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THE BUSINESSWEEKLY OF TELEVISION AND RADIO

We went out and asked real people
in ovur first “’Real People Test’’ what they thought
of the new Post ‘60/+ feature films |
we’re releasing to local television:

“I’d sure watch Cat Ballow again.

It’s a great movie.”

CAT BALLOU

“Dean Martin... what a cool son-of-a-gun.”
MURDERERS ROW

“Wowee! Liz in that sexy suit.”
SUDDENLY LAST SUMMER

“I thought I'd roll on the floor.”

THE WRONG BOX

“Marlon? Marvelous!”

THE CHASE

“Bill Holden...now there’s my kind of guy.”
ALVAREZ KELLY

“Gypsy Rose Lee and a bunch of Nuns?
You're Kidding.”

THE TROUBLE WITH ANGELS

“When is it gonna be on TV?”
ANASTASIA

K‘Ah !H

v

“Strangelove...man, it blows my mind.”
DR. STRANGELOVE

‘“Anthony Quinn...

1 could watch him in anything.”

THE HAPPENING

“Is this Candid Camera or something?”
$5,000 ON ONE ACE

“T'll ask my wife.”

CORRUPTION

“Oh boy!”

RAGE

“A real goodie.”

BULLET AND THE FLESH

“T hope'my mother will let me stay up.”
THE PHANTOM OF SOHO

“Westerns...I really go for Westerns.”
WINCHESTER FOR HIRE

“Plenty of action...that’s what I like.””

DEAD HEAT ON A MERRY-GO-ROUND

“Sounds like a real doozy.”

THEODORA GOES WILD

“Give me those real thriller-dillers.”
THE FORTRESS

“Wow!”

DESTINATION ROME

“The best film of its kind.”

LA TRAVIATA

“They could keep me up 'til 2 in the morning!”
THE LOVE INS

“Virna Lisi and Catherine Spaak!!!”
MADE IN ITALY

“Looks like a good, solid western.”
ARIZONA RAIDERS

“My kind of movie.”

THE CRIMSON BLADE

“I adore the scarey ones.”

DEATH PARTY

“I adore that big tall guy.”

THE BRIGAND OF KANDAHAR

“0.K. you got me!”

THE SEIGE OF THE SAXONS

“That Jerry Lewis really breaks me up.”
THE BIG MOUTH

“Great! Just great.”

BUNNY LAKE IS MISSING

“I won’t miss it.”

A STUDY IN TERROR

“We've got a lot to look forward to.”
EAST OF SUDAN

The names of the real people involved in
this “Real People Test” are available upon request.
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With track records like this, you can
play them again and again, Sam.

Original Ratings of LIE&2N /70 features

in the New York market
1st Run 2nd Run 3rd Run

¥li Cry Tomorrow 21.0 10.1 9.1
Blackboard Jungle 17.7 14.9 7.5
Dream Wife 14.7 11.3 12.3
Malaya 7.0 6.7 11.2
Pat and Mike 10.6 6.0 8.6
The Tender Trap 21.8 12.9 9.4
Valley of the Kings 10.6 7.5 8.6
The Cobweb 10.3 6.8 7.8
The Big Hangover 13.7 7.2 8.8
Any Number Can Play 8.0 8.3 11.2

(Arbitron}

And if that's not enough, look at what these Lion/70 features did in other markets
across the country.

Above and Beyond Chicago 16.0 | Little Rock 11.0
Pittsburgh 8.0 | Milwaukee 16.0
Cincinnati 9.0

The Bad & the Beautiful Los Angeles 18.4 | Cincinnati 9.0
Pittsburgh 8.0 | Milwaukee 16.0

Don’t Go Near the Water New York 16.4 | Chicago 18.0
South Bend 13.0

Forbidden Planet Milwaukee 14.0 | Los Angeles  14.3
New York 8.0

Last Time | Saw Paris Los Angeles 15.0 | Chicago 18.0
Milwaukee 16.0

Mogambo New York 19.6 | Chicago 16.0
Los Angeles 14.0 | Cincinnati 9.0
South Bend 13.0 | Little Rock 7.0
San Antonio  15.0

All ratings between 1962 ond 1965

Never a Network play. Always a local hit. These 70 the top of any list. For color, 28... . for length, 98 minutes
fine MGM features with proven performance are average. .. for stars, the list is too long for this ad.
again available. Among the best post '48 pictures Find out the story of LION/70 in your market. Call
ever released to stations, you'll find the LION/70 at your man from MGM-TV now.

GM

TELEVISION
New York, Chicogo, Culver City, Atlanta, Dollas, Toronto




In the

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

17.5% more Homes than the second station.

12.4% more Women than the second station.

9.9% more Men than the second station.
e 30.5% more Teens than the second sta‘on-.

32.9% more Children than'the second station.
Contact your H-R representative for .a. most efficient prime _
time scheddle on KRLD-TV, the station that delivers more.

o T - « W

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

Wrecking crew

Weird alignment has developed at FCC
on one-to-a-customer rulemaking, with
heat on by separationists to get some-
thing done before new members are
sworn in. Outgoing Chairman Rosel H.
Hyde is trying to hold line because any-
thing decided now would be subject to
reconsideration by newly constituted
FCC upon confirmation of new Chair-
man Dean Burch and new Commis-
sioner Robert Wells. But staff is draft-
ing instrument that would tear up own-
erships, even to extent of barring im-
mediate grants or transfers to news-
paper owners, and pave way for rule-
making on divestiture.

Try to nail down commissioners and
they probably would deny that four of
them (Robert Bartley, Kenneth Cox,
Nicholas Johnson and H. Rex Lee)
would go for eventual elimination of
newspaper ownership on grounds of
concentration of media. Commissioner
Robert E. Lee would like separation
of radio (AM-FM) from TV, but with
hands off newspaper ownership. Out-
going Commissioner James Wads-
worth is satisfied with present rules,
and Chairman Hyde might go for sepa-
ration of AM-FM from TV but noth-
ing more. It’s doubted whether separa-
tionists can blitz now, because rule-
making has been pending since mid-
1968 and there’s no logic in move in
midst of changing of command.

Political ploy

FCC’s Democratic four—Commission-
ers Bartley, Cox, Johnson and Rex Lee
—are attempting coup to force consid-
eration of pending rulemaking cases
before two new Republican members
move in. At their behest, FCC meets
today (Monday) to consider pending
things, like 50-50 rule dealing with net-
work program ownership and upcom-
ing Budget Bureau meeting on next
fiscal budget, scheduled for Oct. 31.
Prospects would appear dim at these
special meetings largely because all
staff work hasn’t been completed and
because views of some commissioners
have not ripened. Strategy seems to be
to try to slip through some controver-
sial stuff which, upon inevitable recon-
sideration, might embarrass new mem-
bers.

Hot cargo

Buffeted by complaints of sex and
violence in television, broadcasters are
apprehensive about up-coming feature-
film packages. Programing chief of one

major station group says all too many
first-run films offered by distributors
fail to meet sex-and-violence standards.
He estimates that 15% of features now
in his library are earmarked for airing
after 9 p.m. only, and fears that as
many as one-third of 1965 and 1966
film product will be limited to late-eve-
ning telecasts.

Counting spots

FCC, which has managed to avoid
overcommercialization issue for more
than two years, is faced with it again,
in report submitted by staff. Report
deals with 44 radio and television sta-
tions that proposed to carry more com-
mercial time than permitted by National
Association of Broadcasters code—18
minutes per hour for radio, 16 for tele-
vision—and, as required by policy
adopted in March 1967, reported on
commercial practices 18 months after
their last license renewal. Substantial
number are said to have exceeded pro-
posed maximums of up to 28 minutes
per hour. Some carried more than 30
minutes per hour, one between 40 and
49 minutes in each of 27 hours. How-
ever, total of only five complaints was
reported by stations; commission re-
ceived none.

If commission decides to order any
stations into renewal hearings, it pre-
sumably will have to develop commer-
cialization guidelines. And when com-
mission tried that before, in rulemak-
ing proceeding, in 1963, congressional
pressure forced it to back down. Com-
mercialization issue became source of
bitter controversy within commission,
until 18-month letter policy enabled it
to postpone decision.

Into trade
William L. Walker, after 21 years,
leaves the National Association of

Broadcasters at Washington headquar-
ters at year-end to enter brokerage-
consulting field. Mr. Walker, who
joined NAB as an accountant, for past
five years has been director of broad-
cast management, which includes labor-
relations and economics. He will join
Ben Larson, West Coast broker, former
station owner, in formation of Larson/
Walker and will run Washington office.

Quick change

As Republican national chairman in
1964 campaign and tireless GOP work-
er before and since, Dean Burch has
consistently supported party’s standard

policy of reducing federal-government
expenditures. But now he’s on new
wavelength. In private conversations he
is saying that FCC, which he is slated
to head as chairman, needs more
money to do proper job. He has been
taking on-scene look at FCC for past
couple of weeks, but at low visibility.

Exodus

Lever Brothers spot-TV executive is
joining ranks of media specialists trans-
ferring to independent media-buying
companies. Sam Novensterm, Lever’s
associate media manager in charge of
advertiser’s estimated $30-million place-
ment in spot television, is to become of-
ficer in Vitt Media International, New
York, on Nov. 3. He will serve as sec-
retary and treasurer in outside buying
firm newly formed by Sam B. Vitt, who
worked for Ted Bates & Co. (BROAD-
CASTING, Sept. 22).

Cable programing

Proposed FCC order that would com-
plete action on portions of its CATV-
rules overhaul—but not, reportedly,
part dealing with distant signals—is un-
der consideration by commission. Pro-
posed order, said to be work of Chair-
man Rosel H. Hyde and General Coun-
sel Henry Geller, is aimed at using
CATV to increase number of local out-
lets. Order would require CATV sys-
tems with more than 3,500 subscribers
to originate programing on one chan-
nel; commercials would be permitted,
but within prescribed limits.

And, according to one version of
proposed order, it would also require
systems to make some unused channels
available on common-carrier basis.
Document reportedly takes crack at
television broadcasters saying rules un-
der consideration are made necessary
by television’s failure to do adequate
local programing job.

Rough stuff

Lowell B. Mason, former member and
chairman of Federal Trade Commis-
sion (1945 to 1956), is undertaking
four-month study of violence from new
angle for Institute for Humane Studies,
Menlo Park, Calif. He will seek to de-
termine whether there are parallels be-
tween historic violence and changes in
government policy and current escala-
tion of crime and violence and disorder
here. Whether radio and TV will be
drawn into “critical mass” will be de-
termined later.
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"MARTIN AGRONSKY'S
WASHINGTON
USES NATURAL RESOURCES.

Our guest list routinely reads like a who's who
in today’s news.

Example: To explore the controversial Haynsworth
appointment to the Supreme Court, Martin Agronsky interviewed
some of the important figures involved—U. S. Senator Birch Bayh,
Presidential Deputy Counsel Clark Molienhoff and George Meany,
President of the AFL-CIO.

In a capital where news is the leading product,
we talk to more of the people creating it than any other news
program in Washington.

Spontaneously. When they’re making the news. Or can
give insight into it.

“Martin Agronsky's Washington.” Unprecedented.

6 to 7. Five nights a week.
wuraer-r1v

A POST-NEWSWEEK STATION
Represented by TVAR




 WeekinBrief

Although radio had first billion-doliar sales year in 1968,
canvass of station reps, radio networks and authorities on
radio sales trends indicates sales increases in 1969 will
be minimal. See . ..

Radio’s up, but not as much as last year ... 20

Meeting of American Association of Advertising Agencies
hears warnings that clients and agencies must keep in
step with changes. Value of independent time buying com-
panies is discounted. See . ..

‘Change’ is advertisers’' theme ... 46

Inconsistencies in audience research come under fire at
meeting of Advertising Research Foundation. Research
into audience absenteeism during TV commercials and
new approaches to old research also underscored. See...

Rough week for TV research in New York .. . 50

Eugene Katz, president of The Katz Agency, predicts top-
100 retaii chains may be spending $1 billion annually for
radio and TV advertising in 1970's; stresses increasing use
of broadcast media on national basis. See . ..

$10 billion radio-TV decade for retailers ... 54

Congenial confrontation of Dean Burch and Robert Wells
with Senate Communications Subcommittee is marred by
black leader’s, indictment of TV's treatment of blacks and
charge that Mr. Burch is ‘rich, white racist.’ See . ..

Senate OK appears set for Burch, Wells . .. 60

FCC rejects Chronicle Publishing Co.'s contention that
Commissioner Nicholas Johnson engaged in ex-parte ac-
tivities and should be disqualified from hearing on renew-
al of Chronicle’'s KRON-FM-TV San Francisco. See . . .

Chronicle fails to eject Johnson ... 70

NBC Radio aims to please as it intensifies efforts to pro-
vide service meeting changing needs of affiliated stations
and to awaken advertisers to potential of medium. Stress
laid on news, flexibility, timeliness, brevity. See . . .

NBC Radio now: short and snappy ... 72

Victor C. Diehm, broadcaster and chairman of Mutual Af-
filiates Advisory Council, is elected president and chief
executive officer of Mutual Broadcasting System, replac-
ing Robert R. Pauley. See ...

Diehm fills the top MBS spot ... 74

CBS President Frank Stanton calis for consertium of three
major TV networks to own and operate $100-million satel-
lite system for transmission of programs. AT&T favors
plan, COMSAT turns thumbs down. See . ..

Now all networks want satellite .. . 80

After week of trading, financier Kirk Kerkorian winds up
with about 38.5% of Metro-Goldwyn-Mayer stock, and posi-
tion of influence on MGM board. MGM President Louis F.
Polk, by own admission, may be ‘expendable.’ See . . .

Kerkorian adds more trump cards ... 88

Begartments Broadeasting
AT DEADLINE .o 9 PROGRAMING ........ Published every Monday Sby lgrolad-
BROADCAST ADVERTISING . 21 WEEK'S PROFILE casting Publications Inc. Second-class
' postage paid at Washington, D.C., and
CHANGING HANDS ....cooovirvviririnnae 68 WEEK'S HEADLINERS .....coenee 10 | Zdditional offices.
CLOSED CIRCUIT ....... e B Subscription prices: Annual subscrip&
tion for 52 weekly issues $10.00. Ad
DA O 14 $2.00 per year for Canada and $4.00
EDITORIALS ercreererrerrrireciiaenans 108 for all other countries. Subscriber’s oc-
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. Spend an hour findinS6d,
whats going to happen inghghex

One of the best ways to find out what's
going to make the news in the seventies is
to listen to the people who reported the
news in the sixties.

Inour hour-long special,"Forecast
1970: Perspective on the News”', you'll
hear what Group W correspondents and
commentators from all over the world have
to say about the decade ahead.

They'll be talking about everything
from the chances of peace in Vietnam to
President Nixon's chances for re-election.
= “Forecast 1970", isanother of the 52

. prime-time television specials Group Wis
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 talk about
today'srace problems. Another will talk
about yesterday’s war. And still others will
talk about the things we face in the future.

We did‘a special on the next decade
because there's one thing every television
viewer is inter’(\ested in. GROUP
His future.

WESIING,!OUSE BROADCASTING COMPANY
W8Z - WBZ-TV BOSTON - WIN§ NEW YORK - WIND CHICAGD
WJZ-TV BALTIMORE - KYW - KYW-TV PHILADELPHIA - WOWD FT. WAYNE
KOXA - KOKA-TV PITTSBURGH | KPIX SAN FRANCI 8 LOS ANGELES.__
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Late news breaks on this page and overleaf.
Complete coverage of the week begins on page 21.

AtDeadline

FCC rejects ‘censor role’ in broadcast news
Controversial-issue coverage will not threaten renewals

FCC, in effort to encourage broadcast-
ers to present programing dealing with
difficult issues facing society, has “es-
chewed the censor's role” and has
promised to act with restraint in inves-
tigating complaints broadcasters had
distorted or staged news.

Commission said Friday (Oct. 17)
it will not defer action on license-renew-
al applications because of such com-
plaints unless there is extrinsic evi-
dence licensee or top management, in-
cluding news management, is involved.

Commission left itself option of in-
vestigating any complaint, even if evi-
dence involved newsmen only. It said
it would act “in all cases where we
may appropriately do so.”

However, it said that investigation
of reporter’s activities would be “no
hazard” to station's license, unless
evidence indicated licensee or manage-
ment is involved. Improper activity by
employes without licensee's knowledge
will not normally raise issue as to
licensee’s character qualifications, com-
mission said.

Statement was issued in connection
with commission’s resolution of case
in which CBS had been accused of
slanting news in its documentary, Hunger
in America, originally broadcast May
21, 1968. Commission concluded no
further action on complaints was war-
ranted. One complaint was from Rep-
resentative Henry B. Gonzales (D-
Tex.). Decision had been anticipated
for several weeks (BROADCASTING, Sept.
29).

Statement represented compromise
between opposing viewpoints within
commission. General Counsel Henry
Geller, with Chairman Rosel H. Hyde’s
backing, pressed statement in which
commission would foreswear any inves-
tigation barring extrinsic evidence li-
censee or top management was in-
volved. Broadcast Bureau, backed by
Commissioners Kenneth A. Cox, Rob-
ert T. Bartley and H. Rex Lee, pre-
ferred not to tie commission’s hands.

Commission promise not to hold up
licenses except in cases where licensee
or management is involved represents
victory for point Chairman Hyde had
expressed within commission in oppos-
ing long delay in renewing licenses of
CBS’s California stations. Renewals
were granted last month, but they had
been held up since December because
of Hunger in America case.

Commission, in its statement, stressed

it will exercise care in investigating
charges of news slanting. “The com-
mission is not the national arbiter of
‘truth’.” 1t also said it would not enter
“quagmire” of investigating complaints
of persons claiming to have been mis-
quoted on news programs.

“In this democracy,” commission
said, no government agency can authen-
ticate the news, or should try to do so.
We will therefore eschew the censor’s
role, including efforts to establish news
distortions in situations where govern-
ment intervention would constitute a
worse danger than the possible rigging
itself.” '

Commission opened its discussion of
policy issues by commending CBS for
undertaking documentary on “one of
the tragic problems of today.”

One of principal charges against net-
work was that it had shown newborn
baby and said it died of malnutrition
when in fact it was premature baby.

CBS had contended its version was
given in good faith. And commission
said there is conflict between memory
of CBS personnel involved and testi-
mony of personnel at hospital where
baby was shown. e

Under circumstances, commlission
said, it would be “inappropriate to hold
hearing to ascertain ‘truth’.”

Case also involved allegations that
certain persons were paid to perform
as instructed on program and that se-
quence at San Antonio stamp market
had been staged. CBS was also said to
have attempted to induce physician to
make “dramatic statements.”

News under quiet campus elms

Columbia University Broadcasting In-
stitute, being developed jointly by broad-
casters and university’s graduate jour-
nalism school to advance cause and
performance of broadcast journalism
(BROADCASTING, March 31, et seq.), will
hold its first seminar this week.
Fourteen station managers and 10
station news chiefs will attend sessions
Tuesday through Thursday {(Oct. 21-
23) on Columbia campus in New York
to examine “broadcast news—its de-
manding role in the *70’s.” Aim of this
and other seminars, which would be
institute’s chief service, is to give radio-
TV newsmen intensive backgroundings
on subjects related to their daily work.
Though under quiet development for
more than five years, institute is still

considered ‘“tentative,” according to
Professor William A. Wood of jour-
nalism school, who is project coordin-
ator.

He said Friday (Oct. 17) that 27
broadcasting companies have contribu-
ted more than $30,000 and that, though
this is not enough to launch institute on
permanent basis, it is enough for two
seminars whose success may help deter-
mine institute’s future. Second seminar,
for news directors only, is being planned
for January 1970.

Rebuttal to retail-media use

What many broadcasters regard as
hatchet job in Wall Street Journal ar-
ticle last week on retailers’ use of TV
is due to be answered this week. He
may not mention Journal specifically,
but Paul Benson, local-sales vice presi-
dent of Television Bureau of Advertis-
ing, is slated to detail TV’s rising retail
trend in report during TVB’s annual
membership meeting in Washington.

For starters, department stores placed
22% more TV commercials in first
half of this year than in first half of
last. Journal article acknowledged re-
tailers are getting into TV more and
more, but put big emphasis on TV ex-
pense, and headline concluded “lion’s
share” of retail budgets will stay in
newspapers.

Three stations change hands

Approval of two radio-station sales was
announced by FCC Friday (Oct. 17)
—and at same time it was announced
that another sale was in works.

Sale of wHIM-AM-FM Providence,
R.I., for $450,000 was approved by
commission and application for sale of
wzoE(AM) Princeton, Iil.,, was due to
be filed shortly.

Providence outlets were sold by Gold-
en Gate Corp. to Culligan Communi-
cations Corp. Vote was 4-to-2 with
Commissioners Robert T. Bartley and
Nicholas Johnson dissenting.

Harold C. Arcaro and family are
principals of Golden Gate. Mr. Arcaro
formerly owned 92% of WNET(TV) (ch.
16) Providence, R.I., now dark.

Matthew J. Culligan, former head of
Mutual Broadcasting System, is presi-
dent of CCC. Company owns 80% of
Westport (Conn.) Town Crier and is
applicant to purchase xBNo(FMm) Hous-
ton and KEiR(FM) Dallas.

WHiM(AM) is daytimer on 1110 kc
with 1 kw. WHIM-FM is on 94.1 mc with
50 kw and antenna height of 430 feet
above average terrain.

WzoE(aAM) is being sold by Bureau

More “At Deadline” on page 10




Myr. Larimer

Mr. Bee

Bill Bee, L. D. Larimer and George
Ponte elected VP’s of Edward Petry &
Co. Mr. Bee, with firm 10 years, was
named TV group sales manager in New
York in 1968. Mr. Larimer, with Petry
for 17 years, has been sales manager
in Los Angeles office since 1957. Mr.
Ponte was appointed radio sales man-
ager of Petry’s Chicago office in 1966.

Adolph J. Toigo, president of Lennen
& Newell, New York, elected board
chairman and continues as chief execu-
tive officer. His son, Oliver Toigo, who

Mpr. Ponte Mr. Oliver Toigo
has been senior VP at L&N, succeeds
him as president and continues as chief
operating officer. Morton Keshin and
John D. Speirs, both senior VP’s,
moved up to executive VP’s.

Hanno Fuchs, senior associate creative
director, Young & Rubicam, New York,
resigns to become executive VP in
charge of creative services at Richard
K. Manoff, New York, effective Nov. 1.
He will be first VP in 13-year history
of agency. Mr. Fuchs joined Y&R 16
years ago as junior copywriter.

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

Broadcasting Co. to Public Service
Broadcasters Inc. for $194,250, subject
to FCC approval. Principals of Bureau
Broadcasting are Ruel B. Van Wert and
Russell W. Holcomb.

Donald G. Jones is president and
principal stockholder of buying group.
Public Service Broadcasters last year
bought wrTiM-aM-FM Taylorville, Ill.,
for $270,000 (BROADCASTING, Dec. 30,
1968).

WzoE, which went on air in Oc-
tober 1961, is full time on 1490 kc with
1 kw day and 250 w night. Broker:
Hamilton-Landis & Associates.

Tough Q&A ahead

Senator Hugh Scott (R-Pa.) submitted
on Friday (Oct. 17) list of written
questions to be answered by Dean
Burch and Robert Wells. Exchange,
which will be placed in record of hear-
ing on Burch-Wells nominations to FCC
(see page 60), dealt primarily with
CATV. Answers are expected by end
of this week.

Among questions “Doesn’t it seem
inconsistent to you” that FCC has
moved to authorize pay TV while mov-
ing to “restrict” CATV development?
“Is there any reason why the FCC
should not promote the development of
cable television to the fullest extent
unless and until it is factually demon-
strated that regular broadcast service is
actually impaired? I would like to have

your views with respect to the role of
the federal government in fostering an
improvement in television programing.”

Decisive executive session on nomina-
tions of Messrs. Burch and Wells is not
expected before end of next week, ac-
cording to Senate sources.

Eckmar buys Trans-America

Eckmar Corp., New York, diversified
manufacturer, said Friday (Oct. 17) it
will acquire Trans-America Film Corp.,
Los Angeles, distributor of films to
theaters and TV. Eckmar will make
down payment of $3 million in its
stock and additional $12 million in
stock, contingent on future earnings.

Seminar to probe cable

CATYV and its emerging problems will
be subject of four-day seminar in No-
vember sponsored by Practicing Law
Institute and featuring government and
industry leaders.

Each day in Nov. 18-21 schedule
will be devoted to particular cable-prob-
lem area. Sessions are to be held in
Essex House in New York.

Federal regulatory system will be
under examination Tuesday (Nov. 18)
with Henry Geller, FCC general counsel,
featured on panel along with Robert
W. Coll of McKenna & Wilkinson, and
Herbert Schuekind of Fly, Schuebruk,
both Washington. Franchising is set for
Nov. 19 with Morris Tarshis, New York

10

City director of bureau of franchise;
David W. Smith of Sterling Communica-
tions, and John K. Jepson, assistant at-
torney general of Connecticut.

Copyright bill will be examined Nov.
21 with panelists Herman Finkelstein,
general counsel of American Society of
Composers, Authors and Publishers;
Gerald F. Phillip of Phillips, Nizer,
New York; Ernest Jennes of Covington
and Burling; Harry Plotkin of Arent,
Fox, both Washington, and Barbara
Ringer, assistant registrar of copyright.

Economic facts of life and future of
cable is set for Nov. 21 with Charles C.
Woodward Jr. of Westinghouse Broad-
casting CATV subsidiaries and Mon-
roe Rifkin of American TV and Com-
munications Corp.

Logjam in House

Action by House Commerce Committee
and its subcommittees on pay TV,
CATV and other communications is-
sues is still held up pending full com-
mittee’s resolution of airport business.
Committee’s chairman, Representative
Harley O. Staggers (D-W. Va.) held
meetings of subcommittee chairmen
last week in attempt to work out sched-
ule for coming weeks. So far, no
breakthrough.

Chess dies

Funeral service is scheduled today (Oct.
20) for Leonard S. Chess, 52, president,
L & P Broadcasting Co., operator of
wYaN(aM) and wspM(FM) Chicago
and wNov(AaM) Milwaukee. Mr. Chess
died last Thursday from heart attack
while driving car.

He founded Chess Recording Co. in
1941, which has been responsible for
success of many top jazz artists. He is
survived by wife, Revetta, and brother,
Philip, partner in record and broadcast-
ing ventures, as well as by two daughters
and son, Marshall, who is vice presi-
dent of L & P.

ABC picks up in MNA's

ABC-TV broke through in Nielsen 70-
city Multi-Network Area (MNA) rat-
ings for week ended Oct. 12, outrating
both CBS-TV and NBC-TV. Movies
were ABC’s helpmates. Average ratings
for week were ABC 18.7, CBS 18.0
and NBC 17.7. New ABC shows in
top-10 were Marcus Welby, M.D. and
Room 222.

Another agency merger

Ad agencies Gaynor & Ducas and Ad-
ams Dana Silverstein Inc., both New
York, have agreed in principle to merge.
Gaynor & Ducas, with offices on both
coasts, has billings of $18 million;
Adams Dana bills approximately $6
million.
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3 GOOD REASONS
TO CHOOSE WMAZ-TV

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

ALMANAC

. 1:00-1:30 P.M.
. Rating* Share* Homes*
R 86 28,100

PULSE

6:00-6:30 P.M.
Rating* Share* Homes*
41 18 45,400

=28

11'th HOUR _|
¢ REPORT I

11:00-11:30 P.M.
Rating* Share* Homes*
21 82 23,300

e

*ARB Feb-Mar, 1969.
Audience estimates

subject to qualifica-
tions available on re- (]
quest.

MACON, GA. CHANNEL 13
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' ]
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o
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NNQ rmaLTirm=cd i/

Z 12

A Multimedia Station / Represented by Avery-Knodel, Inc.
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26 features in
a festival of laughter

W. C. FIELDS curdles the milk of loving kindness

in 14 of his finest films with such famous straight-
men and women as Gary Cooper, Cary Grant, Jack
Oakie, Charlie Ruggles, Martha Raye, Dorothy
Lamour, Bob Hope, George Raft, Charles Laughton,
George Burns & Gracie Allen, Rudy Vallee and

Bing Crosby.
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MAE WEST shamelessly exposes her talents in  THE MARX BROTHERS shatter The Establishment

8 (count'em) collector's items...in which she  in 4 of their all-time great film romps—blazing their L L

collects such eager victims as Randolph Scott, inevitable trail of havoc and consternation among friend
Cary Grant, Victor McLaglen, George Raft. and foe...to the unending delight of their viewing fans.

comedy ClassiCs ..., mwnme..nmeaty
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RIPS YOU APART

Our job is to take your station
apart, piece by piece . . . to
find out what makes it tick on
the air and tell you how to fix

whatever isn’t ticking!

I’s not done with mirrors or
mysticism . . . it's done by
probing vyour audience in
depth, through in-person inter-
views, and finding out WHY
things are as they are—in-
dividual by individual, pro-

gram by program.

Does it work? . .. Well, some
of our clients have retained
an association with us for
seven years and they are noted
for getting a fair return on

their investments.

We'd like to tell you about
our company. Just call, we’ll
come . . . no obligation, of

course.

McHUGH & HOFFMAN, INC.
Television & Advertising Consultants

430 N. Woodward Avense
Birmingham, Mich, 48011

Area Code 318
644-9200

Datebook -

A calendar of important meetings

and events in the field of communications.

ulndicates first or revised listing.

October

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

Oct, 21—Luncheon Mceting, Hollywood Ra-
dio and Television Soctety. Irving Kahn,
president and chairman of board, Tele-
prompter Corp.. New York, will be guest
speaker. Beverly Wllshire hotel, Beverly
Hills, Callf.

Oct. 20-23—Annual board and membership
meetings of Television Bureau of Advertis-
ing. HEW Secretary Robert H. Flnch will
deliver keynote address. TV's service to
small business is theme of TVB's new pres-
entation, “*Small business growing larger,”
tc ue premlered at Wednesday session.
Shoreham hotel, Washington.

Oct. 2v-21—Conventlon of eastern and
suutheastern chapters of National Religious
Broadcasters. Marriott Motor Hotel, Twin
Bridges, Washington.

aOct. 21—Hearing before Senate Communica-
tions Subcommittee on bill to provide re-
duced-rate television time for congressional
candidates (S. 2876) and on other proposals
regarding use of television and radio by
Presidential and Vice Presidential candi-
dates. Room 1224. New Senate Office Bulld-
ing, Washington.

Oct. 22-24—Anuual fall convention of Indi-
ana Broadcusters Association. Sheraton ho-
tel, French Lick.

Oct. 22 — Meeting of Technical Committee
of Association of Maximum Service Tele-
casters Inc. Washington.

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

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

Oct. 22-25—National meeting of Mutual Ad-
vertising Agency Network. Pfister hotel,
Mllwaukee.

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

Oct. 24-26—Fall meeting of Missouri Broad-
casters Association. Cheshire Inn, St. Louls.
a0ct. 27-29—Eascon '69. Electronics and
Acrospace Systems Convention and Exposi-
tion. sponsored by Iustilute of FElectrical
and KElectronic Engineers’s group on aero-
space and electronics systems. Sheraton
Park hotel, Washington.

u0ct. 28—Hollywood Radio and Television
Society luncheon. Speaker: M. 8. McLaugh-
lin, vice president of Ford Motor Co. and
general manager of Lincoln Mercury Divl-
sion. Beverly Wilshire hotel, Beverly Hills.

Oct. 29—Cuse Study.” One in a serles of
International Rudio and Television Society

NAB regional conferences

Oct. 23-24—Palmer House, Chicago.

27-28—Statler Hilton, Boston.

Oct. 30-31—Marriott, Atlanta,

. 13-14—Marriott, Dallas.

. 17-18—Brown Palace, Denver.
20-21—Sheraton motor Inn, Portland.

seminars. 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 televislon work-
shop, which began in 1968. Reeves Television
Studlos, Reeves Lincoln Square, New York
City.

Oct. 29—31—Annual tall conventlon of Illk-
nois 4 of ters. Drake-
Oakbrook hotel, Onkbrook.

November

Nov. 3—New deadline for reply comments
on FCC’s proposed rulemaking requlring
llcensees to show nondiscrimination in em-
ployment practices. Previous deadline was

Sept. 5.

Nov. 3—New deadline for tiling reply com-
ments on Part Five of FC(C’s proposed
rulemaking dealing with CATV policy. Pre-
vious deadline was Oct. 1.

Nov. 3-7—Annual armed forces audio-visual
communications conference with Department
of Army as host. Annual audlo-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 International Radio and Tele-
vision Society seminars. Bankers Trust Audl-
torlum, 280 Park Ave., New York.

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

Nov, 6-8—Cablecasting seminar, sponsored
by the National Cable TV Association, Na-
tional Cable TV Center, Pennsylvanla State
Unlversity, Unlversity Park, Pa.

sNov. 7T—Meeting of Associacion Nacional de
la Publicidad, A. C.. Mexico City. Hugh R.
Best, VP and creative director, Arndt, Pres-
ton, Chapin, Lamb & Keen Phlladelphia, wiil

speak.

Nov. 7—Black tie dlnner honoring retiring
FCC Chalrman Rosel H. Hyde, sponsored by
Federal Communications Bar Association.
Shoreham hotel, Washington.

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

Nov. 8-12—-Annual conventlon, National Asso-
tati dcasters. Shera-

of
ton-Park hotel, Washlngton.

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

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

Nov. 12-15—Annual conventlon, Sigma Delta
Chi. El Cortez hotel, San Dlego.

sNov. 14—New deadline for filing reply com-
ments on FCC’s proposed rulemaking ban-
ning cigarette advertising. Previous deadline
was Oct. 17.

uNov. 14—Du Pont awards presentations,
under auspices of Columbia University
School of Journalism. New York.

uNov. 16-19—22d national conference. Public
Relations Society of America. Speakers in-
clude: Saul Bass. president, Saul Bass &
Associates: Jack Hanrahan, writer-producer,
Rowan and Martin’s Laugh-In series: Ronald
Reagan, governor of California: Sam Yorty.
mayor of Los Angeles: Whitney Young, ex-
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BUILDING BLOCKS
FOR BETTER BROADCASTING

Each CBS Laboratories professional broadcast product is designed to produce a
specific improvement in the quality of broadcast transmissions. Performance
and reliability are unconditionally guaranteed.

Audimax
Solid-state automatic ievel control

Volumax
Solid-state limiters for AM or FM or recording

Wide Range Program Monitor
Measures audio levels across a full 60 db range on a
single linear scale without range switching

Automatic Loudness Controller
Reduces excessive loudness levels in broadcast
audio material

Color Masking Processor
Corrects color distortion caused by optical filter
overlap and spectral response characteristics
of camera tubes

Test Records
Unique, high-precision tools for rapid evaluation and
adjustment of audio components and systems

Television Display Systems
Professional display systems for daily use in any size
studio — can be expanded with display needs

BROADCASTING, Oct. 20, 1969

Dynamic Presence Equalizer
Enhances the presence of broadcast signal — for more
clarity, fidelity and penetration

Masking Amplifier
Enhances color fidelity and saturation of the
Norelco PC 70 camera

Mark il Image Enhancer

Provides effective enhancing of the vertical and
horizontal detail of a television video signai

Joy Stick/Paint Control
Fingertip response to varying picture quality for the
best possible on-air signal

Write or call collect for complete catalog.

CBS
LABORATORIES

A Division of Columbia Broadcasting System, Inc.
Stamford, Connecticut 06905
(203) 327-2000
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WE SELL

ONE
AM or FM Broadcast Transmitter

A DAY

JUST LUCKY?

If so, very lucky, because, at 6, we’re the youngest of the
major broadcast equipment manufacturers, with over one
hundred and fifty domestic broadcasters and approximately
500 international and government users and gaining rapidly.
That kind of growth suggests vitality, at least. New broad-
casters say what attracts them to us is our reputation for
reliable products, unexcelled services, and realistic prices.

Reliable products like zero bias triodes in FM Broadcast
Transmitters that just don’t wear out! (Some of these tubes
have been in service for 20,000 hours and are still going
strong.) The reliability and stability are just unsurpassed.
We’ve simplified the circuits such that there just aren’t any
parts to drift. Our AM Transmitters don’t contain marketing
gimmicks but simple conventional circuits that even a 3rd
class license holder would understand. They sound like a
million dollars and just go on and on.

Services like having CCA technicians supervise your instal-
lation when required at no cost. Having replacement parts
shipped prepaid and always being available for assistance.
Modification Kits constantly being supplied to update and
maintain the reliability of your transmitter.

Prices that are consistent with our costs and which have
kept the “Big Boys” from gouging the little broadcaster. It's
pretty apparent CCA products provide much more for con-
siderably less cost.

We’re proud of our rapid growth, sure. But let us show you
how we can apply our services and products to bear on your
equipment requirements.

Your AM and FM Equipment Performance is our Business.

AT
"
%

CCA Electronics Corporation
716 Jersey Avenue

1 Gloucester City, New Jersey 08030

B e Telephone: (609) 456-1716

P

WHY PAY MORE AND GET LESS

ecutive director, Urban League. Century
Plaza hotel, Los Angeles.

Nov. 18—Deadline for fllilng comments In
FCC’s proposed rulemaking permitting the
inclusion of coded Information in TV visual
transmissions for the purpose of program
identification.

sNov. 18—'‘Media Trends."” One in series of
advanced medla concepts seminars, Spon-
sored by International Radio and Television
Society. Joseph Ostrow of Young & Rubicam
will speak. 10th floor screening roum of Grey
Advertising, 777 Third Avenue. New York.

Nov. 21—Annual fall management seminar,
Kansas Association of Broadcasters, Ramada
Inn., Lawrence.

aNov. 25—‘''Media Futures.” One in series
of advanced media concebts seminars, spon-
sored by International Radio and Television
Society. Erwin Ephron of Car! Ally Inc. will
speak. 10th floor screening room of Grey
Advertising, 777 Third Avenue, New York.

Nov. 28-30—Fall convention of XNatsonal
Association of Farm Broadcasters. Conrad
Hilton, Chicago.

December

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

Dcc. 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. Panels 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.

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

Dec. 6-11—Galaxy conference on adult ed-
ucation, sponsored by Committee of Adult
Education Associations. Utllization 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, Natlonal Educational Tele-
vislon, are scheduled to speak. Sheraton-
Park and Shoreham hotels, Washington.

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

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

Dec. 17—Deadline for fillng reply comments
in FCC’s proposed rulemaking permitting
the inclusion of coded information in TV
visual transmissions for the purpose of pro-
gram jdentification.

mDec. 19—Pre-hearing conference on license
renewal hearing of KRON-FM-TV San
Francisco. Washington.

January 1970

mJan. 8—Renewal hearing for KRON-FM-TV
San Francisco. Washington.

Jan. 9-12—Seminar on ‘‘Responsibilities of
Communications Media.”* conducted by Ditch-
ley Foundation, Oxford, England.

Jan. 12-17—Exhibition of American elec-
tronics equipment sponsored by the Bureau
of International Commerce of the U.8. De-
partment of Commerce. U.S. Trade Center,
Paris.

mJan. 16—Board of directors meeting of In-

stitute of Broadcasting Financial Manage-
ment. Royal Orleans hotel, New Orleans.

Jan. 19-23—Winter meeting of National As-
sociation of Broadcasters board of dlrectors.
Sheraton Maul hotel, Maui, Hawall.

aIndicates first or revised listing.
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BROADCASTING PUBLICATIONS iNC.

Sol Talshoff, p'reaident Lawrence B.
Talshoft, aa;ecut ve vice president and
gecretary; Maury Long, vice president;
Edwin H. James, vice president; B. T.
Taishoff, treasurer; Irving C. Miller,
comptro iler; Joanne T. Cowan, assistant
treasurer.

Broadeasting
TELEVISION

Executive and pub'ication headQuarters
BROADCASTING-1ELECASTING bullding,
1135 DeSales Street, N.W., Washington.
D.C. 20036. Phone: 202-838-1022

Sol Taishoft, editor wnd oublisher
Lawrence B. Tulshoft. exacutive VP

EDITORAL

Edwin H. James vice president and
executivae edit

Rufus Lrater edmmal director

(New York).

Art King, managing editor.

Frederick M. Fitzgerald, Earl B.
Abrams. Leonard Zeidenberg,
genior editors.

Joseph A. Esser, Willlam R. Loch.
Robert A. Malone, associate editors.
Alan Steele Jarvis, Mehrl Martin, Tim-
othy M. McLean, Steve Millard, staff
writers; Albert N. Abrams, Donna Gal)-
ette, Deborah May Nordh, J. Daniel
Rudy. Robert Sellers, editorial assist-
ants; Gladys L. Hall, secretary to the
editor and publisher. Erwin Ephron
(vice president, director of media,
programing and media research, Carl
Ally). research adviser.

SALES

Maury Long. vica president-

general ma

Ed Sellers, Southern sales manager,;
George L. Dant, production manager;
Harry Stevens, traffiic manager; Bob
Sandor, assistant_ production-traffic
manager; Sarah Bryant, classified adver-
tu;m;. Dorothy Coll, advertising assist-
an

CIRCULATION
David N. Whitcombe, circulation

dirertor.

Richard B Kinsey. subscription and data
processing manager; Michael Carrig,
Willlam Criger, Kwentin Keenan, Jean
Powers, Suzanne Schmidt, Arbenla
wiillams. Bertha Williams, Lucy Kim.

BUSINESS

Trving C. Miller, compiroller.
Sheila Thacker, Rose Poole.

BUREAUS

New York: 444 Madlson Avenue. 10022,
Phone: 212-755-061

Rufus Crater. ed(toﬂal director; David
Beriyn, Rocco Famighettl. senior editors.
Hazel Hardy, Frank Lyons, Helen Mana-
sian. Caroline H. Meyer, staff writers.
Warren W. Middleton, sales manager;
Eleanor R, Manning, {nstitutional

snles manager; Greg Masefleld.

Eastern sales manager; lLaura D.
Grupinski, Harrlette Weinberg,
advertising assistants.

Chicagn: 360 North Michigan Avenue,
60601. Phone: 312-236-4115,

Lawrence ChristoDher, senior editor.
T. Byrne O'Donnell, Midwest sales
manager.

Rose Adragna, assistant.

Hallvwnnd : 1680 Nnrth Vine Street.
90028, Phone: 213-463-3148.

Morrls Gelman, genior editor.

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

BroApcASTING® Magazine was founded in
1931 by Broadcasting Publications Inc.,
using the title BROADCASTING*—The
News Magazine of the Fifth Estate.
Broadcasting Advertising® was acquired
in 1932. Broadecast Reporter in 1833.
Telecast® in 1953 and Television® In
1961. Broadcasting-Telecasting® was
introduced In 1946.
*Reg. U.S. Patent Office.
© 1969 by BroancasTiNG Publications Ine.
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Commercials are hard work

Eoitor: Cliff Einstein's “Monday
Memo” (BROADCASTING, Oct. 13) is not
the first article to encourage advertising
agencies to produce better radio com-
mercial copy. Speaking as the continui-
ty writer of a large New York FM sta-
tion, I must say that much more time
and effort is put into commercials by
the radio stations themselves.

Since a large part of a local station’s
business comes from shops and services
that do not employ agencies, both the
sales campaigns and the commercials
themselves arc planned and executed
by the station’s own continuity “depart-
ment.” I devote most of my working
day to doing just that for every conceiv-
able type of local business—from a
“singles” dating service to a store spe-
cializing in arch supports. Each com-
mercial reccives several hours of care-
ful planning, writing, musical back-
ground and/or sound-effects sclection,
and then production. No easy task for
some 300 clients, whose spots get com-
pletely rcvised cvery few weeks.

Ad agencies would do well to im-
prove their radio spots and give the
stations’ own writers some real com-
petition. Perhaps they should hire for-
mer radio continuity people for their
creative departments, rather than limit-
ing themselves to those writers with
mainly agency print experience.—
Marion Kurtz, continuity director,
wRFM(FM) New York.

Slow-pay problem

EorTor: As the operator of a small ra-
dio station in what the large advertis-
ing agencies consider a fringe market.
I am becoming increasingly aware that
some of the major agencies are using
money that belongs to small-market
media to take advantage of prompt-
payment discounts offered by networks
and publishers.

The names of the advertising agen-
cies that are 90 to 120 days late in
paying media bills (especially those
from radio stations in small markets)
read like a who's who among the top-
10 in annual billing. . . . Dozens of
letters that I have written to these agen-
cies have gone unanswered.

In the few instances where the agen-
cies bothered to reply to our letters,
they blame the computers, the fact that
we have no station rep, the huge size
of their operation, and other excuses
that are strictly invalid. I don't think
mammoth size is an excuse for ineffi-
ciency. —1. T. Cohen, president-
general manager, x1Zz(FM) E! Paso,
Tex.

WHBF

the call
letters of

public service
since 1925

X, =l
Maurice
Corken, vice pres. & gen. manager
"Serve is the key word in our motto.
It challenges us to provide the best
in entertainment, news and public
service that our many years experi-
ence can provide.”

Frank

Hicks, AM program director -

“QOur success depends on the lis-
tener. What he wants does have an
effect on what he gets. We program
for him. His wants make him a
member of our team.”

Bob
Sinnett, vice president, engineering

“Superior service demands supe-
rior equipment like our radar
weather system, full color studio
and control rooms, film labs and
complete backup equipment.”

WHBF

CBS for the No. 2 market in
lllinois-lowa (Rock Island,
Davenport, Bettendorf, Moline)
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mmﬂ from Alexandre de Lasta, European Marketing and Advertising Agencies Group, London

Voilal—the advertising facts of life in Europe

No traveller in Western Europe can
fail to recognize the forest of TV anten-
nae which spring from the roofs of
homes—rich and poor alike—in virtual-
ly every town and village.

During the last six years the number
of television sets has more than doubled
to a total of more than 48 million so
that today almost every fifth person
owns Or rents a receiver.

All television in Europe is govern-
ment-controlled, although operationally
to a greater or lesser degree autono-
mous, save for the United Kingdom
where a healthy balance is provided by
the noncommercial public corporation,
the British Broadcasting Corp., and the
private program contractor which car-
ries commercial advertising, and which
operates under the aegis of a statutory
body, the Independent Television Au-
thority.

Commercial television in Britain is
much-envied and studied throughout
continental Europe as it provides a
reasonable balance between program-
ing and advertising. This interest was
particularly in evidence at the London
Television Congress held during the
first week of October 1969.

From the outset, acceptance by most
European governments of television
which carried commercial advertising
was painstakingly slow, but once a foot-
hold has been established, its spread be-
came wide and rapid. The main attrac-
tion for governments was that it en-
abled them to off-set high production
costs against advertising revenue.

This is best illustrated by looking at
the number of homes which can now
receive the channels with commercial ad-
vertising: Great Britain, 89%; Nether-
lands, 83% ; West Germany, 79% : Fin-
land, 72%; France, 61%; Italy, 56%:
Switzerland, 39%; Spain, 36%: Por-
tugal, 21%. (Source: “World Radio
TV Handbook 1969”)

Only four countries—Belgium, Den-
mark, Norway and Sweden—have not
yet introduced a service with advertis-
ing. However, since the Netherlands
started commercial TV during 1967.
and since it is now expected to doubla
the commercial service by 1972, it
would not be surprising if neighboring
Belgium—two-thirds of which speaks
the similar language—was to introduce
it in the near future.

In the Scandinavian countries, politi-

cal attitudes and opposition from the
newspaper proprietors are likely to stave
off the introduction of a commercial
service until about 1972, although there
are strong pressures existing in these
countries for the earlier introduction of
such a service.

Advertising on television in Europe,
as in the United States, has provoked
a marketing revolution.

Television advertising in Europe,
however, has certain problems. In the
American sense, commercial advertising
does not exist. In Europe no advertiser
can sponsor, or indeed have any control
over the content of a program, nor can
it dictate to the program company that
its advertisement should be used in a
particular program. Europcan advertis-
ing is concentrated in program breaks
consisting of “blocks” which consist of
a number of commercial spots which
are rigidly separated from the pro-
grams. The limitation of this “block”
system is that it dilutes the impact of
each individual advertisement. Adver-
tising time is severely rationed—on
average about five to 10 minutes in each
hour—hence there are long waiting lists
of advertisers clamoring for time to be
allotted to them.

In the Netherlonds, Germ=ny, and
France, an advertiser wanting to .use
television has to plan his campaign two
years in advance—and even then he
must have a very substantial advertising
agency behind him to obtain the view-
ing segment of his choice. In addition,
his campaign schedules hove to be
drawn up according to the TV time al-
lotted. rather than according to the ap-
propriation which he would have liked

to devote to this medium.

Then there is the language problem
—Switzerland, Belgium and Finland
having more than one official language.

Switzerland has three channels—one
German, which serves approximately
70% of the population, one French,
serving another 20% and an Italian
channel for the remaining 10%.

While TV on a multi-national scale
is at an early stage—e.g. joint programs
such as the Eurovision Song Contest—
the overlap of national channels has al-
ready “‘conditioned” viewers to this next
stage of development. This further de-
velopment is linked to technical ques-
tions such as the use of satellite trans-
mitters. Luxembourg has already taken
considerable advantage from the over-
lapping of viewers in Belgium and
France. The privately owned Luxem-
bourg company claims a total viewer-
ship on 600,000 sets, only 48,000 of
which are actually in Luxembourg, the
majority being situated in Belgium and
France.

Multi-national transmissions with com-
mercial advertising which could reach
a market of up to 300-million pecople
are still very much in the futurz. Manv
agencies are, however, planning for this
day and are already producing com-
mercials which with linguistic modifica-
tions are being used in several countries.
and on both technical systems. This
process of television integration—with
its reduced production costs—will un-
doubtedly develop even faster as the
European economy develops, and the
countries of Europe move towards ef-
fective economic and political integra-
tion.

Alexandre de Lasta is president of the
EMAD Group and managing director of
EMAD Ltd. EMAD, which stands for Eu-
ropean Marketing and Advertising Agen-
cies, is a group of nine independent orga-
nizations. Count de Lasta, who is descended
from an old Spanish noble family, went to
England shortly before World War Il and sub-
sequently became a British subject. After
World War II he became associated with
Pearl & Dean, an advertising group, and
with the Saward Baker & Co. Ltd. agency.
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s one in every crowd

Maybe more. Plus guns and blackjacks.
All just waiting to go into action.
Today crime walks down the street with
you. Hides around the corner. Rides
next to you on the bus. The incidence
of crime is so staggering most people
"don’t want to think about it.

But WMAL-TV won't let them forget
the deadly serious situation in Washing-
ton and the nation. WMAL-TV editor-
ials say what must be said. Then they
say it again. They give facts. And they
suggest remedies for the kill-or-cure
problems that threaten us all.

WMAL-TV editorials advocated a
special Committee of Congress to in-
vestigate crime and urged support of
the resolution introduced by Congress-
man Claude Pepper. This resulted in the
House Select Committee on Crime which
has been called the most important con-
gressiona] effort since the Kefauver
hearings.

Other WMAL-TV editorials have
been widely discussed, debated, ap-
plauded and even cursed. But seldom
ignored.

And WMAL-TV intends to keep it
that way.

WMAL-1IVe
The Evening Star Broadcasting Company
Washington, D.C.

Represented by
Harrington, Righter & Parsons, Inc.




would you believe
that TV sales managers are actually
making points with their program managers

by recommending Th e
Doodletown

Pipers

six one-hour seasonal specials
that make everybody feel so young

Sold in these 34 markets:

“Getting
Ready Fm

KTLA Los Angeles
WFIL-TV  Philadelphia
KTvU San Francisco

WMAL-TV  Washington
WCCO-TV  Minneapolis—St. Pal
KHOU-TV  Houston

KIRO-TV Seattle

WNHC-TV  New Haven—Hartfon
KXTV Sacramento

WTVT Tampa—St. Petersbu
WSM-TV Nashville

KLZ-TV Denver

XETV San Diego

WBTV Charlotte

WDBO-TV  Orlando

KSL-TV Salt Lake City
WREX-TV  Rockford

KOB-TV Albugquerque
KLAS-TV  Las Vegas

WIRL-TV Peoria

WAND-TV  Decatur

WANE-TV  Fort Wayne
WLOS-TV  Asheville

WTVD Raleigh—Durham
WFMY-TV  Greensboro
WDHO-TV  Toledo

KWWL-TV  Wwaterloo

WDAU-TV  Scranton—Wilkes-Be
WwWTV Cadillac

KARK-TV  Little Rock
WLYH-TV  Lancaster—Lebanon
KFRE-TV  Fresno

WNBF-TV  Binghamton
WFBG-TV  Altoona—dJohnstown

Top national advertisers like these:

(for sponsors
who are...)

designed for showing from
Thanksgiving on. It's a Christmas

party with kids, music and loads of
love. The songs are a swingin’ blend

of contemporary and traditional moods.

plustheseotherfiveshows:
An American Holiday

spring is Bustin, Out Anderson- Norelca.
Beach Part BristorMyers  Sterting brug
each. y Carnation Hills Bros. Coff

Folger Coffee Frito-Lay
General Foods Max Factor
Lever Bros. Eversharp Schi

Regional & local sponsors like these
Southern Style Kroger Stores

Harvest Hayride
Way Out West

Foods Sears
National Tea MJB Coffee
7-Up Van's Markets
Hickory Farms Hamm’s Beer
Pepsi-Cola Household

Montgomery Ward  Finance Corg
First Union National Bank of
North Carolina and new car
dealers, department stores,
insurance agencies, food chains.

TRIANGLE PROGRAM SALES, 4100 CITY LINE AVENUE, PHILA, PA. 19131, (215) 878-9700
NEW YORK (212) 421-2770 / CHICAGO (312) 945-2744 / LOS ANGELES (213) 387-1296
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Broadgasting

OF TELEVISION AND RAZYD

Radio’s up, but not as much as last year

1969's gains don’t compare with '68's but maybe
1967 was so bad it made everything else look good

Radio time sales, which in 1968 out-did
all past performances, appear likely to
edge up again this year. Unlike 1968’s
advance, however, 1969’s seems more
likely to be measured in inches than in
yards.

For national radio sales in particular
—both national spot and network—the
gain, if it comes, may be a squeaker.
Local radio sales appear to be main-
taining a more consistent rate of in-
crease and, in the opinion of some au-
thorities, may be largely responsible for
whatever gain total radio sales achieve
in 1969.

This prognosis emerged last week
from a BROADCASTING canvass in the
wake of FCC’s official report showing
that radio in 1968 did, as predicted,
have its first billion-dollar year in time
sales, pushed over the magic mark by
a 13.7% rise above 1967 levels (for
details, sce page 23).

The canvass of 1969 prospects en-
compassed leading station-representa-
tion and network radio authorities and
qualified observers of local as well as
national radio sales trends.

Station reps agreed generally but not
unanimously that 1969 spot radio busi-
ness had turned soft in the third and
fourth quarters, but they disagreed on
the extent to which it had been or is
now recovering. Until about midyear,
most agreed, business was excellent, and
for the most part even the gloomiest
thought the first half advances would
help keep the full year on the plus side.

One long-time, close observer specu-
lated that, barring major trend changes
in either direction, national spot radio
would come through 1969 “up 1 or 2
or 3%, or maybe even” with its 1968
performance.

But he was quick to caution—as were
others—that the current indicators are
so varied, and often contradictory, that
finding an accepable consensus is diffi-
cult. “Some say business is very good,
some say it’s not, and when you put
them all together you really don’t
know what to think,” he asserted.

On the up side, however, he also

noted that even if mational spot only
breaks even with its 1968 pace, it sill
will have maintained a momentum that
carried it more than 14% above 1967
levels—and will have done so in a year
of widespread slackening and uncertain-
ty in the national economy.

Reps responding to BROADCASTING's
canvass tended in most cases to antici-
pate sales gains for their own shops for
1969 over 1968, and the ones who ven-
tured to put a percentage figure on
those predictions tended to put it in the
6-8% range, although one said he was
looking for a 20% increase.

These estimates would be offset to an
undeterminable extent by other reps
who described their own anticipated
gains only as “slight,” *“small” or “mar-
ginal,” and by a minority who said
they expected their 1969 sales to fall
below 1968 levels, one by 10-15%.

The radio-network situation also ap-
peared to be mixed. Two networks re-
ported 1969 sales running ahead of last
year’s pace, another said they were lag-
ging somewhat but expected to recover,
and Broadcast Advertisers Reports es-

timates for all radio networks through
August put combined sales 1.7% be-
low those for the same period last year
—$34,802,700 versus $35,430,300.

Some reps claimed networks were
taking away some of their spot-business
—-a claim that reps frequently make and
networks always deny. One relatively
impartial expert speculated last week
that while networks may have taken
some spot money, spot has gained some
from network, so that “whatever boat
the reps are in, the networks are in the
same boat.”

On the more general subject of sales
levels, Mutual was undergoing a top
management change last week (story
page 74) and appropriate officials
could not be reached, but leaders of
the other networks appeared confident.

Walter A. Schwartz, president, ABC
Radio network, said ‘“‘our sales picture
has continued to brighten in 1969, with
sales for the first nine months substan-
tially ahead of the same period in 1968,
with strong indications for major gains
in the coming year.”

Mr. Schwartz said the end of the

Here’s how 1968-67 compare for radio-TV

Broadcast revenues, expenses and income of networks and stations of

radio! and television broadcast services

1968

$1,022,900,000
2.520,900,060

TOTAL BROADCAST REVENUES
Radio
Television

INDUSTRY TOTAL

TOTAL BROADCAST EXPENSES
Radio
Television

INDUSTRY TOTAL

909,500,000
026,100,000

$3,543,800,000

BROADMAST INCOME (before federal income tax)

Radio
Television

INDUSTRY TOTAL

13,400,000
494,800,000

§ 608,200,000

Percentage

1967 change 1967-68
$ 907,300,000 12.7%
2,275,400,000 &
$3,182,700,000 11.3%
$ 826,500,000 10.0%
1,860,800,000 8.9
$2,687 300,000 9.2%
$ 80,800,000 40.3%
414,600,000 19.3
$ 495,400,000 22.8%

1 Includes AM and FM.

Note: 1968 Radio data cover the operations of nationwide networks (CBS, MBS, NBC and ABC’s
three AM networks and one FM network), 4,161 AM and AM-FM and 433 independent FM stations.
1967 radio data cover the operations of four nationwide networks, 4,076 AM and AM-FM and 405
independent FM stations. 1968 TV data cover the operations of three networks and 642 stations.
1967 data cover the operations of three networks and 619 stations.
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sixties will mark the end of a “major
phase” in the development of ABC’s
four radio network services, said ABC
had emphasized a strengthening of af-
filiates, which now total over 1,150 and
said ABC believed the four services
“will enjoy a stronger position in 1970
than some pundits would ever have al-
lowed us.”

Clark B. George, president, CBS Ra-
dio division, similarly put the first nine
months of the year ahead of 1968 for
CBS, noting, however, that the fourth
quarter had shown “softness for us as
well as for the other networks.” He
said CBS Radio would continue to be
“the number 1 radio network in sales
as we have been for more than a dec-
ade,” that its position of increasing au-
dience and of remaining a profitable
business would continue and that an-
other “good year” was anticipated in
1970.

Mr. George also said that CBS’s
owned stations showed a sales increase
in 1968 that exceeded the industry’s
rate of growth and said that in 1969
the stations will show a *“substantial
sales increase” with a growth rate
greater than it was in 1968. He said
this reflected advertiser “confidence in
radio as a medium and of the audience
growth of the stations, particularly our
four ‘newsradio’ stations” he said the
news stations have had greater audi-
ences than a year ago, and said that a
“healthy growth” was in prospect for
the owned FM’s as well as AM’s.

Arthur A. Watson, president, NBC
Radio division, reached in Puerto Rico
where the NBC Radio network held its
affiliates convention last week, empha-
sized that 1968 was “an excellent year
for us.” This year, he said, sales cur-
rently were “slightly down,” but that
the network had hopes of “closing out
the year in good shape.”

Mr. Watson said the outlook for
1970 was optimistic based on discus-
sions with advertisers and he said the
network was encouraged that radio
“will regain its momentum.” He said
NBC Radio would continue to attract
new advertisers, noting it has had “con-
siderable success” in the past six-to-
nine months in this area. He said the
departure of cigarette advertising would
not be “much of an (adverse) factor”
in future network business.

Following are some typical reports
from BROADCASTING’s canvass of sta-
tion-rep firms:

The president of a large representa-
tive firm called the first six months
“excellent,” with sales exceeding the
1968 period by about 11%. He reported
that sales declined during the third
period to levels below last year but he
was hopeful that the fourth quarter
“will be a least as good as 1968.”

He said his over-all increase for the
year may be about 8% but added:

“we'll settle for 6% .”

He felt the general slackening in the
economy has been the prime factor in
the sluggish spot-radio sales picture in
the last half of this year. One bright
spot, he said, has been the gradual ex-
pansion of budgets by soap and de-
tergent companies, though he said this
type of advertising has not been grow-
ing as rapidly as he had hoped.

The sales manager for a major radio
rep firm also termed his first and sec-
ond quarters “excellent,” but noted a
slowness in the second half of 1969.
One reason, his stations lost some busi-
ness aimed at the teen-age audience
with the start of the school term.

He also felt they suffered some losses
in the package goods category this fall.
Radio dollars are committed last, he
noted, and his stations lost business
“when things started getting shaky in
the market.” Tobacco companies cut
back also, he said, probably to lock
themselves into long-term television
contracts and to build a franchise in
newspapers.

Taking into account a very healthy
first half and a soft second half, this
sales manager expected a 7.5% in-
crease for the year.

The first half of 1970 will lag behind
last year’s, he predicted, but the coming
year as a whole looked good to him.
He noted that there have been some
favorable “rumblings from Procter &
Gamble” on the subject of spot radio.

The president of one of the largest
radio rep firms bemoaned a “very bad
year” and explained, “We've got a re-
cession, that's why. We have tight money
and people are pulling their horns in.”

Except when the target audience was
teen-agers, he said, advertisers recoiled
from spot radio in the second half of
1969. Some of the stations he repre-
sents are as much as 40% off for Oc-
tober this year compared to last, while
a few stations came out even. He fore-
saw a 10% to 15% decline in business
for the entire year, and hc felt *“very
bad” about the business outlook for
early 1970.

A major rep reported a slight in-
crease in total business so far this year,
with the outlook for the rest of the
year about the same. He declined to
give a specific percentage, but said it
would be small.

“The New York market is weak
compared to the rest of the country,
and will probably stay that way,” a
spokesman said. “That’s because activ-
ity is very slow in national accounts,
while regional accounts are keeping the
offices outside New York busy.”

“A good part of the national spot
business has gone to network radio,”
he asserted. “It’s possible that spot TV
could have taken some of the radio
business too, because in smaller mar-
kets they compete with each other.”

“The overall total for the year will
be up slightly,” predicted a rep with a
small number of large-market stations
—and a 1969 sales-to-date experience
contrary to some of the others. “The
first quarter was off compared to last
year, but the second and third quarters
were up.” He declined to give percent-
ages.

Despite the loss of national political
advertising and cigarettes, the rep was
optimistic. “I don’t know why,” he
noted, “but bigger markets just seem
to get the better budgets.”

Spot radio business at stations of a
major representative is expected to be
about 8% over last year’s level, though
the rate of increase slowed somewhat
in the third quarter and markedly in
the fourth quarter, according to an ex-
excutive vice president of the firm.

“We were running almost 20%
ahead of last year until early this sum-
mer,” he reported. “I would say it’s
been the uncertain economy. When ad-
vertisers cut budgets, spot radio feels it
first; we don’t have the franchised po-
sitions TV has. A minor consideration
is the further cut-back in cigarette ad-
vertising, which has been going down
in spot radio for each of the past five
years.”

The vice president and sales manager
of another leading representative said
over-all business had grown by about
13% in the first six months, with most
of his stations up considerably more
than that over last year but with others
down. Sales began to droop in the sum-
mer for the fall, and the third quarter,
he noted, was down considerably from
1968 but the fourth quarter should be
“about as good” as last year’s.

For the year as a whole, he projected
an average gain of about 6%. He
pointed out that in 1968 the average
increase over 1967 was more than 20%
and virtually all stations shared in in-
creased billing, a situation that hc said
will not be duplicated this year.

He cited these factors as contributing
to a decelerated final half of the year
the “dampening economy”; increased
use of network radio and a decrease
in spot by agencies placing business out
of New York (he mentioned Colgate-
Palmolive, General Motors and Camp-
bell Soup as examples), and the lack
of opportunities this year in national
and state politics.

Last year was the “highest year in
our history,” said one rep who pro-
jected a 10-12% overall decline in busi.
ness this year. As he put it, “we were
ahead in the first quarter of this year;
about 10-15% behind in the second and
third quarters, and the fourth quarter
appears to be a disaster.” He said ad-
vertisers were using very short flights
(2-3 weeks) with orders changed quick-
ly, a reflection, he said, of the econ-
omy and a general uncertainty among
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businessmen.

One radio-only rep summed up his
business year as “not good, not enough
action” but said that his company was
fortunate because of the market-size
of its clients. He hoped the firm will
come in by the vear end with billing
“equal or ahead” of 1968 though
fourth-quarter 1969 is soft. He said that

the Chicago office, which had been
strong, was “softening in sales” while
New York has been in that condition
since last spring. Other offices around
the country, however, have experienced
a good sales volume. He said the state
of the economy and tight money, along
with a ‘“‘cooling off” by advertisers,
were all noticeable factors.

A group-owned rep said its business
was up 20% this year over 1968, and
that 1970 looks good “but we anticipate
more conservative, or modest increases,
depending on the state of the econ-
omy.” This rep also noted that it ex-
pected the loss of cigarette advertising
to have at least some deterring effect
on spot radio.

Radio shook the doldrums in 1968

Dismal '67 was supplanted with strong gains in income
for a $1 billion year, according to FCC data

Radio-broadcasting revenues in 1968
registered a 12.7% gain over 1967.
And, although radio expenses were up
by 10%, income before federal taxes
showed a healthy 40.3% increase.

The FCC’s radio financial report for
1968, released last week, showed that
radio revenues in 1968 were $1.02 bil-
lion compared with $907.3 million for
1967. Combined radio and television
revenues in 1968 increased 11.3% to
$3.54 billion compared to $3.18 billion
the previous year.

Radio’s income before federal taxes
increased to $113.4 million over 1967's
$80.8 million. Pretax income for radio
and tclevision combined climbed 22.8%
to $608.2 million from $495.4 million
the year before.

Radio networks had 1968 revenues
of $37.66 million, a 6.9% decrease.
Their 1967 loss was $1.27 million on
revenues of $40.45 million. Income
before federal income taxes for the
20 network-owned stations increased
slightly—$852,000 on revenues of
$43.6 million in 1968 compared with
a Joss of $759,000 on revenues of
$36.67 million in 1967. The 4,141
other stations registered pretax income
of about $122.5 million on revenues
of $913.4 million—a 40.6% increase
from the previous year's pretax incomc
of $87.1 million. Independent FM's
did not fare as well—433 non-AM
affiliates suffered a loss of $3.9 million
on total revenues of $28.3 million.

For the entirc broadcasting industry,
pretax income totaled $117.3 million
on revenues of $994.7 million, a 37.9%
increase in pretax income from the
year 1967.

Total time sales of networks and sta-
tions before deduction of commissions
to agencies and representatives amount-
ed to $1.1 billion in 1968—a 13.7%
increase over 1967's $946.6 million.
Total retentions from the sale of
network time by networks and 4,161
stations dropped only 1.7% to $46.8
million from $47.6 million in 1967:
national spot rose 14.7% to $332.4
million from the previous year's $289.8

million, and local spot gained 14.4%
to $697.1 million from 1967’s $609.2
million.

The percentage of network, national
and local spot time sales to total time
sales remained about the same as last
year—nctwork 4% ; national spot 31%,
and local 65%.

Radio stations reporting revenues of
$1 million or more numbered 139. In
1967 there were 110 such stations. Of
the 4.061 stations reporting, profits and
losses, 2,912 were in the black and
1,149 suffered losses. In 1967, 1,322
of 3,976 stations reporting were in the
red.

Among the stations reporting rev-
enues of $1 million or more in 1968,
58 had profits of $500,000 or over—
an increase of 15 over 1967. There
were four stations in the $1-million
revenue category with losses of $500,-
000 or more. The previous year there
were three.

Average rcvenues of profitable sta-
tions amounted to $270,000 and aver-
age profits rose to $56,000—an increase
over the average revenues of $249,871
and average profits of $48,186 in 1967
when pretax income for thc entire
industry suffered a 15.5% decline. In
the unprofitable station category, $145.-
000 was the average for revenues and
$33,000 the average loss.

In markets with populations of 2
million or more, avcrage revenues for
the money-making stations were $1.3
million and income was $386,000-—an
increase from comparable 1967 rev-
cnues of $1.17 million and income of
$327,445. In the same markets, stations
reporting losses in 1968 averaged rev-
enues of $442.000 and losses of $166,-
000 compared with 1967 rcvenues of
$480.790 and losses of $170,224.

In one-station communities outside
Standard Metropolitan Statistical Areas
(SMSA), a total of 1,532 stations had
average revenues of $94,723 and profits
of $8,798. Of this total, 1,192 stations
in the black had average revenues of
$102,753 and average profits of $13,-
628. The 340 stations reporting losses

in one-station markets had average rev-
enues of $66,571 and average losses
amounting to $8,132.

In two-station communities, 551 sta-
tions had average revenues of $123,656
and average profits of $8,860. The 397
stations in this category reporting
profits had average revenues of $135,-
918 and average profits of $17,095. The
154 outlets in the red averaged reve-
nues of $92,046 and losses of $12,371.

FM station revenues in 1968 were
$53.2 miillion, an increase of 33.7%
from the previous year. The 1968 fig-
ures were based on reports by 1,888
FM’s.

FM stations operated by AM licens-
ees reported 1968 revenues of $24.9
million, a gain of 44.8% over the 1967
figure of $17.2 million. Profits for those
stations are not broken down, but are
included in the licensee’s income for
both the AM and the FM station.

In 1968 433 independently owned
FM stations reported revenues amount-
ing to $28.3 million, compared to the
1967 total of $22.6 million, when 405
FM’s reported. The independents re-
ported an aggregate loss of $3.9 mil-
lion in 1968—only a slight improve-
ment over their 1967 deficit of $4.2
million. Of the 433 independents, only
148 reported a profit while 285 suf-
fered a loss. Of the 405 reporting in
1967, 115 were in the black and 290
were operating at a loss.

The FCC’s financial data for SMSA
stations showed that combined reve-
nues of independently owned FM’s
topped the $1-million mark in six maj-
or markets: Los Angeles-Long Beach,
Calif., $1.78 million; Chicago, $1.60
million: New York, $1.49 million; San
Francisco-Oakland, $1.34 million; De-
troit, $1.25 million, and Philadelphia,
$1.14 million.

Only in seven markets did independ-
cnts show an aggregate pretax profit:
Chicago, $116.750; Detroit, $38,940;
Cleveland. $35,399; Buffalo, N.Y.,
$30,298; Champaign-Urbana, 1ll., $11,-
552; Terre Haute, Ind., $11,412, and
Baltimore. $8,146. Houston had the
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heaviest deficit—$242,212—and Ana-
heim-Santa Ana-Garden Grove, Calif.,
had the smallest, $2,418.

Independently owned FM’'s em-
ployed 3,962 people in 1968, of which
1,727 were part-time. They had an in-
vestment in tangible property of $29.7
million at original cost and $19.8 mil-
lion at depreciated cost. )

During 1968, 2,710 radio stations
reported payments to proprietors, part-
ners or stockholders totaling $72,655,-
814. Of this amount, 22 stations paid
out over $100,000 each.

Of the 1,149 stations reporting losses
for the year totaling $37,387,762; 667
reported payments to owners amount-
ing to $30,564,392, and 1,086 radio
stations deducted a total of $15,822.-
729 for depreciation.

Among the 1,149 stations reporting
deficits, 631 outlets made payments to
proprietors, partners or stockholders
and/or took depreciation exceeding the
amount of their losses. There were 344
stations that paid more to their owners
than the amount of their losses.

The 10 metropolitan areas with the
highest radio revenues were New York,

$47.7 million; Los Angeles, $30.5 mil-
lion; Chicago, $29.0 million; Philadel-
phia, $15.7 million; San Francisco,
$15.3 million; Detroit, $14.2 million;
Boston, $13.5 million; Washington,
$10.3 million; Cleveland, $9.13 million,
and St. Louis, $9.08 million.

Other markets where all radio out-
lets had total revenues of $5 million or
more in 1968 were: Atlanta, $8.5 mil-
lion; Baltimore, $8.8 million; Buffalo,
$5.3 million; Dallas, $6.9 million; Den-
ver, $6.1 million; Houston, $8.1 mil-
lion; Kansas City, $5.8 million; Miami,
$5.96 million; Milwaukee, $5.91 mil-
lion; Minneapolis, $8.6 million; Pitts-
burgh, $7.8 million, and Seattle, $7.3
million.

Markets where total profits reached
$1 million or more: Atlanta, $2.93
million; Baltimore, $1.97 million; Bos-
ton, $3.15 million; Chicago, $8.03
million; Cleveland, $1.06 million; Dal-
las, $2.37 million; Detroit, $4.85 mil-
lion; Houston, $1.82 million; Kansas
City, Mo., $1.76 million; Los Angeles,
$6.65 million; Pasadena, Calif., $1.01
million; Memphis, $1.05 million; Min-
neapolis, $3.63 million; New York,

Market-by-market comparison of radio revenues and expenses

Selected revenue items and broadcast revenues, expenses and income! of radio? stations by
Standard Metropolitan Statistical Areas and by communities not in Standard Metropolitan Statistical Areas, 1968

$9.34 million; Philadelphia, $2.81 mil-
lion; Pittsburgh, $1.42 million; St
Louis, $1.65 million; San Francisco,
$2.47 million, and Washington, $2.51
million. o

Total radio expenses in 1968 amount-
ed to $874.65 million, of which $96.7
million was spent for technical; $289.54
million for programing; $168.06 mil-
lion for selling, and $320.33 million
on general and administrative expenses.

In 1968, radio broadcasters em-
ployed 66,691 persons—16,740 part-
time. Investments in tangible property
amounted to $693.6 million at original
cost and $368.7 million at depreciated
cost.

A total of 4,441 stations reported
1968 financial data. Of those in opera-
tion the full year, 4,061 were AM’s
and AM-FM combinations and 380
were FM’s not affiliated with AM'’s.
Of the 153 in operation part of the
year, 100 were AM’s and AM-FM’s
and 53 were FM independent.

There was a total of 4,651 com-
mercial radio stations in operation on
Dec. 31, 1968, compared with 4.556
in 1967.

AM and AM/FM time sales?

No. Total
stations National & stations
n regional Ltocal re- Total Total Total
opera- advertisers advertisers port broadcast broadcast broadcast
tion Networks & sponsorsé & sponsorst ing® revenues?® expenses Incomet
Metropolitan areas
Abilene, Tex. 6 < 435 $ 137,435 & 675,476 6 $ 765,599 $ 711,072 $ 54,527
Akron, Ohio 5 of 1,469,804 2,420,941 § 3,481,043 2,696,090 784,953
Albany, Ga. 4 2,727 142,055 441,850 4 569,839 518,478 51,361
Albany-Schenectady-Troy, N.Y. 10 68,162 1,956,975 2,737,604 10 4,036,400 3,725,258 311,142
Albuquerque, N.M. 9 16,175 536,050 1,503,842 8 1,840,084 1,892,122 —52,038
Allentown-Bethlehem-Easton, Pa.-N.J. 8 23,249 559,018 1,826,164 8 2,317,369 1,860,016 457,353
Altoona, Pa. 6 3,376 169,761 638,450 6 778,200 900,432 —122,232
Amaritlo, Tex. 7 6,973 352,714 1,026,955 7 1,292,925 1,304,600 —11,675
Anaheim-Santa Ana-Garden
Grove, Calif. 2 ® ® . 2 ® U L)
Anderson, Ind. 2 ® ® ° 2 - O 0
Ann Arbor, Mlich. 5 143 82,520 565,430 5 655,190 766,462 —111,272
Asheville, N.C. 4 11,279 176,702 731,685 4 889,033 813,743 75,290
Atlanta 22 215,032 3,500,625 7,334,477 21 9,448,884 6,720,248 2,728,636
Atlantic City, N.J. § 8,118 141,943 785,717 4 933,449 897,597 35,852
Augusta, Ga.-S.C. 11 24,020 168,048 1,282,943 11 1,551,350 1,477,896 73,454
Austin, Tex. 5 9,948 560,329 1,459,311 ) 1,864,144 1,699,879 164,265
Bakersfield, Calif. 14 34,652 399,735 1,236,106 13 1,558,179 1,673,451 —115,272
Baltimore 19 100,369 4,421,099 7,534,819 19 10,267,149 8,538,500 1,728,649
Baton Rouge, La. 7 6,628 277,983 1,709,895 7 1,841,233 1,509,228 332,005
Bay City, Mich. 2 U ° * 2 * . O
Beaumont-Port Arthur, Tex. 8 2,780 456,085 1,377,486 8 1,723,232 1,685,614 37,618
Bitlings, Mont. 5 7,123 184,331 533,484 § 685,815 97,089 —11,274
Binghamton, N.Y. 5 19,739 365,272 854,116 5 1,167,245 1,119,684 47,561
Birmingham, Ala. 15 31,890 1,342,082 2,984,685 15 4,021 166 3,336,153 685,013
Bloomington-Normal, tli. 2 * * * 2 U . O
Boise City, |daho 6 18,750 211,132 625,490 6 774,199 865,627 —91,428
4Boston 19 186,341 9,883,420 8,698,229 18 16,233,969 13,223,871 3,010,098
Bridgeport, Conn. 3 1,107 525,725 1,076,228 3 1,430,932 1,296,425 134,507
Brockton, Mass. 2 i * * 2 d . O
Brownsville-Harlingen-San
Benito, Tex. 2 M © ° 2 O O O
Buffalo, N.Y. 12 75,635 3,298,754 3,964,39% 12 6,317,226 5,584,952 732,274
Canton, Ohio 6 31,289 703,865 953,394 6 1,665,779 1,658,562 7,217
Cedar Rapids, lowa 4 37,248 737,953 1,260,961 4 1,969,076 1,620,021 349,055
Champaign-Urbana, Il 3 8,717 97,454 490,093 3 566,641 421,282 145,359
Charleston, S.C. 7 30,314 273,626 1,115,108 7 1,342,072 1,156,704 185,368
Charteston, W. Va. 7 22,716 297,328 1,301,820 7 1,579,497 1,371,816 207,681
#Charlotte, N.C. 10 58,180 1,378,132 2,515,120 10 3,536,396 3,428,091 108,305
Chattanooga, Tenn. 9 18,925 336,237 1,757,111 9 2,039,807 1,837,523 202,284
Chicago 32 328,743 22,499,574 17,895,319 32 36,370,455 26,488,094 9,882,361
Cincinnati 9 369,534 3,280,527 =" 4,802,031 9 7,120,406 5,636,376 1,484,030
Cleveland 10 137,524 5,289,255 6,259,702 10 10,090,024 8,817,159 1,272,865
Colorado Springs 7 6,851 204,964 1,029,079 7 1,160,108 1,135,700 24,408
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Avery-Knodel, Inc. founded
September 17, 1945

-KNODEL, INC.

adlo Statlon Sales Representatlves




Market-by-market comparison of radio revenues and expenses (centinued)

AM and AM/FM time sales?

No, —— - — =+t - eme—e e Total
stations National & stations
in regional Local re- Total Total Total
opera- advertisers advertisers port- broadcast broadcast broadcast
tion Networks & sponsors! & sponsors? ing® ravenuest expenses income!
Columbia, S.C. 7 19,622 365,034 1,369,373 7 1,707,997 1,399,608 308,389
Columbus, Ga.-Ala. 6 10,580 248,470 1,175,796 6 1,391,579 1,290,278 101,301
Columbus, Ohio 7 25,958 3,174,954 3,675,480 7 5,987,482 4,167,894 1,819,588
Corpus Christi, Tex. 8 26,567 552,926 1,056,593 8 1,524,862 1,302,104 222,758
#Dallas 13 94,073 3,542,376 5,013,327 13 7,513,636 5,463,685 2,049,951
Davenport, lowa-Rock Island-

Moline, I1I. 7 20,042 535,399 1,721,242 7 2,149,042 2,007,131 141,911
Dayton, Ohio 5 32,086 1,813,558 2,852,042 5 4,036,479 2,931,319 1,105,160
Decatur, III. 2 . * * 2 * * .
Denver 19 109,228 3,059,382 5,894,258 18 7,988,279 7,270,637 717,642
Des Moines, lowa 6 103,953 1,511,454 1,659,376 6 2,913,796 2,777,914 135,882
Detroit 12 376,303 9,231,114 12,223,052 12 18,795,413 13,147,556 5,647,857
Dubuque, lowa 1 CJ = M 2 * M L
Duluth, Minn.-Superior, Wis. 10 36,532 386,624 1,120,368 10 1,501,989 1,367,253 134,736
Durham, N.C. 5 7.727 201,326 711,306 5 901,795 818,375 83,420
E} Paso, Tex. 7 12,942 412,224 1,412,217 7 1,684,740 1,481,094 203,646
Erie, Pa. 6 17,379 267,803 740,232 6 1,085,538 1,055,057 30,481
Eugene, Ore. 9 6,234 319,993 864,403 8 1,098,647 1,176,813 —78,166
Evaasville, Ind. 6 13,052 270,301 1,802,754 6 1,392,942 1,200,820 192,122
Fall River, Mass. 2 . L] U 2 = O Ll
Fargo, N.D.-Moorehead, Minn. 4 23,172 317,849 1,015,258 4 1,334,184 1,274,803 59,381
Fayetteville, N.C. 5 5,19 148,164 854,124 5 96,705 844,700 152,005
Fitchburg-Leominster, Mass. 3 . 166,309 628,778 3 856,447 838,125 18,322
Flint, Mich. 7 18,339 659,597 1,999,098 7 2,515,364 2,239,108 276,256
#Fort Smith, Ark. 7 28,232 149,718 603, 302 7 751,868 677,618 74,250
Fort Wayne, Ind. 5 22,475 676,959 1,803,782 5 2,463,607 1,920,818 542,789
Fort Worth 7 45,770 1,115,206 2,859,537 7 3,669,131 3,033,964 635,167
Fresno, Calif. 12 26,805 1,339,515 1,786,219 12 2,761,518 2,630,190 131,328
Ft. Lauderdale-Hollywood, Fla. 6 740 450,285 1,381,781 6 1,702,800 1,631,719 71,081
Gadsden, Ala. 3 4,628 97,274 486,630 3 584,728 499,852 84,876
Galveston-Texas City 3 1,125 134,584 442,426 3 574,796 558,824 15,972
Gary-Hammond-East Chicago, ind. 5 1,424 49,112 1,299,114 5 1,316,870 1,259,282 67,588
Grand Rapids, Mich. 11 110,294 838,636 2,378,521 11 3,093,308 3,142,233 —48,925
Great Falls, Mont. ] 8,671 174,551 404,130 4 582,633 549,717 32,916
Green Bay, Wis. 3 14,534 225,123 744,908 3 945,388 791,999 153,389
Greensboro-High Point, N.C. 16 28,690 714,616 3,021,538 16 3,608,285 3,015,901 592,384
Greenville, S.C. 11 12,266 321,129 1,701,319 11 2,044,427 1,811,261 233,166
Hamilton-Middleton, Ohio 3 834 184,444 730,136 3 1,160,263 1,118,343 41,920
Harrisburg, Pa. 7 30,846 550,080 1,255,719 7 1,752,708 1,469,194 283,514
Hartford, Conn. 7 51,810 3,213,602 1,848,023 7 4,219,621 3,454,228 765,383
Honolulu 17 534 745,681 3,453,910 16 3,990,028 4,387,207 —397,179
Houston 18 65,656 3,843,841 7,400,173 17 9,701,544 7,533,606 2,167,938
Huntington-Ashland. W. Va. 6 14,072 378,415 1,106,040 6 1,402,431 1,239,328 163,103
Huntsville, Ala. 7 . 111,458 902,923 7 985,751 873,364 112,387
Indianapolis, Ind. 10 71,830 2,853,643 4,645,086 10 6,434,251 5,378,378 1,055,873
Jackson, Mich. 3 634 97,460 456, 266 3 523,919 481,378 42,541
Jackson, Miss. 8 11,726 366,660 1,400,030 8 1,756,512 1,581,637 174,875
Jacksonville, Fla. 11 45,349 932,910 1,876,901 11 2,691,887 2,680,708 11,179
Johnstown, Pa, 9 15,271 274,670 792,739 9 1,068,015 1,025,729 42,286
#Kalamazoo, Mich. 5 27,125 302,771 1,036,219 5 1,322,785 1,186,699 136,086
Kansas City, Mo. 11 62,353 3,042,933 5,609, 345 11 7,441,308 5,690,682 1,750,626
Kenosha, Wis. 1 * U * 1 . J e
Knoxville, Tenn. 12 28,207 771,408 1,597,092 12 2,286,620 2,229,465 57,155
Lafayette, La. 3 1,968 209,427 656,549 3 823,292 724,418 98,874
Lafayette-West Lafayette, Ind. 2 L ¢ * 2 O - .

Lake Charles, La. 4 6,749 149,446 538,812 4 664,057 593,985 70,072
Lancaster, Pa. 5 7,955 250,944 763,101 5 986,569 881,330 105,239
Lansing, Mich. 7 §75 329,570 1,251,085 7 1,555,683 1,308,419 247,264
Laredo, Tex. 2 . U M 2 U . .
Las Vegas 8 42,961 182,864 1,115.621 7 1.230,874 1,291,701 —60,827
Lawrence-Haverhil!, Mass. 2 . U . 2 e . .
Lawton, Okla. 2 L U * 2 L * .
{Lewiston, Me. 3 4,217 82,002 310,502 3 389,996 361,802 28,194
Lexington, Ky. 3 10,303 332,878 654,629 3 948,055 813,304 134,751
Lima, Ohio 3 3,532 103,801 689,878 3 815,128 724,344 90,784
Lincoln, Neb. 4 3,795 198,510 975,204 4 1,143,549 1,050,569 92,980
Little Rock-North Little Rock, Ark. 11 35,538 598,928 1,940,889 11 2,306,899 2,121,839 185,060
Lorain-Elyria, Ohio 1 U 0 O 1 e . .
Los Angeles-Long Beach, Callf. 30 265,262 21,337,907 25,861,594 30 40,226,095 32,403,202 7,822,893
Louisville, Ky. 11 77.688 2,366,033 2,723,362 11 4,538,558 4,487,285 51,263
Lowell, Mass. 2 0 U . 2 O . *
Lubbock, Tex. 8 17,709 290,022 1,503,590 8 1,661,156 1,495,032 166,124
Lynchburg, Va. 6 143 92,851 579,806 6 651,504 697,861 —46,357
Macon, Ga. 9 12,673 293,562 1,282,294 9 1,585,070 1,391,922 193,148
Madison, Wis. 4 17,165 480,347 1,598,666 4 2,053,918 1,749,732 304,186
Manchester, N.H. 3 19,218 187.251 801.730 3 958,208 860,318 97,890
Mansfield, Ohio 2 . . . 2 J . .
McAllen-Pharr-Edinburg, Tex. 4 16,415 185,548 733.797 4 895,885 862,957 32,928
Memphis 12 61,963 1,843,766 3,097,454 12 4,553, 806 3,522.930 1,030 876
Meriden, Conn. 1 L * U 1 . . -
Miami 15 117,107 3,827,698 6,020,862 15 8,681,017 7,890,254 790,763
Midiand, Tex. 4 187 116,897 393,465 4 477,432 425,193 52,239
fMilwaukee 13 50,603 3,258,378 4,227,182 13 6,744,535 5,880,122 864.413
Minneapolis-St. Pau! 16 123,341 3,700,496 7,783,440 15 11,145,301 7,730,001 3,415,300
Mobile, Ala. 11 11,315 535,445 1,104,772 10 1,554,067 1,363,962 190,105
Monroe, La. 4 2,304 127,632 461,392 4 560,617 511,297 49,320
Montgomery, Ala. 9 8,312 310,783 934.171 9 1,241,991 1,247,766 —5,775
Muncie, Ind. 2 O 03 . 2 . . .
Muskegon-Muskegon Heights,

Mich. 5 10,600 128,434 685,522 4 709,152 652,338 56,814
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Cox Broadcasting Corporation
and James A. Landon have
been awarded the 1969 ARB
Innovator Award for their
successiul pioneering effort in
the area of computer research
and for their etfective develop-
ment of data processing.for
marketing, sales and station
programming.

COX BROADCASTING
CORPORATION STATIONS
WSB AM-FM-TV Atlanta

WHIO AM-FM-TV Dayton

WSO0C AM-FM-TV Charlotte
WIOD AM-FM Miami

KTVU (TV) San Francisco-Oakland
WIIC-TV Pittsburgh




Market-by-market comparison of radio revenues and expenses (continued)

AM and AM/FM time sales?

No. Total
stations National & stations
in regional Local re- Total Total Total
opera- advertisers advertisers ports broadcast broadcast broadcast
tion Networks & spnnsors? & sponsors! ing* revanuest aexpensaes incomat
Nashville 12 83,849 1,869,124 2,965,475 11 4,908,938 4,130,271 778,667
New Bedford, Mass. 2 * * . 2 . - hd
New Britain, Conn. 2 . O ¢ 2 . L *
New Haven, Conn. 5 946,301 1,665,989 5 2,284,954 2,123,397 161,557
New London-Groton-Norwich,

Conn. 3 1,627 265,764 625,826 3 841,469 755,666 85,803
New Orleans 13 52,755 2,249,292 3,396,257 13 4,867,969 4,040,494 827,475
New York 34 596,250 30,566,132 29,502,687 34 52,955,940 43,498,883 9,457,057
Newark, N,J. 6 107,830 1,772,449 2,197,122 6 3,670,200 3,565,499 104,701
Newport News-Hampton, Va. 3 895 355,333 1,351,940 3 1,551,621 1,440,533 111,088
Norfolk-Portsmouth, Va. 8 25,091 829,938 1,816,989 8 2,388,604 2,214,189 174,415
Norwalk, Conn. 2 ¢ . d 2 L . U
Odessa, Tex. 4 . 102,129 453,282 4 525,707 515,241 10,466
Ogden, Utah 4 71,459 6,196 292,291 4 339,475 353.350 —13,875
Okiahoma City 8 16,509 1,611,536 2,241,415 8 3,383,058 2,792,978 §90,080
Omaha 7 84,341 1,300.306 2,751,472 7 3,624,754 3,074,582 550,172
Orlando, Fla. 11 36,348 730,206 2,231,511 11 2,736,312 2,527,196 209,116
Oxnard-San Buena-Ventura, Calif. § 2,400 283,933 704,114 5 936,563 924,003 12,560
Paterson-Clifton-Passaic, N.J. 2 O O o 2 . . .
Pensacola, Fla. 8 6,589 135,082 1,367,690 8 1,437,179 1,266,807 170,372
Peoria, Iil. 5 20,278 571,527 1,489,743 5 1,943,151 1,553,688 389,463
Philadelphia 24 275,745 10,850,949 10,502,984 24 18,413,800 15,685,945 2,727,855
Phoenix 19 37,570 1,538,806 3,237,636 19 4,443,001 4,760,478 —317,477
Pine Bluff, Ark. § 120 63,359 394,905 § 441,112 381,270 59,842
Pittsburgh 22 76,429 4,342,452 6,459,378 22 9,917,785 8,436,826 1,480,959
Pittsfield, Mass. 2 * . tJ 2 L = O
Portland, Me. 5 34,323 459,243 725,799 5 1,104,272 1,074,698 29,574
Portland, Ore. 16 64,413 2,606,660 3,918,633 16 5,660,707 5,268,198 392,509
Providence-Pawtucket-Warwick,

R.L 13 70,661 1,812,478 2,917,769 13 4,229,160 3,722,234 506,926
Provo-Orem, Utah 4 68,085 48,405 261,413 4 333,080 330,541 2,539
Pueblo, Colo. 6 107,091 470,999 6 565,334 543,646 21,688
Racine, Wis. 2 ¢ M ® 2 - L O
Raleigh, N.C. 7 48,821 779,582 1,270,427 7 1,952,156 1,581,902 370,254
Reading, Pa. 3 13,887 207,039 818,389 3 980,763 776,579 204,184
Reno, Nev. 6 2,716 171,024 791,161 6 882,266 1,017,582 —135,316
Richmond, Va. 12 79,883 1,215,359 2,590,115 12 3,539,701 3,275,070 264,631
Roanoke, Va. 7 21,216 304,270 1,073,580 7 1,336,694 1,029,328 307,366
Rochester, N.Y. 6 52,284 1,706,919 2,683,467 6 3,803,230 3,016,112 787,118
Rockford, IlI. 5 1,136 224,618 1,177,086 5 1,376,196 1,222,506 153,690
Sacramento, Calif. 9 26,195 2,205,814 1,999,013 9 3,606,400 3,356,487 249,913
Saginaw, Mich. 3 14,559 275,458 671,892 3 880,146 698,028 182,118
Salem, Ore. ] 17 91,117 579,872 6 633,080 627,381 5,699
8alinas-Monterey, Calif. 8 10,482 250,578 799,093 8 1,007,417 1,091,756 —=84,339
Salt Lake City 12 46,021 1,020,034 2,278,280 11 3,152,288 3,034,663 117,625
San Angelo, Tex. 4 12,729 77,262 359,524 4 422,863 431,987 —9,124
San Antonio, Tex. 14 57,571 1,591,975 4,221,984 14 5,265,376 4,710,939 554,437
San Bernardino-Riverside-

Ontario, Calif. 26 30,864 1,029,652 2,480,450 26 3,384,486 3,620,380 —235,894
San Diego 10 54,438 2,964,488 2,646,809 10 4,895,353 4,553,756 341,597
San Francisco-Oakland 18 186,001 13,939,282 10,002,571 18 20,275,748 17,864,807 2,410,941
San Jose, Calif. 7 70 1,190,424 1,971,043 7 2,780,642 2,591,704 188,938
Santa Barbara, Calif. 12 32,317 351,302 1,004,507 12 1,298,412 1,447,399 —148,987
Savannah, Ga. 7 14,508 220,020 859,316 7 1,080,368 973,872 106,496
Scranton, Pa. 6 16,602 589,713 1,129,934 6 1,611,698 1,435,035 176,663
Seattle-Everett, Wash. 22 59,115 4,296,895 5,634,903 21 8,602,627 7,769,864 832,763
Sherman-Denison, Tex. 3 494 41,950 258,024 3 298,630 290,703 7,927
Shreveport, La. 8 69,607 837,676 1,323,927 8 2,009,067 1,669,046 340,021
Sioux City, lowa 3 2,221 123,019 621,956 3 723,948 579,838 144,110
Sioux Falls, S.D. 3 9,338 137,331 748,682 3 875,433 689,169 186,264
South Bend, Ind. 4 20,140 300,455 909,559 4 1,121,563 924,519 197,044
Spokane, Wash. 11 30,593 704,612 1,274,584 11 1,790,081 1,985,458 —195,377
Springfield, Ill. 3 7,888 166,351 959,584 3 1,092,528 971,583 120,945
Springfield, Mo. 4 17,464 255,437 905,727 4 1,102,796 949,432 153,364
Springtield, Ohio 2 . U . 2 LJ . .
Springfield-Chicopee-Holyoke,

Mass. 10 25,604 700,066 1,817,958 9 2,262,289 2,167,781 94,508
St. Joseph, Mo. 3 177,444 532,990 3 652,162 582,824 69,338
St. Louis 20 144,953 5,567,266 7,488,057 20 11,387,220 9,297,757 2,089,463
Stamford, Conn. 2 . * . 2 . O .
Steubenville, Ohlo-Welrton, W. Va. 2 O O . 2 . . .
Stockton, Calif. 4 251,963 843,580 4 1,002,794 888,227 114,567
Syracuse, N.Y. 11 43,121 1,391,090 2,042,265 11 3,030,121 2,711,510 318,611
Tacoma, Wash. 5 11,962 227,679 532,032 4 741,857 793,317 —51,460
Tallahassee, Fla. 4 284 123,909 593,299 4 705,956 606,109 96,847
Tampa-St. Petersburg, Fla. 17 30,262 1,808,928 2,731,162 17 4,088,651 3,849,664 238,987
Terre Haute, Ind. 4 3,410 126,177 557,887 4 651,331 710,233 —58,902
Texarkana, Ark.-Tex. 4 3,619 116,308 509,039 4 620,449 536,257 84,192
Toledo, Ohio 7 30,197 1,402,184 2,842,948 7 3,739,713 3,058,110 681,603
Topeka, Kan. 4 22,306 562,727 1,022,383 4 1,490,762 1,366,228 124,534
Trenton, N.J. 4 4,777 372,675 937,113 4 1,300,227 1,181,348 118,879
Tucson, Ariz. 11 5,586 457,234 1,404,506 11 1,698,393 1,839,744 —141,351
#Tulsa, Okla. 9 29,969 926,559 2,147,413 9 2,730,320 2,466,177 264,143
Tuscaloosa, Ala. § 5,319 73,125 557,029 5 646,567 579,692 66,875
Tyler, Tex. 4 129,296 468,786 4 567,673 §22,671 45,002
Utica-Rome, N.Y. 9 21,858 374,719 1,193,152 9 1,504,472 1,452,199 52,273
Vallejo-Napa, Calif. 2 ¢ . hd 2 U . .
Waco, Tex. 4 4,249 164,039 711,208 4 865,267 759,688 105,579
Washington, 23 88,614 6,319,146 10,841,526 23 15,987,253 12,637,435 3,349,818
Waterbury, Conn. 3 18,328 112,515 554,687 3 665,268 647,915 17,353
Waterloo, lowa 3 3,166 244,257 766,037 3 994,732 870,966 123,766
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Would Western Electric
waste its time?

Not for a minute.

If you're trying to sell Baltimore without WBAL Radio, you're wasting
your time,

v

And time is precious. . . especially to Western Electric . . . the Company
that spends its radio doilars on WBAL Radio in Baitimore.

WBAL Radio is the only full power 50,000 watt stationin Maryland. Not only d-o
we blanket the state, but we deliver a bonus audience in 4 neighboring states.

Local advertisers don’t have any time to waste either. That's why better than
one out of every four local radio advertising dollars* is invested in WBAL
Radio. The results are amazing. And who can argue with results?

If you want to-make your mark in Baltimore, call 301-467-3000**.
Do it now. There's no time to waste.

WBAL Radio, Baltimore...

makes every minute count.

*Based on latest availabie FCC reports. NBC Affiliate. ** Cail 301-467-3000 or contact McGavren-Guild %
PGW Inc. In Canada, contact Andy McDermott, McDermott Sales Limited, E. Toronto, Ontario. Y -

e



Market-by-market comparison of radio revenues and expenses (continued)

AM and AM/FM time sales?

No. —~. -— Total
stations National & stations
ji regional Local re- Total Total Total
opera- advertisers advertisers port. broadcast broadcast ' broadcast

tion Networks P 54 P S ingt revenuest axpenses Incomet
#West Palm Beach, Fla. 10 12,089 388,115 1,251,398 10 1,607,666 1,657,559 —49,893
Wheeling, W. Va. 6 18,845 745,967 929,009 6 1,715,545 1,452,478 263,067
Wichita, Kan. 7 29,890 680,785 2,217,561 7 2,752,719 2,414,117 338,602
Wichita Falls, Tex. 3 10,831 318,675 632,357 3 880,452 802,558 77,89
Wilkes Barre-Hazelton, Pa. 6 34,292 184,491 929,742 6 1,099,517 1,017,647 81,870
Wilmington, Del. 7 13,452 297,161 1,783,609 7 2,071,475 1,594,614 476,861
Wilmington, N.C. 5 454 99,893 419,077 5 525,590 495,992 29,598
Worcester, Mass. 4 47,603 562,883 895,412 4 1,342,118 1,370,271 —28,153
York, Pa. 5 11,390 401,519 1,276,340 5 1,571,189 1,207,808 363,381
Youngstown, Ohio 6 66,095 715,044 1,335,636 6 2,013,920 1,773,368 240,552
Total 1699 $ 8,034,694 $293, 627,769 $465, 735, 305 1681 $686,946,920 $585,057,810 $101,889,110
Non-metro areas of three or more stations
Anniston, Ala. 3 H 45,937 H 413,573 3 $ 453,518 S 391,117 $ 62,401
Decatur, Ala. 3 302 30,660 294,308 3 322,800 291,902 30,898
Dothan, Ala. 3 7.194 58,029 295,415 3 353,721 273,403 80,318
Florence, Ala. . 6 3,963 89,212 532,850 6 629,842 656,163 —26,321
Selma, Ala. 3 2,253 21,044 266,827 3 285,489 265,138 20,351
Anchorage, Alaska 5 194,616 1,289,870 5 1,419,305 1,467,761 —48,456
Flagstaff, Ariz. 3 389 112,755 293,498 3 383,446 344,367 39,079
Prescott, Ariz. 3 15,518 8,408 106,729 3 148,812 197,146 —48,334
Yuma, Ariz. 3 47,005 51,088 202,147 3 292,210 344,424 —52,214
Hot Springs, Alk. 3 3,445 72,743 307,898 3 364,349 363,942 407
Eureka, Calif. 3 M . * 2 = = .
Merced, Calif. 3 63,894 180,294 3 232,552 220,408 12,144
Modesto, Calif. 3 4,324 175,628 468,519 3 628,652 682,478 —53,826
Redding, Calif. 5 5,228 76,686 283,020 5 347,064 482,748 —135,684
San Luis Obispo, Calif. 3 9,766 118,588 337,122 3 444,392 399,069 45,323
Santa Rosa, Calif. 4 84,418 474,670 3 529,685 498,069 31,616
Grand Junction, Colo. 4 15,727 103,546 360,842 4 477,789 562,203 84,414
Cocoa, Fla 3 114,955 325,746 3 416,351 440,762 24,411
Daytona Beach, Fla. 3 690 94,036 486,349 3 571,208 539,101 32,107
Ft. Myers, Fla. 3 2,853 120,493 365,590 3 469,606 380,632 88,974
Gainesville, Fla. 4 4,814 76,338 498,687 4 588,222 609,048 20,826
Lakeland, Fla. 3 3,169 113,001 387,205 3 497,690 498,622 —932
Ocala, Fla. 3 1,350 55,917 357,187 3 404,848 371,778 33,070
Panama City, Fla. 4 74 50,732 378,950 4 414,444 446,299 31,855
Sarasota, Fla. 4 3,375 77,320 388,525 4 460,605 488,710 28,105
Athens, Ga. 3 4,643 89,691 511,420 3 619,930 549,508 70,422
Brunswick, Ga. 3 3,276 88,517 294,776 3 381,193 411,168 29,975
Dalton, Ga. 3 29,164 333,695 3 361,349 278,042 83,307
Gainesville, Ga. 3 3,019 44,886 468,523 3 528,468 526,037 2,431
Griffin, Ga. 3 63 40,170 269,381 3 305,851 303,003 2,848
Rome, Ga. 4 31 64,502 518,996 4 599,207 596,353 2,854
Valdosta, Ga. 4 99,166 284,675 4 373,202 333,814 39,388
Hilo, Hawaii 3 1,722 18,334 237,158 3 253,939 294,303 —40,364
Mason City, lowa 3 9,527 128,659 422,198 3 555,887 526,275 29,612
Idaho Falls, Idaho 3 22,258 98,277 393,426 3 513,899 497,792 16,107
Pocatello, idaho 3 19,057 80,453 274,171 3 353,546 291:287 62,259
Twin Falls, idaho 3 3,547 72,991 314,590 3 380,271 379,470 801
Salina, Kan. 3 3,617 400,621 434,537 3 812,284 775,39 36,888
Bowling Green, Ky. 3 74,921 333,372 3 396,323 352,985 43,338
Paducah, Ky. 3 6,607 89,452 362,027 3 447,286 442,673 4,613
Alexandria, La. 3 9,558 111,398 521,478 3 622,439 505,294 117,145
Battlie Creek, Mich. 3 8,824 130,401 466,627 3 575,438 512235 63,203
Cumberland, Md. 3 6,184 32,462 410,802 3 445,280 474,392 —.29,112
Salisbury, Md. 3 6,450 85,201 447,850 3 521,565 492,834 28,731
Bangor, Me. 3 18,958 183,485 312,982 3 491,898 419,262 72,636
Rochester, Minn. 3 2,190 57,906 558,889 3 604,757 566,922 37,835
Columbus, Miss. 3 37,456 200,959 3 238,347 221,706 16,641
Greenville, Miss. 3 1,393 38,692 334,176 3 370,328 291504 78,824
Greenwood, Miss. 3 1,544 32,427 146,171 3 180,178 200,959 20,781
Hattiesburg, Miss. 4 882 19,441 388,066 4 398,107 371,545 26,562
Ltaurel, Miss. 3 1,418 16,554 379,184 3 416,186 404, 886 11,300
Meridian, Miss. 5 2,976 58,380 493,249 5 543,984 513,110 30,874
Cape Girardeau, Mo. 3 120,832 242,504 3 345,506 300,135 45,371
Joplin, Mo. 4 5,754 86,838 290,018 3 366,490 335,639 30,851
Missouia, Mont. 4 27,194 46,202 476,719 4 556,072 526,812 29,260
Carlsbad, N.M. 3 32,485 155,062 3 183,407 207,693 24,286
Farmington, N.M. 3 54,588 328,665 3 374,097 283,733 90, 364
Roswell, N.M, 6 2,021 94,871 255,539 5 382,410 440,645 58,235
Santa Fe, N.M. 3 17,546 335,165 3 344,845 325,112 19,733
El'mlra, N.Y. 4 12,359 56,883 603,432 4 673,806 632,341 41,465
Kingston, N.Y. 3 6,002 99,065 570,970 3 657,355 585,839 71,516
Plattsburg, N.Y. 3 12,701 85,374 407,684 3 512,182 548,420 36,238
Watertown, N.Y. 3 11,321 49,709 447,316 3 508,125 533,294 — 25,169
Goldsboro, N.C. 3 25,655 25,724 438,932 3 504,288 412.5% 91,692
Greenville, N.C. 3 24,921 64,555 206,449 3 281,350 297,'421 —16,071
Hickory, N.C. 3 934 152,142 410,150 3 552,159 485,219 66,940
Jacksonville, N.C. 3 34,397 446,415 3 525,238 447,256 77,982
Kinston, N.C. 3 15,757 21,713 419,738 3 458,997 414,636 44,361
Rocky Mount, N.C. 3 18,254 19,808 309,938 3 352,276 339,990 12,286
Wilson, N.C. 3 10,275 66,023 277,155 3 378,788 336,238 42,550
Bismarck, N.D. 3 9,618 256,155 458,235 3 685,395 676,916 8,479
B(eckenrldge, N.D. 3 4,138 83,827 400,163 3 471,952 475,610 —3,658
Minot, N.D. 4 1,852 122,522 368,043 4 489,491 454,542 34,949
Klamath Falls, Ore. 3 4,000 81,672 199,971 3 272,018 258,417 13,601
Medford, Ore. 5 6,729 136,204 438,873 ) 563,803 513:411 50,392
Roseburg, Ore. 3 3,173 57,608 280,902 3 327,667 307,090 20,577
Williamsport, Pa. 3 10,747 61,733 252,597 3 332,167 334:448 —2:281
Florence, S.C. 3 1,230 94,457 361,315 3 437,947 365,489 72,458
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Fred Hiliegas
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John Gray
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BUSINESS NEWS SPORTS

Good sales results for advertisers to name one. These eleven top radio personalities
deliver their loyal and large audience to WSYR advertisers. Among them, they cover
the listening preferences of just about everybody in the 18-county Central New York
area. They're what makes WSYR the best radio buy in Central New York.

Represented Nationally by
THE HENRY I. CHRISTAL CO.. INC.

in Central New York NEwYORK ® BOSION & CHICAGO
o OETROIT & SaN FRANCISCO

NBC

C







downtotellme
plane toCuba’

The inside story on a hijacking.

WCBM had it before anybody.

On June 28, 1969 a local woman received
a call from her sister in Miami.

’ Her father had just phoned there via the

plane radio, to say he’d hijacked a jet.

The woman called WCBM Instant News
in Baltimore.

In seconds we had the story on the air.

We use Instant News as a supplement
to our Global News Service. Which is the finest
national coverage available.

Instant News makes every one of our
listeners a potential newscaster.

So no matter what happens,we know
about it first.

If you have first hand information
on a news story, call your local police.

Then callus at 467-8268. (Which spells
I-N-S-T-A-N-T on your telephone dial.)

We’ll pay you for your effort.

WCBM/METROMEDIA RADIO

REPRESENTED BY METRO RADIO SALES



Market-by-market comparison of radio revenues and expenses (continued)

AM and AM/FM time sales?

No. =-- - — = Total
stations National & stations
in regional Local re- Total Total Total
opera- advertisers advertisers port- broadcast broadcast broadcast
tion Networks & sponsorst & sponsorst ing® revenues® expenses Income!

Orangeburg, S.C. 3 56,703 367,786 3 424,597 397,161 27,436
Spartanburg, S.C. 4 12,394 148,597 705,353 4 871,787 786,256 85,531
Sumter, S.C. 3 37,603 346,801 3 384,378 368,650 15,728
Rapid City, S.D. 4 11,010 85,662 440,129 4 527,770 492,148 35,622
Jackson, Tenn. 3 1,655 96,039 373,360 3 464,217 409,726 54,491
Kingsport, Tenn. 3 2,844 51,756 417,017 3 492,817 490,551 2,266
Big Springs, Tex. 3 2,413 63,142 291,711 3 343,710 322,752 20,958
Brownwood, Tex. 3 1,938 32,312 371,598 3 422,321 407,768 14,553
Del Rio, Tex. 3 2,984 122,262 3 130,025 135,629 —5,604
Bristol, Va.-Tenn. 4 1,931 87,642 396,424 4 475,776 494,558 —18,782
Charlottesville. Va. 3 8,659 106,142 542,823 3 665,457 621,501 43,956
Danville, Va. 4 1,575 108,625 731,846 4 839,665 761,182 78,483
Harrisonburg, Va. 3 5,698 63,674 513,995 3 570,955 565, 866 5,089
Burlington, Vt. 3 - = = 2 . . =
Bellingham, Wash. 4 109 101,692 381,368 3 464,219 413,607 50,612
Kennewick-Pasco-Richlands,

Wash. 4 190 66,675 473,919 4 509,456 512,016 ~—2,560
Walla Walla, Wash. 3 3,978 47,574 220,288 3 259,233 255,235 3,998
Wenachee, Wash. 3 4,874 83,636 315,704 3 385,509 402,934 —17,425
Yakima, Wash. 5 8,977 202,642 529,470 5 695,991 630,017 65,974
Eau Claire, Wis. 3 3,757 51,242 653,863 3 707,357 657,970 49,387
La Crosse, Wis. 3 8,846 114,419 527,494 3 713,634 675,881 37,753
Manitowoc-Two Rivers, Wis. 3 529 23,506 482,179 3 516,632 527,426 -—10,794
Wausau, Wis. 3 9,977 98,743 417,880 3 506,069 490,215 15,854
Beckley, W. Va. 3 6,874 97,446 417,559 3 524,261 488,138 36,123
Clarksburg, W. va. 3 3,666 48,092 294,688 3 348,975 336,731 12,244
Parkersburg, W. Va. 3 4,047 69,087 426,597 3 498,009 451,919 46,090
Casper, Wyo. 3 19,391 51,715 429,849 3 489,215 468,610 20,605
Cheyenne, Wyo. 4 18,653 23,189 297,901 4 362,458 365,653 —3,195
Total 353 648,759 $ 8,453,122 $ 40,859,881 346 $ 49,298,427 $ 47,226,043 $ 2,072,384
Commonwealth and possessions
Metropolitan areas
San Juan, P.R. 13 634,625 2,677,088? 2,524,405 13 5,317,576 4,365,218 952,358
Mayaguez, P,R. 5 112,229 323,416 457,134 5 864,971 791,562 73,409
Ponce, P.R. 5 173,472 598,854 276,685 5 972,429 694,711 277,718
Total 23 $ 820,326 $ 3,599,358 $ 3,258,224 23 S 7,154,976 $ 5,851,491 $ 1,303,485
Commonwealth and possessions
Non-metro areas of three or more stations
Arecebo, P.R. 3 18,433 287,529 209,664 3 486,131 381,739 104,392
Other Communities 21 142,050 936,362 1,589,482 21 2,543,786 2,402,978 140,808
Total 47 $ 1,080,809 $ 4,823,249 $ 5,057,370 47 $ 10,184,893 $ 8,636,208 $ 1,548,685
Grand Total 4,214 $10, 850,858 $332,379,252 $695,311,338 4,161 $956,991,939 $833,670,513 $123,321,426

of ail U.S., commonwealth
and possessions

1 Before federal income tax. Note: — denotes loss.
s Excludes 445 independently operated FM stations.

1 Stations with less than $25,000 time sales report only total revenues

and total expenses.

Stations with total time sales of $25,000 or more, however, accounted
for 99% of the broadcast revenues of the 4,161 reporting stations.
4+ Before commissions to agencies, representatives and others.

8 Excludes data for 53 stations whose reports were not filed.

¢ Total revenues consist of total time sales less commissions plus talent
and program sales.

7 Time sales are not directly comparable with 1967 because of an ap-
parent change in several stations' methods of allocating revenues
between local and national advertisers.

# Not all stations in this market operated a full year during 1968.

* Data withheld to maintain confidentiality of individual station figures.

Revenues for selected communities within metro area

Selected revenue items and broadcast revenues, expenses, an1 income! of radio? stations fcr
selected® communities within Standard Metropolitan Statistical Areas, 1968

No. Time salest
sta- e e e
tions National Total
. in regional Local stations Total Total Total
Radio metropolitan area opera- advertisers advertisers re- broadcast broadcast broadcast
Community-city, state tion Networks & sponsors?® & sponsors®  porting revenues?® expenses income!
Albany Schenectady-Troy
Albany, N.Y. 4 $ 31,733 § 748,853 $ 1,243,025 4 $ 1,702,647 $ 1,593,956 $ 108,691
Allentown-Bethlehem-Easton
Allentown, Pa, 4 20,892 443,754 1,058,019 4 1,444,766 1,107,166 337,600
Altoona
Altoona, Pa. 3 2,552 156,822 463,407 3 592,155 721,706 —129,551
Atlanta
Atlanta, Ga. 11 205,884 3,422,991 6,452,121 11 8,506,083 5.574,354 2,931,729
Augusta
Augusta, Ga. 5 24,020 148,782 731,767 5 975,163 933,348 41,815
No. Augusta, S.C. 3 391,635 3 389,165 364,860 24,305
Bakersfield .
Bakersfield, Calif. 8 29,582 366,967 1,075,874 8 1,365,578 1,477,327 —111,749
Baltimore
Annapolis, Md. 3 230,117 367,119 3 608,964 546,791 62,173
Baltimore 9 69,513 4,118,492 6,331,143 9 8,760,303 6,782,390 1,977,913
Beaumont-Port Arthur
Bezumont, Tex. 4 1,316 376,882 835,557 4 1,131,718 1,099,585 32,133
Birmingham
8 Bltl'mmgham, Ala. 9 31,890 1,278,703 2,265,716 9 3,245,573 2,635,661 609,912
oston
8 Bf?s'tom Mass. 9 163,587 9,451,826 6,460,844 9 13,495,991 10,343,287 3,152,704
uffalo
Buffalo, N.Y. 6 68,249 941,150 3,316,554 6 5,335,358 4,656,719 678,639
Chattanooga
Chattanooga, Tenn. 6 18,925 195,146 1,329,554 6 1,487,442 1,320,702 166,740
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Wisconsin is cheering
the Packers' 50th season

and so are we—with
exclusive coverage of
every golden moment

| WTM
MILWAUKEE

Represented by the
HENRY 1. CHRISTAL CO., INC.







What 1969
is saying:

The year 1969 has so far clearly indicated
that public service at Avco Broadcasting is a
lot more than lip service.

In communities ranging from Washington,
D. C. to San Francisco, Avco Broadcasting
stations have been saluted for extra effort in
many different areas of public commitment.
SRR . So far this year, 28 awards have been given
'-'=_‘-’~‘. RS the Avco Broadcasting stations. Two Alfred P.
Sloan Awards. Two first place awards from
the National Association of Television
Programming Executives. Honors from
Associated Press, the IBEW, National Press
Photographers’ Association, Sigma Delta
Chi and the State of Ohio.

Avco Broadcasting stations have been
recognized for a multiplicity of extra public
services too. For documentaries and news
coverage. Special reporting, feature stories
and involvement in community projects.

This kind of appreciative responsc reaffirms
the commitment to public service at Avco
Broadcasting: to better serve its audiences
with concerned, involved programming.

BROADCASTING
CORPORATION

TELEVISION : WLWT Cincinnati; WLWC Columbus ;
WLWD Dayton; WLWI Indianapolis and

WOAI-TV San Antonio. RADIO: WLW Cincinnati;
WOALI San Antonio; KYA & KOIT San Francisco;
wWwDC & WWDC-FM Washington, D.C. and
WRTH Wood River, Illinois.

Represented by Avco Radio Television Sales, Inc.




Revenues for selected communities within metro area (continued)

No. Time salest
sta-
tions National & Total
in regional Local stations Total Total Total
Radio metropolitan area opera- advertisers Advertisars re- broadcast broadcast broadcast
Community-city, state tion Networks & sponsorss & sponsors®  porting revenuess expenses incomet
Chicago
Chicago 13 314,944 19,427,457 12,877,828 13 29,017,129 20,985,436 8,031,693
Cleveland
Cleveland 7 137,524 5,010,328 5,530,085 7 9,132,411 8,074,452 1,057,959
Dallas
Dallas 7 94,073 3,486,591 4,473,154 7 6,924,969 4,550,096 2,374,873
Davenport-Rock Island-Moline
Davenport, lowa 3 6,732 285,592 724,895 3 937,567 946,985 —9,418
Denver
Denver 10 69,974 2,521,823 4,434,640 10 6,113,037 5,468,341 644,696
Detroit
Detroit, Mich. 6 376,303 7,530,738 8,599,294 6 14,152,091 9,296,537 4,855,554
Duluth-Superior
Duluth, Minn. 3 16,815 298,263 502,606 3 785,019 714,631 70,388
Superior, Wis. 3 19,526 48,038 253,531 3 315,023 318,249 —3,226
Evansville
Evansville, Ind. 4 10,819 252,248 914,209 4 1,198,277 1,014,899 183,378
Fort Smith
Fort Smith, Ark. 4 28,232 139,938 476,385 4 609,521 546,994 62,527
Grand Rapids
Grand Rapids, Mich. 6 107,292 832,163 1,646,219 6 2,335,820 2,425,919 --90,099
Greensboro-High Point
Greensboro, N,C, 5 19,180 372,588 1,062,347 5 1,357,928 1,056,446 301,482
Winston-Salem, N.C. 6 8,012 294,060 1,326,686 6 1,567,482 1,357,421 210,061
Greenville
Greenville, 8.C. 6 12,266 307,593 1,321,486 6 1,651,371 1,452,750 198,621
Harrisburg
Harrisburg, Pa. 4 29,571 508,102 966,182 4 1,418,381 1,140,479 277,902
Houston
Houston 10 64,891 3,433,662 5,996,291 10 8,064,587 6,146,065 1,918,522
Huntington-Ashland
Huntington, W, Va. 3 8,811 235,310 642,516 3 812,118 717,697 94,421
Johnstown
Johnstown, Pa. 3 14,674 232,371 409,654 3 624,270 588,312 35,958
Kansas City
Kansas City, Mo. 5 33,349 2,694,114 4,157,658 5 5,780,081 4,023.104 1,756,977
Knoxville
Knoxville, Tenn. 8 28,207 722,846 1,203,629 8 1,844,155 1,776,831 67,324
Lansing
Lansing, Mich. 3 314,007 923,165 3 1,215,433 928,557 286,876
Little Rock-North Little Rock
Little Rock, Ark. 6 33,925 551,241 1,537,051 6 1,875,461 1,700,585 174,876
Los Angeles-Long Beach
Los Angeles, Calif. 12 231,064 18,399,540 17,841,024 12 30,451,841 23,797,861 6,653,980
Pasadena, Calif. 3 1,538,915 2,646,744 3 3,695,971 2,683,781 1,012,190
Louisville
Louisville, Ky. 8 67,874 2,334,349 2,434,097 8 4,232,165 4,187,362 44,803
Macon
Macon, Ga. 6 12,673 288,391 1,051,016 6 1,350,791 1,165,190 185,601
Memphis
Memphis, Tenn. 9 61,963 1,843,766 3,011,269 9 4,428,067 3,380,828 1,047,239
Miami
Miami 8 84,269 2,872,345 3,960,628 8 5,959,018 4,992,216 966, 802
Milwaukee
Milwaukee 7 46,562 3,175,153 3,458,265 7 5,907,592 4,949,806 957,786
Minneapolis-St. Paul
Minneapolis 6 87,155 2,904,551 5,770,556 6 8,649,116 5,016,732 3,632,384
Mobile
Mobile, Ala. 7 11,315 531,458 796,519 6 1,242,425 1,058,247 184,178
Nashville
Nashvitle, Tenn. 7 83,849 1,786,516 2,029,158 6 3,884.284 3,224,430 659,854
New York City
New York 16 589,424 28,649,524 25,774,550 16 47,703,444 38,362,585 9,340,859
Newark
Newark, N.J. 3 107,830 1,650,974 1,504,512 3 2,850,994 2,784,227 66,767
Norfolk
Norfolk, Va. 4 17,685 734,112 1,397.957 4 1,912,846 1,642,632 270,214
Orlando
Orlando, Fla. 6 36,348 579,514 1,817,508 6 2,176,351 1,994,333 182,018
Philadelphia
Philadelphia 11 262,632 10,371,872 8,264,609 11 15,736,462 12,937,709 2,798,753
Phoenix
Phoenix, Ariz. 12 30,550 1,097,328 2,035,118 12 2,940,511 2,954,352 —13,841
Pittsburgh
Pittsburgh 8 63,072 3,970,825 4,580,257 8 7,783,507 6,363,715 1,419,792
Portland
Portland, Ore. 9 58,756 1,784,661 2,267,717 9 3,530,001 3,456,994 73,007
Vancouver, Wash. 4 5,657 656,203 1,100,989 4 1,502,503 1,134,789 367,714
Providence-Pawtucket-Warwick
Providence 7 58,856 1,728.922 2,234,732 7 3,473,863 2,917,133 556,730
Richmond
. Richmond, Va. 9 79,883 1,071,913 2,312,664 9 3,123,399 2,902,876 220,523
t. Louis
St. Louis 9 139,953 5,007,445 5,474,059 9 9,081,321 7,432,826 1,648,495
Salinas-Monterey
Salinas, Calif. 4 9,836 159,268 334,290 4 473,850 495,109 —21,259
San Antonio
San Antonio, Tex. 11 52,571 1,311,031 3,449,096 11 4,355,271 3,942,593 412,678
San Bernardino-Riverside-Ontario
Palm Springs, Calif. 3 5,229 127,463 297,638 3 408,388 573,699 —165,311
San Bernardino, Calif. 4 2,345 493,054 736,004 4 1,078,747 1,061,296 17,451
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In this rich country there are still bright young
people who never make it beyond high school.
They come from impoverished backgrounds
where a college education is “‘the impossible
dream.”

An imaginative project in New Jersey

convinced many of them that it's not impossible.

A mobile College Information Center, housed
in an office-type trailer, made the rounds of low-
income neighborhoods in ten New Jersey cities.
It was staffed by a member of the faculty of
Union College and was stocked with current
information on college curricula, admission
requirements, available scholarships and
financial aid.

This traveling college counseling service was

BROADCASTING, Oct. 20, 1969

How to sella
college education
door-to-door

funded by a grant from the Bayway plants of
Humble Oil and Enjay Chemical. More than 900
young people received the information and
encouragement that could mean the difference
between a career and a dead end.

This is only a small start on a big job. But it is
a start. And we’'re glad to have a part in it.
Because we've learned, as we go about our
business of making good products and a fair
profit, that there's added satisfaction in doing
something extra for people.

Humble is doing something extra.

HUMBLE

Oil & Refining Company . . .Where you get all the extras.

39°



® Trademark for teievisfoh camera tubes,

THE PHILIPS PC-70 ... the prime time king of
color cameras ... serves on more live and taped studio
color shows, by far, than any other camera.

And it's a fantastic switch-hitter. If the PC-70 is a winner in
studio work, in the field it's no contest. For major outdoor
news and sports events, the PC-70 consistently takes

the most valuable player award.

Why? its unsurpassed color picture, faithful and sharp.
There are over 700 Philips 3-Plumbicon® cameras in
use worldwide. A videoman’s dream. The cameraman'’s
camera. Management's assurance of the best, most
reliable, and most economical performance.

When a better camera is built, Phitips will build it.*
In the meantime, the PC-70 is the ticket.

*The Philips PC-100, announced at NAB '69, will be available early in 1970.




THE PHILIPS PCP-90 digitally controlled “Minicam’ takes
the field alongside the PC-70 as the most mobile and versatile
of portables. Operating wireless or on small, cost-reducing
triax, the 3-Plumbicon Minicam brings total flexibility to
broadcast-quality telecasting.

The PCP-90 is designed basically as a field camera. Controis
may be beamed from as far away as 30 miles. Signal processing
is done in the backpack. The Minicam produces a real-time
color-composite signal for direct broadcast. Or it can go into the
field with a portable recorder to tape interviews or other action—
totally unencumbered.

And here again, you have a star switch-hitter. Three new one-inch

Philips Plumbicon tubes perform to broadcast standards, s A g
e = 1 . . . ; O PHILIPS BROADCA

bringing the Minicam right into the studio. A/O,/'Q/C_O | EQUIPMENT CORg.T

Training camps for Minicam prototypes included crowded : - : =T J

conventions, major sports, the inauguration and other events. One Philips Parkway. Montvale. N.J. 07645 - 201/391-1000

Now it's ready to sign with you. A NORTH AMERICAN PHILIPS COMPANY

o T

N

F




Revenues for selected communities within metro area (continued)

No. Time salest
sta- — s — ——————
tions National & Total
in regional Local stations Total Total Total
Radio metropolitan area opera- advertisers Advertisers re- broadcast broadcast broadcast
Community-city, state tion Networks & sponsotss & sponsors®  porting revenuess expenses income!
San Diego
San Diego 6 51,358 2,543,361 1,953,537 6 3,870,779 3,670,745 200,034
San Francisco-Oakland
Oakiand 3 2,760,828 1,923,629 3 3,864,294 3,744,528 119,766
San Francisco 10 186,001 10,930,199 7,155,690 10 15,333, 285 12,859,627 2,473,658
San Jose
San Jose, Calif. 4 1,120,710 1,670,197 4 2,395,181 2,077,293 317,888
San Juan
San Juan, P.R. 8 625,593 1,407,418 1,778,251 8 3,507,655 2,840,342 667,313
Santa Barbara
Lompoc, Calif. 3 108 6,713 86,211 3 97,086 128,958 —31,872
Santa Barbara, Calif. 5 22,883 272,717 647,245 5 748,715 870,160 —121,445
Santa Maria, Calif. 4 9,326 71,872 371,051 4 452,611 448,281 4,330
Seattle-Everett
Seattle 13 59,115 3,905,723 4,671,491 13 7,310,026 6,370,708 939,318
Springfield-Chicopee-Holyoke
Springfield, Mass. 3 10,889 550,005 915,263 3 1,257,266 1,185,037 72,228
Syracuse
Syracuse, N.Y. 5 40,828 1,267,937 1,593,695 5 2,468,465 2,090,209 378,256
Tampa-St. Petersburg
St. Petersburg, Fla. 4 8,388 809,590 669,056 4 1,313,586 1,236,166 77,420
Tampa, Fla. 8 21,874 972,670 1,426,142 8 2,119,643 1,926,563 193,080
Tulsa
Tulsa, Okla. 6 29,969 827,959 1,933,837 6 2,442,995 2,166,210 276,785
Utica-Rome
Utica, N.Y. 4 19,804 287,630 804,692 4 1,035,889 999,054 36,835
Washington
Washington 6 79,397 4,967,092 5,750,922 6 10,345,384 7,839,620 2,505,764
West Palm Beach
West Palm Beach, Fla 3 8 267,879 494,107 3 761,115 681,500 79,615
Wilkes Barre-Hazleton
Wilkes Barre, Pa. 3 29,991 90,018 626,960 3 697,271 627,221 70,050
Wilmington
Wilmington, Del. 4 12,266 270,201 1,468,840 4 1,727,975 1,289,536 438,439
1 Before federal income tax Note: — denotes loss. + Stations with less than $25,000 time sales report only total revenue and
t Excludes independently operated FM stations. total expenses.
8 Communities are included in this table if totals do not reveal indi- 8 Before commissions to agencies, representatives and others.
vidual station data. ® Total revenues consist of total time sales less commissions plus talent
and program sales.
Revenues and expenses of national networks and stations
Broadcast financial data of nationwide radio networks and 4,161 AM and AM-FM stations, 1968
(in thousands of dollars
% Total %
Change 20 owned- change change nationwide change
from -and- from 4,141 from networks from
Nationwide previous operated previous other previous and 4,161 previous
Item networks! year stations year stations year stations year
A. Revenues from the sale of time:
1. Network time sales:
a. Sale of major network time to advertisers $44,254 (1.8) $ 1,162 (4.6) $ 7,180 (13.6) — -
b. Sale of other network time — o - - 2,509 24.2 — o
Total network time sales 44,254 (1.8) 1,162 4.6) 9,689 6.2) — -
2. Deductions from network revenues from sale
of time to advertisers:
a. Paid to owned-and-operated stations 1.161 “4.7) - - - — — £S5
b. Paid to affiliated stations 7,175 (7.9) - - — - _ =
Total participation by others (excluding
commissions) in revenue from sale of
network time 8,336 (7/5) — — — — - —_
3. Total retentions from sale of network time 35,918 (0.3) 1,162 (4.6) 9,689 (6.2) 46,769 a.n
4. Non-network time sales:
a. National and regional advertisers £ O 33,270 21.0 299,109 14.0 332,379 14.7
b. Local advertisers — - 16,188 21.2 680,915 14.3 697,103 14.4
Total non-network time sales i~ o 49,458 21.1 980,024 14.2 1,029,482 14.5
5. Total time sales 35,918 (0.3) 50,620 20.3 989,713 14.0 1,076,251 13.7
6. Deduct—Commissions to agencies representa.
tives, etc. 6,553 (1.5) 9,099 22.1 102,666 17.1 118,318 16.3
7. Net time sales 29,365 o 41,521 20.0 887,047 13.6 957,933 13.5
B. Revenues from incidental broadcast activities:
a. Talent 6,726 (28.8) 1,956 ©0.7) 10,001 (8.2) 18,683 (16.3)
b. Sundry broadcast revenues 1,572 3.3 146 52.1 16,321 2.8 18,039 2.5
Total incidental broadcast activities 8,298 (25.1) 2,102 1.8 26,322 (1.7) 36,722 (7.9
C. TOTAL BROADCAST REVENUES 37,663 (6.9) 43,623 18.9 913,369 13.1 994,655 12.4
D. TOTAL BROADCAST EXPENSES 43,692 4.7 42,71 14.2 790,900 9.8 877,353 9.7
E. BROADCAST INCOME (before federal income tax) (6,029) [ 852 5 122,469 40.6 117,292 37.9

1 CBS, MBS, NBC and ABC's three AM networks and one FM network.
3 Amount differs from that shown in Item A.2.b because of variations in accounting practices.
8 Some small amount of network and national non-network time sales may be included here since stations with less than $25,000 time sales for the
year do not report detailed revenue breakdown.
1 Loss in 1967 was $1,272,000.
5 Loss in 1967 was $759,000.
{ )—Denotes loss or percentage of decrease.
Note: Data for 1967 cover the operations of four nationwide networks, their 19 owned and operated stations, and 4,057 AM and AM-FM stations.
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Did payments to owners influence
station profit or loss?

Relationship of AM and AM/FM station losses to reported
payments to proprietors, partners and stockholders, and to

reported depreciation expense, 1968!

Number of AM and AM/FM stations reporting payments to 1. Total number of stations reporting losses 1,149
proprietors, partners, or stockholders, 1968 a. Total amount of losses $37,387,762
(Excludes dividends and other payments from surplus) 2. Number of losing stations which reported
5 ) . payments to proprietors, etc. 667
Stations reporting payments of: Number Amount a. Total amount of payments to proprietors,
Over $100,000 22 $23,907,139 etc. 30,564,392
75,000- 99,999 43 3,683,489 3. Number of losing stations which reported
50,000- 74,999 116 6,969,361 depreciation expense 1.086
40,000- 49,999 100 4,406,337 a. Total amount of depreciation expense 15,822,729
30,000- 39,999 208 7,130,951 . .
25,000- 29,999 178 4,856,559 4. Stations reporting a loss:
20,000- 24,999 236 5,254,825 a. Total number of losing stations reporting
15,000- 19,999 327 5,605,090 payments to proprietors, etc. and/or
10,000. 14,999 453 5,585,001 depreciation expense which together
5,000. 9,999 5§52 4,143,058 exceeded the amount of loss 631
2,500- 4,999 209 774,580 b. Total number losing stations reporting
Under 2,500 266 339,424 payments to proprietors, etc. which alone
Total 2,710 $72,655, 814 exceed the amount of loss 344
! Includes stations operated for the full year. * Includes stations operating for full year only.
How market size influenced profits and losses
Average financial data for AM and AM/FM stations reporting profits by size of metropolitan
area or community in which station is located! 1968 (stations operating full year)
(In thousands of dollars)
Average time sales per Average per station
station reporting reporting
No. of stations — — — - - —— —_
reporting National
total time and regional Local
sales of advertisers advertisers Total
$25,000 or and and stations Ex- Total Total Total/
Population of: more? Networks sponsors? sponsors? reporting Revenues penses Income  revenuest expenses incomes
2,000,000 and over 156 $9 $776 $757 156 $1,332 $946 $386 $207,799 $147,645 S 60,154
1,000,000-2,000,000 108 10 385 539 108 809 575 234 87,348 62,075 25,273
500,000-1,000,000 225 8 219 321 226 480 383 97 108,501 86,658 21,843
250,000~ 500,000 273 ) 102 229 274 310 258 52 84,838 70,570 14,267
200,000~ 250,000 65 2 74 253 65 315 265 51 20,499 17,215 3,283
150,000~ 200,000 98 3 63 188 98 247 207 40 24,200 20,309 3,892
100,000~ 150,000 130 4 57 173 130 223 191 32 28,976 24,840 4,135
50,000~ 100,000 488 2 37 151 491 184 161 24 49,950 43,229 6,720
25,000~ 50,000 262 2 33 159 262 192 167 25 50,423 43,814 6,608
10,000- 25,000 507 1 20 121 508 141 123 18 71,444 62,507 8,936
5,000- 10,000 487 . 12 90 490 102 88 14 49,816 43,102 6,714
2,500~ 5,000 332 M 8 68 342 75 65 10 25,489 22,203 3,285
Less than 2,500 159 J 7 70 167 74 65 9 12,357 10,789 1,568
Total 2,888 $3 $100 $195 2,913 s 270 $215 $ 56 $787,514 $625,532 $161,981

! Classified by population of Standard Metropolitan Statistical Areas and
communities outside SMSA's census of population, 1960.

* Stations with total time sales ot less than $25,000 are not required to
report time sales separately.

1 Before commissions to agencies, representatives and others.

{ Total revenues consist of total time sales less commissions plus talent

and program sales.
+ Before federal income tax.
* Less than $1,000.

Average financial data for AM and AM/FM stations reporting losses by size of metropolitan
area or community in which station is located' 1968 (stations operating full year)

(In thousands of dollars)

Average time sales per

Average per station

station reporting reporting
No. stations —- — - - S ———————— —
reporting National
total time and regional  Local
sales of advertisers advertisers Total

$25,000 or and and stations Ex- Total Total Total
Population of: more? Networks sponsors® sponsors? reporting Revenues penses Loss revenues?t expenses loss?®
2,000,000 and over 73 S14 $184 $287 73 $442 $608 $166 $ 32,279 $ 44,368 $ 12,088
1,000,000-2,000,000 61 7 108 214 63 285 361 76 17,960 22,740 4,780
$00,000-1,000,000 127 3 61 161 130 199 247 48 25,910 32,088 6,177
250,000~ 500,000 131 2 37 132 133 159 192 33 21,159 25,533 4,374
200,000~ 250,000 21 2 17 112 21 125 149 24 2,632 3,135 502
150,000- 200,000 50 1 20 109 51 125 150 26 6,358 7,662 1,304
100,000- 150,000 40 ) 37 135 41 162 187 25 6,638 7.655 1,016
50,000~ 100,000 32 2 22 95 32 116 137 20 3,726 4,372 645
25,000- 50,000 94 1 19 108 95 126 143 17 11,976 13,625 1,648
10,000- 25,000 168 1 15 87 170 102 114 13 17,257 19,445 2,187
5,000- 10,000 128 . 8 64 134 70 79 8 9,415 10,535 1,119
2,500~ 5,000 116 - 5 53 128 54 61 7 6,900 7,857 956
Less than 2.500 69 U 7 49 78 51 58 8 3,965 4,551 586
Total 1,110 §2 $ 38 $118 1,149 $145 $177 $ 33 $166,184 $203,572 § 37,387

1 Classtfied by population of Standard Metropolitan Statistical Areas and
communities outside SMSA's census of population, 1960.

2 Stations with total time sales of less than $25,000 are not tequired to
report time sales separately.

3 Before commissions to agencies, tepreésentatives and others.

+ Total revenues consist of total time sales less commissions plus talent

and program sales.
¢ Before federal income tax.
* Less than $1,000.
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A look at radio’s finances over the past 10 years
AM and AM-FM radio financial data {industry totals)! 1958-1968

Time sales
(In millions of dollars)

Broadcast revenues, expenses, and
income?

(In millions of dollars)

Percent National Percent Percent
Year Total Network of total spot of total Local of total Year Revenues Expenses Income
1968 $1,076.3 46.8 4% $332.4 31% $697.1 65% 1968 $994.7 $877.4 $117.3
1967 946.6 47.6 5 289.8 31 609.2 64 1967 884.7 799.7 85.0
1966 912.0 47.2 5 284.6 31 680.2 64 1966 852.7 752.1 100.6
1965 827.7 44.6 5 254.1 31 529.0 64 1965 776.8 695.7 81,1
1964 763.7 43.8 6 237.3 31 482.6 63 1964 719.2 645.4 73.8
1963 711.7 41.8 6 224.7 31 445.2 63 1963 669.7 611.6 [58.1
1962 665.2 37.3 6 212,1 32 415.8 62 1962 626.8 580.1 46,7
1961 617.2 35.8 6 200.0 32 381.4 62 1961 583.6 §551.6 32.0
1960 622.4 35.0 6 202.1 32 385.3 62 1960 §91.9 543.6 48.3
1959 582.9 35.6 6 188.2 32 359.1 62 1959 555.7 511,7 44.0
1958 541.6 46.5 8 171.9 32 323.2 60 1958 520.6 482.6 38.0
t Excludes independently owned FM stations.
t Before federal income tax.
Financial picture for FM-only stations
FMfinancial data~--1958-1968 .
‘ ) Number of independent FM stations
Independent FM stations reporting profit and loss, 1962-1968
No. of Total number Number of Number of
Total FM Total FM stations of stations stations re- stations re-
Stations revenues  re- Reve?ues Ex;;enses Income Year reporting porting profit porting loss
Year reporting (millions rtin, millions) (millions) (millions
i I ULl S S ) 1968 433 148! 2852
1968 1,888 $53.2 433 $28.3 $32.2 $(3.9) 1967 405 115 290
1967 1,706 39.8 405 22.6 26.8 4.2) 1966 381 111 270
1966 1,575 32.3 381 19.4 22.7 (3.3) 1965 338 102 236
1965 1,381 24.7 338 15.7 19.0 (3.3) 1964 306 93 213
1964 1,175 19.7 306 12.8 15.8 (3.0) 1963 294 86 208
1963 1,071 16.3 294 11.4 14.6 (3.2) 1962 279 71 208
1962 993 13.9 279 9.3 12.5 (3.2)
1961 938 10.0 249 7.1 9.7 (2.6) t The average profit for these stations was $15,308.
1960 789 9.4 218 5.8 8.2 (2.4) 2 The average loss for these stations was $21,599.
1959 662 5.7 148 4.3 5.9 (1.6)
1958 533 4.0 93 2.5 3.2 (0.7)

( ) Denotes loss.

The Focal
Encyclopedia]

JUST OFF PRESS!

One-station communities

Average 1968 financial data for AM and AM/FM stations in one & two station
communities outside standard metropolitan statistical areas by population of
community (stations_ operating full year)

Two=station communlties”

Community populiation No. of Average station No. of Average station
. (1960 Census) Stations Revenue Profit/Loss Stations Revenue Profit/Loss
of Film and
s 25,000-50,000
Television: Total stations reporting 38 $246,006  $33,372 109  $183.875  $17,402
. Stations reporting profits 33 259,858 40,297 90 194,595 25,205
Technlques Stations reporting losses 5 155,268 12,333— 19 133,095 19,040~
By Raymond
Spottiswoode,
General Editor 10,000-25,000
This authoritative vol- Total stations reporting 276 142,558 14,512 303 119,816 7,587
ume covers both Brit- Stations reporting profits 235 149,031 19,166 213 128,502 15,660
ish and American Stations reporting losses 41 105,452 12,162— 90 99,261 11.520—
practice. More than 1600 entnes in alpha-
betical order and cross-referenced are in-
terspersed with short explanatory definitions 5,000-10, 000
of”the thoutsand and ltme tercr'ns the reader Total stations reporting 529 94,311 9,305 99 93,595 6,809
:‘(ljooer:fﬁgrztrl 0"']‘5 Pz’:réces ::mall?y ";‘;g’l’;"'e% Stations reporting profits 426 99,793 13,448 69 106,284 14,355
B . — 64,411 10,546—
for this work. A survey of some 40,000 Stations reporting losses 103 71,636 7,759 30
words—almost a compact book of its own—
sums up the overall picture of both fields. 2.500-5,000
” 3 H H ’ =J,
%&%%opz;ﬁgi'x SZ;‘triexs ¥, 1000 lllustr;g;)r;_’sd Total stations reporting 450 68,432 5,066 25 67,487 2,654
! : g . ) "
Broadcasting Book Division Statn’ons report!ng profits 332 73,500 9,538 16 76,335 8,242
1735 DeSales St., N.W. Stations reporting losses 118 54,171 7,515— 9 51,758 7.280—
Washington, D. C. 20036
e = = — ~— —: ORDER FROM -—-———-—-| Less than 2.500
Broadcasting Book Division SEHLLED )
| 1735 DeSales St., N.W. ) Tota.l stations rgportlng 239 65,833 4,197 15 55,637 4,278
Washingfon. D. C. 20035 Stations reporting profits 166 72,111 9,167 9 57,773 6.719
Sand me the books I've chocked below. My payment | Stations reporting losses 73 51,556 7,105— 6 52,433 20,774—
for the full amount is enclosed.
] 105. The Foeal Encyciopedia of Film and Tele. |
I vision: Techniques. $37.50 |
I O 104. 1970 Broadeasting Yearbook. $11,50 Total all communities
1 ::::m Total stations reporting 1,532 94,723 8,798 551 123,656 8,860
P S — i Stations reporting profits 1,192 102,753 13,628 397 135.918 17,095
_____ ———e e T Stations reporting losses 340 66,571 8,132— 154 92,046 12,371—
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Success of radio ads
cited by agency reps

Need for creativity

in. making spots

is stressed for IRTS

The effectiveness of radio advertising

and the importance of creativity in
making commercial spots was stressed

by speakers at the fourth radio com- rel 10, Miamt. FloF
mercial workshop of the International AS WLBW-TV, Chan florida, 10 O™
Radio and Television Society, Thurs- WHEREAS: Monroe CountY. ¢ and will
day, Oct. 16, in New York. ’ ida, is coming 0 cavalcade 10 Key Wt for the

The all-day meeting included a spe- duct Channel mchannt" 10 Youth Dh‘“(l,q Monrot
cial session on music and retailing and hold "Key e cment ot the Jou
the presentation of awards by the Na- peneiit and cnlcn.n oners
tional Retail Merchants Association florida, @ unty Commis

. e County. d ot Co be of

and Radio Advertising Bureau. Chair- WHEREAS, ! the Bu-\ qa decms this 1O P
man George Gallup, vice president- \onroe Coun flort A Monroe Cov iy
sales, NBC radio network. opened the of MO 4 10 the You will furnish 8°

great be

F\orida.
holeso™m

- THE

annual event.

Luncheon speaker Ron Rosenfeld,
senior vice president, and creative di-
rector at J. Walter Thompson, set the
tone of the seminar before quickly
moving on to other matters: “I like
radio. It’s nice. It sells. I encourage
you to use it. That’s my radio com-
mercial. That’s all I'm going to say
about radio right now.”

The other matters were creativity,
how to recognize it, and how to en-
courage it. Mr. Rosenfeld said the war
between creative and anti-creative ele-
ments is “costing American business
billions every year.”

Mira Berman, president and creative
director of Allerton, Berman & Dean,
New York, in outlining three years
of work for Gimbels, New York, cited
consumer shopping outside the city,
the high cost of print, the disappear-
ance of metropolitan dailies and grow-
ing competitiveness as retailers prob-
lems. He recommended radio as the
solution. He suggested the use of estab-
lished radio personalities within a mar-
ket and encouraged in-store promotions
featuring those personalities.

Robert H. Alter, executive vice pres-

Community Involviment

Means more than just one commu-
nity for Miami’'s WLBW-TV ...

ident of the Radio Advertising Bureau,
and Joyce Reed, RAB director of retail It means Key West... Naples
services, reviewed a number of success- ...Dania...Lake Worth...Homestead

ful radio spots for workshop partici-
pants. Miss Reed emphasized that a
visual representation is not necessary
to selling fashion.

Three creative supervisors from three
agencies summed up three successful
radio campaigns. Robert Oksner, vice
president and creative director, David
Oksner & Mitchnek, New York, re-
viewed his agency’s campaign for Ran-
dom House. Mr. Oksner said his was

the first agency to advertise books like W L BW I

packaged goods in broadcast media. MIAMI FLORIDA orsormmwes,
Warren Pfaff, senior vice president ”.. ks

BROADCASTING, Oct. 20, 1969 45




and creative supervisor, J. Walter
Thompson Co., discussed the problems
of handling an airline account while
the airline continually purchases more
and bigger planes. Mr. Pfaff played
samples of spots Thompson designed
for Pan American World Airways.
George Newall, vice president and
copy supervisor at LaRoche, McCaf-
frey & McCall, New York, entitled his

remarks “Hai-Karate—from TV to
Radio.” Mr. Newall suggested that
warmed-over television commercials

fail to make effective radio commer-
cials. He played samples of spots for

the Charles Pfizer line of men’s toi-
letries.

Hane Trahey, president of Trahey/
Wolf Advertising, New York, lamented
that for radio “the glamour went away
the day RCA sold its first television
set,” and criticized radio networks for
lack of programing creativity. Miss
Trahey also offered a series of suc-
cesful spots produced by her agency.

Vic Cowen, associate creative direc-
tor, Goulding-Elliott-Greybar, and writ-
er for the comedy team of Bob Elliott
and Ray Goulding (Bob and Ray),
spoke up for the use of radio by indus-

‘Change’ is advertisers’ theme

AAAA group warned to stay in tune with times;
value of increasing media midd'emen is discounted

A need for advertising to reforge its
practices and concepts turned out to be
the omnipresent theme of the 32d
annual western region meeting of the
American Association of Advertising
Agencies. The Oct. 12-16 convention
at Montecito, Calif., repeatedly heard
the warning that clients and agencies
everywhere must revise their thinking
to stay in tune with the times if they
want their messages to be heard.
Among the many philosophical ob-
servations and theoretical suggestions
made about changc at the convention,
Albert Petcavage, vice president in
charge of media for Doyle Dane Bern-
bach Inc., New York, cited a tangible,
highly controversial product of change
and all but condemned it. He analyzed
the independent time-buying service
companies that have sprung up in re-
cent years, the so-called media middle-
men, and predicted that to meet the
competitive challenge most agencies,
before too long, will be buying spot
broadcast time via a sort of “bid-and-
asked auction market.” He pointed out
that some agencies already are buying
time by taking greater preemption risks
(thus also having to ecxercise greater

Mr. Nelson Mr. Hawkins

controls of campaigns) and most agen-
cies will do so in the future unless
stations, “in a sudden flood of reform
I now can’t anticipate. change their
ways. . .”

The ways Mr. Petcavage would want
stations to change are the “pricing dif-
ference between fixed rates, preemptible
with notice rates, and fully preemptible
rates (as much as a 50% difference
cXists between top and bottom pub-
lished rates, he said), and the multitude
of different rate cards used by station
managers and salesmen, each one com-
ing into use as the market is tight or
soft” (even though only one at a time
is published). According to the DDB
media executive, agencies are now being
forced by competition to use buying
techniques that are borrowed from the
useful techniques of the middlemen
services. This is the answer to client
questions about why agencies shouldn't
be able to buy as efficiently as outside
time-buying services.

But before describing how the change
of media middlemen is changing the
buying techniques of agencies (a
change, he noted, that “may turn out to
be beneficial therapy”), Mr. Petcavage

Mr. Cummings

Mr. Petcavage

trial advertisers, offering several sam-
ples of his own product.

Two speakers discussed the place of
music in radio advertising. Ed Flynn,
senior vice president and director of
music, Lennen & Newell, New York,
mentioned a number of campaigns, sug-
gesting that a message set to music is
more m:morable than a spoken state-
ment. Frank Harris, president of Frank
Harris Productions, remarked on the
use of electronic sounds. While elec-
tronic music is very much in fashion,
he said, its unique capabilities are not
fully realized.

gave the timebuying services a thor-
ough raking. Drawing from material
published in a recent AAAA survey on
the use of outside buying services. as
well on his “personal experience,” Mr.
Petcavage came up with the following
conclusions:

= “There is no plausible way a buying
service can be persuasive with an ac-
count except by an implication that the
agency is not competent.”

» Despite the middlemen’s claim that
they will make the agency a more effi-
cient, more profitable timebuying serv-
ice, “there is no real improvement in
operating efficiency’” realized at the
agency.

= “Apn agency cannolt really, even un-
der the very best of circumstances, dis-
pense with its buyer, not entirely.”

» At DDB, if a timebuying service
were used exclusively and assuming that
such a service operated at maximum
efficiency (“A big, big assumption™),
Mr. Petcavage estimated that staff re-
placement would be no more than about
five people out of a total media staff of
nearly 190.

= That the “professionalism™ of me-
dia middlemen is in question (cited

8
|

Mr. Blackett R

46 (BROADCAST ADVERTISING)

BROADCASTING, Oct. 20, 1969



How TV-network billings stand in BAR’s ranking

Broadcast Advertisers Reports’ network-TV dollar revenue estimate—week ended Oct. § 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 Oct. 6 Oct. 6 Oct. 6 Oct. 6 Oct. 6 Oct. 6 | Oct. 6 Oct. 6 minutes dollars
Monday-Friday

Sign-on-10 a.m. $ - 101.9  $ 165.8 4,540.6 | $ 336.0 $ 13,670.5 118 [$ 501.8 3,502 § 18,313.0
Monday-Friday

10 a.m.-6 p.m. 1,850.6 56.,999.5 2,443.6  105,308.4 1,889.1 84,317.3 l 869 6,183.3 | 35,340 246 ,625.2
Saturday-Sunday ( '

Sign-on.6 p.m. 779.8 35,600.8 2,335.9 41,934.9 2,859.4 29,071.0 | 346 5,975.1 | 11,410 | 106 ,606.7
Monday-Saturday { l

5 p.m.-7:30 p.m. 277.8 12,318.9 895.9 26,108.7 1,021.8 24,869.1 98 2,195.5 3,722 63,296.3
Sunday | |

6 p.m.-7:30 p.m, 78.0 5,226.6 414.3 8,115.0 456.0 7,650.4 23 948.3 812 | 20,043.7
Monday-Sunday

7:30-11 p.m, 6,643.0 187,442.9 8,224.8, 252,021.4 7,819.2  251,138.5 457 22,687.0 17,433 690,602.8
Monday-Sunday |

11 p.m.-Sign-off 997.7 16,428.5 525.9 6,931.7 505.2 19,673.2 | 141 2,028.8 3,630 43,033.4

Total $10,626.9 $314,118.7 i $15,006.2 $444,960.7 | $14,886.7 $430,390.0 | 2,052 | $40,519.8 | 75,872 | $1,189,469.4

was a report that as of Jast July only
three outside timebuying services had
subscribed for *“such a basic buying
tool” as ARB and Nielsen rating serv-
ices), and that there is evidence to
suspect that middlemen *“do not deliver
what they promise, that heavy agency
supervision is mandatory, and that gen-
eral servicing is poor.”

® There is little evidence that the
middlemen services are on any stable
and permancnt base although they prob-
ably won’t disappear in the near future,
he said.

James C. Nelson Jr. executive vice
president, Hoefer, Dieterich, Brown
Inc., San Francisco, had a simpler
statement to make about change and
the advertising business. He urged the
more than 300 advertising executives
and their guests who attended the con-
vention to “stay tuned” to what's hap-
pening in the world because “it’s easy
to lose track of how fast things are
changing.” As examples of some of
the changes taking place in broadcast-
ing, he noted the proliferation of black
performers in TV commercials current-
ly as compared with two years ago, and
the growth and apparent vitality of so-
called underground radio stations.
About the independence of the under-
ground stations, an independence that
advertising has to recognize, he said:
“if they think your radio spot doesn’t
fit their programing, they'll give you
three options: make a spot that does
fit their programing, or let them make
a spot for you that fits their program-
ing, or go fly a kite.”

Arthur H. Hawkins III, senior vice
president and creative director, Ketch-
um, MacLeod & Grove Inc., New York,
told of a 60-year-old ad manager of a
chinaware company who wouldn’t ap-
prove an agency campaign built around

the music performed by the rock group
called The Doors. “Who needs all that
stupid music you hear today, and the
miniskirts, and besides with all that
long hair, you can’t tell the boys from
the girls,” Mr. Hawkins quoted the ad
manager as saying.

Yet, Mr. Hawkins pointed out, the
man's customers are young brides and
he said, “That fellow hadn’t the faintest
idea how to communicate with his au-
dience, and he wouldn’t listen objec-
tively to people who did.” He added:
“And his sales have been slowing down
for years.”

Mr. Hawkins emphasized that he
didn’t want his remarks about change
to be misunderstood. He wasn’t saying
that “rock music, hip artwork, and
esoteric film techniques,” are the an-
swers to all advertising problems. “What
I am saying,” he stressed, “is that a
lot of advertisers somchow have it in
their heads that these techniques are
only useful in appealing to silly kids,
and that they better get with it.”

William  Sharp, former J. Walter
Thompson copywriter and now director
of research, planning and evaluation for
the Office of Economic Opportunity.
Washington, gave the convention dele-
gates guidelines for dealing with one of
the most significant changes of all—the
integration of black men into the ad-
vertising agency business. His guidelines
covered management’s sincerity and ef-
forts to accomplish integration, recruit-
ing, screening, interviewing and hiring
practices; handling of the black worker’s
first day on the job; job transfers, pro-
motions, termination of employment;
and the goals management should set.

Mr. Sharp said: “Agency manage-
ment must make its wishes clearly un-
derstood throughout the organization.
This is the key goal. It is, in a real

sense, the trigger that makes everything
else happen. You must give your peo-
ple direction. You cannot delegate this
responsibility. You cannot dispose of
the matter with a simple memo to the
organization. Unless your people feel
your commitment, feel your involve-
ment, they will continue to follow the
practices of the past, And the practices
of the past have produced lily white
agencies from coast to coast.”

Barton A. Cummings, chairman of
the board of Compton Advertising Inc.,
New York, focused on campus unrest,
still another manifestation of change.
He said that advertising men cannot
stand aside while the nation’s colleges
and universities are “disrupted, bat-
tered and bruised, and perhaps even
destroyed.” Advertising and business
must exert influence, help modernize
educational institutions, upgrade the
quality of learning, Mr. Cummings ex-
plained, because “The students are not
all wrong in their protest.” In fact, ac-
cording to the Compton executive, stu-
dents are “right in many instances.”

Even Lockbeed Aircraft Corp. Pres-
ident A. Carl Kotchian talked about
change—a change that's gradually
evolving and whose full impact won't
be felt for maybe 10 years. He pre-
dicted a massive effort within the next
decade to unlock what he termed
“mankind’s supermarket of the future”
—the Tresources of the oceans. “I'm
confident that America will turn to the
sea with the same vigor and skill that
we have displayed on land and in the
air,” Mr. Kotchian said, “and when we
enter the last frontier with a true na-
tional commitment, I'm sure none of us
will be disappointed by the opportuni-
ties.”

Charles F. Adams, president, Mac-
Manus, John & Adams Inc., Bloom-
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field, Mich., in an address delivered by
Richard A. Getz, vice president and
manager of MJ&A’s Los Angeles office,
offered a switch on the “stay tuned”
advice of other speakers. He recom-
mended an ‘“unlearning” process.
Among the lessons he said he learned
by unlearning things taken for granted
about advertising: It doesn’t always pay
to be creative; the creative man doesn’t
always need strong convictions about
his ideas (“I now believe an attitude
of humility, and maybe even skepti-
cism, about your own work is healthier
and more productive’); you don’t have
to look creative to be creative (the

average creative conference today looks
like the last supper); the best adver-
tising is not necessarily done by the
most creative people (“a great deal of
damn fine advertising is coming out of
the spectacularly creative mind. But this
is more than balanced by a lot of
junk™); research is not “a pain in the
pizazz” (“I welcome it, I beg for it”);
“awards are probably rotten.”

Mr. Adams’ parting advice for getting
ahead in the advertising business was
“work hard, live clean, and never stop
unlearning.”

Hill Blackett Jr., chairman of the
board of Clinton E. Frank Inc., Chi-

‘. Station
.O Q WHIO 7
”” ”‘ Station B
‘ ' | WHIO-TV
Advantage |

STATION TOTAL HOUSEHOLDS - DAYTON AREA

_Sunday thru Saturday -
Eve, "] Total Day
Station 7:30 PM 7AM
Circulation® 11PM 1AM
42 counties 439,000 | s2a.000
33 counties 398 000 | 457.000
+9 counties +41,000 +67,000
|

Q\%___\_t,) =

Represented by Pelry

tSource: NSI = TV Weekly Cumulative Audiences — November, 1968

“Source: ARB = Curcufation Study 1965

Any ligures quoled or derived jrom audience surveys aré eslimates subject to sampling

and other errors. The original reports can be reviewed for details on melhodology

Twenty years of responsible service to the Miami Vailey

WIOD AM-FM, Miami; KTVU, San Francisco-Oakland; WIIC TV, Pittsburgh

Ea&: Broadcasting Corporation stations: WSB AM-FM-TV, Atlanta; WHIO AM-FM-TV, Dayton; WSOC AM-FM-TV, Charlotte;

Twenty vears of responsible service to the Miami Vailey

cago, pointed out to delegates that they
“can’t be all things to all clients in our
business . today.” Advertisers, he ob-
served, are under considerable pressure
these days to increase profits in the
face of rising production and selling
costs and increased taxes. He called for
regular supervisory checks on the crea-
tive process and described this system
as a way of generating “the disciplined
creative mind.” Mr. Blackett indicated
that this way an agency can help an
advertiser build profitable sales. “We
believe the future advertising belongs
to the disciplined creative mind,” he
said.

Dr. Totten Anderson, political sci-
ence professor at the University of
Southern California, Los Angeles, also
talking about change, analyzed adver-
tising media responsibilities in portray-
ing a true image of the American way
of life to the other peoples of the
world.

4A’s select CPA for
computer-unit study

Arthur Andersen & Co., New York
certified public accotnting firm, has
been chosen by the American Associa-
tion of Advertising Agencies to conduct
a study to determine the feasibility of
establishing a professional computer
service unit to assist and work with
agencies in electronic data processing
systems and computer developments.

The appointment of the Andersen
organization, which has had experience
in working with advertising agencies
in a variety of areas, followed a dis-
closure several weeks ago that the
feasibility study would be launched
shortly (BROADCASTING, Sept. 22). The
study is being financed by more than
50 AAAA agencies of all sizes through-
out the U.S.

Rep appointments:

» WHeT(Tv) Hartford, Conn.: Eckels
& Queen Inc., Boston.

= WFEA(AM) Manchester, N.H.: Mort
Bassett & Co., Inc., New York (na-
tional), and Harold H. Segal & Co.,
Boston (regional).

s Kaka(aM) Wichita, Kan., KUPK-AM-
FM Garden City, Kan., wisM-AM-FM
Madison, Wis.: Katz Radio, New York.
= Wwws-FM Saginaw-Flint-Bay City,
Mich., wrMA(aM) Montgomery, Ala.:
Greener, Hiken, Sears Inc., New York.
= WNOK-AM-FM Columbia, S.C.: Avery-
Knodel, New York.

s Wcu(aM) Manitowoc, Wis.: WBEV-
(AM) Beaver Dam, Wis.: Walton Broad-
casting Sales Corp., Chicago.

= KFIG(FM) Fresno, Calif.: Advertis-
ing Sales West, San Francisco.
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Rough week in New York for TV research

Tried-and-true who's-watching-what methods are disputed
at ARF meeting, but other techniques are also explored

New research, new approaches to old
research and considerable dissatisfac-
tion with some existing research were
underscored for approximately 1,000
experts last week as the Advertising
Research Foundation held its two-day
annual conference in New York.

The presentations ranged from a re-
port casting doubt on some long-time
assumptions in telephone-coincidental
research (see page 76) to on: on new
research into audience absenteeism dur-
ing TV commercials and another on
research that one advertiser hopes will
help him cut his advertising budget.

Inconsistencies in audience research
came under fire at the opening session
Tuesday morning (Oct. 14). Edward I
Barz, vice president and director of
media research for Foote, Cone &
Belding, protested different results pro-
duced by different techniques in meas-
urement of magazine and network-TV
audiences.

For network TV, he noted, individual
viewing data are produced by three
techniques: one that he called “filter
recall”; one involving a one-week family
viewing diary kept by one member of
the family, and one in which a single
individual records his own viewing over
a two-week period.

Mr. Barz did not identify the service
using the three techniques, but research-
ers in the audience took the first as
relating to Brand Rating Index, the
second to A. C. Nielsen Co. and the
third to W. R. Simmons & Associates.

“In the absence of truth,” Mr. Barz
said, “let’s assume that all three tech-
niques provide correct average telecast
ratings among individuals. However, as
with magazines, all three techniques
cannot be providing correct cumulative
audience data.”

Hz continued: “First. both diary tech-
niques produce findings that are similar
to each other but are dissimilar to those
of the ‘filter-recall’ technique. And sec-
ond, the diary findings are practically
the same for all programs; about half
of the four-telecast net audience report-
edly see one out of four telecasts and
about 5-10% see all four.

“The ‘filter-recall’ findings, on the
other hand, vary somewhat from pro-
gram to program”, Mr. Barz said. “In
some cases, the patterns are similar to
those generated by the diaries; in other
cases, there are substantial proportions
of the audience exposed to three and
four telecasts.”

Later, Mr. Barz said: “Essentially,

the diary findings, if correct, would tell
us that there is little or no loyalty to
any program, that people tend to view
all programs on a more or less random
basis regardless or program type. The
‘filter-recall’ findings on the other hand,
suggest that there are degrees of loyalty
that vary substantially by program type.

Mr. Barz continued: “The diary find-
ings indicate that networks and pro-
ducers are very smart when they sched-
ule repeats for one-half of all telecasts,
since half of the people who ever see
a program never see more than one-
quarter of the showings. . . . The ‘filter-
recall’ findings indicate that television
programing is not so simple and that
the proportion of re-runs should be
varied by program, since some shows
encourage more habitual viewing than
others.

Mr. Barz concluded that the diary
findings “tell us that the networks’

Myers teams with Richards

Sid Myers, vice president and creative
management supervisor of Doyle Dane
Bernbach New York, leaves the agency
on Nov. 1 to become partner with Dick
Richards of Richards Films, New York.
Company will be changed to Richards
and Myers Films Inc. with plans for
production of TV commercials for the
present, and television shows and pos-
sibly feature films in the future. Studio
expansion, including of two sound
stages, is under way at 306 Eas' 38th
Street. Mr. Myers worked on the
Rheingold beer ethnic commercials
while at DDB.

Mr. Myers

Mr. Richards

theories of program scheduling are a
waste of time since no program retains
an audience over time and viewing of a
specific program episode is a sporadic
occurrence. For the same reasons, we
would have to conclude that we all
apparently are dead wrong when we
think, for example, of advertising to
the Red Skelton or Dragnet audience.

“Do you believe this is the way tele-
vision programs are viewed?” he asked.

W. A. Twyman of London, an inde-
pendent consultant responsible for a
range of basic research projects at
Unilever’s Research Bureau Ltd., re-
ported on a British test of a technique
for measuring audiences to programs
and commercial breaks separately.

He said the test showed that a diary
approach which had previously given
promising results actually “did not
work,” but that an “expanded coinci-
dental interview” system designed to
test the diary “did work.”

The expanded coincidental technique
asked respondents about their viewing
over the last hour, rather than the last
minute. And Mr. Twyman said the tests
indicated it was “a viable technique
obtaining considerably more informa-
tion per interview and therefore more
economical than the coincidental inter-
view covering just one point in time.”

On the basis of the coincidental data
primarily, the tests suggested that 25%
30% of the average adult audience for
surrounding program material was ab-
sent during the breaks, without much
regard to whether they were in-program
or between-program breaks.

But, Mr. Twyman noted: “It does not
necessarily follow” that the drop-off in
audience levels was “due to absences
unique to the commercial break times.”
The true drop-off could have been less
than 25-30%, he continued, if, for in-
stance, there were unrecorded short ab-
sences during the program.

Thornton C. Lockwood, vice presi-
dent and associate research director of
Benton & Bowles, outlined B&B’s “Ac-
tion Prompt” technique, which he said
is “designed to measure recall of the
commercial vehicle itself, apart from
and in addition to the recall stimulated
by the aided-recall, brand-prompt pro-
cedure” used in usual day-after recall
techniques.

He described Action Prompt as a
system in which a commercial is sum-
marized briefly and then, if the respond-
ent says he remembers it, she is re-
quired to support the claim with fur-
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Ad biz is show biz,
and film is
where the show biz
whizzes is.

4 s,
4 Let’sfaceit, all of you out in Advertising-
¥ land—you’re in show business. Whether it’s

headache drama, air-flight romance, soft-
drink comedy, detergent musicals, or any-
thing else, you’re trying to get the attention
of an audience and get your message across.
That’s why so many commercials are shot
on film.

Film is synonymous with show business.
Film has the people with the talent, the crea-
tivity, and the experience. Film is flexible.
Film goes anywhere, shows anywhere. In
fact, when it comes to expertise in show
business, film isthe whole bag.

So if you’re going to pay show business
prices, youought to get show business value.

Next time, every time, make the big time
with film— Eastman Film.

EASTMAN KODAK COMPANY
Atlanta: 404/ GL 7-5211 Chicago: 312 /654-0200

Dallas: 214/FL 1-3221 Hollywood: 213/464-6131
New York: 212/ MU 7-7080 San Francisco: 415/ 776-6055




You've Made
History.

NowMakeA

Placekorlt.

In its first half-century. broadcasting has
earned a unique place in the nation’s history.
Now broadcasters are establishing a unique
place that will dramatize their achievements for
generations of researchers and scholars.

The Broadcast Pioneers History Library
and Reference Center will occupy much of the
ground floor of the NAB Building in Washington.
A supremely modern facility, the Reference Cen-
ter will house a rapidly growing collection of doc-
uments. photographs. tapes and films.

Broadcasters are proud of their record in
raising funds for others. You're proving similarly
generous in your own cause: more than half of
the required $750.000 has already been contrib-
uted (at right. the contributors as of October 1),

There is still much to be done—much history
to be made. much money needed to establish the
Center. Please send your check. this week. to:

THE BROADCAST PIONEERS CAMPAIGN FUND
Rogerw.Clipp and Ward 1_.Quaal.National Co-chairmen

c/oRAB, 555 Madison Avenue, New York

Contributions are deductible to the extent provided by law and may he paid over a period of 36 months. covering four tax vears.




Advertisement

Contributors and Chairmen [l Organizations: John
Blair Co. / Broadcast Music, Inc. / Broadcast Pioneers
Michigan Chaptcr / Broadcasting Publications / Na-
tional Broadcasting Company / National Museum of
Broadcasting / Peters, Griffin, Woodward, Inc. / Radio
Advertising Bureau / Richards Associates / Spencer,
White & Prentis / Television Burcau of Advertising
Television Information Office ] Stations: North At-
fantlc District (Reid L. Shaw, Chairman) Connecticut
(Danicl Kops, Chairman) WAVZ /| WICC ; WKCI
WNHC AM & TV /| WRCH /| WTIC AM & TV
Deloware (Harvey C. Smith, Chairman) District of
Columbia (Frederick Houwink, Chairman) WRC AM
& TV | WWDC / Maine (Jack S. Atwood, Chairman)
WCSH AM & TV/ WGAN AM & TV /| WLBZ AM &
TV | WRDO / Maryland (Frederick Houwink, Chair-
man) WIZ-TV / Massachusetts (Herb Kreuger, Chair-
man) WBZ AM & TV | WCAS /| WHYN AM & TV
WKBG-TV /| WMNB /| WNYW / WSBK-TV / New
Hampshire (Joseph K. Close, Chairman) New Jersey
(Louis Faust, Chairman) WKBS-TV / New York
(Arthur H. Hayes, Chairman) WBEN AM & TV
WDKC /| WGBB /| WGY /| WHN / WINS /| WNBC
AM & TV | WNBF AM & TV | WRFM / WRGB
WTRY / Pennsylvania (George Koehler, Chairman)
KDKA AM & TV | KYW AM & TV /| WARM
WAZL | WFBG AM & TV / WFIL AM & TV / WIBG
WIIC-TV /| WJAS /| WLYH-TV /| WPEN | WSBA
AM & TV / Rhode Island (Joseph Sinclair, Chairman)
WICE /| WJAR AM & TV | WXTR / Vermont
(George Cameron, Chairman) il South Atlantic Dis-
trict (A. Louis Read, Chairman) Afabame (Donald)
Wear, Chairman) WALA-TV /| WKFG-TV_/ WSFA-
TV / Arkansas (Ted Snider, Chairman) KATV/ KFFA
Flarlda (George Harvey, Chairman) WCKT / WDBO
AM & TV /| WGBS /| WIOD /| WQBA | WTVT
Georgia (Frank Gaither, Chairman) WAGA-TV
WSB AM & TV |/ Kentucky (Edward Shadburne,
Chairman) WHAS AM & TV /| WHLN / WSIX AM
& TV | Lovisione (Douglas Manship, Chairman)
KTBS AM & TV /| WDSU AM & TV / Mississippi
{Robert McRaney, Chairman) North Carolina (Harold
Essex, Chairman) WBIG /| WBT /| WBTV /| WCOG
WKLM /| WNBE-TV /| WPTF AM & TV /| WSJS AM
& TV | WSOC AM & TV |/ South Carolina (Wilson
Wearn, Chairman) WIS AM & TV / Tennessee (Harold
Krelstein, Chairman) WREC AM & TV [/ Virginia
{Hamilton Shea, Chairman) WEAM / WGH / WRVA
WSVA AM & TV /| WWBT-TV / West Virginia
{Robert Ferguson, Chairman) WTRF-TV | Midwest-
ern District (John Dille, Chairman) lilinois (Robert
Lemon and August Meyer, Co-chairmen) WGN AM
& TV | WIND /| WMAQ AM & TV /WREX-TV
indiana (Robert McConnell, Chairman) WEHT-TV
WFBM AM&TV/WKIG AM&TV/WLW-1/ WOWO
WSJV-TV] WTRC / lowa (Robert Dillon, Chairman)
KRNT AM & TV /| WHO AM & TV /| WOC AM &
TV | Michigan (Carl Lee, Chairman) WABJ / WJBK
AM & TV | WIEF | WKBD-TV | WKZO AM & TV
WNEW-TV /| WOOD AM & TV /| WWAM /| WWJ
AM & TV | WWTV | WWUP-TV / Minnesota (Odin
Ramsland and F Van Konynenburg, Co-chairmen)
KDAL AM & TV / Ohio (Robert Thomas, Chairman)
WHIO AM & TV | WHLO | WIJW AM & TV | WKBF-
TV ] WKBN AM & TV /| WKYC AM & TV ['"WLW
WLW-C | WLW-D /| WLW-T /| WSPD AM & TV
WTOL-TV / Wisconsin (George Compte, Chairman)
WCLO / WFHR / WHBL / WIBA | WITV-TV
WKAU / WMTV-TV WSAU AM & TV /| WTMJ AM
& TV | WVTV-TV |/ i Southwestern District (Mike
Shapiro, Chairman) Colorade (Rex Howell, Chair-
man) KFTM / KLZ AM & TV | KOA AM & TV
KWGN-TV / Kansas (Thad Sandstrom, Chairman)
KOFQO /| Missouri (G. Pearson Ward, Chairman)
KMBZ / KODE AM & TV /| New Mexico (Kenneth
Baugh, Chairman) Oklohoma (Norman Bagwell,
Chairman) KCRC /| KGWA | KSPI / KTEN-TV
KTUL-TV /| KVOO AM & TV KWTV-TV | KWY
AM & TV { Texas (Jack Harris, Chairman) KCEN-TV
KHTV-TV /| KPRC AM & TV /| KRLD AM & TV
KRGV AM & TV |/ KSAT-TV /| KTTV-TV | WFAA
AM & TV,/ WOAI AM & TV Northwestern District
(Payson Hall, Chairman) Idahe (George Hatch, Chair.
man) KBOI AM & TV / KID AM & TV |/ KTF!
Montana (Dale Moore, Chairrnan) KBMM |/ KCAP
KCFW-TV /| KGVO AM & TV / KMSO-TV / Ne-
braska (Robert E., Thomas, Chairman) KGIN-TV
KOLN-TV / North Dokota (William Ekberg, Chair-
man) KDIX-TV / KDLR / KEYJ / KFGO / KFYR
AM & TV/KLPM/ KMOT-TY { KUMV-TV/ WDAY
AM & TV | Oregon (Howard Lane, Chairman) KEX
KMED AM & TV / KOIN AM & TV / KPOJ
KVAL-TV / KXL / South Dakota (Joe Floyd, Chair-
man) Washington (Payson Hall, Chairman) KIRO
AM & TV | KJR/ KIRB/ KVl | Wyoming (Donald
Tannenhill, Chairman) [l Western District (Edmund
Bunker, Chairman) Alaska / Arizona (Thomas
Chauncey. Chairman) KTAR AM & TV / California
{George Whitney. Chairman) KBHK-TV / KBSC-TV
KERO-TV / KF! /| KFOG /| KFRE AM & TV
KFWB / KGBS /| KMPC /| KNBC /| KNBR / KOGO
AM & TV | KPIX-TV /| KSFO /| KTLA-TV/ KTVU-
TV | KYA | Howaii /| Nevada (Donald Reynolds,
Chairman) Weoh {Arch Madsen, Chairman) KSL AM
& TV | Canade CKVL / W Individuvais: George C.
Biggar / William Cartwright / Norman Cash / Arthur
Church / Roger Clipp / Robert T. Colwell / Cariton
S. Dargusch, Jr. / George Dunham / Ralph Evans
Walter A, Gable / Dr. Alfred N. Goldsmith / Payson
Hall / William S. Hedges / Martin R. Himmel / Ernest
Lee Jahncke, Jr. / Sydney M. Kaye / Donald Kearney
Daniel W. Kops / Merrill Lindsey / Francis Martin. Jr.
Howard W, Maschmeier /| Andy McDermott / Justin
Miller / Morris S. Novik / James M. Patt / Ward L.
Quaal /| Walter Schwimmer / Richard Shafto / Ouo
5. Shairer / Charles W. Shipley / Max E. Solomon
John Stilli / Mims Thomason / S. R. Wilhelm / H. A,
Woodman

ther playback from the commercial.

Mr. Lockwood said that on the basis
of Action Prompt data on 28 commer-
cials, “our first and perhaps most im-
portant finding was that there is a sub-
stantial amount of communication tak-
ing place [between commercial and
viewer] which is not currently being
measured by the normal day-after re-
call technique.” In fact, he said, “we
are getting 65% more recall informa-
tion using Action Prompt than when we
do not use it.”

But, he noted. the amount of this
extra recall varies from commercial to
commercial, from an average of 20%
on the low side to an average of 160%
on the high side.

Blaine Cooke, senior vice president-
marketing, Trans World Airlines Inc.,
told the audience that TWA's research
department has produced what he con-
siders “the single most significant piece
of marketing research ever completed
in the airline industry.” Without reveal-
ing details, he said, TWA’s advertising
planning is based on this project and
in 1970 the company will not increase
its total expenditures and may, in fact,
reduce them.

Mr. Cooke dwelt on two main points:
the ever-increasing quantity and the
ever-spiraling cost of advertising in all
media, including TV. He indicated that
these twin trends are highly likely to
continue in the decade ahead and he
raised questions as to the effectiveness
and efficiency of advertising under such
conditions.

But he suggested that the future of
advertisers need not be “wholly dour,”
and remarked: “I like to think that
TWA’s experience over the last year
suggests in a modest way that the trap
can be avoided; that insightful re-
search, combined with a tough-minded
approach to the creative task, can still
produce effective advertising at accept-
able costs.”

G. Maxwell Ule, technical consultant
to The Milwaukee Advertising Labo-
ratory, outlined results of tests con-
ducted by his organization to determine
the importance of media strategies, the
side effects of advertising, the negative
effects of advertising, and the effect of
differential exposure to advertising
media (BROADCASTING, Oct. 13).

Mr. Ule pointed out that in media
strategy, the important ingredients are
the scheduling practices and the use
of a particular medium to the point
of diminishing return. He indicated
that the laboratory tests showed that
in TV, flights or waves of commercials
are more efficient than a sustained
effort.

With respect to side effects of adver-
tising, Mr. Ule stated, some tests have
shown that advertising which covers
two or more varieties often produces

B&B gets some toys

Hasbro Industries, Pawtucket, R.1., has
appointed Benton & Bowles, New York,
as the agency for its $4-million toy ac-
count. Hasbro owns both the syndicated
Romper Room television show and the
H.R. Puff-n-Stuff show on NBC-TV,
and plans to franchise nursery schools.
The toy manufacturer advertises exten-
sively on television and also uses news-
paper, magazine and trade advertising.
Bruns Advertising, New York, was the
previous agency for Hasbro.

incremental sales in one of the prod-
ucts only. In some cases, he added, the
sales increase occurred without any
direct advertising mention of the variety
that was favorably affected.

He reported on tests that showed
that brand-advertising can sometimes
“unsell” the brand that it was de-
signed to sell. He said this could re-
sult from an incorrect creative promise;
to advertising “wearout”; or to negative
effects associated with overcommuni-
cation.

In discussing the effect of differential
exposure to advertising, Mr. Ule said
that preliminary evidence suggests that
media exposure may produce negative
effects for sales upon heavy TV viewers
without compensatory positive effects
upon average and light users of the
medium. He stressed that while the
laboratory’s study has been concerned
with TV, he felt certain that the print
media “have their own skew (exposure)
which would produce similar problems
and opportunities.”

John Adler, president of Adtel Ltd.
described in detail the company’s meth-
od of operation and reported on results
of its first 12 months of business as a
dual-cable advertising research labo-
ratory.

He told the audience that in the past
year, Adtel's 13 corporate clients ini-
tiated SO tests in 45 different product
categories. Approximately half of the
tests, he said, dealt with marketing
alternatives—strategies, execution or
target audiences—and the other half
with media alternatives—day parts,
commercial lengths, flighting or weight.
Mr. Adler noted that tests were on
established brands rather than new
products.

He explained that neither Adtel’s
management nor its clients had sufficient
experience in evaluating the results of
this type of experimentation, and he
decided to engage the services of Mar-
ket Science Associates to determine the
effects of Adtel testing:

Dr. Alfred A. Kuehn, president of
Market Science Associates, said there
were two conclusions arising out of
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his organization’s work wth Adtel: It
is feasible to design and operate such
a facility under which advertising can
be tested, and the testing under lab-
oratory environment can produce cases
that prove advertising does work, and
its working can be measured by changes
in purchasing behavior.

Mr. Kuehn said his experience with
both Adtel and the Milwaukee Adver-
tising Laboratory suggested that simple
generalizations cannot be drawn to
guide executives making advertising de-
cisons. Specifically, he pointed out that
flat generalizations could not be made
on scheduling advertising during the
day versus night; flighting versus con-
tinuous advertising; 30-second versus
60-second commercials and strategy
alternatives. Dr. Kuehn indicated that
improvements could be made in the
areas of data analysis, maintenance of
panels and the preparation of basic
data to facilitate making of such de-
cisions.

lowa project to focus
on ad tax effects

A study of the implications of state
taxes on advertising—including the
likely effects on newspapers and radio
and television stations—is under way
at the University of Towa.

A $14,400 grant for the study was
made to the school’s college of busi-
ness administration by the Consumer
Research Institute, a nonprofit organi-
zation headquartered at Fairleigh Dick-
inson University in Teaneck, N.J.

The study, scheduled for completion
early next year, will cover the theory
behind the taxes, its marketing and politi-
cal implications and its capacity as a
revenue-raiser.

Agency appointments:

= Langfield Marketing Associates, Oak-
land, Calif., has named Kenyon & Eck-
hardt Advertising, San Francisco, to
handle its Donald Duck Frozen Orange
Juice account. Heavy radio advertising
is planned. Former agency was Gross,
Pera & Rockey, San Francisco.

» Borden Inc., New York, has ap-
pointed Richard K. Manoff Inc., New
York, to handle the advertising for
Buttery Flavor Bake, a new seasoned
coating mix which is currently being
introduced into test markets. Plans call
for a heavy television campaign. Borden
has also named Manhoff, there, to
handle Flavanaise, a new mayonnaise
product for which major TV adver-
tising is planned.

= The Phoenix Companies, Hartford,
Conn., will move its estimated $500,000
account to Warwick & Legler, New
York, effective Jan. 1, 1970. BBDO,
New York, was former agency.

$10 billion radio-TV
decade for retailers

Katz, Pluse ‘Man of Year,'
sees increased spending
on national level in 70's

The top-100 general merchandise re-
tail chains can be spending $1 billion a
year for radio and television advertising
in the 1970’s, Eugene Katz, president
of The Katz Agency Inc., predicted last
week.

Mr. Katz’s remarks on the “exciting”
potential of broadcast retail advertising
were voiced in New York where he
received the “Man of the Year” award
of Pulse Inc. Mr. Katz was cited by
Pulse “for his innovative leadership
in the development of creative station
representation as a vital force in Ameri-
can marketing.”

Mr. Katz stressed that the key to
greatly expanded billings from retailers
is the use of TV and radio on a national
basis. He commented: “Just as buying,
pricing, site selection, inventory control,
store and display design are all con-
trolled centrally at chain store head-
quarters, so will advertising policy be.”

To fortify his argument that national
retailing can be attracted to national
advertising in the broadcast media, he
cited statistics charting the growth of
the retail industry:

= Sears, which operates more than
1,600 stores, expects to ring up sales of
$8 billion this year and is projecting
$10 billion by the early 1970s.

» J. C. Penney, with 1,700 outlets,
anticipates sales of $3.25 billion and

Mr. Katz
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will open 40 new stores by the end of
this year.

» Woolworth’s, with 35 new stores
and a total of more than 2,000, expects
this year’s sales to top $2 billion.

= Montgomery-Ward, which did not
open a new store between 1941 and
1957, is now opening new outlets in
and around major cities, which will put
this chain over the $2 billion mark in
1969.

Mr. Katz pointed out that the growth
pattern is similar at lesser-known re-
tailing chains. He mentioned Gibson’s,
a discount group with headquarters in
Segoville, Tex., which registered sales
of $1 billion last year; Zayre, which
opened its first discount department
store in 1956 and now has 143 in 21
states and a volume of $500 million,
and Gamble Skogmo, based in Minne-
apolis, which has 1,035 stores and fran-
chises another 3,600.

The “swift evolution” of retailing
from a *“local event to a national spec-
tacular,” Mr. Katz observed, has re-
sulted in the consolidation and centrali-
zation of virtually every management
function. He said that with few ex-
ceptions, retail advertising has been
print oriented and locally placed, and
added: *“Chains have been so busy
becoming national they haven’t had
time to explore radio and television or
to learn how broadcasting could be
used efficiently on a national scale.”

He quoted a retail corporation execu-
tive as telling him in 1967 that “major
retailers won’t be on the air in a big
way for many years to come” because
advertising budgets are controlled by
local store managers or buyers who are
print oriented. But Mr. Katz said this
observation was made in 1967 and
since then, Sears and other retailers
have been testing TV and radio com-
cercials on a local scale on a more wide-
spread basis.

“There is no question in my mind
that radio and television can be made
to work for national retailers. But it
must be used properly. And that means
nationally. The advantages are obvious.”
he continued. “Penney’s, for example,
recently employed a national agency to
help on advertising strategy. The com-
mercials used by Sears in its Visit with
the Royal Family network-TV special
are strong evidence of what one nation-
al retailer has learned about combining
agency talent and retail know-how to
make television work.”

He voiced the view that in the 1970’
retail chains will learn to support their
stores with more and more broadcast
advertising. He speculated that if the
retail chains allocated 25% of their
budgets to broadcast, this could mean
a spending of $1 billion which is equal
to the total amount spent by all national
and regional advertisers on spot TV
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ONGRATULATIONS

ANOTHER PLACE ANOTHER TIME
Jerry Chesnut
Passkey Music, Inc.

AUTUMN OF MY LIFE
Bobby Goldsboro
Detail Music, Inc.

BALLAD OF TWO BROTHERS
Curley Putman, Buddy Killen,
Bobby Braddock
Tree Publishing Co., Inc.

THE BATTLE OF NEW ORLEANS
Jimmy Driftwood
Warden Music Co., Inc.

BY THE TIME | GET TO PHDENIX
lim Webb
Rivers Music Co.

CARROLL COUNTY ACCIDENT
Bob Ferguson
Warden Music Co., Inc.

DADDY SANG BASS
Carl Perkins
Cedarwood Publishing Co., Inc.
House of Cash, Inc

0-4-v-0-R-CE
Curley Putman, Bobby Braddock
Tree Publishing Co., Inc.

DREAMS OF THE EVERYDAY HDUSEWIFE
Chris Gantry
Combine Music Corp.

THE EASY PART'S OVER
Jerry Foster, Bill Rice
Hall-Clement Publishing Co.

FIST CITY
Loretta Lynn
Sure-Fire Music Co., Inc.

FOGGY MOUNTAIN BREAKDOWN
Earl Scruggs
Peer International Corp.

FOLSOM PRISON
Johnny Cash
Hi-Lo Music, inc

...to the winners of the

BMI1969 Country Music Achievement Awards

For the most performed Country songs Aprii 1, 1968 to March 31, 1969

GENTLE ON MY MIND
John Hartford
Glaser Publications, Inc.
THE GIRL MOST LIKELY
Margaret A, Lewis, Mira A, Smith
Shelby Singleton Music, Inc.
GREEN GREEN GRASS OF HOME
Curley Putman, Sheb Wooley
Tree Publishing Co., Inc.
HAPPY STATE OF MIND
Bill Anderson
Stallion Music, Inc.
Moss Rose Publications, Inc.
HARPER VALLEY P.T.A.
Tom T. Hall
Newkeys Music, Inc.
HAVE A LITTLE FAITH
Billy Sherrill, Glenn Sutton
Al Gatlico Music Corp.

HEAVEN SAYS HELLO
Cindy Walker
Four Star Music Co., Inc.
HOLDING ON TO NOTHING
Jerry Chesnut
Passkey Music, Inc.
HOW LONG WILL MY BABY BE GONE
Buck Owens
Blue Book Music
1 TAKE A LOT OF PRIOE IN WHAT 1 AM
Merle Haggard
Blue Book Music
| WALK ALONE
Herbert Wilson
Adams-Vee & Abbotf, Inc.
1 WANNA LIVE
John D. Loudermitk
Acuff-Rose Publications, inc.

All the worlds of music

IT'S MY TIME
John D. Loudermilk
Acutf-Rose Publications, Inc.
JOHNNY ONE TIME
Dallas Frazier, A. L. Owens
Hill and Range Songs, inc.
Blue Crest Music, Inc.
LAMENT OF THE CHEROKEE RESERVATION
John D. Loudermilk
Acuff-Rose Publications, Inc.
THE LEGEND OF BONNIE AND CLYOE
Merle Haggard, Bonnie Owens
Blue Book Music
LET THE WORLO KEEP ON A-TURNING
Buck Owens
Blue Book Music
LOVISIANA MAN
Doug Kershaw
Acuff-Rose Publications, Inc.
LOVE TAKES CARE OF ME
limmy Peppers
Husky Music Co., Inc.
MAMA TRIED
Merle Haggard
Biue Book Music
MENTAL JOURNEY
Leon Ashley, Margie Singieton
Al Gallico Music Corp.
THE ONLY DAODY THAT WILL WALK THE LINE
Ivy J. Bryant
Central Songs, Inc.
RAINBOWS ARE BACK IN STYLE
Dave Burgess
Four Star Music Co., Inc.
RELEASE ME
W. S. Stevenson, Eddie Miller
Four Star Music Co.. Inc.

REMEMBERING
Jerry Reed
Vector Music Corp.
THE SON OF HICKORY HOLLER'S TRAMP
Dallas Frazier
Blue Crest Music, inc.
STANO BY YOUR MAN
Tammy Wynette, Billy Sherril!
Al Gallico Music Corp.
THE STRAIGHT LIFE
Sonny Curtis
Viva Music, Inc.
THEN YDU CAN TELL ME 600DBYE
John D. Loudermitk
Acutf-Rose Publications, Inc.
THEY 0ON'T MAKE LOVE LIKE THEY USED TO
Red Lane
Tree Publishing Co., Inc.
A THING CALLED LOVE
Jerry Reed
Vector Music Corp.
U.S. MALE
Jerry Reed
Vector Music Corp.
WHAT'S MADE MILWAUKEE FAMOUS
Glenn Sutton
Al Gallico Music Corp.
WILD WEEK-END
Bill Anderson
Stallion Music, Inc.
Moss Rose Publications, Inc.
WITH PEN IN HAND
Bobby Goldsboro
Details Music, Inc.
YOU GAVE ME A MOUNTAIN
Marty Robbins
Noma Music, Inc.
Elvis Presiey Music, Inc.
Mojave Music, Inc.

for all of today's audience.

BROADCAST MUSIC, INC
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last year.

He acknowledged there are problems
that the broadcasting industry will have
to learn to solve before national retail-
ing and TV-radio can be of value to
one another. Mr. Katz raised these
questions:

= Can the broadcast industry demon-
strate to retailers that pro-rating the
cost of an expensive commercial among
several hundred stores is better and
perhaps cheaper than an inexpensive
commercial?

s Can media research and planning
be reshaped to fit retailers’ demands of
measuring advertising effectiveness in
terms of direct, immediate customer
response?

= Can agencies persuade national
chains that an experienced media de-
partment can do a better job of media
buying than several hundred store man-
agers?

= Will broadcasters be willing to do
some fresh thinking about rates? Is
a “national retail rate” the answer for
markets where local and national rates
already operate?

s Will agencies, representatives and
station groups recruit experienced retail
personnel to study these problems with
them and teach them enough about
national retailing to serve it success-
fully?

Mr. Katz said that he felt certain
that the broadcasting and advertising
communities are sufficiently resource-
ful to find practical solutions to these
problems.

Court upholds FCC
on cigarette fairness

But Congress may have
the final word on
cigarette advertising

As the full Senate Commerce Com-
mittee began preparation for a show-
down executive session on cigarettes,
the last hope of broadcasters and the
tobacco industry to win a reversal of
the FCC order applying the fairness
doctrine to commercials went down the
drain last week. The U.S. Supreme
Court, in a brief order, let stand a
lower-court decision affirming the com-
mission’s authority to require broad-
casters who carry cigarette commercials
to air announcements warning of the
dangers of smoking.

The decision was not unexpected
in view of the high court’s decision in
June affirming the constitutionality of
the fairness doctrine itself. The court,
in a unanimous decision, gave the com-
mission considerable explicit authority
to assure fairness on the part of those
using broadcast frequencies (BROAD-
CASTING, June 16).

Whether Congress will now render
the cigarette-fairness ruling academic
remains to be seen. The Senate com-
mittee charged with bringing order out
of the muddled cigarette question by
producing new legislation is moving to-

Also in advertising:

East Coast base s Tele-Research Inc.,
Los Angeles, which does pre-testing of
advertising through in-the-marketplace
studies, has opened Tele-Research-East
in New York City. The new office will
be concerned primarily with helping
Midwestern and Eastern clients develop
research designs for their advertising
pre-testing. James A. Ostreicher, form-
erly director of research for Hicks &
Greist, New York, will head Tele-Re-
search’s East Coast operations.

New commercial firm = The Com-
munications Group, New York, has
added a new division, Sight and Sound
Productions, a full-service production
and consultation organization in the
field of radio and television commer-
cinls. NMfices are at 421 West 54th Street,
New York.

Eckstein expands » Arthur Eckstein and
Associates, New York, dealing in de-
sign and production of titles for fea-
ture films and TV series, has expanded
operations te include the production
of industrial and commercial films.

G-0 adds new division s Geyer-Oswald,
New York, will form a new creative

sales meeting and presentation wing,
working within the agency’s client serv-
ice operation. Tom McDonnell, will
head the new service.

PGW moves = Peters, Griffin, Wood-
ward, San Francisco, has moved its
headquarters from the International
building to One California building,
suite 2545. Phone remains (415) 982-
9188.

Burnett forecast = Leo Burnett Co.,
Chicago, last week forecast its 1969
domestic billing at $281 million, an in-
crease of $25.4 million or 10% above its
billing for 1968. The agency last May
estimated its 1969 international billing
would be $375 million when it an-
nounced the formation of Leo Bur-
nett-LPE International after merger
with London Press Exchange.

Discounts = Kprc-AM-Tv Houston will
offer 40% discount to candidates for
mayoralty, city council and board of
education offices. Last year the TV sta-
tion offered 25% rate discounts to
candidates in the national and state-
wide election campaigns.

ward executive session, with Nov. 1 as
the target date. What will happeri then
is anyone’s guess.

One outside contributor to the com-
mittee’s deliberations has vet to speak.
The Justice Department — which two
months ago was asked by Senator Frank
E. Moss (D-Utah), chief anticigarette
legislator, to “prepare legislative lan-
guage” that would facilitate withdrawal
of cigarette advertising from broadcast
and print media if possible — was
still keeping the senator waiting as of
last week.

Another contributor to the ongoing
cigarette debate, National Association
of Broadcasters President Vincent T.
Wasilewski, last week reiterated the
broadcast industry’s desire to phase out
cigarettes over a four-year period. And,
once again, he said the tobacco in-
dustry’s proposals to end broadcast
cigarette advertising by September 1970
is discriminatory.

The NAB president also said that
broadcasters would continue to carry
antismoking messages during whatever
phase-out of cigarette advertising might
take place.

Still a third contributor to the debate,
though not one directly involved in the
Senate’s deliberations, is anticigarette
crusader John F. Banzhaf III, who last
week promised court action to compel
broadcasters to accept the tobacco com-
panies’ offer to terminate cigarette ad-
vertising by Jan. 1, 1970. The com-
panies offered to vacate the airwaves
by that date if broadcasters would agree
to terminate existing contracts, which
few have done.

It was Mr. Banzhaf who three years
ago filed the complaint which led to the
FCC ruling requiring antismoking mes-
sages on stations that carry cigarette
commercials—the ruling that was up-
held by implication last week by the
Supreme Court.

The FCC also got into the cigarette
act last week. Tt extended for one
month, from Oct. 17 to Nov. 14, the
deadline for comments in its proposal
to ban cigarette advertising from the
air.

The action was seen as reflecting
the view that congressional action, of
a sort that would enable the commis-
sion to drop its rulemaking, is im-
minent.

In all probability, however, any such
action will be heavily dependent upon
assurances to all concerned that volun-
tary action on cigarettes will in no way
run afoul of antitrust.

The tobacco industry hinged its pro-
posal to drop broadcast advertising on
receipt of such assurances.

Broadcasters did not, but they have
kept in close touch with the Justice De-
partment to avoid any possible conflict
with antitrust laws.
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TALK SHOWS

Broadcast Joe

As he waited backstage for the pre-
miére tape to roll, his personal barber
smoothed his curls, and Pierre Cardin's
New York general manager fitted him
into a double-breasted custom jacket.
Then, as -he headed onstage, another
aide added the final touch: he refilled
the star’s coffee mug. Even those in the
back of the studio audience heard the
clink of ice cubes in his cup: Iced cof-
fee, an associate suggested, but surely
the whole house knew damn- well it
was Johnnie Walker Red Label. ‘As the
clap board proclaimed, this was the Joe
Namath Show, Take 1.

Thirty minutes and one program lat-
er, Joe had brazened his way to one of
the biggest TV surprises since his New
York Jets won football's Super Bowl.
Television, after. all, is already surfeited
with football, with talk shows and low-
brow entertainment. The Playboy After
Dark series, by another TV interloper,
Hugh Hefner, is all pretension- and
forced fun. Yet somehow, as U.S. view-
ers discovered in the premigre last week,
Joe’s show had.an insouciance, a spon-
taneity and a genuine joie de vivre that
even congenital Namath haters must
have found infuriatingly engaging.

Second Banana. The show was con-.

ceived by Co-Producer Doug Schustek,
and hé was so sure of success that a
pilot. was never shot. All Namath did
was an eight-minute presentation film,
trading unrehearsed gags with the pro-
gram’s second banana, Writer Dick
Schaap (TiME, Sept. 19). Executive Pro-
ducer Larry Spangler claims that with-
in 24 hours- after putting the show on
the market, he had signed up sponsor

Bristol-Myers and peddled a 15-week
package to 38 U.S. TV stations. Seven
have been added since; a non-network
syndication show has rarely, if ever,
caught on so fast.

The opener last week proved the buy-
er's wisdom. The show was introduced
by a miniskirted blonde, one Louisa Mo-
ritz, a sort of Goldie Hawn with’ a
Judy Holliday  accent. Louisa sashayed
through the rest of the program all too
obviously deepening her rapport with
the host. Next, in what is to be the se-
ries’ standard format, Namath and
Schaap quipped and kibitzed through
film clips of the Jets’ latest game. Dick
reveled in the miscues, while Joe ex-
tolled the “pure grace” of his own pass-
ing style. Namath was more modest
about his fluffs as a TV rookie. He kid-
ded about his troubles with cue cards
and his muff of the first commercial lead-
in, joshing: “I did that good, didn’t 17"

Joe's opening-week guests were Mets
Pitcher Tom Seaver and the latest star
of Broadway's The Great White Hope,
Yaphet Kotto, whose name Namath mis-
pronounced even though he had inked
it phonetically on his palm.. Most of
the interrogation and badinage revolved
around Joe's booze-and-broads approach
to athletic training. Namath suggested
that they drop the subject when he spot-
ted Mrs. Seaver in the audience.

Schaap kept the show moving. When
Guests Seaver and Kotto began going
on about their California boyhoods, he
peremptorily cut them dead with “I'm
glad we found that out.” Clearly, he

and the producers seek to make the pro-

gram engrossing for viewers who aren’t
hard-core sports fans and to exploit Na-
math’s draw with women. Louisa, the
regular girl on the show, earns some
JAKE OSTROFF

SPANGLER, NAMATH, MORITZ & SCHAAP Engaging even to the haters.

AVAILABLE FROM:

STREET
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$100,000 a year posing for Ajax, Amer-
ican Motors and Ultra Brite commer-
cials, and Executive Producer Spangler
originally figured, “We couldn’t afford
her. But then,” he recalls, “she got one
whiff of Namath, and I thought she’d

‘pay us.”

The guests, generally one each week
from the sports world and one'from
show business, should also broaden the
appeal of the senes Just about ev-
eryone in either area is a drinking part-
ner of Namath’s or is transcribing a
tape-recorded book with Schaap. For
this week, for instance, they have sched-
uled Muhammad Ali and either Faye
Dunaway or George Segal. On deck
are Frank Sinatra, O, -J. Simpson, Re-
tired End Bernie Casey and Woody
Allen. “Joe wouldn't get uptight,” boast-
ed Schaap after the taping last week,
“if we had Nixon and U Thant.”




FCC gives a little
on sponsor identification

A waiver of the FCC’s sponsorship-
identification rule requirements was
granted the Montana Broadcasters As-
sociation by the commission last week
to permit operation of a “noncommer-
cial sustaining announcement plan.”

The association told the FCC it had
established a plan under which it wouid
receive cash contributions from certain
nonprofit organizations in exchange for
assisting them in preparing and dis-
tributing public-service announcements.
It requested the commission to waive
its sponsorship identification rule if it
determined that an idenification an-
nouncement would not be required in
the public interest.

The MBA—which said it consists of
25 radio stations, seven TV’s and 17
associate members-—told the FCC it
would process all requests from non-
profit organizations in the same way,
regardless of whether a contribution is
made. It added that such organizations
have been informed of this fact and that
only the association’s executive com-
mittee and executive secretary, not
member stations, would know whether
a contribution is made.

The commission told the MBA, how-
ever, that it was concerned that some
nonprofit groups may make contribu-
tions, believing they will be discrimi-
nated against if they fail to do so.

Business briefly:

Birds Eye Division of General Foods
Corp., through Young & Rubicam, both
New York, is introducing its five-minute
vegetable line into new markets with
the support of spot TV. Last year the
division spent $3,745,000 on spot TV
for all of its products.

The Monsanto Co., St. Louis will spon-
sor Monsanto Night Presents Johnny
Carson’s Repertory Company in an Eve-
ning of Comedy, Wednesday, Nov. 12
(8-9 p.m. NYT) on NBC-TV. Doyle

TV spots sell games,
start early this year

A successful Christmas television cam-
paign by Selchow & Righter in 1968 led
the game makers to start their all-tele-
vision campaign earlier this year.

Two new 30-second color commer-
cials for “Numble,” a cross-word type
numbers game, breaks in major and
minor markets across the country today
(Oct. 20). The new spots will be ro-
tated with 60- and 30-second black-and-
white commercials for “RSVP,” “Scrab-
ble Cubes” and “Scrabble” on network
and local news programs, movies and
talk shows.

Horn/Griner produced the new color
spots. Warwick & Legler, New York, is
the agency for Selchow & Righter.

Dane Bernbach, New York, is agency.

Pepsi-Cola Co., New York, is testing a
new citrus-flavored cola drink called
Skandi in Las Vegas, using TV, radio,
newspapers and outdoor posters. BBDO,
New York, is agency for Skandi.

Coca-Cola Co., Houston, and the Inter-
state Bakeries Corp., Kansas City, Mo.,
through McCann-Erickson and Dancer-
Fitzgerald-Sample, respectively, both
New York, will co-sponsor a rebroad-
cast of It's the Great Puinpkin, Charlie
Brown, Sunday, Oct. 26 (7:30-8 p.m.
EST) on CBS-TV.

FROM THE INNOVATORS...
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Networks comment onplan
to cut political charges

NBC President Julian Goodman and
ABC President Leonard Goldenson were
officially added last week to the list of
witnesses for tomorrow’s (Oct. 21)
Senate Communications Subcommittee
hearings on the bill to provide reduced-
rate television time for congressional
candidates. A representative of CBS is
also anticipated, but it was uncertain as
of last Thursday whether the spokes-
man would be network President Frank
Stanton.

Others scheduled to appear include
the FCC; members of the committee on
campaign costs of the Twentieth Cen-
tury Fund, which has offered a proposal
to provide blocks of reduced-rate TV
time for presidential and vice presi-
dential candidates (BROADCASTING, Oct.
6); a representative of the National
Committee for an Effective Congress,
which drafted the model for the bill
now before the Senate, and Senator
Joseph Tydings (D-Md.), one of the
bill’s cosponsors. Hearings open at 2 p.m.

The Senate bill (S. 2876), introduced
jointly by Senators Philip Hart (D-
Mich.) and James Pearson (R-Kan.),
calls on broadcasters to provide time,
primarily in segments of one minute or
less, to Senate and House candidates
at about 30% of regular rates. The
Twentieth Century Fund plan would
require broadcasters to provide half-
hour blocks of prime time for use by
presidential and vice presidential candi-
dates, at about 50% of regular com-
mercial rates. The programs, which
would be broadcast simultaneously over
every station in the country, would be
financed by the federal government.

Local office seekers
get free prime time

WFMJ-aM-Tv Youngstown, Ohio, will
give free air time this fall to each of
23 candidates in that city’s municipal
elections.

William J. Brown, president of Vin-
dicator Printing Co., licensee of the
stations and publisher of The Youngs-
town Vindicator, said the time would
be made available as an experiment in
public-service  programing. Mitchell
Stanley, manager of the wFMJ stations,
said the response to the project from
candidates was overwhelmingly enthu-
siastic. And, he added that the project
might be expanded next year to include
suburban races.

The wFMJ stations are offering each
candidate two five-minute programs on
television and 15 radio spots, all to be
ajred in prime time between Oct. 6 and
election day, Nov. 4. The stations are
also providing studio and taping facil-
ities free of charge.
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Your home is linked to the world in
many ways: through your relations with
other peoplé, through being part of a
community, and through the utilities
that serve you.

We know how you and your home de-
pend on the electric energy we supply.
We've become part of your total environ-
ment. And so we work constantly to
keep your electric service available the
instant you want it.

We know how your community depends
on us, too—and how we depend on it.
So we work with you, the public—and
with civic leaders, educators, other
businessmen and officials to help im-
prove life for all our customers.

That's one of the great things about
free enterprise in the electric power in-
dustry: business-managed companies
know that what benefits people is
bound to benefit business, too.

Progress for people, cities, towns—
electric companies plan, build, aid. ..
= —- i S =

The people at your
Investor-Owned

Eleetrie Light and Power
Companies*

*For names of sponsoring companies, wiite to:
Power Companies, 1345 Ave. of the Americas, N.Y.,, N.Y. 10019,
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Senate OK appears set for Burch, Wells

Nixon FCC nominees face friendly quizzing
by subcommittee; black witness is hostile

The FCC apparently will gain a new
chairman and a new commissioner with
negligible protest from the Senate. Dean
Burch, President Richard M. Nixon’s
choice to succeed retiring Chairman
Rosel H. Hyde, and Robert Wells, the
Kansas broadcaster named to replace
out-going Commissioner James J. Wads-
worth, sailed through their confronta-
tion with the Senate Communications
Subcommittee last week in a morning
marked by gentle questions, punctuated
with praise, from the several senators
who attended.

However, the nominees were also
given a pungent reminder that some
widely felt attitudes toward the media,
the government and American society
are not-'always reflected in the state-
ments of United States senators.

Absalom Jordan Jr., national chair-
man of a group called Black Efforts
for Soul in Television, followed Messrs.
Burch and Wells to the witness table
‘and delivered a soft-spoken but slashing
(indictment of television’s treatment of

black Americans. He also indicated that
the last step he and his organization
would take to remedy this situation
would be the appointment of Dean
Burch and Robert Wells to the FCC—
particularly Mr. Burch, whom he called
a “rich, white racist.”

Given an opportunity to respond,
Mr. Burch carefully controlled his
obvious anger and described himself as
neither rich nor racist. “I feel very sorry
for Mr. Jordan for making such a
blanket condemnation without further
evidence.” Addressing the black activist,
Mr. Burch added: “I take great person-
al umbrage at what you say, sir. . . . 1
do not take kindly to your words at all.”

Notwithstanding Mr. Jordan’s tes-
timony, the dominant theme of the
morning was satisfaction with both ap-
pointments, although very few questions
were directed to Mr. Wells. Senator
Pastore did acknowledge that, as he put
it, “there has been some flak’” about
the nominations—some of which, it
should be noted, came from Capitol

Hill-—because of Mr. Burch's partisan
political background as former Repub-
lican national chairman and long-time
associate of conservative Senator Barry
Goldwater (R-Ariz.), and because of
Mr. Wells’s background as general man-
ager of the Harris Radio Group. How-
cver, both nominees have apparently
dispclled in large measure any reserva-
tions on those scores that may have
existed on the subcommittee.

Mr. Burch took the lead by assuring
the senators that politics is “not basic”
in his life. “Basically, my profession is
that of lawyer,” he said. While he ac-
knowledged that it would be senseless
to deny his ongoing interest in politics
or his allegiance to the Republican
party, he insisted that neither of these
would guide his actions as FCC chair-
man.

His interest, he said, is in the best
communications possible for ali Ameri-
cans. “In that spirit I would approach
[an] issue,” he said.

Among Mr. Burch’s other statements

Three certain votes for confirmation of the first Nixon ap-
pointees to the FCC appear above, as they sat at confirma-
tion hearing: (I-r) Chairman Warren Magnuson (D-Wash.)

of Commerce Committee, Senator James B. Pearson (R-
Kan.), who introduced fellow Kansan, the nominee Robert
Wells, and Senator Hugh Scott (R-Pa.), minority leader.
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were these:

e« He said he has “no prejudice”
against the networks as a result of the
1964 campaign, despite what he called
“a few glaring errors.” He described his
role at that time as one of “peace-
maker between the candidate and the
networks.”

= He said he has a “gut reaction”
against obscenity on television, specifi-
cally including “X” rated movies. He
also indicated that “the FCC may be
the body that has to dispose of the
violence question (allegedly excessive
violence in television programing)” al-
though he did not recommend a course
of action.

= He said antismoking messages on
television have been a “‘salutary thing,”
adding: “It would not offend me if the
tobacco industry or Congress deter-
mined that there would be no further
advertising of cigarettes on television.”

s He expressed support for the pro-
posal advanced by the Twentieth Cen-
tury Fund’s commission on campaign
costs. He was a member of the com-
mission. The proposal would require
broadcasters to provide half-hour blocks
of prime time to presidential and vice
presidential candidates at reduced rates,
in order that they might broadcast
simultaneously over every broadcast
and CATV outlet in the country

(BROADCASTING, Oct. 6). (Mr. Burch
is scheduled to appear this week before
the same Senate Communications Sub-
committee during hearings on a bill to
cut the cost of TV campaigning for
congressional candidates.)

s He called noncommercial broad-

Robert Wells, Kansas broadcaster, sailed
through hearing. Fifty-two minutes had
passed before he was asked question.

casting a “valuable adjunct to the broad-
casting business” and said it has a *“vital
role to play” in American communica-
tions.

A number of subjects on which both
Mr. Burch and Mr. Wells pleaded in-
sufficient knowledge were taken up by
the senators themselves. Senator Pastore
urged both nominecs to give hard con-
sideration to the domestic satellite
question. Senator Warren Magnuson
and others brought up the problem
of spectrum allocation, with Senator
Magnuson noting that the military now
controls about 40% of the total spec-
trum. “The FCC should learn whethar
the military should make room for land
mobile and others,” he said.

Senator Magnuson also expressed
concern about stations—*“particularly in
the West and Midwest”—that air pro-
grams backed by “the rightist crowd.”
He said stations ought to kecp records
of rightist attacks so those attacked
would be able to answer.

Senator Hugh Scott made a personal
foray into cable television gquestions,
arguing that the FCC’s interim pro-
cedures have in effect imposed a freeze
on CATV development, which he called
“vital” to his home state. He urged the
nomineces to untangle the issue.

Senator Pastore also put in a good
word for his bill to protect broadcast
licensees from competing applications
at renewal time. He disputed the claim
that the bill (S. 2004) is “tantamount
to u license in perpetuity for board-
casters”—a claim made by Thomas P.
F. Hoving, chairman of the National
Citizens’ Committee for Broadcasting,

(8 ST
Absalom Jordan Jr., representing Black
Efforts for Soul in Television (BEST),
objected to appointments of whites.

in a letter to the subcommittee attacking
the nominations.

Although that statement is a “nice
slogan,” Senator Pastore said, it ob-
scures the bill's purpose of providing
orderly renewal procedures while leav-
ing ample room for public complaints.
Indeed, the senator said, he would en-
courage Messrs. Burch and Wells to
give a hearing to citizen complaints.

Of the few questions directed to Mr.
Wells, the ones that prompted definite
answers related to his background as a
broadcaster. Mr. Wells was quick to
assure the senators that his professional
history would be an asset rather than a
liability, and said he would “be fair to
the public interest without favor to the
broadcasting industry.” He added: “I
think the public interest is not necessar-
ily separable from the welfare of Ili-
censees any more than separable from
the welfare of retailers.”

Mr. Wells said he would not neces-
sarily be an expert in FCC matters be-
cause of his background, but might
“broaden the commission’s perspective”
on broadcast matters.

One senator who agreed with that
assessment was Robert Griffin  (R-
Mich.), who said that while he wouldn’t
favor the presence of several broad-
casters on the FCC, one broadcaster
would provide the commission with
“some experience and working knowl-
edge of the broadcast industry.”

On other matters, Mr. Wells was
more taciturn. He particularly dis-

avowed either prejudice or extensive
knowledge of the problems of spectrum
space for land-mobile radio, arguing

Dean Burch, slated for FCC chairman-
ship, denied he was either racist or
rich, as Mr. Jordan had protested.
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that being neither an engineer nor a
television broadcaster, he had little ex-
pertise in the matter.

Mr. Wells also noted that he has
disposed of his interest in the Harris
stations. Mr. Burch similarly divested
himself of two holdings—100 shares of
Air West and a $1,000 convertible bond
of Frontier Airlines—because of the
FCC's responsibility for some facets of
air communications. Both nominees sub-
mitted financial statements, showing
“modest” real estate holdings and 200
shares of Simon & Schuster stock for
Mr. Burch in addition to his small air-
line interests, and some retail and minor
real estate interests for Mr. Wells. The
latter’s statement made no allusion to
his former broadcast interests.

Generally, the questions asked of
both nominees were mild. One senator
who might have been a formidable
presence, Philip Hart (D-Mich.), did
not attend, but he submitted written
questions and requested written answers.
The questions included: “How do you
feel about a situation in which one
man or one group owns the only news-
paper and the only broadcast facilities
in the same market?” “Do you see any
problems in conglomerate ownership of
radio and TV licenses?”’ and “What role
do you think the FCC has in keeping
licensees responsive to community
needs?”

After the nominees had performed
to the satisfaction of all senators pres-
ent, the stage was set for Absalom Jor-
dan to provide the morning’s jarring note.

In an Afro haircut, wearing a multi-

colored blouse-like garment, and carry-
ing a copy of Eldridge Cleaver’s Soul
on Ice, Mr. Jordan changed the tone of
the hearing before he uttered a word.
The contrast became complete a few
minutes after he took the stand—with
only Senator Pastore and staff counsel
Nicholas Zapple left to represent the
subcommittee—when he told his audi-
ence that “no one man in America is
more openly opposed to the interests of
the black community” than Dean Burch.

“Search Dean Burch’s record,” he
said, “and find one—we challenge you
—find just one instance where he has
indicated he even believes in racial
equality, much less has done anything
to support it. Under Dean Burch it is
not inconceivable that the FCC will bs-
come more racist, more antithetical to
black progress and more opposed to in-
tegrated programing.”

Mr. Jordan had no specific charges
to level at Mr. Wells, but the black
militant made it clear that neither ap-
pointment brought him any satisfaction.
What the FCC needs, he said. is a black
commissioner—"“not Negro, black”—to
help push American broadcasting to-
ward what he and his organization re-
gard as necessary radical changes in the
treatment of issues and personalities of
interest to blacks.

That concern is fundamental to Mr.
Jordan’s organization, Black Efforts for
Soul in Television, which was formed
late in the summer to help obtain pro-
graming that is “more meaningful” to
black Americans, and to “educate” the
public on that subject. (BROADCASTING,

Is FCC to be downgraded?

Split on Nixon team: Commerce wants to assume
spectrum management; Defense opposes scheme

One of the first tasks awaiting Dean
Burch after he assumes the chairman-
ship of the FCC may simply be one
of preserving for the agency the respon-
sibilities it now has. For there are back-
stage maneuverings under way that
could lead to its dismantling.

1One indication of the problems lying
ahead for the commission is the move
on the part of the Commerce Depart-
ment to carve out a major role for
itself in telecommunications matters.

The Department of Defense, a major
user of communications facilities, now
stands as a major barrier to Commerce’s
plans. But forces have been loosed that
appear likely to result in major over-
haul of the nation’s telecommunications-
management machinery.

Triggering devices were the recom-
mendations of President Johnson’s Task
Force 'on Communications Policy and

the Bureau of the Budget last winter
that telecommunications-management
functions be centralized in the execu-
tive department.

The Commerce Department volun-
teered.

In letters to President Nixon on Feb.
3 and to one of the President’s key
aides, Peter Flanigan, on June 27,
Commerce Secretary Maurice Stans
suggested that Commerce be given
the commission’s spectrum-management
functions—including frequency-alloca-
tions and geographic-assignment respon-
sibilities—and the policy functions of
the Office of Telecommunications Man-
agement. That office, located in the
White House, manages the portion of
the spectrum reserved for a government
use.

Indeed, Commerce, at least at one
time, envisaged an even wider role for

Sept. 8).

“We [black people] have different
dreams, different hopes, different as-
pirations, different life styles” from
white Americans, Mr. Jordan said. Yet,
he charged, TV “has always depicted a
one-dimensional society — lily-white,
middle class and anti-black.” The blacks
that have appeared on television, he
said, are mainly “20th century min-
strels—singing, dancing, shuffling and
carrying the water pail for golf pros.”

The growing awareness that a possi-
ble alliance for social change exists
among the young, black and poor was
given implicit recognition by Mr. Jor-
dan when he characterized the nomi-
nees as too old, too white and too rich
to be effective as commissioners.

In his response, Mr. Burch said:
“One of the great tragedies of this
country is that everybody must be classi-
fied as racist or not racist. . . .I am not
a racist in any terms I know of.”

He also denied that he is “rich,” but
Mr. Jordan replied that by ‘“black
people’s definition,” Mr. Burch is rich
since he apparently makes over $25,-
000 a year. By that same definition, he
said, Chairman Hyde is a racist.

The executive session on the two ap-
pointments now awaits completion of
the hearing record and subsequent set-
ting of a date. Still missing from the
record as of late last week were the
responses of the nominees to Senator
Hart’s questions and to questions by
Senator Ernest Hollings (D-S. C.). Also
to be submitted were further questions
by Senator Scott.

itself in telecommunications matters. A
confidential report prepared for internal
use indicated Commerce was consider-
ing seeking inclusion of the telecom-
munications functions of the State De-
partment among its responsibilities.

The commission under Commerce's
original proposal would be left with
regulatory and ratemaking responsibili-
ties for common-carrier and noncom-
mon-carrier services and with the selec-
tion of individual licensees.

Mr. Stans, who noted his plan would
require congressional approval, is re-
ported to have advised the President
in his February letter that “mismanage-
ment of the electromagnetic spectrum
has resulted in valuable spectrum space
lying unused and technical improve-
ments unexplored.” His plan, Mr. Stans
said, world eliminate those defects.

However, the proposal reportedly re-
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We welcome
small packages.

The carrier hasn't been born that can take your
shipments, big and small, to more places in the
U.S.A. than Greyhound Package Express. Your
packages can go wherever Greyhound goes...
and Greyhound goes to over 25,000 cities and
towns daily. Got a little something to go? it's
there in hours and costs you less when you
ship by GPX.

GREYHOUND PACKAGE EXPRESS

Dept. 8-}, 10 S. Riverside Plaza, Chicago, ll. 60606
Gentlemen: Please send me full information on Greyhound
Package Express service ... including rates and routes.

| understand that my company assumes no cost or obligation.
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Your Blair Man Knows . . .

MINOR ACHIEVEMENTS? While gigantic indus-
trial-cultural investment plans for the Wheeling-
Steubenville market soar into the 70 s, some un-
sung ts were reali » Wheel-
ing Tunnel . . . Urban Renewal , . . “new center
postoffice . . . publlc houslng for elderly , . .
mushrooming d li West
Liberty and Bethany Colleges . a new Linsly
Military Institute . . the beauﬁful branch of
Ohio University in St.
of Ohio Valley General Hospital, Reynold s Me-
morial and Wheeling Hospital . . . the new
Market Plaxa and central busmess district wlo-

vahon plus d

i of WL ling Park and Oglebay
Park facilities . . . and, of course, our multi-
billion dollar Interstate 70 highway system is
completed. These are just minor projects com-
pleted in the Wheeling area alone and WTRF-
TV reports them all from their new million dol-
lar tele-production center in the heart of down-
town Wheeling. Are the activated, enthusiastic
TV audiences around here getting your adver-
tising messages?

BLAIR TELEVISION Representing

wiR -n/7

FORWARD GROUP STATION

Color Channel 7—NBC
Wheeling, West Virginia

SPOTMASTER

-~

Tape Cartridge
Winder

The new Model
TP-1A is a rugged, dependable and
field tested unit. It is easy to operate
and fills a need in every station usin:
cartridge equipment. Will handle al
reel sizes. High speed wmdmg at
2234" per second. Worn tape in old
cartridges is easy to replace. New or
old cartridges may be wound to any
length. Tape Timer with minute and
second calibration optional and
extra. Installed on winder or avail-
able as accessory. TP-1A is $99.50.
with Tape Timer $124.50,

Write or wire for complete details.

m

BROADCAST ELECTRONICS, INC.
8800 Brookville Road
Silver Spring, Maryland

ceived generally negative response from
other cabinet departments. Only the
Department of Transportation is said
to have expressed approval. And De-
fense Secretary Melvin R. Laird, in
blunt language, expressed opposition
even to a subsequent and toned down
proposal of Mr. Stans.

The latest proposal, forwarded for
comment to Mr. Laird on Sept. 2 in a
“Dear Mel” letter, omitted any refer-
ence to the FCC. Instead, it would
establish within Commerce a new agen-
cy that would incorporate the func-
tions of OTM, research capabilities and
an interagency “Telecommunications
Policy Agency Committee”-—all under
a new assistant secretary for telecom-
munications.

Mr. Laird, who replied in a *“Dear
Maury” letter on Oct. 1, was “gratified”
that Mr. Stans had apparently dropped
his plans for seeking some of the com-
mission’s responsibilities. Mr. Laird
said it would be inappropriate for an
executive department to propose that
it be given control over interstate com-
merce, insofar as telecommunications
are concerned, which Congress had del-
egated to the commission. The Consti-
tution assigns Congress authority over
interstate commerce.

But the Defense secretary said the
modified plan, in placing all or most
telecommunications-management re-
sponsibilities within the Commerce De-
partment or any other executive de-
partment, still contained disadvantages.

His principal concern stemmed from
Defense’s considerable need for com-
munications. He said he could not see
how the President “could delegate tele-
communications-management functions,
which vitally affect the armed forces
and other national security agencies,
to one of the executive departments,
particularly one that is not primarily
concerned with national security mat-
ters.”

He also expressed doubt that an ex-
ecutive department could provide “the
requisite perspective for national or
federal policy making.” He said that
“only the executive office of the Presi-
dent provides the proper environment
for adequate consideration and develop-
ment of telecommunications policy.”

Mr. Laird’s suggestion for improving
management of the spectrum is strength-
ening the technical and research capa-
bilities of OTM and the commission to
enable them “to more effectively fulfill
their responsibilities for allocating and
assigning frequencies.” He said the two
agencies had developed “effective”
means of coordinating their activities
over the years.

Outgoing FCC Chairman Rosel H.
Hyde was aware of Commerce’s pro-
posals when, in a speech to the Inter-
national Radio and Televison Society in

New York last month, he recommended
creation of a cabinet-level agency to
incorporate all communications-regula-
tions matters (BROADCASTING, Sept. 29).

What disturbed him was the prospect
of an FCC stripped of its spectrum-
allocations powers and left with its re-
sponsibility for licensing and regulation.
Spectrum allocation, he said, is a most
important tool, “and should and must
be in the hands” of those charged with
responsibility for regulating and licens-
ing users of the spectrum. The kind of
agency he proposed, he said, would
provide for greater centralization—not
fragmentation—which he said would be
helpful.

Tt is not clear why commerce reduced
the scope of its plan by excluding any
reference to the FCC in Secretary
Stans’s Sept. 2 letter. Secretary Stans
met with Mr. Laird in July, shortly be-
fore sending him copies of the earlier
proposals that had been submitted to
the White House. And Commerce offi-
cials with representatives of Secretary
Laird in August. Reportedly, however,
the Defense officials made no effort to
influence commerce’s position.

Furthermore, some Defense Depart-
ment officials, wary of what they regard
as an effort on the part of Commerce
to engage in empire building, are not
convinced Secretary Stans has given up
on the idea taking over the commis-
sion’s allocations and assignment func-
tions. He is “still angling” for that re-
sponsibility, said one official. There
seems to be no hard evidence for that
view.

The White House has been studying
the question of improving the nation’s
communications-management machin-
ery almost since President Nixon took
office in January. But no deadline for
arriving at a solution has been fixed,
and no proposal bearing the President’s
signature is in sight.

Some White House aides see some
advantages in centralizing spectrum-al-
locations functions in Commerce or
some other executive department.

It would provide for unified manage-
ment of the spectrum, they say. In ad-
dition, spectrum allocation would be
housed in “a larger organization with
more presidential clout.” Budget prob-
lems would not be as severe as those
that regularly face the commission and
OTM.

However, problems of a kind re-
flected in Secretary Laird’s reaction to
Commerce’s proposal remain. And
overcoming that opposition would be
difficult, in view of the size and influ-
ence of Defense. Perhaps for this rea-
son White House aides said last week
that “there is an awful lot you can do
short” of Secretary Stans’ proposal.

How short of that proposal remains
to be seen. But government technicians
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in and out of the White House con-
cerned with communications matters
expect the Nixon administration to ad-
vance plans for an overhaul of the
government’s machinery for overhaul-
ing telecommunications management,

Public-service CATV
is plugged by NCTA

Groups are told that they
can offer the people more
live programs on cable

The vast potential of community anten-
na television in serving the television
viewing audience through public service
programs and spots was demonstrated
in a briefing sponsored last week by
the National Cable Television Asso-
ciation at the Mayflower hotel in Wash-
ington,

Representatives of government agen-
cies and private groups attended the
demonstration sponsored by NCTA.

The emphasis of the NCTA was on
the need of cable operators for local
programing. Equipment involving the
use of live camesas, video tape, slides
and audio tape was demonstrated.

Stress was placed on the lack of
local programing in many markets
served by cable systems. Government
and private agency representatives were
encouraged to utilize the available tech-
niques and submit material to the
cable operators. NCTA representatives
stressed the point that many cable op-
erators are Jooking for material to
bolster local programing. Demonstra-
tions of possible live coverage of many
local events demonstrated many op-
portunities to promote community and
nationwide causes in the public interest.

The afternoon session was opened
with a talk by Alvin Snyder, former ex-
ecutive producer of wcBs-Tv New York
and present assistant to Herbert Klein,
director of communications for Presi-
dent Richard M. Nixon.

Mr. Snyder said: “We are working to '

overcome a credibility gap . . . we are
telling the truth.” Mr. Snyder said
“never have people needed more in-
formation than they do today and
above all you ([cable television] are
going into the homes.”

Wally Briscoe, managing director of
NCTA, said: “CATV may presently be
limited in the numbers of people it
reaches, but even now we can offer
almost unlimited time on numerous
channels at prime times for public serv-
ice messages and programs.”

Mr. Briscoe said that 20% of 2,400
CATV systems in the U.S. now orig-
inate their own programs. He noted
that there are many times when con-

Yes, this is our
Program NManager

Bill Corder, WZZM-TV'S program manager, is also a Cub Scoutmaster.
He's a part of one of the nation’s most successful Boy Scout Councils.
More important, Bill is demonstrating to boys that scouting today is
relevant. It's a bridge spanning the generation gap. It leads to under-
standing and trust. WZZM-TV is a better force in West Michigan
because of Bill. Ask any scout in the Grand Valley Council. .

Stockholders, executives and employees of the WZZM stations
believe in being close to West Michigan. As our program manager
says, "Working with youngsters is one of the greatest learning
experiences of my life. It's an involvement that helps me understand
and serve the needs of our community.” It's no wonder that of our
85 employees 43 are active in their churches, 11 are in professlonal
organizations, 37 are in community activities, and 13 are active In
educational groups. Communication—even broadcasting communi-
cation—is a two way street; we intend to keep it well traveled !

WZIM

CHANNEL 13 &

WEST MICHIGAN TELECASTERS, INC.,

serving Grand Rapids, Kalamazoo, Muskegon
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current network programs would draw
audiences away from the public service
spots but emphasized that the system
could offer exposures in volume that
would hit viewers not now served by
prime-time shows.

The program demonstrated tech-
niques in growing use among cable
originators. Studio video cameras were
shown, slide projectors, video-tape op-
erations and electronic mixing control
panels which provide programs com-
parable to present studio productions.

Some of the latest equipment avail-
able and in use by cable-system op-
erators was demonstrated by Kenneth
Lawson, vice president of Telemation
Inc. Background and techniques needed
for servicing material to the cable op-
erators were explained by Donald
Witheridge; NCTA director of public
relations.

A fairness doctrine
for reporters too?

Senator Philip A. Hart (D-Mich.),
chairman of the Senate Antitrust and
Monopoly Subcommittee, said in Chi-
cago last week he favors the concept
of “one to a customer” in broadcast
station ownership, a position which puts
him in support of such a policy still in
a proposed rulemaking stage before the

FCC (BRrOADCASTING, Aug. 5, 1968,
et seq.). He said he believed such a
concept would take a long time to
evolve, though, because of political
pressures.

The senator also disclosed that in a
minority report opposing a newspaper
preservation bill expected to be re-
ported out sopn by the Senate Judiciary
Commlttee there is the observation that
“it is not unreasonable to suggest that
we would have to have some regulatory
treatment if we accord monopoly priv-
ilege to the:press.” He indicated this
would be some sort of “fairness doc-
trine” policy for the press similar to that
now applicable in Broadcasting.

A pending bill, S. 1520, would exempt
newspapers from the antitrust laws
when they enter j‘oint agreements to
cut operating costs in survival situa-
tions. In such combinations, two pa-
pers may have joift printing etc. while
still keeping edxtox(:lal functions sepa-
rate. The Hart subcommittee held hear-
ings on the bill.

Talking before a dinner meeting
Monday of the Chicago Headline Club,
Senator Hart said the unpublished mi-
nority report notes that “if the premise
is correct, it may be necessary for Con-
gress to treat the limited publishing op-
portunities as it treats limited broad-
cast spectrum space.” He said the mi-
nority view also cites the Supreme

Court’s Red Lion case in broadcasting
and finds a print media corollary not-
ing that “the First Amendment may be
said to require creating a fairness doc-
trine for newspapers to provide diver-
gent views with access to limited facil-
ities.”

Senator Hart recalled that during
testimony on the newspaper bill tables
of evidence were introduced showing
mass media concentrations in certain
markets. He said he believes “in the
freedom to survive if you can cut it.”

Tiernan raps FCC
over WIFE renewals

Representative Robert O. Tiernan (D-
R.L.), noting with dismay the FCC’s
grants of short-term license renewals
to WIFE-AM-FM Indianapolis, says the
case reinforces his belief that “some-
thing has to be done to assure that the
public is protected.”

The case that caught the congress-
man’s eye was resolved by the commis-
sion earlier this month when it awarded
short renewals to the two stations de-
spite acknowledged instances of fraudu-
lent billing and a falsely conducted con-
test. The stations were already on pro-
bationary status for similar violations.
Commissioners Robert T. Bartley, Ken-
neth A. Cox and Nicholas Johnson dis-
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sented to the renewal, with Messrs. Cox
and Johnson issuing a statement in
which they termed the renewals “aston-
ishing” and “shocking” (BROADCASTING,
Oct. 6).

Representative Tiernan, in remarks
printed in the Congressional Record,
said he agreed with the Cox-Johnson
view: “Surely fraud and deceit should
not be rewarded with license renewal,”
he said. “The entire question of licens-
ing and renewal must be studied to de-
termine how the requirements of the
1934 Communications Act can best be
met and used in the public interest, con-
venience and necessity.”

The young, second-term congressman,
a member of the House Commerce
Committee and its Communications Sub-
commiittee, has slowly been emerging as
a student and occasional critic of the
broadcast media. Of particular note was
a letter he sent recently to television
stations throughout the country, in which
he requested copies of their stockhold-
ers’ reports for purposes of “study”
(BROADCASTING, Sept. 8).

Dormant U's delayed

The FCC last week reinstated construc-
tion permits for six former UHF TV
permittees but ordered them to appear
in an oral argument to determine
whether extensions of construction time

should be granted. Originally, CP’s for
KCEB(TvV) Tuisa, Okla.; Kkwis-Tv Wich-
ita, Kan.; wpYH(Tv) Rochester, N.Y.;
wbDKs-TV Toldeo, Ohio; wkHM-TV Jack-
son, Mich, and wgRBT(TV) Baton
Rouge had been cancelled by the chief
of the Broadcast Bureau when the per-
mittees failed to show diligence in con-
structing their stations, the commission
said.

Questions of whether the permittees
showed lack of diligence in proceeding
with construction or that construction
had been prevented by causes beyond
their control will be determined at the
oral argument in Washington.

Justice to give
its views on CATV

The Department of Justice is expected
to give the Supreme Court the govern-
ment’s position on whether the FCC
has exclusive jurisdiction to regulate
CATV.

The high court last week asked
Soliciter General Erwin N. Griswold
to file a brief on the question in appeals
brought by TV Pix Inc. and Wells TV
Inc. The cable companies have chal-
lenged a Nevada law under which the
state regulates CATV systems.

Commission CATV policy contem-
plates some regulation of cable systems
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by state and local authorities. In its cur-
rent rulemaking designed to overhaul
its CATV policy, the commission ex-
presses concern about situations in which
such nonfederal regulation is lacking.

LIN gains H-R interest,
reports 6-month net loss

LIN Broadcasting Corp. has acquired
a 20% interest in H-R Representatives
for having sold LIN-owned John C.
Butler Co. to H-R, it was disclosed last
week.

Details of this transaction were re-
ported in a letter to shareholders by
Donald A. Pels, LIN president, who
also reported that LIN may buy into
H-R representatives and H-R Televi-
sion in June 1970. As an alternative,
Mr. Pels added, the agreement pro-
vides that LIN may sell its minority
interest in H-R Representatives to H-R.

LIN also issued last week a six-
month report showing a net loss of
$904,000 before extraordinary items
totaling $3,417,000. The net loss after
the extraordinary items, including the
write-down of goodwill, loss on the sale
of investment in American Leisure and
loss on employment contracts, totaled
$4,321,000, equal to a net loss of $1.97
per share. This compares with a net
income of $198,000, or 13 cents per
share, in the first six months of 1968.

Sales in the first six months of 1969
amounted to $12,555,000 as against
$9,395,000 in the 1968 period. Mr.
Pels noted that broadcasting, telephone-
answering and recording companies of
LIN continue to be “highly successful.”

GhangingHands

Approved:

The following transfers of station own-
ership were approved by the FCC last
week (for other FCC activities see
“For the Record,” page 95).

® KppPc-AM-FM Pasadena, Calif., and
KMPX(FM) San Francisco: Sold by
Leon A. Crosby and other to L. W.
Frohlich for $1,084,000. Mr. Crosby
and Lewis H. Avery are selling the
Pasadena stations. Mr. Crosby is a for-
mer country-and-western entertainer
and freelance announcer. Mr. Avery is
a former partner of Avery-Knodel Inc.,
New York-based station representative.
Mr. Crosby and Franklin Mieuli are
selling kMPX (FM). Mr. Mieuli owns the
National Basketball Association’s San
Francisco Warriors. Mr. Frohlich owns
WNCN(FM) New York and WDHF(FM)
Chicago. Kppc(aM) is a share-time op-
eration on 1240 kc with 100 w. Krpc-
FM is on 106.7 mc with 22.5 kw and an
antenna height of minus 250 feet above
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average terrain. KMPX(FM) is on 106.9
mc with 80 kw and an antenna height
of 1,268 feet above average terrain.

s KLynp(aM) Bakersfield, Calif.: Sold
by Lincoln and Sylvia Dellar to Ralph
Edwards, Don Allen and others for
$115,000. Sellers will retain controlling
interest in KAcy(am) Port Huenenie,
Calif. Mr. Edwards is a program pro-
ducer and packager and Mr. Allen is an
ABC Radio newscaster. KLyD is a day-
timer on 1350 kc with 1 kw.

® WrJyc(aM) Mauston, Wis.: Sold by
John D. Rice and others to George S.
Blum for $68,000. Mr. Rice has interest
in wcow-aM-FM Sparta, Wis. Mr. Blum
is general manager of KXGN-AM-TV
Glendive, Mont. WRJc is a daytimer on
1270 kc with 500 w.

Independent council

for consumers proposed

Senator Philip A. Hart (D-Mich.) last
week called for legislation that would
create both a permanent office of con-
sumer affairs in the executive branch
and an independent consumer council
—“a total package to give the consumer
the diverse voice he needs to promote
and protect his interest.”

Senator Hart made his case during
a Senate Consumer Subcommittee hear-
ing on a bill, introduced by him and
Senator Frank E. Moss (D-Utah),
chairman, that would create an inde-
pendent council to act as counsel, me-
diator and ombudsman for consumers
in their dealings with government. Dur-
ing his testimony, Senator Hart added
the proposal for an executive-branch
consumer office.

“A permanent office in the executive
branch can give the consumer a high-
level voice in development and imple-
mentation of government policy, but
not an advocate free to criticize an ad-
ministration of which it is part, th:
senator said. “The independent coun-
cil, with members elected by consumers
and not appointed by the administra-
tion, will be less inhibited in criticizing
government policies and agencies and
therefore a more effective consumer
advocate.”

R.l official comments
on ‘two-way’ cable TV

A warning that as the cable TV indus-
try grows so will its liability to state
regulation has been sounded by Archie
Smith, chairman of the Rhode Island
Public Utilities Commission.

Mr. Smith noted that his state—one
of three that has taken jurisdiction
over CATV (the others are Connecti-
cut and Nevada)—regulates cable TV
not as a utility but only as a communi-
cations carrier, with surveillance over

rates to protect the public. Connecticut
and Nevada, however, have classified
CATV as a public utility. The constitu-
tionality of the Nevada law is now
before the U.S. Supreme Court, on
appeal from the decision of a federal
court by TV Pix Inc., Elko, and Wells
TV Inc., Wells, both of that state
(BROADCASTING, Szpt. 1).

At the present time, CATV services
are not public utilities, Mr. Smith said,
but bzcause of its potential for the
use of multiple channels, it may soon
come under that characterization.

“What regulatory ag:ncies must pre-
pare for,” Mr. Smith said, “is the de-
velopment of ‘two-way’ CATV com-
munications by which not only our
gas, electric and water meters [may]
be read automatically, but we will have
access in our homes and offices to fac-
simile newspaper reproduction, to teach-
ing machines, computer data banks, and
in the future perhaps, even electronic
inspection of merchandise by which
the housewife will order her require-
ments from great supermarkets.”

Mr. Smith made his remarks at a
panel on CATV held at the annual
convention of the National Association
of Regulatory Utility Commissioners in
Denver.

The opposing viewpoint was pre-
sented by Bruce E. Lovett, general
counsel of the National Cable TV As-

sociation, who iterated the CATV in-
dustry’s position that cable TV is not
a utility; it is not a necessity, its rates
have not become a problem, it is not
a monopoly, he emphasized.

When those other services mentioned
by Mr. Smith become a reality, Mr.
Lovett said, there may be a question
of state regulation.

CPB money bill
passes Senate hurdle

The Senate last week approved and
sent to President Nixon a bill author-
izing $20 million for the Corp. for Pub-
lic Broadcasting and $15 million a year
for three years for educational-facilities
grants through the Department of
Health, Education and Welfare.

The bill before the President (S. 1242)
incorporates House alterations of the
original Senate bill. The Senate pro-
vided facilities authorizations of “such
sums as may be necessary” for each of
the next five fiscal years, but the House
whittled that to three years and a $15-
million ceiling.

Assuming approval of the authoriza-
tion bill, actual granting of funds must
await further action by the appropria-
tions committees, and again by both
houses. In the past, the committees
have sliced initial authorizations for
CPB by 50% or more.
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Chronicle fails to eject Johnson

FCC admits commissioner has strong views
but says he did not prejudge KRON renewal

The Chronicle Publishing Co. has been
rebuffed in its effort to have FCC Com-
missioner Nicholas Johnson disqualified
from participating in the hearing the
commission has ordered on the license-
renewal applications of the company’s
KRON-FM-TV San Francisco.

The commisson last week rejected
Chronicle’s contention that the com-
missioner had engaged in improper ex-
parte (off-the-record) activities, pro-
vided “preferential treatment to indi-
viduals,” lost his “independence of judg-
ment” and had participated “in an
agency decision outside official chan-
nels.” (BROADCASTING, Aug. 25).

The commission found “no actual
advocacy, no appearance of advocacy,
nor any suggestion that Commissioner
Johnson has not remained an impartial
and disinterested member of this body.”
The vote was 6-to-0. Commissioner
Johnson did not participate.

The ex-parte charge was based on
letters that the commissioner had re-
ceived from Albert Kihn, a former
KRON-TV cameraman, and Bruce B.
Brugmann, editor and publisher of the
biweekly San Francisco Bay Guardian.
Mr. Kihn, whose charges of managed
news were a contributing factor in the
commission decision to hold a hearing
on the stations’ renewal applications,
has been made a party to the hearing.
Mr. Brugmann is a long-time critic of
the Chronicle company, publisher of
the San Francisco Chronicle as well as
licensee of KRON-FM-TV.

The charge that the commissioner had
prejudged the case was based on pub-
lished statements, including magazine
articles and a concurring opinion in
the wHDH-Tv Boston case, and a tele-
vision appearance, in which Commis-
sioner Johnson expressed concern over
concentration of control of mass media
and invited the public to participate in
license-renewal hearings.

But, the commission concluded, the
allegations ‘“relate not so much to bias,
or the appearance of bias, but to the
handling under our rules of correspond-
ence coming to a commissioner’s of-
fice and to the right of a commissioner
to hold and announce strong views on
policy questions.”

The issues in the KRON hearing in-
clude questions as to whether the sta-
tions slanted news to advance the in-
terests of the parent Chronicle com-
pany, whether Chronicle has an undue
concentration of control of media in

the Bay area and whether it has en-
gaged in anticompetitive or monopo-
listic practices.

The commission’s conclusion that
Commissioner Johnson’s correspondence
with the two critics of the Chronicle
company did not warrant his removal
from the case was not unqualified. The
commission gave a new reading to its
ex-parte rules and, in the case of the
Brugmann correspondence, agreed that
the commissioner had not adhered strict-
ly to the rules.

The Chronicle had cited three letters
from Mr. Kihn that the commissioner
failed to disclose-—one of them, dated
Feb. 7, 1969, and received after a peti-
tion to deny KRON-TV’s license had been
filed with the commission.

The commission said that since Mr.
Kihn was not interested in the out-
come of that proceeding, “within the
intendment of our rules,” he was not
the kind of “interested person” who is
barred from contacting decision-making
commission personnel in restricted pro-
ceedings. Thus, it said, the letter and
its handling by Commissioner Johnson
provide no basis for his disqualification.
Indeed, the commission said, communi-
cations from the public before a case
has been designated for hearing should
not be discouraged and “must be con-
sidered.”

In reaching its conclusion, the com-
mission rejected an assumption, ex-
pressed in its rules, that most persons
filing complaints “will have actual
knowledge that a petition to deny has
been filed” and that written ex-parte
presentations are “discouraged.” The
commission said that “upon refliction
induced by the course of events here,
we believe it highly unrealistic to pro-
ceed” on that assumption.

The commission, in addition, acknowl-
edged that complaints received even
from someone other than an interested
person before a case has been desig-
nated for hearing shall not be con-
sidered unless they are disclosed. But,
it said, this requirement should be read
in conjunction with the commission’s
public-information rules. These provide
that complaints will be made available
for public inspection upon request if no
investigation is to be conducted or one
has been completed.

The rules must be read together, the
commission said, “in order to preserve
the commission’s investigative processes,
which would be destroyed by immediate
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disclosure, prior to action thereon, of
all complaints.” It concluded that the
rules do not require disclosure of the
kind or complaint submitted by Mr.
Kihn before the commission acts to
grant or designate for hearing a pending
application.

And in a footnote, the commission
went a step further. It said that dis-
closure of such complaints should be
dealt with under the public-information
rules rather than those dealing with
ex-parte activities. “We intend accord-
ingly to revise the rules to clear up this
cause of potential misunderstanding,”
the commission said.

In dealing with the Brugmann cor-
respondence, which stretched over a
period of several months, the commis-
sion focused on three letters Mr. Brug-
mann had written the commissioner
after the KRON case was designated for
hearing, on March 19, and the com-
missioner’s brief reply to one of them
requesting information.

The commission said the letters should
have been referred to the agency’s
executive director for handling and
placed in the public file. But, it said,
a commissioner is not disqualified
simply because he received on ex-parte
communication from a member of the
general public and did not disclose it.

The question of whether a commis-
sioner should be disqualified depends
on the facts in a particular case, the
commission said. And the facts in the
Brugmann matter, it added, do not war-
rant Commissioner Johnson’s disqualifi-
cation.

It said Mr. Brugmann was not an
“interested person” in that the outcome
of the proceeding is not likely to ag-
grieve him or affect him as a competitor
of Chronicle’s. Furthermore, the com-
mission said, the commissioner had
“maintained the requisite judicial ap-
proach” in his responses to Mr. Brug-
mann.

The commission acknowledged that
the commissioner’s writings reflect
“strong views” on the question of con-
centration of control of mass media.
But, it said, no prejudging of any par-
ticular case is indicated.

The commission found nothing with
which to fault the commissioner in his
concurring opinion in the WHDH-TV
case, in which the commission denied
renewal to a newspaper-owned station
and awarded the contested channel §
to a competing applicant with no other
media interests.

The commissioner’s statement that
it was “healthy” to have at least one
locally owned station, independent of
other media interests, in one of the
major markets was not a prejudgment of
“any particular licensee’s basic qualifi-
cations,” the commission said.

And advising the public of their right

to participate in license-renewal hear-
ings, the commission added, is “fully
appropriate—it does not indicate the
predisposition of any particular case.”
The Chronicle company, in its petition
seeking the commissioner’s disqualifica-
tion, said such advice, coupled with the
commissioner’s views about concentra-
tion of control of mass media, provide
the context within which the commis-
sioner’s attitude toward the KRON case
should be considered.

The commission used the order dis-
posing of KRON's petition as a vehicle
for directing the hearing examiner in
the case to admit “all relevant and ma-
terial evidence.” It noted that the ex-
aminer had proposed to restrict the
evidence “to matters related to incidents
in the commission’s specification order.”
The commission said such a restriction
would “unduly limit the hearing.”

KRON wants a delay
in renewal hearing

Chronicle says it aiso
faces court suits and
congressional hearings

Chronicle Broadcasting Co. last week
asked the FCC for a stay of proceedings
in the license-renewal hearing of its
KRON-FM-TV San Francisco. Chronicle
said “irreparable injury” might befall
it if the hearing begins as scheduled
Jan. 8, 1970 (BROADCASTING, Oct. 13).

The renewals of the KRON stations
were set for hearing March 19. Issues
to be heard by Hearing Examiner
Chester F. Naumowicz Jr. include
whether parent Chronicle Publishing
Co. exercises undue concentration of
control of mass media in the San Fran-
cisco Bay area; whether Chronicle has
engaged in anticompetitive activities in
the newspaper field; whether it has
slanted news on the KRON stations to
benefit Chronicle’s corporate interests;
whether its investigation of two com-
plainants constituted harassment, and
whether its past programing has been of
such high quality as to counterbalance
the anticompetitive and news-slanting
issues.

In requesting continuance of the
hearing, Chronicle said the commission
should not set a hearing date until it
has acted on various petitions on pro-
cedural matters submitted by Chronicle
and by Albert Kihn and Blanche Street-
er, the complainants whose allegations
led to the hearing. Another pending
matter cited was Chronicle’s call for
the disqualification of Commissioner
Nicholas Johnson in the hearing (see
page 70).

Chronicle also said the January hear-
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ing date would prejudice its right to a
fair trial in six antitrust suits now pend-
ing against it in a U.S. District Court
“because of the publicity from the com-
mission proceeding.”

Another basis for continuance ad-
vanced by Chronicle was developments
in congressional hearings on the News-
paper Preservation Act, which could
affect Chronicle’s joint (noneditorial)
operating agreement with San Fran-
cisco’s Examiner. Chronicle said a
Commerce Department representative,
representing the view of the adminis-
tration, had urged passage of the bill.

Earlier in the week, Hearing Exam-

iner Naumowicz granted requests for
information from Chronicle made by
the FCC’s Broadcast Bureau by Mr.
Kihn. These included: a listing of asso-
ciates in Chronicle’s CATV ventures and
the businesses in which these associates
hold a 25% or greater interest; the
identity of AM stations with which
Chronicle newspaper has connections in
the San Francicso area; the identity of
news personnel employed by Chronicle
during specified periods; the advertising
revenues for the newspaper, broadcast
stations and CATV systems for the
years 1958-68; information on CATV
advertising in Chronicle media: infor-

NBC Radio now: short and snappy

With emphasis on news, useful features,
it aims to round out affiliates’ service

NBC Radio intends to intensify its ef-
forts to provide a service that will meet
the changing needs of stations and to
educate the advertising community to
the values of the medium, Arthur A.
Watson, president, NBC Radio division
asserted last week.

This dual theme dominated Mr. Wat-

' ek 2 -
NBC executives and the newly elected
NBC Radio Network Affiliates Execu-
tive Committee gathered for the annual
NBC Radio Network Affiliates Con-
vention in San Juan, P.R. last week
were: (front row, l-r) Julian Goodman,
NBC president; James M. Caldwell,
WAVE(AM) Louisville, Ky., who was
elected chairman of the affiliates execu-
tive committee last week; Arthur A.
Watson, president, NBC Radio Divi-
sion; Donald J. Mercer, vice president,
station relations, NBC. Middle row
(l-r): Kenneth F. Small, WRUF-AM-FM
Gainesville, Fla., committee secretary-
treasurer; Wilson Edwards, KOGO-AM-

son’s speech before the NBC radio net-
work’s -affiliates convention in San Juan,
P.R., last Monday and Tuesday (Oct.
13-14). He stressed that the challenges
of network radio are to tailor its pro-
graming to complement the local sound
and at the same time ‘“‘sharpen its sales
attack.”

FM San Diego, who continues in his
current term on the executive commit-
tee; newly elected commitiee members
Bruce Buchanan, wWrFBC-AM-FM Green-

ville, S.C.; Jerry Chapman, WFBM-
AM-FM [Indianapolis; and Robert H.
Harter, WHO-AM-FM Des Moines, lowa,
committee vice chairman. In the top
row are three newly elected committee
members (l-r): Ted L. Snider, KARK-
AM-FM Little Rock, Ark.; Herbert W.
Crosby, wcsH(AM) Portland, Me.; and
Nar A. Sibbold, Wwi-AM-FM Detroit.
Mr. Caldwell succeeds Elmo Ellis
(WSB-AM-FM Atlanta) as chairman of
the committee.

mation on contacts between executives
of. various Chronicle enterprises, and
information on detectives hired to in-
vestigate Mr. Kihn (to the extent not
already supplied).

Among the requests for information
denied were: memoranda from Chron-
icle owned or controlled companies
relating to a variety of issues involving
program, editorial and advertising poli-
cies; information on news sources; in-
formation on how news, editorials and
commentary are handled, and the
names of firms which advertised in two
or more Chronicle outlets during the
last renewal period.

The necessary attributes of a modern
network service, he stated, are flexibil-
ity, timeliness and brevity, with news
programs continuing to be the most im-
portant element. He continued:

“There is no question in my mind
that an NBC radio network centered
on news and information does provide
a service essential to well-rounded local
programing operations. With the fast-
moving pace of events at home and
abroad, this service becomes increasing-
ly more valuable to your audience.”

Mr. Watson revealed details of the
NBC Radio “no waste plan,” which is
designed to provide local stations with
the opportunity to gain additional com-
mercial benefits. It will apply at times
when the network’s hourly news broad-
casts are not fully sponsored (‘“‘Closed
Circuit,” Oct. 13).

“Until now, we have added news
content in lieu of commercial copy,”
he explained. “We shall apply the ‘no
waste’ policy for the first time to News
on the Hour and include promotional
announcements which you [the station]
can replace with local commercials.”

He told affiliates that the daily Em-
phasis programs are being restructured
with a view toward making them of
greater interest to housewives. Among
the changes, he said, will be the addi-
tion of new personalities, including
Graham Kerr (“the galloping gour-
met”), who begins on Nov, 10. Mr.
Watson also indicated that ultimately
Emphasis features will run shorter than
four minutes, including commercials.

He emphasized that NBC Radio and
radio in general have “a tough assign-
ment of building new sources of reve-
nue.” In this connection, he reported,
the network is directing its creative re-
search effort toward selling radio.

“The network sales effort soon will
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be supplemented by an imaginative,
and, we think, highly effective radio
promotion film now under develop-
ment,” he disclosed. “It will show how
radio is so integral a part of our daily
lives, from waking us up, to getting us
through drive-time traffic, and to mak-
ing that last impression before going
into the shopping center. We plan to
use it for select advertisers and agen-
cies, especially those not currently buy-
ing our medium.”

Julian Goodman, NBC president,
pointed up the increasingly vital role
that local radio stations can play in
community affairs. He said that com-
munity information programs of local
radio services “can help bring together
the divided parts of cities and open
doors to new understanding of the
community.”

George H. Gallup, vice president,
sales, NBC Radio, accentuated the need
for all segments of the industry to sell
radio as a medium initially, not net-
work or spot alone. He pointed out that
both network and spot radio have been
attracting only 5.7% of the total adver-
tising spending of the top 125 adver-
tisers in the country, adding that the
“dollar potential” from the group has
barely been tapped.

Mr. Gallup said NBC Radio has
stepped up its efforts to sell radio first
and network second on calls at the
highest levels of advertising agencies
and clients. During their presentations,
he observed, salesmen have been urging |
the use of spot to support network buys.

Affiliates were treated to a demonstra-
tion of the scope of NBC’s world-wide
news organizations. They heard live |
news reports from various parts of the |
world and participated in two-way con-
versations with NBC News correspond-
ents.

The presentation featured live reports
from correspondents Ray Scherer in
Belfast; David Burrington in Jerusalem; !
John Rich in Seoul; Garrick Utley in
Paris; Robert Goralski in Washington;
Joe Garagiola at Shea Stadium in New
York (site of the third World Series
game) and Angus Corley in Moscow.

Correspondent Chet Huntley mod-
erated the global hookup. The presen-
tation was produced by Russ Torna-
bene, general manager, news, NBC ra-
dio division.

Media reports:

President’s old facilities = The original
black-and-white television equipment in-
stalled by the ABC, CBS and NBC net-
works in the President’s White House
studio has been donated to Washing-
ton’s Howard University. The equip-
ment which includes three cameras and
complete control room facilities will be
used as educational tools. The gift,
donated by the three networks, was pre-

sented by Washington news bureau di-
rectors John Lynch of ABC News, Wil-
liam Small of CBS News and Frank
Jordan of NBC News.

New Mutual outlets s Wpaz(AM) Potts-
town, Pa., and woMa(aMm) Hollywood,
Fla., have joined the Mutual Broadcast-
ing Network. Wpraz serves the Potts-
town and Reading areas of Pennsyl-
vania and WGMA serves Dade and
Broward counties in Florida.

CATY buy called off = Vikoa Inc., Ho-
boken, N.J., announced last week the
mutual termination of negotiations on
an agreement in principle to purchase a
Janesville, Wis., CATV system. It was
called off because the parties could not
agree on terms, Vikoa said.

News team gassed s An ABC News team
was felled by tear gas while covering an
anti-war demonstration at Fort Dix,
N.J., on Oct. 12. Reporter James Collis,
cameraman Doug Downs and sound-
man Thomas Kane were treated at the
fort infirmary after becoming ill from
gas fired at the demonstrators.

New key named = Inter-mountain Net-
work has announced kosi-aM-FM Den-
ver as the new key station for the
network, replacing KTLK(AM) Denver
(formerly kTLN). Kosi, owned by Arm-
strong Broadcasting Corp., will also be
the new headquarters for the IMN
News Bureau.

Pulse discovers what
is the public interest

The Pulse Inc. has become ‘“very much
involved” in the past year “in conduct-
ing public opinion research for individ-
ual broadcasters” in connection with
their license-renewal applications, Dr.
Sydney Roslow, director of The Pulse,
reported last week.

“This has been a very much ne-
glected aspect of information for station
management, and with renewal no long-
er the essentially automatic process it
used to be, management is asking us
to find out from the public at large as
well as opinion leaders, how well they
think the station is serving the public
interest. It is an unmistakable trend.”

Dr. Roslow spoke at the 28th an-
nual Pulse man-of-the-year luncheon,
which honored Eugene Katz of The
Katz Agency (see page 54).

Dr. Roslow also reported that by the
end of the year Pulse will have made
audience-measurement surveys in more
than 265 markets, has started expand-
ing into wide-station-area reports and
plans to issue them for 100 markets
next year, has issued its first Brand/
Metrics studies of brand penetration
and shares and is distributing free to
Pulse subscribers a “Cume Estimator”
for calculating reach and frequency of
advertising schedules.
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Buffalo — WKBW-TV / Mon-Fri / 5:30-6:30 pm
(Rep: Blair Television)
1 SPY sent ratings up 30% over the programming
it replaced and established WKBW-TV
as the number one station of the time period!
Source: ARB
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Diehm fills the top MBS spot

He declines any long-term commitment as
Robert Pauley is replaced as Mutual president

Victor C. Diechm, wazL(aM) Hazelton,
Pa., veteran broadcaster, was elected
president and chief executive officer of
Mutual Broadcasting System last week
replacing Robert R. Pauley, whose
services were terminated abruptly Mon-
day (Oct. 13).

John P. Fraim, chairman of the
board and president of Mutual Broad-
casting Corp., parent company of MBS.
announced Mr. Pauley’s firing at the
annual stockholders meeting Wednes-
day, Oct. 15, in the Shoreham hotel,
Washington. The following morning the
board of directors of MBC approved
the selection of Mr. Diehm as MBS
head.

Mr. Diehm said he hopes to improve
affiliate relations within the 580-station
network. It was reported affiliate rela-
tions were unsatisfactory under Mr.
Pauley. It also was hinted that Mu.
Pauley did not get along well with key
officials of the system. Mr. Pauley
declined to comment on the move. He
was named president of MBS in June
1968 replacing Matthew J. Culligan
(BROADCASTING, July 1, 1968).

Mr. Diehm said he agreed to serve
at least one year. A vigorous 66, he
said he has no plans to retire but that
he did not want to commit himself for
a long period.

He said “I know the key people
among the affiliates and in the system.
I have been assured of complete con-

Mr. Diehm
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trol.” He did not indicate any im-
mediate personnel changes.

Sources revealed Mr. Fraim plans
largely to abandon the direction of
MBS from the Los Angeles office of the
parent corporation and concentrate op-
erations under Mr. Diehm in New
York and Stephen J. McCormick, vice
president news and director of Wash-
ington operations. Mutual Sports Inc.
is the other subsidiary of the parent
corporation. No changes in its man-
agement were announced.

Mr. Diehm has been in the radio in-
dustry since 1927 and active in man-
agerial and station ownership since
1928. He expects to turn the manage-
ment of his Hazelton station over to
his long-time aid, Miss Kathryn Kahler,
secretary-treasurer of his company.

Since 1954, Mr. Diehm has been
chairman of the Mutual Affiliates Ad-
visory Council, which represents the
stations served by MBS.

“In this capacity, he has made a
great contribution to the growth of the
system and has been invaluable to the
corporation since it was organized three
years ago to purchase the system,” Mr.
Fraim said.

Mr. Diehm holds many honors from
civic and philanthropic organizations
for his work in the industry and he has
long been active in civic affairs in
Pennsylvania. He is a native of Balti-
more.

Mr. Pauley
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NAB urges more support
for an antistrike bill

The government affairs department of
the National Association of Broadcast-
ers last week asked members to step up
their efforts on behalf of a bill to pro-
vide licensees with protection from com-
peting applications at renewal time.

Paul B. Comstock, NAB’s vice presi-
dent for government affairs, wrote that
“radical groups that seek to destroy ex-
isting broadcast stations are making a
concerted effort to defeat the legisla-
tion. To overcome this force, he said,
broadcasters should not only talk to
their congressmen, but should also ob-
tain resolutions of support from groups
in their communities—public officials,
editors, unions, and civic and religious
Lzaders.

“Small-market radio and television
stations will be particularly endangered
if this bill does not pass,” Mr. Com-
stock said. “The cost of defense against
a flood of strike applications at renewal
time will be unbearable.”

Enclosed was a “fact sheet” on the
question of competing applications, and
a list of those who have supported anti-
strike bills.

Renewals are big topic
at NAB conference

In view of the increasing number of
strike actions faced by broadcasters,
the National Association of Broadcast-
ers fall conference panels on license-
renewal strategy promises to be among
the most important on the programs.

The sessions on applying for renew-
als will feature information on deter-
mining community needs and what
causes delays of deferrals. A three-
man panel at each of the six fall con-
ferences of NAB will consist of John
B. Summers, NAB assistant general
counsel, a representative of the Federal
Communications Bar Association and a
top staff member of the FCC.

Leading off with the first conference
in Chicago, Oct. 23-24, the panel will
be rounded out with Morton H. Wilner
of Wilner, Schreiner & Greel, Washing-
ton (FCBA), and Robert Rawson,
chief of renewals and transfers, of the
commission.

Panels 'at some of the other con-
ferences are:

Boston, Oct. 27-28—Mr. Wilner and
Robert Cahill, legal assistant to the
chairman of the FCC.

Atlanta, Oct. 30-31—Thomas H.
Wall, Dow, Lohnes & Albertson, Wash-
ington (FCBA), and Mr. Cahiil.

Dallas, Nov. 13-14 — Robert H.
Heald, Fletcher, Heald, Rowell, Kene-
han & Hildreth, Washington (FCBA),
and George S. Smith, chief of the
broadcast bureau, FCC.

Guidelines for N.Y. CATV’s supported

Proposals for an advisory body and strict
regulatory plans get attention at hearing

State regulation of CATV systems in
New York appears probable if the ex-
pressed feelings of the members of the
New York State Assembly Committee
on Corporations, Authorities and Com-
missions are any indication.

In hearings in New York City last
Wednesday (Oct. 15), and in subse-
quent conversations with CATV repre-
sentatives, committee members stated
their inclinations to form guidelines
with the help of the CATV industry,
and perhaps establish some sort of an
advisory council to administer the reg-
ulations.

Both Charles Dolan, president of
Manhattan Cable Television and Irving
Kahn, president of Teleprompter Corp.,
both New York City-franchised op-
erations, said some regulation was
needed. Mr. Dolan called on the state
to enact a requirement for local fran-
chises, to prevent cable systems from
operating without some government
control over standards, as the recent
New York state court of appeals posi-
tion would allow (BROADCASTING, Oct.

13).

Mr. Kahn suggested the development
of a continuing advisory body, includ-
ing representatives from state and local
governments, the CATV industry and
the public, to recommend legislative
action once federal policies became
stabilized, and also suggested the state
enact legislation on safety standards
and franchising criteria.

The committee did not question the
value of CATV or its ability to provide
“public service”; it merely chastised the
industry for not coming forward pre-
viously to help the committee establish
the guidelines.

On the other hand, the committee
showed an almost hostile attitude to
witnesses who wanted strict regulation
of CATV.

ABC’s representative, Richard L.
Beesemyer, vice president for affiliate
relations, was bombarded with ques-
tions on the networks’ concern for
“public service.” The networks spend
no money on the development of local
stations, provide no financial benefit to

-

Los Angeles — KHJ-TV / Mon-Fri / 6:00-7:00 pm
{Rep. RKO Television)
Throughout the entire season, | SPY topped the performance
of its lead-in programming — averaging 106% greater ratings!

Source: ARB
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communities such as CATV does in al-
lotting a percentage of its gross under
local franchises, and they are not in-
terested in reaching the widest audience
possible if they want to limit CATV
through copyright, committee members
insisted.

Mr. Beesemyer said ABC did not
want to inhtbit CATV—“there has
been little quarrel with the public serv-
ice value of such CATV systems—
neither is there any significant problem
with the origination by CATV systems
of truly local and public service pro-
gramming.” CATV systems should not
be allowed to originate mass entertain-
ment programing, however, he said. “In
the long run, these systems have the
economic potential to capture from
free, advertiser-supported television the
very best programing now available
off-the-air.”

Representatives from the movie in-
dustry, Martin Newman, chairman of
the National Committee Against Pay
TV of the National Association of
Theater Owners, and Steve D’Inzillo,
co-chairman of the Joint Labor and
Management Committee to Save Free
TV, were also questioned closely on
how well they served the public.

Other participants testifying before
the committee included Frederick Ford,
president of the National Cable Tele-
vision Association, who felt most regu-

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,
Illinois 60611 for professional
help. Phone if you'd like
(312) 337-5318.

.

lation should be set by the FCC and
municipalities, although he admitted
the state might have some jurisdiction
in the franchise area; and Morris
Tarshis, director of the Bureau of
Franchises of New York City, who
favored local control so the subscribers
would have a local contact for com-
plaints but who also felt the state had
a role in setting compatible standards
between communities.

Also giving statements were Robert

Thomas, vice chancellor, state univer-
sity of New York; Sidney W. Dean Jr.,
chairman of The Committee on Com-
munications and Utilities of the City
Club of New York; Hyman Shapiro,
AFL-CIO Electrical Workers’ Union,
Local 3; and Edward Shafer, vice presi-
dent, Foster Associates Inc., Washing-
ton; and Assemblyman ILeonard Sta-
visky (D-Queens) who is sponsoring a
CATV-regulation bill being considered
by the committee.

Flaws seen in ratings by telephone

A misinterpretation of no-answers
can short-change radio-TV, study shows

When a TV-audience researcher gets
a no-answer in a telephone coincidental
survey, does that mean no one is home
and therefore no one is watching tele-
vision in that household?

A report on a new study last week
said that's the way no-answers have
commonly been treated in the past but
that it’s a mistake to do so. No-answers,
the study found, can also mean other
things—that the phone actually has
been disconnected in some cases, or
that people are at home but don’t
answer.

Equating no-answers with empty
houses and dark television sets, the
report said, “reduces rating levels arti-
ficially.”

The study was sponsored by the
Committee on Nationwide Television
Audience Measurements (CONTAM),
made up of representatives of ABC,
CBS, NBC and the National Associa-
tion of Broadcasters.

The findings were presented at the
annual conference of the Advertising
Research Bureau in New York last
Tuesday (Oct. 14) by Jay Eliasberg,
director of TV network research for
the CBS/Broadcast Group, and by
Gale D. Metzger and Gerald J. Glasser,
respectively president of and consultant
to Statistical Research Inc., which made
the study for CONTAM.

CONTAM initiated its study, one
in a continuing series, because it had
been noted that ratings derived from
meters attached to sets tended to run
8-9% higher than ratings derived by
telephone coincidentals, and because a
number of people had proposed making
the telephone coincidental the “stand-
ard of truth” in evaluating other au-
dience-measurement methods.

Statistical research used the telephone
coincidental in surveying a samol: of
4,000 homes. It employed specially
trained interviewers who were strictly
monitored and supervised, according to
the report, and it made unusual efforts
to account for every home in the

sample.

Their efforts included up to two calls
of up to eight rings each the first time
around (as against one call of five
rings in what was said to be common
practice in typical surveys); repeated
follow-up calls to reach non-answering
homes in succeeding days and weeks,
and the offer of a dollar a minute to
get respondents to talk if they first
refused to do so.

In the end, the study accounted for
all but 1.5% of the original sample.
In addition, another group of inter-
viewers, less carefully prepared and
not directly supervised, conducted an-
other survey by making calls from their
‘homes.

After studying its findings, including
a comparison of the results of the two
groups of interviewers, CONTAM said
that although the differences between
meter ratings and telephone coincident-
al ratings in the past have tended to
be blamed on ‘“‘possible deficiencies in
the meter technique” it mow appears
that the differences . . . are primarily
due to three problems with the tele-
phone coincidental technique as it is
usually implemented:

*“(1) Inadequate selection, training
and supervision of interviewers. (2)
Failure to contact a high enough pro-
portion of designated sample. (3) The
assumptions made in accounting for
homes yielding less than complete in-
formation [no-answers, refusals, etc.].

“It becomes clear that the elimina-
tion of these problems, which are pres-
ent in the ordinary telephone coinci-
dental study, leads to results virtually
identical to those produced by a meter
system.”

But to eliminate those'problems, the
report continued, requires that the tele-
phone coincidental be “carefully done,”
and “care in research involves, among
other things, expense.”

Thus, the report said, while the “the
usual telephone coincidental study can
correctly be regarded as inexpensive,”
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the CONTAM study “was carefully
done, and it cost more than $10 per
interview.”

Authoritative but unofficial reports
put the total cost at about $50,000.

In the supervised study 60% of the
calls were completed initially, 19% got
no answers, 7% got a busy signal, 6%
were met with refusals to cooperate,
5% were disconnects and 3% encoun-
tered miscellaneous problems.

Among the no-answers, about two-
thirds were reached the next day—and
about 5% of these said they were at
home the night before that their sets
were on but for one reason or another
they did not answer the phone.

The report found this finding “signif-
icant”—and called “particularly signif-
jcant” a further finding that 10-15%
of the no-answers represented tele-
phones that had actually been discon-
nected ‘“since many coincidental sur-
veys treat no-answers as households not
at home, and with television sets off.

“Such an assumption reduces rating
levels artificially.”

Ratings authorities noted that at one
time the telephone coincidental was
regarded as the standard in audience
measurement.

The authorities said that although
it is not now regularly and widely used
in TV measurements, it is employed
from time to time on a special basis,
as for instance to get fast reports on
audience levels at the start of a new
TV season.

Johnson supports
Martin-Trigona's plea

FCC Commissioner Nicholas Johnson
last week criticized the commission for
dismissing petitions by Anthony R.
Martin-Trigona that sought revocation
of the licenses of WNBC-TV, WCBS-TV
and WABC-Tv, ali network owned-and-
operated stations in New York (Broap-
CASTING, Oct. 6. June 3).

In a dissenting statement, Mr. John-
son said: “If in all of these three
lengthy petitions — raising antitrust,
concentration and conglomerate issues,
the majority can find ‘no serious ques-
tion,” then I have little hope that these
important issues will ever be addressed
by this commission. . . . I do not be-

lieve that this commission has the legal !
authority summarily to dismiss such

petitions without a hearing on their
merits.”

Disputing the commission’s finding
that Mr. Martin-Trigona lacked stand-
ing to seek revocation of the licenses,
Mr. Johnson said: “Petitioner has stand-
ing in this action, both as an ombuds-
man representing the public in gen-
eral . . . and as one of many individual

members of the public who, collective- |

ly, are the beneficiaries of the broad-

caster’s public trust.”

Also disputing the commission’s find-
ing that Mr. Martin-Trigona’s petitions
were unsupported by “facts,” Mr. John-
son observed that “The Communica-
tions Act does not require that an ab-
solute ‘showing’ be made in a petition,”
and contended that Mr. Martin-Trigona
had made a “substantial and material
question of fact” which necessitated a
hearing.

Views vary on results
of electric shock test

Experiments purporting to attribute an
increase in violence to television view-
ing have been challenged by Bert Briller,
executive editor of the Television In-
formation Office, in a talk before the
Midwest Public Relations Conference
in Madison, Wis.

Mr. Briller’s speech, delivered on
Oct. 10, referred to a talk made earlier
before the group by Leonard Berkowitz,
professor of psychology at the Univer-
sity of Wisconsin, who claimed that
observed violence stimulates aggressive
behavior. Mr. Briller pointed out that
Professor Berkowitz’s laboratory studies
consisted of a seven-minute fight scene
shown to subjects, who gave shocks
to another person and added:

“One question that has been raised is
whether seeing a fiim clip in a psychol-

ogy lab is a valid model of watching
television in a naturalistic home setting.
Another is whether measuring electric
shocks is a valid measurement of violent
aggression.”

Mr. Briller reported that the televi-
sion industry has been reducing dras-
tically the amount of violence in enter-
tainment programs even though no
causal connection has been established.
In the area of news, he said, the
eliminating of so-called “bad news”
would not be a solution and might en-
danger the public’s right to know.

“If you keep riots off the air, would
it deter them?” he asked. “An example
of that approach occurred last year
in France, where the government has
a firm hand on TV. Frenchmen were
not told of the true extent of the riots
or of the strong police action against
them. Eventually, a majority of the TV
staff went out on strike.

Publishers-Hall package

Publishers-Hall Syndicate, New York,
which has functioned primarily in the
newspaper sector, has formed a TV
merchandising and theatrical division.

Robert S. Reed has been named gen-
eral manager of the new division. The
firm plans to develop TV packages out
of its various newspaper column and
cartoon properties.
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New York — WOR-TV / Mon-Fri / 6:30-7:30 pm
(Rep: RKO Television)
1 SPY attracts more young adults (18-49) than any
primetime program on any other N.Y. independent station!
Source: NSt
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~No.1 for18-49
Gulf Coast

The Houston ana Beaumont Metro Areas (shaded) represent 82% of
the population within the Houston 24 county Total Survey Area.

Most 18-49 Adults — Within the Houston Total
Survey Area the Gulf Coast Combo Stations®
are number one in quarter-hour adults 18-49 in
all four day parts (6 a.m. to midnight).

Call your Katz's representative today.
In Houston call Dave Morris 523-2581.

*KNUZ/KQUE/KAYC/KAYD
Source: Houston ARB April-May, 1969 plus Special Tab

Audience measurements are estimates only, subject to
limitations of the source.

A gourmet

world o
privacy.

- -\V" iyl
oy \ﬂ:r'l. Welcome to the elegant
¢ Wedgwood world of

¢ Voisin. . .where seldom is

heard other diners’ words. Here,

business people can lunch or dine
b superbly in spacious comfort.

Tables well set apart.

Fresh flowers daily.

Soft lighting. And fine French
cuisine, impeccably served. Filet
of Beef Wellington, today? Perhaps
a heavenly light soufflé for dessert?
Sir, your table is ready.

Prix Fixe Dinner—$10.25 Lunch—$6.00
Reservations: Michel LE 5-3800

Cocktails, Lunch, Dinner

Open Tuesday through Sunday

Courtesy Theatre Limousine Service

One of the great restaurants of the world
30 East 65th Street, New York City

Our 400" Room available for private functions.

Intermational

Super Fight to be aired
in 16 Latin nations

Latin American Promotions Co., Ar-
gentina, has obtained the rights to
Woroner Productions’ Super Fight film
and it will be broadcast on television
in 16 Latin American countries simul-
taneously with a Jan. 20th theatrical
showing in the U.S. Hector Mendez.
president of the Latin American firm,
purchased the rights for a figure re-
portedly near $100,000. With the ex-
ception of the non-Spanish speaking
countries, all of South and Central
America will be included in the TV
film package. Mexican coverage will
be restricted to prohibit telecast by any
station within 150 miles of the U.S.
border to protect theater play in U.S.’
Mexican border cities.

The film itself is a staged fight be-
tween the late Rocky Marciano and
Mohammed Ali (Cassius Clay). The
fifteen round bout is based on com-
puter predictions, although the outcome
will not be revealed until the January
showing. The two boxers actually
fought 70 rounds and staged seven
different endings which were filmed in
two sessions in July of this year and
will be edited to fit the computed fore-
cast. The computer work was per-
formed by Programming Services, Mi-
ami, and National Cash Register Co..
Dayton, Ohio, the same companies
which did the data analysis for Woron-
er’s radio series, The All Time Heavy-
weight Tournament and Championship
Fight. (BROADCASTING, Feb. 19, 1968).

Abroad in brief:

Rose Bowl in England = American-
style football will be shown outside the
Western Hemisphere for the first time
with the sale of NBC-TV coverage of
the Rose Bowl Game to London Week-
end Television. Also included in the
package, negotiated by NBC Interna-
tional, are coverage of the Bob Hope
Desert Classic and the Bing Crosby
Golf Tournament.

Demise due for ‘CBC Times’ = The
Canadian Broadcasting Corp. will cease
publication of the CBC Times, its week-
ly program magazine, in line with the
corporation’s current efforts to seek
operational savings. The last issue of
CBC Times, published in three editions
from Toronto, Winnipeg, Man., and
Vancouver, B. C., will be mailed to sub-
scribers Dec. 19. The magazine, which
first began publishing in 1948, has had
steadily decreasing circulation over the
past few years.
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This vear., you’lldo a
better job of evaluating

spot television.

ARB reports guarantee it.

Through the combined resources of ARB and Control
Data Corporation, advanced computers and systems
design have been used to produce an unprecedented
Television Market Report.

It's clarified. It's simplified.

PURE PROGRAM RATINGS now make it possible to
evaluate participating spots based totally on the pro-
gram’s performance. If a program runs 2%z hours one
week of the survey and 2 hours of the next week, the
audience estimates are based on actual pregram broad-
casts. Pre-emptions are eliminated.

WEEKLY RATINGS provide a week-by-week rating esti-
mate for every time-period, information previously avail-
able only by special tabulation. If more than one pro-
-gram is telecast during the time period, each program
is listed and the rating is reported where sample size
permits. You’'ll see how a regular program is trending . . .
how one-time specials performed.

BROADCASTING, Oct. 20, 1969

COMPLETE DEMOGRAPHICS are provided for spot buy-
ing in a separate section of the report . . . so that station
break offerings can be evaluated. quickly.

ADI DATA has been included for all television markets;
SUMMER MEASUREMENT INDEX contains data on-all
markets.

THREE NATIONWIDE SWEEP SURVEYS will be con-
ducted. Every market will be surveyed in the fall, at mid-
season and in May for summer planning.

The 1969-70 ARB Television Market Reports mark a new
era of audience measurement . . . the kind of service
that's needed for the-70’s.

AMERICAN RESEARCH BUREAU

A C-E-I-R SUBSIDIARY OF CONTROL .DATA CORPORATION
WASHINGTON NEW YORK CHICAGD ATLANTA

LOS ANGELES SAN FRANCISCO DALLAS

THE
SERVICE

FOR THE
70's
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Now all networks want satellite

Stanton makes it unanimous with proposal
for consortium in sky to counter AT&T

With the government moving—finally—
toward basic policy decisions on estab-
lishment of a domestic communications-
satellite system, the debate over who
should own it, and what kind of system
should be authorized, last week came
full circle.

CBS President Frank Stanton, speak-
ing in New York, called for a con-
sortium of the three major networks to
own and operate a $100-million satellite
system that would transmit the net-
work’s programs, and those of non-
commercial television, to stations in all
50 states and the off-shore islands.

Four years ago, ABC kicked off the
debate over ownership of a domestic
system by petitioning the FCC for
authority to operate a satellite system
that would connect ABC affiliates
across the country.

A year later, the Ford Foundation
issued its proposal for a satellite system
devoted to broadcasting, whose profits
would be used to help support noncom-
mercial television. And NBC has long
urged establishment of a broadcasting-
only satellite system.

The principal factor behind Dr.
Stanton’s plan—as it was behind those
of ABC and NBC—is the cost of AT&T
program transmission. And the cost is
higher now. Under rates that went into
effect Oct. 1, the networks are expected
to spend some $65 million on program-
transmission costs annually, an increase
of some $20 million.

But one new and possibly significant
element in the debate was AT&T’s re-
action to the Stanton proposal. It was
favorable. “The wisest policy at this
time would be to permit any organiza-
tion or group interested in establishing
a domestic system, including the net-
works, to apply for a license to estab-
lish and operate such a system,” the
telephone company said. However, it
questioned whether a satellite system
would be as economical, in comparison
with terrestrial service, as broadcasters
generally believe.

Previously, AT&T had opposed es-
tablishment of single-purpose systems.
It had favored a single multipurpose
system, under which common carriers
would provide a wide variety of com-
munications services—telephone, tele-

graph and data, as well as radio, tele-
vision and others.

This has also been the position of
the Communications Satellite Corp.,
which in addition argues that the Com-
munications Satellite Act has created
it as the nation’s instrument in the
operation of any communications satel-
lite system. Comsat and AT&T and
other carriers had differed mainly on
the question of ownership of satellite-
system ground stations.

Comsat last week showed no change
in its position. A spokesman said that
the company “welcomes the emphasis
of CBS on the necessity for establishing
a domestic-satellite system as soon as
possible.” But, he added, Comsat be-
lieves “that through appropriate govern-
mental authorizations, arrangements can
be established whereby Comsat can
satisfy the requirements of the TV
networks and meet their objectives.”

This was interpreted to mean that
if the FCC authorized the networks to
deal directly with Comsat for domestic-
satellite service, the networks could
achieve their goal of reduced program-
transmission costs without the expendi-

Here's how a network-owned satellite
system could cover the U.S., using two
birds. In putting CBS's support behind
the creation of a network consortium,
Frank Stanton avoided specifications
last week. His aides said details were
more properly to be arranged in three-
network consultations.

ture of $100 million for a system of
their own. The networks now are re-
quired by the commission to deal
through the common carriers when they
want international satellite service.

The FCC has been stymied for more
than two years in an effort to adopt
a policy providing for a domestic sys-
tem. The commission staff prepared a
draft order in the summer of 1967. It
was shelved in August of that year when
former President Johnson created his
task force on communications policy to
review all communications matters—
specifically including those relating to
the use of satellites.

The task force completed its work
last December, but by then a new
President had been elected, and the
commission felt it would be improper to
act on such a critically important matter
without giving the new administration
a chance to review it.

Finally, last July, as the commission
was again preparing to take up the
draft order, the White House asked
it to hold off for 60 days until a spe-
cifically constituted committee could
review the entire matter afresh. The
committee, under the chairmanship of
Dr. Clay T. Whitehead, presidential
assistant, is now expected to issue its
report next week—about 30 days late.

If the committee emerges with views
substantially different from those being
considered by the commission, pre-
sumably some negotiations would be
required. The commission has the re-
sponsibility for adopting satellite policy.
But, as a practical matter, it is unlikely
that it would ignore the views of a
committee that would be representing
President Nixon.

The commission staff’s draft order—
on which the commission has not yet
taken a vote—reportedly provides for a
multipurpose system that would be
managed by Comsat and in which users
—common carriers and broadcasters
among them—would have an oppor-
tunity to participate in ownership and
management.

Dr. Stanton, who spoke before the
Audio Engineering Society, referred to
the four years that have already passed
in governmental study and review as
“bureaucratic inaction,” and said:
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“What a national waste.”

There are no insurmountable tech-
nical or economic barriers to a domestic
communications-satellite  service, he
said, adding: “Broadcasters want to
cross the threshold into the era of
satellite communications and cross it
now.” If the government were to move
promptly on his preposal, he said, a
system could be in operation by 1972.

Dr. Stanton provided few details of
the kind of system he had in mind,
possibly to avoid the danger of the
other networks declining to endorse a
proposal sufficiently well described to
become known as ‘“‘the CBS plan.”

However, CBS apparently has con-
sidered the matter enough to put a
price tag on it—$100 million—and Dr.
Stanton appeared confident the other
networks would share its costs with
CBS. He also proposed the Corp. for
Public Breadcasting would be invited to
join the consortium as a fourth and
equal partner, with free access to the
satellite system.

The proposal contemplates two satel-
lites with 10 to 12 channels each, which
means the system could accommodate
as many as 12 networks. And Dr.
Stanton noted that, with a satellite
system at their disposal, the networks
would be able to provide live network
service 24 hours daily. Their broadcast
day now runs 14 to 18 hours.

Dr. Stanton’s proposal drew support
from ABC and NBC, both of which re-
called their earlier proposals. ABC said
the Stanton plan is “essentially similar”
to the one it had advanced and has con-
tinued to support. “We are happy to
have Dr. Stanton's support,” the net-
work added.

NBC’s president, Julian Goodman,
expressed delight at Dr. Stanton’s
“strong public endorsement” of the
concept “NBC has long espoused . . .
Now, with the backing of all three
network companies which are princi-
pally concerned with the distribution of
radio and television programs,” he said,
“we hope the plan can be put into
effect.”

John W. Macy Jr., president of the
Corp. for Public Broadcasting, hailed
the plan as a “breakthrough in insuring
the future of public broadcasting.”

United Press International’s president,
Mims Thomason, also supported the
proposal, but suggested it be broadened
to provide for communications facili-
ties for the major news services and
other news media. He also managed a
back of the hand to AT&T in connec-
tion with the growing number of
complaints being received about its
service by noting that the kind of sys-
tem he was suggesting would relieve
the load “which has seriously affected
AT&T’s ability to provide efficient serv-
ice to many of its customers.”

All three networks, along with AT&T,

Gravel urges speed
on domestic satellite

Senator Mike Gravel (D-Alaska) last
week called for prompt implementation
of a domestic satellite program that
would provide the United States with
a wider range of communications serv-
ices.

Speaking at the annual meeting of
the Inter-University Communications
Council (EDUCOM) at Notre Dame
University, the senator said responsibil-
ity for such a system clearly should be
assigned to a single entity, whether
Comsat, a private corporation or the
government. He said that although
Congress assigned responsibility for in-
ternational satellite communications to
Comsat, it has neglected to “clearly as-
sign a similar responsibility to meet our
domestic needs.”

Senator Gravel has proposed for
Alaska a temporary system that would
employ a National Aeronautics and

Space Administration satellite already

positioned over the Pacific Ocean. The

system would be used to deliver televi-

sion to several remote Alaskan commu-

nities that are not now served by the
edium.

The senator said his Alaska proposal
could be the forerunncr of a nation-
wide program.

“The utilization of communications
technology in the U.S. has lagged far
behind its potential,” the senator said.
Intelligently administered satellite com-
munications, he added, could provide
“an opportunity for solving the popu-
lation problems of India, providing a
vehicle for the acculturation of Eskimos
in the far reaches of the Arctic, pro-
viding our ghetto population with the
necessary training and education and
bringing to all Americans cultural en-
richment far beyond existing horizons.”
When the technology to implement this
opportunity exists, he said, “what a
crime not to use it.”

Comsat and other interested parties
have submitted their views on the
domestic-satellite question to the White
House committee. CBS did not call for
a consortium, reportedly because studies
had not yet been completed that would
support the feasibility of such a pro-
posal, but it did support the concept
of a privately owned system.

Dr. Stanton’s speech may have been
timed to remind the White House com-
mittee of the broadcasters’ views. But
his principal motivation apparently was
his concern over the new AT&T pro-
gram transmission rates. The “recent
44% jump in the charge for AT&T’s
domestic transmission over its land
lines and microwave systems makes an
early start on a satellite system impera-
tive,” he said.

The legality of the new AT&T rates
will be tested in a hearing ordered by
the FCC. However, the networks pre-
sumably would not like to gamble on
the outcome of that proceeding. In any
case, Dr. Stanton has been advised by
his experts that a three-network con-
sortium could build and operate a
domestic satellite system at a cost that
would represent savings even under the
previous AT&T rates.

AT&T, however, cast some doubt
on that estimate in its statement last
week. It said that its recent studies indi-
cate that satellite costs “currently may
be less favorable compared to terres-
trial costs than appeared to be the case
some years ago.”

Questions about the economic feasi-
bility of domestic satellites have been
raised before. James D. O’Connell, tele-
communications adviser to Presidents
Johnson and Nixon, said two years ago
that the presumed savings in such a

system may not actually exist (Broap-
CASTING, July 3, 1967).

AT&T'’s about-face on the question of
permitting creation of a variety of pri-
vately owned satellite systems is based
on the belief that such a policy “would
allow flexibility and incentive for crea-
tive private initiative, and would provide
the most appropriate means for an
orderly development of domestic satel-
lites.”

The company said it had not had
time to study the CBS plan but “it
would appear to merit consideration in
the context of a careful appraisal of the
most efficient use of the frequency
spectrum and orbit space, as well as
other relevant technical and economic
factors.”

AT&T added that “when it makes
good technical and economic sense to
do so,” it will apply for authority to
use satellites in its own operations.

The soaring costs of terrestrial pro-
gram-transmission service were not the
only reason Dr. Stanton advanced in
urging a fast government go-ahead on
authorization of domestic communica-
tions satellite system for broadcast
service. He also invoked national pride.

He noted that Canada expects to have
a domestic communications-satellite sys-
tem in operation by 1972 and that India,
which has virtually no television service,
is proceeding with plans for a system
that will beam educational television
programs to relatively inexpensive re-
ceiving stations in 5,000 villages.

He also said that Japan, Australia,
Brazil and Pakistan are busy with plans
for domestic-satellite systems, while
various organizations in Europe are
studying the possibility of regional
European satellite systems for telephone
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and television services.

“Is it not ironic,” he said, “that the
United States, which pioneered in space
communications, is so slow in bringing
the benefits of satellite technology to
its own people?”

HEW suggests

radiation limits

Jan. 1, 1970, would be
effective date
for color-set standards

The environmental control administra-
tion of the Department of Health,
Education and Welfare last week issued
a proposed maximum acceptable level
for radiation from color TV sets. The
proposal, which would apply to sets
manufactured after Jan. 1, 1970, would
limit X-ray emissions to a maximum of
0.5 millircentgens per hour, within 2
inches of a color set operated on a
130-volt electric line.

The standard was published last week
in the Federal Register. It would be-
come effective upon republication in the
register after at least 30 days have been
allowed for public comment.

Under the proposal, sets produced
after Jan. 1, 1970, should be capable
of meeting the standard at maximum
power-line voltages even if a set owner
were to accidentally maximize the set’s
radiation potential by incorrectly adjust-
ing external controls. Sets manufac-
tured after July 1, 1970, should meet
the standard with both external and in-
ternal controls adjusted to maximum
potential for radiation. After June 1,
1971, sets would have to meet the
standard even in the event of a com-
ponent or circuit failure which would
maximize X-ray emissions. HEW said
compliance with this condition might re-
quire sets capable of shutting them-
selves off or limiting high voltage when

Goldmark gets award

Dr. Peter C. Goldmark, president of
CBS Laboratories, received the Elliott
Cresson Medal of the Franklin In-
stitute during ceremonies in Philadel-
phia last Wednesday (Oct. 15). The
medal is the institute’s oldest award,
which was established in 1848. Dr.
Goldmark was honored for three
specific contributions in the field of
electronics: for the development of the
long-playing record, the first practical
color-television system and the home
video playback system known as Elec-
tronic Video Recording.

a critical circuit fails.

The standard set for Jan. 1, 1970, is
identical to one proposed earlier this
year by the Bureau of Radiological
Health. However, the earlier proposal
would have required a maximum emis-
sion of 0.1 milliroentgens, not 0.5, by
June 1, 1970.

Charge of TV fire hazard
is labeled as ‘premature’

Acting on reports that some color tele-
vision sets have caught fire—even
when turned off—the National Com-
mission on Product Safety has queried
major TV set manufacturers here and
abroad about the possible hazard, and
said last week that if it existed, “we
expect to take one of several actions in
about a month.”

A spokesman for the presidential
commission said that the matter was
being handled “confidentially” for the
present. Reportedly, one unnamed man-
ufacturer’s sets have caught fire more
frequently than others. The investiga-
tion follows probe of “smoking” sets
earlier in the year.

An Electronics Industries Associa-
tion staff member indicated that the in-
vestigation stemmed from “a letter from

Technical briefs:

Training by EVR = The CBS Electronic
Video Recording division has signed an
agreement with Camera Systems Inter-
national (CSI), Los Angeles, for CSI
to produce training course material on
technical and production aspects of TV
in the EVR cartridge format. CSI de-
signs and installs television studios for
industrial, commercial, educational and
CATV users.

Color catalogue » Bardwell & McAlister
Inc., Hollywood, has published an il-
lustrated, color catalogue of its full line
of lighting equipment. Featured is
quartz lighting equipment and acces-
sories available to the television in-

dustry. John Murray, executive vice
president of B&M, located at 6757
Santa Monica Blvd., Hollywood 90038,
is handling requests for copies of the
catalogue.

New manufacturers ® Elmo Franklin,
Jack Jenkins and Andrew Rector, all
former executives with Gates Radio
Co.'s ATC division, have announced
the formation of a new manufacturing
company, International Tapetronics
Corp. The firm will sell (product line
will be announced at a later date) and
service the broadcast industry. Address
is: 2425 South Main Street, Blooming-
ton, Illinois 61701.

an anonymous lawyer,” and charac-
terized it as “premature.” He empha-
sized that set makers follow the safety
recommendations of Underwriter’s Lab-
oratories Inc. and said he knew of no
manufacturing defects which could
cause fires.

Two new UHF stations
order RCA equipment

RCA announced last week that two
new UHF television stations, KVRL-TV
Houston and wJcL-Tv Savannah, Ga.,
have ordered $1.8 million and $1 mil-
lion worth of equipment, respectively.

WicL-tv, which in 1970 will be
Savannah’s first UHF station, ordered
color studio and transmitting equip-
ment. The new gear wil permit the
Ch. 22 station to originate color pro-
graming live, or from film or video
tape.

KvRL-Tv ordered five TK-44A color
cameras which will be used interchange-
ably in the studio and in a 30-foot
mobile unit. Also ordered were two
TR-60 high-band color TV tape re-
corders and a TR-70B high band color
TV tape recording system. Two TK-27
color film systems for originating color
programs from motion picture film and
slides were also ordered by the tele-
vision station.

IBEW turns down
CBS proposal

Members of the International Brother-
hood of Electrical Workers have rejected
a contract offer by CBS (BROADCAST-
ING, Oct. 13), the union reported last
week.

A CBS official confirmed the rejection
but said that negotiations were to re-
sume last Friday (Oct. 17) in New
York and continue through the week-
end.

A union spokesman said CBS’ pro-
posal was below expectations in both
wages and fringe benefits. Top pay
under the current three-year contract
is $250 a week.

Approximately 1,180 CBS employes
belong to IBEW.

New FM transmitter offered

Gates Radio Co., a division of Harris-
Intertype Corp., offers a new, 2,000-
watt FM broadcast transmitter, the FM-
2H. It is designed specifically for the
class A FM broadcaster who is apply-
ing for a new license assignment or
plans to replace his present transmitter.
It features low operating cost, simplicity
of circuitry and component layout, and
has an internally mounted harmonic
filter.
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Programing

Huntley to call
it quits on NBC

News commentator looks to'70
when he can go into
Montana resort project

Chet Huntley is leaving NBC-TV’s
Huntley-Brinkley Report. The question
is when.

NBC News President Reuven Frank
said it wouldn’t be until after the 1970
off-year elections over a year from now
and might be later than that.

Mr. Huntley has long been interested
in developing a resort in Montana, his
native state. His plans are said to antic-
ipate a cost ranging around $15 million.
But the plans are also said to depend
on, among other things, acquiring a
15,000-acre tract and arranging financ-
ing for the project.

NBC sources said his negotiations
are “far from complete,” but that if
they are successful NBC should know
about it some time this winter and
Mr. Huntley would leave the network
a year or more after that.

Calls to Mr. Huntley’s New York
home and office last Thursday night
brought no response, but the news-
caster was quoted in the New York
Times as having said: “It has to come
to an end some time. Certainly there’s
no panic over it. There’s no crunch
now. But I don’t intend to keel over in
this office.”

NBC authorities gave no sign of
disagreement with any of those state-
ments.

Huntley-Brinkley Report has been
the nightly showcase of NBC News
coverage since its inception Oct. 29,
1956. Mr. Huntley was teamed with
David Brinkley for the first time on a
regular basis in NBC News’s coverage
of the 1956 national political conven-
tions and the audience success of that
teamwork made it a seemingly perma-
nent fixture in the NBC-TV network
schedule.

CBS still second
in National Nielsens

Some of CBS-TV’s perennial favorites
crept back into the top-20 list in fast
National Nielsen ratings for the week
of Sept. 29-Oct. 5, widening the net-
work’s lead over ABC-TV to nearly
three points. CBS, however, continued

to traii NBC-TV, the leader in Na-
tional and Multi-Network Area ratings
since its season began Sept. 14.

Average Nielsen ratings for the week
were NBC 20.2, up 10% over last year;
CBS 18.3, down 9%, and ABC 15.5,
also down 9%. In the previous report,
covering Sept. 22-28, NBC had a 20.1
average rating, CBS had 18.3, and ABC
had 16.8.

CBS's Jim Nabors, Mayberry RFD
and Gunsmoke ranked fourth, fifth and
sixth in that Nielsen report, with Family
Affair, Lucy, My Three Sons and Red
Skelton moving up into the top-20.
NBC’s Laugh-In, Bonanza and Bill
Cosby topped the list. Three movies
(“Duel at Diablo” and “The Shakiest
Gun in the West”, on NBC, and “The
Sandpiper”, on CBS) and Julia on NBC
completed the top-10. Ratings of the
top-10 programs ranged from Laugh-
In’s 27.6 to Julia’s 21.8.

The premieres of ABC's The Sur-
vivors and Love, American Style re-
ceived 14.2 and 12.2 ratings respective-
ly. ABC's Room 222 and the Sunday
Movie (that week, “Those Magnificent
Men in Their Flying Machines”) con-
tinued strong in the ratings.

UPA being bought
for $5.7 million

United Productions of America, Bur-
bank, Calif., producer-distributor of Mr.
Magoo and Dick Tracy programs, is be-
ing sold to DEI Industries, Rockville,
Md., company engaged in aerospace
electronics hardware and systems work
and in the manufacture of metal office
furniture and hardware. Announcement
of an agreement in principle for the
sale was made last week. Under the pro-
posed agreement, DEI would acquire
all the outstanding stock of UPA in
exchange for 1 million shares of its own
common stock, estimated to be cur-
rently valued at $5.7 million.

Henry G. Saperstein is the sole
shareholder of United Productions of
America. Formerly known as Television
Personalities Inc., UPA produces TV
programs, motion-picture features and
TV commercials through a subsidiary,
UPA Pictures Inc.,, and distributes
through another subsidiary, Screen En-
tertainment Co. Currently in TV syndi-
cation are 130 Mr. Magoo and 130
Dick Tracy episodes. UPA also pro-
duces the Gerald McBoing Boing car-
toons. For more than 10 years the com-
pany has produced commercials for
General Electric Co., with the charac-

ter of Mr. Magoo as spokesman. UPA
now is producing an hour special for
General Foods, Uncle Sam Magoo, that
is scheduled to be presented on NBC-
TV in February. In addition, UPA has
more than 150 full-length features in
its film library, and is a pioneer com-
pany in the production of educational
films.

DEI manufactures office equipment
through a subsidiary, Challenger Steei
Products Corp., Brooklyn, N.Y. The
deal with UPA is in keeping with DET's
plan to expand and diversify its activ-
ities. It’s estimated that upon consum-
mation of the transaction, the net worth
of DEI and UPA will be more than $8
million.

As part of the deal, Raymond Rosen-
berg, chairman of the board, and
Miller S. Redden, president of DEI,
have agreed to the sale by them to Mr.
Saperstein or others of a “substantial”
portion of their holdings of stock of
DEI at a proposed price of $5 per
share. The number of shares involved
is still to be agreed upon. Messrs. Ros-
enberg and Redden will, upon the clos-
ing of the deal, resign as officers.

Need a
round-the-clock
tape cartridge system?

Get a Criterion record/playback unit.
Speed accuracy of 0.2%. Direct capstan
drive comparable to finest reel-to-reel
machines. No tape skewing. Exclusive
triple tape guide assembly with pres-
sure machined cast aluminum head
mounting. Write Gates Radio Company,
Quincy, fllinois 62301, or telephone
(217) 222-8200 for off-the-shelf delivery.

R GATES

ADIVISION OF HARRIS-INTERTYPE
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The narrowing world of an independent

David Levy typifies what may be vanishing breed
but he survives by working with majors

There may be no room left in television
for independent film program produc-
ers, once vibrant forces in the business.
The time may be approaching when
there may be only four or five major
program-production houses left besides
the three TV networks. In recent weeks,
CBS-TV signed Andy Griffith, Mary
Tyler Moore and Dick Van Dyke to
star in their own weekly television
series. They were signed without a
pilot and they’ll produce, probably,
through their own production compa-
nies. That was the way it was with Bill
Cosby and NBC-TV and the series he
has on the network this season.

Other series, current and projected,
are spinoffs of feature film type produc-
tions produced by major studios. The
initial production requires an invest-
ment of $750,000 or more and physical
facilities beyond the command of indi-
viduals or small companies. Where does
this leave the independent producer?

David Levy, 56, and with some 30
years in the radio-TV business behind
him, is a self-styled “programing man
in exile.” Executives with Mr. Levy's
background—he was vice president in
charge of programs and talent for NBC-
TV from 1959-61—find it difficult to
just fade away to teaching a university
class on the fundamentals of radio-TV
production. Every summer David Levy
does a precise forecast of the upcoming
netwerk TV prime-time season, a fore-
cast that include predicted ratings and
shares of audience for all nighttime
programs. Throughout the season he
charts the ratings and shares of every
evening time slot.

These analyses are done for Mr.
Levy’s personal benefit and amusement,
more because programing is in his blood
than for any other reason. This veteran
programer does one thing that is remi-
niscent of his days on top of the pro-
graming heap. He comes up with pro-
graming ideas and tries to get them
produced and placed on network tele-
vision.

But in recent seasons, David Levy,
freelance, independent, idea man-writ-
er-producer, has found that he has be-
come one of a vanishing breed. It’s his
cenclusion that there is no longer any
formula by which the network program-
ing business operates. It has moved
more and more in the direction of as-
sociations with big stars and big studios,
leaving little, if any, time on the sched-
ule for the independent.

David Levy survives by selling on
the merits of an idea. Then he looks to
join forces with whoever has the re-

sources and know-how to execute his
idea.

“My best chance is to work closely
with those contacts who have better
track records than mine and greater re-
sources,” he says. “We're more for-
midable together.” Then he adds: “Bet-
ter a partner than a rival.”

Since 1963, two years after leaving
NBC-TV, David Levy has been in
Hollywood, associated with Filmways
TV Productions most of this time. The
association produced three offspring,
but they were not thrice blessed. Pos-
sibly, The Addams Family could be
rated a modest success. The remaining
two shows. The Pruitts of Southampton
and The Double Life of Henry Phyfe,
were disasters.

Earlier this year, David Levy wiped

New CBS-FM format:
people replace machine

WceBs-FM New York begins program-
ing a new format today (Oct. 20) by
substituting personalities and what the
station calls “live” programing in place
of its automated “The Young Sound,”
which has been on the station for thz
past few years.

In announcing its plans last week,
CBS acknowledged that the new pro-
graming may also be “phased” into
certain other FM operations at outlets
owned by the network. But officials
said that this would depend more on
the “individual market.” The New York
station will use six personalties in pro-
graming its day (until 1 a.m. but this
is soon to be extended to a full 24
hours daily, with the exception of 1-
5:30 a.m. on Mondays).

Wces-FM’s  play list will contain
music from albums and hit singles. This
programing, according to Herbert W.
McCord, station manager, and Gus
Gossert. program director (and one of
the station’s personalities), would ap-
peal to young adults in the 20-35 age
group.

CBS officials were cautious in pre-
dicting the course of FM programing
in other markets where it owns an FM
outlet.

These officials pointed out that
“Young Sound” continues strong on
wBBM-FM Chicago, and that KMOX-FM
St. Louis, Mo., has been pr&ograming
only a very limited amount of “Young
Sound” tapes from the start. CBS/FM,
moreover, will continue that format in
syndication.

the slate clean and started his own
company, Empire Productions. Now,
knowing that he must walk “arm in
arm” with the majors, Mr. Levy has
made three development deals, one
each with 20th Century-Fox TV, Para-
mount TV and Universal TV.

At 20th Century-Fox, Mr. Levy has
made a deal for a half-hour comedy,
The Bridegroom, written by Max Wylie.
It's being developed for the 1970-71
season. A deal was made with Para-
mount TV for development of a half-
hour series that would have a continu-
ing human-interest premise. It could go
as a daytime or nighttime strip in syn-
dication, or as a weekly show on net-
work TV. The Universal TV deal is for
a television feature-film production that
would star Forrest Tucker. A drama, it
would have a potential for being spun
off as a TV series.

Mr. Levy, working through CBS-TV,
also has plans for a TV comedy series
to star Sid Caesar. Mr. Caesar may fur-
ther star in a TV special Mr. Levy has
in development with Winters/Rosen
Productions.

Independents such as David Levy
have to keep their name in circulation
even though they don’t have anything
current on television—this is vital. Mr.
Levy has taken office as president of
the Hollywood Radio and Television
Society for the 1969-70 season. Now,
once a month at least he commands
stage center in conducting the produc-
tion community’s best-attended fraternal
mcetings.

An independent also must have ad-
ditional sources of income while wait-
ing for production ideas to pay off.
Some time during the summer of next
year David Levy expects to publish his
second major novel. His first one, “Th=
Chameleons,” seemed to be based close-
ly on his experiences at NBC. The new
plot will take place some time in the
future.

“The odds are tough for everyone in
the production business,” David Levy,
who has to swim hard to stay afloat.
says. “It’s just that they’re twice as
tough for the independent.”

Law and order special
is due from Triangle

A preview of a one-hour TV film plus
a panel discussion on the subject of
taw and order highlighted a Triangle
Stations’ presentation last week at Lin-
coln Center in New York.

The new documentary entitled W hat-
ever Happened to Law?, which has
just been completed by Triangle, is to
be released to stations nationally as a
special early next year.

Actor E. G. Marshall, who was the
narrator in the film, also served as mod-
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erator of the panel on stage of the
Library of the Performing Arts.

George Koehler, chief executive of
the station group, said that Triangle,
as representative of the radio-TV indus-
try, had been asked to sponsor Jast
week’s session, one in a monthly series
presented by the Library for the Pa-
trons of Lincoln Center.

Those who took part in the panel
session were Senator Harrison A. Wil-
liams Jr. (D.-N.J.); Representative
Lionel Van Deerlin (D.-Calif.), a
member of the House Communications
subcommittee; Mayor Joseph Esworthy
of Binghamton, N.Y.; Captain Louis
Marcheses of the Connecticut state po-
lice department, and Philadelphia Dis-
trict Attorney Arlen Specter.

Also present at the symposium were
Attorney Louis Nizer and State’s At-
torney Charles Moylan Jr. of Maryland,
both of whom appeared in the TV
special.

The speakers discussed the topics
from a broad view including prison
reform, rehabilitation problems, over-
taxed courts, relationship of police to
the public and to the ghetto—all sub-
jects treated also in the film.

Roller Derby seeks
national TV viewing

Action begins at Garden
in mid-January; owner
lures advertiser interest

The Roller Derby, which since being on
network television from 1949-55 has
been in syndication, is looking to go
national again. After years of trying,
the Roller Derby goes into Madison
Square Garden in New York in mid-
January. For the first time the sport-
that-television-made is establishing a
regular season of 26 weeks, to last from
January to June.

With exposure in New York as the
spearhead, Roller Derby Associates,
which owns rights to the Roller Derby
name, is pitching a “game of the week”
television concept to national adver-
tisers. The aim is to interest an adver-
tiser who would want to take advantage
of Roller Derby’s reported predominate-
ly female audience and sponsor the
best contest of the week on a national
spot network of stations.

“Take it with a grain of salt if you
wish, but I'll tell you that Roller Derby
is destined to be the number one sport
in the country,” says Leo Seltzer,
creator of the Roller Derby and presi-
dent of Roller Derby Associates. Mr.
Seltzer claims that women make up
52% of the Roller Derby’s live and
TV audience. For this reason, he’s not
looking for the conventional beer or

shaving company sponsor. He's negotiat-
ing for advertisers who have women’s
products to sell.

Mr. Seltzer is taking his creation into
Madison Square Garden because he
thinks the big city base—along with the
general recognition that spiraling costs
have “broken the backs of all other
sports”—will attract a national adver-
tiser. “The big guys on Madison Ave-
nue won’t get excited until we turn the
audiences away at the Garden,” he ex-
plains. “We're striving to make a legiti-
mate league. What we’re looking for is
a complete duplication of what’s hap-
pening in other sports.”

According to Mr. Seltzer’s plan there
will be a team representing the New
York area. This team will play an aver-
age of 14 cities in its general locale,
from Philadelphia to Boston and in-
cluding New Haven, Providence, Her-
shey, Johnstown and Scranton. The New
York team would average three to four
games a week. It will play teams from
one of the seven other geographical
areas set up by the Roller Derby.

There will be two teams in the Mid-
west, and one each on the West Coast,
and in the South, Southeast, Texas and
Canada. There will be continual inter-
play among these teams. If a national
sponsor is signed, the plan calls for a
“game of the week” on a national spot
hookup from various parts of the
country. Each local region will have
a regional network setup with tapes of
regular play-by-play action distributed
to stations within a 200-mile radius of
each other. Thus local Roller Derby
fans will not only see their own team
on a regular basis but also will see a
“game of the week.”

The Roller Derby currently is en-
joying a television revival. After being
a hit on network TV for six seasons, it
virtually dropped from sight after 1955.
Then Bay Promotions Inc. of Oakland
was given the right to set up a Roller
Derby league in the San Francisco Bay
area. Gerald E. Seltzer, son of Leo
Seltzer, is president of Bay Promotions.

The sport languished until 12 years ago
when XTvu(Tv) Oakland-San Francisco,
a nonnetwork affiliated station, began
covering the games for its own audience
and making video tapes for distribution.
That’s when Leo Seltzer came back into
the act. Selling every account personal-
ly via telephone, Leo Seltzer has placed
the sport currently on some 110 sta-
tions across the country. A new 39-
week cycle of the games was released
on Oct. 4.

Roller Derby still has no salesmen
personally calling on any stations. Leo
Seltzer still telephones to acquire new
stations. He anticipates adding another
15 to 30 stations to his client list by
January. The Roller Derby telecasts
already are seen on Telesistema, the

Who is the

television
manufacturer
with the first
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integrated
circuit
Sync Generator
with a
near perfect
time base
stability and
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performance?
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Program notes:

Lunch launch s Four color IV pilot
films of a new series of varicty shows
will be filmed at Le Dome of The Four
Seasons restaurant in Ft. Lauderdalc,
Fla. Entitled Luncheon at Le Dome,
the series will be produced by PAT
Productions, Ft. Lauderdale, and filmed
by Media Research and Productions,
Inc. Using name talent in a 30-second
format, the programs will be aimed at
national syndication and network dis-
tribution.

New film » PGL Productions Inc., New
York, producer of TV commercials, an-
nounced last week it is entering the
feature film field. Its first production
is “Forbush and The Penguins.” which
will be made on location in the Ant-
arctic. PGL has four other features in
various stages of development.

Major Adams » MCA-TV is placing
into syndication 138 hours of Major
Adams, which ran on NBC-TV from
1957 to 1962 under the title of Wagon
Train. The series will be sold for a
January start according to Keith
Godfrey, vice president and director
of sales for MCA-TV.

The current current » The Forum of
Public Affairs and Opinion of Wash-
ington has been created to furnish cur-
rent, topical interviews with legislators,
educators, scientists and government of-
ficials. Lorraine Flocks will conduct the
interviews, which will be capsuled in
periods of three minutes each. Fifteen
minute tapes (five programs each) will
be furnished on a weekly basis to pre-
serve the freshness and timeliness of
the interviews.

Radio reprise » We, The People, one of
the most popular weekly series in ra-
dio’s heyday, is being developed as a
half-hour daytime series for NBC-TV
by Paramount Television. Plans call for
the TV version of the series to present
a variety of guests relating their experi-
ences against a background of film
footage. The show is to have a still-to-
be-determined nationally-known per-
sonality as host. David Levy, president

of Empire Productions, is executive
producer of the projected scries in as-
sociation with Paramount TV.

Series for vocalist s Connic Stevens,
best-known as a pop singer, has been
signed by Screen Gems to star in a
pilot for a weekly half-hour comedy
series being produccd for ABC-TV. The
projected series is entitled. The Connie
Stevens Show. It is being prepared for
the 1970-71 scason. Miss Stevens
formerly starred in both the Hawaiian
Eye and Wendy And Me TV series.

New in Miami = Gardner Communica-
tions Inc., Miami, Fla., TV production
company, has been formed. Robert K.
Gardner, former broadcaster {most re-
cently station manager, waJA-Tv Miami);
Max M. Everett, who resigned earlier
this year from H-R Representatives,
New York, where he was vice president
of creative sales, and Robert E. De-
Haven formerly general manager,
KYSM-AM-FM  Mankato, Minn., are
among principals. They are respectively
president, vice president and secretary.
Address is 266 North East 70th Street;
phone (305) 758-4706.

Youth approach » Bill Burrud Produc-
tions, Hollywood, independent produc-
tion house concentrating on travel-ad-
venture and animal shows, is expanding
into the youth market with an hour spe-
cial, Surfing Champions, to be spon-
sored by Pepsi-Cola. The color special,
featuring international surfing cham-
pions, was scheduled to be shown for
the first time on xcop(Tv) Los Angeles
on Oct. 18, and then placed in national
syndication. Besides the special, Burrud
Productions is producing 4nimal World
for Kal Kan Foods Inc. on CBS-TV
and Challenging Sea for NBC Enter-
prises.

Dancerize spreads = Teleworld Inc.,
New York, has acquired distribution
rights to the daily, half-hour Debbie
Drake’s Dancerize Show, and has
placed the series on 20 stations, it was
announced last week. Robert Seidelman,
president of Teleworld, said the show
was sold directly to about 10 stations,
and in remaining markets, Campana

Corp., Batavia, Ill., will be the major
sponsor of the exercise series on a spot
basis.

Working arrangement = Tcleworld Inc.
and Leon Mirell Productions Inc., both
New York, have entered into a joint
venture for the development and pro-
duction of TV and motion picture
properties. Under terms of an agree-
ment, Teleworld will finance Mirell for
the development of theatrical and TV
projects and will have exclusive TV dis-
tribution rights to the properties Mirell
produces.

King Kong for kiddies » ABC Films
has placed into syndication a half-hour
cartoon series, King Kong, which has
ended a three-year run on ABC-TV.
Each of the 26 half-hour episodes con-
sists of two “King Kong” segments and
one ‘Tom of T.HU.M.B.” cartoon.

‘Men and molecules’ s A 15-minute ra-
dio documentary reporting on current
developments in science and technology
titled, Men and Molecules, is available
from the American Chemical Society,
Washington. Produced and written by
Norman Metzger, the weekly taped pro-
gram features international experts dis-
cussing their work and its meaning to
the public. There is no charge to sta-
tions.

Hallmark entry » “A Storm In Sum-
mer,” written by Rod Serling, will be
presented on NBC-TV’s Hallmark Hall
Of Fame, Friday, Feb. 6, 1970 (8:30-
10 p.m. EST). Produced by Alan
Landsburg and directed by Buzz Kulik,
the TV play concerns a Jewish delica-
tessen owner who plays host to an un-
derprivileged Negro boy from Harlem.

Anti-smoking crusade = Twenty anti-
smoking programs titled Why Not Quit?
have been given to American Forces
Radio and Television Service by WFIL-
Tv Philadelphia. The series narrated by
E. G. Marshall and featuring former
Surgeon General Dr. Luther Terry, will
be on 48 military TV outlets around the
world this fall. It is being released this
month to commercial stations in the
U.sS.

Mexican network, every Saturday night.
Tapes also soon will go to South Ameri-
can stations.

Among future plans is one to put
Roller Derby in worldwide syndication.

Another talk series

The His and Her of It, a 90-minute
talk-variety show, is a new series to
be produced by Art Stark/Sy Fischer
Productions, using the facilities of ABC-
owned KABC-TV Los Angeles. Program
format will use celebrity guests to ex-

plore subjects from a male-female point
of view. Hosts for the program are
Geoff Edwards, a Los Angeles radio
personality, and his wife, Suzanne.

Long line forms
for Hughes’s newest

Over 110 stations have signed for
Hughes Sports Network’s first venture
into entertainment programing and
Hughes expects to have 150 stations
before the Jan. 20 telecast.

The one-hour Thirty Days to Sur-
vival, produced by Life magazine and

sponsored by Aluminum Co. of Amer-
ica, is the first of a series of four
specials scheduled to be distributed by
Hughes in 1970. The Alcoa hour will
describe the cxperiences of young vol-
unteers in a survival-training program
in Wyoming’s Wind River range.

Hughes plans further expansion into
non-sports programing eventually, al-
though no plans are definite now. The
name of the new organization will also
be changed to Hughes Television Net-
work in view of the new type of pro-
graming.
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CATV offshoot:
cable stereo

Wyoming professor sells
spots on FM channel
leased from local CATV

There’s a young man in Riverton, Wyo.,
who has undertaken what may be a
wave of the future in CATV. He’s
Richard L. Doering, 30, and he has
been providing an FM stereo program-
ing service to the 2,000 subscribers to
the CATV system in that community
for almost a year.

Calling himself “Radio 95", because
his program is received on 95.0 mc on
an FM receiver, Mr. Doering not only
has been programing a variety of FM
musical programs to the cable cus-
tomers, 15 hours a day (from 8 a.m.
to 11 p.m.), seven days a week, but
more recently he has begun selling time
—at $25 for a full day, consisting of
60 30-second spots.

At the moment, he’s about breaking
even, he said. He is taking in about
$150 a month, which just about covers
his expenses, the largest of which is $29
a month for telephone service, followed
by $20 monthly bills for new blank
tapes and the same for new records.

At present the cable system, Com-
munity TV of Wyoming Inc., is giving
him a channel on its 12-channel system
free. But both Mr. Doering and the
CATV owners, multiple cable firm
Community TV Inc., Denver, are aware
that Mr. Doering’s activities can be con-
sidered a primitive CATV of the fu-
ture, when, as many industry observers
have maintained, cable operators will
lease their channels to program provid-
ers.

Mr. Doering, a native of Cleveland,
makes his living as professor of hu-
manities at Central Wyoming College
in Riverton.

He recounted that he got into the
music origination business because he
missed the good-music FM stereo sta-
tions he listened to in Cleveland and in
New York.

Radio 95’s programs range from clas-
sical to contemporary jazz. They are
all taped from Mr. Doering’s own large
record collection, as well as from pur-
chases he makes from local music stores
and from promotional records he re-
ceives from record companies. Mr.
Doering also said that he subscribes to
RCA’s Red Seal and Columbia’s “Easy
Listening” record services. He also has
“cleared”, he said, with the American
Society of Composers, Authors and
Publishers, Broadcast Music Inc., and
SESAC.

After Mr. Doering records his pro-

grams at home, the tapes are delivered
to the CATV system. There they are
fed into a stereo generator and into an
exciter which translates them into radio
frequencies. The RF is then fed into
the cable. The playback rccorder, stereo
generator and cxciter arc owned and
maintainced by the cable TV firm; other-
wise it has no connection with Radio
95, Mr. Doering emphasized.

About a third ot the CATV sub-
scribers have arranged to have the FM
programs piped into their homes, Dr.
Doering said. This is done in two ways:
For a flat $15, one-time fee the cable
company provides a special connection
from the cable to a subscriber’s FM set.
Or, some subscribers use a twin lead to
jump from their TV set’s antenna ter-
minals to their FM set. This may, in
some instances, lead to a deterioration
in TV reception, Mr. Doering explained.
When that happens the subscriber usu-
ally asks for a special tap from the
CATV system.

Mr. Doering said he doesn’t feel that
he’s competing for audience with any
local FM broadcast station, since the
nearest one is KaAwy(FM) Casper, Wyo.,
100 miles to the east of Riverton.

But the Radio 95 originator admits
he is treading carefully in one respect.
He's been careful up to now, he
stressed, to steer away from advertisers
who use the two local, full-time stations,
Kvow(AM) Riverton and KOVE(AM)
Lander.

What he has tried to do, Mr. Doering
noted, is to persuade local and regional
firms that have not used the local radio
stations to advertise on his closed-cir-
cuit operation. One of the most recent,
he said last week, was the Union Pacific
Railroad.

Hill hearing this week
is on TV in the House

A congressional reorganization bill that
would permit broadcast coverage of
some House sessions and committee
meetings was proposed last week by a
special subcommittee of the House
Rules Committee. Almost immediately,
the Rules Committee scheduled a hear-
ing for this Wednesday (Oct. 22) on
the broadcast portion of the bill.

A draft bill tentatively approved by
the subcommittee but not completed
as of late last week would permit
broadcasts in the House chamber if the
Speaker and minority leader agree. It
would also allow televising of commit-
tee meetings if a majority of the mem-
bers approved. The only Capitol Hill
proceedings presently open to TV cov-
erage are Senate committee hearings.

The proopsed bill, a comprehensive
plan for reorganization of House pro-
cedures, also suggests that the fiscal
year begin on Jan. 1 instead of July 1,

and proposes ways of democratizing
committees, some of which can be con-
trolled absolutely by their chairmen.
The special subcommittee that fathered
the proposed bill is headed by Repre-
scntative B. F. Sisk (D-Calif.).

Dctails on the hearing were unavail-
able as of last Thursday (Oct. 16).

Preschool children's show
gets wide, varied airing

Sesame Street, an educational TV series
for pre-school children, is a hot prop-
erty this fall. NBC-TV, commercial
and noncommercial stations are lining
up to carry the series, which is funded
principally by the U.S. Office of Edu-
cation, Head Start, the Ford Founda-
tion and Carnegie Corp.

Under a grant of approximately $50,-
000 from the Xerox Corp., Stamford,
Conn., the Children’s Television Work-
shop will promote its series in a half-
hour special on NBC-TV.

This Way to Sesame Street will be
televised Saturday, Nov. 8, from 5 to
5:30 p.m. EST, with Xerox receiving
opening and closing credits. No com-
mercials will be inserted in the special,
which will preview various segments of
the series and introduce the four regu-
lar hosts—Matt Robinson, Loretta
Long, Bob McGrath and Will Lee. The
grant covers air time and part of the
production costs of the special.

The series itself begins Nov. 10 on
most of the noncommercial stations in
the country.

Werix(tv) New York announced last
week that it will broadcast Sesame
Street. The series is designed to teach
the nation’s pre-school children. The
noncommercial schedule includes
wNDPT(TV) New York, which will run
the series twice daily.

Weix will pre-empt its commercial
programing to air the one-hour series
(without commercials) each weekday
at 9 a.m. The series will teach such
subjects as the letters of the alphabet,
numbers and vocabulary.

Meanwhile, Quaker Oats Co., Chi-
cago, major TV advertiser with con-
siderable exposure in Saturday morn-
ing children’s shows, has made a grant
of $52,000 to noncommercial WTTW(TV)
Chicago that will enable the station to
air repeats of Sesame Street plus other
cultural shows. The shows will be run
for five hours solid each Saturday start-
ing at 7 a.m.

‘Copperfield’ set

NBC-TV has set Sunday, March 15,
as the date for its telecast of an 8-10
p.m. NYT special, David Copperfield,
under the sponsorhip of Timex watches,
through Warwick & Legler, and the
American Gas Association, through
J. Walter Thompson Co., all New York.
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FocusOnfinance -

Kerkorian adds
more trump cards

Wwill go to MGM meeting
with 38.5% of stock
and ideas of reform

In a busy week of trading, Las Vegas
financier Kirk Kerkorian, through his
wholly owned Tracy Investment Co.,
wound up last week with approximately

38.5% of Metro-Goldwyn-Mayer stock,
placing him in a strong position when
the board of directors meets Tuesday
(Oct. 21) to choose a slate of directors
to present to the sockholders for ap-
proval next January.

Earlier in the week Mr. Kerkorian
purchased 142,000 shares at $34. He
then bought another 108,000 at an un-
disclosed price. Later, he purchased
117,800 shares on the Pacific Coast
Stock Exchange at $35 a share.

He stated that he would not disclose
whether or not he intended to purchase
more MGM stock. The company has

about 5.7 million shares outstanding.
Mr. Kerkorian began his move to take
over the company this summer when
he made a tender offer for one million
shares at $35 a share. He then increased
this offer to 1,740,000 shares. He was
fought, at times bitterly, by MGM’s
management, especially by Board Chair-
man Edgar Bronfman.

Mr. Kerkorian made another tender
offer last month for 620,000 shares at
$42 a share. This time MGM manage-
ment did not put up a fight. Mr.
Kerkorian said of that tender offer that
“it had been quite successful.” (BROAD-

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
symbel change Oct. 16 Oct. 9 Oct. 1 High Low (000) (000)
Broadcasting
ABC ABC N 57 51 513 7634 4534 4,859 266,030
Atlantic States Ind. (o] L8 % 7% 1534 6 1,798 13,485
Capital Cities ccB N 3234 2834 283 37% 26 5,804 173,191
CBS N 47 41% 43% 5914 4154 25,617 1,178,382
Corinthian CRB N 2644 23% 23 374 20 3,384 79,524
Cox COX N 51% 4584 45 59 37 2,893 130,185
Gross Telecasting GGG A 16 1534 158 24% 15 805 12,172
Metromedia MET N 20 18Y% 19 533 17% 5,525 105,638
Pacific & Southern (o] 204 20 17 2634 1334 1,635 28,613
Reeves Telecom RBT A 184% 13Y 14% 35% 123¢ 2,253 30,416
Scripps-Howard (o] 27 2414 24% 313 21 2,58 65,372
Sonderling SDB A 3834 304 30 4 47% 29Y% 985 28,541
Starr Broadcasting (o] 9 8% 8% 914 634 338 3,211
Taft TFB N 348¢ 31% 31% 43y 27% 3,437 112,046
Total 61,922 $ 2,226,806
Broadcasting with other major interests
Avco AV N 29% 244 24y 4934 23% 12,872 332,612
Bartel! Media BMC A 13Y% 14 13y 224 834 2,292 31,515
Boston Herald-Traveler o] 28 27 31 71 29 574 17,794
Chris-Craft CCN N 13 12% 1224 24y 113 3,201 42,413
Combined Comm. (o] 1034 10 104 1134 83 1,800 19,080
Cowles Communications CWL N 1214 104 1034 17% 97%% 3,969 42,667
Fuqua FQA N 4034 37% 364 47 304 5,073 181,360
Gannett GCi N 2834 25% 3734 264 24y 4,738 178,860
General Tire GY N 1854 18 173 3454 17Y% 17,914 325,139
Gray Communications (o] 914 9 8%% 1234 83 475 3,97
Lamb Communications (o] 4 33 4 10 4 2,650 9,938
Lee Enterprises (o] 1834 2034 19% 2154 154 1,957 36,694
Liberty Corp. LC N 23y 22 21 23Y 14 6,743 142,412
LIN [0} 1085 10 1034 23y % 2,174 25,545
Meredith Corp. MDP N a6y 434 433 593 323 2,779 118,108
The Outlet Co. oTuU N 18 17 18 30% 163 1,332 24,136
Plough Inc. PLO N 73% 6734 6634 73% 5734 7,892 536,656
Post Corp. [0} 1834 18 18 40 1434 566 10,754
Rollins ROL N 38% 3634 36 3934 301 7,983 297,367
Rust Craft RUS A 28Y% 28% 6% 38% 284% 1,168 29,784
Storer SBK N 34 29 29% 62 2434 4,220 131,875
Time inc. TL N 4734 4614 4934 100%¢ 3654 7,238 332,948
Wometco WOM N 184 17% 1834 23%% 1624 5,683 107,977
Total 105,293 $ 2,979,605
CATV
Ameco ACO A 1274 8y 834 1424 A 1,200 9,900
American TV & Comm. [o} 15% 1314 13y 153 934 1,775 23,519
Cablecom-General cCG A 914 9 954 124 9 1,605 15,793
Cable Information Systems (o] 214 2% 2Y 5 2% 955 1,910
Columbia Cable [o} 10 93¢ 934 1534 93 900 8,775
Cox Cable Commun|cations (o] 14 13Y% 1334 22 121 3,550 44,375
Cypress Communications (o] 934 934 10 23 10%4 854 8,540
Entron o} 2y 2% 24 10 2% 607 16,693
General Instrument Corp. GRL N 45 355 3354 43y 26 6,028 210,980
H & B American HBA A 1624 1434 15 20% 11% 5,016 75,240
Sterling Communications (o] 7 434 5 1034 53 500 2,500
Teleprompter TP A 6734 59 5914 70% 46 1,007 60,420
Television Communications (o] 13 12 1034 2034 10 2,654 28,531
Vikoa VIK A 23% 24 24% 33% 20 1,795 43,529
Total 28,346 $ 550,705
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Mr, Kerkorian is expected soon to
make his presence felt at MGM, pos-
sibly at this week’s board of directors
meeting. He has repeatedly said that he
could offer MGM “better management
than it now has.” This could mean
that Louis F. Polk, company president,
might be replaced. Mr. Polk himself has
said that the president of any com-
pany is “expendable.”

Teleprompter set
for second merger

Teleprompter Corp. and Volt Informa-
tion Sciences Inc., both New York, have
agreed in principle to merge Volt into
Teleprompter, it was announced jointly
last week. Volt is a technical-services,

educational and data-processing com-
pany.

The agreement calls for an exchange
of one Teleprompter common share
and one preferred share for each 10
shares of Volt, which has six million
shares outstanding. Conversion of all
preferred shares at a rate involving no
cash payments would give the transac-
tion an indicated value of $51.6 million.
The agreement is subject to the approval
of shareholders of both companies.

Irving B. Kahn, Teleprompter presi-
dent, said the proposed consolidation
is “another important step in our corpo-
rate plans for utilizing the full multi-
channel capacity of coaxial cable sys-
tems.” Teleprompter also has a merger
pending with H&B American Corp.,
an owner and operator of cablc TV sys-
tems (BROADCASTING, Aug. 18).

ABC Inc. hits high
thanks to radio-TV

ABC Inc. last week reported record
earnings for the first nine months of
this year, 53% over the same period
in 1968, and, it was noted, this increasc
reflected record earnings for ABC's
broadcasting division.

The earnings high in broadcast, ac-
cording to Leonard H. Goldenson, ABC
president, was for both the nine-month
and third-quarter periods.

Third-quarter operating earnings at
ABC Inc. rose 88% over the same
period a year ago.

For the nine months ended Sept. 30:

1969 1968
Earned per share $3.15 $2.52
Operating income 13,150,000 8,375,000

Net income 15,300,000 11,900,000

Approx. Total Market
Shares Capitali-
Stock Ex- Closing Closing Closing 1969 Out zation
symbol change Oct. 16 Oct. 9 Oct. 1 High Low (000) (000)
Programing
Columbia Pictures CPS N 3354 2% 334 42 25 5,863 199,342
Commonwealth United* cuc A — - — 28y 7% 12,428 132,000
Disney DIS N 10345 94 91 106 [1:371 4,381 425,483
Filmways FWY A 2413 23% 23% 38% 19y 1,244 30,478
Four Star International (o] 5 43 5 10 3y 666 3,663
Gulf and Western GW N 25% 2034 20 5014 19 16,426 354,802
Kinney National KNS N 3034 27 26% 394 19 5,940 161,865
MCA MCA N 22%4 21% 21y 4414 2034 8,297 180,460
MGM MGM N 3514 32 - 4434 25 5,801 224,789
Transamerica TA N 2834 2414 23% 3834 23 61,869 1,490,657
Trans-Lux TLX A 2534 2234 18 5834 1734 979 19,188
20th Century-Fox TF N 214 2034 20 414 164 8,155 169,950
Walter Reade Organization o] 8)f 814 8% 1524 8 2,342 21,359
Wrather Corp. o] 8 8 8% 23 7% 2,161 17,828
Total 141,091 $ 3,533,992
Service
John Blair BJ N 2554 2214 2314 28y 17% 2,667 64,328
Comsat cQ N 4914 47% 4484 555 414 10,000 482,500
Creative Management (o] 113 114 124 2034 814 1,020 12,495
Doyle Dane Bernbach o) 23 194 19% 33 2034 2,104 43,658
Foote, Cone & Belding FCcB N 13 13 14 153 11 2,147 29,521
Grey Advertising o] 1434 13% 13% 183 13 1,163 16,573
Movielab MOV A 6% 614 614 1415 6 1,407 9,145
MPO Videotronics MPO A 9y 8 815 22%¢ 7% 548 4,795
Nielsen o] 314 30 29 4 37% 28y 5,240 154,580
Oglivy & Mather (o} 2444 223 22% 35 16} 1,090 24,798
PKL Co. PKL A 125% 123¢ 10%¢ 30% 1034 723 9,038
J. Walter Thompson o] 3034 32 32 41 24% 2,778 90,980
Wells, Rich, Greene (o} 914 914 914 183% 8% 1,601 14,153
Total 32,488 § 956,564
Manufacturing
Admiral ADL N 2044 1934 1624 21% 1414 5,124 81,984
Ampex APX N 4654 4434 431 48 324 10,815 489,379
General Electric GE N 863§ 8414 8414 9834 81 91,025 7,782,638
Magnavox MAG N 41 42 4034 5634 L1371 16,561 716,263
M MMM N 1134 114% 10814 11534 94 54,521 6,133,613
Motorola MOT N 15614 141 13914 15634 10234 6,148 862,257
RCA RCA N 4414 42 [¥8%4 4834 3534 62,713 2,571,233
Reeves Industries RSC A 5% 5 5% 1034 4% 3,443 18,041
Visua! Electronics vis A 1234 914 914 37 9y 1,357 13,570
Westinghouse WX N 60 5514 56 Ny 533 38,750 2,208,750
Zenith Radio ZE N 433 4234 431 58 35%% 18,965 806,013
Total 309,422 $21,683,741
Grand total 678,622 $31,931,413
Standard & Poor Industrial Average 105.99 102.46

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

Shares outstanding and capltalization as of September

* Trading temporarily suspended.

Over-the-Counter kid prices supplied by Merrill Lynch,
Pierce, Fenner & Smith Inc., Washington.
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CBS Inc. expects
to have its best year

CBS Inc. appears headed for iws lirst
billion-dollar year in sales in 1969, it
was reported last week by William §.
Paley chairman, and Frank Stanton
president.

This optimistic projection was madsz
as CBS announced that net sales for
the first nine months of this year totaled
an estimated $815.7 million. Mr. Paley
and Dr. Stanton said that both esti-
mated net income and estimated net
sales for both the third quarter and the
first nine months of this year rose sub-
stantially over the comparative periods
of 1968.

“Indications are that the fourth quar-
ter will exceed last year’s record quar-
ter in earnings and sales, with sales for
the year 1969 exceeding one billion
dollars for the first time,” they com-
mented.

CBS Inc.’s operations, in addition to
broadcasting, include records, musical
instruments, publishing, motion picture
production, electronics, CATV and
baseball (New York Yankees).

For the nine months ended Oct. 4:

1969 1968
Earned per share $1.81 $1.35
Net sales 815,700,000 688,700,000
Net income 48,600,000 36.300,000
Notes: 1968 net income and_earned per

share figures are after extra-ordinary credits
of $738,613 due to federal income tax reduc-
tion of $140,000, and gain of $598.613 from
sale of CATV system.

Rising costs blamed
for Metromedia slump

Revenues at Metromedia Inc. for the
third quarter and first nine months of
1969 rose slightly over 1968, but net
income dropped sharply.

In announcing the results last week,
Board Chairman-President John W.
Kluge called Metromedia’s earning
performance “distinctly disappointing.”
He attributed the decline to “sharply
increased costs associated with televi-
sion programing, the operational dif-

ficulties of our direct mail activities and
necessary start-up expenses of our newer
operations.” He expressed hope there
would be a rise in earnings in 1970.

Income in the third quarter of 1969
fell to $44,673 or one cent per sharc
on revenues of $41.8 million, compared
with $1,677,364 or 32 cents per sharc
on revenues of $41.05 million for the
same period last year.

For the nine months ended Sept. 30:

1969 1968
Earned per share $0.33 $1.23
Gross revenues 131,542.967 130.709.578
Net income 1.800. 6.344,072
Denver cable group
files for stock offer
Tele-Communications Inc., Denver-

based group operator of CATV systems,
has filed a registration statement with
the Securities and Exchange Commis-
sion seeking a public offering of 400,-
000 common shares.

The shares are to be offered at $20
per share maximum through Dean
Wittier & Co., Chicago.

Tele-Communications’ two wholly
owned subsidiaries are Community
Television Inc. and Western Microwave
Inc. Community Television owns or has
interest in 51 cable systems serving 13
Western states with over 70,000 sub-
scribers. Western Microwave, a com-
mon-carrier microwave relay system,
serves 21 commercial and educational
TV stations and 96 CATV systems in
16 Western states.

Of the net proceeds of the stock sale,
$3,350,000 will be used to pay off bank
loans incurred to acquire Americin
Television Relay Inc., a division of
Western Microwave; $950,000 for the
proposed purchase of Microwave Com-
munications Corp., a Los Angeles based
microwave relay system, and $900,000
to replenish working capital previously
used to acquire a CATV system. Addi-
tional funds will be used to expand
the facilities of existing CATV and
microwave systems.

NEW ISSUE

All of these shares having been sold, this announcement appears as a matter ot record only.,

60,000 Shares

Media Corporation of America

(A New York Corporation)
Common Stock

(Par value $.01 per share)
Price $5.00 per Share

FUND SECURITIES, INC.

355 Victory Bivd.
Staten Island. N.Y. 10301

October 16, 1969

Tele-Communications has 2,234,928
shares outstanding, of which Bob Mag-
ness, president, owns 17.4%.

Company reports:

Gross Telecasting Inc., owner of waiMm-
AM-FM Lansing, Mich., and applicant to
purchase WKBT(Tv) La Crosse, Wis.,
for $4.9 million, reported a 9% in-
crease in gross revenues and a 13% in-
crease in net income for the first nine
months of 1969.

The company also declared regular
quarterly dividends of 225 cents per
share on common stock and 4%
cents per share on class B common
stock, both payable Nov. 3 to stock-
holders of record Oct. 20.

For the nine months ended Sept. 30:
1969 1968
Earncd per share $0.73
Gross revenues 2,408,448
Net income 666.803 589.924
Note: 1968 net income and earnings per
share are based on April 1969 stock split.
Technicolor Inc., Hollywood, major
film and video tape processor, re-
ported an increase in revenues but no
significant change in net income for the

39 weeks ended Sept. 27:

1969 1968
Earned per share $0.81 $0.86
Revenues 81.416.434 73.131.903
Net income 3.029.994 3.029.295
Shares outstanding 3,743.129 3.528.120

Notes: 1968 results restated to reflect elimi-
nation of Marshall Burns, Creative Merchan-
dising Inc., Associated Employers Group.
Classics Illustrated and Twin Circle, all of
which are non-continuing businesses.
Outlet Co., Providence, R.I., depart-
ment store, group broadcaster and
group CATV operator, reported an
11.7% increase in sales and a 9.6%
gain in net income for the six months
ended Aug. 2:

1969 1968
Earned per share $0.43 $0.43
Sales 29.154.945 26,109,310
Pretax income 1.204.314 980,843
Nel income 631,396 575,996
Average shares
outstanding 1.336.247 1,199,600
Motorola Inc., Chicago, reports im-

proved sales and earnings for both the
year’s first nine months and the third
quarter ending Sept. 27, nine-month

figures:

1969 1968
Earnings per share $3.92 $3.19
Sales 638.231.117 556.460,478
Earnlngs after taxes 24.094.523 19,423,898
F&B/CECO Industries, New York,

motion picture and commercial produc-
tion company, last week reported a
27% increase in revenues and a 31%
gain in pretax profit for the year ended
May 31:

1969 1968
Earned per share $0.51 $0.50
Gross revenues 7.910.199 6,217,298
Pretax income 536 899 406.912
Net income 414,899 406.912*
Shares outstanding 836,779 800,731

*After tax reductlon from carry-over of
operating loss DPlus investment credits.

Financial notes:

= Northern Corp., New Castle, Del.
(formerly Broadcast Industries Inc.),
has declared a dividend of 30 cents
per share, payable Oct. 24 to stock-
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holders of record Oct. 21. Northern is
a diversified company primarily engaged
in land development and owns 52.3%
of Cable Information Systems Inc., a
New York-based multiple CATV op-
crator.

= Eastern Broadcasting Corp., Wash-
ington, has purchased Springficid, Iil.-
based Cardinal Outdoor Advertising Co.
from company president William J.
Dooner and others for $800,000. Roger
A. Neuhoff is president of Eastern,
which is licensee of wcvs(am) Spring-
field, IIl., and wHar(aM) Hopewell,
Va., and applicant to buy WHUT(AM)
Anderson, Ind.,, for $650,000, and
wBOwW-AM-FM Terre Haute, Ind., for
$650,000. Broker handling the Cardinal
transaction is Blackburn & Co.

= Harvey Group Inc. (formerly Harvey
Radio Co.), New York, primarily en-
gaged in the sale of electronic equip-

ment, has purchascd Kluge, Finkelstein
& Co., Washington food brokerage firm,
for about $3.5 million in cash and
stock. Daniel Jacobson is Harvey
Group president. David Finkelstein,
managing partner of the food brokerage
firm, will become a vicc president of
the Harvey Group, and the other
partner, John W. Kluge, who is presi-
dent and board chairman of Mectro-
media Inc., is slated for election to the
Harvey Group’s board of directors.

s Multimedia Inc., Greenville, S.C.-
based group broadcaster and owner of
newspapers, has requested that the
Securities and Exchange Commission
withdraw its proposed public offering
due to unfavorable market conditions.
The plan had called for the sale of
300,000 shares by the company and
35,100 shares by stockholders (BroaD-
CASTING, June 2). Wilson C. Wearn,

Fatesafortunes .

president of the broadcasting division,
said a review of the conditions will be
made next year, at which time the of-
fering may be rescheduled.

= Transamerica Corp., San Francisco,
parent company of United Artists Corp.,
last week formed a subsidiary to cnter
the hotcl business. First project of the
new operation, Trans Intcrnational
Hotel Co., will be a $25-million, 750-
room resort hotcl in Puerto Rico.

= Managemcnt Television Systems Inc.,
New York-based closed circuit com-
pany, has announced an agreement
with Teaching Associates Inc., New
York for capital financing of a new
production company, TAI Productions
Inc. TAI would invest $100,000 in
MTS in exchange for stock. TAI will
specialize in closed circuit TV events
aimed at the youth market including
folk festivals and sports.

Broadcast advertising

Peter M. McCoy,
with  wcCBs(AM)
New York, ap-
pointed national
sales manager. He
succeeds John
Baker, recently
named general
manager, CBS/
FM Sales.

Harold Spencer, ;
director, wTaR-Tv  Mr. McCoy
Norfolk, Va., joins Matthias & Red-
mond Advertising Agency there as gen-
eral production director.

Charles M. Lieber, Midwest sales man-
ager, Storer Television Sales, Chicago,
Storer Broadcasting Co. subsidiary, ap-
pointed general sales manager of Storer’s
wJIW-Tv Cleveland. He is succeeded as
Midwest sales manager by Andrew K.
Leach, wJw-Tv’s national sales man-
ager. Joseph C. Dimino, member of sales
staff, Storer Television Sales, New
York, appointed national sales manager
of Storer’s wsBK-TvV Boston.

William H. Barnett, executive producer
in both New York and Hollywood,
Haboush Co., commercial film pro-
ducers, joins EUE/Screen Gems, West
Coast, in newly created position of cx-
ecutive producer and director of crea-
tive services.

Bruce D. McRitchie, brand supervisor,
Leo Burnett Co., Chicago, joins Hender-
son Advertising Agency, Greenville,
S.C., as account supervisor.

Patrick J. Morris, formerly acting man-
ager of economics and business analysis

department of Humble Oil & Refining
Co., Memphis, joins Gardner Advertis-
ing, St. Louis, as senior account ex-
ecutive.

Jack Allers, with wpTF-AM-FM Raleigh,
N.C., appointed general sales manager.
He succeeds R. W. Youngsteadt, who
retires. Don Fowler, promotion and
advertising manager, appointed regional
sales manager.

Peggy Eichelsdorfer, copywriter, Need-
ham, Harper & Steers, New York, ap-
pointed copy group head.

John H. Sowers, with wwi(aM) De-
troit, joins T. S. Jenkins & Associates,
advertising and PR firm in Flint, Mich,,
as creative director of broadcast di-
vision.

Alice M. Brooks, advertising and sales
promotion director, Vanity Fair Mills
Inc., Wyomissing, Pa., joins Arndt,
Preston, Chapin, Lamb & Keen’s New
York branch as advertising account
group supervisor.

John Adamany, with wtvo(1v) Rock-
ford, Ill., appointed local sales manager.

William A. Zimlich, formerly with
KCRA-AM-FM-TV  Sacramento, Calif.,
joins Great Western Advertising Agen-
cy, Reno, in newly created position of
director of broadcast.

F. Richard Olsen, VP and media di-
rector, Ted Bates & Co., New York,
joins newly formed Vitt Media Inter-
national there as VP and corporate of-
ficer.

Arthur Kluger, with Sylvania Electric
Products Inc., New York, appointed
corporate director of advertising. He
succeeds Thomas H. Castle, who re-

signs.

Richard Romanelli, VP and account su-
pervisor, Foote, Cone & Belding, New
York, joins Clyne Maxon there in same
capacity.

Michael R. Widener, media director,

Need a
round-the-clock
tape cartridge system?

Get a Criterion record/playback unit.
Speed accuracy of 0.2%. Direct capstan
drive comparable to finest reel-to-reel
machines. No tape skewing. Exclusive
triple tape guide assembly with pres-
sure machined cast aluminum head
mounting. Write Gates Radio Company,
Quincy, Hlinois 62301, or telephone
(217) 222-8200 for off-the-shelf delivery.

s GATES
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Clinton E. Frank Inc., Chicago, joins
The Lampert Agency, New York office,
in same capacity.

Walter Marshall, account manager,
Rapp & Collins Advertising, New York,
named VP.

Arthur M. See, with wMca(aM) New
York, joins wiNsS(aAM) there in newly
created position of department-store ad-
vertising manager.

Judith Sheppard and Martin Beilinson,
associate research directors, and Ste-
phen Witt, account supervisor, The
Marschalk Co., New York, named VP’s.

Richard Baxter, executive art director
for BBDO, New York, elected VP.

Richard C. Teneau, with Winius-Bran-
don Co., St. Louis, appointed associate
radio and TV producer.

Donald R. Hamlin, with RKO Radio
Representatives, New York, joins wJBK-
AM-FM Detroit as general sales manager.

Samuel C. Kendrick Jr., manager of
advertising services, Computer Image
Corp., Denver, involved in computer
animation for video tape and motion
pictures, named national sales manager.
Francis W, Hunt, head of Fran Hunt
Creative Services Inc., St. Louis, joins
Computer Image Inc. as marketing di-
rector for St. Louis area.

William J. Curran, associate creative di-
rector, Duncan - Brooks Advertising,
Garden City, N.Y., appointed creative
director.

Irving Kagan, with wMca(aM) New
York, appointed sales manager, replac-
ing Howard Klarman, VP for sales. Mr.
Klarman, who is recuperating from
illness, is expected to return to sta-
tion before end of year but in new
capacity. Mr. Kagan had been acting
sales manager during Mr. Klarman’s
absence.

Lawrence E. Schneider, office manager,
Kenyon & Eckhardt, Detroit office, ap-
pointed manager of the production de-
partment in addition to his other duties.
He succeeds William Riess, who retires.

New NAB appointee
to focus on challenges

A Negro public
relations man has
been retained as
consultant on
community rela-
tions by National
Association of
Broadcasters as
part of its pro-
gram to  assist
a broadcasters in
Mr. Weaver fighting off chal-
lenges to license renewals.

Frederick S. Weaver, New NAB ap-
pointee to focus on challenges consultant,
is president of Public Relations Enter-
prises Inc. of New York and has been
involved in public relations and urban
affairs for morc than 20 years. He is a
great-grandson of Frederick Douglass,
Washington’s noted Negro leader and
abolitionist.

Black groups have been involved in
recent challenges to broadcast renew-
als, particularly wmMaL-Tv Washington

which was charged with being racist
and failing to meet needs of Ne-
groes in its service area ( BROADCASTING,
Sept. 8). NAB believes that hiring of
Negro consultant will enable its mem-
bers to plan better to meet needs of
their black audiences.

Mr. Weaver said last week he hoped
to assist NAB members in creating a
climate that would avoid future license
contests. He said he expected to provide
his services in the entire community-
relations field, not only in race rela-
tions. His contract with NAB is for 18
months at a reported $20,000 a year.

Public Relations Enterprises Inc. re-
cently signed eight-year contract with
CBS Inc. as general consultant to par-
ent corporation and its subsidiaries. Na-
tional Urban League also is one of the
firm’s clients.

Mr. Weaver earned his bachelor of
arts degree at Howard University in
1935 and his law degree there in 1937.

From 1937 to 1947 Mr. Weaver held
municipal posts in Washington. He sub-
sequently went to New York and orga-
nized his own public relations firm in
1966.

Shepard Kurnit, president, DKG Inc.,
New York advertising agency, moves
to chairman and chief executive officer.
He is succeeded as president by Law-
rence Spector, executive VP. Peter
Hirsch and Neil Calet, both creative
directors, named executive VP’s. All
four are partners in firm. DKG is new
name for Delehanty, Kurnit & Geller
Inc., “changed for simplicity and easy
identification.”

Charles F. Buccieri and Robert T.
Stewart, both group supervisors, media
department, Young & Rubicam, New
York, named VP’s. David Z. Berman,
creative supervisor, sales presentation
group, Y&R, New York, named VP and
appointed director of sales presentations
in agency’s promotion and marketing-

THE FM SERVICE
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CALIFORMLA 20067 /(213) 277-33B5/CABLE: AIRIMC
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services department there.

Robert L. Pasquinelli, account super-
visor, Zimmer, Keller & Calvert, De-
troit-based agency, named VP,

Ginny Jefferies, in TV production de-
partment, Benton & Bowles, New York,
joins MPO Videotronics Inc. there as
producer.

Jerrold E. Whaley, formerly with H-R
Representatives, Chicago, joins wMaQ-
(aM) there as administrator, sales de-
velopment and research.

Media

George C. Evanoff, staff VP for corpo-
rate planning, RCA, New York, elected
VP for corporate planning.

Robert F. Klein, general sales manager
of XNEw(aM) Oakland, Calif., named
VP and general manager.

Ronald Werth, director of audience re-
search, ABC News, New York, joins
NBC Owned Television Stations Divi-
sion, there as manager, research.

Joseph Niedzwiecki, TV sales repre-
sentative, Edward Petry & Co., New
York, joins ABC-TV network station-
relations department there as regional
manager for Delaware, Kentucky,
Maine, Massachusetts, New Hampshire,
New Jersey, Rhode Island, Tennessee
and Vermont.

Kenneth F. Gorman, manager of finan-
cial control and analysis, CBS Radio,
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New York, appointed ussistunt con-
troller, financial control and analysis
there.

Kenneth A. Soderberg, VP-sales, Kaus-
FM Austin, Minn.. joins KWEB(AM) and
KNCV-FM. both Rochester. Minn,, as
general manager.

Edwin J. Stevens, VP and general mun-
ager of Krac-aM-Fa1 Los Angeles.
founds and becomes president of Com-
punet Inc., Pasadena, Calif., nation-
wide computer-services firm specializing
in broadcasting and advertising fields.

Programlng

Chuck James, news director, KCrS(AM)
San Francisco, appointed program serv-
ices manager, CBS Radio, New York.
Don Reed, with wiop-AM-FM Miami,
appointed to newly created position of
promotion and production manager, re-
porting to program manager.

Billy Powell, production coordinator.
weBc-AM-FM Greenville, S.C., ulso ap-
pointed program director.

Louis J. Rainone, producer-director.
wLwT(Tv) Cincinnati, appointed pro-
duction manager.

Tom Woods, program director and op-
erations manager WNaK(am) Nanti-
coke Pa., joins wtor(am) Washington
as operations manager.

Scott Manning, director for Americun
Forces Network in Vietnam, joins Pro-
graming db, Hollywood, as programing
assistant.

Pat O'Sullivan, head of distribution for
Hallmark Productions and Ad Film
Inc.. New York. appointed exccutive
producer and national sales representa-
tive for Lori Productions Inc., Los An-
geles.

Patrick Stambaugh, production coordi-
nator for Paramount Television, Holly-

wood, appointed general manager of
John Pearson International, Beverly
Hills, Calif.

Paul Edwards, formerly director for
late Robert Kenncedy's TV film unit,
joins production division of Imero
Fiorentino Associates Inc., lighting de-
signers and consultants. as writer and
director of division’s motion picture and
TV films.

Henry A. Gillespie. Midwestern divi-
sion manager. CBS Enterprises, Chi-
cago, appointed to newly created posi-
tion of director, domestic sales in New
York.

Mort Zimmerman, director of sales de-
velopment and client relations, RKO
Television Representatives. New York,
joins National General Television Pro-
ductions there in newly created position
of director of sales development.

cxecutive VP of
in-

Bruce I.. Birchard,
Computer Image Corp., Denver,

volved in computer animation for video
tape and motion pictures, elected presi-
dent and chief executive oflicer.

Don Kopaloff, director of West Coust
operations and executive in charge of
production. Avco Embassy Pictures.
New York. elected VP.

John Norton, syndication sales execu-
tive Triangle Stations, Philadelphia.
also named to new post of director of
station relations and sales services, Tri-
angle Program Sales, there.

Rob Russell and Richard Bell, both
with KTAR-Tv Phoenix-Mesa. appointed
manager and film production manager
respectively of Combined Cinegraphics,
division of KTAR-Tv specializing in pro-
duction of TV film and video-taped
commercials, documentary and indus-
trial films.

Paul Ward, announcer for KGo-Tv San
Francisco, named director of creative
production at XFi(aAM) Los Angeles.

Geraldine Lange, administrative assist-
ant to supervisor of San Francisco
board of supervisors, joins KBHK-TV San
Francisco as public affairs directors.

News )

Ronald Steinman, formerly news dlrt.C-
tor in Far East for NBC News. ap-
pointed director of news operations,
London.

John Webster, formerly with wcCFi-

(aM) Chicago, joins WCAR{(aM) De-
troit as news director.
John Michaels, newscaster, KDKA(AM)

Pittsburgh, Barrett Rainey, with Ksor-
(am) Boise, Idaho, und Nick Reyes,
formerly with stafl of Civil Rights
Commission, Washington, all join wTop-
(aM) Washington as newscasters. Earl
Mazo, White Housc correspondent for
Reader's Digest, Washington, joins
wToP-Tv there as political commenta-
tor.

David [.. Dugas, UPI correspondent in

Hollywood editor of UPI's overseas
services.

Ned Skaff, news and operations director
for Kpav(AM) Santa Monica, Calif..
joins news staff of Kri(aM) Los An-
geles as reporter.

Steve Schatz, reporter-newscaster, WMAL-
v Washington. joins wnz-Tv Boston as
newscaster.

Jimmy Crum, wiwc(Ttv) Columbus,
elected president of Ohio Sportscasters
Association. Others elected: Ed John-
son, WRFD(AM) Columbus-Worthington,
VP: and Bob Miller, WMRN-AM-FM
Marion, secretary-treasurer.

Peter Gamble, news director, WAVA-
{AM) Arlington, Va.. joins WwDC(AM)
Washington as reporter.

Barry Hawkins, formerly with waat.-
TV Baltimore, joins wMAL-FM Washing-
ton as newscaster.

William Taylor, reporter, wcro-tv Cin-
cinnati, joins wRox-aM-EM Rockford,
Hl., as news editor.

Alan  Crane, wasM(aM) Chicago,
elected president of Illinois News Broad-
casters Association, succeeding Robert
Manewith, woN(am) Chicago.

Promotion )
Robert Sutton, formerly with wLs-Tv
Chicago, joins wxvz-Tv Detroit as pro-
motion director. Both are ABC-owned
stations.

John N. Catlett, program director,
kow{aM) Portland, Ore., joins Time-
Life Broadcast Inc., New York, as gen-
eral executive initially in advertising
and promotion.

David B. Green, assistant advertising
und sales promotion manager, KYW-Tv
Philadelphia, appointed advertising and
sales promotion manager, WIND(AM)
Chicago. Both are Westinghouse Broad-
casting Co. stations.
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Books For Broadcasters

Broadcast iy
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
text on the principles | :
and techniques of mod-
emn 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) Produclng and
directing . . . 4) Writing . . . 5) Performing.
192 pages, ‘20 lllustratlons sample scripts,
notes, index $6.95

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 .
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
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94 (FATES & FORTUNES)

affiliate  station

. ccutive.

marketing firm, joins wrop-tv Wash-

ington as promotion manager.

Gerald Flesher, formerly manager of
advertising, ABC-TV,
New York, joins broadcast and CATV
division, Reeves Telecom Corp. there,
as director of advertising and promo-
tion.

Marjoric G. Stanley, assistant promo-
tion manager, WFBC-Tv Greenville,
S.C.. appointed promotion manager. She
is succecded by Sandra L. Coldsnow,
formerly with Jordan Marsh Co., Bos-
ton.

William J. Rowell, sales promotion ex-
Benton & Bowles, New York,
joins Robert E. Eastman & Co. there as
promotion director.

Roy F. Valitchka I, promotion man-
ager of Post Corp.'s wLuk-tv Green
Bay, Wis.. appointed to newly created
position of corporate promotion coordi-
nator. He will coordinate all promotion
and PR activities for Post Corp. and
its subsidiaries.

i John J. Joyce, with W and B Public

Relations, Chicago, appointed account

P omanager.

Marianne Myers, formerly with office
of postmaster general, Washington,
joins wFLD-Tv Chicago as press-infor-
mation manager,

Equipment & Engineering
Robert A. Farrington, responsible for
production stendards and control, with
tower division of Stainless Inc., North
Wales, Pa.. named VP of manufactur-
ing for tower division.

Milton Nussbaum, senior VP, Ameri-
can Electronic Laboratories Inc., Col-
mar, Pu., appointed manager of CATV
activities, Marketing of CATV will still
be responsibility of 1. A. Faye, di-
rector of commerciul marketing there.
Bill Clampitt, with Rohn Manufactur-
ing Co., Peoria. [ll.. appointed sales
manager for industrial and communica-
tions products for company's southern
area.

Bruce D. Gauger named administra-
tive supervisor. rudio-TV transmitters,
WGN-AM-Tv Chicago.

Durrell Kinghorn, sales engineer. Tele-

. mation, Salt Lake City, joins Uni-

versity of Montana, Missoula, radio-TV
studios, as chief engineer.

William M. Keiser Jr., formerly with
wMsB(TV)  Onondaga, Mich., joins
Visual Electronics Corp. as sales engi-
neer. Territory includes Michigan. In-
diana and western Kentucky.

D. R. Carpenter, with Essex Interna-
tional Inc., Decatur, Iil.,, named VP-
general manager of newly formed Essex
communications and CATV division
there.

Sam A. Ruttenberg, formerly project
manager, Logicon Inc., San Pedro,
Calif., joins Information Network Inc..
San Francisco, which provides news and
information programing on computer
on-line basis to CATV systems in U.S,,
as VP of engineering.

Marshall Williamson, chief engineer,
Post Corp.’s WLUK-TV Green Bay, Wis.,
also appointed assistant director of engi-
neering for corporation.

Alll_ed _flelds

Herbert M. Koster, one- tlme newscaster
on KDKA-TvV and wiic-Tv. both Pitts-
burgh, and founder and former man-
ager of Westinghouse Broadcasting
Co.’s lirst radio and TV news bureau in
Harrisburg, Pa., sppointed deputy di-
rector of public alTairs, office of public
#ffairs, U.S. Department of Commerce,
Washington. Prior to his appointment
he was deputy commissioncr of New
York Statc department of commerce.

Peter Fischer, TV program promotion-
publicity department manager. Young
& Rubicam, New York, appointed ex-
ecutive director of Better Business Bu-
reau of Harlem therc.

Internatlonal

Ross Roy, account supervnsor. D0\le
Dane Bernbach (Canada) Ltd.. Mon-
treal, appointed manger of newly
opened Toronto office of Ross Roy of
Canada. Office is located at 1491
Younge Street, Toronlo. a

Leslic Diamond, deputy general man-
ager, Granada Television, Manchester,
England, appointed general manager.
He succeeds Fred Boud, appointed to
similar position with Granada Films.

P. Arthur Greaves, general manager of
Philippines office for Rank Overseas
Organisations, appointed general man-
ager of Buena Vista Japan Lid., Tokyo.
foreign distribution operation of Walt
Disney Productions, Burbank, Calif.

Warren Davis, with Canadian Broad-
casting Corp., Toronto, appointed news-
caster of national news.

Deaths

E. Harold Greist,
74, co - founder
and former board
chairman of Hicks
& Greist Inc..
New York, died
Oct. 19 in Rock-
port, Ind. He
heiped found
agency in 1941
and retired in
1959, Mr. Greist

Mr. Greist
is survived by his wife, one daughter
and four sons.

BROADCASTING Oct. 20 1969



As compiled by BROADCASTING, Oct. 7
through Oct. 14 and based on filings,
authorizations and other FCC actions.

Ann.—announced. ant.—an-
tenna, aur.—aural, CATV—comimunity an-
tenna television CH—critical hours. CP—
construction permit. D--day. DA—direction-
al antenna, ERP—effective radiated power.
ke—kilocycles, kw—kilowatlls. LS—local sun-
set. me—megacyles. mod.—moditication. N
—night. PSA—presunrise scrvice authority.
SCA—subsidiary communications authoriza-
tion. SH—specilied hours. SSA—aspecial serv-
ice authorization, STR—special temporary
authorization. trans.—transmitter., UHF—ul-
tra _high frequency, U—unlimited hours.
VHF—very high frequency. vis.-- visual, w-—
walls. *—educational.

Abbreviations:

New TV stations
Application

e Pittsburgh — Evans Broadcasting Corp.
Secks UHF ¢h, 22: ERP. 1125 kw vis.
222 kw aur. Ant, height above average ter-
rain 989.4 fi., above pround 925 (L. P.O.
address: ¢/o Edward P. Evans, 300 Park
Avenue, N.Y, 10022, Estimated construetion
cost  $1.559.997: lirst-year operaling cost
$1.116,000: revenues $3.044.000. Geograbhic
coordinates 40° 28 40~ north lat.. 79° 527
40 west long. Type trans. RCA TTU-60.\.
type ant, RCA TFU-25G. Legal counsel Reed
Miller. Arnold & Porter, consulting engi-
neers Kear and Kennedy, both Washington.
Principals: Thomas M. Evans, sole owner.
Mr. Evans own KDNL-TV St. Louis. KMEC-
TV Dallas and has interests in three manu-
facturing firms, investment  Jirm, under-
writing and brokerage firm and rubber re-

claiming company. Ann, Oct. 10.
Start authorized
» WIMN-TV Escanaba, Mich,—Authorized

proRram operation on ¢h, 3. ERP 100 kw
vis,. ant. height above average lerrain 1,190
ft. Action Oct, 3.

Initial decision

s Nampa. Idaho—Snake River Valley Tele-
vision Inc. Hearing Examliner Forest 1.
McCienning in initial decision granted VHE
ch. 6: ERP 64 kw vis,, 12.3 aur. Ant. height
above average terrain 2,629 ft.: ant.
above ground 133 ft. P.O. address:
Bannock Strect, Boise, Idaho 83701. Esti-
mated construction cost $440.000: first-year
operating cost $275.000: revenue $325.000.
Geographie coordinates 43° 45 127 north
lat.; 116° 05’ 56” west long. Type trans.
RCA TTinAL. Type ant, RCA TF 6BM.
Legal counsel Wilner. Scheiner & Greeley.
Washington: _consulting _engineer Howard
D. Johnson, Principais: Richard F. Shively.
vice president-treasurer. \William A. Martin,
executive vice president-secretary late Rob-

ert Taylor, estate, (cach 25%) et al.  Mr.
Taylor was actor: director and chairman

of board and held less than than 25% in-
terest in eight CATV system throughout
Nebraska. Mr. Martin owns 33'x of real
estate firm. and also owns less than 25% in-
terest in eight CATV systems throughout
Nebraska. Mr. Shively is oflicer, director and
less than 25% owner of Telesis Corp. (mul-
tiple CATV owner): less than 25% owner
of Fer-Rlch PBroadcasting Inc,, owner of
more than 90% of KNOP-AM-TV North
Platt, Neb., and sote owner of WLFI-TV
Lafayette, Ind, Action Oct.

Other actions

m Review board in Montgomery. Ala., TV
proceeding. Doc. 16984, scheduled oral argu-
ment before panel of review board for Nov.
6 in Washinglon, Action Oct. 8.

= Review board in Los Angeles. TV proceed-
ing, Docs. 18602-03, granted motion for ex-
tension of time to fle replies to oppositions
to petitions to enlarge issues and to com-
ments of Broadcast Burcau, filed Oct. 9
;)6 National Broadcasting Co. Action Oct.

Rulemaking petition
» KTEN(TV) Ada, Okla,—Redquests amend-
ment of TV table of assignments {o sub-
stitute ch. *42 for ch. 15 at Hugo. Okla..
and add ch. 15 at Hugo. Okla.—TPuris, Tex,
Ann. Oct. 10

Existing TV stations
Final actions

» Broadcast Bureau granted mod of CP's to
extend completion  dates  for  following:
*WIIQ(TV) Demopolis, Ala., KATU(TV)
Portland, Ore.. WBRE-TV  Wilkes-Barre.
Pa.. all to April 6, 1970. Actlon Oct, 6.

8 WFTV(TV) Orlando, Fla.—Broadcast Bu-
reau granted mod. of CP to change ERD
1o 174 kw vis,, 17.4 kw aur.: change trans.
location: chunge studio tocation 10 639 West
Central Boulevard. Orlando: change Lype
trans.: change type ant.: ant. height 1370
n.: condtion. Action Oct. 10.

s KYAY-TV West Monroe, La.—Broadcast
Burcau granted CP Lo change ERP to 2,24
Kw vis., 0.447 Kkw aur.: redesiribe trans. and
studia location: change type ant: make
chunges in anl. system. Action Oct. T,

8 *KIINE-TV Hastings. Nev.—Broadcast Bu-
reau granted license covering new station.
Action Ocl. 6.

«WCET(TV) Cincinnati—Broadeast Bureau
yranted license covering changes.  Action

Oct. 6

s WRPA-TV Reading, Pa.—Broadvast Bu-
reau granted CP (o replace cxpired permit
for new station, Action Oct. 9.

» *KESD-TV  Brookings, S.D.—Broadcast
Bureau granted license covering permitl for
new station. Action Oct. 6.

Actions on motions

m Chicf, Otlice of Opinions and Reviews in
Fiorence, S.C. (Dally Telegraph Printing
Co. [WBTW(TV)]), TV proceeding, granted
petition by Daily Telegraph Printing for
leave to lile petition for reconsideration of
commission’s  memorandum opinion and
order released Sept. 2 (Doe. 18650). Action
OcL. 6

» Hearing Examiner Basit P. Caoper in
San Diego (Gross Broadcasting Co. [KJOG-
TVI1), TV proceeding, continued cvidentiary
hearing ta Oct. 9 (Doc 18377y, Action Oct.
6.

m Hearing Examiner Basit P, Cooper in
Boston (Integrated Communication Systems
Inc. of Massachusetts [WREP(TV)]), TV
procceding, on reauest of applicant. sched-
uled evidentiary hearing for Oct. 8 (Dovs.
18338-9), Action Oct. 6,

s Hearing Examiner James F.
Charleston, S.C. (South Carolina

Tierney in
Educa-

tional Television Commission [WITV(TV)|
et al), TV procceding, pranted petition by
Reeves Telecom Corp, for leave o amend
apolication to indicate petitioner no longer
has interest in Community  Cables  Ine..
Enld. Okla. ¢Does. 18569-721. Action Oct. 3.

Other action

= WOR-TV New York—F(CC issued letter
of general guidance In reply to letters from
rounsel for RKO General Ine., requesting

declaratory ruling on plans for full day’s
volitival programing, Aetion Oct. 9,

New AM stations

Start authorized

= K'ITMF New  Prague,  Minn.—Authorized
program operation on 1350 ke, 300w, DHA-D.
Action Sept. 17,

Actions on motions

m Chief. Ollice of Opinions and Review in
St. Louis (Great River Broudcasting Inc.
ct al). AM proceeding, dismissed request

by Broadcast Burcau for extension of time
to respond 1o motion for temporary stay.
petition for reconsideration and application

for review by Karin Broadcasting Co.
tDnes, 17210-15, 17217, and 17219). Action
Oct, 2.

s Chicf. Oflice of Opinions and Réview in

Vinita and Wagoner, both Oklahoma (Vinita
Broadedsting  Inc..  Wagoner Radio _Co.).
AM proceeding, granted petition by Broad-

cast Bureau and accepted late filed plead-
ing (Does, 1808571, Action Oct. T,
m Chicf, Office of Opinions and Review in

Nashville (Second Thursday Corp.), AM FM
procecding, granted petition by  Great
Southern Broadcasting Co. and extended to

Oct. 10 time to lile replies to Broadcast
Bureau's comment in partial support of
petitlon for reconsideration or order of

designation and for termination of proceed-

ing (Docs. 17914, 18175). Actlon Oct. 8.
m Hearing Examincr Millard F. French in
Blue Ridge and Clarksville. both Georgla

(Click Broadcuasting Co. and R-J Co.). AM
procecding. granted petition by Click Broad-
casting Co. und extended to Oct. 10 time Lo
exchange engineering exhibits (Docs, 18526-
Tr. Action Oct. 3,

®» Hearing Examiner Millard F. French in
Nalivk. Mass. (Home Service Broadcasting
Corp, and Nalick Broadcast Associates Inc.).
AM proceeding, granted motion by Natick
Broadeast Associates Inc, and extended 1o
Ocl. 14 time to file opposition to Broad-
cast Bureau's motion for production of docu-
ments (Does. 18640-1). Action Oct. 9.

s Hearing Examiner Jay A, Kyle in States-
boro and Jesup. both Georgia (Commonily
Rudio System and Morris's Inc.). AM pro-

)W

IN TORNBERG
& COMPANY, INC.

=
a

Negotiators For The Purchase And Sale Of
Radio And TV Stations ® CATV
Appraisers ¢ Financial Advisors

New York—60 East 42nd St., New York, N.Y. 10017
West Coast—1357 Jewell Ave., Pacific Grove, Calif. 93950

212-687-4242
408-375-3164
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Summary of broadcasting
Compiled by FCC, Oct. 1, 1969

Not
On Air Total On Air Total
Licensed §TA* CP's On Air CP's Authorized

Commercial AM 4,251 3 7 4,261 74 4,335¢
Commercial FM 2,010 0 43 2,053 140 2,193
Commercial TV-VHF 495 2 9 206 17 £23
Commercial TV-UHF 121 0 54 175 1421 317
Total commercial TV 616 2 63 681 158 840
Educational FM 375 0 10 385 44 429
Educational TV-VHF 71 0 6 77 7 84
Educational TV.UHF 89 0 16 105 13 118
Total educational TV 160 0 22 182 20 202

* Special Temporary Authorization

lincludes 25 educational AM's on nonreserved channels,

‘Includes two licensed UHF's that are not on the air,
ceeding, scheduled oral argument for Oct. ® WWL New Orleans—Broadcast Burcau
21 on notice of intention to take depositions granted CP to change trun. location: make

and all other matters relating to proposal
to take depositions (Docs, 17722 and 18395).
Action Oct. 3.

Other actions

® Review board in Franklin, N.J.. AM pro-
ceeding, Doe, 18251, ¢t al., denied appeal
from presiding officer's adverse rullng filed
Aug, 26, by Lake-River Broadcasting Co.
Action Oct. 10,

® Parma and Warren. both Ohio—FCC
denied petition filed by Sundial Broadcast-
Ing Ine., and Howard L. Burris. applicants
for CP's to operate new AM's in Parma
and Warren, for reconsideration of com-
mission order. Commission In same action
denied request for expedited action and_is-
guance of stay (Docs. 18368-69). Action Oct.

a Review hoard in Bayamon, P.R.. AM pro-
ceeding, Doc. 16891, granted petition for stay
filed Oct. 6 by Augustine L. Cavallaro Jr.
Action Oct. 8.

® Review board in Cedar City, Utah, AM
proceeding, Docs. 18458-59. kranted petition
to file additional affidavit, tiled Aug. 18 by
Southern Utah Broadcasting Co.: request
for acceptance of late filed reply. flled Aus.
27 by Broadcast Bureau and petition to file
further affidavits filed Sept. 23 by Southern
Utah Broadcasting Co. Further considera-
tion of appeal from adverse ruling of ex-
aminer and petltion to enlarge issues. filed
July 3 by Broadcast Bureau, held in abey-
ance pending further informatlon from
gouthern Utah Broadcasting. Action Oct.

Call letter application

» Knott County Broadeasting Corp., Hind-
man, Ky. Requests WKCB.

Existing AM stations

Final actions

s WARF Jasper, Ala.—Broadcast Burcau
granted CP to install new trans., at main
trans, location as alternate main nighttime

and auxiliary daytlme trans. Action Oct. 7.

s WAMA Selma, Ala.—Broadcast Bureau
granted CP to change auxiliary trans. loca-
tion to Race Street, 0.15 miles north of city
limits of Selma: change ant, system. Ac-
tion Oct,

s KWXY Cathedral City, Calif—Broadcast
Bureau granted license covering use of night-
time ant. configuration as auxiliary trans.
daytime. Action Oct. 10,

s KKOP Redondo Beach. Calif.—Broadecast
Burcau granted CP to change trans, loca-
tlon: change type ant.; make changes in
ant. system, ant. height 175 ft.: ERP 3
kw: remote control permitted. Action Oct.
[

s WOWW Naugatuck, Conn.—Broadcast Bu-
reau granted license covering change in
frequency to 1380 kc: change type trans.:
change DA system to DA-D. N: increase
power; delete remote control. Action Oct. 7.

s WATI Indianapolis — Broadcast Bureau
granted mod. of CP to change trans. loca-
tion to east side of South Harding St. at
\hite River, Indianapolis; condition. Ac-
tion Oct. 7,

changes in ant. system. Action Oct. 6.

¥ WWAM Cadillac. Mich.—Broadcast Bu-
reau granted mod, of license to operate
trans, by remote control: conditions. Ac-
tion Oct. 6.

8 WABO Wayneshoro, Miss.—Broadcast Bu-
rcau granted CP to increase daytime power
to 1 kw: trans.; condition. Ac-
tion Oct, 7

= KWIX Moberly. Mo.—Broadcast Bureau
yranted CP to increase nighttime efficiency
to 136 mv/m_ by removing resistor from
nighttime radiation system. Action Oct. 6.

s WELA Elizabeth, N.J.—Broadcast Bureau
eranted mod. of CP to change ant.-trans.
location: change main studio location to
East Grand Street and Commerce Place.
Elizabeth: remote control permitted: make
changes in ground system: change type
trans. Action Oct, 6.

8 KRZY Albuquerque, N.M.—Broadcast Bu-
reau granted license covering inerease in

install new

daytime power; remote control permitted.
Action Oct. 10,
a KOB Albuquerque, N.M.—Chief. Broad-

cast Bureau extended date for filing reply
comments in rulemaking reopening clear
channel procceding with class I-A WABC,
gew %ork, to Nov. 24 (Doc. 6741). Action
ct. 13.

8 KRAZ Farmington. N.M.—Broadcast Bu-
reau granted mod. of CP to make changes in
trans. line: ERP 30 kw, Action Oct. 10.

= WLWL Rockingham. N.C.—Broadcast Bu-
reau granted rentote control. Action Oct, 8.

s WHLO Akron, Ohio—Broadcast Bureau
granted CP to change trans. location:
change type trans.: make changes in ant.
and ground systems. Action Oct. 7.

8 \WKYC Cleveland — Broadcast
E')ranted CP to install auxiliary ant,
et. 7.

Burecau
Action

s WONE Dayton, Ohio—Broadcast Bureau
granted CP to install alternate main trans.
at main trans. site. Action Oect. 7.

s KBJS Sallisaw. Okla.—Broadcast Bureau
granted mod. of CP to extend completion
date to Feb, 27, 1970. Action Oct. 8.

® WBZY New Castle, Pa.—Broadcast Burcau
granted CP to relax MEOV's. Action Oct.
[

® WQBS San Juan. P.R.—Broadcast Bureau

granted license covering permit for change

in hours of operation: installatlon of DA-N:

installation of new ground system, dele-

tono? (6{ remote control; conditlons. Action
ct. 1

8 KVAN Vancouver, Wash.—Broadcast Bu-
reau granted CP to change ant., trans. and
studio location to North Portland, Oregon;
condition. Action Oct. 7.

s KTWO Casper., Wyo.—Broadcast Burcau
granted mod. of CP to operate trans. hy
remote control: conditions. Action Oct. 7.

Actions on motions

8 Chief, Officer of Opinions and Review in
Lexington. Ky. (Blucgrass Broadcasting
Co.). renewal ol license of WVLK, granted
petition by Broadcast Bureau and extended
to Oct. 30 time to respond to petition for
reconsideration and grant without hearing
(Doc. 18285). Action Oct. 2.

% (FOR THE RECORD)

8 Chief Hearing Examincer Arthur A, Glad-
stone in Milton, Fla. (Milton Broadcasting
Con.), renewal of license of WEBY. on repre-
sentations made at Oct, 3 oral argument
that witnesses are virtually all residents in
or near Pensacola, ordered further hearing
scheduled for Nov. 13 in_ Pensacola. Fla.
(Doe. 17613). Action Oct. 3,

s Chief Hearing Examiner Arthur A. Glad-
stone in Henderson. Nev, (1400 Corb.
{KBMI1), AM proceeding. ®Kranted petition
by 1400 Corp, and cxtended to Oct. 20 time
to file replies to proposed findings and con-
cluslons of law (Docs, 16813-{). Action Oct.
1.

® Chief Hearing Examiner Arthur A. Glad-
stone in Vancouver. Wash., (Cathryn C.
Murphy), renewal of license of KVAN, Van-
couver, Wash, designated Hearing Examiner
David I. Kraushaar as presiding oflicer:
scheduled prehearing conference for Nov. 10
(Doc. 18672). Action Sept. 29.

® Hearing Examiner David I. Kraushaar in
Medford, Ore. (Medford Broadca:tere Inc.
(KDOV] and R, W. Hansen [KCNO]. AM
proceeding. granted motion by W. H, Han-
sen, R. W. Hansen and Medford Broad-
casters Inc. and ordered record reopened to
receive Hansen exhibit, except for last para-
eraph _of cach affidavit: closed record (Doces,
18349-51). Action Oct.

8 Hearing Examiner Jay A. Kyle in Pance
and Manati, both Puerto Rico (Radio Antil-
les  Inc., Areclbo  Broadeasting Corp.
[WMNT] and Zaba Radio Corp.), AM pro-
ceeding, scheduled evidentiary hearing for
Jan, 20, 1970 (Docs. 18364-6). Action Oct. 7.

a Hearing Examiner Herbert Sharfman in
Milton. Fla. (Milton Broadcasting Co.).
renewal of license of WEBY, certified to
chief hearing examiner petition by Broadecast
Bureau for reconsideration of portlon of ex-
aminer's ruling Sept. 253, which states that
he lacked authority to return proceeding
to Pensacola. Fla.. for further hearing and
that such change in place of hearing would
have to be sought from Chlelf Hearing Ex-
aminer, Chief Hearing Examiner authorized
gmlt aggument for Oct. 3 (Doc. 17613), Action
ept. 5

s Hearing Examiner Herbert Sharfman in
Milton, Fla. (Milton Broadcasting Co.). re-
newal of license of WEBY, distributed
statement of reconsideration on his motion:
deleted condition previously attached to re-
obening of record: and unconditionally re-

opened it, with further hcaring to he held
at such place as shall be directed (Daoc,
17613). Actlon Oct, 3.

Other actions

s KUPD Tempe, Ariz. - Review hoard

denied applicatlon by Tri-State Broadcast-
ing Inc. for_authority to relocate trans.,
install new DA, and increase power to 50
kw-D, 10 kw-N (Doc, 17777). Action Oct. 8.

® Washington Court House, Chlllicothe and
Wellston. all Ohio—FCC set applications

of WCHO Washington Court House, WCHI

Chillicothe and WKOV Wellston for renewal

Brtllc;nses for oral argument Nov, 3. Action
ct.

Fines

s WQDY Calais. Me.—FCC ordered to for-
feit $200 for failure DProvlde data concern-
ing equipment performuance measurements.
Action Oct. 8.

8 KNLV Ord. Neb.—FCC ordered to pay
forfeiture of $1000 for modulating in excess
of 100% on ncgative peaks, Action Oct. 8.

s WSYD Mount Alry. N.C.—FCC notified of
apparent liability forfeiture of $1.800 for
failure to have properly licensed operator
on duty: fallure to maintain operating
power within allowable tolerances and fail-
ing to preform weekly field intensity meas-
urements., Action Oct.

Designated for hearing

= \WWRSJ Bayamon. P.R.—FC(C set for hear-
ing application by Radio San Juan Inc.
to Increase nighttime power to 5 kw. DA-

N, U.. and change station locatlon to San
Juan, P.R. Action Oct. 8

Call letter applications

s KPAL, R. R, Moore Corp Palm Springs.
Calif. Requests KPSA

s KCRB. Neosho County Broadca:tmg Inc..
Chanute, Kan, Requests KKOY
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PROFESSIONAL CARDS

JANSKY & BAILEY
Consulting Engineers
1812 K St., N.W.
Wash., D.C. 20006 296-6400
Member AFCCE

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.). 07043
Phone: (201) 746-3000
Member AFCOE

GEORGE C. DAVIS

CONSULTING ENGINEERS
RADIO & TELEVISION

527 Munsey Bldg.
783-0111
Washington, D. C. 20004
Member AFOOE

COMMERCIAL RADIO
EQUIPMENT cCoO.
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
1770 N St., NW. 296-2315
WASHINGTON, D. C. 20036
Member AFCCE

GAUTNEY & JONES
CONSULTING RADIO ENGINEERS
930 Warner Bldg. National 8-7757

Washington, D. C. 20004

Member AFOOR

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
DALLAS, TEXAS 75209
(214) 631-8360
Member AFCCE

GUY C. HUTCHESON
817-261-8721
P. 0. Box 808
1100 W. Abram
Arlington. Texas 76010

SILLIMAN, MOFFET
& KOWALSK!
711 14th St., N.W.

Republic 7-6646

Washington, D. C. 20005

Member AFCCE

GEO. P. ADAIR ENG. CO.
CONSULTING ENGINEERS
Radio-Television
Communications-Electronics
2029 K St., N.W., 4th Fleor
Washington, D. C. 20006
Telephone: (202) 223-4664
Member AFCOE

WALTER F. KEAN
CONSULTING RADIO ENGINEERS
19 E. Quincy Street
Riverside, Illinois 60546

{A Chicago Suburb)
Phone 312-447-2401
Member AFCCE

HAMMETT & EDISON
CONSULTING ENGINEERS
Radio & Television
Box 68, International Airport
San Francisco, California 94128
(415) 342-5208

Member AFCCE

JOHN B. HEFFELFINGER
9208 Wyoming Pl Hiland 4-7010

KANSAS CITY, MISSOURI 64114

JULES COHEN
& ASSOCIATES
Suite 716, Associations Bidg.
1145 19th St., N.W., 659-3707
Washington, D. C. 20036
Meomber AFCCE

CARL E. SMITH
CONSULTING RADIO ENGINEERS
8200 Snowville Road
Cleveland, Ohio 44141
Phone: 216-526-4386
Member AFCCE

VIR N. JAMES
CONSULTING RADIO ENGINEERS
Application and Field En(inecring

345 Colorado Blvd.—802
Phone: (Area Code 303) 553 5562
TWX 910-931-0514
DENVER, COLORADO
Member AFCCE

A. E. Towne Assocs., Inc.
TELEVISION and RADIO
ENGINEERING CONSULTANTS
727 Industrial Road
San Carlos, California 94070
(415) 592-1394
Member AFOCE

MERL SAXON
CONSULTING RADIO ENGINEER
622 Hoskins Street
Lutkin, Texas 75901
634-9558

632-2821
|

RAYMOND E. ROHRER
Consuiting Radio Engineers
427 Wyatt Bldg.

Washington, D. C. 20005
Phone: 347-9061
Member AFCCE

E. HAROLD MUNN, JR.
BROADCAST ENGINEERING
CONSULTANT
Box 220
Coldwater, Michigan—49036
Phone: 517—278.6733

JOHN H. MULLANEY
and ASSOCIATES
Sulte 71,

1150 Connecticut Ave., N.W.
Washington, D. C. 20036
Phone 202-223-1180

Member AFOCE

ROSNER TELEVISION
SYSTEMS
ENGINEERS—CONTRACTORS
29 South Mall
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 Avenue 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 4-3777

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 Consulting Engineer
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° Resders
—among them, the decision-mak-
ing station owners and mann1
ers, chief engincers and tech
cians—applicants for am, tm, tv
and facsimile faclli

*ARB Continuing Readership Study

RTV International, Inc.
RADIO PROGRAM CONSULTATION
Sheldon Singer
Vice President

405 Park Avenue
New York, N. Y. 10022
(212) 421-0680

contact
BROADCASTING MAGAZINE
1735 DeSales St. N.W.
Washington, D. C. 20036
for availabilities
Phone: (202) 638-1022

Telecommunication Consultants
International, inc. (TCI)
Offers Consulting Services in
Telecommunications & Electronics
Data Handling Systems
Gerald C. Gross, President
1028 Conn. Ave., NW, Wash. 20036
Phone 1202) 659-1155

TELCOM, INC.
Offering The Services Of
Its Registered Structural

Engineers
8027 Leesburg Pike
McLean, Va. 22101
(703} 893.7700
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New FM stations:

Applications

s *Buena Park, Calif.—Buena Park Schooi
District Seeks 90.1 mc, .00632 kw. Ant,
height below average terrain minus 36.18
ft. P.O. address 6885 Orangethorbe Avenue,
Buena Park 90620, Estimated construction
cost $4,350 first-year operating_ cost $1.500:
revenue none. Principals: Mrs. J. B. Tenney,
president school board, et al. Ann. Oct. 10.

s *Prestonsburg, Ky.—Prestonsburg Com-
munity College Seeks 89.1 mc, 10 w. Ant.
height above average terrain 41 ft, P.O,
address_ North Lake Drive, Prestonsburg
41653. Eestimated construction cost $7,545:

first-year operating cost $1.000: revenue
none. Principals: Governor Louis B. Nunn,
chairman of board. et al. Ann Oect. 10.

Starts authorized

s WENN-FM Birmingham, Ala.—Authorized
program operation on 107.7 mc, ERP 58 kw,
ant. height average terrain 600 ft. Action
Sept. 11.

= KGMR-FM Jacksonvllle, Ark.—Authorized
program operation on 100.3 me. ERP 25 kw,
U.. ant, height above average terrain 195 ft.
Action Sept. 30.

» *KASF(FM) Alamosa. Colo. — Authorized
program operatlon on 90.9 mc. TPO 10 w.
Actlon Sept. 22.

u KRDO-FM Colorado Springs — Authorized
program operation on 95.1 mc, ERP 96 Kw,
ant. height above average terrain 2.010 It
Action Oct. 2.

s WEAT-FM West Palm Beach. Fla.—Au-
thorized program authority on 104.5 wmec.
ERP 100 kw, ant. height above average ter-
raln 520 ft. Action Sept. 26.

» WDWD-FM Dawson, Ga.—Authorized pro-
gram operation on 92,7 me, ERP 3 kw, ant.
height above average terrain 230 ft. Action
Sept. 19.

» WDQN-FM Duquoin, Ill.—Authorized pro-
gram operation on 95.9 mc. ERP 3 kw, ant.
height above average terrain 195 ft. Action
Oct. 8.

s KWAW(FM) Webster City, Iowa — Au-
thorized program operation 95.9 mc, ERP 3
kw, ant. height above average terrain 220 ft.
Action Sept. 9.

s WMGE(FM) Danville, Ky. — Authorized
program operation on 107.1 me. ERP 3 kw,
ant. height above average terrain 1350 ft.
Actlon Oct. 8.

s KTTT-FM Columbus. Neb. — Authorized
program operation on 93.5 me, ERP 3 kw,
ant. height above average terrain 250 ft.
Action Sept. 25.

s *"WKES(FM) Chattanooga—Authorized pro-
gram operation on 88.9 mc. TPO 100 kw,
ant. height above average terrain 1,260 ft.
Action Sept. 22,

Final action

s Fulton. Mo.—KFAL Inc. FCC granted 97.7
me, 3 kw. Ant. helght above average ter-
rain 300 ft. P. O. address: c¢/0 Kenneth
E. Meyer. 3004 Cherry Street. Springfield.

Mo. 65804, Estimated construction cost
$22,181; first-year operating cost B
revenue $18.000. Principais: Inks Franklin,

president (33%).  Thomas A. Barneby, vice
president. and Kenneth E. Meyer, secre-
tary-treasurer (each 17%) and Stereo Broad-
casting Inc. (33%). Mr. Franklin votes
stock of Stereo Broadcasting. Principles
own Interests In KTXR-FM and KMTC-TV
both Springfield. Mo. Action Oct. 6.

Initial decision

a Medford, Ore.—Radio Medford Inc. Hear-
Ing Examiner David I. Kraushaar in Initial
decision granted 93.7 mc, 18.4 kw. Ant, helght
above average terrain 3.263 ft. P.O. address:
P. O. Box 1306, Medford 97501. Estimated
construction cost $41,250: first-year operating
cost $29.520, revenue $36,000. Principals: J.
L. DeArmond. Dwight H. Findlay, George
R. Johnson, B. E. Lageson and John R,
Dellenbach (each 20%). Principals_own
KMED-AM-TV Medford. Actlon Oct. 8

Actions on motions

» Hearing Examiner Basil P. Cooper In San
Clemente, Calif. (El Camino Broadcasting
Corp.), FM proceeding. granted motion by
Broadcast Bureau and extended time to Oct.
20 to file proposed findings of fact and con-
clusions of law. and to Nov. 3 for reply find-
ings (Doc. 17648). Action Oct. 8

u Hearing Examiner Basil P. Cooper in
Lincoln. Neb, (Cornbelt Broadcastlng Corp.,
and KFMQ Inc.), FM proceeding, commis-
sion gives notice that partial initial decision
released Aug. 19 ruling that there had been
no unauthorized transfer of control of
KFMQ(FM) and KFMQ Ine. should not be
disqualified. became effective Oct. 8 pursuant
to rules (Docs, 17410, 18174). Action Oct. 8.

s Hearing Examiner Thomas H. Donahue in
Rockmart, Ga. (Georgia Radio Inc.), FM
proceeding, scheduled hearing for Nov, 18 to
dispose of Suburban issue directed at Georgia
Radio (Doc., 18314). Actlon Oct. 2,

s Hearing Examiner Thomas H. Donahue in
Aurora, Ind. (Dearborn County Broadcast-
ers and Grepco Inc.). FM proceeding granted
petitions by Dearborn County Broadcasters
for leave to amend application to reflect con-
tract to DPurchase ant, site, together with
bank letter expressing availability of mort-
gage loan on property and for leave to sup-
plement application to reflect facts surround-
ing contract and loan availability (Docs.
18264-3). Action Oct. 3

s Hearing Examiner Charles J. Frederick in
Doneison and Hendersonville, both Tennessee
(Great Southern Broadcasting Co., Hender-
sonville Broadcasting Corp.). FM proceeding,
granted motlon by Great Southern Broad-
casting Co.. cancelled all procedural dates:
scheduled further prehearing conference for
Oct. 14 (Docs. 18517-8). Actlon Oct. 7.

s Hearing Examiner Millard F. French in
Murphy, N. C., and Blue Ridge, Ga. (Chero-
kee Broadcasting Co. and Fannin County
Broadcasting Co.), FM proceeding, on ex-
aminer's motion, continued hearing to Oct.
16 (Docs. 17086-7). Action Oct. 7.

8 Hearing Examiner David I. Kraushaar in
Medford, Ore. (Radio Medford Inc.), FM
proceeding, granted motion by applicant and
ordered hearing transcript. volume 13, cor-
rected as prescribed in motion (Doc. 18353).
Action Oct. 6.

» Hearing Examiner Jay A. Kyle in Corydon
and New Albany. both Indiana, and Louis-
ville, Ky. (Harrison Radio Inc. et al.). FM
proceeding. granted petition by Radio 900
Ine. for leave Lo amend application to reflect
ownership of 10% of stock of applicant, for-
merly held by late Laser Lowenstein, is
currently held by Mr. Lowestein's co-execu-
tors. Mr. Edward Wetter, currently 30%
owner of applicant and Mr. Joseph G. Gub-
man of Gubman and Sitomer, New York
(Docs. 18636-9). Action Oct. 3

s Hearing Examiner Jay A. Kyle in Cory-
don, New Albany, Ind.. and Loulsvilie, Ky.
(Harrison Radio Inc., et al.), FM proceed-
ing. rescheduled hearing for Dec. 15 (Docs.
18636-9). Actlon Oct. 7.

s Hearing Examiner Ernest Nash in Hum-
boldt, Iowa (Stephen E. Dinkel and Christ-
ensen Broadcasting Inc.), FM proceeding.
on motion by Christensen Broadcasting Co.,
rescheduled prehearing conference for Nov.
10: postponed date of hearing to date to be
set at prehearing conference (Doc, 18647-8).
Action Oct. 6.

a Hearing Examiner James F. Tlerney In
Washington (Pacifica Foundation and Na-
tional Education Foundation Inc.), FM pro-
ceeding ordered advancement of prehearing
procedures, including dlscovery, held in
abeyance pro tempore: scheduled further
prehearing conference for Nov. 18 and post-
poned sine dle hearing scheduled for Oct. 30
(Doc. 18634-5). Actlon Oct. 2.

Other actions

s Chief, Broadcast Bureau. extended time to
Oct. 23 to file reply to opposition submitted
(Doc. 18476), amendment of FM table of
assignments. Action Oct. 9.

w Chief, Broadcast Bureau, on regquest of
Triangle Publications Inc., Radio and TV
division, licensee of WFIL-TV Philadelphia

extended through Oct. 27 time for filing re-
sponses to petition for rulemaking flled by
Deputy Attorney General of Pennsylvania on
behaif of Department of Public Instruction
in amendment of rules to establish Educa-
tional Radio Broadcast Table of Assignments.
Actlon Oct. 10.

Rulemaking action

® Dr, Alfred C. Valdez and Lew Breyer &
Associates, West Allis, Wis.—FCC amended
rules to substitute following plan for chang-
ing FM table of assignments in lieu of
original request: Escanaba. Mich.. change
ch. 227 to ch. 284: Berlin, Wis., change ch.

232A to ch, 257A; Necenah-Menasha, Wis,,
change ch. 257A to ch. 232A: Watertown,
Wis., change ch. 284 to ch. 231; West Allis,
Wis., add ch. 285A. Action Oct. 10.

Call letter applications

a Wireless of Benton, Benton. Ill. Requests
WVFC(FM).

= Clermont — Northeastern Schools. Batavia.
Ohio. Requests *WCNE(FM).

a Texas A & I University, Kingsville, Tex.
Requests *KTAI(FM).

Call letter actions

s Loma Linda University,

Riverside, Culif.
Granted *KLLU(FM).

s Calvary Bible College. Kansas City, Mo.
Granted *KLJC(FM).

Existing FM stations

Final actions

® Broadcast Bureau granted requests for

SCA on subcarrier frequencles of 67 kc to
following: WRMN-FM Eigin. Ill.: WOKK-
FM Meridan, Miss.: *WKES(FM) Chatta-
nooga, Tenn. Actions Oct, 6.

» KPLX(FM) San Jose. Calif. — Broadcast
Bureau granted CP to change type trans.
and ant.: ERP to 50 kw, ant. height to 330
ft.: remote control permitted: condition.
Action Oct. 6.

s KRDO-FM Colorado Springs -— Broadcast
Bureau granted mod. of CP to extend com-
pletion date to Feb. 1, 1970. Action Oct. 7.

a KJAE(FM) Lakewood, Colo. — Broadcast
Bureau granted CP to operate trans. by re-
mote control: ERP to 56 kw: ant. height 80
ft. Actlon Oct, 6.

s WMAQ-FM Chicago — Broadcast Bureau
granted CP to change trans. location:
change type trans., type ant.: make changes
in ant, system, ant. height to 1.170 ft.; ERP
to 6 kw; conditions. Action Oct. 6.

s WXAX(FM) Elkhart, Ind.—Broadcast Bu-
reau granted CP to change type trans.; ERP
50 kw. Action Oct. 7.

s WHCU-FM Ithaca, N. Y.—Broadcast Bu-

reau granted CP to change type trans. and

ant.; ERP to 40 kw. ant. helght to 320 ft.:

E)erPotGe control permitted; condition. Action
ct 6.

s WITN-FM Jamestown, N. Y.—Broadcast
Bureau granted CP to install new Ew«citer
Unit. Actlon Oct. 7.

s WRNW(FM) Mt. Kisco, N. Y.—Broadcast
Bureau granted CP to change ant.: make
changes in ant. system: ERP to 1.20 kw,
ant. height to 450 ft. Action Oct. 9,

s WCBS-FM New York—Broadcast Bureau
granted llcense covering use of auxiliary
trans. with new main ant. Action Oct. 9.

s WWDR-FM Murfreesboro, N, C.-—Broad-
cast Bureau granted mod. of CP to jnstall
new ant. Action Oct, T.

s WMLP-FM Milton, Pa.—Broadcast EBEu-
reau granted CP to Install new ant.; make
changes In ant. system. ant. helght 690 ft.:
ERP 410 w: remote control permitted. Action
Oct. 7.

s WINA-FM Charlottesville, Va.—Broadcast
Bureau granted mod. of CP to extend com-
pletion to March 1, 1970. Actlon Oct. 7.

s KBBX(FM) Seattle — Broadcast Bureau
granted mod. of CP to extend completion
date to April 19, 1970. Actlon Oct. 7,

Action on motions

® Hearing Examiner Basil P. Cooper in
Chicago (application for assignment of Ji-
cense of WFMT(FM) from Gale Broadcast-
ing Inc. to WGN Continental ¥FM Co.}. or-
dered public disclosure of material be fur-
nished subject to protective order, and shall
not be made by any party or counsél. other
than apblicant or affillated companies, until
exhibits which contain such disclosure or
written summary of that part of oral testi-
mony of witness which contains such dis-
closure are presented in chambers to ex-
aminer for ruling: denied requests (Dnc.
18417). Action Oct. 7.

(Continued on page 105)

98 (FOR THE RECORD)

" "BROADCASTING, Oct. 20, 1969



CLASSIFIED ADVERTISING

Payable in advance, Check or meney order only

Situations Wanted 25¢ oer word—S$2.00 minim.m,

Applicants: If tapes or films are submitted, please send SI.0C for each package
to cover handling charge. Forward remittance separately, All transcriptions, pho-
ressed to box numbers are sent at owner's risk. BROADCASTING
expressly repudiates any liability or responsibility for their custody or return.

tos, etc., add

Help Wanted 30¢ per word—$2.C0 minimum.

RADIO

Deadline for copy: Must be received by Monday for publication next Monday,

Display ads 525.00 per inch. 5 or over billed at run-of-book rate—Stations for
Sale, Wanted to Buy Stations, Employment Agencies, and Business Opportunity

advertising require display space. Agency commission only on display space.
All other classifications 35¢ per word—34.00 minimum

No charge for blind box number,

’Adlodarsess replies: ¢/o BROADCASTING, 1735 DeSales St., N.W., Washington, D.C.

HAnnouncers continued

Announcers continued

Help Wanted—Management

$15,000 to $30,000 income ranze i$ what a ncrmal
counselor at a Columbia_School of Broadcasting
studio earns. We have 32 offices and studios in
the U.S. and Canada. We are looking for some
super-sharp 26-38 year old broadcasters to join
our organization as counselors (not teachers—
just explain our school to prospective students!.
S years experience in broadcasting. Married. Senc
resume & photo to: Wm. Anderson, President.
Columbia School of Broadcasting. 4444 Geary Bivd.
San Francisco 94118, iNot affiliated with CBS.
Inc. of any other institution.)

Talent, initiative, and management ability are the
three things we need to get one of the mosi
outstanding chain of radio stations in the western
United States off the ground. There will be multi-
ple opportunities to step into station managemen!
just as soon as you have proven yourself. This is
a young, hard working, progressive kind of place
to work. If you would be interested in time sales.
or air work, or perhaps both, please send a tape,
resume, and a picture immediately to P.O Box 236.
Fortuna, California 95540.

Midwest branch studioc manager. Commission and
salary. Cuarantec to %650 Box K-116, BROAD-
CASTINC.

Ad director—We're looking for a supersalesman’
Rapidly growing east coast suburban daily needs
a man who can both sell and motivate. Paper
shufflers and market theorists need not apply.
Salary and bonus plan will let you earn more than
most metro paper ad directors. Full details first
letter. Write Box K-180., BROADCASTINC.

Sales manager—unusual opportunity AM-FM in
major New England market. Box K-199, BROAD-
CASTING

We want two pros. Tired of medium market salary
limitations?> Move up 10 uniimited potential at
the mid-west's prestige soul station. Station has
excellent rating position in metro market and
leads nearest competitor by overwhelming margin.
If you have a good track record, we have a
faster track. Right man can make sales manager

first year. RS.VP. WTLC, Tom Mathis. Ceneral
Manager, Indianapolis.
Sales pro for leading contemporary station n

beautiful Grand [unction, Colo. Age 23-35 preferred.
$600 plus commissions. Call Charlie Powers or Jim
Schaeffer. 303) 243-1230.

Announcers

Human Being. Not a fill-in-the-blanks robor. Show
us how you'd entertain our audience. How you'd
weave your own individual personality, timely ir-
formation and mid-road-contemporary music into
a program unit. If you are creative. imaginative.
Like a challenge. Mail yourself (by tape and photc)
to this mid-American medium. Box K-10, 8ROAD-
CASTING.

Announcer: Wanted—brizht happy. tast-paced top-
40 man for afternoon drive time. Creat opportunity.
Southern market, Send tape and resume. Box K-23,
BROADCASTING.

E;perienced. _MOR or CGW, for metropolitan ¢
tion. Ideal living conditions. Excelient opportunirty.
Box K-37, BROADCASTINCG.

Opening for tight-bright personality on up MOR
. . Top NYS group ownership. Send tape. resume,
salary to Box K-165, BROADCASTING.

Morning man with st phone for northeast day-
timer. Good starting salary. Box K-181, BROAD-
CASTING

Ist ticket announcer with construction know-how
to supervise new daytimer. Opportunity for air
work in major suburban northeast market. Next
few months to handle construction and building of
studios. Then. combo after station goes on air
early 1970 References and resume tc Box K-195,
BROADCASTINC

First phone needed immediately, middle of road
programing ., . . emphasis on announcing. WTHM-
AM-FM, Lapeer, Michigan. Call 313-664-8557 day
or 313-664-8293 evenings.

We need a young guy, preferably unmarried, for
anr 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 Jeff
Kaye, WKBW Radio, 1430 Main St., Buffalo, New
York 14209. Hurry!

Staff announcer . . . MOR . . . immediate opening.
S100.00 a week. No beginners, please. Call man-
ager, 318-442-6611.

10,000 watt, 24-hour modern country music sta-
tion needs capable first phone announcer. Estab-
lished network affiliate in capital city of 100,000.
Air mail tape, details to Program Director, KCGEM,
Boise, Idaho 8§3705. tEqual opportunity employer).

Announcer: KSOX in lower Rio Crande Valley,
Raymondville, Texas. Send tape to £. L, Clinton.

Personality announcer, who can also create good
commercials. #| rated modern COGEW station in
the state. 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
in news. Send tape and complete information to
Dick Oppenheimer at KYOK.

First ticket deeiay. No maintenance, Top contem-
porary format. Salary commensurate with ex-
perience. One of our guys is moving up with cur
blessings. Tape, resunie, and references.. first letter.
gill Sullivan, WAHT Radio, P.O. Box 15, Lebancn,
a.

Immediate opening for announcer. Send tape, pho-
to and resume. Station WAMD, Aberdeen, Md,
21001.

Modern country music FM station, operated ULy
leading broadcaster, has opening for young man
ready to move ahead. Send audition tape, resume
and salary reauirements to James A. Skelly, WC]W,
118 St. Clair Ave., East, Cleveland, Ohio 44114.

Immediate opportunity. Experienced 1st phone an-
nouncer, MOR format. night shift tili 1 am.
3 hours air time nightly. No maintenance. Paid
insurance, med-hospital benefits. Send tape, salary
needed and details to WCMB, Box 3433, Harris-
burg, Pa. 17103.

Country jock for modern format can Swing into
drive time show now! Hard workers progress on
our team! Send tape. resume, photo, etc. to chain
station number 2. WDEN-AM-FM, Macon, Ceorgia.

First phone announcer to learn automation pro-
graming. Apply WETT Radio, Stephen Dectaur
Highway, Ocean City, Maryland.

Experienced announcer wanted for news and/or
board. Musl be fully qualified and have good
record. Middle of road to better music format.
Send tape and resume to Norm Brooks, Program
Director, WGST Radio, P.O. Box 7888, Atlanta,
Ca. 30309. WCST is an equal opportunity employer.

Morning man, wanted for upstate New York per-
sonality-contemporary. group owned full timer,
Station number one in market for over 20 years.
Send tape, resume, and salary requirements to:
Ken Dodd, WGVA, Ceneva, N.Y. 14456.

Bright sounding, experienced announcer with third
endorsed needed by five kilowatt Maryland sta-

tion. MOR format. Some copy and newswritirg
experience preferred. Cood shift. fringe benefits.
Advancement. Send tape, resume. Box K-St

BROADCASTING.

fastern 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-143, BROADCASTING.

MOR station. Looking for a man that likes good
production, good music. and good west Texas cCity.
Salary commensurate with ability. Send tape and
background, Box K-164, BROADCASTINC.

Immediate opening for an experienced announcer
on a S kw MOR station in a growing market in
scenic  southern Ohijo. Ideal working conditions.
Cood pay. fringe benefits. Send tape, picture and
resume to WMPO Radio, Box 71, Middleport. Ohio.

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. §8 Court Street, Auburn, Maine 04210,

If you're a good radio personality announcer and
can combine this talent with other broadcast skilis.
we're interested in you. No beginners. Send tape
and complete resume. Ceneral Manager, WSOY
Radio, P Q. Bex 2250, Decatur. INl. 62326.

Jocks—top 40—sunny Calveston Island (Texas)
Call 713-762-8434—Pros only—Rusty Draper, PD.

Technical

Chief engineer for AM FM station. Mefropolitan
market. No announcing. Box ]-358, BROADCAST-
ING.

First class engineer assistant chief. AM and FM
automation. Culf coast—ideal working conditions,
new equipment. Box K-114, BROADCASTING.

Chief engineer for east coast, major market AM
and €M 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
wili be checked. Box K-118. BROADCASTING.

First class engineer wanted for northeast kilowatt.
Seeking a man who wants only engineering; no
announcing, sales, etc. Work in adult atmosphere.
Box K-194, BROADCASTING.

Studio engineer. Radio station KRMG AM G M
Tulsa. Oklahoma. All maintenance, no announcing.
new equipment, FM stereo, ICM _automation on
FM. Contact Leonard Ballard, Chief Engineer,
Swanco B8roadcasting Inc.. 1502 South Boulder,
Tulsa, Oklahoma, 918-582-6195,

Chief engineer for 5 kw directional station plus
FM faciltty in central Penna. Must assume fuil
responsibility for maintenance. Ability to assume
an air shift brings extra pay. Also looking for lst
phone di's for upcoming job for our swinging
modern adult format. Come join the R. F. Lewis,
Ir. 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.

Chief engineer. New Orleans S0 kw FM stereo.
Assist me in re-building this station from micro-
phone to antenna. Take over as chief engineer,
no announcing, maintenance and upkeep of the
station important. Salary open. Contact Leonard
Ballard, Chief Engineer, Swanco Broadcasting Inc.,
1502 S. Boulder, Tulsa, Oklahoma. 918-582-6195.

Engineer—Costa Rica. Live in beautiful Costa Rica
—tropical Switzerland of the hemisphere—Latin
America's most tranguil democratic country, where
living is easy and cost of living low. Only 1-};
hours from Miami. New company directed by Amer-
1cans owns largest 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 iat race and work with group of
wonderful people. Permanent with excellent future.
Replies confidential. Write giving full resume,
education-background-experience  john M, Mac-
Lendon. Director, Radio Costa Rica, P.O. Box 120,
jackson. Mississippi 39205.

NEWS
Challenge: Rebuild news department at top rated

midwest swinger. Send tape, resume and picture
to Box H-146, BROADCASTING.
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News continued

Management continued

Situations Wanted

News director. Air AM. and noon news, direct
staff. Experience necessary. Send air check and
resume to Box J-118, BROADCASTING.

Illinois. Newsman or newsman-salesman. $150

range. Box K-117, BROADCASTING.

Highly rated Denver area station needs man to
join growing news operation. 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 latest 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.

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.

News director, Aggressive newsman to operate hard,
fast-paced news operation at a top modern country
station in Minneapolis-St. Paul. We want a man
who won't be stopped when a story is breaking,
the Malrite Broadcasting Company believes news
comes first. Send tape and resume to WMIN, 611
Frontenac Place, St. Paul 55104,

Radio news director—need pro to head up 4-man
staff—all equipment—cruiser—2-way radio. Send
tape, resume, salary to: Robert E. Klose, General
Manager, WNBF Radio, 50 Front Street. Bing-
hamton, N.Y.

Top news station, northeast Massachusetts. needs
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.

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.

Production man with creative bent, wants chal-
lenging position with opportunity. Send full details.
Box K-157, BROADCASTING.

Writer/producer/announcer to prepare informational
radio programs at major eastern university. College
rad. Salary approximately $8,000. Box K-191.
ROADCASTING.

Public relations specialist, aggressive person to
learn and work in complete balanced corporate
public relations program. Regquires minimum three
years 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.

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
low. Only 1-14 hours from Miami. New company
directed by Americans owns largest AM & FM
chain in country. Extensive expansion, upsgradmg
planned. Need program director minimum years
experience—all phases Spanish radio—contempo-
rary and typical music, news, sports, futbol, no-
vellas, etc. Experience in US. radio, plus Latin
country, i.e., Cuba, Mexico, Puerto Rico, required.
English helpful but not necessary. Must have con-
fidence and ability 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-
gressive organization. Replies confidential. Write
giving full resume. education-background-experi-
ence, |ohn Maclendon, Director, Radio Costa Rica,
P.O. Box 120, Jackson, Mississippi 39205.

Situations Wanted Managemenr

Experienced program executive desires station man-
ager or operations director position. Self-starter
... - Hard-working idea man . . . medium market.
Five figures. Box K-174, BROADCASTING.

Operations manager exceptionally well versed in
programing, production, F.C.C. rules and technical
matters would like to offer my professionalism
and experience to a station desiring and appreciat-
ing quality. Will consider any metro or major
market in the country. First phone, married and
fLagle‘ 618-451-7511 or Box K-176, BROADCAST-

Dear Sir: My goal is broadcast management. De-
gree, business administration, accounting, third
endorsed, young, veteran, relocate. Yes, 1'll start
at the bottom. Box K-182, BROADCASTING.

Station manager. 20 year professional. Finest refer-

ences. Present station sold. Box K-206, BROAD-
CASTING,

Ready for work now . . . 20 years in radio includ-
ing all phases. Desire small to medium market.

Phone 918-683-2316. Charles Lienhart.

Sales

Young woman desires position in sales and announc-
ing with management future Master's in
Radio-Television . . . extensive radio background

. pleasant voice. Box K-187, BROADCASTING.

Sales-Sports announcing combination, 20 years ex-
perience. Loyal, hard worker. Box K-207, BROAD-
CASTING.

Sell and prepare commercial copy. Network quality
;gnche. Family man. Available now, Phone 918-683-

HAnnouncers continued

Sports director-—newsman wants play-by-play col-
lege basketball. Box K-185, BROADCASTINCG.

Position wanted as newsman or newsman/dj with
non-rock station. Light experience. Tight board.
Mid-east coast location prefered. Box K-186,
BROADCASTING.

Pennsylvania—Delaware—Third endorsed beginner;
single, 23, military veteran, good voice G delivery.

any time slot. Tape on request. Box K-188,
BROADCASTING,
3rd endorsed, 20's, married, broadcasting school

‘g;laguate. will relocate. Box K-190, BROADCAST-

Modern country or top 40. Experienced personality.
Presently employed in major market. Require five
figures plus. Qualified to be P.D. Box K-196,
BROADCASTING.

1st phone announcer, Mature voice. Two years
experience. Can sell (but with emphasis on an-
nouncing). Write copy and gather news. Married.
Military obligation fulfilled. Would like a smalt
enough market so that all talents will be utilized.
Box K-197, BROADCASTING,

Benny Outdone! 42 years old, 7 years experience
as ann., sports dir. (inc. play-by-play), sta. mgr.
Married, family, college. Successful in sales
and supervision Adm. Out of radio 10 years. Took
refresher course. Want back in radio doing air
and/or adm. work. Prefer Chicago area small sta-
tion to soften financial loss change could necessi-
tate. But for proper salary will relocate anywhere.
Personal interview preferred. Call 312-588-2347 or
write Box K-200, BROADCASTING.

Rnnouncers

Looking for responsible position with medium mar-
ket station in northeast. With present employer
S years, In no hurry to move. Will wait for the
right opening. 1st phone. Make contact now if
you might become interested. Box K-12, BROAD-
CASTING.

Florida, 1st phone announcer wants to move up.
Relisble, six years experience, can improve your
soand‘ $125.00 minimum. Box K-42, BROADCAST-
ING.

Chief engineer announcer desires MOR adult sta-
tion as combo. College. Twelve years experience
in all phases. Box K-92, BROADCASTING,

If 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 vyears commercial exp. Write
Box K-115, BROADCASTING,

Metro Boston or NY . . .,
operator . college experience. engineer and
announcing . . . 24 year old, BA—Vet. Box K-140,
BROADCASTINCG.

Ist phone . . . board

Talk personality-announcer-D| lively ‘‘fun type”
approach—also adept at serious subjects—employed
medium market-top rated show. ''Big talker” but

salary very negotiable. No ROGR. Box K-152,
BROADCASTING.
When did you last hear great tape from an

announcing school grad? This family man’s got it!
Conscientious, cooperative, talented. Strong MOR
dj-newsman—3rd endorsed. East coast preferred,
wilé relocate anywhere. Box K-153. BROADCAST-
ING.

Major or medium top-40 only. 22, college. fami];:
rated No. 1 jock in current market. Box K-156,
BROADCASTING.

First phone/experienced seeks western states con-
temporary. Box K-202, BROADCASTING.

Wanted: 3rd phone announcer, family man, tight
board, steady. No drifters. $85 per wk. Are you
kidding me? The trades are filled to overflowing
with insults like this. Where are the real openings?
Where is the station owner or manager who is
sick of tired ratings and a second class profit
and loss standing in his market? If you are a
responsible broadcaster: if you live radio as we
do; if you really care—let's talk. Our price is
high—our return is_higher. Operations Mgr.—News
Director, Box K-205, BROADCASTINC.

Newscaster—disc jockey, professionally trained in
New York city, also B.A degree in music, prefer
New York State, New Jersey or New England.
George R. Dale, 4026 Carpenter Ave., New York.

N. Y. 10466, phone 212-OL 4-9211.
First phone, married, 22, draft exempt. good
sound, beginner—|. D. Jones, 7046 N. Paulina,

2 .
Chicago, IIl. 312-338-7655.

Experienced PD-D|. Over 9 years experience. Top-
40, 3rd class, knows music, will talk money, mar-
ket open. Available now! 513-631-5428.

Beginner, 3rd, wants weekend work in S.F. Bay
area. Reliable, ambitious. Call 293-3320 or write
1816 Park Ave., #4, San Jose, Calif.

Experienced sportscaster radio-TV play-by-play four
major sports, sports talk shows, college degree—
broadcasting. Married, military obligation com-
pleted—Chuck Pollock, 5302 Piney Branch Court,
Norfolk, Va. 23502, 703-853-2046.

Female, black, 3rd class endorsement. DJ-news-

caster, commercials. Reputable broadcast school

graduate. Need first break for job! Barbara Hart,

;;gé South Phillips, Chicago 60649, phone: 721-
56.

DJ-A , about ftwo years experience, seeks

1st phone announcer, with programing experience
available, Wishes to move to west coast. Resume
rlan% audition on request. Box K-158, BROADCAST-
NG.

Available immediately—experienced heavy produc-
tion—tight—board.  Military  completed—married.
Box K-159, BROADCASTING.

Hlinois—Wisconsin—Indiana—Experienced fop 40
personality jock. Married, early 20's. tight board,
third endorsed. Box K-160, BROADCASTING.

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, 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.

Three years experience. third, some college, draft
deferred. Box K-163. BROADCASTING.

First-phone—salesman—40's. _ Good

sales  record.

newscasting-reporting job. M.A. radio-TV. Draft
deferred. Contact Alvin Schor, 370 East 69th St.,
New York, N.Y. 10021.

Technical

Experienced technician with first, B.A. desires
position on college staff. Capable of teaching part
time. Box K-168, BROADCASTING.

Maintenance engineer, $500 relocation, 5160 we:k-
ly, clean climate. Box K-189, BROADCASTING.

NEWS

Top ten radio program director . .

. wants return

Average DJ-news. Major market experience. $150 to medium-major market radio/TV news . . |
plus commission. Available now. Box K-172, experienced . . . versatile . . . professional. Box
BROADCASTING. K-167, BROADCASTING.

Disc-jockey—announcer—newscaster. Experienced.  Announcer—newscaster. Experienced seeker, degree,

tight board, third endorsed. Dependable, creative,
versatile. Box K-177, BROADCASTING.

veteran, third endorsed,

anywhere.
BROADCASTING.

Box K-183.
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News continued

Technical continued

Announcers

Chicago has me today—you can have me tomorrow.

Looking for more air work. Radio-TV experience.

I\(_Ilagior and medium markets only. Call 312-338-
o

Here is a girl who is a whiz at newscasting; want
to try her? Telephone Barbara Grant, 212-422-9233.

Announcer, D] seeks full-time position as news-
man, Married, veteran, 10 years experience, 3rd
endorsed. Contact: Joe Colombo, 2121 Shore Park-
way, Apt. 6E, Brooklyn, New York 11214, {212)
372-1783.

Programing: Production, Others

Presently program director, Number one station
in all books. Over ten years experience . . . a
dedicated, creative pro . . . fine air and produc-
tion man. Seeking new challenge. Five figures.
Box K-175, BROADCASTING.

See Operations manager under Management (K-176).

Professional TV artist, 6 years color. Top 50 pro-
duction, promotion, photography, animation, all
styles graphics, set design and construction, Ist
phone. Comprehensive resume, Phone 406-756-4040.

TELEVISION

Help Wanted Sales

WTOL-TV, A Cosmos Broadcasting Corporation
station, is interviewing experienced account execu-
tives for a position in sales in the Toledo market.
Please submit resume and picture to Toledo Sales
Manager, 604 jackson. No phone calls please.

Experienced program and production f(video tapel
salesman, must have knowledge of facts and figures
and extensive experience in syndication. Call Frank
Flynn, 305-822-8202.

RAnnouncers

Announcer-—on camera experience. 5 day a week
duties, top 40 market. Send resume—photo now.
Box K-193, BROADCASTING.

S.E. net affiliate needs man ready to produce
commercials for local client. Must be able to
handle own switching. Must be creative & work
on limited budget. Wili consider man ready to
move up from crew. Box K-208, BROADCASTING.

Help wanted. Staff announcer for medium market
upper midwest. Prefer news background. Send re-

sume, VTR, photo and salary requirements to
Box K-209. BROADCASTING.
Technical

Maintenance engineer. First class license and ex-
perience in maintenance of color equipment re-
quired. Group owned station. Great opportunity.
Box K-129, BROADCASTING.

Chief engineer TV-AM-FM transmitter plant major
New York city broadcaster. Experienced—college
degree—first class ticket. Experienced in RF and
technical operation, An Equal Opportunity Employer
M/F. Box K-154, BROADCASTING.

.Engineer for NYC TV operation, major company.

top salary, excellent future. oriented to helical
VTR production equipment. Box K-204. BROAD-
CASTING.

Transmitter engineer with experience GE. TT25
and TT20. Excellent working conditions, new plant,
main and aux. transmitters. Permanent position
for qualified man with top scale. Contact Chief
Engineer, KLYD TV, Bakersficld, California. Imme-
diate opening.

first phone engineer for Ccombined transmitter-
color studio operation. Strong maintenance desired.
Contact Tom Sheally, W]KS-TV, |acksonville, Flor~
ida, 904-724-9722.

Experienced TV studio fechnicians wanted. Please
send resume of experience to director of engi-
neering. WNAC-TV, Government Center, Boston,
Mass. 02114,

Wanted—Engineer—FCC first class license for fully
colorized operation. Send resume to Chester
Sawicki. WNEP-TV, Avoca, Pa. 18641 or call 717-
457-7401.

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 06310.

Transmitter supervisor for full color VHF trans-
mitter site. Contact Don Saveraid, Director of Engi-
neering. lowa Educational Broadcasting Network,
Box 1758, Des Moines. lowa, 515-281-3166.

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. It inferested, contact: Mr. Fred Edwards,
Director of Engineering, WQED-TV, 4337 5th Ave..
Pittsburgh, Pennsylvanmia 15213. An equal oppor-
tunity employer,

Broadcast technician—expanding Ohio ETV leader
has opening for experienced engineer with first
class FCC license. Should be familiar with all
phases of TV operation, with preference given to
experience with PC-70s and VR-1200s. Salary based
on experience. Contact: Director of Engineering.
WVIZ-TV, 4300 Brookpark Road. Cleveland, Ohio
44134,

Engineers for studio and transmitter operations—
rapidly expanding, full-color state network. New
building, rew equipment. Begin at $10,200 with
excellent fringe benefits including group insurance
and retirement plan. Advance in 6 years to $13,400.
Send resume to: Maryland Center for Public Broad-
;?sltli?s' RFD 1, Box 147B, Owings Mills, Maryland

Programing, Production, Olhers.

Ready to move up to Programs Operations man-
ager. Prefer man with some announcing experi-
ence but will consider top notch production assist-
ant, Must be well versed in film, syndicated pro-
grams, FCC regulations. NAB Code. etc. SE.
market, locally owned operation. Excellent fringe
benefits. Box K-169, BROADCASTING.

Wanted—Experienced TV copywriter.  Excellent
opportunity for right person who has capabilities
of being copy supervisor. Top wages, fringe bene-
fits, profit-sharing plan. Wonderful living in
beautiful Minnesota lake area. Send complete
resume to Box K-198. BROADCASTING.

Top ten market. Immediate need. Creative pro-
ducer/director experienced in sports and commer-
cial production and direction. Send full background
and salary requirements to Box K-203, BROAD-
CASTING.

Young producer/director with all around knowledge
of TV production. Must be experienced and able
to work well with others. Fine working conditions
in this active Time-Life station. Send resume and
picture to: William Wild. Television Production
Mgr.,, WOOD TV. 120 College Ave, S.E., Grand
Rapids, Michigan 49502.

Experienced lighting director for Video Tape Pro-
duction Co., Also requires engineering experience on
maintenance of color television equipment and
extensive production knowledge. Call Frank Flynn,
305-822-8202.

TELEVISION

Sitnalio:s_v-l_a.nted Management

Program/operations manager. Young executive in
top market with heavy remote and local program-
ing. Proven record under competition. Ready for
3 new challenge or move up. Box K-30, BROAD-
CASTING.

Medium market traffic manager sccking to relo-
cate—extremely capable. Can handle sales avail-
ability and switchpitch like ycu wouldn't believe.
Box K-95, BROADCASTING.

General manager—National sales manager. Thor-
oughly experienced all phases: station-ownership,
development. management, sales management—

sales (national and local). programing film-buying,
production, promotion and network-:;allber an-
nouncing-hosting-newscasting. Leader in commu-
nity affairs. Leader in industry. 16 years in tele-
vision; 12 years in radio. Tofal experience: 28
years since 1940. Just turned 45. College degree.
Nationally recognized as successful administrator-
developer-troubleshooter, A  professional. quality,
aggressive competitor. Accustomed to much respon-
sibility. Proven capable of developing substantially
increased profits. prestige and value. My station
just sold. Seeking another challenging medium to
large station or group to manage and develop.
Box K-173, BROADCASTING.

Talented. literate executive with broad experience
in programing. public affairs, production. announc-
ing. and writing wants chance to help station
achieve excellence. Box K-201, BROADCASTING.

Sales

Sales management—mature,  experienced,  good
track record. Best references. Currently employed.
earnings 15M, plus. Prefer medium market east
of Rocky Mountains. Box K-166, BROADCASTING.

TV announcer, long experience seeks change where
maturity is no barrier. Box K-161, BROADCASTING.

Technical

Engineering Mgr. 21 years. all phases, |5 years man-
agement, looking for top market or group, top
references. Box K-100. BROADCASTING.

Supervisor experienced in systems planning, able
to handle any job required, thorough experience
and ability. Desires chiefs position. Excellent refer-
ences. Box K-162, 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 meaningful news and
public service commitment. Box K-178, BROAD-
CASTING.

Does any commercial television news department
have the guts to hire an anti-establishment report-
er-writer> Box K-184, BROADCASTING.

Negro, Army First Lieutenant. Excellent references.
college. dependable. Seeks apprenticeship or trainee
program in television news reporting/writing. Will-
ing to travel. fluent Spanish. Will be discharged
from Army December, 1969. Frank Kelley, 126§—
17th Ave. San Francisco, California, 415-681-1806.

Professional meteorologist, age 26, with TV weather
broadcasting experience seeks such affiliation. Col-
lege graduate with Navy discharge. Robert W.
McLain, 883 S. Cherokee Rd., Lake Forest, I,
312-234-3781.

Newsman: Six years experience in radio rews
writing, reporting, and general announcing. Desire
to learn TV. 33 vyears old. College grad. Bob
Bocchino, 333 North Avenue, Secane, Pa. 190I8.
215-Ki 3-0287.

Programing, l.’l"odueiion, OTI;;;;

Would like opportunity to return to television after
2 year absence. 7 years experience—all phases,
directing, lighting, switching, sets. Hard working,
creative. Box K-T171, BROADCASTING.

Promotion director—seven years experience in all
phases of audience, sales, promotion. Will relocate.

available immediately. Box K-192, BROADCASTI
212-832-8060. PCASTING.

WANTED TO BUY—Equipment

m 'tlre::sn:ﬂt.tg 250, SPOIk,l (!:uwa & 10 kw AM and
itters. No jun rantee 1
Corp., 1314 Iturbide S’t., Laredo, 'T'exaskggégosu Pely

Wanted:Cood second hand TV cameras. Orthicon
and tube-type of the RCA TK-31 or GE-4PC 1l
series, etc. Using three-inch Orthicon 5820 type
complete with lenses, camera control, dolly and
tripod or pedestal. Box }-300, BROADCASTING,

RCA TVM-1 1 watt microwaves. Nems Clarke 120
fld mtr. Have Varatol Il and V lens for sale.
Phone 212-877-1365 or Box K-9, BROADCASTING.

Wanted immediately: Used ‘Surrounding Sound’
equipment. Box K-179. BROADCASTING.

FOR SALE—Equipment

Coaxial-cable—Heliax, Styroflex, Spiroline, etc. and
fittings. Unused mat'l—large stock—surplus prices.
Write for price list. S-W Elect. 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. 7 years
experience in tower erection. Robinson Tower Com-
7Dg§yHI;_30 143, Greenville, N.C. 27834, Phone: 919-
58- b

For Sale: | RCA TR-4 VTR not colorized, but in
mint condition. $16500 F.0.B. Medford, Oregon.
For Sale: 18 19y’ lengths of 347 50 ohm.
Prodelin  Coax transmission line. S75 per length.
For Sale: 1 GE TV-186 C optical prism multiplexer
S450 Contact Ellis Feinstein, Chief Engineer,
KMED-TV,

For Sale 450 ft. Blaw Knox self supporting—?\-/
tower. John |. Hoke, phone: 732-9350, U.S. Towers,
249 Bartow Lane, Petersburg, Va.

1966 International TV van fully air conditioned,
5 kw power plant, plus many extras. For details
contact Jobn F. Scarpa, P.O. 100, Avalon, N.J.
03202, 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.
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FOR SALE—Equipment

continued
2—A-V 770 Ampex_ recorders. 2—Bogan B-62
Counsal turntables, 2—microphones 545. 2—Shuse
mixers M-68, 1—set sound effect records. $900.00

all or part. 4 months old. Adadvise Inc.. 3017 West
Babcock, Bozeman, Montana 59715.

Ykw FM transmitter completely rebuilt includinz
all new HV silicon power supply ITA FMI00C0B,
$2,995.00, including one year warranty. AM modu-
lation monitor ITA AMM-IA demonstrator use
only, perfect, $27500. Wilkinson Electronics, inc,
1937 W. MacDade Bivd.,, Woodlyn. Pa. 19094,
215-874-5236. -

Excellent buy: hardly used Ampex AG 350 phis
Ampex mixer plus Ampex remote control panel
plus three professional mikes plus Aerovox de-
gausser plus Roneo Rapid 750 dupiicator. First S2M
takes all, no haggling; cash and carry. 1212) PL
5-5607 before noon. .-

Limpander model LE-350B used 2 yrs, in minl
condition, $300.000. available now: GCates STA-
LEVEL in fair condition. $135.00; Spotmaster cart-
ridge winder with time and footage counter in
fair condition, $30.00. Contact Eiliott K. Klein,
CE. Radio Station KRIZ, Phoenix, Ariz., (602)
258-6717.

31 KVA 3 phase deisel generator. $750.00 Details
available. John Sherrod, Danville, Pa., 717-275-1231

1 16mm black and white RAM processor for
reversible film, Speeds up fo 80 feet per minute.
Purchased in 1966 and in_good working condition
—52,500 FOB, Boston. Contact W. H. Hauser.
Engineerina  Manager, Station WBZ TV, Boston,
Mass. 02134,

250w  AM station. RCA 250w transmitter, GE
frequency and modulation monitors. Colling con-
sole, Presto turntables, Cates limiter, Roberts re-
corder. Almost complete AM station equipment.
$3,750.00. Bill Barry. Box 609, Lebanon, Tennessee,
615-444-0305.

GR9V6A, S225. HP330B, S225. William Culpepper,
110 Elmgrove, McMurray, Pennsylvania 15317.

Miscellaneous continued

Deejays! Add comedy voices to your show with
deejay dropins! Tape of 100 inserts . . . $10.00/
check or M.O. to Stu Olson, 5657 Sunset Bivd.,
Hollywood. Calif. 90028.

COMEDY voices

available for id’'s. promos. etc,

Reasonable. Sonny Wiliingham, Route 7, Box 114,
Andalusia, Ala.
INSTRUCTIONS

FCC License and Associate Degree in Electronics
earned mostly bg home study. Free catalog. Gran-
tham Schools, 1505 N. Western, Hollywood, Cali-
fornia 90027.

INSTRUCTIONS continued

Licensed by the New York State department of
education. Ist class FCC license preparation for
people who cannot afford to make mistakes. Also

announcer—Dj—news—sports,  training.  Contact:
b . 43rd St., New York, N. 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,
Portland and Los Angeles. Proven results. Our
seventeenth year teaching FCC license courses.
Bob Johnson Radio License Training, 1060 D Dun-
can, Manhattan 8each, Calif. 266. . Telephone
213-379-4461,

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 ncw has Elkins famous 12-week
Broadcast course, Professional staff, top-notch
equipment. Elkins Institute, 333 St. Charles Avenue,
New Orieans, Louisiana.

The_nationally known six-week Elkins Training for

an FCC first class license. Conveniently located on

the Loop in Chicago. Fully Gl approved. Elkins In-

sltl';_tutg in Chicago, 14 East Jackson Street, Chicago,
inois

Elkins is the nation's largest and most respected
name in First Class FCC licensing. Complete course
in six weeks. Fully approved for Veteran's Training.
Accredited by the National Association of Tra
and Technical Schools. Write Eikins Institute, 2603
Inwood Road, Dallas, Texas 75235,

The Masters. Elkins Radio License School of Atlanta
offers the highest success rate of ali first Class
License schools. Fully approved for_Veterans Train-
ing. Elkins Institute in Atlanta, 1139 Spring Street,
Atlanta, Georgia 30309. -

Be prepared. First Class FCC License in six weeks.
Top quality theory and laborat: instruction. Fully
approved for Veterans Training. Elkins Radio License
School of New Orleans, 333 St. Charles Avenue,
New Orleans, Louisiana 70130.

MISCELLANEOUS

Deejays! 11,000 ciassified gag lines. $10.00. Un-
conditionally guaranteed. Comedy catalog free.
Edmund Orrin, Mariposa, Calif. 95338,

Games, gimmicks, intros, breal-g, one liners, b:anr-\

storming, all .in one packa§e! Monthly..-$2. sampie.
News-features Associates, 1312 Beverly, St. Louis,
o.

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.

25 ideas local radio advertisers can use presented
monthly in your own personalized house organ.
Station Newsletters, 8ox 373, Lima, O

Attention: deejays, program directors, and general
managers. Develop new ideas and improve your
sound. Order our S$5.00 airchecks of California's
top stations. For complete information write:
go‘n;rgand Productions. Box 26348, San Francisco
94126.

Voice station 1.D.’s very deep wvoice 3 for $5.00.
Bill Shrik, P.O. 2812, Munice, Indiana,

Get your “ticket!” Memorize, stidy—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.

Ampex video tapes, fused!), individual containers,
247 f 4800 feet. Bargain. Box K-151, BROAD-
CASTING

KH). America's top rated rock station. The ideas.
music, and personality of contemporary radic at
its best. Latest KH| Airchecks. $10.00 and your
tape. Universal Aircheque Exchange, 359 Creen
Street, Suite B, San Francisco 94133,

**365 Days of La'ughs.." Only Dail_? Radio gag service

.. prepared by deejays for deejays. $5 per month.
Box 3736, Merchandise Mart Station, Chicago, Il
60654.

Attention Houston and Gulf coast area residents.
Elkins Institute offers First Class FCC licensing in
only six weeks. Quality instruction. Elkins_Institute
in Houston, 2120 Travis, Houston, Texas 77002

Announcing, Pprograming, production,_ newscasting,
sportscasting, console operation, disc jockeying and
all phases of radio and TV broadcasting. All taught
by highly qualified professional teachers. The na-
tion's ‘newest, finest and most complete facilities
including our own commercial broadcast station-—
KEIR. Fully approved for veterans training., Accred-
ited by the National Association of Trade and
Technical Schools. Elkins Institute, 2603
Road, Dallas, Texas 75235.

Since 1946, Original course for FCC First Class
Radio-telephone Operators License in six weeks.

proved for veterans, Low-cost dormitory facilities
at srhool Reservations required. Several months
ahead advisable Enrclling now for january 7.
For  information, references and  reservations,
write William B. Orden, Radio Operational Engineer-
ing School, 5075 Warner Avenue, Huntington Beach,
California 92647. (Formerly of Burbank. California}

Inwood

American Institute of radio offers the nation's
sinest quality course for your first class license in
three to five weeks. Individual instruction. Classes
start every Monday. Tuition $300.00. 2622 Olid
Lebanon Road. Nashville, Tennessee 37214, 615-
889-0469, 615-889-2483.

Radio Engineering incorporated Schools have the
finest and fastest course available for the 1st Class
Radio Telephone License (famous 5 week course).
Total tuition $360 Class beminc at all RE1 Schoole
Nov. I17. Call or write the REI. School nearest
vou for information. We guarantee you Electronics,
not questions and answers

R.E.l. In Beautiful Sarasot'a, 'the home ofﬁce.—l-S_Sg
Main Street, Sarasota, Florida 33577. Call (813)
955-6922 Fully approved for Veterans training.

R.E.l. in_Fascinating K. C. at 3123 Giltham_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..
Ciendale, California 91205 Call (213) 244-6777.

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.
Ilhinois 60611, 312-944-3700.

Airchecks $5.00' All formats. “Free’ detailed bro-
chure, Command, Box 26348. San Francisco 94126,

R.EI in Historic Fredericksburg at 809 Carofine St.,
Fredericksburg, Va. 22401 Call (703) 373-1441. °

REl's new program-learning course for Radar and
Micro-weve is so easy and it is guaranteed. Pay

as you go and get your Radar endorsement at

gggw_e_ Write REI. 1336 Main SI, Sarasota, fla.
577,
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Detroit—one week first phone instruction, Dec.
12-18th for our audio-visual students. 8ob John=
son,661060 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. Qur
tape recorded home study first phone course with
one week personal instruction in your town is
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.1.B.
. tuition $295.00. . . . results guaranteed.

T.1.8./Music City. Veteran Approved. Classes start
Oct. 27, Nov. 24. Tennessee Institute of Broad-
casting, 2106 A 8th Avenue South, Nashville,
Tennessee 37204. 615-297-808+.

T.1.B./New England. Classes start October 20th,
November 17th, Technical Institute of Broadcast-
inz, 800 Silver Lane, East Hartford, Connecticut
06118, 1203-289-9400).

T.1.B./Miami , . . classes start Nov. 4, Nov. Zath
. .. 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, $3.00. Command Productions, Box 26348-R.
San Francisco 94126.

Why 6 weeks when you can do it in 47 . . .and

for only $295 . . . and in sunny Florida! TIB,
283 S. Kreme, Homestead, Fia.

RADIO—Help Wanted
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,

i Box K-145, Broadcasting,

Anneuncers

AIR PERSONALITY
OPENINGS

Several of our Top 25 market clients
nced  professional air  personalitics.
Starting salaries $300 to $S400 per
week, depending on ability and back-
ground. Openings with  both top
forty und MOR stations. Send tape
and resume to Carl Young:
Nationwide Management Consultants
645 N. Michigan Ave..

Chicago, Illinois 60611
No fee for this service.

BROADCASTING, Oct. 20, 1969



Announcers continued

i’;;\ ‘-'I-\-“-\"\‘-‘-\-\ AL R N VA L -L-L-L-l-t-\;ue‘t/;n‘l:cv\'\v\;l
.
Cd 13
ANNOUNCER "
Midwest station needs a D.T. who ean §f
write copy, voice news on TV, must ¢
have imagination and experience. Please 5
i send tape and resume to: ‘
b Box K-102, Broadcasting. %
o 1
L:‘ A ARAAA AN ANNA O e e ey \‘»‘{‘45—':
Technical
TECHNICAL
OPENINGS

Broadeust Equipment Manufacturer ur.
wently needs expevienced radio aund {ele-
vision engineering personunel. High wpay-
ing openings now exist for salesmen and
product managers. Qualifications must
include collegze degree or equivalent,
plus two years of station engineering
experience. Starting salaries hetween
$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, Hartford, needs expericnced news
director. Must Dbe capable of org:n_\i’/ing
and directing opcration of one of ihe
finest news departments on the cast coast.
Send salary requiremients, air check, and
writing sample to:
Dan Clayton, Program Directur

Programing, Production, Others

Production Supervisor
Midwest station has opening for pro-
duction supervisor. must bhe ©
for details. do 2 to 3 hour D.J. stint,
have knowledge of various music for-
mats and select our play list, must
he good supervisor with ability to
direct staff of eight. Ability and good
performance will lead tv management
team slot. Send photo, tape and back-
ground data to:

Box K-101. Broadcasting.

Situations Wanted

HAnnouncers

W LUNICOM SERVICES INC.,

© 4 voMD VI AEDIA FLACINENT SLAVILE »

STATION
"MANAGERS
Why spend your time looking
for personnel, We can fill your
requirements for vou.

For particulars call ot write:

Unicom Services, Inc.
7125 W. 44th Ave.
Wheat Ridge, Colo. 80033
303-421-7773

Situations Wanted

Announcers continued

LOOKING
FOR AN
ANNOUNCER?

Let Dick Good help you,

Get a Columbia School of Broadcast-
ing graduate to fill your next opening.
I's a free service we provide to your
station and fo our graduate. We have
27 offices in the U. 5. and Canada.
The chances are we have just the man
you're looking for, from your part of
the country. Just call or wrile Dick
Good and he'll send you a tlape,
resume and photo of a good graduate
near you.

Columbia School

of Broadcasting
4444 Geary Blvd., San Francisco 94118
Telephone: (415) 387-3000

(Mot sdlibisted with 0%, Inc, or say cther instilution)

TELEVISION—Help Wanted

Sales

ACCOUNT EXECUTIVE

WTOLJSTV, a Cosmos Broadeasting Cor-
porution stntion, is inferviewing experi.
enced  Account Executives for a position
in sales in the Toledv market.

Please  suhmit  resume  and  picture 10
Voledo Sales Manager. 004 Jackson. Neo
phone calls pleasc.

~|
f ) . Proven lop five TV-AM News Di- ||
| Contact: Mox m. Everett " rector, sixty man operation, ready il
[ Vice-President—Sales i for V.P. news or group news direc- li
i Tv Spot Film Library torship. Interested ONLY in owner-
! 266 NE, 700 5t e R e e o
! Miami, Florida 33138 " public_affairs. Complete references,
i (305) 758-4706 Box K-1t1, Broadcasting. i
it i ot i i — e .

|  mow available for sale to stations. We are

—

SALES REPRESENTATIVES
WANTED

New library of TV Spot film commercials

seeking sales organization or individual
salesmen now calling on TV stations with
non-competitive film packages. Some back-
ground in local TV sales desirable.

Sales continued

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

An Equal Opportunity Employer

Announcers

TV ANNOUNCER

Are you veady to nake the right move?
WLW-D, Aveo Broadeasting Corporation
it Diyton, Ohio iz secking an  experi-
eneed  well rounded announcer, eapable
of performing various assignments on a
tapnoteh annonncing staff. If you have
at least two yeurs experience in televi-
sioh and enjoy a demanding position,
send video tape and resume to:
Don Prijatel
4930 AVCO Drive
Dayton. Ohio 43101

An Equal
Opportunity Emplover M/F

TELEVISION—Help Wanted

NEWS

News Director

For Best Results
You Can’t Top A
CLASSIFIED AD

in

Broadcasting

Network Correspondent
Wanis local TV anchor.

Box K-141, Broadcasting.
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TV—Help Wanted—Technical INSTRUCTIONS Employment

Service

THE AMPS AGENCY
BY BROADCASTERS o FOR BROADCASTERS

Serving the hrosdcasting profession with compe-
tent management personnel in these areas:
Management. Sales, Engineering. Announcing,
Bockkeeping, Traffic. Secretaries. Send us your
resume or tape. or visit us if in the area.

% THE AMPS AGENCY *

All Media Placement Service
3924 Wilshire Blvd., 'Los Angeles, Calif. 90005

Telephone 213-388-3116

F.C.C. 1ST PHONE IN
5 WEEKS

TOTAL TUITION $360
ROOMS and APTS. $15-$20

OVERSEAS
OPPORTUNITY

Avco Field ECngineering is a world-wide
service organization currently operating and
maintaining VHF television stations in the
Kingdom of Saudi, Arabia.

*BROADCAST CNGINEERS PER WEEK e
. anted to Bu ations

Five years’ cnr;:ent experienge ig rh'e main- ATTEND SCHOOL IN Y Enshhitts

tenance of VHF television broadcast equip- : S e e e e e e s St s S S S S o SRR e

ment plus first class license. c'enda!e' Calif. |

c N Fredericksburg, Va. | N C FM

ompensation: Salary—bonus—per  di 5

housing—equal To 51850000 plus franspor Kansas City, Mo. } i

tation and ali compary benefits—litera K

vazation pelicy. OR | ot class B North Jersey station. Radio pros
would buy 51 to 1009%. Confidential; prin-

Plee e e e o J338 Malnsh. | ™" ox 1144, Broadeasti |

IR, anaset, Iatlainal TR Sarasota, Fla. 33577 ! ox J-144, Broadcasting. I

Call 813-955-6922

Avco
Field
Engineering
P. O. Box 41300
Cincinnati, Ohio 4524}

(An equal oppartunity  entpliyver)

WANTED
RADIO STATION

Interested in purchasing AM, or
AM/FM combination in top 150 mar-
kets; class B or C FM in major
market. East Coast Vermont thru
North Carolina. Also Pennsylvania,
Ohio, Florida. Substantial cash pay-
ment available,

Box K-82, Broadcasting.

BUSINESS OPPORTUNITY

;
|
%

INVESTOR

Family Man VS Over-Populated Cities.
Qualified, life-long broadcaster, strong
in sales—both AM and TV, Interested
in radio station, small or middle-sized
market. Would consider partnership or

Programing, Production, Others FOR SALE—Stations

ASSOCIATE
PRODUCER

Docunientary film onit, unigue two-crew
unit is responsible only for weckly docu-
mentary on network-owned VHI' in top
ten Inarket. Associnte producer requirved
to contribute ideax. do resenrch. some
writing, supervisor production and film
editing on  one crew, Film experience
essentinl, Quaiity of work urust be top
level professional. Send a detailed resume
of experienve, credits, business references
and salary requirements to:

| Box K-.210, Broadcasting.

stock option terms, depending on lo-
cation and principals involved,

Box K-1355, Broadcasting.

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, Ill.

Miscellaneous

THE TALK RADIO
HANDBOOK

by Willis Duff

“A must for any and all programing
talk . . . a guide and timesaver for the
manager . . . an indispensable aid for
the talkmaster . . . he says it all.”

—DON TRAGESER

VP & CM, WEEl. Boston

An “"HOW TO’ book . . .
How to—Program it
—Promote it

—Sell it
$3.75

P.O. Box 26582
San Francisco 94126

e e e e e e e e e e

a0 e e e e e e " e e e e e
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11111132112,

i

FOR SALE—Stations

¢

CHAPMAN ASSOCIATES

media brokerage service

Frank Flynn
SAN DIEGO

Dave Matson
CORVALLIS, ORE.

LOCAL SERVICE

Dick Kozacko
MINN/ST. PAUL
8ill Kepper!

Charles F. 0°Do!

2]
CHICAGO  Bob McKendrick
DETR

TROLT
G. Paul Crowder
NASHYILLE

Bernie Whitaker
Bili Chapman

NATIONWIDE COVERAGE

Beverly Baker
ITHACA, N.Y.

Keith Hortol
ELMIRA, N.Y.

Randolph Gretes
MEDFORD, N.J.

Tenn.  small M $52.5M terms | Ariz.  small daytime  $115M  29%
fla. small daytime 85M  29% | Idaho medium daytime 200 29%
lowa  medium fulltime S550M  145M | Neb.  medium AM&FM  185M  SOLD
Chio medium AM&FM  225M  29% | Ore. metro daytime 115M  29%
N.Y. metro M 80M  29% | Wash. metro fulltime 215M cash

CHAPMAN ASSOCIATES

©

media brokerage servic

e®

2045 Peachtree Road

Atlanta, Ga. 30309
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For Sale—Stations

continued

Confidential Listin

S
RADIO—TV—CATV

NE — S.E. — S.W. — N.W.
L0 e ]

N ETT

Hallywood, fri i S 2 31171
BROKERS-CONSULTANTS

MIDWEST

Full-time AM in Top 50 market.
Excellent growth potential. Never
before offered for sale.

Jox K-170. Broadcasting.

STATIONS FOR SALE

TEXAS. Exclusive. Daytime. Price $63,000.
¢ Terms.

SOUTHERN CALIFORNIA.
FM. $75,000 down,

« NEW MEXICO. Exclusive. $80,000. Terms.
. GULF SOUTH. Exclusive. AM-FM. $250,000.

JacL L. Sto“

and ASSOCIATES
63351 Hollywood Bivd.
Los Angeles, California 90023
Area Code 213-464-7279

Full time. AM-

6 # e s e e s e

LaNue Media Brokers Ine.

116 CENTRAL PARK SOUTH
NEW YORK, N. T.
265-3430

Metropolitan Florida
AM daytime plus class C-FM. $750.-
000 on terms. Write or call Ted Hep-
burn, R. C. Crisler & Co., Inc., Fifth
Third Bank Building. Cincinnati, Ohio
45202. .

Phone: 381-7775 {Area Code 513)

Do a world of good for
hungry people. One check
will feed, heal, educate.

CARE ~ New York, N.Y. 10016
e e

(Conitinued from page 98)

Deignated for hearing

s KRON-FM-TV San Fruncisco—FCC set re-
newal hearing for Jan. 8, 1970, order Hear-
ing Examiner Chester F. Naumowicz Jr.:
further pre-hearing conference set for Dec.
19 in Washington (Doc. 18500). Action Oct. 8.

Call letter applications

8 WFMD-FM, James L. Gibbons. Frederick.
Md. Requests WFRE(FM).

® KJPW-FM. South Central Broadcasters,
Waynesville, Mo. Requests KYSD(FM).

1 KXMSC(FM). Spaccland Broadcasting Corp.,
Clear Lake City, Tex. Requests KLYS(FM).

® KBNO(FM), KCCH Inc.. Re-
quests KCUL(FM).
Call fetter actions

® WRAG-FM, Pickens County Broadcasters.
Carrollton, Ala. Granted WWAG(FM).

s KDHI-FM, Hi-Desert Broadcasting Corp..
'([’P\‘\;?[nty-ninc Palms, Calif. Granted KQYN-
M).

s \WUFM(FM), Phi-Hidelity
N. Y. Granted WZOW(FM).

s KCYS(FM). KORD Inc., Richland, Waush,
Granted KORD-FM.

Houston.

Inc., Utlea,

Renewal of licenses,
all stations

s Broadcast Bureau granted renewal of li-
censes for followlng stations and transla-
tors: KMEN San Bernardino. Calif.: WAEB
Allentown, Pa.: WBBL Richmond. Va.:
WBCI-AM-FM Willlamsburg. Va.: WCEM-
FM Cambridge, Md.: WCYB-TV Bristol, Va.:
WKOK-FM  Sunbury, Pa.: WMNA-FM
Gretna. Va.: WMTR Morristown. N. J.,
WREB Holyoke, Mass.; WRIC Richlands.

.: KO9EE and KI11FF both Superior,
Mont.; KO07AB and K11AC both Belt, Mont.
Actions Oct, 13.

# Broadeast Bureau granted renewal of li-
censes for following stations and their co-
pending auxiliaries: WFMV(FM) Richmond,
Va.. subject to condition that transfer of
control be consummated within 45 days of
date of grant and that commission be notified
of consummation one day thereafter: failure
to meet condtion will render grant null and
void. and will cause renewal application to
revert to pending status: WKMC Roaring
Spring. Pa. Actions Oct. 8.

= Broadcast Bureau granted renewal of li-
censes for following stations and their co-
pending auxiliaries: WCBS-AM-FM-TV New
York: WCAU-AM-FM-TV Philadelphia;
KHEY El Paso: KQFM(FM) Portland, Ore.:
WAQI Ashtabula, Ohio: WBAL Baltimore:
WDTV(TV) Weston. WEIR Weirton, both
West  Virginia: WFAD Middlebury, Vt.:
*WFOS(FM) Chesapeake, Va.: WLPH Iron-
dale. Ala.: WTHU Thurmont, Md.; *WVPC-
(FM) Bethany. W. Va.: WVPO-AM-FM
Stroudsburg., Pa.: WWOD Lynchburg, Va.
Actions Oct. 9.

Translator actions

@ Broadcast Bureau granted renewal of li-
censes for following UHF and VHF transla-
tors : KOSAD Ashiand and Otter Creek K13HX
Box Elder. K03CS and KO6AA both Broadus.
KO4EE and KO7AI both Broadus and Ash-
land rural areas, K10AC and K12CQ both
Broadus rural areas. all Montana: KO04EL
and KO9HW Little Salmon River (Pinehurst
area), KO7TBK, KO09ID. K11BC and K13AY all
Grace. Bancroft and Soda Springs, all Idaho:
K10FN Gardiner. KO09HI Jordan, Black
Butte community. Edwards and Brusctt,
K13HK Sand Springs community, KO09HY,
K11IA and Ki13IB all King Springs, Galpin,
Glasgow and Tampico, K73BN, K77AY and
K79AV all Nashua, KO5CD Haxby, all Mon-
tana. Actions Oct. 10.

® Broadcast Burcau granted licenses cover-
ing following new UHF and VHF translators:
K76CS Hanford, K10GU Paso Robles. K80OCN
Mariposa, Cathey's Valley and Hornitos, all
California; K77CH Grangeville, Cottonwood,
cralgmont and Nezperce, K78CG Salmon, all
Tdaho: K12GN Bedford. Iowa: K75CB_ Rus-
sell, Kan.: K06GC Drumimond. Mont.: K13JR
West Yellowstone, Madison Armi_community,
summer Homes. Hebgen Dam Resort. Sum-

mer Home arca and Summer Home commu-
nity, all Montana; K11JH West Yellowstone,
Hebgen Dam Resort, Madison Arm commu-
nity, Summer Homes and Summer Home
arca, all Montana; KO09IX Cody, Necb.;
K82BO Eurcka, Nev.; K09JC Hot Creek Val-
ley and Stone Cabin Valley, both Nevada:
KI10EI Mercury, Nev.: KO6CR Mercury, Nev.:
KO03BW and KI10EH both Ranler Mesa and
Area 12, all Nevada; WT6AK and W72AM
hoth Williampsort, Pa.; KO02FS, K4FS and
K03DX all Castle Gate. Utah; K13JK New-
castle, Wyo. Actions Oct. 7.

= Broadcast Burcau granted llcenses cover-
ing changes in_following UHF and VHF
translators: K04DD and KO5CF both Weaver-
ville, Calif.; K10FD McCall and New Mead-

ows, both Idaho: WI10AH Carbondale, Ill.:
K10FH Independence. Kan.; K70CT and
K75AC both Farmington, N, M.; KT72AX
Tueumecari, M.: KO7BJ Bowman, and
rural areas east. west and north of Bow-
man, N. D.: KO8GD Ardmore, Okla.; K57AU

Maupin, Ore. Action Oct. 8.

®» K70AH Parker., Ariz.—Broadcast Bureau
granted CP to replace explred permit for
new UHF translator, Action Oct. 8.

8 K13JH Mena, Ark. —~— Broadcast Bureau
granted mod. of CP to extend completion
date for VHF translator to Aprll 7, 1970.
Action Oct. 7.

s W83AI Mclbourne and_Eau Gallie and
W76AD Vero Beach, all Florida—Broadcast
Burcau granted CP's to replace expired per-
mits for new UHF translators. Action Oct. 9.

s K11CP Lava Hot Springs, Portneuf River
area, Fish Creek area and Dempsey Creek
areas, all Idaho—Broadcast Bureau granted
CP to replace expired permit for changes in
VHF translator. Action Oct. 10,

8 WT5AK Jacksonville, Ill.—Broadcast Bu-
reau granted mod. of CP to extend comple-
tlon date for UHF translator to April 7,
1970. Action Oct. 7,

= Kentucky State Board of Eduecation,
Owensboro. Ky.—Broadcast Bureau granted
CP for new UHF translator to serve Owens-
boro on ch. 73 by rebroadcasting WKMA-
(TV) Madisonville, Ky. Action Oct. 10.

s K13IK Terry. Mont. — Broadcast Bureau
granted CP for VHF translator to change
primary statlon to KULR-TV Billings, via
KO6FE Miles City; specify principal com-
munlty as Terry and Fallon: change type
(l)rgtnsb: make changes In ant. system. Action

» Wometco Skyway Broadcasting Co.. Hot
Springs, C.—Broadcast Bureau granted
CP for a new VHF translator to serve Hat
Springs on ch. 8 by rebroadcasting WLOS-
TV Asheville. N. C. Action Oct. 8.

s Spokane Television Inc.,, Lisbon, N, D.—
Broadcast Bureau granted CP for new VHF
transtator to serve Lisbon on ch. 2 by re-
groadgcasting KTHI-TV Fargo, N. D, Action
ct. 9.

s K73CC Tillamook, Ore.—Broadcast Bureau
granted CP to replace expired permit for
new UHF translator. Action Oct. 9.

8 K70CT, K75AC and K80BH all Farmington,
N. M.—Broadcast Bureau granted licenses
covering operation UHF
Action Oct. 8.

= K13AX Philip. S. D.—Broadcast Bureau
granted license covering changes: specify
type trans. of VHF translator. Action Oct. 8.

» WO5AM Coral Bay. St. John Island, V, I.—
Broadcast Bureau granted mod. of CP to ex-
tend completion date for VHF translator
to April 9, 1970. Action Oct. 9.

» WO3AH Fredensborg King Quarter, V. I.—
Broadcast Bureau granted mod. of CP to
extend complétion date for VHF translator
to April 9, 1970. Action Oct. 9.

CATV

Final actions

®» Avon and Sebring, both Florida—FCC de-
nied request by Highlands Cable Television
Corp.. CATV systems asking waiver of pro-
gram exclusivity requirements. WKY Tele-
vision System Inc.. licensee of WTVT{TV)
Tampa. Fla., opposed waiver request. Acticn
Oct. 8.

» Pennsylvania communities—FCC denied re-
quest by Wire Tele-View Corp.. CATV sys-
tems atl Pottsvllle, Palo Alto and Port Car-

of translators.
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bon. all Pennsylvania. seceking waiver of
carriage and Dprograum_exclusivity reauire-
ments of rules. Taft Broadcasting Co., li-
censee of WNEP-TV Scranton, and WBRE-
TV Inc., licensee of WBRE-TV Wilkes-Barre,
requested carriage and program cxclusivity.
Action Oct. 8.

a Pottsville and Lancaster. both Pennsylvania
—FCC directed Pottsville Trans-Video, 12-
channel CATV systems at Pottsville, Miners-
ville and Schuyikill Haven. all Pennsylvania,
Lo provide carriage and program exclusivily
for WNEP-TV Scranton and WBRE-TV
Wilkes-Barre, both Pennsylvania, and pro-
gram exclusivity for statlon WGAL-TV Lan-
caster. Commission also granted unopposed
request of Triangle Publications lnec., li-
censee of WLYH-TV Lancaster asking thal
Pottsville be ordered to show cause why it
shoujd not cease and desist from operaling
CATV systems In violation of carriage and
non-duplication rules. Action Oct, 8.

s Hardin, Mont.—FCC granted request by
Hardin Cable TV Inc. for temporary waiver
of program exclusivity reauirements for 12
months, or until it obtains 500 subscribers,
whichever occurs first. In same action, com-
mission dismlssed request for show cause
order against Hardin, filed by Harriscope
Broadcasling Corp., licensee of KULR-TV
Billlngs, Mont. Action Oct. 8.

Actions on motions

m Acting Chlef Hearing Examiner Jay A.
Kyle in matter of petition by Garden Stale
Inc., to stay construction and operation of
CATV distribution [faclliities In Sussex
borough and Wantage lownship, both New
Jersey, by Conlinental Telephone Corp.,
Farmers Union Telephone Co. and Conti-
nental Transmlssion Corp.. designated Hear-
ing Examiner Frederick W. Denniston as
presiding officer. scheduled prehearing con-
ference for Nov. 3 and hearing for Dec. 13
(Doc. 18688). Action Oct. 7.

s Hearing Examiner Chester F. Naumowicz
Jr. in La Crosse, Wis. (American Cable-
vision Corp.). CATV proceeding. granted
petition by Southern Minnesota Broadcasting
Co. for leave to intervene and made it party
to proceeding (Doc. 18629). Action Oct. 2.

s Platteville. Wis.—Hearing Examiner Her-
bert Sharfman in initial decision ordered
Platterville Cable TV Corp. CATV systems
to cease and desist from further violatlon of
rules. and especially from falling to provide
non-duplication protection of WMTV(TV)
Madison, Wis. (Doc. 18579). Action Oct. 10.

Ownership changes

Applications

» KWUN(AM) Concord, Calif.—Secks assin-
ment of license from Concord Radio Broad-
casters Inc. to Comac Signal Corp. Prolit
Sharing Plan for $194.100. Sellers: Norman
Kestner. president. et al. Buyers: Claude B.
Cody. administrator, Willard A, Hargan
(each 11.8%), John E. Cody, Willlam (.
Mecintyre (each 6.8%). et al. Claude Cody
owns CATV construction firm. Mr. Hargan
is vice president in charge of technical op-
erations for BW-AM-FM-TV  Salinas,
KSBY-TV San Luls Obispo. KNGS Hanford
and CATV systems in Monlerey. Santa Cruze
and San Luis Obispo counties. all California.
Mr. McIntyre owns CATV construction firm.
Ann. Oct. 9

a WAPE(AM) Jacksonville, Fla.—S:cks as-
signment of llcense from Brennan Broad-
casting Co. to Sis Radio Inc. for $2.000.000.
Sellers: Francis_U. Brennan (45%) as indi-
vidual. Francis U. Brennan and C. V. Stel-
zenmuller trustees (45%) and Cyril G. Bren-
nan (5%). Scllers own WBAM(AM) Mont-
gomery. Ala. Francis Brennan owns 5% af
WSLA-TV Selma. Ala., and 18% of WFLI-
(AM) Lookout Mountain. Tenn. Buyers:
Harriet Jan Kaplan, secretary-treasurcr
(94%). Stanley N, Kaplan, president (5%).
and Jack Gale (1%). Buyers own WAYS(AM)
Charlotte. N. C. Ann, Oct. 9.

m KEVL(AM) White Castle. La.—Seeks as-
signinent of license from Big League Broad-
casting Inc. to Shedd-Agard Broadcasting
Ine. for $62.500. Sellers: Larry Marchand
Jr., president. et al, Buyers: Jamos H,
Shedd. president, and Leland Agard, vice
president-treasurer (each 50%). Mr. Shedd
owns WWCC(AM) Bremen, Ga., sale of
which pends FCC approval. Mr. Agard owns
crop dusting firm and s pilot. Ann. Oct. 1.

» KFUN(AM) Las Vegas—Seeks assignment
of license from Roadrunner Broadcasling

Co. to Mark Way Inc. for $175.000. Scllers:
Merie H. Tucker. president. et al. Buyers:
Sidney Carl Mark, president (60%). and
Palricia Greenfield Mark, vice president-
secrelary (407 ). Buyers own respeclive in-
terests in KAKC-AM-FM Tulsa, Okla. Ann,
Oct. 9.

= WINW(AM) Canton, Ohio—Seeks transfer
of control of Radio Canton Inc. trom Joseph
P. Wardlaw Jr. (55% before, none after) to
Margaret Laux Wardiaw (none before, 55%
after) as settlement in divorce arrangement.
No consideration involved. Principals: Mrs,
Wardlaw is assistant secretary for WINW
and secretary for KIST(AM) Sanla Barbara,
Calif. Ann. Oct. 1.

s KOOS(AM) Coos Bay. Ore.—Seeks assign-
ment of license from KOOS Inc. to Kerry
Radio Inc. for $50.000. Sellers: John W, and

David S. Sackatt, co-executors, estate of
Sheldon_S. Sackett (94.7%), et al. Buyers:
James F. and Irenc L. Johnson. president

and gecretary-treasurer, respectively (cach
50%). Mr. Johnson is former acting
Postmaster in Coos Bay. Mrs. Johnson is
secrelary-law clerk. Ann. Oct. 4

®» WITA-TV San Juan, WITB-TV Mayaquex
and WITP-TV Ponce. all Puerto Rico—Scek
assignments of CP's from El Imparcial Broad-
casting Corp. to United Hemisphere TV of
Puerto Rico Ine. for $200,000. Sellers: Iris
Mieres Ayuso, president, Clement L. Lil-
tauer, executive vice president, et al. Elece-
tronic Enterprises Inc.. 95.65%, et al. Sellers
own WITA-AM-FM San Juan and \WR.($-
(AM) San German, all Puerto Rico, sales
of which pend FCC approval. Buyers: United
Hemisphere Productions Inc., 100¢%. Harry
W. Bank, chairman of board., Sidney Pink.
president-treasurer, Art Merrill, vice presi-
dent, and Rodolfo II. Criscuolo Morales, scc-
retary, Buyers produce motion pictures. Mr,
lSS:Stk gérns investmenl counseling firm. Ann.

» KOOD(AM) Lakewood. Wis.—Sccks assign-
ment of license from Timankin Inc. to Kevin
B. Sweeney for full indebtedness of Timan-
kin. Sellers: Robert Coopcr. president, ot al.
Buyer: Kevin B. Swecney. solc owner. Mr.
Sweeney owns youlh market consulling firn:.
Ann. Oct. 6.

Final actions

» KLYD(AM) Bakersficld, Calif.—Broadeastl
Bureau granted assignments of license from
Kern County Broadcasting Co. to Reliabte
Broadcasting for $115.000. Sellers: Lincoln
and Sylvia Dellar, jointly owned, Sellers
own KLYD-TV Bakerstield, and 89% of
KACY(AM) Port Huencme, both California.
Buyers Donald K. Allen. president. George
C. Allen Jr.. vice president, Ralph Edwards.
trcasurer, and ‘Target Productions Inc.
teach 25%). D. Allen owns 33'3% of Re-
llable Broadcasting. Mr, Edwards has in-
terests In several TV production and Packag-
Ing firms and numerous real estate invest-
ment inlerests. Targel is owned by Mr. Ed-
wards and wife, Action Oct. 8,

u KPPC-AM-FM Pasadena. Cualif—Broadeast
Bureau granled assignment of licenses from
Crosby-Avery Broadcasting Co. to The Na-
tion Sclence Network Inc. for $1.084.000.
Price includes sale of KMPX(FM) San
Francisco, Scllers: Leon Crosby (609%) and
Louis Avery (40%). Mr. Crosby is apPlicant
to purchase KTW-FM Seattle. Buyers: L.
W. Frohlich, sole owner. Mr. Frohlich owns
WNCN(FM) New York and WDHF(FM)
Chicago. advertising agency. market research
lirms throughout world and real estale
firm. See KMPX(FM) below, Action Ocl. 8.

8 KMPX(FM) San Francisco—Broadcast Bu-
reau granted assignment of license and SCA
from Crosby-Pacific Broadcasting Co. Lo
The National Science Network Inc. for
$1.084,000. Price includes sale of KPPC-AM-
FM Pasadena, Calif, Sellers: Leon A.
Crosby. Marilyn Crosby, Walter Samulski
and Franklin Mleuli (jointly 1007%). Sce
KPPC-AM-FM above. Acltion Oct. 8.

s WVGT(AM) Mount Dora, Fla, — FCC
granted assignment of license and CP from
David A, Rawley Jr. to Cherry Hill Broad-
casters Inc. for $35,000. Seller: David A.
Rawley Jr. sole owner. Mr, Rawley owns
3314% of KWON(AM) Rartlec:ilta  N1le
11.1% of WKJK(AM) Granlte Fall, N. C. and
3313% of applicant for new AM at Graham
N.C. Buyers: Leon Ganapol, president (29.5%),
Alfred Becker, vice nresident (42.6%‘. et
al. Mr. Ganapol is retired drug store owner.
Mr. Becker Is movie Lheater owner, Horse-
heads, N.Y. Action Oct, 8

s WKLM(AM) Three Rivers, Mich.—Broad-
cast Bureau granted transfer of control of
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Voice of Three Rivers Inc. from Joseph F&
Buller (45.7% before, none after) and Ralph
. Palterson (8.1% before, none after) to
Williams County Broadcasting System Inc.
(none before, 53.8¢» after), Consideratlon:
$73.577. Principals of Williams County
Broadcasting: J, Middendorf [I. president
(25%). Carl L. Shipley. vice president-
secretary (519), et al. Buyers own WWMS-
(FM) and WBNO-AM-FM both Bryan.
Ohio. Mr, Shipley is attorney. Action Oct.

8.

8 KZYX(AM) Weatherford, Okla.—Broad-
cast Bureau granted assignment of CP from
James J  Craddock to Paul H. Buenning
for $15.000. Sellers: James J. Craddock.
sole owner, Buyer: Paul H, Buenning, sole
owner, Mr. Buenning is former 50% owner
06 KARE(AM) Atchison, Kan. Action Oct.
1

» \WKMC(AM) Roaring Spring, Pa.—Broad-
cast Bureau xranted transfer of control of
Fort Bedford Enterprises Inc, (parent
corporation and 90% owner of Cove Broad-
casting Co.. licensee) from William A. Jor-
dan, Carl W, Amieck, Charles M, Mackell
Jr.. et al, (as a group 100% before, 47.5%
after) to Louis J. Maierhofer (none beforc.
52.5% after). Consideration: not indicated.
Principals: Louis J. Maierhofer is_financial
planning consultant, Action Oct. 8.

= WFMV(FM) Richmond. Va.—Broadcast
Bureau Branted transfer of control of Pro-
fessional Broadcasting Inc, from Benjamin
F. Thomas (1007 before, nonc after) to
Fairfax-Prince  William Inc. (none before,
1009 after). ‘Consideralion: $103.000. Prin-
cipals of Fairfax-Prince  Willlam Inc.:
Arthur Kellar. president (50¢), el al, Buy-
ers own KEZR(FM) Manassas. Mr. Kellar
owns WEEL(AM) Fairfax, both Virginia.
Action Oct. 8.

s WRJC(AM) Mauston, Wis. — Broadcasl
Bureau granted assignment of license from
Radio Juneau Counly Inc, to George S.
Blum for $68.000. Sellers: John D, Rice.
presldent, et al. Mr. Rice owns 50% of
WRVF-FM River Falls, Wis., (sale Lo
River Falls Radio Co. pends FCC approv-
ab). Buyer: George S. Blum, sole owner.
Mr Blum is general manager of KXGN-AM-
TV Glendive, Mont. Action Oct. 7.

Cable television activities

The following are activities in com-
munity-antenna television reported to
BROADCASTING, through Oct. 14. Re-
ports include applications for permis-
sion to install and operate CATV's.
grants of CATV franchises and sales of
existing installations.

Franchise grants are shown in iralics.

® Lake county. Calif.—Nevada-California
TV Cable Inc. has applied for a franchise
in areas of Lhe county not covered by the
license granted to Silver King-Konocti TV.
Mel Wiliams, president of the firm, made
the application.

s Fremont county. Colo. — Televents Co..
represented by Carl Williams, has applied
for a franchise. The firm would pay the
cily 2% of the first $120.000 gross reccipls
over and above taxes and 3% on each
$120.000 In gross receipts thereafter and
charge subscribers $14.95 for installation
and $5.95 monthly,

s Grayslake, Il1l.—Vue Sonics Inc., Crystal
Lake. has applied for a 25-year franchisc.
Subscribers would be charged a maximum
of $10 for installation and 35 monthly. The
village would receive 5% of the Rross an-
nual receipts from subscribers.

n_ Sikeston, Mo.—See-Mor Cable TV, Topeka.
Kan., has been granted a 20-year franchise
by a referendum vote of 762 for and 297
against. The firm will pay the city $5,000
initially and 5% of the gross annual in-
come: charge subscribers $10 for installation
and $5 monthly.

» Mount Vernon, N.Y.—U.S. Cablevision
(multiple CATV owner). represented by
Victor Blair. and Main Street Communica-
tions. represenled by Robert Hanna, have
applied for a franchise.

a Beaumont, Texas—Jelferson Cablevision
Inc.. has been granted a franchise, The
firm wil pay the cily 5% of its gross an-
nual receipts.
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From his 30 years experience in broud-
casting and broadcast advertising, Don-
ald L. Kearney, who rctires as Televi-
sion Bureau of Advertising board
chairman this week, has some definite
ideas for improving both programing
and advertising on television.

“I sec the development of new forms
of programing and new categories of
advertisers,” he recently predicted. “cs-
pecially on weekends.”

Instead of children’s shows taking up
entire Saturday mornings, he suggested
adult programing aimed at a selective
audience, including such topics as home
repair, how-to-do-it projzcts, business
reports and others to appeal to a wide
range of interests. "1 also look for more
travel-type programing. but something
with bite,” Mr. Kearney said. “Ameri-
cans do a lot more traveling today. and
I think they might be interested in 2
good scries.”

Stations should also do local oppor-
tunity shows, in Mr., Kcurney's opinion.
As dircctor of sales for Corinthian
Broadcasting. operator of five television
stations. he is pleased that Corinthian's
outlets have produced both variety and
quiz programs utilizing local talent.

“Campus Talent, for instance, started
in Indiana and ended up in four states,”
he reported.

Changes in advertising and advertiser
categories, Mr. Kearney noted. started
with Sears, Roebuck, which brought
about an enormous growth in depart-
ment-store advertising to compete with
Sears. “The fashion and home aspects
of these stores will expand advertising.”
he predicted, and other groups such as
local banks. utility companies and
quick-order food chains have begun to
use, television. “There are many ‘types’
of advertisers still to use TV,” he said.

“We nced self-control against over-
comm-~reialization, -though,” Mr. Kear-
ney warned. “I hope the proliferation
of piggybacks doesn’t occur, becausc
too many try the patience of the view-
er.”

Piggybacks not only decreasc th= ef-
fectiveness of the advertising message.
Mr. Kearney belicves. but they causc
“more headaches for everybody in-
volved—with splicc problems, latc ar-
rivals, short scheduies. and an enor-
mous amount of paper work.”

He is proud of Corinthian’s policy of
not accepting a commercial under 60-
seconds with more than one message.
and insisting on no more than two mcs-
sages in 60 seconds or over.

In addition to being a critic of com-
mercial placement, Mr. Kearney is also
a judge of commercial content. He has
been a judge at the American Commer-
cials Festival, and recently was invited
to be a member of the jury at the Cork
International Television and Cinema
Commercials Festival in Ireland.

"It was interesting that the judges.
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TVB chairman is both
connoisseur and
critic of TV spots

with such diverse backgrounds, gen-
crally agreed on a clear winner,” Mr.
Kearney commented.

His own criteria for a good commer-
cial were summed up in one scntence:
“The commercial, by product demon-
stration or in somc other way, must
clearly show the benefits to the user.”

“We looked for imaginative trcat-
ment,” he noted. “There’s a lot of copy-
ing back and forth. We also looked for
good craftsmanship—things that aren’t
irrelevant.”

Mr. Kearney had made contacts with
Irish broadcasters on a visit shortly
after World War II, and kept up the
fricndships during his career in broad-

WeeksProfile

Donald Leo Kearney—director of

sales, Corinthian  Broadcasting
Corp., New York: b. Feb. 4.
1918. Yonkers. N.Y., AB Ford-
ham College. 1939; sports ancl
special events announcer, WHAM
Rochester, N.Y.. wmca New
York, WAGE (now WHEN) Syra-
cuse, N.Y.. 1939-41; United
Service Organization radio direc-
tor, 1941; US. Army 1942-46:
Katz Agency, Boston. 1946; Mu-
tmal co-op sales manager 1947
Katz TV sales manager, 1948-51;
ABC-TV sales positions, 1951-54:
vice president and director, ABC
film syndication. 1954-57: joined
Corinthian, 1958; Television Bu-
reaw  of Advertising director.
1959-63.  1966-69.  chairman.
1969: m. M. Josephine Calvelli,
1948; children—James E.. 20):
George 1., 18.

casting in the U.S.

He started out as an announcer when
he was still at Fordham University. He
was the sportscaster for Fordham foot-
ball games, and worked as sportscaster
at wras(aM) White Plains, N. Y.,
wHAM(AM) Rochester, N.Y., and wMCA-
(aM) New York, in addition to assist-
ing NBC sportscaster Bill Stern for two
years.

After graduation in 1939, Mr. Kear-
ney went to WAGE(AM) (now WHEN)
Syracusc, N.Y.. wherc he got his first
taste of the sales side of broadcasting.

Following one year as radio director
of the United Service Organization
(1941) and four years in the U.S.
Army (1942-46), during which he was
on the radio staff of the 12th Army
Group and Supremc Headquarters Al-
lied Expeditionary Force (SHAEF),
and was in charge of the press gallery
it the Nuremberg trials, Mr. Kearney
joined the Katz Agency in Boston.
After moving to Mutual as co-op sales
manager in 1947, he returned to Katz
in New York us tclevision sales man-
ager until 1951.

He then worked for ABC until 1957.
serving as manager of ABC-TV spot
sales, national sales manager for the
owned stations, assistant national sales
manager for the television network, and
vice president and director of ABC
film syndication. -

He has been director of sales for
Corinthian since January 1958, and has
contributed his services to the advertis-
ing industry as a director of the Tele-
vision Bureau of Advertising from 1959
0 1963 and from 1966 to 1969. Hc
was secretary of the organization in
1968 and chairman in 1969, and h:
has nothing but praise for the TVB
staff. “They've all donc an outstanding
job promoting the television medium,”
he declared.

Mr. Kearney also complimented his
fellow directors. “None of them are
therc for their own aggrandizement,”
he stated.

Although he is no longer a sports
broadcaster. Mr. Kearney has not lost
his interest in athletics.

He is an avid New York Giants fan.
“I was the announcer for the Fordham
games when Vince Lombardi and the
owners of the Giants were there. so [
have sort of a family feeling about th:
Giants,” he explained.

He also enjoys attending the theater.
“We live in Manhattan, so it's very con-
venient to go often,” he remarked. He
saw around cight or 10 plays during
the last season, but chosc to be im-
partial and not name a favorite.

Mr. Kearney married the former
M. Josephine Calvelli in 1948. Th:y
have two sons, James, 20, and George,
18, who are both in special programs
at Fordham in which they set up their
own course of study.
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Fire-lighting time

Last week the congressional count on sponsorship of the
Pastore bill (S-2004) to end the nightmare of irresponsible
strike applications for station licenses stood at a formidablc
25 or so senators and about 100 representatives.

Hearings on the bill were begun last August and after
three days were recessed without date when Congress took
a vacation. Last week Senator John O. Pastore (D-R.I.)
presided over confirmation hearings of FCC Chairman-
Designate Dean Burch and Commissioner-Designate Robert
Wells. Presidential nominations were entitled to priority and
it was expected that once this task was handled the Commu-
nications Subcommittee would conclude the recessed Pas-
tore bill hearings.

Instead hearings were scheduled on recently introduced
proposals to legislate reduced rates for television time for
political candidates. Giving this legislative priority over thc
Pastore bill is questionable.

Reports, declared to be without foundation at the Senate
Commerce Committee, are that ardor for the Pastore bill
has been dampened by opposition from militant minorities.
including the very elements at the FCC who solicited strike
applications and thus inadvertently triggered the Pastorc
move.

We hope the only reason for delay is the difficulty in
finding open time on the committee schedule. We believe we
know Senator Pastore. We have never seen him yield to
pressure. His independence has won him the high respect of
his colleagues and leadership status in the Senate.

There is no more urgent legislation than the Pastore bill
if the interest of the public is considered. If broadcasters
live under constant fear of attack on licensc renewals they
cannot possibly give their best to provision of optimum scrv-
ice. Money that should be spent for programing and devel-
opment goes for lawyers, economists and others retained to
protect licenses against frivolous or troublc-making con-
tenders, some underwritten by foolish foundations who fall
for the claptrap of serving minorities.

Senator Pastore and his Communications Subcommittee
colleagues, as well as others in Congress should be told
again that broadcasters are unwavering in their support of
$-2004. The need for relief has been accentuated by recent
strike applications. Equity and justice require committee and
congressional action with grcatest possible dispatch.

Answer to AT&T?

All three television networks are now on record as favoring
in principle the creation of a domestic-satellite system to
distribute network programs to affiliated stations. The idca.
first advanced by Leonard Goldenson of ABC some four
years ago and later refined by NBC, was revived last week
by Frank Stanton of CBS. Dr. Stanton advocates a con-
sortium of the networks themselves to finance and operate
thz satellites and ground stations.

The idea of satellites has been made the more attractive
by the recently promised increase in AT&T rates. If Dr.
Stanton’s calculations are correct, the networks could get
from their own satellite system a great deal more service at
less cost than the future with AT&T offers. Not only that.
the commercial networks would underwrite the use of the
system by the noncommercial network. Fair enough.

But it seems to us that there are additional purposes that
any system dedicated to program distribution must be re-

quired to serve. One is to provide the mzans for new nct-
works to come into being and for custom nctworks to be set
up at affordable or at least competitive costs. We are not at
all sure that a consortium owned by the three existing full-
time networks would have the natural incentive to make
easy room for newcomers or one-shot competitors.

Dr. Stanton’s revival of the network-owned satellite plun
comes as the FCC awaits the recommendations of a White
House committee that has been looking into domestic-
satcllite policy. The commission itself would probably have
issued its own policy by now if the White House had not
asked it to defer action.

The policy making has been pending at the FCC for
nearly four ycars. The gestation period nced not be exces-
sively prolonged by another look at the networks’ proposal.

Strong first act

In their first public appearunces us appointecs to the FCC,
Dzan Burch and Robert Wells got a taste of the political
pressures that will be brought to bear against them once
thzy are in office. Both responded with proper restraint.

It wasn’t easy. As chairman-designate, Mr. Burch was
accused by an activist black of bzing racist and rich, as
though the latter was a crime. More calmly than a good
many men might have reacted, he denied both conditions.

Mr. Wells was given a hint of the politics that are con-
sistently played by land-mobile-radio promoters who covet
frequencies now used by television broadcasting. Would he,
as a broadcaster, be prejudiced? He was wise enough to say
this was not the time to prejudge a case with which, as a
radio man, he was unfamiliar.

Both were opposed by Thomas P. F. Hoving, head of the
bodiless National Citizens Committce for Broadcasting, who,
in a wire, also was witless enough to take a crack at Chair-
man John O. Pastore for introducing his bill to restore some
order to license renewals. Mr. Hoving may have proved to
be the nicest enemy an appointee could have.

No man may be judged on the strength of one perform-
ance, let alone his first. But on the evidence at hand last
week, Mr. Nixon's choices for the FCC looked good.
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" puiLDs BETTER
BODIES FASTER "

Drawn for BroapcasTiNg by Sid Hix
“Who suggested Little Orphan Annie in our kiddie vita-
min spot? . . . The kid hasn't grown an inch in 40 years!”
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STATUS SYMBOL

You may never have considered a garbage can_as a status symbol. But to hundreds of
Houston families in the old “Third Ward”’ — our neighbors — a garbage can would have
been a proud possession. We say “would have been” because these families had none and
couldn’t afford to buy one. So garbage piled up in the streets and gutters — and the rats
loved it. KPRC-TV reported the ugly situation — and drew an immediate response from other
good neighbors. Houstonians by theé hundreds donated new garbage cans:

There are still rats in the Third Ward — and elsewhere in Houston — but they're finding
the picking a little less easy. And for that, residents are thanking. their good neighbors —

T Goo d N ei ghb or KPRC_"'"!

NBC in Houston on Channel 2 Edward Petry & Co., National Representatives
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Withour TWRDT =TV CBS 2% invelvement off the air,
Augusta, Ga. world never see this ballerina off the grownd!

We're involved with ballet from direction to production . . .so much so, we're received an Honorable
Mention in the ESQUIRE-BCA “Business in the Arts” awards. Our promotion man, Jim
Thomas, serves on the board of directors and is production manager of the Augusta Civie
Ballet, and our staff designs and produces the scenery and lighting for the dance
company. What does all this have to do with a television station? It's a matter
of conununity involvement . .. a Rust Cralt tradition in Augusta, Buffalo, Chatta-
nooga, lacksonville, Pittshurgh, Rochester. Tamnpa and Wheeling-Steubenville, Rust
Craft Broadcasting . . . the company that takes time (on and off the air) 10 serve.

RUST CRAFT
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