobs for $1 million
has been under fire from a local group
known as the Citizens Committee to
Save WFMT, which has kept the sale in
litigation before both the courts and the
FCC. The committee last Monday
petitioned the U.S. Court of Appeals
for the District of Columbia to order
the commission not to allow WGN Con-
tinental FM Co., a subsidiary, to op-
erate the station any longer.

WoN Continental also operates WGN-
AM-Tv Chicago. It is an autonomous
division of the Tribune Co., publisher
of the Chicago Tribune and Chicago
Today. Through WGN Continental FM,
WaoN Continental has invested some
$250,000 in improving the facilities and
studios of WFMT since taking over op-
eration in late April 1968.

Mr. Quaal said the WoN Continental
board on Thursday voted to donate the
station as a result of the latest court
action by the citizens’ group. If the
committee’s petition is granted, he said,
“WFMT may be forced to go off the air
for an indefinite period of time” because
Mr. Jacobs’s illness would prevent him
from resuming control.

Mr. Quaal related that WGN con-
tracted to buy WFMT in 1967 “at the
urging” of Mr. Jacobs, “who was suffer-
ing from multiple sclerosis. Mr. Jacobs
chose WGN because he believed WGN
was best qualified to continue the op-
eration he had established.”

The FCC approved the sale of WFMT
to WoN Continental FM by a vote of
five to one but subsequently the citizens’
group protested and went into the court
of appeals. The court set aside the FCC
grant and eventually the commission set
the case for hearing. Meanwhile WgN
Continental was allowed by the FCC to
continue operating the FM station. The
committee’s chief objection has been
that the grant to WoN Continental
would lead to undue concentration of
control of media in Chicago.

Mr. Quaal, however, pointed out that
there are 96 radio and television sta-
tions within the WFMT service area and
each of the three national networks has
an FM station in Chicago as well as
AM and TV outlets.

Mr. Quaal also observed that the
committee on Feb. 14, 1969, said it
would not contest the authorization of
the FCC for WoN Continental to oper-
ate WFMT pending completion of the
hearing. He also noted that as recently
as Sept. 10 the commission unanimously
“reaffirmed this authorization.”” He said
WGN was surprised by the committee’s
court filing Monday.

“Any closing down of WFMT,” Mr.
Quaal said, “would injure the station,
harm the employes on the fine staff of
wFMT and deprive Chicago listeners of
a valued broadcast service. The so-called
Citizens Committee to Save WFMT is
apparently unconcerned about the pos-
sibility of such a close-down or about
the effects of continued litigation on the
personnel and operations of the station.”

A qualification on the proffered dona-
tion is that the group or groups which
receive the gift shall agree to continue
employment of the staff and “continue
the broadcasting of the fine-arts and
educational programs of wrMT. This
will accomplish WGN’s goal of preserv-
ing WFMT for the people of Chicago.”

There is yet no specific charitable
group or educational institution in mind,
WoN  Continental representatives ex-
plained, but a possibility could be a ma-
jor university in the area. Talks have not
been held with any of them, however,
it was pointed out.

Mr. Quaal said the necessary applica-
tions for approval “are being prepared
and will be filed shortly.”

Los Angeles area now
has a religious UHF

A church-owned commercial TV sta-
tion, with programing almost totally of
a religious nature, was scheduled to go
on the air in Southern California on
Sunday (Oct. 12). KHOF-TV, channel
30, is licensed to San Bernardino, but
has its transmitter just inside the Los
Angeles county border, operates out of
the Los Angeles bedroom community
of Glendale, and expects to cover South-
ern California from San Diego to Santa
Barbara. The UHF station is owned and
operated by Faith Center, Glendale,
founded 22 years ago by the Rev. Ray-
mond Schoch.

Faith Center also has owned and op-
erated KHOF(FM) Los Angeles for some
13 years. The FM station has a com-
mercial license and operates full-time
with all-religious programing. In addi-
tion to the radio and TV stations, Faith
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Center, with a 650-member congrega-
tion, operates a day school, a worldwide
missionary program and a summer
camp.

KHor-tv will begin operation with
two hours of programing every evening,
7-9 p.m., seven nights a week. Plans
call for a commercial rate card to be
published and for the offering of com-
mercial time, almost exclusively to
charches and church organizations of
various denominations.

The station was started with an invest-
ment of some $500,000, raised solely
by the congregation. Studios are located
in the church’s auditorium in Glendale.
Total power output of the transmitter is
1.25-million w.

WXEX-TV denied right
to shift main studio

A petition by Nationwide Communica-
tions (WXEX-Tv Petersburg, Va.) for
reconsideration of a June 10 FCC rul-
ing defining its main studio location
has been denied by the FCC.

In the same action the commission
dismissed Nationwide’s motion for stay,
granted it a rule waiver to permit
WXEX-Tv to identify as a Petersburg-
Richmond station and rescinded a prior
waiver authorizing Richmond-Peters-
burg identification.

Nationwide, which had requested the
FCC ruling to determine whether its
plans for an auxiliary studio in Rich-
mond would comply with the commis-
sion’s main studio location rule require-
ments, said it would maintain color
origination facilities at both its main
studio and the Richmond auxiliary stu-
dio.

In its June 10 ruling, the commission
said that Nationwide would be in com-
pliance with the rules if, exclusive of
pnetwork programs, over 50% of non-
network programs, with about the same
percentage of locally produced pro-
grams, originate from the Petersburg
studio. It also required Nationwide to
show, in subsequent renewal applica-
tions, where non-network programing
originated.

The FCC also noted that the existing
WXEX-TvV studio was destroyed by fire
and the station is using a temporary
studio in Petersburg. It cautioned Na-
tionwide that its decision was based on
Nationwide’s representations that it
would maintain a fully staffed studio in
Petersburg and warned that it would
be in violation of the main studio loca-
tion rules if it began operation from
the proposed Richmond site before it
returned to operation from the perma-
nent Petersburg studio.

Nationwide had requested that this
portion of the commission’s language
be deleted from the ruling, charging it

was an attack on Nationwide because
it allegedly implied that the fire might
be used as an excuse to avoid its obliga-
tions to Petersburg.

The commission said no attack was
intended, did not think any was made,
and was still of the opinion that, where
a station operates from temporary stu-
dios, it should construct permanent stu-
dios in its city before building perma-
nent auxiliary studios in other cities.

The FCC added that, since WXEX-TV
is licensed to Petersburg, it should place
Petersburg first in its station identifica-
tion announcements.

Skiatron sues to sever
its agreement with STV

Skiatron Electronics and Television
Corp., New York, owner of a patented
system of pay television, filed suit last
week against its licensee, Subscription
Television Inc., charging failure “in its
obligation to utilize and exploit the
Skiatron systems.”

Skiatron asked the U. S. Southern
District Court in New York for a de-
claratory judgment that “such failure
constituted a material breach by STV of
the [licensing] agreement,” and that
Skiatron by virtue of such breach by
STV, was entitled to terminate the
agreement and it has been duly termi-
nated.”

Arthur Levey, president of Skiatron,
notified STV by letter that the company
regards its 90-year licensing agreement
signed in 1963, inoperative. STV had
not replied as of late last week.

“Skiatron has the opportunity to
license the Skiatron systems to others
who are unwilling to expend large sums
of money when any doubt exists as
to the right of Skiatron to grant such
licenses,” the company states.

The suit was filed for Skiatron by
the New York law firm of Botein, Hays,
Sklar and Herzberg.

NBC Radio meeting
opens in San Juan

The annual NBC Radio network affili-
ates convention was slated to open
Sunday (Oct. 12) in San Juan, P. R,
and to continue through Tuesday
(Oct. 14).

Speakers at the Monday session will
be Donald J. Mercer, vice president,
station relations; Julian Goodman, NBC
president; Arthur A, Watson, president
of the radio division; George Gallup,
vice president, sales, and Beverly L.
Smith, vice president, radio-television
programing, McCann-Erickson Inc.

Chuck Blore, president of Chuck
Blore Creative Services, Hollywood,
will address Tuesday’s meeting on the
subject of “do it on radio.”
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Xmas Music

Does that sound familiar?

Do you have

% A complete and Fresh
Christmas Library

¥¢ Records or Tapes that
are in Top Quality
Condition

Y% Enough Material to Avoid
Excessive Repetition

If you answer NO to any
of the above. Then—
ALTO FONIC can help you

Y¢ Available up to 24 Hours
of Taped Christmas
Music in Four Categories

Y¢ Quality—Produced so
that it can be Used Year
After Year

vy Variety of Artists with
Balanced Programing
Solo Vocalists, Groups,
Instrumentalists and
Orchestras

3% Can be Used as
Individual Cuts, in
Clusters or Continuously

Y¢ Realistically priced

For use with or without automated
systems 77, 1014” or 14” Reels—
Mono or Stereo

WRITE OR CALL TODAY

For Brochures, Descriptive
Details and Prices

ALTO FONIC
PROGRAMING

6362 Hollywood Boulevard
Hollywood, California 90028
213—466-9261

P.S. We can also supply your sta-
tion with programing the other
364 days a year, as we do for
approximately 300 other sta-
tions including networks, major
groups, and independents.
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A blast at the boys from the institute

Statisticians hired by WMAL-TV find serious fault
with programing analysis in license-lifting guide

A battle of statistical analysts—dry and
arcane to outsiders, critical and exciting
to those involved—has been joined in
connection with the effort of a group of
Washington-area black residents to
persuade the FCC to deny the license-
renewal application of wMAL-Tv Wash-
ington.

The group claims the station, owned
by the Evening Star Broadcasting Co.,
discriminates against Washington’s black
community, in programing and hiring
practices, and that its performance is
poor, and deteriorating.

The last charge was based on a com-
parative study of the performance of
the 32 television stations in the mid-
Atlantic region. The study was pre-
pared by the Institute for Policy Studies,
of Washington, established six years
ago to observe significant social, eco-
nomic and political institutions in the
nation. The institute has made its tele-
vision study available for groups wish-
ing to contest license renewals of in-

cumbeant broadcasters (BROADCASTING,
Oct. 6).

WMAL-TV, in a three-volume re-
sponse on Oct. 3, denied all of the
charges (BROADCASTING, Oct. 6). And
as part of its rebuttal to the charge con-
cerning its service, WMAL-TV presented
an analysis of the institute’s study,
provided by Resource Management
Corp., of Bethesda, Md., and Santa
Monica, Calif., a research organization
specializing in government and com-
mercial studies.

RMC finds the institute’s study want-
ing in a numbar of respects. And where
the institute ranked 'wMAL-Tv 25th
among the region’s 32 stations, on the
basis of its performance, RMC ranned
it anywhere from seventh to 17th, de-
pznding on program classifications used.

WMAL-Tv achieves its best ranking
under the RMC revision when absolute
hours are used as measures of news
and public affairs programing perform-
ance, and when entertainment and

The practical processor
for Ektachrome

The Pako Model 28EK Cine/Strip Processor is a small-
size, low-cost unit for processing both 16mm and
35mm Ektachrome. It handles over 1600 feet per

hour with consistent high quality results.

1. Light-tight 2400-ft. magazine permits leader and
film footage to be handled together eliminating costly

start-up time.

2. Footage counter records the totai footage for com-

parisons with chemical usage.

3. A unique automatic speed control on the film take-

up maintains constant film tension.

4. First developer rack is adjustable (Y4 f-stops) for
film exposed at other-than-normal exposure indexes.
May be adjusted while machine is running.

5. Drawer-type electrical control panel simplifies in-
spection. And Pako’s nationwide Distributor Network
means that parts and factory-trained personnel are

readily available.

6. Automatic replenishment system, automatic
temperature control, controlled impingement
drying system, and fpm tachometer included.

Pako also has quality processors for
Kodachrome, Kodacolor, Ansco-
chrome, Eastman Color, and B/W.
See your Pako Distributor now, or
write Pako Corporation, 6300 Olson
Memorial Highway, Minneapolis, Min-
nesota 55440.

PAKO CORPORATION{Z:U(Y
l. s Processing Systems for the Photographic, Graphic A\rts,°

Motion Picture, Medical and Industrial X-Ray Industries.

sports and local and regional news com-
ponents are deleted from the basis of
comparison.

Another factor in the improved shaw-
ing is new figures for news and public
affairs programing that WaAL-TV has
submitted to the commission in amend-
ment to its renewal applicatinn. The
amendmznt shows thez station pro-
gramed almost two hours more of news
in 1969 than its composite week in-
dicates; and it notes the station re-
classified somz programs as public
affairs after determining that other sta-
tions included in that category pro-
grams that wMAL-Tv had carried as
entertainment.

These various changes reflect criti-
cisms of the institute’s methodology that
are contained in RMC’s report.

In its comparison, the institute con-
sidered the percentage of total program-
ing devoted to news, public affairs, enter-
tainment and sports, and to locally
originated programing; and measured
local and regional news as the percentage
of total news. Other categories in its
comparison were the percentage of news
employes to all personnel, the number
of hours of local prime time program-
ing, and the number of public service
announcements. The institute also com-
pared each station’s performance with
records it compiled in ths 1963-1969
and 1966-1969 periods.

RMC said that use of percentage of to-
tal programing time to measure various
categories of programing is misleading
in the casz of a station that has a long
programing day and presents “entertain-
ment at times when the public is not
interssted in news or public affairs pro-
graming.”

Furthermore, RMC said, the insti-
tute makes no “persuasive case” for the
proposition that performance of such a
station “varies inversely with the amount
of entertainment and sports programed.”
RMC believes use of entertainmznt and
sports programing as a criterion ‘“un-
fairly penalizes the station with a long
programing day.”

RMC also said that the institute
provided no indication that all stations
involved in the study used thz same
criteria in classifying public affairs and
local and regional news programing.
RMC noted that wmaL-tv had class-
ified Girl Talk as entertainmznt while
other stations counted such segments
in their public affairs programing.
And the percentage of total news that is
local and regional, RMC said, repre-
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sents ‘“only educated guesses by the
stations.”

RMC also questioned the basis on
which the institute had adjusted the
scores of the stations studied to ac-
count for their size and resources
available for public service.

On that basis, wWMAL-TV ranked last
in the institute's study.

RMC said the ARB market is used
as an indicator of station size and re-
sources ‘“by implication” and the 30-
minute advertising rate “by assertion.”
But RMC said advertising rates used
“are not of the same class and are not
for the same hour of the day,” nor
were they taken “from the same rate
cards of the same date.”

In any casz, RMC said, no empirical
support is provided for the indicators
used.

The total income of stations in an
area as a percent of the total revenues
could also be used, RMC said.

RMC was also critical of the in-
stitute for indicating a change in rank
for each station studied for the 1963-69
and 1966-69 periods. RMC said that
using both time periods “tends to re-
ward doubly some stations and pen-
alize doubly others” because the 1966-
69 change in rank is already reflected
in the change made over the 1963-69
period.

Forum files amendment
on WPIX area needs

Forum Communications Inc., which is
seeking to oust wepix(tv) New York
as occupant of channel 11, has given
the FCC something more to think about
—some 70 pages worth.

Forum last week filed an amendment
to its application for channel 11, pro-
viding a report on its “continuous”
effort to ascertain the needs and in-
terests of the public in the channel 11
service area.

The amendment reports on interviews
with 102 community leaders. (Forum’s
original application reported on inter-
views with 486 individuals). It also con-
tains copies of reports by two research
companies retained by Forum. Their
recommendation: conduct a continu-
ing program of small “in-depth” inter-
views with representatives of various
segments of the population.

Lawrence K. Grossman, the former
NBC advertising vice president who is
president of the new corporation, told
the commission that Forum will follow
that advice as long as the application
is pending and, if it is granted, as long
as Forum operates the facility.

Forum said its new interviews led
it to the conclusion it should empha-
size community-action programing, de-
sign a decentralized news staff to pro-

vide coverage of New York’s variegated
community, and develop a “total pro-
graming concept.” under which all
locally produced programs will focus
at a given time on a single theme.

Delay is debated in
KRON renewal case

Examiner Naumowicz says
he cannot hear the issues
until next January

Skirmishing over procedures in the
KRON-EM-TV San Francisco renewal
case continued last week, as the com-
plaining witnesses appealed the hearing
examiner’s ruling postponing the hear-
ing date and dividing the proceeding
into two segments.

Hearing Examiner Chester F. Nau-
mowicz Jr., at a prehearing conference
on Oct. 3, continued the hearing date
from Dec. 2 until Jan. 8, 1970 for
some issues and until March 1970, at a
date to be set later, for the remaining
issues.

The examiner said his calendar would
not permit the hearing to commence on
Dec. 2, and that if the hearing were to
take the estimated 60 days, he could not
fit it into his schedule until the middle
of March. In addition Broadcast Bureau
and KRON attorneys had requested ad-
ditional time to prepare their cases.

Charles C. Moore, counsel for Albert
Kihn and Blanche Streeter, the parties
whose complaints led to the commis-
sion’s designating the stations’ license-
renewal applications for hzaring, ap-
pealed the ruling last week to the re-
view board.

He said the hearing should begin on
Dec. 2 but that if it cannot commenc:
until Jan. 8, that all issues should be
aired in the one hearing.

Mr. Moore noted that the commis-
sion in March had set the hearing date
for July 7, and said that the continued
delay ‘“does nothing but work hard-
ships upon complainants and their
counsel.” Mr. Moore said that he is
working without compensation and that
the postponemznt will require the inter-
view of witnesses twice.

He also said that, with the passage
of time, witnesses will forget facts or
become unavailable. He said one “key
witness” has been offered a job by
KRON-Tv and two others have been
rehired by other VHF stations in San
Francisco, “and will by necessity be
reluctant witnesses over concern for
their jobs.” :

Mr. Moore said the examiner’s
crowded schedule should not be al-
lowed to delay the proceeding further.
He said that either the examiner’s other

cases should be postponed, or a new
examiner should be assigned to hear
the case on Dec. 2.

The hearing had been postponed to
that date at the initial prehearing con-
ference, on May 19, over the objections
of the complainants.

Mr. Moore said that in providing for
prehearing discovery, the commission
held that hearings are to begin shortly
after designation. In the KRON case, Mr.
Moore said, “far more than ‘a relatively
brief period has elapsed since the case
was first discussed at the prehearing
conference.”

The issues Mr. Naumowicz proposes
to hear starting Jan. 8 include the ques-
tion as to whether the KrRON stations
have slanted the news to advance the
interests of the parent Chronicle Pub-
lishing Co. Other issues deal with
Chronicle’s investigation of Mr. Kihn
and Mrs. Streeter and with whether
such investigation constituted an effort
to harass and intimidate them.

The remaining issues include ques-
tions as to whether Chronicle Publish-
ing has an undue concentration of con-
trol of mass media in the San Fran-
cisco Bay area and whether it has
engaged in anticompztitive or monop-
olistic practices. Another jssue is
whether the stations’ past programing,
particularly its public-service program-
ing, was of sufficiently high quality to
counterbalance adverse findings on the
anticompetitive and news-slanting is-
sues.

High Point group seeks
license of WGHP-TV

A group of High Point, N. C., residents
will shortly file a competing application
for the channel now occupied by wGHP-
Tv High Point-Greensboro-Winston-
Salem, N. C. The president of the group,
operating as Furniture City Television
Co., and one of its board members was
affiliated with another group which un-
successfully competed with licensee
Southern Broadcasting Co. in 1962 for
the channel.

Southern began operating channel 8
WGHP-TV in 1963. The station’s license
expires Dec. 1; Southern has already
filed its renewal application with the
FCC.

Furniture City’s lawyer, Washington
attorney Donald E. Bilger, said the
group’s application would be filed “on
or before Oct. 31.” He said the group
will argue that wGHP-Tv “has failed to
meet the tastes, interests, concerns and
problems of the community, and will,
according to its own application, do
even less in the next three years.”

Phillip Lombardo, general manager
of wGHP-Tv, told BROADCASTING that
neither the station nor Southern would
comment for the present on the con-
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templated application.

Southern designated High Point as
woGHP-Tv headquarters in its original
application for the station. After trans-
mitting from there for two years, it ob-
tained FCC approval to change its
assigned location to High Point-Greens-
boro-Winston-Salem. Approximately one
year ago, it received permission to move
its studio outside the city.

Furniture City maintains that the sta-
tion’s plans to move out of the city in-
dicate a disregard for local service
needs.

Mr. Bilger pointed out that Southern
Broadcasting is owned by persons who
are not residents of the High Point area.

Southern Broadcasting also controls
wTtoB(AM) Winston-Salem and wkix-
AM-FM Raleigh, both North Carolina;
wsGN(AM) and wBMG(TV), both Bir-
mingham, Ala.; koy(aM) Phoenix, and
KTHT(aAM) Houston. Its headquarters
are in Winston-Salem.

Mr. Bilger said his group will show
that Furniture City offers substantially
less news, public affairs, religious, agri-
cultural and other public service pro-
graming than wrFMY(Tv) in Greens-
boro or wsJs-Tv in Winston-Salem.

Furniture City has indicated that
it will offer substantial public service
and locally originated programing. The
group has purchased land for a tower
and says studios will be downtown.

The first fifty years!

RADIO,
TELEVISION
AND
AMERICAN
POLITICS

by EDWARD W. CHESTER

A brilliantly comprehensive book on
the influence of radio and TV on
national and local politics — from the
historical rather than the topical
viewpoint. The period covered is
from 1920, when KDKA announced
Harding’s victory, through the 1968
clections. The author, a member of
the History Departnient of the Uni-
versity of Texas at Arlington, has
made use of all available data, in-
cluding unpublished material from
the Presidential libraries. With Nortes
on Sources and a bibliography of
some 500 items. “Thorough and in-
valuable."— Publishers’ Weekly. $7.50
at your bookstore, or from

SHEED & WARD
64 University Place
New York, N.Y. 10003

Post stations deny liberal bias

They dispute charges that they take
editorial cues from parent newspapers

WTroP-AM-FM-Tv Washington told the
FCC that documents accusing them in
effect of a liberal bias in their program-
ing have no merit and should be dis-
missed.

The allegations were made last month
by Allen C. Phelps, of Washington, in
an informal complaint, and by the
Federation of Citizens Associations of
the District of Columbia, in a brief
letter (BROADCASTING, Sept. 29).

Mr. Phelps, a delegate member of
the federation, asked the commission
to deny renewal of WTOP-AM-FM-TV
or at least defer action on the renewal
applications until it determines if the
stations have been operating in the pub-
lic interest. The federation said the
commission should, “as a minimum,
obtain assurances” that wTop-AM-FM-TV
will “preseat unbiased news.”

Mr. Phelps accused wrop-Tv of fa-
voring liberal causes while suppressing
the views of conservatives. The federa-
tion asked the commission to determine
if the stations were presenting news and
comment “with a bias reflecting the
opinions” of the parent Washington
Post Co.

The stations, in their reply, said
neither document “affords the slightest
basis for the relief requested” and does
not “even purport” to provide facts in
support of the charges made.

“Perhaps the best answer to both of
these papers is that if the commission
gives weight at renewal times to such
submissions it will encourage irrespon-
sible harassment of radio and television
stations and will find its resources dis-
sipated in npeedless and frivolous
charges,” the stations said.

They maintained that they honor

Dinner for Hyde

A black tie dinner in honor of retiring
FCC Chairman Rosel H. Hyde has been
scheduled for Nov. 7 at the Shoreham
hotel in Washington by the Federal
Communications Bar Association.

Paul Porter of the Washington law
firm of Arnold & Porter, who is a for-
mer FCC chairman (1944-46), will be
master of ceremonies. Mark Russell,
Washington satirist, will entertain.

Tickets, at $20 per person, are avail-
able from Jay Ricks, Hogan and Hart-
son, Washington. Harry Ockershausen,
Dempsey & Koplovitz, is chairman of
the dinner committee. Wives and guests
of FCBA members are invited.

their obligations under the fairness
doctrine by labeling editorials and com-
mentary and by soliciting and provid-
ing time for reply comment. They also
denied that the stations “slant” news
through their newsmen—a charge, they
noted, that was not supported.

And they labeled as “false” Mr.
Phelps’s contention that the Washington
Post’s policies are “imposed upon” ra-
dio and television stations. They said
the operations of Wtop Radio and
WTOP-TV are “largely separate from one
another” and are “completely separate
from those of the Washington Post.”

More strike aid
is on the way

Muffler magnate finances
new Washington center
to help fight licensees

Add the Citizens Communications Cen-
ter of Washington to the growing list of
groups created to aid and encourage
citizens groups in their efforts to in-
fluence the kind of broadcast service
they receive.

The center came into being about six
weeks ago to serve principally as a serv-
ice and support facility for local and
national citizens groups in their dealings
with the FCC, and to aid them in gain-
ing access to the media.

It was established with the help of the
Robert F. Kennedy Memorial, which is
providing the center with office space
and secretarial assistance. The late Sen-
ator Kennedy was deeply interested in
the role of television in society, particu-
larly in its effect on children.

Funding was provided by Gordon
Sherman, president of Midas Interna-
tional, manufacturer and marketer of
automotive replacement parts and rec-
reational vehicles.

The executive director—and at
present sole paid employe of the Citi-
zens Communications Center—is Alfred
Kramer, a 30-year-old graduate of Stan-
ford Law School. He took up his new
duties after terminating a two-year as-
sociation with Covington and Burling,
one of Washington’s largest and most
prestigious law firms, where he had
been engaged principally in antitrust
work.

Mr. Kramer last week said he under-
took his new job out of a feeling that,
as a lawyer, he could not tolerate “the
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great disparity in the relative input” be-
tween that of citizens’ groups and in-
dustry members in commission proceed-
ings.

According to its statement of pur-
pose, the center will attempt to reduce
that “disparity” by preparing manuals
on citizens’ rights to access to the media
and on FCC procedures, and by pro-
viding complaints with rudimentary
legal and strategic advice in the initial
stages of proceedings, and then refer-
ring them to lawyers or other profes-
sional services.

It will also do research for citizens’
groups and provide them with informa-
tion on legislative, judicial and admin-
istrative proceedings that may affect
broadcasting in general and specific
areas.

The center will provide legal repre-
sentation in some cases before the com-
mission—if resources permit and the
cases seem particularly significant. How-
ever, Mr. Kramer stressed that the cen-
ter does not intend to become a commu-
nications law firm as such.

The center is providing legal assist-
ance in one FCC case, that involving
the hearing on the renewal applications
of KRON-FM-Tv San Francisco. Mr.
Kramer is representing witnesses whose
complaints led to the hearing, in pre-
hearing conferences in Washington.

The center is also working on two of
the manuals promised in the statement
of purpose. One will incorporate the re-
sults of a study by RFK Memorial stu-
dent volunteers last summer on how
members of the public may file com-
plaints against local stations and on the
reaction they might expect from the
commission (BROADCASTING, Aug. 11).
The other is on citizens’ access to media.

Mr. Kramer said that the center’s
emphasis “is not on encouraging license
challenges, either through petitions to
deny or competing applications.” Rather,
he said, the emphasis “is on involving
communities with their local radio and
television stations as they are involved,
or should be, with other institutions af-
fecting their lives.”

However, he acknowledged that the
center’s activities may lead to petitions
to deny.

Mr. Kramer is presently drawing for
support on law school students, some of
whom have temporarily dropped out of
school, as well as on lawyers who are
serving on a volunteer basis. The center
expects to receive additional financial
support from individuals and founda-
tions that will enable it to increase its
paid staff.

Meanwhile, there was a reminder last
week of the other groups that are aiding
citizens’ groups concerned about their
local broadcast service. The Office of
Communication of the United Church
of Christ was reported to have agreed
to provide legal representation for the
Washington area blacks who are oppos-

ing the license renewal application of
wMAL-TvV Washington. (BROADCASTING,
Sept. 8).

Edgar S. Cahn, executive director of
the Citizens Advocate Center of Wash-
ington, said the church is making Earl
K. Moore available as one of the coun-
sel in the case. Mr. Moore represented
the church in its successful court fight
to overturn the FCC decision renewing
the license of WLBT(TV).

The Citizens Advocate Center, which
is foundation supported, represents citi-
zens’ groups in their dealings with vari-
ous federal agencies. The FCC is not
normally one of the agencies with
which it deals. But its lawyers helped in
the preparation of the petition to deny
the wMAL-TV license.

CBS says minorities
hold 11% of its jobs

Growth of minority employment at
CBS from 3.9% of total CBS employ-
ment in March 1963 to 11.1% in June
of this year has been cited by Dr. Frank
Stanton, CBS Inc. president, in a mem-
orandum distributed to department
heads. He said CBS is taking additional
measures to insure continued movement
in this area.

Dr. Stanton said that while the CBS
staff as a whole increased by 71% from
March 1964 through June 1969, the

minority employment grew by 386%
during the same period. He made clear
that advances were not made solely on
clerical levels, noting that the number
of advanced positions—technical, pro-
fessional, managerial and executive—
had increased by 8% at the company
since 1964, while the number of mi-
nority employes in these categories rose
by 56%.

“We are not talking about a percent-
age based on a handful of people,” he
stated. “We are talking about nearly
350 current minority group employes
in these categories.”

Dr. Stanton cited various efforts by
CBS to expand minority employment
through management training, colleges
and universities and other organiza-
tions, including the broadcast bank of
the National Urban League. He called
on CBS departmental units to further
improve the ratio and said he was ask-
ing for quarterly reports on the status of
minority employment at each CBS unit.

Two new ABC affiliates

The ABC American Contemporary and
Information radio networks each picked
up an affiliate last week. Wavz(aMm)
New Haven, Conn., owned by Kops-
Monahan Communications, joined ABC
Contemporary; wbDoOK(FM) Cleveland,
owned by Westchester Corp., joined
ABC Information.

New Houston Fearless
Mini-Color Processor
costs less than $10,000

to coast.

“Mini"" means small, or compact. And Mini-Color is all of that—in
size and price. “Color'’ means it processes every type of Ektachrome
color film including the new ""Super 8" and 16 mm film.
Mini-Color is a totally new dimension in compactness, rapid access,
operational simplicity and rock-bottom cost.

Also availahle: COLORMASTER TV NEWS COLOR FILM PROCESSOR. Chosen for
precision high-volume production by more than 90 TV stations coast

R

send for
free brochures

HOUSTON FEARLESS
CORPORATION
11801 W. Olympic Blvd.,Los Angeles, Calif. 90064

WORLD'S LARGEST MANUFACTURER OF FILM PROCESSING EQUIPMENT AND TV BROADCAST EQUIPMENT
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NAB has a cross-country checkup

Fall conferences will cover major issues
plus plans for broadcasting’s 50th anniversary

A panel discussion of serious issues
confronting the broadcasting industry
will head the program for the six fall
conferences to be held this year by the
National Association of Broadcasters.

Another highlight will be the an-
nouncement of plans for the 1970 year-
round celebration of the 50th anniver-
sary of broadcasting.

The fall conferences begin in Chi-
cago at the Palmer House, Oct. 23-24.
Others are: Boston, Statler-Hilton Oct.
27-28; Atlanta, Atlanta Marriott, Oct.
30-31; Dallas, Marriott, Nov. 13-14;
Denver, Brown Palace, Nov. 17-18, and
Portland, Ore., Sheraton Motor Inn,
Nov. 20-21.

Opening the first day’s joint session
will be the panel on major issues con-
fronting the industry. Such problems as
the impending loss of cigarette advertis-
ing, the threatened spread of pay-TV
and negotiations for an accord with
CATV will be high on the list. The
reaction of broadcasters to continuing
attacks by FCC Commissioner Nicholas
Johnson is certain to be in evidence in
these discussions, billed as free-swinging
and uninhibited. The panelists will be
broadcasters from NAB stations and
the discussions will involve the delegates
and NAB staff members. Willard E.
Walbridge, vice president and general
manager of KTRK-TV Houston and chair-
man of NAB’s board of directors, will
be moderator.

The panelists for the Chicago meet-
ing are: Richard D. Dudley, Forward
Communications, Wausau, Wis.; Simon
Goldman, wITN(AM) Jamestown, N.Y.;
John H. Lemme, KLTF(AM) Little
Falls, Minn. and Ben A. Laird, wpuz-
(AM) Green Bay, Wis.

Vincent T. Wasilewski, president of
NAB, will speak to the first day’s lunch-
eon sessions of the conferences and is
cxpected to talk at length about the
key isues faced by the nation’s broad-
casters.

Mr. Wasilewski will head the NAB
team at the conventions. Others from
the headquarters staff will be: George
W. Bartlett, vice president for engineer-
ing; William Carlisle, vice president for
television, and Paul B. Comstock, vice-
president for government affairs.

Also attending the regional confer-
ences will be: John M. Couric, vice pres-
ident for public relations; La Rue M.
Courson, manager of production; Johr
A. Dimling Jr., vice president for re-
search; Stockton Helffrich, director of
the Code Authority; Harold Niven, vice

=
Mr. Evans Mr. Laird
president for planning and development;
Charles M. Stone, vice president for ra-
dio, and William L. Walker, director of
broadcast management. John B. Sum-
mers, assistant general counsel, will be
attending the conventions in place of
Douglas Anello, who resigned as general
counsel Oct. 1 (BROADCASTING, Sept. 29).

Planning for the celebration of broad-
casting’s 50th anniversary next year will
be outlined by Mr. Couric prior to the
luncheon meeting.

The first day’s afternoon will be
divided into radio and television ses-
sions.

For the radio session Mr. Stone will
present a film, “I Am Radio.” Maurie
Webster, vice president division serv-
ices, CBS Radio, will talk about crea-
tive commercials; Herman Edel, presi-
dent Herman Edel Associates Inc. will
offer an audio-visual presentation on
music programing; Mr. Bartlett will
talk on “What Managers Should Know
About Engineering,” and J. R. Livesay,

wLBH(AM) Mattoon, Ill., will moderate
a panel on “Small Market Feedback.”
Panelists will be Philip Spencer, wcss-
(AM) Amsterdam, N.Y. and Ernie
Sanders, NAB regional manager.

In the television session Roy Danish,
Television Information Office director,
will speak on a subject to be announced.
Mr. Walker will report on the Ameri-
can Society of Composers, Authors and
Publishers contract.

Jacob A. Evans, Television Bureau
of Advertising, will lead a discussion
on “What Advertising Policies for the
70’s?” Panelists will be William Ober-
holtzer, vice president and media direc-
tor, Leo Burnett Co., and Robert
Lemon, wMAQ-tv Chicago.

Hamilton Shea, Gilmore Broadcast-
ing, Harrisonburg, Va., vice chairman
of the television board, will give a
secondary-market report. Mr. Dudley
will report on the CATV negotiations
and the outlook for progress.

The final morning sessions will be
marked by two workshops. Mr. Bartlett
will conduct the engineering discussion
on new cartridge test tape. John Andre
of Broadcast Electronics will talk about
equipment operation and maintenance.
Following in a joint session Mr. Walker
will conduct a workshop on credits and
collections. Panelists for this will be
Arlie Davis, wLiH-FM New London,
Wis.; Robert Krieghoff, woc-AM-FM-Tv
Davenport, Iowa, and Joseph Laskow-
ski, Triangle Publications, Philadelphia.

Mr. Dimling will take a new look at
NAB research and Mr. Helffrich will
discuss the codes. Mr. Summers will
head a discussion of license renewals
with an FCC representative to be
named.

NAB report to analyze
secondary TV markets

The National Association of Broadcast-
ers plans to present a report of special
interest to its secondary TV market
stations as part of its fall conference
programs.

The report, William Carlisle, NAB
vice president for television said, will
review the past year and preview the
coming year activities of the Secondary
Television Market Committee. It will
cover CATV, audience measurement
and personnel recruitment and reten-
tion. It will be given by members of
the committee.

The secondary market includes sta-
tions not in the top-100 markets as de-
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fined by the American Research Bureau.

The reports will be given by: Hamil-
ton Shea, Gilmore Broadcasting, Har-
risonburg, Va., at Chicago; Stuart T.
Martin, wcax-tv Burlington, Vt., at
Boston; Allan Land, wHiz-Tv Zanesville,
Ohio, at Atlanta; Marshall H. Pengra,
KLTV(TV) Tyler, Tex.; Dale G. Moore,
KGVO-TV Missoula, Mont.,, at Denver
and Portland, Ore.

NAB wants exemptions
in overtime proposals

A plea that broadcasting stations in mar-
kets of 100,000 or less be exempt from
proposed new wage and hour regulations
was made by the National Association
of Broadcasters last week.

William L. Walker, NAB’s director
of broadcast management in a letter to
the Labor Department’s wage, hour and
public contracts division, said it would
be unfair to apply the proposals to these
stations or any with $250,000 or less in
annual revenues.

The proposals would change the
salary tests that determine which ex-
ecutive, administrative and professional
employes are exempt from overtime pro-
visions of the Fair Labor Standards Act.
Employes now are exempt from the
overtime provisions if they make more
than $100 a week as executive, super-
visory or administrative employes or
$115 a week as professional employes.
The proposals would change this to
$130 a week for the first category and
$150 a week for professionals.

Mr. Walker noted that 547 stations
reported total revenues of less than
$50,000 in 1967. He said “with the
limited revenues available, it is obvious
that the smaller market operation must
pay lower wages than the larger city
station or else go off the air, leaving
the community with no local medium
of communication.

N.Y. lawyers set
full CATV probe

A special committee on radio and
television of the New York County
Lawyers Association decided last week
to pursue a study of the legal and
societal aspects of cable television.

The lawyers will address themselves
to the specific questions: “Should the
licensee of a television station have the
duty to supply an undistorted picture
and sound, and if cable television is the
only method to do this, should the
licensee be required to supply that
service free of charge?” The lawyers
will also probe whether a charge for
such services would be a deprivation
and result in an unconstitutional dis-
crimination against those members of
the community who could not afford
such additional services.

Shakespeare
says it isn’t so

He disputes McGinniss
on strong-arm threat
during 1968 campaign

Thoughts of political reprisal against a
broadcast network, attributed to U.S. In-
formation Agency Director Frank
Shakespeare during the 1968 presi-
dential campaign, were denied by Mr.
Shakespeare last week.

The incident is related by reporter
Joe McGinniss in his book, “The Sell-
ing of the President 1968.” Mr. Shake-
speare, who had gone to the Nixon
campaign media and advertising tri-
umvirate from CBS, was purportedly
quoted in conversation about television’s
impact on the candidate and candidate
Nixon’s reaction to what he termed
unfair convention coverage.

Speaking to the International Radio &
Television Society last Tuesday (Oct. 7),
Mr. Shakespeare said that the USIA
would welcome documentary-type pro-
grams that have foreign appeal. He said
his organization has facilities to distrib-
ute radio and TV programs “anywhere
in the world” and said it would be par-
ticularly receptive to those shows for
which the broadcaster does not have
foreign rights and will not be selling
abroad. The former CBS executive also
showed a I4-minute film on Czecho-
slovakia, produced for the USIA by in-
dependent filmmakers, and which he
said has been shown on TV in 23 na-
tions abroad and in theaters in 38 other
countries.

The McGinniss quotes ascribed to
Mr. Shakespeare:

“‘Now, now listen to this. Here’s
what I thought I'd do. I thought I'd go
to Walter Scott, the NBC board chair-
man—this would be in private of
course, just the two of us in his office—
and say, Here are the instances where
we feel you've been guilty of bias in
your coverage of Nixon. We are going
to monitor every minute of your broad-
cast news, and if this kind of bias con-
tinues, and if we are elected, then you
just might find yourself in Washington
next year answering a few questions.
And you just might find yourself hav-
ing a little trouble getting some of your
licenses renewed.’

“Shakespeare paused and smiled.
‘'m not going to do it because I'm
afraid of the reaction. The press would
band together and clobber us. But god-
dammit, I'd love to.””

Mr. Shakespeare, asked to comment
on the passage, said: “I recall the

general thrust of the conversation
about Scott. . . . McGinniss is totally
inaccurate in implying the veiled

threat. I did not go to Scott. When men
are running for public office, particular-
ly on the national level, the question of
television is foremost in their minds.
The concentration of the candidate’s
exposure on television is at a peak and
he forms lasting impressions about the
medium—a thing I believe television
has failed to understand.”

He said the person believes he is inti-
mately aware of the facts, and he forms
lasting judgments on the way he is
treated. Television must bend over back-
wards during national campaigns to in-
sure candidates are treated impartially,
he said.

Mr. Shakespeare continued: “I be-
lieve the book is written from an in-
tensely anti-Nixon point of view. It
contains a lot of partial truths taken
out of context.”

The McGinness book is published by
Trident Press, New York. It is an in-
cisive €examination of the technique of
selling a political candidate, primarily
with the use of television, and in this
particular case, the promotion of Rich-
ard M. Nixon for President of the U.S.

The men guiding the campaign for
the Republican standard bearer believed
that it would be a TV contest, that
their man was best suited for this me-
dium. They proceeded to coordinate
their considerable skills toward project-
ing their man to the voting public.

Reporter Joe McGinniss watched the
entire operation, the making of the
“law and order” commercials, the care-
ful planning of the first panel show
and thz nervousness of the high com-
mand as its members felt their candi-
date was slipping in popularity with the
voters in October.

Mr. McGinniss observes of that Oc-
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tober mood: “They had been technical-
ly perfect. Had accomplished every-
thing they had set out to accomplish,
from Hillsboro, N.H., on up. They had
created a climate in which Richard
Nixon had been given full opportunity
to expand. Simple justice demanded
now that they be rewarded with what
they sought . . . the Presidency.”

Of the three men heading the media
and advertising group—Mr. Shake-
speare, Harry Treleaven from the Fuller
& Smith & Ross agency and Len Gar-
ment, a Nixon law partner—Mr.
Shakespeare dominates the planning in
Mr. McGinniss's story.

AM in Puerto Rico is

sold to Mooney group

Mooney Broadcasting Corp., Nashville-
based group radio station owner, an-
nounced last week it is buying wunNo-
(AM) Rio Piedras (San Juan), P. R,
for $1,642,000, subject to FCC ap-
proval.

Principals of the s:ller—San Juan
Broadcasting Corp.—include W. M.
Carpenter, president; William de la
Cruz, vice president, and Ramon A.
de la Cruz, secretary-treasurer. The
sellers own wsTX(AM) Christensted,
St. Croix, V. L

Mooney Broadcasting owns WMAK-

(aM) Nashville, and wkGN(aM) Knox-
ville, both Tennessee. A month ago it
received FCC approval to purchase
wBSR(AM) Pensacola, Fla., for $290,-
000 (BROADCASTING, Sept. 15), and it
is still awaiting commission approval
to buy wppQ(aM) Jacksonville, Fla.,
for $1.1 million (BROADCASTING, March
31).

George P. Mooney is president and
principal stockholder of Mooney Broad-
casting. Other officers and stockholders
include Robert Crenshaw and W. Pat
Poore Jr., vice presidents, and Frank
H. Marsh Jr., secretary.

WunNo, established in 1949, is full
time on 1320 kc with 5 kw day and 1
kw night.

Broker handling the sale is Blackburn
& Co.

ChangingHands

Announced:

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

= WuNo(aM) Rio Piedras (San Juan),
P.R.: Sold by W. M. Carpenter, Will-
iam de la Cruz and Ramon A. de la
Cruz to George P. Mooney and others
for $1,642,000 (see story this page).

= WEMT(Tv) Bangor, Me.: Sold by
Melvin L. Stone, Herbert S. Hoffman

WREX-TV

ROCKFORD, ILLINOIS

SOLD TO

BROADCASTING CORP.
FOR $6,850,000

The sellers were Gannett Newspapers, Inc.

The transaction has been completed and was handled by =+

..................................

BLACKBURN & Company, Inc.

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

CHICAGO

Hub Jackson

William B. Ryan
Eugene Carr

Wendell W, Doss

333 N. Michigan Ave.
346-6460

WASHINGTON, D.C.

James W, Blackburn
Jack V. Harvey
Joseph M. Sitrick
Frank Nowaczek
1725 K St. N.W.
333-9270

sressaessenssnes e rentnsanannnnns

GILMORE

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

Harold Walker Bank of America Bldg.

MONY Bullding 9465 Wilshire Blvd.
1655 Peachtree@ Rd. N.E. 274-8151
873-5626

and others to American Diversified In-
dustries Corp. for stock valued at over
$400,000. Mr. Stone owns WGUY(AM)
Bangor and wrRuM(aM) Rumford, both
Maine. Mr. Hoffman owns WUNR(AM)
and wBos(FM) Brookline, Mass. Amer-
ican Diversified Industries is a publicly
held and diversified company currently
trading over the counter at about $2.50
per share. Its interests include motion-
picture and TV film distribution. It also
operates a Jellico, Tenn., CATV system
and has interests in franchises for Can-
ton and Spruce Pine, Tenn. C. E. Felt-
ner Jr. is chairman. WEMT is a channel
7 ABC-TV affiliate with 58.9 kw visual.
Broker: Blackburn & Co. (Corrected
from a Sept. 29 item).

s KTEM(AM) Temple, Tex.: Sold by
Frank W. Mayborn and C. A. Shulz
to Clint and Marshall Formby for
$350,000. Sellers own KCEN-TV Temple-
Waco, Tex. Buyers own KPAN-AM-FM
Hereford and kvLvr(aM) Levelland,
both Texas. Marshall Formby owns
40% of xkriLp(aMm) Floydada, Tex.
KTteEM is full time on 1400 k¢ with 1
kw day and 250 w night.

s KMco(aM) Conroe, Tex.: Sold by
Eunice Hardy Smith and others to
Earle Fletcher for $245,000. Mr. Flet- -
cher owns KCLE-AM-FM Cleburne and
80% of xBaN(AM) Bowie, both Texas.
Kmco is a daytimer on 900 kc with
500 w.

= WEEwW(AM) Washington, N.C.: Sold
by Rose Springer to Roy D. Wooster
Jr. for $150,000. Mrs. Springer is ap-
plicant for a construction permit for a
new AM at Suffolk, Va. Mr. Wooster is
applicant to purchase wroN(AM) Ron-
ceverte, W. Va,, for $175,000 (BroAD-
CASTING, July 14). WEEw is a daytimer
on 1320 ke with 500 w. Broker: Black-
burn & Co.

Approved:

The following transfer of station own-
ership was approved by the FCC last
week (for other FCC activities see
“For the Record,” page 80).

= WvGT(AM) Mount Dora, Fla.: Sold
by David A. Rawley Jr. to Leon A.
Ganapol and others for $35,000. Mr.
Rawley has interests in kwoN(aM)
Bartlesville, Okla.; wkJKk(AM) Granite
Falls, N. C., and is the applicant for a
new AM at Graham, N. C. Mr.
Ganapol is a retired druggist. WvGT is
a daytimer on 1580 kc with 1 kw and
has a construction permit for operation
with 5 kw. The vote was 3-to-1 with
Commissioner Robert T. Bartley dis-
senting. Commissioner Nicholas John-
son did not participate.

Cable television

= Jamestown, N. Y.: H&B American
Corp., Los Angeles, has agreed to ac-
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quire the capital stock of Jamestown
Cablevision Inc. in exchange for an
undisclosed amount of H&B common
stock. Jamestown Cablevision, princi-
pally owned by Simon Goldman, serves
7,500 subscribers. Mr. Goldman, who
will remain as president of the CATV
system, is also principal owner and
president of Jamestown Broadcasting
group of radio stations including wJTN-
AM-FM Jamestown. With the acquisition,
H&B will own 65 CATV systems in 114
communities serving about 250,000 cus-
tomers. The prospective merger of H&B
into Teleprompter Corp., New York,
also a multiple CATV owner, was an-
nounced last summer (BROADCASTING,
Aug. 11).

Cypress drops bid to
acquire AM-FM outlets

Cypress Communications Corp., a na-
tionwide multiple community antenna
TV systems owner and operator based
in Pacific Palisades, Calif., last week
saw a deal it had been contractually
committed to for a year—a deal that
was looked to as contributing “signifi-
cantly to the company’s underlying
values”—end up as no deal. The deal
called for Cypress to purchase a group
of five major-market radio stations from
Dynamic Broadcasting Co., Pittsburgh,
for $2.5 million. The announcement of
the termination of this transaction was
made jointly by Cypress and Dynamic.

At the same time, it was disclosed
that a pending application to the FCC
for a transfer of the Dynamic radio
properties to Cypress had been with-
drawn. The FCC application, filed last
January, had been pending for more
than nine months.

A spokesman for Cypress indicated
that FCC objection was not the reason
for the termination of the deal. “We
hadn’t run into any particular difficulty
at the commission,” he said, “but it has
been taking quite a while. They had
asked some questions but there didn’t
appear to be any reason why the trans-
fer should not go through.”

Instead of any FCC obstacle, the
spokesman pointed out, the deal was
called off because Cypress, which owns
one broadcast property, a TV station
(KTXL Sacramento-Stockton, Calif.),
decided to concentrate on the cable TV
field, and Dynamic, which is privately
owned, decided to continue independent
operation of its four AM and one FM
stations. Last fall, Cypress, which only
came under its current corporate name
and into existence as a publicly owned
company (over-the-counter) a few
months earlier, announced that it was
acquiring Dynamic for $2.5 million in
cash, notes and convertible debentures
(BROADCASTING, Nov, 4, 1968). In an
interim report to shareholders, after the

Final transfer papers were completed

last Monday (Oct. 6) for Gilmore
Broadcasting Corp.’s acquisition of
WREX-TV Rockford, Ill., from the Gan-
nett Co. for $6.85 million (BROADCAST-
ING, Sept. 1). Attending were (Il to r)
Hamilton Shea, executive vice president
and chief operating officer of Gilmore
Broadcasting; James S. Gilmore Jr.,
president of Gilmore Broadcasting, and
Joe M. Baisch, one of the founders of
the channel 13 ABC-TV affiliate, who
will continue as vice president and
general manager of WREX-TV.

deal was announced, Cypress manage-
ment confidently revealed that “it is ex-
pected that Dynamic will become a sig-
nificant part of the . . . group in the
spring of 1969.”

The Dynamic stations are wiLD(AM)

Boston; wAMO-AM-FM Pittsburgh; wuro-
(AM) Ambherst (Buffalo), N. Y., and
wLTO(AM) Miami. Cypress serves a
total of more than 50,000 CATV sub-
scribers in some 10 states.

Presbyterian group
hears media experts

The 50-member Council on Mass Media
of the United Presbyterian Church in
the U.S. held the first of a series of
meetings in Washington last week to
consider the functions of its office of
public affairs.

The council heard talks by four men
prominent in the mass-media field.
Robert F. Lowe, private consultant who
did a fairness doctrine study for the
Senate Commerce subcommittee on
communications, spoke on the develop-
ment of public policy. Robert F.
Guthrie, counsel to the House Inter-
state and Foreign Commerce Commit-
tee, talked about issues he sees develop-
ing before Congress in the field of com-
munications. Leonard H. Marks, attor-
ney and former U.S. Information
Agency dxrector, talked of the range
of opportunities he sees for the church
on the communications front, and Vin-
cent T. Wasilewski, president of the
National Association of Broadcasters,

EXCLUSIVE LISTINGS!

CALIFORNIA —Daytimer AM and FM in single station market.
Operation has been profitable. Owner involved in
other business dictates that he sell radio proper-
ties. AM station—$100,000; FM station—$25,000;
real estate $25,000. Buyer can buy any or all.
Terms to be negotiated.

CALIFORNIA —Fulltimer put on air 21 years ago by the present
owner in single station market. Station commands
77% of audience in all time segments. Profitable
operation with an excellent reputation. Priced
$175,000 without real estate, $215,000 with real
estale. Terms 29 per cent down, interest and years
to be negotiated.
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spoke of specific issues that confront
broadcasters now and will in the months
ahead.

The meetings were held at the Mar-
riott Twin Bridges motor hotel in Arl-
ington, Va. The public affairs office, of
which Miss Jane Goodman is the di-
rector, is in the new National Presby-
terian Center in Washington. The coun-
cil will meet again in February 1970.

Another broadside
against Johnson

Ferguson calls on
commissioner to disqualify
himse!f from Ga. renewals

Broadcaster attacks on FCC Commis-
sioner Nicholas Johnson continued last
week with the request that he disqualify
himself from consideration of the Ili-
cense renewals of Georgia broadcast-
ers.

Don Ferguson, general manager of
WSOk (AM) Savannah, Ga., in a speech
prepared for the Georgia Association
of Broadcasters’ FM-Day meeting in
Atlanta Friday (Oct. 10) charged Com-
missioner Johnson implied a threat
against broadcasters at renewal time.
Mr. Ferguson noted Georgia licenses
come up for renewal in 1970.

He said that in speaking to broad-
casters at the annual GAB institute at
the University of Georgia last January,
Mr. Johnson responded to a comment
that he and the broadcaster were not in
agreement: “That’s all right tonight, but
we had better agree once every three
years.”

“Wasn't that a threat to the licensee?

. . surely it was!” Mr. Ferguson said.

Commissioner Johnson, told of the
remarks, said he had no recollection of
this statement, that it was not clear
from thz context what if any signifi-
cance the statemznt might have and that
in any event he had no recollection of
ever intending to threaten broadcasters
on this or any other occasion.

While Mr. Ferguson was trying to
keep the ball rolling in the campaign
against Commissioner Johnson, other
broadcasters were trying to disavow the
actions of their state associations.

The National Association of Broad-
casters was exhibiting obvious reluc-
tance to go along with cries of “impeach
Johnson” while at the same time sound-
ing strong objections to some of the
commissioner’s charges against the in-
dustry.

Although eight directors of the Colo-
rado Association of Broadcasters, on
Oct. 3, asked President Nixon to re-
move Commissioner Johnson from of-
fice, several other Colorado broadcasters

said the move was “silly.”” One said
“Johnson calls them as he see them.”

William Grant, president of x0AA-TV
Pueblo, Colo., said of the Colorado
action: “I believe the board had no
authority to pass such a resolution and
in any event it is unwise. However much
broadcasters may disagree with Com-
missioner Johnson, he seems to me to
be doing a conscientious job as he sees
it.”

Presidents of four Southern states’
broadcasting associations Sept. 28
(BROADCASTING, Oct. 6) sent a letter
to Vincent Wasilewski, president of the
NAB, requesting action to seek Com-
missioner Johnson's removal from of-
fice.

The request was referred to the NAB
board of directors. Meanwhile Mr.
Wasilewski sharply contested Commis-
sioner Johnson’s recent remarks in a
speech to the Tennessee Association of
Broadcasters (BROADCASTING, Oct. 6).
The commissioner's remarks that
sparked the latest controversy were
made in an interview in TV Guide, on
ABC’s Dick Cavett Show and on CBS’s
Face the Nation. He had assailed what
he called the political power of the
broadcasting industry and charged that
network managements interfere with
news judgment and that commercial
pressures produce network censorship.

A request of the NAB that it orga-
nize a promotion campaign for the
broadcasting industry is being consid-
ered by the executive board. NAB
officials however, are known to feel
generally that the attacks on Commis-

Ohio station renewals

set for oral argument

The FCC has designated the license
renewal applications of wcHoO(AM)
Washington Court House, wcCHI(AM)
Chillicothe and wkov(aMm) Wellston,
all Ohio, for oral argument Nov. 3.
Hearing Examiner Thomas H. Donahue
in an initial decision last January pro-
posed a grant of the renewal applica-
tions on payment of a $10,000 fine
by each station, which was excessive,
the licensees argued. Exceptions urging
denial of the applications were filed
also by the Broadcast Bureau,

The renewal applications were set for
hearing by notice of apparent liability
Jan. 30, 1968. Issues at the hearing in-
cluded determination of the extent of
the violations by each station, the cir-
cumstances surrounding applicants’ re-
sponses to the violation notices and
whether wcHo falsified its operating
logs. Also included were issues to de-
termine if any or all of the applicants
could not be relied on to fulfill the
duties and responsibilities of a licensee,

sioner Johnson serve to give more
publicity to criticisms of the industry.
The most violent reaction to Com-
missioner Johnson’s remarks seems to
be coming from many smailer-market
stations. Broadcasters in the larger
market areas, while possibly agreeing
with the objections to the commissioner,
are reluctant to be in the position of
critics, especially at renewal time.

Cox gives rabbis
lesson in pressure

He says present climate
makes broadcasters listen
when public speaks up

Community religious groups can make
themse.ves felt, and heard. in today’s
climate of a ‘“growing teamwork be-
tween the public and the broadcast
licensee.”” That was the message FCC
Commissioner Kenneth A. Cox deliv-
ered to a meeting of rabbis in New
York last week.

The commissioner was luncheon
speaker Thursday (Oct. 9), the wind:-
day of a two-day national conf AU!¥
on communications media atte-2Wdinb?
representatives of rabbinica, PU® aul

from various cities in the U.§082u ‘uon
under the auspices of the ? SMINOWIP
Board of Rabbis. 1 maguo]

Mr. Cox cited current pritl1e¥¥
licenses at license-renewal tingm 103 ‘oul
as the new role of fairness ‘pjoySuldg
created a climate in which biyeosg stouty
must be more receptive to gyy 10J *OU[
and requests of responsible grg g jo uon
in a community. He urged tuorssiuwod
to work more closely with bror “oNILSVD
in the community, particubues yoym
issues they believe should comy Sunuassip
attention of a station. 100 SIH

The affirmation of the fairnejy; oiqnd
trine in broadcast practice, he sa gsay Aq
be interpreted by the religious. sai10udi,,
as the “right and perhaps the ryg :IHﬂ
sibility to the congregation” of insryosua)
on time on the station to presemoissiu
view and to have spokesmen of . 1sej
point of view appear. should 4 5Hg
one side of an important issue be |
sented on the station. And, if the staSUOJ
does not agree to the time request, cc X0
munity leaders can go to the FCC, 0
said, noting also that in matters ____
“national concern” the networks, tc
ought to be approached directly on th.
management level.

Most of Mr. Cox’s remarks were
directed to the area of public service
programing. though at one point he
touched the entertainment area noting
an absence of “more serious drama,”
the dance, the arts and “series of seri-
ous intent” in the weekly diet on tele-
vision. He suggested that responsible
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would extend
truction period

“ommissioner Kenneth A. Cox

=k expressed conccrn over com-

i action last August denying ex-

s of construction time to three
srmittees. He said the action
the very real problems faced
permittees, and serves no real
terest.”

nments were contained in a
Jpinion to a majority opinizn
:eled six UHF CP's (BroaD-
Aug. 18). Specifically, the
er objected to the cancella-
: granted to Radio Longview
srR(Tv) Longview, Tex., Il-
lcasting Co. for WPNG(TV)
1ll., and Rovan of Florence
»T(Tv) Florence, S.C.

1 to arguments by Radio
hat it was experiencing such
1s obtaining network affilia-
tiating for filmed program-
securing reasonably priced
at, Commissioner Cox said: “I
it has been the commission’s

theory that all these grubby details are
taken care of before the permit is
granted. This may have been true in ear-
lier days, but I think it is clear . . . that
the requirement that a permittee com-
mence construction within two months
and complete it within eight months is
no longer realistic or reasonable.”

Commissioner Cox recommended
amending FCC rules to allow permittees
18 to 24 months within which to con-
struct, with the proviso that they will
be held to that term and, as a minimal
requirement, must expend substantial
sums and make significant progress to-
ward putting the station on the air at
the end of the period.

The commissioner said he agreed
that the commission shculd not allow
people to acquire UHF permits and
then “sit on them for years,” but said
he objected to “clamping down cn per-
mittees in small markets like Longview,
Florence and Springfield, who have of-
fered what I regard as reasonable ex-
planations for their failures to construct,
when this stands in such sharp contrast
to the treatment afforded certain large
multiple owners.”

The “real question,” the commis-
sioner added, should be whether the
commission’s fundamental policy of
fostering UHF growth will be advanced
by granting the requested extensions or
by denying them on the “preposterous”
theory that other applicants will then
rush in and put stations on the air in the
“really very marginal markets” involved.

Meanwhile, the com:mission last week
gave another six UHF permittees an
opportunity to plead in an oral hearing
for extensions of construction times
denied in an earlier action.

The CP’s, call signs and extension ap-
plications were reinstated for stations
WNEC(TV) Albany, N.Y.;, WRTU-Tv
Richmond, Va.; kpwnN-tv Cheyenne,
Wyo.; WMTU-TV Memphis; KTLF(TV)
Seattle, and xun-tv Honolulu.

The FCC’s Broadcast Bureau pre-
viously denied the extensions, acting
under authority delegated to it by
the FCC. Under provisions of rules
permitting such delegation of authority,
the applicants were granted an oppor-
tunity to request reinstatement of their
CP’s within a 30-day period if they de-
sired hearings on their applications.

groups, such as the religious leaders of
a community, could “make this known
to those in responsibility,” as well as
to give voice to their conviction that
broadcasters maintain “taste, decency
and responsibility” in programing. In
a discussion following his formal re-
marks, Mr. Cox told the rabbis that as
a last resort, they could indicate to
local broadcasters that they would be
obligated to send their complaints to
the FCC “around station renewal time”
failing resolution of their dissatisfaction
with the local station.

Mr. Cox said, in outlining options
now open to religious leaders, that if
an issue was “real serious” they “can
join in a petition” against renewal
should such a petition be indicated in
the community, or “if extremely seri
ous” they “can join in filing with new
applicants” for a station’s license.

VHF grant hinges on
operations by owners

Grant of a channel-6 TV station in
Nampa, Idaho, to Snake River Tele-
vision Inc. was proposed last week by
FCC Examiner Forest L. McClenning.

In recommending the grant, the FCC
examiner last week denied the mutually
exclusive VHF TV application of Idaho
Television Corp. The grant, however, is
conditional to whatever action the com-
mission may find appropriate as a result
of the proceedings involving developing
patterns of ownership in the CATV in-
dustry. Another condition provides that
Snake River cooperate with the Idaho

statz police in correcting any possible
interference to police-radio facilities that
might occur because of Snake River’s
proposed transmitter site.

Condition of the grant to Snake
River concerning CATV ownership was
based on the fact that although Snake
River holds no direct ownership inter-
ests, its stockholders have various inter-
ests in broadcast and CATV media. Al-
though Idaho Television was preferred
because it holds no other media inter-
ests, Examiner McClenning concluded
that Snake River should get the grant
because of its integration of ownership
and management. “None of the stock-
holders of Idaho Television Corp. would
devote full time to the day-to-day oper-
ations of the proposed station,” he ex-
plained. And two Snake River stock-
holders plan to devote full time to the
proposed operation, the examiner added.

Snake River is controlled by William
A. Martin, executive vice president and
secretary, Robert Taylor, and Richard
F. Shively, vice president and treasurer,
each with a 25% interest. James L.
Barlin is president with 5% . Mr. Martin
is former president and manager of
KMMJ(AM) Grand Island, Neb., and is
now engaged in management of num-
erous CATV systems. Mr. Shively is
president and 11.8% stockholder of
Telesis Corp., CATV systems operator,
100% owner of wirl-Ttv Lafayette,
Ind., and has an interest in KNOP-AM-TV
North Platt, Neb. The late Robert Tay-
lor, former host of Death Valley Days,
was listed as a 25% stockholder.
Another 5% stockholder, Howard D.
Johnson, owns controlling interests in

kBLI(AM) Blackfoot, ksup(aM) Cedar
City, both Utah, and KTLE(TV) Pocatel-
lo, Idaho. Mr. Johnson also owns 35%
of KVEL(AM) Vernal, Utah.

Idaho Television is owned by James
U. Lavenstein, president and 30%
stockholder, Daniel T. O’Shea, vice
president and 29% stockholder, M.
Walker Wallace, chairman of the board,
treasurer and 20% stockholder, and
others. The owners of Idaho Television
also have pending the applications for
a TV at Pocatello, Idaho—which is in
a comparative hzaring with the license
renewal application of the present licen-
s2e of KTLE(TvV) Pocatello—and for
modification of the license of KOET(TV)
Ogden, Utah, proposing to authorize a
combined educational-commercial oper-
ation on what is now an educational
channel.

The goal that CATV
sees in the offing

The cable-TV industry will grow in
10 years to 7,500 systems serving 30
million households from the 2,300
systems and 3.6 million subscribers now,
a cable company has forecast.

The prediction was contained in the
annual report of Television Communica-
tions Corp., New York. TVC also fore-
cast a rise of total cable revenues from
today’s estimated $300 million to $3
billion over the next decade.

According to TVC’s report, regula-
tory problems now faced by cable op-
erators are “normal in the development
of any new industry.”
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A Pittsburgh UHF remains dormant

Evans app’ies for unoccupied UHF
it bought but never got from Putnam

Evans Broadcasting Corp. last month
found itself stymied in an effort to ac-
quire by purchase the construction per-
mit for wWeNns-Tv Pittsburgh (ch. 22),
now held by Springfield Television
Broadcasting Corp. So last week it tried
a new tack.

It petitioned the FCC to declare
Springfield’s CP expired or forfeited,
and to accept and grant the application
for the facility that Evans filed simul-
taneously with its petition. Evans based
its petition on the fact that Springfield
has failed to build a station in the four
years it has held the permit.

Springfield had agreed to assign the
CP as well as its license for wJyzs-Tv
(ch. 14) Worcester, Mass., to Evans
for $600,000, plus $375,000 for a five-
year consultancy fee, in a contract
dated Nov. 27, 1968. The parties filed
an assignment application in February.

However, the commission never acted
on the application. And Springfield noti-
fied the commission on Sept. 30 that it
was exercising its option under the con-
tract to terminate it. Either party was
free to withdraw on 10 days notice
after June 1.

Evans said that in discussions on
a possible extension of the contract,
Springfield “at first requested that
Evans’s earnest-money deposit of $50,-
000 be released immediately for the
right to extend the contract.” Evans said
it rejected the request.

Springfield had obtained $50,000
from United Artists Corp. for its failure
last year to honor a contract to acquire
the Pittsburgh and Worcester properties
for $800,000.

That proposed transaction was scut-
tled in October 1968. UA’s parent,
Trans-America Inc., announced its in-
tention to merge with Metromedia Inc.
The Springfield stations, plus Metro-
media’s and those already owned by
UA, would have put the merged com-
pany over the seven-station limit set
in FCC rules. However, Trans-America
and Metromedia later abandoned their
efforts to merge because of difficulty
in obtaining Justice Department clear-
ance (BROADCASTING, June 16).

Springfield’s president, William Put-
nam, in a letter to the commission on
Sept. 12, indicated the company intends
to go ahead with construction of wWENS-
Tv. He noted that problems involved in
finding a new antenna site appeared
near solution and that Springfield’s
WKEF(TV) (ch. 22) Dayton, Ohio, fi-
nancial picture was improving.

Springfield had cited difficulties in
finding an antenna site as well as

WKEF’s financial problems in explain-
ing its failure to put WENS-TV on the
air. Springfield had said it wanted to
see WKEF viable so that it could give
WENS-TV its full support.

Evans, however, argues there is no
justification for the delay in the con-
struction of the Pittsburgh station.

Springfield had acquired the CP from
Telecasting Inc., in 1965, at a time
when the commission was determining
whether to extend or cancel construc-
tion permits that had been dormant
for long periods of time. Telecasting
had obtained the permit in an initial
grant in 1952 and operated a station
from 1953 until 1957, when it went
dark.

Evans, in its petition, noted that
Springfield had promised the commis-
sion to build a station promptly. But,
Evans said, Springfield *“has managed
to parlay the six-month construction
permit accorded it in 1965 into four
years of unconscionable delay without
even filing a [request] to extend the
construction period.”

Accordingly, Evans said, “the com-
mission should forthwith declare that
Springfield’s permit has long since ex-
pired and is not presently valid or, in
the alternative, declare it automatically
forfeited.”

Evans made no mention of any wish
to acquire wJzs-Tv. The Worcester sta-
tion was destroyed by fire in May and
has not yet returned to the air.

Evans Broadcasting, which is wholly
owned by New York financier and in-
dustrialist Thomas Evans, has recently
put XDNL-TV (ch. 30) St. Louis on the
air, and says it is proceeding with the
task of putting xMec-Tv (ch. 33) Dal-
las back into operation. It acquired
both in the past year. Its purchase of
wWUHF-TV (ch. 61) Hartford, Conn., is
pending.

Evans said its performance record
provides ‘“positive assurance” it will
build “as quickly as possible.”

AMST asks the FCC for
freedom of information

The Association of Maximum Service
Telecasters has invoked the Free-
dom of Information Act in formally re-
questing the FCC to permit inspection
of technical data relating to a proposed
rulemaking opposed by AMST.
Efforts to obtain the data, AMST
said, have been unsuccessful. At one
point permission to inspect the materials
was tentatively refused because they

might contain “trade secrets,” th
sociation said, adding that other re:
were refused, deferred, or met wi
suggestion that they be put in wri

Irrespective of commision rules
ering materials available for put
spection (which reflect the Freed:
Information Act), AMST said,
general matter it is entitled to i~
the data as an “interested perso~

The proposal in question wo
mit the licensing of police
emergency radio call boxes in t
mc band. AMST contends that
posal ignores existing alloca*
strictions designed to preven
ence to television channels 4 «

The data sought by AMST
studies conducted by the c
staff in connection with a ¢
quest by the city of Boston
waiver permitting the licensin,
call boxes without regard to
allocations standards.

AMST noted that in denying
quest, the commission stated: *
nary laboratory tests . . . indica
each of the proposed call boxes
cause interference to reception o:
vision channels 4 and 5 within 200 . .
of each box.”

In the present proposed rulemaking,
the commission said “some departure”
from existing allocations standards may
be justified since “the low power used
has been found to essentially restrict the
area of potential interference to TV
reception to distances less than 200 feet
from call box locations.”

Atlanta protestors
continue their fight

The Citizens Committee to Preserve the
Present Programing of WGKA-AM-FM
(Atlanta) has appealed an FCC order
affirming approval of the sale of the
stations (BROADCASTING, Aug. 25).
The appeal was filed with the United
States Court of Appeals for the District
of Columbia.

The citizens group has protested the
transfer of the stations from Glen-
karen Associates Inc. to Strauss Broad-
casting Co. on the grounds that their
classical-music format would be jet-
tisoned.

The sale was approved in August
1968. Following protests by the citizens
group, the commission directed Strauss
to conduct an additional survey of pub-
lic needs. The survey indicated that
73% of those responding approved the
proposed format, which included some
classical fare. In affirming the sale last
August, following a request for recon-
sideration, the commission observed that
because WGKA-AM-FM started with a
classical-music format, Strauss was not
required to “forever more” continue
with the format.
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- Fquipment&Engineering

5-million watts gets

UHF into new homes

A UHF station in Charlotte, N.C., has
just quadrupled its claimed coverage,
from 167,000 homes to 665,123, with
a new, S-million-watt operation.

Wces-tv (ch. 18), in the central
North Carolina city, completed instal-
lation of a new transmitter and a new
antenna late in August, and has been
testing since then. Last week, after
everything had checked out, “meeting
or exceeding predicted engineering
contours,” according to General Elec-
tric, which installed the equipment and
field tested the installation, the station
made its official announcement.

Under its new high-powered opera-
tion, the station said it has added large
segments of the population to its city-
grade, grade-A and grade-B coverage
areas, so that it now covers 2.3-million
people in an 18,000-square-mile area.
The increased power also has signifi-
cantly improved reception within its
metro area and environs, the station
noted.

Owned by group broadcaster Cy N.
Bahakel, the Charlotte U is now operat-
ing with a transmitter feeding 100 kw
into a new antenna that is 1,295 feet
above average terrain and 1,249 feet
above ground. The antenna, however,
is directionalized toward the northeast
and is also beam-tilted. Formerly,
WCCB-Tv, which is affiliated with ABC,
radiated 1,320 kw from an antenna
that was 1,127 feet above average ter-
rain and 1,071 feet above ground.

ABC’s Marx slated
for ABTO presidency

Frank L. Marx, vice president in charge
of real estate and construction, ABC
Inc., is expected to resign from ABC
after a 26-year association to become
president of ABTO Inc. when his em-
ployment with that company under a
contract is effected.

ABTO has filed with the Securities &
Exchange Commission proposed initial
offerings of 180,000 common shares
and of a $5-million principal amount
of convertible subordinated debuntures
for sale though an underwriting group
to be headsd by Bear, Stearns & Co.
(BROADCASTING, Oct. 6). The contrac-
tual arrangement with Mr. Marx was
disclosed in a preliminary prospectus.

Mr. Marx, it was stated, will serve as
president and director of ABTO at a
yearly salary of a minimum of $50,000
with “certain fringe benefits”, and

three other ABC executives, Alfred R.
Schneider, and Herbert R. Hahn, both
vice presidents, and Theodore F. Shak-
er, group vice president, will serve as
directors along with several executives
of Technical Operations Inc., Burling-
ton, Mass., which with ABC jointly
owns ABTO. The company was formed
last May to continue development of
the commercial application of TV and
professional motion pictures of a proc-
ess for taking color pictures on black-
and-white film.

IBEW, CBS pact
due for union vote

The International Brotherhood of Elec-
trical Workers is expected to announce
in Washington today (Oct. 13) whether
broadcast engineers and technicians
employed at CBS have approved or
rejected a contract offer from the com-
pany.

Approximately 1,180 CBS employes
belonging to IBEW voted in a mail
referendum last week. Union officials
had recommended that the CBS propos-
al be rejected.

Although IBEW officials would not
disclose the terms of the offer, they said
it fell “far short” in wages and fringe
benefits. Top pay under the current
three-year pact is $250 a week.

CCIR wants standards
for TV tape and film

A recommendation that would establish
international technical standards for TV
programs on film and on video tape,
has been adopted by the International
Radio Consultative Committee (CCIR),
the technical advisory group to the In-
ternational Telecommunication Union.
At the six-week meeting in Geneva
that ended Oct. 3, the group on TV
fixed standards for frame frequencies
(24 or 25 per second), film densities

Pre-bui't backdrops offered

A new series of ready-to-use scenic
backgrounds is being offered to televi-
sion stations and video-tape producers
by Feller Vacuum Form Studios, 68
East 153d Street, Bronx, N. Y.

The prefabricated backgrounds, made
by a process called vacuum forming,
come in 4-by-8 foot sections that re-
produce a wide range of interior and
exterior wall surfaces. The firm also
makes panels bearing station’s logos or
call letters.

and color balance for film, and set spec-
ifications for sync and control signals,
dimensions, speeds and track positions
for tape.

The group on aural broadcasting ac-
cepted in principle a test tape by the
British Broadcasting Corp. on subjec-
tive loudness and recommended that
after further study among broadcasters
of various countries it be adopted as
an international test tape for measuring
loudness of aural broadcasting.

The broadcast group also adopted
standards for monitoring stereo trans-
mission that coincide with present FCC
rules. A major subject of discussion at
the Geneva meeting was satellite broad-
casting, but no decisions in the field
were reached.

The CCIR recommendations will be
presented to the international plenary
meeting of the ITU in New Delhi in Jan-
vary. A. Prose Walker, Washington con-
sulting engineer, is chairman of the U.S.
groups on aural broadcasting, television
and tropical-satellite transmissions. He
is also international chairman of the
group on aural broadcasting.

Technical topics:

New head-cleaning cartridge = A new
head-cleaning cartridge, model 301 at
$10.95, has been announced by Mara-
thon Broadcast Equipment Sales Corp.,
Danvers, Mass. The device with pro-
gramed, continuous tape loop, permits
automatic, daily maintenance of tape
cartridge equipment.

Remote control VIR s Concord Com-
munications Systems, a division of Con-
cord Electronics Corp., Los Angeles,
has introduced a remote control video
tape recorder with electronic editing
and automatic gain control features.
The new model VTR-720 is a helical-
scan, dual rotating head system that
weights 60 Ibs. It is priced under $1,400.
Home VTR planned = The development
of a consumer-priced color and black-
and-white video tape recorder will be
the project of the newly formed Hege-
man Laboratories Inc., Glen Ridge, N.J.
The new corporation will also specialize
in top-of-the-line high-fidelity kits and
factory-wired units, and electronic
musical instruments, according to chief
technical officer A. Stewart Hegeman.
Hegeman Laboratories is at 176 Linden
Avenue, telephone (201) 743-6219.

Stereo mixer = Gates Radio Co., Quin-
cy, Ill., announces a solid state, four-
channel mixer, called the Stereo Pro-
ducer. The equipment can take six
microphones and 10 turntable, cartridge
or reel-to-reel recorders.
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Books For Broadcas__ters

Broadcast i
Management

by Ward L. Quaal
and Leo A. Martin
Explores, in detail, all

management problems
in American radio and

television . . . including
audience, radio and
television programing,

engineering and tech- 101
nical factors, national and local sales, profit
management, personnel matters, and govern-
ment regulations.

272 pages, charts, tables, notes, index $8.95

Radio
Broadcasting,

an Introduction to
the Sound Medium
edited by Robert L.
Hilliard, F.C.C.

An up-to-date, basic
[ 1 text on the principles
s and techniques of mod-

102 ern radio broadcasting.
Five prominent educators, each with an ex-
tensive background in commercial and edu-
cational broadcasting, combine their talents
to bring you a “how-to” course on 1) Man-
agement and programing . . . 2) Operating
and studio facilities . . . 3) Producing and

directing . . . 4) Writing . . . 5) Performing.
192 pages, 20 illustrations, sample scripts,
$6.95

notes, index
Writing for
Television

and Radio,
2nd Edition
by Robert L.
Hilliard, F.C.C.

Used as a text in over
100 colleges and uni-
versities, this practical

guide is valuable for 10?-
home study. Covers commercials, public
service announcements, news, features,

sports, special events, documentaries, in-
terviews, games and quiz programs, music
and variety shows, women's and children's
programs. With the addition of sample
scripts, this workbook will aid you in de-
veloping your own technique and style.
320 pages, sample scripts and excerpts,
index $6.95
Broadcasting Book Division
1735 DeSales St., N.w.

Washington, D. C. 20036

ORDER FROM
I Broadcasting Book Division
I 1735 DeSales St., N.W.
|

Washington, D. C. 20036

8end me the hooks I've checked below. My payment
| for the futl amount is enclosed.
| © 101. Broadeast Management. $8.95

O 182, Radio Broadeasting, $6.95

0 103. Writing for TV and Radio. $6.95
I ) 104. 1970 Broadeasting Yearbook, $11.50

Fates&Fortunes .

Brcadcast advertising

Martin Stern, research director, Wells,
Rich, Greene Inc., New York, named
seniotr VP and sales director. John
Burns, William McGivney and Irving
Sloan, account group heads in New
York office, and Victor Olesen, ac-
count group head in Detroit office, all
named VP’s. Robert Engelke, director
of media, and Lewis Wechsler, direc-
tor of TV network operations, New
York, named VP’s. Murray Hysen
named VP and director of research.
George D’Amato, creative group head
—art; Herbert Green, creative group
head-—copy; and Philip Parker, creative
group head—art, all named creative
VP’s.

Warren G. Pfaff, creative supervisor, J.
Walter Thompson Co., New York,
named senior VP.

Gerald V. Kelleher and Richard M.
Whidden, account supervisors, Dancer-
Fitzgerald-Sample, New York, named
senior VPs.

William H. Peltier, VP/director of
client services, Arthur Meyerhoff As-
socites, Chicago, joins Feldman/Norton
Advertising there as executive VP.

E. Patrick Healy, director of Peace
Corps for Congo, rejoins Young &
Rubicam, New York, as VP and di-
rector of personnel.

Norman L. Bernauer, with Raveill-
Farley Advertising, Independence, Mo.,
named VP.

Alan Strom, with Compton Advertising,
New York, joins Cunningham & Walsh
therc as associate marketing-merchan-
dising manager.

Lawrence J. Angione, senior media re-
search analyst, Metromedia Inc., New
York, appointed to newly created posi-
tion of assistant manager, sales develop-
ment projects, Metro Radio Sales and
Metromedia Radio there. Phyllis Lei-
bert, assistant to research director, Mu-
tual Broadcasting System, New York,
appointed senior research analyst for
Metro Radio Sales and Metromedia Ra-
dio.

Jim Baier, manager of TV-radio de-
partment of BBDO, Los Angeles, elected
VP.

Sid G. Koss, sales promotion and radio-
television director for White Front
stores, Los Angeles, named retail ad-
vertising manager for kFwB(AM) Los
Angeles.

Stanley Mack, with kbwB(aM) St. Paul,
appointed sales manager.

James A. Ostreicher, director of re-
search for Hicks & Greist, New York,
named VP of Tele-Research-East, New .
York.

Jim Redfield, with ABC-TV West Coast,
named supervisor, commercial integra-
tion unit managers.

Shel Leader, director of sales promo-
tion, wkBs-TvV Burlington, N.J.-Philadel-
phia, joins J. M. Korn & Son, Phila-
delphia, as assistant manager of radio-
TV department.

Julian A. Bass, with MacManus, John
& Adams, Bloomfield Hills, Mich.,
named senior VP of entertainment divi-
sion, with headquarters in New York.

Jack Dosdourian, director of station op-
eration, wpTv(Tv) West Palm Beach,
Fla., appointed general sales manager.
Harry LeBrun, also with wptv, ap-
pointed local sales manager.

Frank Mangan, with RKO Television
Representatives Inc., Chicago, appointed
Midwest sales manager there.

Richard M. Earle and Buddy B. Ra-
disch, creative supervisors, and George
L. Baldwin, account supervisor, Grey
Advertising, New York, all named
VP’s.

John Long, with N. W. Ayer & Son,
New York, appointed media supervisor
for spot TV and spot radio buying in
N. W. Ayer’s New York region.

Melvin Karmazin, with wcBs(aM) New
York, appointed retail sales manager.

Charles Lee Hutchings, former copy di-
rector, Young and Rubicam, Los An-
geles, joins Houston office of Ketchum
MacLeod & Grove Inc. as creative di-
rector.

Lynn B. Reed, with koa(aAM) Denver,
appointed manager of local radio sales.

Jack Rattigan, with wMMR(FM) Phila-
delphia, appointed sales manager.

Thomas B. Rice, on sales staff of Katz
Television’s Detroit office, appointed
manager. He succeeds William W.
Joyce, who retires.

Stephen A. Werby, with Kenyon &
Eckhardt Advertising, New York, ap-
pointed research account manager.

William C. White, creative partners,
Charles Ewell, copywriter, and Salva-
tore Auditore, art director, Jack Tinker
& Partners, New York, join Papert,
Koenig, Lois there. Specific assignments
have not yet been released.

Ed Yeaker, executive VP and director
of marketing for Spun-Lo Ediderlon,
New York, joins Tatham-Laird &
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Leake officers named

Robert D. Double-
day, general sales
manager, KATV-
(Tv) Little Rock,
Ark., and VP of
station’s parent
company Griffin-
Leake TV Inc,
group owner,
named president

: of newly formed
Mr. Doubleday Leake TV Inc.
New corporation was formed following
division of Griffn-Leake TV interests
which received FCC approval last week,
(BROADCASTING, April 21). T. Rod
Holliday, head of Griffin-I.eake’s central

accounting division in Muskogee, Okla.,
named VP and secretary of Leake TV
and Robert Snider, VP-engineering with
Griffiin-Leake, named VP and director
of engineering. James Leake Jr., with
KTUL-Tv Tulsa, Okla. and John Griffin
Leake, with KATvV Little Rock, both ap-
pointed directors and Carl Lester, with
Griffin-Leake TV, appointed director,
controller and assistant secretary-treas-
urer, all with Leake TV. Bob Muth,
general manager of KTUL-TV and Tom
Goodgame, general manager of KATvV,
both named VP’s of respective stations.
l.eake TV holdings include KTUL-TV
Tulsa, KaTv(TV) Little Rock, WSTE(TV)
Fajardo, P.R. and interest in Cable TV
Company, operator of CATV system
in Ponca City, Okla. -

Kudner there as account supervisor.

Media

Nicholas C.  Gilles, VP, business af-
fairs, NBC, New York, named VP,
financial planning and treasury opera-
tions. He succeeds Rocco Laginestra,
who was named executive VP, RCA
Records, (BROADCASTING. Oct. 6).

Earl McDaniel, radio program director,
KGMB-AM-FM Honolulu, appointed sta-
tion manager, KGMB-AM-FM-TV.

Perry B. Bascom,
VP. corporate
staff. Westing-
house Broadcast-
ing Co., New
York, joins WNBC-
AM-FM there as
general manager.
Harry Pape Jr.,
manager of bank-

i ing and invest-
Mr. Bascom ments, St. Regis
Paper Co., New York, appointed as-
sistant treasurer, ABC there. Mabel
Rappaport,  in financial department,
ABC-TV and Radio, West Coast, ap-
pointed assistant controller, radio and
TV there. -

James T. Ragan, with Athena Com-
munications Corp.. New York, CATV
systems operator, named president.

Jim Cathey, manager, wCWB-TV Macon,
Ga., joins KGNs-Tv Laredo. Tex. as gen-
eral manager.

Dave Wolfenden, with Bloomington
Broadcasting Corp., Bloomington, IlI.,
appointed director of FM operations.
Bloomington operates WJBC(AM) and
WBNQ-FM Bloomington and WROK-AM-
M Rockford, Ill.

Dean James Slack, sales manager wvNyY-
Tv Burlington, Vt., appointed station

manager of WYNY(FM).

John R. Henzel, president and general
manager, WHDL(AM) Olean, N.Y., re-
elected president and treasurer of Com-
munity Broadcasters Association there.
Others re-elected are: F. E. Lackey,
wHop(aM) Hopkinsville, Ky., chair-
man: and Ronal Bonebrake, KoCcy(AM)
Oklahoma City, VP and secretary.

L. Stanley Dunn Jr., with KFOG(FM)
San Francisco, appointed operations
manager.

C. Blakey Locke,
former president
and general man-
ager of Beaumont
(Tex.) Broadcast-
ing Corp. (KFpM-
(AM) Beaumont
inow KLvi]) and
Beaumont Televi-
sion Corp. (KFDM-
Tv Beaumont) re-
tires after 30

Myr. Locke
years there. He has been serving as
ofticer and director of KFDM-TV since
May when station was sold to A. H.
Belo Corp., Dallas, publisher of Dallas
Morning News and licensee of WFaa-
AM-FM-Tv Dallas.

William G. Moll, operations muanager,
noncommercial KLRN(Tv) San An-
tonio, Tex., joins wsMw-Tv Worcester,
Mass., in same capacity. Station plans
to go on air in December.

Lynn W. Renne, former president of
wCLR(AM) Crystal Lake, Ill., appointed
regional manager of mountain states
region for National Association of
Broadcasters. His headquarters will be
in Denver.

T MITRALUX

offers exclusive licenses jn growing national network — the new
medium of PROJECTED advertising, sales promotion, display, P-O-P.

7 New Services — 7 New Sources of Income:

1. Projected OUTDOOR Spectaculars 2. Projected OUTDOOR Spot-Packages 3. Projected
INDOOR Advertising and Sales Promotion 4. Projected INDOOR Displays 5. Projected
INDOOR Point-of-Purchase 6. Multiple-unit Leasing Contracts 7. National/Regional inter-
change contracts — centrally booked, distributed and biiied through “MAIN" (Mitraliix

Advertising International Network)

The key to Mitralux new services: Mitralux high-intensity optical equipment capable of project-
ing outdoors up to 10,000 sq. ft. in size — and indoors, unaffected by indirect daylight or
interior Hllumination. = This is not a franchised business — nor is it a part-time business.
Mitralux is an entirely new communications concept specializing in projected merchandising.
Uniquely exclusive, licensed memberships are available for specific territories to, firms or indi-
viduals who have a background or interest in marketing, advertising, merchandising, sales,
display or P-O-P. ® Acquisition of an exclusive Mitralux license requires payment of 2 one-time

territorial license fee based on population — plus the leasing- o'

necessary equipment. With

Mitralux being an entirely new concept, hitherto unknown on this continent, every new licensee
is given thorough pre-operating indoctrination. ® Inquiries are invited from firms or individuals
who have (or can provide) financial responsibility — and the necessary man-time — to establish

a local Mitralux operation.

Projected OUTDOOR Projected Display

Spectacular

Rear-Screen Entranceway Rear-Screen & On-Product

Projected Sales Point-of-Purchase

fFloor Projection

3 MITRALUX CORPORATION OF AMERICA
1100 GLENDON AVENUE — SUITE 2206-R LOS ANGELES, CALIFORNIA 90024

Inquiries from outside the North American continent shouid be addressed direct to
MITRALUX INTERNATIONAL, 4002 Basel, Switzerland.
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John D. Furman Jr., promotion man-
ager, Cox Broadcasting Corp.’s wsB-TvV
Atlanta, appointed coordinator of broad-
cast standards for parent company
there.

Richard McKee, formerly general man-
ager, KQx1(AM) Arvada, Colo., joins
K0B(AM) Albuquerque, N.M., in same
capacity.

Stuart Clark, program director for TV
Transmission CATV, Lincoln, Neb.,
joins Times-Mirror Co. of Los Angeles
as division manager for Palos Verdes
and Long Beach, Calif., CATV systems.

Bob Mikkalson, sales manager and as-
sistant general manager, XDTH(AM)
Dubuque, Iowa, joins wGEz(AM) Beloit,
Wis., as general manager.

Hollis Francis, commercial and pro-
gram manager, wJAG(AM) Norfolk,
Neb., named president of Nebraska
Broadcasters Association. Amos East-

ridge, program manager, XKMTV(TV)
Omaha, named president-elect and
Roger Larson, kror(aM) Lincoln,
treasurer.

Programing

Jerrold M. Boulding, operations man-
ager, Sonderling Broadcasting Co.’s
wwRL(AM) New York, also appointed
VP of radio division and national pro-
gram director for company. Both are
newly created positions.

Ed Staub, in sales for Warner Bros-Seven
Arts Ltd., named southeastern division
sales manager for Western Video In-
dustries, Hollywood.

Jack Baur, head of casting for 20th
Century-Fox Films Corp., Los Angeles,
named executive head of casting for
both TV and feature films.

. Roger Gardner, production manager,
wcCo-Tv Minneapolis-St. Paul, appointed
program director. He is succeeded by
Charles Sorlien, assistant production
manager.

Steve Nenno, with ABC-TV West Coast,
named supervisor, program unit man-
agers.

Frank Stringer, chief director, wFLA-TV
Tampa-St. Petersburg, Fla., appointed
operations director.

Kent L. Colby, formerly personnel su-
pervisor, KBLL-Tv Helena, Mont., joins
KAUS-TV Austin, Minn., as operations
manager/program director.

Michael Gottlieb, with MPO Video-
tronics Inc., New York, appointed di-
rector.

Russ Knight, with wcUe(aM) Cuyahoga
Falls, Ohio, appointed program direc-
tor.

Tom Crane, music director, wip(AM)
Philadelphia, joins wpBS(FM) there as

program director.

William M. Jackson, producer for ABC
News, New York, appointed program
manager for KPix(Tv) San Francisco.

Don Reed, with wiop-aM-FM Miami,
appointed to newly created position of
promotion and program director.

Julian Breen, production manager,
waBc(aM) New York, appointed assist-
ant program manager and director of
production.

Patrick J. Frawley Jr., chairman of
finance committee of Technicolor Inc.,
Hollywood, elected chairman of board.
Edward E. Ettinger, executive VP,
elected to board of directors and chair-
man of finance committee. Thomas J.
Welsh, chairman of board, and John
Bowles, vice chairman of board, both
resign. Paul W. Fassnacht remains as
president and chief executive officer.

Robert Blees, TV and motion picture
producer-writer, appointed president,
Spillane-Fellows Productions Inc., Holly-
wood and Nashville.

Cyril Peters, director of cultural pro-
grams, WRVR(FM) New York, resigns.
No future plans announced.

MRN reassigns newsmen,
sets up Beirut bureau

Metromedia Radio News has announced
changes in assignments at its Washington
and Paris bureaus, along with open-
ing of bureau in Beirut: Arnold Mec-
Kay, former Agence France Presse
correspondent who joined MRN in Par-
is over year ago, named head of Beirut
office; Bob Moore, MRN White House
correspondent, is to be MRN's fea-
tured morning newscaster, and is suc-
ceeded at White House by Tom Girard,
who covered Congress.

Mike Dewey, general assignment re-
porter, will anchor afternoon and eve-
ning newcasts; Walter Rodgers, chief
congressional correspondent, moves from
House to Senate side of congressional
coverage, Roger Gittens, general as-
signment reporter and producer of Met-
rolog weekly news review, succeeds Mr.
Rodgers in House coverage. Jim Laurie,
who has been reporting on major gov-
ernmental agenies, replaces Mr. Gittens.

Additions at MRN’s Washington bu-
reau include: Steve Nelson, news engi-
neer at WNEW(AM) New York and
MRN’s New York bureau, in the new-
ly created position of technical director;
Sherman Frankenstein, formerly wcBM-
(AM) Baltimore reporter; Lee Sommers,
former wNEwW news assistant, and Bob
Hughes, formerly wesM{aM) Hunting-
ton, N.Y. reporter, all named general
assignment reporters.

Walon Green, co-author of screenplay
for The Wild Bunch, joins Wolper Pic-
tures Ltd., Beverly Hills, Calif., to de-
velop new projects.

News

John Harris, assistant bureau manager,
CBS, Los Angeles, named CBS News
West Coast bureau chief. He succeeds
Sam Zelman, who becomes West Coast
producer for CBS-TV’s 60 Minutes. Re-
placing Mr. Harris is Joan Sweeney,
formerly night news manager, UPI, Los
Angeles. Eugene W. Katt, manager,
CBS News administration, New York,
appointed manager of operations, CBS
News election unit there.

Baxter Ward, newsman, joins KHJ-TV
Los Angeles, as newscaster and host of
daily three-hour program concerned
with local happenings. Mr. Ward, form-
erly newscaster for KABC-Tv Los An-
geles, and news director for that sta-
tion, resigned earlier in year to run for
mayor of Los Angeles.

Matthew Boxer, business manager, ABC
News, New York, appointed assistant
manager for ABC News political unit.
He succeeds Irving Fang, who becomes
professor in communications depart-
ment, University of Minnesota, Dom-
inic Savino, assistant business manager,
succeeds Mr. Boxer as business man-
ager. Marshall Lopez, with ABC-TV
West Coast, named supervisor, sports
and news-unit managers.

William Swing,
former executive
assistant to Sena-
tor Mark O. Hat-
field (R-Ore.), ap-
pointed to head
Chris Craft Sta-
tion’s newly
opened Washing-
ton news bureau.

e Bureau will be lo-
Mr. Swing cated in suite 905,
1730 M Street NW, Washington 20036.
Bill Affleck, production manager, wiLx-
Tv Lansing, Mich., joins wwJ-Tv De-
troit as staff news director.

Alfred J. Alcorn, on leave of absence
from WEEI(AM) Boston, rejoins station
as director, editorial and public affairs.

Andrea Lee Aleff, reporter, Chicago
Tribune, joins wTvJ (TV) Miami in same
capacity.

Larry Schmitz, news director, KLEM-
(aM) Le Mars, Jowa, joins news staff
of kcau-tv Sioux City, Towa.

Hank Stoddard, with wTMJ-AM-TV Mil-
waukee, appointed sports director.

Mary Young, formerly reporter with
Louisville (Ky.) Courier Journal, joins
wkBF-Tv Cleveland in same capacity.

Frank Tremaine, VP and general man-
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ager, UPl headquarters, New York,
named general manager of newly
created North American department,
and A. P. Bock, controller and sec-
retary, also UPI New York, elected
VP and assigned added responsibilities
for budget control functions and com-
puterized management information.

Roy Starks, reporter and news editor,
KMOX-Tv St. Louis, joins WAST(TV)
Albany, N.Y., as news director.

Bill Wasinger, with koiL(aM) Omaha,
and Dennis Charles, news director,
wsJM(AM) St. Joseph, Mich., join
WSBT-AM-FM-TV South Bend, Ind. as
newscaster and southwestern Michigan
correspondent respectively. Mr. Charles
will be based in Benton Harbor, Mich.

Promotion

Jay Howard, formerly with promotion
department of xFi(aM) Los Angeles,
joins promotion department of KLAC-
(aM) Los Angeles.

Bob Briley, xHQ-Tv Spokane, Wash., ap-

pointed to newly created position of
public affairs coordinator.

John D. Furman Jr., promotion man-
ager, Cox Broadcasting Corp.’s WsB-Tv
Atlanta, appointed broadcast standards
coordinator of parent company.

L. George Geiger, production manager,
wrFLA-TV Tampa-St. Petersburg, Fla,,
appointed director of creative services.

Ray Eisbrenner, PR director, Gray &
Kilgore, Detroit-based communications
firm, joins P/R Associates, PR firm
there, as VP.

Gary B. Bassford, press-relations repre-
sentative, WBAL-Tv Baltimore, joins
wJz-Tv there as PR manager.

Leon H. Brown, youth director of Ad-
dison branch of Young Men'’s Christian
Association, Cleveland, joins WKYC-Tv
there as community-relations coordina-
tor.

Equipment & Engineering

Charles C. Snider, VP-international for
Consolidated Electrodynamics Corp.,
division of Bell & Howell, Chicago,
named to newly created position of ex-
ecutive VP and general manager of In-
ternational Video Corp., Sunnyvale,
Calif.

John M. Kent, sales manager, Oak
Electro/ Netics Hart-Advance relay divi-
sion, Crystal Lake, Ill., appointed dis-
trict sales manager for Southern Cali-
fornia with headquarters in O/E/N’s
newly opened corporate sales office,
5005 West Century Boulevard, Los An-
geles.

G. Ronald Casey, assistant manager-ad-
vertising and sales promotion, General
Cable Corp., New York, joins Sylvania

Electronic Components, operating group
of Sylvania Electric Products Inc., New
York, as advertising manager for elec-
tronic tube and semiconductor divisions.

Pat McLaughlin, TV remote supervisor,
wFLA-Tv Tampa-St. Petersburg, Fla.,
appointed assistant chief engineer.

James Hallowell, assistant operations
supervisor, wcau-Tv Philadelphia, ap-
pointed technical director. He is suc-
ceeded by Theodore Vawter, technician.

George Sheehan, national exhibits man-
ager for video products, Sony Corp. of
America, Long Island City, N.Y., ap-
pointed district manager for New Jersey
and eastern Pennsylvania. He succeeds
Morris Washington, who will now con-
centrate sales efforts in upper New York
state and Connecticut. Edward Sherry,
in Sony’s video products sales, ap-
pointed to manage New England ter-
ritory with exception of Connecticut.

William F. Carpenter, applications engi-
neer, educational and industrial prod-
ucts division, Ampex Corp., Elk Grove
Village, 1li., appointed product man-
ager of division.

Dr. C. J. Savant Jr., director and VP
in charge of instrument systems group,
Dynasciences Corp., subsidiary of Whit-
taker Corp., Los Angeles, elected chair-
man of board of directors and chief ex-
ecutive officer, MCA Technology Inc.,
Santa Monica, Calif. MCA Technology
Inc. was formed through merger earlier
this year of two MCA companies,
Gauss Electrophysics Inc. and Saki
Magnetics Inc.

Max Ellison, manager of product man-
agement for RCA/commercial electronic
systems division, Burbank, Calif., named
VP of marketing for Dynair Electronics
Inc., San Diego.

Byron J. Werges, manager-sales plan-
ning for radio-receiver department,
General Electric’s consumer electronics
division, Syracuse, N.Y., appointed
manager-advertising and merchandising
for department. Chester J. Syp, sales
engineer, General Electric's visual com-
munications products department, Syra-

cuse, N.Y., appointed district sales rep-
resentative for metropolitan New York
City area.

Allied Fields

Frank B. Palmer, formerly president of
XYZ Television Stations, group owner,
(XRex-Tv  Grand Junction, KREY-TV
Montrose and KREz-Tv Durango, all
Colorado) joins Argle Analearn As-
sociates, New York, division of Metro-
media in programed instruction, as ex-
ecutive VP-general manager.

Bernard E. Kalman, with ABC legal
department, New York, appointed gen-
eral attorney for theaters and real estate.

Marjorie S. Reed, formerly law clerk
to Robert E. Maxweli, chief judge for
U.S. District Court for Northern Dis-
trict of West Virginia, joins National
Cable Television Association as at-
torney.

Deaths

Former Representative Joseph Y. Res-
nick, (D-N.Y.), 44, co-founder of
Channel Master Corp., died Oct. 6 of
heart attack while on Las Vegas busi-
ness trip.His home was in Elfenville, N.Y.
With two brothers, Mr. Resnick started
Channel Master Corp. in 1947 to man-
ufacture pre-assembled TV antennas.
Company now manufactures transistor
radios and TV sets, and is engaged in
plastics research. He is survived by his
wife, Ruth; three sons and one daughter.

E. Edward Jacobson, 69, president of
Certified Broadcasting Co. and of kpicG-
(FM) San Diego, died Oct. 4 of a heart
attack. Mr. Jacobson began Certified
Broadcasting, background music and
sound systems firm, some 15 years ago.
He is survived by his wife and two
daughters.

Diane Linkletter, 20, youngest child of
TV personality Art Linkletter, died
Oct. 4, after fall from ‘her Hollywood
apartment window. In addition to her
father, she is survived by mother, two
brothers, and sister.
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As compiled by BROADCASTING, Sept.
30 through Oct. 7 and baszd on filings,
authorizations and other FCC actions.

Ann.—announced. ant.-—an-
tenna. aur.—aural. CATV—community an-
tenna television. CH—critical hours. CP—
construction permit. D—day. DA—direction-
al antenna. ERP—effective radiated power.
ke—Kkilocycles. kw—kilowatts, LS—local sun-
set. mc—nmegacyles. 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
Applications

w Columbia. Mo.—Jeffco Television Corp.
Seeks VHF ch. 17: ERP 1195 kw vis.. 143 kw
aur. Ant, height above average terrain 541
ft.: ant. helght above ground 488 ft. P. O.
address: c¢/o Keith Moyer. 18 Terry Court,
Jacksonville, Iil. 62650. Estimated construc-
tion cost $305.000: first-year operating cost
$84,000: revenue $100.000. Geographic co-
ordinates 38° 46’ 39” north lat.: 92° 35’ 41~
west long. Type trans. RCA TTU-30A. Type
ant. RCA TFU-45J. No legal counsel indi-
cated; consulting engineer Ralph J. Bitzer.
St. Louis. Principals: Keith Moyer, acting
president, (90%), et al. Principals own
WJJY-TV Jacksonville. Ill. Ann. Sept. 18.

s Anaconda. Mont.—Capital City Television
Inc. Seeks UHF ch. 2; ERP 16.47 kw vis.,
2.47 kw aur. Ant. height above average ter-
rain: 859 ft.: ant. height above ground 150
ft. P, O. address: c/o David R. Greens, 2433
North Montana Avenue, Helena. Mont. 59601.
Estimated construction cost $175.650; first-
year operating cost $128.000; revenue $162.-
000. Geographic coordinates 46° 00’ 28"
north lat.: 112° 26’ 307 west long. Type
trans. RCA TT-6AL. Type ant. RCA TF-3EL.
Legal counsel Fletcher, Heald, Rowell; con-
sulting engineer A. D. Ring & Associates,
both Washington. Principals: Tim Salessek,
president. David R. Greene. vice president,
et al. Ownership Interests not indicated.
Ann. Sept. 3.

s Butte. Mont.—KMSO-TV Inc. Seeks VHF
ch. 6: ERP 100 kw vis., 20 kw aur. Ant.
height above average terrain 1,943 ft.: ant.
height above ground 227 ft. P. O. address:
c/o Dale G. Moore, 340 West Main Street.
Missoula. Mont. 59801. Estimated construe-
tion cost $104,711; first-year operating cost
$35.000: revenue $144 Geographic co-
ordinates 46° 00’ 27 north lat.; 112° 26’
30” west long. Type trans. GE TT-22-A. Type
ant. RCA_ TF6BM. Legal counsel Fisher,
Waytland, Duvall and Southmayd: consulting
engineer Silliman, Moffet & Kowalski, both

Washington. Principals: Dale G. Moore.
president 79.36%. Failrviews Development
Co., 20.63%. et al. Mr. Moore owns 92.5%
of KCAP(AM) Helena, 99.32% of KGVO-
AM-TV Missoula. 98% of KCFW-TV Kali-
spell, all Montana, 33%% of KFTI(AM)
Twin Falls, Idaho. and 50% of KCOY-TV
Santa Maria. Calif. Other principals of
KMSO-TV Inc. own remaining interests in
pgeceedlng broadcast properties, Ann. Sept.
15.

Other actions

8 Review board in Washington. TV proceed-
ing, Docs, 18559-63. denied request for leave
to file additional statement. filed Aug. 20
by United Television Inec, and United Broad-
casting Inc.. and request to file statement
concerning additional statement of United.
filed Aug. by Washington Community
Broadcasting Co.: granted to extent indi-
cated and denied In all other respects peti-
tion to enlarge issues. filed July 1 by United
sBroild%%stlng and United Televislon. Action
ept. 30.

8 Review board in Minneapolis, TV proceed-
ing, Docs. 18381-82, dismissed motion to defer
action. filed July 22 by Control Data Corp.,
granted Joint requests for approval of
agreement filed May 16 and July 28 by
Viking Television Ine. and Calvary Temple
Evangelistic Association. Action Sept. 30.

= Review board in Philadelphia, TV proceed-
ing. Doc. 18524. denied petition to enlarge
issues. filed Aug. 1 by MG-TV Broadcasting
Co. Action Oct. 3,

Rulemaking petition

8 FCC proposed to amend TV table of as-
signments by substituting ch. 28 for ch. 47
at Columbus, ch. *47 for ch. *31 at Mans-
fleld and ch. *31 for ch. *28 at Newark, all
Ohio. Action Oct. 1.

Call letter applications

s Sunflower Educational TV Corp., Hutchin-
son. Kan. Requests *KPTS(TV).

u Kentucky State Board of Education, Louis-
ville, Ky. Requests *WKLU(TV).

Existing TV stations
Final actions

8 WLTV(TV) Bowling Green. Ky.—Broad-
cast Bureau granted mod. of license covering
change in studio location to 535 East Tenth
Street. Action Oct. 1.

® KMSO-TV Missoula. Mont.—Broadcast Bu-
reau set aside Sept. 17 grant of application
for CP for new VHF translator to serve Ana-
conda, Mont.,, on ch, 2. Action Sept. 30.

s KVII-TV  Amarillo. Tex.—FCC denied
petition by Marsh Media Ltd. requesting
rulemaking to establish ant. farm near
Amarillo. Commisston saild KVII-TV's peti-
tion did not show sufficient reasons to justify

EDWIN TORNBERG

& COMPANY, INC.

Negotiators For The Purchase And Sale Of
Radio And TV Stations ¢ CATV
Appraisers e 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

initiation of rulemaking proceeding. Action
Oct.

Actions on motions

u Chief, Office of Opinions and Review. in
Hutchinson, Kan. (Minneapolis Star and
Tribune Co. [transferor] and WKY Tele-
vision System Inc. [transferee]). voluntary
transfer of control of Wichita-Hutchinson
Inc. licensee of KTVH-TV, granted petition
by Broadcast Bureau and extended through
Oct. 3 time to respond to petitlon for re-
consideration and walver of hearing. except
oral argument (Doc. 18631). Action Oct. 2.

8 Hearing Examiner Thomas H. Donahue
in Rapld City and Lead, both South Dakota
(The Heart Of The Black Hills Station).
renewal of licenses of KRSD-TV and KDSJ-
TV, scheduled further conference for Oct.
13 (Docs. 18358-9). Action Sept. 29,

= Hearing Examiner David I. Kraushaar in
Waterbury, Conn. (WATR Inc. [WATR-
TV1), TV proceeding, on request of Broad-
cast Bureau, extended to Oct. 3 time to file
reply briefs in response to proposed findings
of fact and conclusions of law (Doc. 18376).
Action Sept. 30.

Fine

s KBLU-TV Yuma, Ariz.—FCC ordered pay-
ment of $500 forfeiture for violation of rules.
Action Oect. 1

Call letter action

s WIMN(TV), WFRV Inc., Escanaba, Mich.
Granted WJIMN-TV.

Network affiliations
ABC

® Formula: In_ arriving at clearance pay-
ments ABC multiplies network’s station rate
by a compensation percentage (which varies
according to time of day), then by the
fraction of hour substantially occupied by
program for which compensation is paid.
then by fraction of aggregate length of all
commercial availabilities during program
occupled 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.

¥ KRCR-TV Redding, Calif. (Sacramento
Valley Television Inc.). Contract dated June
19, 1969; effective July 1, 1969. to July 1,
1971. No first call right. Programs delivered
to AT&T testboard in Redding. Network
rate, $375; compensation paid at 30% prime
time, multiplied by 106.667%.

8 WAGM-TV Presque Isle, Me. (Aroostook
Broadcasting Corp.). Contract dated Aug.
! 9, replaces one dated Oct. 29, 1968:
effective Sept. 15, 1969, to Sept. 15, 1971.
No first call right. Program delivery infor-
mation, network rate and compensation not
indicated.

s WIMA-TV Lima, Ohio (WLOK-TV Inc.).
Contract dated Aug. 8, 1969, replaces one
dated Jan. 18, 1968: effective Oct. 1. 1969,
to Oct. 1, 1971. First call right. Programs
delivered to station at its expense via off-air
pickup from WDHO-TV Toledo, Ohio. Net-
work rate and compensation not indlcated.

CcBS

8 Formula: Same as ABC.

s WEHT(TV) Evansville, Ind. (Gilmore
Broadcasting Corp. of Indlana). Amendment
dated Feb. 28, 1969. amends contract dated
Feb. 27, 1967; effective Jan.29, 1967, to
April 4, 1968, and self-renewable for two-
year periods thereafter. Flirst call right.
Programs delivered to station. Network
{Fte, $425: compensation paid at 329 prime
me.

s WKBD-TV Detroit (Kaiser Broadcasting
Corp.). Contract dated Aug. 28, 1969: ef-
fective Sept. 1, 1969, to Aug. 31, 1970, First
call right. Programs delivered to station.
Network rate. $425: compensation pald at
30% prime time,

NBC

8 Formula: NBC pays affiliates on the basis
of ‘“equivalent hours.” Each hour broad-
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cast during full ratc period is equal to
one cquivalent hour. The fraclion of total
time available for network commercials that
is filled with such announcements is applied
against the equivalent hour value of the
prog:am period. Then, after payment on a
certain number of hours Iis walved, 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.

s WHMA-TV  Anniston. Ala. (Anniston
Broadcasting Co.). Contract dated Aug. 13,
1969; effective Sept. 14, 1969 (or as soon as
station begins operation)., for one Year.
Agreement will terminate if not in_effect hy
Feb. 13. 1970. No first call right. Programs
delivered to WAPI-TV Birmingham, Ala.,
and delivered to station at its expense. No
compensation indicated.

8 WFGA-TV Jacksonville. Fla. (Channei 12
of Jacksonville—joint venture). Contract
dated Feb. 15, 1968. replaces one dated May
16. 1961; effective April 1, 1968, to June 1,
1969, and self-renewable for two-year periods
thereafter. First call right. Programs de-
livered to station. Network rate, $925; com-
pensation paid at 33%% of all equivalent
hours, multiplied by prime-time rate.

s KTSM-TV El Paso (Tri-State Broadcast-
ing Co.). Amendment dated May 5. 1969.
amends contract dated Dec. 1, 1967: effective
Dec. 1, 1967, to Sept. 15, 1969, and self-re-
newable for two-year periods thereafter.
Flrst call right. Programs delivered to sta-
tion. Network rate, $400 ($425 as of Nov.
1, 1969): compensation paid at 33} % ol all
equivalent hours over 30 hours monthly,
multiplied by prime-time rate.

New AM stations
Actions on motions

» Chief, office of opinions and review in
Natick, Mass. (Home Service Broadcasting
Corp. and Natick Broadcast Assoclates Inc.).
AM proceding, granted motion by Natick
Broadcast Associates and extended through
Oct. 14 time to file oposition to petition for
reconsideration and grant of Home Service
Broadcasting Corp.'s application (Docs.
18640-1). Action Oct. 1.

s Hearing Examiner Basil P. Cooper in
Hartsville and Florence, both Soulh Carolina
(Community Broadcasting Co. of Hartsville
and Eastern Carolina Broadcasters Inc.),
AM proceeding, ordered record left open
until Oct. 10 to enable Eastern Carolina
Broadcasters Inc. to submit formal offer
of Eastern Carolina engineering exhibit with
request that it be received in evidence (Docs.
18198-9). Action Sept. 29.

w Hearing Examiner Thomas H. Donahue in
Sumitan and Cullman, both Alabama (Sumi-
ton Broadcasting Inc. and Cullman Music
Broadcasting Co.)., AM proceeding. set cer-
tain procedural dates and scheduled hearing
for Dec. 8 (Docs. 18204-3). Action Oect. 1.

w Hearing Examiner Charles J. Frederick in
Louisa, Ky. (Lawrence County Broadcasting
Corp. and Two Rlvers Broadcasting Inc.).
AM proceeding. Examiner received letter
from Lawrence County Broadcasting Corp.
requesting that he withhold further work by
himself pending survey purportedly being
made by applicant: ordered that Lawrence
County Broadcasting Corp. may file motion
immediately upon release of order for oral
argument: ordered record reopened to ac-
commodate any proper pleadings (Doec.
18235-6). Action Sept. 26

» Hearing Examiner Isadore A. Honig in
Warrenton. N. C. (Warren County Radio
and Radio Voice of Warrenton). AM pro-
ceeding. in view of continuing pendency be-
fore roview board of applicants’ Joint re-
quest. approval of which could obviate fur-
ther procecdings before cxaminer, on ex-
amiiner's motion, postponed to Oct. 27 and
Nov. 3 date for exchange of exhiblls and
notifications of wilnesses. respectively; fur-
ther postponed hearing to Nov. 12. (Docs.
18501-2). Action Sept. 29

s Hearing Examiner Ernest Nash in ML
Pleasant, Iowa (Plcasant Broadcasting Co..
Chariton Radio Co.. Broadcasting Co. of
Iowa, Inc. and Mount Pleasant Radio Co.).
AM-FM proceeding, granted in part molion
by Chariton Radio Co. and Mount Pleasant
Radio Co. and cxtended certain procedural
dates and extended hcaring to Nov, 12
(Docs. 18594-7). Action Sepl. 29.

s Hearing Examiner Herbert Sharfman in
Globe, Ariz. (Mace Broadceasling Co.), AM
proceeding, on request of applicant, further
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exlended to Oct. 24 time to file
findings of fact and conclusions and to Nov.
?)1 tlll“C to file replies (Doc. 18225), Action
ct, 1.

Other actions

# Review board in Sumiton. Ala.. AM pro-
ceeding. Docs 18204-05, granted petition for
extension of time filed Oct. 3 by Sumiton
Broadcasting Inc. Action Oct. 6

® Review board in Boynton Beach. Fla., AM
proceeding. Docs. 18310-12. scheduled oral
argument before panel of revicw board for
Oct. 23. Action Oct. 1.

w Review board in St. Louis AM proceeding,
Docs. 17210. et al., granted joint petition [or
partial reconsideration filed July 10 by St.
Louls Broadcasting Co., Home State Broad-
casting Corp. and Six-Eighty-Eight Broad-
casting Co. Actlon Oct. 1.

®» Review board in Stirling, N. J.. AM pro-
ceeding. Docs. 18292-18593, granted motion to
accept late filed petition to enlarge issues.
filed Aug. 8, by K & M Broadcasters Inc.:
granted to extent indicated and denied in
all other respecls. petition to cnlarge issucs.
filed Aug. 8 by K & M Broadcasters Inc.
Action Oct. 6,

= Review board in Parma. Ohio—AM pro-
ceeding. Docs. 18368-69. granted joint request
for dismissal of application, filed Feb. 10
by Sundial Broadcasting Inc. and Howard
L. Burris: agreement approved: application
of Sundial dismissed with prejudice: pro-
ceeding held in abeyance pending further
action. Action Oct. 7.

s Review board In Greencastle. Pa.. AM pro-
ceeding. Docs. 18492-93, dismissed petition
to enlarge issues filed April 10 by TV Cable
of Waynesboro Inc. Action Oct. 2

= Review board in Waynesboro. Pa.. AM
proceeding, Doc 18493. granted motlon for
extension of time filled Oct. 2 by TV Cable
of Waynesboro Inc. Action Oct. 6.

proposed

Existing AM stations
Application

s KODA Houston—Secks mod. of livense to
change to 1010 kc. 250 w. 5 kw-LS, DA-D,
S.H.: 6:00 a.m. or sunrise. whichever ijs
earlier to local sunset. Ann. Oct. 6.

Final actions

= Broadcast Bureau granted renewal of -
censes for followlng: KPLY Crescent City,
Calif.: WJWL Georgetown, Del.: WKST
New Castle, WRCP Philadelphia and WSEW
gglinsgrove. all Pennsylvania. Actions Sept.

» Broadcast Bureau granted licenses covering
installation of auxiliary trans. for [ollowing:
WCIR Beckley, W. Va.: WSLS Roanoke. Va,
Action Oct. 1.

= WUNI Mobile. Ala.—Broadcast Bureau
granted license covering use of auxiliary
trans. Action Sept. 29.

s KHOS Tucson, Ariz.—Broadcast Bureau
granted license covering use of former main
trans. as alternate main night-auxiliary day
trans Action Sept. 29

s KLOA Ridgecrest. Calif.—Broadcast Bu-
reau granted remote control. Action Sept. 30,

» WMAL Washington — Broadcast Bureau
granted llcense covering installation of alter-
nate-main trans. Action Oct. 1.

» WUST Washington — Broadcast Bureau
granted CP to install formerly licensed
E)rans.) for auxiliary purposes only. Actlon
ct. 2

= WGNP Indian Rocks Beach. Fla.—Broad-
cast Bureau granted mod. of license cover-
ing change in remote control location to
north of Stale Road 694. Pinellas Park, Fla.
Action Sept. 29.

s WIFE-AM-FM Indianapolis—FCC granted
license renewal applications of Star Sta-
tions of Indiana Inc. for six months. sub-
jecl to conditions requiring institution of
nmanagement sysltem ol internal controls
(Doc. 16612). Slar must file new applications
within 90 days. Action Sept. 17.

» KRCB Council Bhuffs. Iowa—Broadcast Bu-
reau granted license covering use of former
main trans. [or auxiliary purposes only.
Action Oct. 3.

s KSO Des Moines. Inwa—Broadceast Bureau
granted mod. of license covering change in
pame to Stoner Broadcasting Systemi Inc,
Aclion Oct. 3.

s WRIKO Boston—Broadcast Burcau granted
license covering increase in MEOV. Actlion

Oct. 3.

s WKAR East Lansing. Mich. —— Broadcast
Bureau granted licenise covering increase in
gower and installation of DA-D. Action Oct.

» KWK St. Louis—FCC dermied pelition for
reconsideralion _and application for review
filed by Karin Broadcasting Co.. corporation
representing majority of employes of interim
operator tormer KWK (Docs. 17210-15. 17217,
17219). Karin liled requests Aug. 4 as part
of continuing opposition to commission ac-
tions approving joint request by eight ap-
plicants for assignment of license for 1380.
Action Oct. 1

s WTBQ Warwick. N. Y.—Broadcast Bureau
granted license covering new station; specily
type trans.: studio and remote control loca-
tion: 7 Oakland Avenue. Action Sept. 30

s WONE Dayton. Ohio—FCC granted ap-
plication of Group Onec Broadcasting Co.
requesting change from DA-D & N to DA-N
only: petlition by Muncic Broadcasting Corp..
licensee of WERK Muncie. Ind.. opposing
application was denied. Action Oct. 1.

s WAVA  Arlington. Va.—FCC denied ap-
plication by Uniled States Transdynamics
Corp for mitikation or remission of $300
forfeiture imposed for rule violation. Action
Oct. 1.

= WKEX Blacksburg.
reau graoled
Action Oct. 1.

* WDBJ Roanoke. Va.—Broadcast Bureau
granted iiccnse covering use of former maln
IOmtnsi for auxiliary purposes only, Action
ct.

= KWSU Puliman. Wash.—Broadcast Bureau
granted CP Lo install alternate main trans.
at new trans. location; condition. Action
Sept. 29.

s WDUZ Green Bay. Wis.—Broadcast Bureau
granted license covering change in ant.-loca-
tion, change ground-system. Action Oct, 3.

s WEVR River Falls, Wlis.—Broadcast Bu-
reau granted license covering new station.
Action Oct. 3.

Va.—Broadcast
license covering new

Bu-
station.

“AnFM Transmitter
that’s heard
but not seen”...
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Summary of broadcasting
Compiled by FCC, Oct. 1, 1969

Not
On Air Total On Air Total
Licensed STA* CP's on Air CP's Authorized

Commercial AM 4,251t 3 7 4,261 74 4,3351
Commercial FM 2.010 0 43 2,053 140 2,193
Commercial TV-VHF 495 2 . 50 17 £v3
Commercial TV-UHF 121 0 54 175 1422 317
Total commercial TV 616 2 63 681 158 84C
Educational FM 375 0 10 385 44 479
Educational TV.VHF 71 0 N 17 7 84
Educational TV.UHF 8% 0 16 105 13 ng
Total educational TV 160 0 22 182 20 202

* Special Temporary Authorization

'Inciudes 25 educational AM's on nonreserved channels.
tIncludes two licensed UHF's that are not on the air.

Fines

® WPAT Paterson. N, J.—FCC notified ol
apparent liability for foreiture of $300 for
fallure to include in yearly equipment per-
formance measurements description of in-
struments used and procedures followed in
obtaining required data. failure to Include
measuremenl data showing spurious radi-
ations not present to degree capable of
causing objectionable interference for both
main and alternate main trans.. failure
to make regular Inspections transmitting
equipment and failuure to log these in-
spections. Action Oct. 1

s KOOS Coos Bay. Ore.—FCC ordered to
forfeit $100 for operation with more than
10% below authorized power. Action Oct. 1.

v WHOL Allentown. Pa.—FCC ordered to
forfeit $500 for failure to make required daily
vis. observations of tower lights. fallure to
make entries in operating logs. failure to
log time carrier was turned on or off and
failure to log stalion identification announce-
ments. Action Oct. 1.

® WIQOO Carlisle. Pa.—FCC ordered to for-
feit $700 for failure to employ operators
holding a valid radlotelephone first class
opevator license and failure o make com-
picte inspection of all transmitting equip-
ment Iin use, Action Oct. 1.

Call letter application

= WADS. Valley Broadcasting Co.. Ansonia.
Conn. Requests WTNO.

New FM stations

Applications

s Banning. Calil.—Stolte Inc. Sccks 101.7 me.
3 kw. Ant. height above averaxe tcrrain
minus 413 ft. P. O. address: 8451 San Leandro
Street, Oakland. Callf. 94621. Estimated con-
struction cost $19.335: [irst-year operating
cost $36.000; revenue $40.000. Principals:
George C. Loorz. president (39%), F. C.
Stolte, treasurer (38%). ¢t al. Messrs. Loorz
and Stolte have intercsts in mechanical sub-
contractors. Ann. Oct. 1.

s Leonardtown, Md.—Tidcwater Broadcast-
ing Co. Seeks 97.7 mc, 3 kw. Ant. height
above average terrain 237 ft. P. O, address:
Box 346, Leonardiown 20650. Estimated con-
struction cost $18,675: first-year operating
cost $7,000: revenue $8.000. Principals: Eil~cn
M. and Richard A. Myers, each 507%. Mr.
and Mrs. Myers own WKIK(AM) Leonard-
town. Ann. Oct. 3.

» Albugquerque. N. M.—Aiz Tele-Communi-
cations Inc. Seeks 107.9 me. 27.5 kw. Ant,
height above average terrain 3517 ft. P. O.
address: Box 1047. Albugquerque 87103. Esti-
mated construction cost $4.500: first-year
operating cost $3.500: revenue $10.000. Prin-

cipals: John Deme, president, et al. Ann,
Oct. 3

® Lima. Ohio — Riggs-Bussard Broadcasting
Corp. Sceks 104.9 mc. 3 kw. Ant, hcight

above average terrain 219.6 ft. P. O. address:
940 Cook Tower, 121 West High Street, Lima
45802. Estimated construction cost $30.475:
first-year_ operating cost S$13.500: revenue
$14,500. Principals: Richard H. Riggs and
Paul Bussard (each 50%). Principals own
WCIT(AM) Lima, Mr. RI&&s owns retail
ice cream outlet. Ann. Oct. 1.

® Sequin, Tex.—Sequin  Broadcasting Inc.
Seeks 105.3 me. 37.15 kw. Ant. height above
average terrain 135 ft. P. O. address: 609
East Court Strcet. Box 989, Scquin 78133,

Estimaled construction cost 842.708: first-
year operating cost S17.580: revenue $20.000.
Principals: Edith O. Kiel, president (31%).
Edward A. Sagebicl. vice president (40%).
el al. Principals have respective interests in
KWED(AM) Sequin. Tex. Ann. Sept. 23,

Final actions

= Havana, Ill.—Illinois Valley Broadcasting
Co. FCC granted 993 mc. 3 Kkw. Ant.
height above average terrain 300 (1,
P. O. address: c/o Robert L. Martin. 219
West Markel, Havana, 11l. 62644, Estimated
construction cost $43.489.66: firsl-year operat-
ing cost $36.000: revenue $40.000. Principals:
M. Kent Whitten and Lawrence G. and
Robert L. Martin (each 33'3%). Mr. Whit-
ten is salesman. Lawrence Martin owns in-
surance and real estate agency. Robert Mar-
Lin owns commercial printing and publishing

firm. Action Oct. 1
¥ *Cedar Rapids. Iowa—Mount Mercy Col-
lege. Broadcast Bureau granted 88.9 mc.

TPO 10 w. Ant. heigiht above average terrain
141 ft. P. O. address: 1330 Elmhurst Drive.
Northeast. Cedar Rabids 52402. Estimated
constructlon cost $323: first-year operating
cost $225: revenue none. Principals: Board
of Trustees. Thomas Donovan. chairman of
board. et al. Action Oct. 3.

® *Hastings, Neb.—Arca Vocational Tech-
nical School *1. Broadcast Bureau granted
88.1 mc. TPO 10 w. Ant. helght above aver-
age terrain 58 fl. P. O. address: Box 1024,
Hastings 68901. Estimated construction cost
$4.989: first-year obecrating cost $230: rev-
cnue none. Principals: Board of Truslees.
Ken Wortman, president, ¢t al. Action Oct, 2.

Actions on motions

= Chicl, Oftice_of Obpinions and Review in
Washington (Pacilica Foundation and Na-
tional Education Foundation Inc.), FM pro-
cceding, granted in part petition by Broad-
cast Bureau and extended to Oct. 7 time to
flle comments on DPelition for reconsideration
of petition to deny filed by National Feb.
28 (Docs. 18634-5). Action Sept. 30.

= Chief, Broadcast Burcau. on request of
Grundy County Broadecasters Inc.. licensce of
WCSJ Morris. Il.. extended to Oct. 14 time
to file replies lo oppositions by Radio Morris.
licensee of WRMI-FM Morris. in malter of
amendment of rules for assigknment of
ch, 288A to Coal City. Ill. Action Oct. 6,

= Hearing Examiner Thomas H. Donahue in
Aurora, Ind. (Dearborn County Broudeasters
and Grepco Inc.). FM procceding. on request
of Dearborn Caunly. continued hearing Lo
Ocl. 7 (Docs. 18264-3). Action Scpt. 30.

u Chief Hearing Examiner Arthur A, Glad-
stone in Rochester and Henrietta. both New
York (David H. Polinger, Richard G. Greener
and Michael J. Sears. Auburn Publishing
Co.. What The Bible Says Inc. and Monroe
County Broadcasting Inc.). FM proceeding,
designated Hearing Examiner Isadore A,
Honig as presiding officer: and scheduled
prehearing conference for Nov. 10 and hcar-
io?)g for Dec. 8 (Docs. 18673-6). Action Scpt.

= Hearing Examiner Forest L. McClenning
in Glendale, Ariz. (Glendale Broadeasting
Corp.). FM proceeding, on request of Glen-
dale Broadcasting Corp.. continucd hearing
to Oct. 27 (Doc. 18486). Action Oct. 1.

s Hearing Examiner Ernest Nash in Wichita,
Kan. (JACO Inc. and KAKE-TV and Radio
Inc.), FM proceeding, on request of KAKE-
TV, set certain procedural dates and re-
scheduled hearing for Oct. 30 (Doc, 18515-6).
Action Sept. 30.

u Hearing Examincer James . Ticrney in

Paoli and Jeffersonville. both Indlana (King
& King Broadcasters and Wireless of In-
diana). FM proceeding, scheduled certain
procedural dates and continued to Nov. 17
cvidential phase of proceeding (Docs. 18614-
5). Action Sept. 29.

= Hearing Examiner James F. Tierncy In
Middlesboro. Ky. (Cumberland Gap Broad-
casting Co.). FM proceeding. continued
hearing to Nov. 20 (Doc. 18520).
Sept. 2

Other actions

= Thomasville. Ga.—FCC denled application
by Triple C Broadcasting Corp. asking re.
view of review board decisicn granting CP
for new FM at Thomasville to Thomasville

Broadcasting Co. (Docs. 178534). Action
Oct. 1

= Review board in Waukegan. Ill., FM
proceeding. Docs. 13292, 13940 & 17242,

granted petition for remand or alternative
reltel, filed July 1 by Chief. Broadcast Bu-
reau: provided that if within 5 days of re-
lease aate of order. parties file notice of
Intention to stipuiate. then stipulation shall
be filed within 30 days and review board
will retain jurisdiction of proceeding. Ac-
tion Oct. 3.

= Review board in Corydon., Ind., FM pro-

ceeding. Docs. 18636-39. granted petition for

extension of time. filed Sept. 29 by Broad-

cast Bureau, extended to Oct. 7 time to file

responsive pleadings to petition to enlarge

gstxes fited Sept. 9 by Radio 900 Inc. Action
ct. 1,

Rulemaking petition

m FCC proposed assignment of ch. 296A lo
Concord, N. in further notice of pro-
posed rulemaking (Doc. 18125): proposal
would move ch., 296A at Portsmouth, N. H..
presently vacant and unapplied for, to Con-
cord. Action Oct. 1.

Rulemaking action

8 Muncie. Ind.—FCC denied petition by
Muncie Broadcasting Corp. requesting rule-
making to amend FM table of assignments
to assign_ch. 244A at Muncie by removing
it from Celina, Ohio. and substituting ch.
228A at Celina. Action Oct. 1,

Call letter applications

» Fort Wayne Broadcasling Co., Ft. Wayhne,
Ind. Requests WCMX(FM).

u John R. & Jeannette Banovzi, Henderson,
Nev. Requests WCNA(FM).

Call letter actions

s Greenvllle Broadcasting
Miss, Granted WBAQ(FM).

= R. Edward Cerles,
Granted KMAP(FM).

u Charles Hubert
Granted KOBS-FM.

= Board of Education of Iron County School
Pll‘isll;lt-l' Parowun, Utah. Granted *KPWN-

Co., Greenville,

Albuquerque, N. M.

Kobs, Orange, Tex.

Existing FM stations
Final actions

= Broadcast Bureau granted licenses cover-
ing [ollowing new slations: *KEBS-FM San
Dicgo: *KTUH(FM) Honolulu: WLEX(FM)
Lexington. Ky.: KEHG-FM Fosston, Minn.:
KDEX-FM Dexter, Mo.: *WIUP-FM Indiana.
Pa,: WOGMI(FM) Bellefontaine. Ohio:
KKMA(FM) Pryor, Okla.: WVNY(FM)
Burlington. Vt. Action Sept. 29,

s KMAX(FM) Arcadia. Calif.—Broadcast
Bureau granled llcense covering change in
station, studio, and trans. location: make
changes in ant. system. ant. height minus
240 ft. Action Sept. 29.

s *KVHS(FM) Concord., Calif,—Broadcast
Bureau granted CP to change type trans.:

ERP to 250 w: ant. height to minus 195
ft. Action QOct. 2.
s KKNU(FM) Fresno, Calif.—FCC waived

rules and granted application of Broadcast
Industries Ine. to move trans. and malin
studio site and to change facilities: trans.
and main studio from 8 miles northeast of
Fresno to site 0.28 mile south of Meadow
Lakes. on Bald _Mountain, 30 miles northeast
of center of Fresno: ERP 1.60 kw, ant.
helght 1,980 ft. Action Oct. 1.

1 KWAV(FM) Monlerey. Calif.—Broadeast

Bureau granted license covering new ant.:
make changes in ant. system. Action Oct. 3.

~ BROADCASTING, Oct, 13, 1969
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WFLA had an opening in their
recording studio. They filled
it with a Magnecord 1021.

Magnecord tape recorders occupy a large
number of highly responsible positions in the
communication’s world. Somewhere in the
hills of Turkey, Magnecords are listening to
foreign language broadcasts. And closer to
home, voice-controlled Magnecords wait
patiently to hear from our men in outer space.
These are the kind of recommendations that
got Magnecord its position at WFLA.

The tape recorders at WFLA run day after |

day, all day, under the most exacting broad-
BROADCASTING, Oct. 13, 1969

cast conditions. And that’s Magnecord's kind
of work. The tougher the better. (Because
Magnecords are built to take it, day after day,
every day of the year.) The die-cast main-
plate assures you of permanent mechanical
alignment. Timing accuracy is held constant
by the hysteresis synchronous capstan tape
drive. And the payout and take up reels have
their own heavy duty split-capacitor motors.

The quality of a Magnecord does not vary
from model to model. But features do. If yc (
would like the complete story on our full
”ne Of Magnecords, PRODUCTS OF SOUND RESEARCH
write. We'll see that TEI_Ex®
you get an answer.
Promptly.

COMMUNICATIONS DIVISION

9600 Aldrich Avenue South
Minneapolis, Minnesota 55420
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s WIHS(FM) Middletown. Conn.—Broad-
casl Bureau granted license covering new
station; specify type trans. and ant.: studio
and remote control location at 438 Main
Street. Action Sept. 29

s WWDC-FM Washinkton—Broadcast Bu-
reau granted license covering use of aux-
iliary trans. on main ant.; ant. height to
400 ft.: ERP to 2.5 kw. Action Oct. 1

& WRBN-FM Warner Robins, Ga.—Broad-
cast Bureau granted mod. of CP to change
type ant, Action Oct. 2

s WPOK-FM Pontiac, Ill.—Broadcast Bu-
reau granted license tovering new station.
Action Oct, 3.

s KWAW(FM) Webster City, Iowa—Broad-
cast Bureau granted mod. of CP to change
type trans. and type ant. Action Oct. 2,

u Kennebec Valley Broadcasting System Inc.,
Skowhegan, Me.—Broadcast Bureau granted
mod, of FM CP to change type trans.-ant.:
ERP to 2110 kw: ant. height to 350 ft.:
remote control permitted:
tion Oct. 2.

s WLLH-FM Lowe!l, Mass.—Broadcast Bu-
reau granted liccnse covering new trans.:
change ERP to 32 kw, Action Sept. 29,

s WHLS-FM Port Huron, Mich.—Broadcast
Bureau granted license covering installation
of new trans. and ant.; remote control per-
mitted. Action Sebpt.

# WLOL-FM Minncapolis—Broadcast Bureau
granted license covering change in ERP to
72 Kkw, Action Oct.

s WIJON-FM St. Cloud. Minn.—-Broadcast
Bureau granted mod. of CP to change type
trans. and ant.: remote control DPermitied.
Action Oct. 2

# KRST(FM) Aibuquerque, N. M.—Broad-
cast Bureau granted license covering in-
stallation of new ant. Action Sept. 29

8 WKAL-FM Rome, N, Y.—Broadcast Bu-
reau granted license covering new station.
Action Oct. 3

s *WUHS(FM)

condition. Ac-

Urbana, Ohio—Broadcast

Bureau granted license covering new sta-
tlon. Action Oct. 3
® Dllelo Broadcasting Co.. Washington.

Pa.—Broadcast Bureau granted mod. of FM
CP to change ant.-trans. location to McLane
Road. chunge trans., change ant. orientation.
Action Oct. 2

s WUPR-FM Utuado. P, R.—Broadcast Bu-
reau granted mod of CP to change type
trans. and ant.. ant. height to 710 it.:
granted mod. of CP to extend completion
date to Feb. 15. 1970. Action Oct. 3.

s WNOK-FM Columbia, S. C.—Broadcast
Bureau granted license covering new trans.
and ant.: changes in ant. system. ant.
;\slght 460 ft.; ERP to 100 kw. Action Sept.

s *KNTU(FM) Denton. Tex.—Broadcast Bu-
reau granted CP to replace expired permit
for new station. Action Oct. 2.

s KLJT(FM) Lake Jackson, Tex.—Broad-
cast Bureau granted mod. of license cover-
ing change in studio location: provisions of
rules waived to extent of permitting relo-
cation_of studio beyond corporate limits of
Lake Jackson, at eastern intersection High-
way 288 and Avenue F, Freeport: remote
contro! permitted. Action Oct. 2.

s WKDE-FM Altavista, Va.—Broadcast Bu-
reau granted license covering new station:
specify type trans. Action Sept. 29.

w *WUVT-FM Blacksburg., Va.—Broadcast
Bureau granted license covering new station;
specify type ant. Action Sept. 29

s *WMRA(FM) Harrisonburg, Va.—Broad-
cast Bureau granted license covering new
station. Action Oct. 1.

s WNVA-FM Norton, Va.—~Broadcast Bureau
granted license covering new station, specily
studio location. Action Oct. 3

e WIJLM(FM) Salem. Va.—Broadc¢ast Burcau
granted license covering new station, specify
type trans. Action Oct. 1.

8 WTZE-FM Tazeweil, Va.—Broadcast Bu-
reau granted license covering new station;
specify type trans. Action Oct.

s WESR-FM Tasley. Va.—Broadcast Bureau
granted license covering new station. Action
Oct. 1

s KCYS(FM) Richiand. Wash.—Broadcast
Bureau granted mod of license covering
change in studio and remote control loca-
tion; provisions of rules waived to extent
of permitting relocation of main studio
beyvond corporate limits of Richland, at West
Lewls and Route 28, Pasco. Action Oct. 2.

s *WHMD(FM)—Broadcast Bureau granted

llcense covering installation of new trans.;
specify type trans. Action Oct.

Other action

2 KRON-FM-TV  San Francisco—Hearing
Examiner Chester F. Naumowicz Jr. directed
Chronicle Broadcasting Co. to make series
of documents covering activities and policies
available in proceeding for renewal of
licenses (Doc. 18500), Action Oct. 2.

Fines

s WBNC-FM Conway, N. H—FCC ordered
Lo forfeit $200 for repeated failure to observe
provisions of former rules by failing to

make performance measurements at yearly
interval. Action Oct. 1.

s WSVS-FM Crewe, Va.—FCC ordered to
pay $200 forfeiture for repeated violatlon
of rules in that licensee failed to make
equipment performance measurements at re-
quired yearly intervals and to have them
available for inspection. Action Oct, 1

Call letter application

s WFAV(FM). Littie Chief Broadcasting
Co., Fayetteviile. Ark. Requests KKEG(FM).

Call letter actions

s KMYR(FM), Karlo Broadrastlng Ltd.,
Denver. Granted KHOW

s KHER-FM, Radio Longvlew inc.. Long-
view, Tex. Granted KHER(FM),
® KGMI-FM, International Good Music,

Beilingham, Wash, Granted KVGM(FM).

® WOVE-FM. Kenneth J, Crossthwait,
Weich, W. Va. Graated WKJC(FM),

s WAXO(FM). Zion-Benton Broadcasting
Corp., Kenosha, Wis. Granted WKZN(FM).

Renewal of licenses,
all stations

8 Broadcast Bureau granted renewal of
licenses for following stations and their
co-pending auxiliaries: WAJR Morgantown.
Va.: WARK Hagerstown, Md.: WBLU
Salem, Va.: WCIR Beckley. W, Va.: WCMS
Norfolk. WDIC Clinchco, and WEER-AM-FM
Warrenton, all Virginia: WFSP Kingwood,
W. Va.: WKBA Vinton and WKEY Covington,
both Virginia: WKIK Leonardtown, Md.:
WLGM Lynchburg, WNRG Grundy. WNVA
Norton, WROV Roanoke and WTZE Tazewell,
all Virginia: WUST Washington: WVAR
Richwood., W. Va.: WCMS-FM Norfolk. Va,:
WHFS(FM)  Bethesda, Md.: WJJS-FM
Lynchburg, Va.: WIMD(FM) Bethesda. Md. :
WKNA(FM)  Charleston and WOVE-FM
Welc both West Virginia; WDCA-TV _and
TTG(TV) both Washington: WLEE Rich-
mond WXEX-TV_ Petersburg, WXRI(FM)
Norfolk and WYAH-TV Portsmouth. all
Virginia: WJDY Salisbury and GM
Bethesda, both Maryland: WGMS-FM and
WMAL, both Washington: WINA-AM-FM
Charlottesville, Va, Action Sept. 30.

» Broadcast Bureau granted renewal of 1i-
censes for following VHF translators.
K10GA Sandpoint, Priest River and Priest
Lake, K13F'Q rural Minidoka county, Burley
and rural Cassla county, KO08DU Ahsahka
and Riverside. K11DK and K13EG_ both
Ahsahka, KO6DE and KOTAH both Halley,
KOTEW, KO09IC and K11ID all Stites, KO4EN
Glenns Ferry, KO09AQ Ketchum, KI13HG
Ketchum and Sun Valley. KO9GK and K11BJ
both White Bird, K09IR Albion, Malta, Elba
and_rural area near Idahome, K10BF and
Ki12BD both Kooskla. KO05DC Cambridge,
Midvale and rural area east of Cambridge.
KO05DD Glenns Ferry. K12GB Boise and
Collister, K12EZ McCall and New Meadows,
K13GO Cascade. K13GW Council. K08BQ
Lapwal, K11HZ Middle Fork of Clearwater
River, KO02CE North Fork, KO07BQ and
KO09AX hoth Peck, KOS5BE Lemhi. Baker and
Lemhi Valiey, all Idaho: K12EW Colstrip,
KO09BF_Deer Lodge. K09BW and K11CB
both Forsythe, K11AA and K13IK both
Terry, all Montana, K12AX Ranchester,
Wyo. Action Sept. 30

® Broadcast Bureau granted renewal of li-
censes for following UHF and VHF trans-
lators: KT75AE. K72AL and K81AC all
Grangeville, Cottonwood, Cralgmont and
Nezperce, KT0BA, K74CK and
KT6AH all Lewiston. KO09HN Cambridge.
Midvale and rural area east of Cambridge.
KO0O9HP Mountain Home, KO09HS Glenns
Ferry. K10FD McCail and New Meadows,
K11GR Cascade. K13IA Lowman, KO4EF
Ketchum, Sun Vailey and Hailey. K11HA
Council. K10CW Carmen, K05CJ and KlOAW
both Challis, KO5AL Clayton, KO7CP, K09CK
and K1ICR all Ferdinand, all Idaho® K04ET
and KO6ER both Oxbow Power Plant Camp,
Ore.-Idaho: K11AG and K13AH both
Inkom. KO09DF. K11DL and K13FA all
Juliaetta, KOS8AW Kooskia, KOTAQ, KO09AL

and K13AP all Kamiiah, all Idaho. Action
Sept. 30.

Modification of CP’s,
all stations

8 Broadcast bureau granted mod of CP's to
extend completion dates for ronowlng KVSF-
(FM) Vacaville, Calif., to Nov. 1: WRVI(FM)
Winnebago, Ill to Nov. 15'

Lexington, Ky.. to March 30, 1970:
FM Bangor, Me., to Feb, 24, 1970: WPGC-
FM Morningside, Md., to Jan. 15, 1970:
WJAG-FM Norfolk. Neb., to March 25, 1970;
WBYM-FM Bayamon P. R., to March 17,
1970: WKBM-TV Caguas, P. R., to March
30, 1970: KTFM(F ) San Antonio, Tex., to
Nov. 20. Action Sept., 30.

Other actions, all services

s Broadcast Bureau notified of apparent
forfeiture liabilities in amounts speclfied,
for violations of rules in that renewal appli
cations were not timely filed: $100 WDHA-
FM Dover, N. J.: $100. WLVP FM) Frank-
lln, N. J.. $100, WRLB(FM) Long Branch,

$95.00, WAAT Trenton, N. J.: $200,
WBRV Boonvllle N. Y.: $10 0. WEHH EL
mira_ Heights-Horseheads, N. Y.: $100,
WEH -FM  Elmira Helghts-Horseheads

Y,: $100, WYBG Messena, N. Y.,

$2500 WNCN(FM) New York. Llcensees
have '30 days to_pay or contest the for-
feitures, Action Sept.

8 Hearing Examiner James F, Tierney in
matter of American Broadcasting Companies
Inc., renewal of authority to deliver net-
work radio and TV programs to statlons
In Canada and Mexico. ordered date and
time for taking depositions be matters for
agreement among counsel for all parties:
denied Broadcast Bureau's request for pro-
tective order (Doc. 18606). Action Sept. 30,

Translator actions

s Ulysses S. Bartmess, Bieber, Calif.—Broad-
cast Bureau granted CP's for new VHF
translators to serve Bieber, Little Valley and
Fall River Mills on ch. 6 by rebroadcasting
KHSL-TV Chico, Calif.: ¢h. 4 by rebroad-
gasttlng29KCRA-TV Sacramento, Calif, Action
ept. 29,

® Ulysses S. Bartmess, Fall River Mills.
Calif.—Broadcast Bureau granted CP's for
new VHF translators to serve Hat Creek
and Burney on ch. 13 by rebroadcasting
KHSL-TV_ Chico and Fall River Mills, Hat
Creek and Burney on ch. 11 by rebroad-
gasting KCRA-TV Sacramento. Action Sept.

s K71BW Hays, Kan.—Broadecast Bureau
granted mod. of CP to extend completion
date of UHF translator to March 30, 1970.
Action Sept. 30.

= Hobes Radio and Electronics, near Somer-
set, Ky —Broadcast Bureau granted CP for
new VHF translator Lo serve Burnside and
Somerset on ch. 12 by rebroadcasting
WKYT-TV Lexington, Ky. Action Sept.

s K1I0GN Reno—Broadcast Bureau granted
CP to change freauency of VHF translator
tso cth.2191: change call sign to K11JN. Action
ept. 29.

s FCC granted application for transfer of
control of Winter Garden Transiator Sys-
tems Inc. from Grant D, Mendenhall, et al.,
to Cable Capital Corp., CATV operator,
Winter Garden is licensee of translator sta-
tions K74CF, K81AO and K83AM all Carrizo
Springs and Crystal City, both Texas.

CATV

Final actions

s Manatee county, Fla—FCC wiil deny
petition by GT&E Communications Inc., for
reconsideration of commission Aug. 22 de-
niai of request for order to prohibit Manatee
Cablevision Inc. from starting operation of
CATV facilities automatically if, within
three work days after release date of action,
Manatee Cablevision files statement that
it has discontinued and will not undertake
construction and operation of additional
CATV distribution facilities while proceed-
Ing (Doc. 18610) is pending, Action Oct, 1.

= Clovis, N, M.—FCC denied petition by
Midwest Video Corp. requesting reconsider-
ation of commission grant of appllcation
of Marsh Media Ltd., for new VHF trans-
lator (KO6GF) to serve Clovis. Action Oct. 1,

8 FCC denied request by Valley TV Cable
Inc., New York, and Valiey TV Cable Inc.,
Pennsylvania, oberator of CATV systems at
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Sayre. Athens and South Waverly, all
Pennsylvania, and Barton and Waverly, both
New York, asking walver of program ex-
oiluslvlty requirements of rules. Action Oct.

w California, Pa.—FCC ordered Southwest
Pennsylvania Cable Inc., operator of
1.300-subscrlber CATV system. to comply
with program exclusivity requirements with-
in 30 days. Southwest sought waliver of
provisions not to provide program exclus-
ivity for WIIC-TV Pittsburgh, as opposed
to those of WTRF-TV Wheeling. W, Va.:
commission denied request. Action Oct. 16.

® Walla Walla, Wash.—FCC approved per-
mission to carry distant signals of KTVW-
TV Tacoma. Wash., by the H & B Communi-
catlons Corp. over CATV system. In same
actlon, commission held in abeyance H & B's
request for permission_to carry distant
signais of KVOS-TV Bellingham, Wash.
Action Oct. 1.

Actions on motions

s Hearing Examiner Basil P. Cooper in Mt.
Carmel, Pa. (Kar-Mel CATV Systems Inc.).
CATV proceeding, continued evidentiary
hearing to date to be specified at Nov. 21
further prehearing conference (Doc. 18630).
Action Sept. 29

s Hearing Examiner Chester F. Naumowicz
Jr. in Rensselaer, Ind. (TV Cable Co. of
Rensselaer Inc.), CATV proceeding, on
examiner’s motion. continued further hear-
Isng co%erence to Oct. 8 (Doc. 18575). Action
ept. b

Other action

s Review board in Willlamsport. Pa., CATV
proceeding, Doc. 18581, granted to extent
indicated. appeal from examiner's ruling
and alternative request for clarification or
enlargement of issues. filed Aug. 15 by
Newhouse Broadcasting Corp. Action Oct. 6.

Ownership changes
Applications

s WIGO(AM) Atlanta: WYDE(AM) Bir-
mingham, Ala., and WWVA-AM-FM Wheel-
ing, W. Va.—Seek assignment of licenses
from Basic Communications Inc. to Basic
Communications Inc. for $1.5 milllon, $300.-
000 to Emil Mogul and 383.091 shares of
Medical Investment Corp, (Total value of
sale—about $6.850.000), Sellers: Emil Mogul.
president (50.8%). et al, Mr. Mogul will
continue to run stations. wiil become senior
vice president of Medical Investment and
proposed as member of that company's
board of directors. Buyers: Medical Invest-
ment Corp., 100%. Thomas K. Scallen,
president, et al. Medical Investment is pub-
licly held company. It owns Shipstads and
Johnson Ice Follies: Blaine Thompson Co.,
New York, advertising firm oriented to en-
tertainment industry. and Royal Typog-
raphers Inc.. New York. company which
does typesetting primarily for advertising
industry, Medical Investment also has in.
terests in banking, land development and
leaslng of medical equiPpment. Ann, Oct. 1.

» WUST(AM) Washington and WJMDI(FM)
Bethesda, Md.—Seek transfers of control of
Atlantic Broadecasting Co. from Danlel,
Milton, Jack and Walter Diener (as group,
100% before. none after) to San Juan
Racing Assoclation Inc. (none before. 100%
after). Conslderation: exchange of stock.
Principals of San Juan Racing Assoclation:
Hyman N. Glickstein. president (7.7%). et
al. Mr. Glickstein Is law Arm partner. Buy-
ers own raceways. Ann. Oct. 1

w KARL-FM Carlsbad. Calif.—Seeks assl&n-
ment of license from Radio Karl Inc. to Far
West Broadcastlng Corp. for $72.500. Seller:
Irene Boss, sole owner. Buyers: Hugh R.
Murchlson, president (51% )., and Milton S.
Martin, vice president-secretary-treasurer
(49%). Mr. Murchison owns 119 of KWHY-
TV Hollywood and is Los Anceles police
officer. Mr. Martin owns bookkeeping and
tax service firm and is controiler for KWHY-
TV. Ann. Oct. 1.

» KPAL(AM) Palm Springs, Calif.—Seeks
assignment of license from KPAL Broadcast-
ing Corp. to R. R. Moore Corp. for $235.000.
Sellers: Leonard Malziish. administrator of
estate of Harry Maizlish, et al, Buyers:
Rozene R. Moore, sole owner. Ann, Oct. 1.

» WWPB(FM) Miami—Seeks assignment of
license from Paul Brake to Robert W.
Sudbrink for $300.000. Seller: Paul Brake.
sol» owner. Buyer: Mr. Sudbrink_ owns
WRIZ(AM) Coral Gables. Fla.. KLVL-FM
Pasadena, Tex.. 85% of KYND(AM) Burling-
ton. Iowa. and 50% of WRMS(AM) Beards-

town, Ill. Mr. Sudbrink also owns /llinois
Star, Beardstown, Ill. Ann. Oct. 6.

s WTRE-AM-FM Greensburg, Ind.—Seeks
assignment of license from Clear Tone
Broadcasting Ine. to Soundiana Inc. for
$170.000. Sellers: Lloyd E. Kanouse. presi-
dent. Vivian M. Kanouse, secretary-treasurer,
et al. Buyers: William C. Clay Jr., presi-
dent, R. J. Reynolds. treasurer (each 38%).
Robert V. Doll. executive vice president
(13.4%), and W Reynolds. secretary
(10%). Buyers own WMST-AM-FM Mt.
Sterling, WFKY (AM) and WKYW (FM) both
Frankfort, all Kentucky and WDLR(AM)
Delaware-Marysville, Ohlo (see WDLR be-
lc?\\t') imd numerous buslness interests. Ann.
ct.

s WITO(AM) Bath, Me.—Seeks assignment
of license from Catherine Porter, executrix
of estate of Winslow Turner Porter. de-
ceased (100% before, none after) to Cath-
erine J. Porter (none before. 100% after).
No consideration Involved. Ann. Oct. 6.

8 WIMS(AM) and NEW FM both Ironwond.
Mich.—Seek assignment of license and CP
from Upper Michlgan-Wlsconsin Broadcast-
Ing Inc. to Peninsula Broadcasting Co. for
$335,000. Seliers: William L. Johnson. presi-
dent (61%). Ruby Santini (7%), et al. Buy-
ers: Charles K. Heath, president (98%).
and Victoria E. Heath. treasurer (29). Mr.
Heath Is former newscaster for NBC News
Chicago. Ann. Sept. 24.

» KICK(AM) Springfield. Mo.—Seeks trans-
fer of controi of Kickapoo Prairie Broad-
casting Inc, from Mrs. Hanna R. Strauss,
executrix of estate of Lester F. Strauss.
deceased (50% before. none after) to Hanna
R. Strauss. individually (none hefore. 21.4%
after) and as trustee with Jean R. Kramer

and Lester H. Rose (none before 285%
%rtteﬂl. No consideration involved. Ann.
ct. 1.

s KBON(AM) Omaha—Seeks assignment of
license from Blaustein Industries Inc. to
Paxton Radio Inc. for $400.000. Sellers:
Jacob Blaustein, et al. Buyers: Harrison M.
Fuerst, et al. Buyers own WSLR(AM)
Akron. Ohio: WOKO(AM) Albany, N, Y.,
and KTLK(AM) Denver, Ann. Oct. 1.

s WIRZ(AM) Hackensack, N. J.—Seeks as-
signment of llcense of WJRZ Inc, to Pacific
and Southern Inc. for $6,100,000. Sellers:
Steven Ausnit, president. et al. Buvers:
Pacific & Southern Broadcasting Ine., 100%.
Principals of P & S Broadcasting: Fox,
Wells & Rogers (31.8%). DeSales Harrison
Jr.. chalrman of board-treasurer-assistant
secretary (11.89¢), Arthur H. McCoy. presi-
dent (11.3%), et al. Buyers nwn WSTO-AM-
TV Atlanta. WSAI-AM-FM  Cincinnati,
WQXI-FM Smyrna, Ga.. KHON-TV Hono-
lulu, KHAW-TV Hilo and KAII-TV Wailuku,
both Hawail, Ann. Oct. 6,

s WDLR(AM) Delaware. Ohio—Seeks as-
signment of license from Delaware-Marys-
ville Broadcasting Service Inc. to WDLR Inc,
for $190.000. Sellers: See WTRE-AM-FM
Greensburg. Ind, Buyers: John L. Sinclair
Jr.. president. and John B. Deacon. vice
president-treasurer (each 50%). Mr. Sin-
rlair owns 50% of WANT(AM) Richmand,
Va.. 25% of WCVL(AM) Crawfordsville,
Ind., and 50% of chain of eight restaurants.
Ann, Oct. 1

= KOOS(AM) Coos Bay, Ore.—Seeks assig&n-
ment of license from KOOS Inc. to Kerry
Radio Inc. for $50.000. Seliers: John W.
Sackett. president. et al. Buyers: James F.
Bnrti Trene L, Johnson sole owners. Ann,
ct. 1

s WRIK-TV Ponce. P. R.—Seeks transfer
of control of Ponce Television Corp. from
Alfredo R. deArellano III (100% _before,
19.9% after) to United Artists Broadcasting
Inc. (none before. 80.17% after). Considera-
tion: SR.1 million. Principals of United
Artists Broadcasting: United Artlsts Cnrp..
100%. United Artists Corp. is wholly owned
by Transamerica Corp., a_diversified public
company. United Artists Broadcastin~ owns
WUAB(TV) Lorain-Cleveland and holds CP
tfor  KUAB(TV) Houston. United Artists
Corp. is primarily engaged In motlon-pic-
ture distribution for theaters and TV, and in
music publishing and recordine flelds. Note:
Mr, deAreilano now holds 82.23% of WRTY-
TV. Sale of station is contingent on his
acquisltion of 17.77% from other stock-
holders, 10% of which is to be purchased
from Angola Investment Inc. This stock
was owned by Luis A. Ferre, but was
turned over to Angola when he took office in
Januarv 1969 as governor of Puerto Rico.
Ann. Sept. 23

s KMCO(AM) Conroe, Tex.—Seeks transfer
of control of Montgomery County Broad-
casting Inc. from Eunice Hardy Smith, et al.
(as group. 1009 before, none after) to Earle
Fletcher (none before. 1009 after). Con-
sideration: $245.000. Princlpals: Mr. Flet-

cher owns KCLE(AM) Cleburne and 80% of
é(‘lBAN(AM) Bowie, both Texas. Ann. Sept.

s KTEM(AM) Temble. Tex.—Seeks transfer
of control of Bell Broadcasting Cg. from
Frank W, Mayborn and C. A. Schulz (as a
group. 100% before. none after) to Clint
Formby and Marshall Formby (each none
before. 50% after) and assignment of li-
cense from Bell Broadcasting Co. to KTEM
Radio Inc. (contingent on grant of transfer
of control). Consideration: $350,000. Sellers
own KCEN-TV Temple-Waco.Tex. Buyers:
Messrs. Formby each own 50% of KPAN-
AM-FM Hereford and KLVT(AM) Level-
land, both Texas. Marshall Formby is
attorney and owns 40% of KFLD(AM)
Floydada. Tex. Ann, Oct, 1

s WRGM(AM) Rlchmond. Va.—Seeks assign-
ment of license from 1540 Radio Inc. to
Continental Communications Inc. for $200,-
000. Sellers: John Edward Grigg, presldent,
et al. Buyers: Henry C. Wllson, presldent-
treasurer (26.239%), Quanta Systems_Corp.
(26.81%). et ai. Buyers own WPDX(AM)
Clarksburg, W. Va., and WNBE-TV New
Bern, N. C. Ann. Sept. 24.

s WFHR(AM) and WWRW (FM) both Wls-
consin Raplds, Wis.—Seek transfer of con-
trol of Willlam F. Huffman Radio Inc. from
Louise F, Huffman (75.4% before, none
after) to Willlam F. Huffman. trustee (24.6%
before. 100% aftery No consideration In-
volved. Ann. Sept. 24

s KVWO-AM-FM Cheyenne, Wyo.—Seek as-
signment of licenses from Cheyenne Broad-
casting Inc. to KVWO Inc. for $99,000.
Sellers: Leo R. Morris, president and gen-
eral manager, et al. Buyer: John W.
Hough. sole owner. Mr. Hough owns 50%
of WMLK(TV) Janesville, Wis., 19.58% of
KBOA-AM-FM Kennett, Mo., and 6%% of
KTHS(AM) Berryville, Ark., and is partner
in law firm. Ann, Oct, 6.

Final actions

s WOKY (AM) Milwaukee. Wis,, WADO(AM)
New York and KCBQ(AM) San Diego. Calif,
—FCC granted transfer of control of Bartell
Media Corp. (6% before. none after) to
Dmwvne Communicatlons Ine. (32% before,
389% after), Sellers: Lee, David and Melvin
Bartell. et al. Bartell Media Corp, is parent
corp. of Bartell Broadcasters Inc.. which is
parent corp. of licensees of WOKY, WADO
and KCBQ. Buyers: Edward R. Downe Jr.,
president-treasurer (6A.29%-), »~»t al. Mr,
Downe is director of Bartell Media Corp.,
president of a mail order company and of
an advertising representatlve firm, secretary
of Zenith Industries Inc, and has other busi-
ness interests, Downe Communicatlons also
owns Ladies Home Journal and American
Home magazines. Consideration: $1,585,080,
All three stations have been notified of
apparent liability forfeiture for failing to
observe provisions of rules of transfers of
control, Action Sept. 17.

s WCLR(AM) Crystal Lake, Ill.—Broadcast
Bureau granted transfer of control of Lake-
Valley Broadcasters Inc, from Dorothy B.
DeBeer. et al. (lointlv 1009% before. none
after) to Malcolm K. Bellairs_ (none before,
1009 after). Conslderation: $350,000. Prin-
cipal; Malcolm K. Bellairs, sole owner. Mr.
Bellairs owns radio program and commercial
nroduction company and is announcer for
WBBM(AM) Chicago. Action Sept. 29.

s WVFV(FM) Dundee. Ill.—Broadcast Bu-
reau granted asslgnment of license from Fox
Vailev Radio Inec, to Richard O. Willrett for
$45.000 Sellers: James C. French, president,
et al. Buyer: Mr. Willrett is salesman for
WLXT-TV Aurora, Ill. Action Sept. 29.

= WUSJ(AM) Lockport, N. Y.—Broadcast
Bureau granted transfer of control of Lock-
port Union-Sun and Journal ‘Inc. from
Katharine W, Corson, trustee (24% before,
none after) to Peter Corson, Catherine C.
McLean. Antoinette C. Rothfuss and Caroline
C. Bell (each none before. 6% after). No con-
sideration involved. Action Sept. 29.

s WSMT-AM-FM Sparta. Tenn. — Broadcast
Bureau granted assignment of licenses from
Sparta Broadcasting Co. to Upper Cumber-
land Country Bradcasting Co. for purpose of
corporate reorganization, No consideration
involved. Principals: Joe Kuhn. Van Slack
(each 45.45%). Martha A. Kuhn and Sylvia
M. Slack (each 4.45%). Action Sept. 29,

» KLVL-FM Pasadena. Tex.—Broadcast Bu-
reau granted assignment of license from
Felix H. Morales to Robert W. Sudbrink for
$150.000. Seller: Felix H. Morales, sole
owner. Mr. Morales owwns KLVL(AM) Pasa-
dena. Buyer: Robert W. Sudbrik, sole own-
er. See WWPB(FM) Miami. Action Sept, 29,

(Continued on page 93)
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CLASSIFIED ADVERTISING

Payable in advance. Check or money order only.
Situations Wanted 25¢ per word—$2.00 minimum

Applicants: If tapes or films are submitted, please send $1.00 for each package
to cover handling charge. Forward remittance separately. All transcriptions, pho-
tos. etc., addressed to box numbers are senf at owner's risk. BROADCASTING
expressly repudiates any liability or responsibility for their custody or return.

Help Wanted 20¢ per word—$2.06 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-%ook rate.—Stations for
A i and Busi

Sale, Wanted to Buy Stations, Empl
advertising require display space.

All other classifications 35¢ per word—$4.00 minimum

No charge for blind box number,

Addsrgss replies: ¢/o BROADCASTING, 1735 DeSales St., N.w., Washington, D.C.
20036.

y t Ag Opportunity
Agency commission only on display space.

RADIO

Announcers

Announcers continued

Help Wanted—Management
Northeast Suburban group wants hard working
manager who is al! local salesman. Person selected
will be given stock, good $$%. plus other benefits.
Box K-9§. BROADCASTING.

Siles manager for a 50 kw major midwest market
station. Must have a proven record of performance
and’~ability to - direct and motivate 3 five man
sales staff. This man is not an armchair manager
but one who teaches men to sell creatively by
example. He should be an expert with ratings but
uses ideas above the numbers to make the sale.
Our requirements are high but so is the income.
A permanent future with excellent advancement
opportunity for the man who can produce results.
Sent ,resume in complete confidence. Box K-98,
BROADCASTING. ,

Wanted—assistant manager-salesman, extra income
for play by play. AM 5 FM programed separately
—home of Mississippi State University—Joe Phillips,

WSSO, Starkville, Mississippi. 601-323-1230

$15,000 to $30,000 income range is what a normal
counselor at a Columbia_School of Broadcasting
studio earns. We have 32 offices and studios in
the US. and Canada. We are looking for some
super-sharp 26-38 vyear old broadcasters to join
our organization .es counselors (not tfeachers—
just explain our schoo! to prospective students).
S years experience in broadcasting. Married. Send
resume & photo to: Wm. Anderson, President,
Columbia School of Broadcasting, 4444 Geary Blvd.,
San Francisco 91118. (Not affiliated with CBS,
Inc. or any other institution.)

Sales

Human Being. Not a fill-in-the-blanks robot. Show
us how you'd entertain our audience. How you'd
weave your own individual personality, timely in-
formation and mid-road-contemporary music into
a_ program unit. |If you are creative, imaginative.
Like a challenge. Mail yourself by tape and photo)
to this mid-American medium. Box K-10, BROAD-
CASTING.

Midwest 10kw station located in college town has
opening for dj with first phone. No maintenance.
GCood working conditions. Salary based on ability
and experience. Send tape, resume and salary re-
Quirements to: Box K-24, BROADCASTING,

Announcer: Wanted—bright happy, fast-paced top-
40 man for afterncon drive time. Great opportunity.
Southern market. Send tzpe and resume. Box K-2§.
BROADCASTING,

Experienced. MOR or CGW, for metropolitan sta-
tion. Ideal living conditions. Excellent opportunity.
Box K-37, BROADCASTING.

1st phone for contemporary MOR station in medium
markef. Must have interest in talk show and some

news. Send tape and resume. Box K-56, BROAD-
CASTING.

Ceorgia_ medium market Top 40 needs aII-nigh-t
man with first phone. Send tape and resume to
Box K-78, BROADCASTING,

Bright sounding, experienced announcer with third
endorsed needed by five kilowatt Maryland sta-

tion. MOR format. Some copy and newswriting
experience preferred. Cood shift, fringe benefits.
Advancement. Send tape, resume. Box K-91,

BROADCASTING.

Major midwest market needs the right man. Per-
centage of station gross a possibility. Outstanding
opporfunity Box |-145, BROADCASTING

Salesman for midwest major market AM-FM fa-
cility. Not the top station in the market, but
then .if we were, we wouldn't be advertising fer
3 salésman. If you are aggressive, professional and
want. to make money with a growing _organization,
write giving full particulars All replies confiden-
tial. Box K-32, BROADCASTING.,

Major market mid-Atlantic prestige station seeks
young, experienced, aggressive salesman. Tremen-
dous future and big dollars with outstanding
broadcast group. Send resume and billing history.
All replies confidential. Box K-76, BROADCAST-
ING.

Midwest branch studio manager. Commission and
salary. Cuarantée to $650. Box K-116, BROAD-
CASTING. .

We want two pros. Tired of medium market salary
limitations> Move up to unlimited potential at
the mid-west's prestige soul station. Station has
excellent rating ‘position in metro market and
leads nriearest competitor by overwhelming margin.
If you have a good ftrack record we have a
faster track. Rish* man can make s*les mana-er
first. year. RS.VP. WTLC, Tom Mathis, Cenerai
Manager, Indianapolis. .

We need good salesman-anmnouncers for training as
managers. Have 4 stations now, plan four more.
Stock options, good salary, and excetlent oppor-

tunity for rapid advancement. Contact Donald
Curtis, PO Box 428, Cherryville. NC.
Sales oro  for leading contemporary station in

beautiful Grand junction, Colo. Age 25-35 preferred,
$690 plus ccmmissions. Call Charlie Powers or )im
Schaeffer, (303) 243-1230. . :

Talent, initiative, and-management ability are the
three things we need to get one of the- most
outstanding chain of radio statinns in the western
United States nff the ground. There will be mul-

Medium market Ohio station needs play by play
man who will also do some board work Send tape,
Iri‘sgme and references to Box K-97, BROADCAST-

Major market modern country station needs a
bright. genial, professional who can project a
friendly personality without a lot of gab. Experi-
ence in COW not mandatory .if the man can follow
tight format and has record of ratings and stability.
Only top men considered since compensation s
high. Submit resume and tape in complete confi-
dence. Box K-120, BROADCASTING.

Eastern regional AM-TV wants versatile radio man
for upbeat MOR format and daily television pro-
grams. Send full resume, aircheck, pix and salary
requirements to Box K-148, BROADCASTING.

Country jock for modern format can swing into
diive time show now! Hard workers progress on
our team! Send tape, resume, photo, etc. to chain
station number 2, WDEN-AM-FM, Macon, Ceorgia.

Top 40 personality with production talent and
music/program director potential. Solid opportu-
nity to move up. Resume and tape to WELK,
Charlottesville, Virginia.

Soul dj needed immediately. Ist ticket, no mainte-
ga;css_lgall collect, WGOV, Buck Paulsen, 912-
42-4513,

Experienced announcer wanted for news and/or
board. Must be fully qualified and have good
record. Middle of coad to better music format,
Send tape and resume to Norm Brooks, Program
Director, WGCST Radio, P.O. Box 7888, Atlanta,
Ca. 30309. WGST is an equal apportunity employer.

We need a young guy, preferably unmarried, for
an all-night show. We're looking for someone who
can be a top innovator with eyes for better things!
If the shoe fits. send tapes and resume to |eff
Kave, WKBW Radio, 1430 Main St., Buffalo, New
York 14209. Hurry!

Top 40 professionals. We may have a place for
you on our staff. $125.00 a week. Cood voice
essential and production know how a must. Send
tape, resume and picture to Stan H. layson, Pro-
gram Director, WLLL Radio, P.O. Box 1510, Lynch-
burg, Virginia.

We're young and small, but we've got style! We
need twc air personalities right away. If you're
a WNEW fan. send an air check to: Jeff Wade,
P.D., WPNO, 88 Court Street, Auburn, Maine 04210.

If you're a good radio personality announcer and
can combmne this talent with other broadcast skills,
we're interested in you. No beginners. Send tape
and complete resume. Ceneral Manager, WSOY
Radio, P O. Box 2250, Decatur, Ill. 62526.

First phone needed immediately, middle of road
programing . . . emphasis on annnuncing. WTHM-
AM-FM, Lapeer, Michigan. Cali 313-664-8557 day
or 313-664-8293 evenings.

Central Virginia top rated MOR station seeking
experienced announcer for daytime split shift. No
beginners. Need mature, strong voiced, personality,
Salary negotiable, Call 703-296-6177.

Announcer: KSOX in lower Rio GCrande Valley,
Raymondville, Texas. Send tape to E. L. Clinton.

Are you a great air man, who can also turn out
clever commercials? Want to throw your lot in
with a winner? Creat opportunity to advance your
career. Write, send tape to KVOC, Box 2090,
Casper, Wyoming.
Number one soul station in the southwest has
immediate opening for newsman. Experience pre-
ferred but willing to accept beginner with interest
i news. Send tape and complete information to
Dick Oppenheimer at KYOK.

First ticket deejay. No maintenance. Top contem-
porary format. Salary commensurate with ex-
perience One of our guys is moving up with our
blessines. Tape, resunie. and references., first letter.
Eill Sullivan, WAHT Radio, P.O. Box 15, Lebancn,
a. .

Immediate opening for announcer. Send t-pe, pho-
Eoooan resume. Station WAMD, Aberdeen, Md.
1001.

tiple opportunities to step into station mar vt
just as soon as you have proven ycurself. This is
a youns, hard working progressive kind of place
to work. If you would be interested in time sales,
or air work, or perhzps both, please sen” a tape,
resume, and a_ bpicture immediately to P.O Box
235, Fortuna. California 95540.

Immediate cpportunity. Experienced
nouncer, MOR format, night shift till | am.,
3 hours s&ir time nivhtly. No maintenance. Paid
insurance. med-hrspital benefits. Send ‘*ape, salary
neeed and details to WCMB, Box 3433, Harris-
burg. Pa. 17105.

Ist phone an-

Staff .. MOR . . . immediate opening.
$100.00 a week. No beginners, please. Call man-
ager, 318-442-6611.

D) pro for leading contemporary station, beautiful
Grand  Junction. Colo. Must be sharp on news.
production and run tight board. No beginrers
please. $500 per month. Call Don Bittle (303)
243-1230.

Florida di's this MOR pays its people half what
they're worth, because we let them work toward
coilere deeree at UF. $90 to start. Your chance
to cet the deeree. Be good at MOR and call Steve
Sullivan, 904-372-2528.

Technical

Chief engineer “for AM FM station. Metropolitan
market. No announcing, Box |-358, BROADCAST-
ING.

Chief engineer. A challeneing, permanent oppor-
tunity with station group Fair salary plus unusually
fine potential Experience required in all phases
of AM/FM operation and supervision. Please supply
complete resume and salarv requirements first let-
ter. Box |-367, BROADCASTING.

Immediate opening—midwest—first phone. Hi power
AM-FM directional experience essential. Send com-
plete resume—photo and salary requirements. Box
K-13. BROADCASTING.
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Technical continued

News continued

Situations Wanted

First class engineer assistant chief. AM and FM
automation. Gulf coast—ideal working conditions,
new equipment. Box K-114, BROADCASTING.

Chiet engineer for east coast, major market AM
and FM combination. Must be fully experienced
in complete maintenance, including directional an-
tenna, and capable of first class construction.
This is a permanent position with an excellent
future in a growing company. Write in confidence
giving complete details of work experience and
personal background along with references which
will be checked. Box K-118. BROADCASTING.

Group owned AM station has opening for chief
engineer, Check this out, if you are looking for a
Carcer with a future. Box K-133, BROADCASTING.

Chief engineer for 5 kw directional station plus
FM facility in central Penna. Must assume full
responsnbllny for maintenance. Ability to assume
an air shift brings extra pay. Also looking for Ist
phone dj's for upcoming job for our swinging
modern adult format. Come join the R. F. Lewis,
|r. family of radio stations. In addition to wages.
extra pay for sales, play by play. Also hospitaliza-
tion and retirement plan. Contact Ben Barber,
WHYL Radio, Carlisle, Pa. 717-249-1717. No col-
lect calls, please.

Engineer—Costa Rica. Live in beautiful Costa Rica
—tropical Switzerland of the hemisphere—Latin
America's most tranquil, democratic country. where
living is easy and cost of living low. Only [-15
hours from Miami. New company directed by Amer-
icans owns iargest AM-FM chain in country. Exten-
sive expansion, upgrading planned. Need Ist class
engineer—experienced planning, building, tuning,
AM-FM, simple directionals. Spanish helpful but
not required. Must be resourceful-patient-experi-
enced in directing others. Unusual opportunity to
escape the rat race and work with group of
woanderful pecple. Permanent with excellent future.
Replies confidential. Write giving full resume,
education-background-experience  'ohn M Mac-
Lendon, Director, Radio Costa Rica, P.O. Box 120,
Jackson, Mississippi 39205.

Chief engineer immediate opening for engineer
to head technical development of county wide
school television system. Contact lohn Craft, Di-
rector of Television for details. Phone 1-304-748-
7600, Extensicn 44.

NEWS

Chalienge: Rebuild news department at top rated
midwest swinger. Send tape, resume and picture
to Box H-146, BROADCASTING.

News director. Air AM. and noon news, direct
staff. Experience necessary. Send air check and
resume to Box |-118. BROADCAST!NC

Hlinois. Newsman or newsman-salesman.
range. Box K-117, BROADCASTING.

$150

Highly rated Denver area station needs man to
join growing news cperation. Must be strong on
mobile news and on the scene reporting. Must
have at least 2 years experience or be a journalism
grad, Station has the fatest in electronic news
equipment and mobile units, Send air check, re-
sume, salary requirements and photo to: |. T.
Moran, News Director. KLAK Radio. 7075 W.
Hampton Ave., Denver 80227.

Lost our newsman of four years 1o TV. Have cpen-
ing for digger—not a reader. 314 day week. Have
United Press wire and UPI AUle Contact Paul
Olson, KLEM Radio, Le Mars. lowa. Send resume,
audition repe and references to Box 1410, Le
Mars, lowa

10 kw news station wants full-timer in staff ex-
pansion. Experience less important than interest
and drive. Permanent with advancement and merit
increases. Excellent living conditions. Rush audi-
tion or phone News Director, KOAM Radio, Box
F, Pittsburg, Kansas.

Director for news-oriented South Texas bercer sta-
tion in hot news center. Must be satisfied with
nothing less than censistently scooping all ather
media. Salery open. Send resume to Scott Ellis
KVOZ. Box 1638, Laredo, Texas 78040

Top news station, northeast Massachusetts, neeCs
news director. Experienced man, aggressive and
creative news gathering ability, who can dig,
write, deliver principal newscasts. head up depart-
ment, capable maintaining station strong news
image. Well equipped, multiple 2-way communi-
cation units, MOR station. Full benefits, 5 day
week, best hospitalization plan, substantial fast
growing company paid profit sharing. Send resume,
pix, air-check, writing sample, salary needs. WCAP,
Lowell, Mass. 08152 or call station manager 617-
454-0404

News director for 5,000 watt fulitime suburban
station near Philadelphia. Dig, write and deliver
local news and supervise stringers. Challenging
position in growing market. 215-384-2100.

Programing, Production, Others

Traffic director/male or female/experienced in mak-
ing daily logs/must understand FCC rules/must want
responsibility/must be reliable/ pleasant voice. Flor-
ida University City, Box )-348, BROADCASTING.

Creative productionman. Create original commer-
cials for cur station and have fun doing it. Come
where you'll be appreciated. Write Box K-103,
BROADCASTING.

Bill Weaver, General Manager, KWIZ Santa Ana.
KLOK San Jose, needs Administrative Assistant
1former promoted to Station Manager}. Man must
know broadcasting, must know FCC rules and
regulations; must be announcer: write and produce
spots; active p.r.. unique, experienced. creative.
Resume to Bill Weaver, 3101 W. 5th St., Santa
Ana, Calif. 92703.

Latino—Director de Programas. Live in beautiful
Costa Rica—tropical Switzerland of the hemi-
sphere. Latin America's most tranquil, democratic
country, where living is easy and cost of living
lov.. Only 1-%4 hours from Miami. New company
directed by Americans owns largest AM & FM
chain in country. Extensive expansion, upgrading
plann2d. Need program director minimum Sgyears
experience—all phases Spanish radio—contempo-
rary and typical music, news, sports, futbol, no-
vellas, etc. Experience in U.S. radio, plus Latin
country, i.e.. Cuba, Mexico, Puerto Rico, required.
English helpful but not necessary. Must have con-
fidence and sbility to achieve and hold No. 1
ratings in country with general programing format.
Should be young but mature, imaginative, with
ability to direct people. Unusual challenge and
excellent opportunity to grow with this new, pro-
gresslve organization. Replies confidential. Write
giving full  resume, education-background-experi-
ence. john Maclendon, Director, Radio Costa Rica,
P.O. Box 120. Jackson. Mississippi 39205.

Public relations specialist, aggressive person to
learn and work in complete balanceqd corporate
public relations program. Requires minimum three
yezrs reporting experience. Send resume to' B.
Huntington, Employment Supervisor, The Dayton
Power and Light Company, 409 East Monument
Ave., Dayton, Ohio 45402. An equal opportunity
employer.

Situations Wanted Management

Superior general :nanager = supericr staff 4 scund
= superior sales + service = license enhancement
4 community status. If the sequential order re-
flects your thought let's talk abcut the first
compsnent. Available March 1. Write Bex K-58.
BROADCASTING.

People are your biggest asset. | know how to
protect your investment. Family man, 43, experi-
enced. South or East. Write Box K-89. BROAD-
CASTING.

Management continued

Management seeking between Fresno and San

Diego, executive programmg and sales with major

chain. College grad . . self-starter
heavy. Box K- IZI BROADCASTING

General manager-sales manager. Complete back-
ground management, sales, programing. Proven
record. Single station or group operation. Uni-
versity graduate. Family man, reliable, responsible.
Now in management position but seek chane
Resume, references available. Box K-124, BROAI

CASTING.

Attention: Virginia, Carolinas, Georgia. Selling sales
manager, impressive radio background, _ interested
settling your area. Resume. Interview. Box K-130,
BROADCASTING.

Station manager/sales manager available immedi-
ately. Experience in medium market AM-TV, the
hardest working man you can get. Box K-137,

BROADCASTING or phone 305-949-8815.

Manager/sales manager small-medium market sta-
tion. Mature, thoroughly experienced station opera-
tion. Top salesman, direct selling local, retail, re-

gional. Highest industry references. Box K-142,
BROADCASTING.
Hard-working, kncwledgeable radio veteran, 43,

available soon. Manager or sales manager. Quality
air_work & production. Ceorge Dean, Las Vegas,
385-9708.

Southeast—sales manager - announcer - sportscaster.
Strong  play-by-play. College graduate, 35, family
man. Prefer smail market offering ownership oppor-
tunity. Box K-17, BROADCASTING.

Due to financial difficulty of my ETV employer,
I'm looking for a sales position. Loads of TV
production experience, some radio sales, college
grad, resume upon request. Lee Walker, 601
Raleigh Ave., Norfolk, Va. 23507.

Announcers

Attention Florida. Jock Newsman 10 years experi-
ence, married, 35 veteran, 3rd endorsed. Have
done top 40 and MOR shows successfully_in morn-
ing, afternoon, and night time slots. Strong on
production also experienced as newsman digging,
gathering and reporting same. Have also hosted
falk shows, telephone open liners, live remotes, efc,
Wish to setfle in mid or southern Florida Cali
(212) 372-1783 after 6 P.M. Box |-158, BROAD-
CASTING.

Looking for responsible pcsition with medium mar-
ket station in northeast. With present employer
S years. In no hurry to move. Will wait for the
right opening. st phone. Make contact now if
you might become interested. Box K-12, BROAD-
CASTING.

Negro 1st phone—four years experience in announc-
mgé D.J., news and sales. Box K-15, BROADCAST-
TN

Reads well, some experience. Cod be with you.
Please Dial 315 RE 6-1538 or Box K-16, BROAD-
CASTING.

Florida, 1st phcne announcer wants to move up.'s
Relisble. six years experience, can improve your
saund. $125.00 minimum. Box K-42, BROADCAST-
1

NC.

Major market CGW personality. now "happily em-
ployed. seeks equivalent position in west or S.\W.
I'm not in a hurry. Minimum: $10,000/year. Box
K-64. BROADCASTINC.

Medium market traffic manager seeking to relo-
cate—extremely capable. Can handle sales avail-
ability and switchpitch like you wouldn't believe.
Box K-95. BROADCASTING.

Twenty years experience. Manazement. Strong
saies drive. ability to motivate. Will build audi-
ence, sales. profits. Want challenge. Box K-110.
BROADCASTING.

Newsman-expenenced for midwest MOR station with
three man professional news staff. Apply with resume

stating salary requirements to: Warren Boldt.
News Director, WSOY. PO. Bex 2250, Decatur,
Ilinois 62526.

Young positive attitude pro wants small to medium
market management challenge. Leader with com-
plete knowledge in management, sales. and pro-
graming. Billing incentive and.or stock option.
Box K-119 BROADCASTINC
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Personality looking to do my thing! T-40, talk,
copy G production experience. Creative, willing
to listen and contribute. Prefer Conn. area, but

will move for $35. Married and ex-Marine. Box
K-70, BROADCASTING.

No pro, but working on it with over two years
experierce! Want central east coast station with
staff of workers. Tep 40, MOR, news, sales. pro-
duction | want work but also cash. Box K-7I,
BROADCASTI NG.

Experienced announcer, ¢}, 3rd phone, tight board.
Family man willing to relocate. Box K-79, BROAD-
CASTING.
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Situations Wanted

Announ:ers continued

Programing, Production, Others

Announcers continued

Man with three years radio announcing experience
desires position as newscaster of announcer. Box
K-84, BROADCASTING.

Experienced personality top-40 D.). is looking for
bigger and better things. If you're looking for
something better, write Box K-85, BROADCASTING.

Pro. dj, good voice, top 40 or progressive _MOR.
Southwest or California preferred. Five figures.
Box K-87, BROADCASTING.

Program director and/or deejay, mod contemporary
{top-40) music, 9 years experience. knows music,
3rd class, medium + market, available now. Write
Box K-90, BROADCASTING.

Chief engineer announcer desires MOR adult sta-
tion as combo. College. Twelve years experience
in all phases. Box K-92, BROADCASTING.

comgleted military, mar-

Rock/MOR experienced. Box K-94, BROAD-

ried, 24, available. Now . . .

CASTING.

MOR dj. Thoroughly trained beginner. Veteran.
3rd endorsed. Box K-96, BROADCASTING.

D) announcer, experienced, reliable, 3rd phone,
will relocate. Box K-105, BROADCASTING.

Over two vyears experience, some ccllege, third

phone. Box K-106, BROADCASTING.

Top soul jock, first phone, write Box K-I13,
BROADCASTING or (212) 872-1182.

I1f you are in a top 35 market, play MOR or top
40, like jocks who talk to not at, with a sense
of humor, maybe we should get together. I'm 26,

married, masters. 4 years commercial exp. Write
Box K-115, BROADCASTING.
MOR, pop—young, versatile, assiduous, smooth,

bright delivery, agency calibre production, Me“ium
market background. Best references. Philadelphia,
215-455-4625. Box K-122, BROADCASTING.

i offer top flight MOR dj show. Major market
sounding football, basketball, and baseball play by
play. Seek good salary with all modern fringe
benefits. Box K-123, BROADCASTING.

Sports man—potential major market—clear. con-
cise, candid, enthusiastic play by play—thirteen
years-high school, college baseball, football, basket-
ball and hockey. Desire minors or majors. Salary
open. Box K-125, BROADCASTING.

Metro top 40 MD-DJ, 20, first phone, 3 years
experience, 2 years college, ~ood voice, will re-
locate. Box K-128, BROADCASTING.

If you program the Nashville sound and need &
piay by play sportscaster, newsman, disk jockey.
production_or salesman, contact me, Jack McAfee,
3 Mapies 3t.. Fert Walton Beach, Fia.

Rock or soul, Ist phone, merried, draft exempt,
creative and exciting. Limited exp. . . reiucate
ggaygf é‘\egz NevS a contact Juhn R. Chargualat,
7 wood St., San Diego, Calif. or (714)
28478486, . ' '
Professionally trained. 3rd. MOR. Ambitious Col-
iege graduate. No state preference. Brian Ward,

12772 Christy Lane, Los Alamitos, Calif. 90720.

Man with unique qualifications seeks positicn.
Beginner, professionally trained, personavle, reliable,
neat, ambitious, industrious, mature, FCC third.
Will relocate. What else is unique’ Age 17, Not
many men can say that. For tape, please call or
write Don  Knudson, 8820 SW Lehman, Portiand,
Oregon 97223, telephone 503-246-3245.

News dj presently on air. Eight months experi-
ence. Howard Taylor, 2135 South Michigan, Chi-
cago. CA 5-642G after 9 P.M.

Climate of the "last frontier'" may make it my
last frontier. Looking for a dry place. Experienced
in all phases, 3rd phone, draft exempt. Steve
Phillips, Box 1614, juneau, Alaska 99801.

Recent Broadcast School graduate desires disc

jockey position on southern C&W station. 3rd
endorsed.  Married, draft exempt. Clyde Bass,

219-283-8617.

Eager beginner in need of first break in radio—
a;oa::;as:!ng éggoolograduafe. third phone endorsed.
. Martin, 40th St., Moline, Illinois 61265,
(3091 764-662, nols 61265
First phone, 6 years radio-TV experience, married,
draft exempt, 24 years old. Currently on vacation
in_ North Dakota Why not?) Write PO, 1121
Minot, North Dakota or call 701-838-4481 if you
would like me to announce on your station.

Technical

1 year experiencevas assistant chief—first phone—
€an announce. Vermont area only. Box K-2I,
BROADCASTING. g
Engineer, first phone, no announcing, experienced.
Box K-99, BROADCASTING.

Chief or transmitter engineer 12 yrs., chief AM-
FM-DA 22 yrs. Box K-107, BROADCASTING.

Chief engineer AM-FM maintenance. inst;ll;E
10 years experience Ohio, Michigan only. Box
K-109, BROADCASTING.

Ist phone seeks control room or trans-
BROADCASTING.

Colorado
mitter opportunity. Box K-132,

6¢ invested here gets you double your money!
Major top 40 . . . this is your thing! Box K-131,
BROADCASTING.

There must be a station that can give a guy his
first break in radio as a dj-announcer. First phone.
Tight board. Broadcast school gracuate. Prefer
northeast or midwest. Wiil consider other locations.
Write ar call 212-456-3090 or Box K-136, BROAD-
CASTING.

Metro Boston or NY . .. Ist phone . . . board
operator . college experience, engineer and
announcing . . . 24 year old. BA—Vet. Box K-140,
BROADCASTING.

Prefessional announcer . . . program director . . .
production manager . . . music director . . . major
market experience. 215-324-4125 or Box K-143,
BROADCASTING.

Country/MOR announcer, experienced. Musical back-
ground, saies and management. Married, wish to
locate permanently, will relocate. Box K-149,
BROADCASTING.

Experienced copywriter in Radio and TV looking
for challenging position in Central Florida. Box
K-150, BROADCASTING.

3rd endorsed beginner, single, 24 yrs., draft free,
wants first break in any radio station. Broadcast
school—authoritative and good voice=-will relocate.
Career minded, not just a job available now!
Write Richard T. Beasley, 1656 Corawall Ave.,
Waterloo, lowa 50702.

Chief or supervisor licensed twenty ye=rs. Direc-
tional experience Box K-134, BROADCASTING.

First phone AM/FM s*ereo exoerience. East pre-
ferred. Box K-135, BROADZASTING.

Engineer, first phone, ae 46, dedicated broadcast-
ing since 1951, sixteen ye2rs in major markets AM.
Three months TV, prefer TV or both. Avsilable
now, 314-741-0872 or Box K-138, BROADCASTING.

NEWS

continued

Quality conscious broadcaster seeking position cf
program divector at AM fulltimer in medium or
large market. Desire t3 take complete charge of
Programing at station that would iike to become
ieading adult music station. First phone. married,
stable. No problems. Contact at 6i8-45i-75il or
Box K-139, BROADCASTING.

Professional TV artist, 6 years color. Top 50 pro-
cuction, promotion, photography, animation,  all
styles graphics, set design and construction, Ist
phone. Comprehensive resume. Phone 406-756-4040.

TELEVISION

Help Wanted

Technical

Excellent opportunity for young agaressive engineer
with TV studio maintenance experience. Studio engi-
neertng supervisor position open with forward-look-
ing all color station. State experience, salary re-
quirements, Box j-332, BROADCASTING.

Crowing Wisconsin U has immediate cpenings for
TV engineers with two or miore years experience.
Top pay, all fringe. Live and work in beautiful
city of 40,000 in midst of great hunting and tish-
ing area. Box K-72, BROADCASTING.

Maintenance engineer. First class license and ex-
perience in maintenance of color eguipment re-
quired. Group owned station. Great opportunity.
Box K-129, BROADCASTING.

Florida VHF needs an experienced and licensed
TV _BC technician. Write: WDBO-TV, P.O. Box

1833, Orlando, Florida 32802. Florida epplicants
call 305-241-1491,
First phone engineer for combined transmitter-

color studio operation. Strong maintenance desired.
Contact Tom Sheally, WJKS-TV, jacksonville, Flor-
ida, 904-724-9722

Experienced TV studio technicians wanted. Please
send resume of experience to director of engi-
neerinn. WNAC-TV, Government Center, Boston,
Mass. 02114.

Wanted engineers with FCC first class license. Only
experienced need reply. Fully colorized station
operation. Ampex, GE and Norelco color equip-
ment. Excellent pay and benefits. Please send
resume to C. lannucci, C.E.. WNHC, 135 College
Street, New Haven, Connecticut 06510.

Need six engineers, first class license, experience
desirable, for permanent position with one of the
nation's outstanding ETV operations. Staff expand-
ing with move to all new studio facilities, the
largest and finest in ETV. Competitive union sala-
ries. If interested, contact: Mr. Fred Edwards,
Director of Engineering, WQED-TV, 4337 Sth Ave.,
Pittsburgh, Pennsylvania 15213. An equal oppor-
tunity employer.

Black newscaster, 22, draft exempt Seeking first
job. Northeast area Third pha~e. Extremely cap-
able. Box K-126, BROADCASTING.

Professional. Eicht years experience. news director,
adult music, interviewer. Married, 28, veteran,
permanent. dedicated, great references A-vance-
ment. Midwest. Box K-144, BROADCASTING.

Chicago has me today—you can have me tomorrow.
Lodking for more air work. Radio-TV experience.
Major and medium markets only. Call 312-338-4797.
Young energetic news photographer seeks pesition
in middle sized market. College grad.. short on
experience. but long on desire and drive. Experi-
ence with most all news film equipment Prefer
west or northwest U.S. Michael Honey. 5412 So.
Eimwoed St., Littleton, Colo. 80120. 303-798-7157.

Programing, Prodllcﬂ:n. Others

Small stations: Let San Francisco area announcers
dc your commercial and promotional production.
Reasonable rates. Write for more information, Box
)-334, BROADCASTING.

Engineers for studio and tramnsmitter operations—
rapidly expanding, full-color state network. New
building, new equipment. Begin at $10,200 with
excelfent fringe benefits including group insurance
and retirement plan. Advance in 6 years to $13,400.
Send resume to: Maryland Center for Public Broad-
t_:)?sltli?g, RFD 1, Box 147B, Owings Mills, Maryland

Transmitter supervisor for full color VHF trans-
mitier site. Contact Don Saveraid, Director of Engi-
neering, lowa Educational Broadcasting Network,
Box 1758, Des Moines, lowa, S15-281-3166.

Television engineer, college of medicine minimum
qualification; first class FCC radio telephone fi-
cense; two years technical training; three years
experience either in standard broaccast television
station or extensive closed circuit television sys-
tem, understanding of solid state and integrated
theory and technology. knowledge of basic tele-
vision production techniques. Salary—open. Send
resumes fo University of Arizona Placement Office,
Tucson, Arizona. Fair Opportunity Employer.
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NEWS

The man we're looking for is an on-camera pro
ready to take over anchor man slot now for
an agressive number |1 medium market news opera-
tion. He's a_trained reporter who can follow a story
from beginning to end. He can administrate and is
willing to start out as a number two man in
the department, but will not be willing to
be number two for very long. In short we're
looking for a mover and we'll move right along with
him. Tf you fill the bill rush resume and VTR or
PIX with first reply to Box )-333, BROADCASTINC.
News photographer. TV experience vital. Mid-west.

salary. Send resume and salary requirement:
Box J-373, BROADCASTING.

TV newsman, strong on air. Cood salary. Great
recreation area. Small University town. No floaters.
“QOver thirty preferred. Contact Lou W. Chappell,
Station Manager, WLUC TV Inc., P.O. Box 460,

Marquette, Michigan 49855. Phone Number: 906-
475-4161. (A Post Corporation subsidiary.)
TELEVISION
Situations Wanted
Management

Program/operations manager. Young executive in
top market with heavy remote and local program-
ing. Proven record under competition. Ready for
a new challenge or move up. Box K-30, BROAD-
CASTING.

Need resourceful management in sales, programing,
production, etc? Sixteen years proven talent. Pres-
ently station manager seeking more responsible
challenge. Construction experience_ from C.P. to
building facility. College Degree, 33, family man.
Write Box K-86, BROADCASTING.

Sales

Television program Ssyndicators listen! Ten years in
television broadcasting. Will consider selling your
product in mid-west to stations, advertisers and
agencies. Not interested in blue sky deals. Terms
negotiable References. Let's talk. J/A, 724 Grand
Avenue, Glen Ellyn, Ilfinois 60137.
Due to financial problems of my ETV employer.
I'm looking for a sales position. Loads of produc-
tion experience, some selling, College grad, resume
upon request. Lee Walker, 60 Raleigh Ave., Nor-
folk, Va. 23507.

Announcers

Announcer and newscaster with two years televi-
sion experience desires position as announcer or
newscaster. For Ohio, will come to station for
interview. Box K-83, BROADCASTING.

Technical

Chief engineer available for east or south location.
Fully experienced in_technical and tech manage-
ment areas. Box K-33, BROADCASTINC.

Engineering Mgr. 21 years. all phases, 15 years man-
agement, looking for top market or group, top
references. Box K-100, BROADCASTING.

Chief or assistant, Xmtr supervisor; 15_years ex-
perience; college engineering, TV. AM, FM, instal-
lation, maintenance; eastern midwest area only.
Box K-108, BROADCASTING.

News

News director . . . top five market . . . Sixty man
shop . . . Full budget responsibilities for two years,
desires Program Directorship with news department
control at a station with a meaningfulness and
public service commitment. Box K-113, BROAD-
CASTING.

Programing, Produelion.I a—lhers

Television documentarian, experienced in photoz-
raphy and editing, seeks relocation. Contact Mike
Hartford, W)Z-TV, Baltimore or writc Box K-28,
BROADCASTING.

Due to financial difficulty of my ETV employer,
I'm looking for a producer/director position, loads
of production experience, some directing, college
grad, resume upon request. Lee Walker, 601 Ra-
leigh Ave., Norfolk, Va. 23507

WANTED TO BUY—Equipment

We need used 250, 500, 1 kw & 10 kw AM and
FM transmitters. No junk, Guarantee Radio Supply
Corp., 1314 fturbide St., Laredo, Texas 78040.

WANTED TO BUY

FOR SALE—Equipment

Equipment continued
continued One RCA TK Il camera chan, one RCA TK-14
camera chain. Both complete and in excellent
Need good used 500 watt transmitter (or 1| kw  working condition. Contact Don Saveraid, Director
with 500 watt cutback). K-RAM Radio, 544l of Engineering, lowa Educational Broadcasting Net-

Paradise Rd., Suite 206, tas Vegas, Nevada 89109.

Wanted:Good second hand TV cameras. Orthicon
and tube-type of the RCA TK-3t or GE-4PC 11
series, etc. Using three-inch Orthicon 5820 type
complete with lenses, camera control, dolly and
tripod or pedestal. Box )-300, BROADCASTING.

liCA TVM-1 1 watt microwaves. Nems Clarke 120
fld mtr. Have Varatol Il and V. lens for sale.
Phane 212-877-1365 or Box K-9, BROADCASTING.

Raytheon RC-11 Audio console in good condition.
Bill Hoffman, P.O. Box 869, Covington, Ga. 30209.

FOR SALE—Equipment

Coaxial-cable—Heliax, Styroflex, Spiroline, etc. and
fittings. Unused mat'l—Ilarge stock—surplus prices.
Write for price list. S-W Elect. Co., Box 4668, Oak-
land, Calif. 94623, phone 415-832-3527.

Stereo-Automation equipment-late model ATC,
complete system delivery 2 weeks, call 1-801-262-
2431, Mr. Carlson.

Towers for sale, erection and maintenance. 17 years
experience in tower erection. Robinson Tower Com-
pany, P.O. 143, Greenville, N.C. 27834, Phone: 919-
758-1453,

RCA TRTIB color VTR, Ampex—O05 _Intersync,
Mincom mono dropout compensator, 3M-379 lightly
used videotape, all lengths. Make offer. Box K-41,
BROADCASTING.

Two RCA 5-D five kilowatt transmitters. One now
in operation. One just taken out of service in
major market. No space to store. Must sell both
at once. Box K-74, BROADCASTING.

RCA TR-4 VTR not colorized, but in
$16,500 F.0.B. Medford, Orezon
For Sale: 18 19y lengths of 34 50 ohm.
Prodelin Coax transmission line. $75 per length.
For Sale: | GE TV-186 C optical prism multiplexer
$450 Contact Ellis Feinstein, Chief Engineer,
KMED-TV.

For Sale: |
mint condition.

For Sale 450 ft. Blaw Knox_self supporting TV
tower. John ). Hoke, phone: 732-9350, U.S. Towers,
249 Bartow Lane, Petersburg, Va.

1966 International TV van fully air conditioned.
S kw power plant, plus many extras. For details
contact John F. Scarpa, P.O. 100, Avalon, N.|.
08202. 609-967-3011.

300 foot Stainless type G-36 tower with associated
lighting equipment $1,000.00 or best offer. Contact
M. ). Lamb, WIMA TV. 419-225-3010.

Recording studio equipment available; Western
console, Ampex-Scully recorder, many mikes, Scully-
Presto cutting laths. Call or write Universal
/;\udaio Corp., 2541 Nicollet, Minneapolis, 612-827-
443,

Immediately available. Three Monochrome TF 22
solid state VTR's including Pixlock. autotiming,
two soeed conversion, two heads per machine
405-525-625 switchable $11,500.00 each. Also large
quantity RCA TK 10, TK 11 & TK 31 at extremely
low prices. For these and many other excellent used
equipment buys write. wire or phone Ed Ries and
Assoc., 414 No. Alfred St., Los Angeles, California
90048, 213-651-5080.

Gates Sa 39B limiter in mint condition. Seeburg
LU-200 45 R.P.M. in good condition. Make offer,
would trade for good Audio Console. Biil Hoffman.
P.0O. Box 869, Covington, GCa. 30209.

work. P.O. Box 1758, Des Moines, lowa, 515-281-

3166

Discos Atotonilco y Alamo. Felipe de Jesus Solorio
T.. Generat agent, P.O. Bos, 202. Phone No. 256l.
Placedo, Texas 77977.

MISCELLANEOUS

Deejayst 11,000 ciassitied gag lines. $10.00. un-
conditionally guaranteed. Comedy catalog tree.
Edmund Orrin, Mariposa, Calit. 95338.

Games, gimmicks, intros, breaks, one hiners, brain
storming, all In one package! Monthly $2 sample.

:lﬂews-teatures Associates, 1312 Beverly, St. Lous,
0.

Wild  tracks Comical drop-in voices from:
Movies, programs, etc. 100 superb tracks only

$5.00 running now in major markets! Uncondition-
ally guaranteed, Command, Box 26348, San Fran-
cisco 94126.

Prizes! Prizes! Prizes! National Brands for promo-
tions, contests, programing. No barter, or trade
. . better! For fantastic deal, write or phone:
Radio Features, Inc., 166 E. Superior St., Chicago,
lllinois 60611, 312-944-3700.

25 ideas local radio advertisers can use presented
monthly in your own personalized house organ.
Station Newsletters, Box 373, Lima, O.

Attention: deejays, program directors, and general
managers. Develop new ideas and improve your
sound. Order our $5.00 airchecks of California's
top stations. For complete information write:
g?ﬂ'ga"d Productions, Box 26348, San Francisco

"Get that Job’. Comprehensive report and guide for
job seakers. $2.00. Box K-7, BROADCASTING.

Build your own FM! 900 frequencies open. $5 per
state list (481 C.0.D. TNI, 12148 Victory, North
Hollywood 91606.

Get your 'ticket!” Memorize, study—Command'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.

Voice station [.D.’s very deep voice 3 for $5.00.
Bill Shrik, P.O. 2812, Munice, Indiana. $

Can't find it>—You need: "DJ Source Book.” . . .

Save time looking for jokes . . . gimmicks . . .
jingles . . . promotions . . . magazines . . . pro-
graming . . . plus "hundreds” more! Only $4.9S.

Command. Box 26348, San Francisco 94126.
INSTRUCTIONS
FCC License and Associate De,

(n Electronics

earned mostly by home study. Free catalog. Gran-
tham Schools, 1505 N Waestern, Hollywoogd. Crali-
fornia 90027

First Class License In Six weeks. Highest success rate
in the Great North Country. Theory‘_ and laboratory
training. Approved for Veterans Training. Elkins
Institute in Minneapolis, 4119 East Lake Street,
Minneapolis, Minnesota 55406

New Orleans now has Elkins famous 12-week
Broadcast course. Professional staff, top-notch
equipment. Elkins Institute, 333 St. Charles Avenue,
New Orleans, Louisiana

The nationally known six-week Elkins Training tor
an FCC first class ticense. Conveniently located on
the Loop in Chicago. Fully Gl approved. Elkins In-
stitute in Chicago, 14 East Jacksn Street, Chicago,
Ilinois 60604

in mint

Moseley model SCG-3 stereo generator
KCEE,

condition. Make offer. Dexter Haymond.
Box 937, Bakersfield, Calif,
Collins model 733, 10 kw FM transmitter, 6 bay
antenna, 250 feet of 1-7/8 coax, just retired from
use, reasonable, Dexter Haymond, KGFM, Box 937,
Bakersfield, Calif.

For sale, UHF equipment, good condition, available
now. 2 UHF GE 12. 5 kw transmitters type TT25A
channels 25, 32. 3 TY 25C GE antennae channels
25. 32. 36. ITY 106 A GE antenna channel I8
1200¢ 3lg” SO ohm transmission line. Don Kass-
neg. Box 1045. Charlotte. N.C. Telephone 704-372-
4434,

Elkins is the nation’s largest and most respected
name in First Class FCC licensing. Complete course
in six weeks. Fully approved for Veteran's Training.
Accredited the National Association of Tra
and Technical Schoofs. Write_Elkins Institute, 2603
Inwood Road Dallas. Texas 75235

The Masters, Etkin$ Radio License School ot 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 lqbpratory instruction. Fully
approved for Veterans Training. Elkins Radio License
School of New Orleans, 333 St. Charles Avenue,
New Orleans, Louisiana 70130.

BROADCASTING, Oct. 13, 1969
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INSTRUCTIONS continued

INSTRUCTIONS

RADIO—HELP WANTED

Attention Houston and_Gulf coast area residents.
Elkins _Institute offers First Class FCC licensin,

only six weeks. Quality instruction. Elkins_Institute
in Houston, 2120 Travis, Houston, Texas 77002.

Announcing, programing, production, newscasting,
sportscasting, console operation, disc |ocker|ng and
all phases of radic and TV broadcasting, All taught
by highly qualified professional teachers. The na-
tion’s “newest, finest and most complete facilities
including our own commercial broadcast station—
KEIR. Fully approved for veterans training. Accred-
ited by the National Association of Trade and
Technical Schools. Elkins Institute, 2603 Inwood
Road, Dallas, Texas 75235

Since 1946. Original course for FCC First Class
Radio-telephone rators License in six weeks. Ap-
proved for veterans, Low-cost dormitory facilities
at school Reservations required. Several months
shead advisable. Enrolling January 7.
For information, references and  reservations,
write William B. Ogden, Radic Operational Engineer-
ing School, 5075 Warner Avenue, Huntington Beach,
California 92647. (Formerly of Burbank, California)l

now for

American Institute of radio offers the nation's
finest quality course for your first class license in
three to five weeks. Individual instruction, Classes
start every Monday. Tuition $300.00. 2622 Old
Lebanon Road, Nashville, Tennessee 37214. 615-
889-0469, 615-889-2480.

Radio Engineering Incorporated Schools have the
finest and fastest course available for the st Class
Radio Telephone License (famous 5 week course).
Total tuition $360. Class begins at all RE.|I Schools
Oct 13 & Nov. 17. Call or write the R.E.I
School nearest you for information. We guarantee
you Electronics, not questions and answers.
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,
Fully approved for Veterans Training.

R.E.L. in Delightful Glendale at 625 E. Colorado St..
Clendale, California 91205. Call (213) 244-6777.

R.E.l. in Historic Fredericksburg at 809 Caroline St..
Fredericksburg, Va. 22401, Call (703) 373-1441.

Licensed by the New York State department of
education. ist class FCC license preparation for
peopie who cannot afford to make mistakes. Also
announcer—D}—news—sports, i Contact:
ATS, 25 W 43rd_St., New York, N.Y. 10036.
Phone (212) OX 5-9245. V.A., approved—student
loan program.

First phone fast through tape recorded lessons at
home plus one week personal instruction in Wash-
ington, D.C., Chicago, Atlanta, Detroit, Seattle,
Porttand and Los Angeles. Proven results. Our
seventeenth year teaching FCC license courses.
Bob Johnson Radio License Training, 1060 D Dun-
can, Manhattan Beach, Calif. 90266. Telephone
213-379-4461.

RADIO—HELP WANTED

—————

PRO FOOTBALL
PLAY-BY-PLAY

Major  Eastern  independent
radio station auditioning now
for 1970 season. Pro or col-
lege experience preferred. Year
round position.

Send play-by-play air check and
resume immediately. Reply: H

————

Box K-34. Broadecasting. L

co;tinued

continued

Detroit-—one week first phone instruction, Dec.
12-18th for our audio-visual students. Bob |ohn-
son, 1060 D Duncan, Manhattan Beach, Calif.
90266.

Seattle—one week first phone instruction, Dec.
4-10th for our audio-visual students. Bob Johnson,
1060 D Duncan, Manhattan Beach, Calif. 90266.

In your town, unequalled personal FCC license
instruction. Save traveling and living expenses. Our
tape recorded home study first phone course with
one week personal instruction in your town s
available to small groups, radio stations and indus-
try. Five year proven record. Write, Seminars, Bob
Johnson Radio License Training, 1060 D Duncan,
Manhattan Beach, Calif. 90266.

First Class license in four weeks or less at T.l.B.
. tuition $295 00. . . . results guaranteed.

T.1.B./Music City. Veteran Approved. Classes start
Oct. 27, Nov. 24. Tennessee Institute of Broad-
casting, 2106 A Sth Avenue South,
Tennessee 37204, 615-297-8084.

Nashville,

T.1.B./New England. Classes start October 20th,
November 17th. Technical Institute of Broadcast-
ing, 800 Silver Lane, East Hartford, Connecticut
06118, (203-289-9400)

T.L.B./Miami , ,
. . . Technical Institute of Broadcasting. 283 South
Krome Avenue, Homestead, Florida. {305) 247-1135.

No: Tuition, rent. Memorize, study—Command'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.

What are the needs of the broadcast industry???
Employees who have a good basic understanding
of all station operations, with flexible announcing
ability, st class tickets. can run tight board, able
to write & produce good commercial material, help
develop good sponsor relationships, can obtain
listener response. This type of extensive training
is the reason Don Martin graduates are always in
demand. For free brochure call or write, Don
Martin School of Radio & TV, test. 1937) 1653 N.
Cherokee, Hollywood, Calif. HO 2-3281.

Why 6 weeks when 70u can do it in 47 . . .and

for only $295 . . . and in sunny Florida! TIB,
283 S. Kreme, Homestead, Fla,

RADIO

Help Wanted

econtinued

classes start Nov. 4, Nov. 24th

We're
Professional
Headhunters!

Gentlemen headhunters who
know all the subtle ways to
move people from where they
are to your station where they
ought to be. Contact head
headhunter, Ron Curtis,
Nationwide Management
Consultants, 645 North
Michigan Avenue, Chicago,
lllinois 60611 for professional
help. Phone if you'd like
(312) 337-5318.

B T

TALK MAN
Experienced radio broadcaster with news
background. Must be able to success-
fully handle two-way telephone talk
show with authority. Top five figure
salary and liberal benefits. Ideal living
and working conditions in major market,
Rush tape and resume to:

Box K-80, 8roadcasting.
An Equal Opportunity Employer

L S N e

Management

! WANTED

Expanding major market multiple AM
. station operation needs a general man.
ager and a sales manager experienced
in religious broadcasting. Good salary
and incentives, Please send full resume
and references. All replies Confidential,

Box K-145, Broadcasting.

WANTED

A Top Chain
Seeks a TOP
FM Gen'l. Mgr.
in one of the
TOP 10 Markets

Experienced in sales, aggressive
self-starter, sharp administrator.
All benefits, naturally.

Replies in confidence.
Write:

Box K-147, Broadcasting.

HAnnouncers

S S ———

AIR PERSONALITY
OPENINGS

Several of our Top 25 market clients
need  professional air  personalities.
Starting salaries $300 to $400 per
week, depending on ability and back-
ground. Openings with both top
forty and MOR stations. Send tape
and resume to Carl Young:

Nationwide Management Consultants
645 N. Michigan Ave.
Chicago, linois 60611
No fee for this service.

oo e o s e e e et
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Help Wanted
Bnnouncers continued

Situations Wanted

TELEVISION—Help Wanted

Announcers

. Arroaas

ANNOUNCER
Midwest station needs a D.J. who can
write copy, voice mnews on TV, must
have imagination and experience. Please
send tape and resume to:

Box K-102, Broadcasting.

A

P

N

A A o
TRIRITERRRREEEIRARNNRINE

% LINICOM SERVICES INC.

= A YOALD VIOL AEOIA PLACENINT SERVECE <

We Need

D.J.s—All Formats & Beginners

Newsmen

1st Ticket Combo & Engineers

Small Market Salesmen (Good
Pay)

P.D.s (Small Market)

Rush Tape & Resume Plus Salary
Requirements to:

Unicom Services, Inc.

" 7125 W. 44th Ave.
Wheat Ridge, Colo. 80033
303-421-7773

Technical

TECHNICAL
OPENINGS

Broadecast Equipment Muanufacturer ur-
gently needs experienced radio and tele-
vision engineering personnel. High pay-
ing openings now exist for salesmen nnd
product managers. Qualifications must
include college degree or equivalent,
plus two years of station engineering
experience. Starting salaries between
$15,000 to $20,000 depending on back-
ground and experience. Send resume to:
Ron Curtis, Nationwide Manage-
cent Consultants, 645 N. Michigan

Ave., Chicago, Illinois 60611.

NEWS

NEWS DIRECTOR
WPOP, Hartiord, needs experienced news
director. Must be capable of organizing
and directing operation of one of the
finest news departments on the east coast.
Send salary requirements, air check, and
writing sample 1o:
Dan Clayton, Program Director

Programing, Production, Others

Production Supervisor

Midwest station has opening for pro-
duction supervisor, must be “bear”
for details, do 2 to 3 hour D.J. stint,
have knowledge of various music for-
mats and select our play list, must
be good supervisor with ability to
direct staff of eight. Ability and good
performance will lead to management
team slot. Send photo, tape and back-
ground data to:
Box K-.101, Broadcasting.

MOR ANNOUNCER

r
|

|

|

| .

| Young 16 yr. veteran personality,
| over 8 yrs. as u major market
| “NAME”. Background of rock &
| DMOR result? And outstanding MOR
} persouality/airsalesman in tempo
|

|

|

|

with today's lively fun souml.

Box K-146, Broadcasting.

The Man

or
Woman

You Need!

pree

® Announcers o Disc Jockey
o Newscasters ® Sportscasters

We've provided thousands of well-
trained and motivated men and women
for stations coast-to-coast and overseas.
Tell us your requirements. We'll put
you in touch with Career graduates
(from your part of the country) who
meet your needs. No cost fo you or
the graduate.

CAREER ACADEMY’S

Division of famous Broadcasters
National Placement Department
611 East Wells Street
Milwauvkee, Wisconsin 53202
Phone: (414) 272-4822
TWX: 910 262 1148

Young sales - promotion - minded
executive wanted as assistant to
executive vice president of group
TV-Radio operation. Extensive
travel involved. If you want to
join a fast-growing established
group with unlimited possibilities
for advancement, send complete
resume, with photograph and ref-
erences, to:

Coleman Austin, Executive Vice
President, Bohakel Broadcasting,
P.O. Box 1045, Charlotte, N. C.
28201.

senior
sales
representative

VIDEG PRODUCTS

Aggressive sales representa-
tives with strong technical
knowledge of TV equipment
are needed in Washington,
D.C., New York and Chicago.
A number of our top execu-
tives started from these
positions.

Come and work with the
finest in the field.

Ampex has an exceptional
profit sharing plan plus an
employee benefit program.
For an interview pick up the
phone and call collect

Ray Rutman

(415) 367-2509

2655 Bay Rd.,

Redwood City, Calif. 94863

NEWS

An Equal Opportunity Employer

Announcers

NEWS and SPORTS TEAM

Mature, Intelligent, Professional, 2-man
team seeking news/sports oriented sta
tion in Top 50 Market.

Versatile  twosome  provides  studio,
street, and play-by-play/color combina-
tion. Reply:

I.. S. Brayton
62 Bliss, Apt. #6
West Springfield, Mass. 01089

TV ANNOUNCER

Are you ready {v make the right move!?
WLW.D, Avco Broadcasting Corporation
in Dayton, Ohio is seeking an experi-
enced well rounded announcer, capable
of performing various assignments on a
topnoteh announcing staff. If you have
at least two years experience in televi-
sion and enjoy a demanding position,
send video taupe and resume to:
Don Prijatel
4930 AVCO Drive
Dayton, Qhio 45401

An Equal
Opportunity Employer M/F
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TELEVISION—Help Wanted Technical

Situations Wanted

" VIDEO "

MAINENTENANCE
ENGINEER

Must be capable of maintaining video
terminal equipment, Ampex VR 2000
tape recorders, Norelco PC-70 cam-
eras, 3-5 yrs. exp. in broadcasting or
associated fields.
Submit complete resume to:
Mr. Charles Power

REEVES

Production Services

101 W. 67 St., N.Y., N.Y. 10023

CATV
CHIEF TECHNICIAN
New England location with starting
salary up to $12,000.00 for experi-
enced man. Send resume to:
Ron  Curtis, Nationwide Broadcasting

Services, 645 North Michigan Avenue,

Chicage, No fee.
000000000000 000000000000 0

OVERSEAS
OPPORTUNITY

Avco Field Engineering is a world-wide
service organization currently operating and
maintaining VHF television stations in the
Kingdom of Saudi, Arabia.

*BROADCAST ENGINEERS

Five years' current experience in the main-
tenance of VHF television broadcast equip-
ment plus first class license.

Compensation: Salary—bonus—per diem or
housing—equal to $18,500.00 plus transpor-
tation and all company benefits—Iiberal
vacation policy.

Please send resume in confidence to R. E.
Weirich, Manager, Industrial Relations.

Avco
Field
Engineering
P. O. Box 41300
Cincinnati, Ohio 45241

(An equal opportunity employer)

BROADCAST FIELD
ENGINEERS
RCA

If you have experience in the mainte-
nance of UHF transmitters, television tape
or color studio equipment, we can offer
you a career opportunity as a field engi-
neer. Applicants for position living in Mid-
West or Southeast preferred.

RCA offers outstanding benefits, including
liberal vacation, nine paid holidays, life
insurance, retirement plan. Plus free med-
ical insurance for you and your family.

Write: Mr. T. ). Kirsch, RCA Service Com-
pany, CHIC, Building 225, Cherry Hill,
Camden, N. J. 08101. We are an equal
opportunity employer.

RCA

News

continued

Network Correspondent
Wants local TV anchor.
Box K-141, Broadcasting.

INSTRUCTIONS

Television—Situations

PR R R AR R T R R RE R TR T

OBJECTIVE
STATION MANAGEMENT

Successful executive with 21 years of di-
versified television experience in Adminis-
tration, Business affairs, Labor relations,
Legal operations, personnel, sales, traffic
and  thorough knowledge of community
affairs, production, programing. news and
technical seeks challenging position, do-
mestic or foreign. Resume and references
upon request, available immediately,

Box K-88, Broadcasting.

.

F.C.C. 1ST PHONE IN
5 WEEKS

TOTAL TUITION $360

ROOMS and APTS. $15-$20
PER WEEK

ATTEND SCHOOL IN

Glendale, Calif.
Fredericksburg, Va.
Kansas City, Mo.

OR

1336 Main St.
Sarasota, Fla. 33577
Call 813-955-6922

Employment

Service

NEWS

527 Madison Ave., New York, N.Y. 10022

B

BROADCAST PERSONNEL AGENCY

Sherlee Barish, Director

BUSINESS OPPORTUNITY

News Director
Proven top fine TV-AM News Di-
rector, sixty man operation, ready
for V.P. news or group news direc-
torship. Interested ONLY in owner-
ship with long-standing total commit-
ment to excellence in news and
public affairs. Complete references.
Box K-111, Broadcasting.

VIDEO TAPE ENGINEER
New York City

neer with supervisory experience in operation and maintenance of video tape
and sound recording equipment. New modern facilities. Salary commensurate
with education and experience; probahly $17-20,000 range. Send resume to:

Box K-46, Broadcasting.

An Equal Opportunity Employer.

r
|
|
|
{
| Immediate opening, large 4A Advertising Agency, Professional video tape engi-
|
|
|
|
|
|
|
|

——— ——— —————— . —— v— o— . ]

FOR SALE
BROADCAST SCHOOL

o ESTABLISHED

e TOP TEN MARKET

o PERMANENT STATE LICENSE
o VA APPROVED

e BIG LOCAL NAME

o MODERN STUDIOS & EQUIP
e LARGE GROSS & PROFIT

o BUILDING & PROPERTY

150M CASH, STOCK, or TERMS
QUALIFIED PARTIES ONLY INQUIRE

Box K-127, Broadcosting.
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Wanted to Buy Stations

AM/FM

|

|
Publicly-held broadcast |
looking toward acquiring five broadcast |
properties with the following qualifica- |
tions: AM- or AM/FM cambination in |
the top 100 markets; Class B-C FM only |
in major markets. Either cash; stock |
hange; or a combination af the two. |
All replies will be treated in strictest |
|

I

I

|

|

|

|

|

|

|

|

| corporation s
|

I

|

|

|

I

: confidence and full disclosure made prior
|

|

|

|

|

!

|

|

fo request far financial information.
Present staff ond management will be
retained if at all possible. Individual
licensees will be considered for execu-
tive pasitions if desired. Reply ta:

Box J-324, Broadcasting
giving as much information as possible.
All replies will be acknowledged.

HITTA

WILL BUY
Radio Station—Small or Medium mar-
ket. All replies considered and in con-
fidence. No Brokers.
Box 207
Munising, Michigan 49862

inadliesd 18 R BN

o o s s e 5 e B 0

WANT TO BUY

Small AM or AM/FM ecombho.
All replies confidential.

Box K-104, Broadcasting.

[ ——

WANTED
RADIO STATION

Interested in purchasing AM, or
AM/FM combination_in top 150 mar-
kets: class B or FM in major
market. East Coast Vermont thru
North Carolina, Also Pennsylvania,
Ohio, Florida. Substantial cash pay-
ment available.

Box K-82, Broadcasting.

FOR SHLE—Stations

%
%

MISSOURI AM-FM
Ideal owner-manager property. Priced
at $175,000. Terms. Write do not call.

J. N, Wells & Company
543 W. Roosevelt Rd., Wheaton, Iil.

jrirgrirrarrir1atLIeLLLLAd

TITTTITYTTT

Need help?
You Can’t Top A
CLASSIFIED AD

Broadeasting

For Sale Stations

continued

e

STATIONS FOR SALE

1 SOUTHERN CALIFORNIA. Full time AM
plus FM. One of the state’s fastest grow-
ing markets. $75,000 down.

S

2 MIDWEST. Profitable exclusive daytime.
- ég;zn;ee owned. Priced at $210.000.
owh.
3 FLORIDA. Exclusive. $105,000. $30,000
¢ down.

Jacl( L. Sto”

and ASSOCIATES

6381 Hollywood Bilvd.
Los Angeles, California 90028
Area Code 213-464-7279

—i— =

FOR SALE

Old, established, 5kw in midwest city
of 45,000. Gross last three years above
$180,000. No Brokers, please. Reply:

Box J-340, Broadcasting.

Laliue Media Brokers Inc,

116 CENTRAL PARK SOUTH
NEW YORK, N. Y,
265-3430

Confidential Listings
RADIO==TV——=CATY
NE. o= S.E, o= S.W. — N.W.

~ETT LAR

Fla. small fulltime  $100M  nego
Wash.  small daytime 80M 23M
Ala. medium  daytime 120M  cash
Ore. metro daytime 85M  29%
Wyo. metro daytime 115M  SOLD

Ind. small M $60M  12M
N.M. sm./med. fulliime 75M 35M
N.H. medium  fulltime %M 29%
la. metro daytime 200M cash
Wisc.  major FM 175M  cash

CHAPMAN ASSOCIATES

©

media brokerage service®

2045 Peachtree Road

Atlanta, Ga. 30309

(Continued from page 85)

s KPOW{(AM) Powell, Wyo.—Broadcast Bu-
reau granted transfer of control of KPOW
Inc. from A. Trask and Florence E.
Westwood (each 42.5% before, none after)
to MacNel Inc. 15% beforre, 100% after)
for $131.800. Principais of MacNel: William
A, Mack. president (663%%). and Richard
S. Nelson vice president-secretary-treasurer
(3313%). Mr. Nelson is employe of First Na-
tional Bank. Powell. Action Sept. 29.

Cable television activities

The following are activities in com-
munity-antenna television reported to
BROADCASTING, through Oct. 7. Re-
ports include applications for permis-
sion to install and operate CATVs,
grants of CATV franchises and sales of
existing installations.

Franchise grants are shown in italics.

m Qakland. Calif.—Focus Cable. Oakland;
Oakland Cablevision: Teleprompter Corp..
New York (multiple CATV owner); Cable-
com General of Northern California (multi-
ple CATV owner), and Time-Life Broadcast
Inc. (multiple CATV owner), have applied
for a_ franchise. The successful bidder will
pay the city 8% of the gross annual revenue
or minimums of $25.000 the first year, and
up to $125.000 the fifth year and therealter,
whichever is higher. Offers from the firms
range (rom no installation fee to $9 95 and
monthly service fees ranging from $4.25 to
$4.95, with a number of other variables,

s Florence, Colo.—TeleVents Inc¢., repre-
sented by Carl Williams, has applied (or
a non-exclusive franchise, Subscribers would
be charged $14.95 for Installation. $5.95
monthly service charge for nine channels,
and the firm would pay the city 2% of the
gross revenue. TeleVents Is also seeking
franchises in Cannon City and East Canon.
both Colorado.

» Hillsborough County. Fla.—TM Communi-
cations Corp.. a subsidiary of the Times-
Mirror Co.. Los Angeles (Los Angeles Times)
has applied for a franchise in the unincor-
porated areas of the county.

8 Wauchula, Fla.—Micanopy Inc. (multiple
CATV owner) has been granted an exclusive
franchise, paylng the city 3% of its gross
annual revenues. The president of the firm
is David S. McVoy: Richard G. Reynolds is
V.P. They also operate several CATV sys-
tems in Florida and one tn Georgia.

m East Alton, Ill.—Madlson County Cable-
vision Co. has been granted a 25-year fran-
chise. The city will recelve a franchise pay-
ment dependent on the number of subscrib-
ers. One of the firm's principals is Ralph
Smith, recently appolnted to fill the Senate
vacancy created by the death of Everett
Dirksen (R-IIl.): another s Robert Howe.

general  manager of WRTH(AM) Wood
Rlver. Iil.
u Norton, Mass.—Revere Cable TV 1Ine..

represented by Ernest Lljol. has been granted
a franchise. Subscriber's rates would be $60
a year.

s Ypsilanti township, Mich.—Michigan Com-
munications Group Inc. has been granted a
non-exciusive, 30-year franchise. The firm
has already been granted a 10-year franchise
from the city of Ypsilanti. Subscribers will
be charged $15 for installation and §5
monthiy for up to 20 channels. The town-
ship will collect an initial franchise fee ol
$781 and a monthly fee of $67 plus $1.500
annually or an amount equal to 5% of the
first $156.250 gross receipts, 6% of the next
$84.375. and 7% of the gross receipts In ex-
cess of $240,625. Robert A. Shaw_is president
of the firm, which is located in Ypsilanti.

s Parsippany, N, J.—Sterling Communica-
tions. New York (multiple CATV owner),
has been granted a franchise. Subscribers
will be charged $20 for installation and $5
monthly for 19 channels and the firm wlll
pay the city $1.000 yearly for the franchise
plus 3% of the monthly rental pald by sub-
scribers. Another CATV franchise has al-
ready been secured (n the city by WRAN-
(AM), Dover. New Jersey.

s New Castle, N. Y.—Saw MIIl River Cable-
vision Co., a subsidiary of Time-Life Broad-
cast (multiple CATV owner), has been
granted a franchise.
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PROFESSIONAL CARDS

JANSKY & BAILEY
Consulting Engineers
1812 K St., N.W.
Wash., D.C. 20006 296-6400
Member AFOCE

JAMES C. McNARY

Consulting Engineer
National Press Bldg.
Wash., D. C, 20004
Telephone District 7-1205
Member AFCCE

—Established 1926—
PAUL GODLEY CO.
CONSULTING ENGINEERS
Box 798, Upper Montclair, N.J, 07043
Phone: (201) 746-3000
Member AFOCE

GEORGE C. DAViS
CONSULTING ENGINEERS
RADIO & TELEVISION
527 Munsey Bidg.
783-0111
Washington, D. C, 20004
Member AFOCE

COMMERCIAL RADIO

EQUIPMENT CO.
Everett L. Dillard, Gen. Mgr.
Edward F. Lorentz, Chief Engr.

PRUDENTIAL BLDG,

347-1319
WASHINGTON, D. C, 20005
Member AFOCE

A. D. Ring & Associates
CONSULTING RADIO ENGINEERS
1771 N St., N.W. 296-2315
WASHINGTON, D. C. 20036
Member AFCOE

GAUTNEY & JONES
CONSULTING RADIO ENGINEERS
930 Warner Bldg, National 8-7757

Washington, D. C, 20004

Member AFOCE

Lohnes & Culver
Munsey Building District 7-8215
Washington, D. C. 20004
Member AFOOE

KEAR & KENNEDY

1302 18th St., N.W. Hudson 3-9000
WASHINGTON, D. C. 20006

Member AFOCE

A. EARL CULLUM, JR.
CONSULTING ENGINEERS
INWOOD POST OFFICE
CALLAS, TEXAS 75209
(214) 631-8360
Member AFCOE

GUY C. HUTCHESON
817-261-8721
P, 0. Box 808
1100 W. Abram
Arlington. Texas 76010

SILLIMAN, MOFFET
& KOWALSKI
T11 14th St,, N.W.

Republic 7-6646

Washington, D. C. 20005

Member AFOCE

GEO. P. ADAIR ENG. CO.
CONSULTING ENGINEERS
Radio-Television
Communications-Electronics
2029 K St., N.W., 4th Floor
Washington, D, C, 20006
Telephone: (202) 223-4664
Member AFOCE

WALTER F. KEAN
CONSULTING RADIO ENGINEERS
19 E. Quincy Street
Riverside, IHlinois 60546

(A Chicago Suburb)
Phone 312-447-2401
Member AFOCE

HAMMETT & EDISON
CONSULTING ENGINEERS
Radio & Television
Box 68, International Airport

San Francisco, California 94128
(415) 342-5208

Member AFOOE

JOHN B. HEFFELFINGER
9208 Wyoming PIL. Hiland 4-7010

KANSAS CITY. MISSOURI €4114

JULES COHEN

& ASSOCIATES
Suite 716, Associations Bldg.
1145 19th St., N.W., 659-3707
Washington, D, C. 20036
Member AFOCE

CARL E. SMITH
CONSULTING RADIO ENGCINEERS
8200 Snowville Road
Cleveland, Ohio 44141
Phone: 216-526-4386
Member AFCCE

VIR N. JAMES
CONSULTING RADIO ENGINEERS
Application and Field Engineering

345 Colorado Blvd.—80206
Phone: (Area Code 303) 333-5562
TWX 910-931-0514
DENVER, COLORADO
Member AFOCE

A. E. Towne Assocs., Inc.
TELEVISION and RADIO
ENGINEERING CONSULTANTS
727 Industrial Road
San Carlos, California 94070
(415) 592-1394
Member AFOCE

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 AFOCE

E. HAROLD MUNN, JR.
BROADCAST ENGINEERING
CONSULTANT
Box 220
Coldwater, Michigan—49036
Phone: 517—278-6733

JOHN H. MULLANEY
and ASSOCIATES

Suite 71,

1150 Connecticut Ave.,, N.W.
Washington, D. C, 20036
Phone 202-223-1180
Member AFOCE

ROSNER TELEVISION
SYSTEMS
ENGIN ERS—CONTRACTORS
29 South Malt
Plainview. N.Y. 11803
(516) 694-1903

Serving The SOUTHEAST
FREDERICK A. SMITH, P.E.
Consulting Engineer

5 Exchange St,
Charleston, S. C. 29401
A/C 803 723.4775

TERRELL W. KIRKSEY

Consulting Engineer
5210 Avetnue F
Austin, Texas 78751
(512) 454-7014

ORRIN W. TOWNER

Consulting Engineer

11008 Beech Road
Anchorage, Kentucky 40223
(502) 245-4673

SERVICE DIRECTORY

COMMERCIAL RADIO
MONITORING CO.
PRECISION FREQUENCY

MEASUREMENTS
AM-FM-TV
103 S. Market St.
Lee’s Summit, Mo.
Phone Kansas City, Laclede 4-3117

CAMBRIDGE CRYSTALS
PRECISION FREQUENCY
MEASURING SERVICE
SPECIALISTS FOR AM-FM-TV
445 Concord Ave.

Cambridge, Mass. 02138
Phone (617) 876-2810

ALVIN H. ANDRUS

Broadcast C i E

1926 Eye Street, N.W.
Washington, D. C, 20006
Telephone (202) 338-3213
Member AFCCE

SPOT YOUR FIRM'S NAME HERE

To Be Seen by 100,000° Reeders
—among_them, the ‘decision-mak-~
ing station owners and mnu1
ers, chief engineers and tech
cians—applicants for am, fm, tv
and facsimile facilities.

SARB Continuing Readership Study

RTV International, Inc.
RADIO PROGRAM CONSULTATION
Sheldon Singer
Vice President

405 Park Avenue
New York, N. Y. 10022
(212) 421-0680

contfact
BROADCASTING MAGAZINE
1735 DeSales St. N.W.
Washington, D. C. 20036
for availabilities
Phone: (202) 638-1022

PAUL DEAN FORD
Broadcast Engineering Consultant
R. R. 2, Box 50

West Terre Haute, Indiana 47885
(812) 533-1661

Telecommunication Consultants
International, Inc. (TC)
Offers Consulting Services in
Telecommunications & Electronics
Data Handling Systems
Gerald C. Cross, President
1028 Conn, Ave., NW, h. 20036
Phone (202) 659-1155
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“I would like broadcast understood bet-
ter. It has been kept too mysterious and
it's not mysterious. Complicated, yes.
Detailed, yes. Never-ending process of
learning, yes. But not mysterious.”

John Pike, since May vice president
and associate creative director in charge
of broadcast for the headquarters office
of MacManus, John & Adams in Bloom-
field Hills, Mich., thinks it would bc
better if everyone in advertising tried
harder to break down the old barriers
between media in the creative function-
ing. He feels each can learn from the
other, much like the interchange of
techniques evident today in film-making
when movies take lessons from com-
mercials—and vice versa.

“The act of communicating with
other human beings is what really turns
us on,” Mr. Pike says. “If you've got a
guy who can write a great TV commer-
cial, then turn around and do a print ad
or volunteer to do the dealer manual
because he likes to. then you get damn
good advertising,” he explains.

One among many reasons that Mr.
Pike did the Pontiac TV commercial
shooting in the Detroit area this year
was so that both agency and client peo-
ple who never before had seen one made
would gain new insight into the prob-
lems and complexities of filming the
spots.

In the three weeks the package of
two minutes and four 30's were pro-
duced at typical sites such as a drive-
in, a gas station and downtown streets.
Some unusual night scenes are featured,
all done with natural light. A seventh
montage spot plus dealer wild footage
also are in the package.

Six separate production companies
were used in the shoot, Mr. Pike notes,
but he didn’t bid the jobs that way just
to be different. He simply doesn’t like
packages. He wants a crew to devote
full attention to just one commercial,
make it the best, not work hard on the
big one and then kiss off a few more to
fill the bag. Similarly he insisted that
one company devote complete attention
to wild footage, an area too often left
to the junior producer who gets his
chance when the cars happen to be idle.

Does it cost more this way? Yes and
no. Mr. Pike says. But by not going to
a distant site the big savings on logistics
for crews and cars can be put into pro-
duction values, he feels, and this is
where it really counts.

The challenges in each shoot are
what excite Mr. Pike most, especially
now that the rules are out the window
and everything goes, from -subliminal
slash cuts to the long scenes without a
single cut. “And remember just a couple
of years ago when you didn’t dare back-
light a car?” he notes.

“I learned broadcast barefoot,” he
recalls, “and the great guys in the pro-

fession are still going it barefoot, will-

The man who makes
the living room
Pontiac’s show room

ing to try new ways. Guys like Dave
Quaid and Bill Fraker.”

Both have shot commercials for him,
Mr. Quaid doing the night sequences in
the current Pontiac commercials. Mr.
Fraker used the Quaid lens system for
night shooting in the film, “Bullitt.”

“Quaid is the single man who taught
me the most,” Mr. Pike asserts. but his
respect for every man in the film crew
is equally as generous as he recalls his
TV work over the years for Ford,
Chevrolet and Mercury before Pontiac.

One of his experimental Mustang
commercials set the trend for Ford's

WeeksProfile

John Raymond Pike—wvice presi-
dent and associate creative direc-
tor in charge of broadcast, Muc-
Manus, John & Adams, Bloom-
field Hills, Mich.; b. Aug. 6,1929,
Delmar, N.Y.; AB 1950 Emerson
College and MA (English) 1952
Boston University; joined J. Wal-
ter Thompson Co., New York,
same year, starting in imailroon.
then becoming writer and ulti-
mately senior TV writer-producer,
with breaks for assignienis in
Miami and Mexico City offices of
agency; left JWT 1965 10 join
Campbell-Ewald, Detroit, as vice
president and associate creative
director-broadcast; vice president-
associate creative director, Ken-
yon & Eckhardi, New York, Jan-
wary-April 1969. when he joined
present agency; m. Harriet Low-
enstein of Santiago, Chile, Dec. 4,
1955; children—Laura, 12, and
Karen, 10.

“Quict” series. Collectively they have
won him three dozen film awards from
Hollywood to Venice.

It was in Hollywood in 1964 while
doing a commercial for Mustang that
Mr. Pike heard on the radio a song
called “Lazy Afternoon” by Morgana
King. It knocked mz cold,” he relates,
and from then on it haunted him and
he just knew he had to use it for a
commercial. But it would require three
minutes.

He had his chance the following year
while on the Chevrolet shoot out of
Asheville, N.C. "The location was the
12,000-acre Biltmore estate, Quaid was
on camera, and everyone knew you had
six minutes on Bonanza so we were
thinking ‘Lazy Afternoon’ shots when
the regular work was done,” he recalls.
It was then or never.

Using the song on tape as a living
script, the crew filmed the commercial
with an inspiration and spontaneity that
was remarkable, he says, “every shot
and motion in sync with the music.”
Chevrolet used it on Bonanza shortly
after.

Music is a key ingredient in most
commercials for both TV and radio, he
believes, and sometimes it can carry
much of the message. He is especially
particular about customizing radio spots
for the target audience today.

An accomplished musician since his
high-school years, Mr. Pike swings
with the music of the day along with
the new generation. “It’s a consolida-
tion of what has becn learned by the
best musicians in both jazz and rock,”
he says, and its well-schooled sophisti-
cation is seen in groups like Blood,
Sweat & Tears or Chicago Transit
Authority.

“Or,” he adds. “the big new band of
Buddy Rich. He'’s 53 yet he’s leading a
band full of kids, playing Beatle tunes
and cutting the rock bands at their own
bag.”

It was while playing an Albany night
spot during high school he learned that
reading could be fun. Thz shoeshine
boy told him of books from the Stein-
beck school and he began to devour
them. In his senior year he wrote 600
words daily just for practice for his
English teacher and soon pulled flunk-
ing grades up to A's.

His college years were preparation
for becoming an English professor but
when, during one graduate class, he
heard the teacher debate whether
Shakespeare wrote “King Lear” in 1606
or 1609, he decided it wasn’t his thing.

Mr. Pike’'s home is on Orchard Lake
near Detroit. He enjoys looking out at
the isiand from which Chief Pontiac
once ruled the Ottawas, an influence
ranging over half the U.S. then. It's
the perfect setting for his TV musings:
“That's the way it's going to be—
Pontiac 70's.”
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Not so cold turkey

There are some signs, faint, to be sure, but signs, that a
hint of realism may be straying into the consideration of
cigarette legislation. Legislators may be realizing that the
abrupt cancellation of cigarette advertising on television
and radio guarantees no dramatic reduction in cigarette
consumption.

Radio may be given separate treatment as a distinctly
different medium from television, as it should have been
given from the beginning. The tobacco-manufacturers’ dra-
matic offer to withdraw now from television is being recog-
nized for what it was: a double-purpose attempt to cut
advertising expense and, of perhaps larger importance, re-
duce the exhibition of antismoking messages that must be
carried under fairness rules as long as cigarette commercials
are broadcast. The antismoking spots are taking effect.

It may be possible to work out a new compromise. A
congressional endorsement of the National Association of
Broadcasters’ four-year phase-out plan or a reasonable
modification of it would work to the benefit of all.

More than ‘yes’ or ‘no’

Senator John L. McClellan (D-Ark.) has asked television
broadcasters whether they intend to air motion pictures
that are rated for adult audiences. His may be simple ques-
tions, but they do not lead to simple answers.

To begin with, broadcast standards must differ from the-
ater standards for reasons that are obvious. Hence the
system of restrictions adopted by movie interests for the-
atrical display have no relevance to television.

Not only that, movies in theatrical releasc today may
not become available to television for years. Conventions
may change significantly in the interval. This is another
reason to suggest that television would be unwise to bind
itself now to a system of acceptability adopted not only for
another place but also for anothcr time.

Editing is also available to the broadcaster. There are
pictures that would offend few members of an audience if
only a few explicit scenes were cut.

We could go on, but the point is that choosing and
scheduling motion pictures must remain the editorial re-
sponsibility of the television broadcaster. These are pro-
graming judgments that cannot be delegated to the motion-
picture business or a U.S. senator.

Unfair load

The National Association of Broadcasters has raiscd the
obvious and valid objections to the FCC’s proposed rules
that would require broadcasters to go farther than other
businessmen in the recruitment, training and promotion of
representatives of ethnic minorities.

The NAB has correctly pointed out that (he proposuls
would enormously increase paperwork for both broadcast-
ers and the FCC, which is already complaining of an in-
ability to handle its current assignments. While increasing
paperwork, the proposal would add little to the store of
meaningful information on employment practices; among
other deficiencies it provides no means of matching re-
ports of the employment of minorities against the avail-
ability of minorities in the localities of employment.

The real defect of the FCC’s proposed rules is that they

are intended to perform a function other than the one they
are publicized as intended to perform. They are not a
means of ending discrimination against groups of people—
a wholly commendable goal. They are designed to force
broadcasters to assume a larger burden than that imposed
on other small-business men in correcting the disadvantages
of some American minorities and as such are discriminatory
against broadcasters.

Relentless

Broadcasting in the United States today stands in grave
jeopardy. Politically powerful and efficiently organized
groups, actuated by selfishness and with a mania for power,
are now busily at work plotting the complete destruction
of the industry we have pioneered and developed. Thesc
groups give no thought to the efforts and the moneys which
we have expended nor the services which we have rendered
the American public in the development of the greatest
broadcasting system in the world. They speak of our
business as if it could be cut down and destroyed by the
mere wave of a wand or legislative fiat. To protect the
present system of broadcasting is a definite obligation which
we as broadcasters owe to ourselves and to the millions of
the public whom we serve. And adequate protection can be
achieved only through efficient organization. In other words,
American broadcasting today is given its choice between
organization or destruction.

The paragraph you have just read (if you managed to
get this far) is a classic, in a way.

What reads like a cliche-ridden overview of conditions
in broadcasting today was printed 38 years ago this week in
Volume 1 Number 1 of BROADCASTING. It was a blurb ac-
companying an article about reorganization of the National
Association of Broadcasters. The quotation was from the jate
Walter J. Damm, general manager of wrMJ Milwaukee, the
outgoing elected president of the then NAB.

The NAB enierged from its reorganization crisis and
held reasonably firm for seven years before the next one
arose. The script was the same.

So what else is new?

Drawn for BroapcasTiNG by Sid Hix
“When I say | want to make more bread on this show,
I don't mean the kind you stick in the oven!”
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‘‘We make sure Rids today
Rnow movre than we did”

If world events are often confusing to adults, imagine
what they're like to children. In 1964, Fetzer television
stations in Lincoln and Grand Island, Nebraska decided
to do something about it. They originated a series of
regularly scheduled children’s newscasts to help young-

sters better understand the events shaping their future.

She e%{}%)? Salrons

WKZO WKZO-TV KOLN-TV KGIN-TV WIJEF
Kal Kal Lincoln Grand Island Grand Rapids

WWTV WWUP-TV WIFM WWTV-FM WWAM
Cadillac Sault Ste. Marie  Grand Rapids Cadillac Caditlac
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If you lived in San Francisco. ..

...you’d be sold on KRON-TV

\BC —Channel 4 — Represented by Peters, Griffin, Woodward



