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MEMO FROM A MEMBER
SUBJECT: A CORDIAL INVITATION

May 17, 1971:Qurd0thYear:$1.00 ;i

Broadcastin

THE BUSINESSWEEKLY OF TELEVISION AND RADIO

Fair warning for advertising: FTC mounting major inquiry for fall

Good news with the bad: FCC turns aside fairness doctrine bid on Chevron ads
The case of the card file: where things stand in the license renewal game
NBC-TV affiliates four-square on journalism; network tightens clutter

Because of our growing stature, strength and sig-
nificance...because we share and can solve problems
in common...because our members; want it—I'm
pleased 10 announce and to invite all member man-
agement and news personnel 4o the first national
‘meeting of The Associated Press Broadcasters Asso-

ciation—APBA.

The dates: June 11 and 12.
The place: Sheraton-Blackstone, Chicago.

The program includes reports, presentations and
panel discussion geared to management-news inter-
ests...also talks by AP General Manager Wes Gallag-
her, by the head of University of Georgia Grady School
of Journalism, Dr. Warren Agee, and by Counsglor to
President Nixon, Robert Finch...also good foed, good

- fun and good feelings.

If you still haven't made your reservation, please
make plans now, Your loca! AP Bureau Chief has the
details. | look forward to seeing you in June.

Thomas Powell

:.News Director, WDAU-TV
| Scranton, Pennsylvania

President of APBA

®




INTRODUCING
THE BEST

90-MINUTE
SITUATION COMEDY

IN SYNDICATIO!

“The Petticoat Junction Hogans Heroes Andy Griffith Show”

Long title.
But the shortest way to build audiences
in fringe time.

Programmed back to back in fringe time,
these three winners will: 1) pick up rating
strength over a 90-minute stretch to provide
a powerful send-off for your primetime lineup
(which feature films and hour-and-a-half
off-network shows can’t do) and 2) build a
high percentage of young women viewers
(which talk shows car’t do).

It’s simple as 1-2-3.

Step 1: Petticoat Junction

Lots of youth appeal here (to start you off
with a big tune-in). Adult appeal, too. Now in
its first syndication season, it’s already first
in fringe time periods in 10 markets including
New York, Washington, D. C., Salt Lake City,
Loutsville, Kansas City. And what an audience
builder! In 19 markets Petticoat Junction
gives ratings a big boost over lead-in programs.

Step 2: Hogan’s Heroes

Equally potent with youngsters and adults.
As proven by its popularity during six great
seasons in CBS prime time. Just weeks after
syndication release, Hogan’s Heroes is already

locked up in New York, Chicago, Los Angeles,

Philadelphia, Cleveland, St. Louis,

to mention a few of the top enes. One more big
plus: Hogan's Heroes has never had daytime
exposure. So watch the fringe time viewers
come running.

Step 3: The Andy Griffith Show

An all-time great! Number One in its final
season, in the Top Ten all 8 seasons, in CBS
prime time. And always Number One in its
network daytime period with an average
46 share. That’s why big markets like New
York, Los Angeles, Chicago, San Francisco,
Washington, D. €., Cleveland—among many—
have snapped up Andy for fall.

Now that you see how simple it is to step up
fringe time (and so pep up prime time),
take just one more easy step: call us.

@CBS ENTERPRISES INC.

NEW YORK, CHICAGO, SAN FRANCISCQ, ATLANTA, DALLAS

Source: NSI, Feb.-March 1971, NTI, Oct.-Apr, averages, 1960-70.
Subject to qualifications available on request.







WE WON'T
INTERRUPT A KISS WITH
A CAN OF BEANS.

There you are, folks. In the middle of a glorious love scene. Her
breathing gets heavy. He sweeps her off her feet. And carries her
to the bedroom. What a horrible time to wind up with a mouthful of
commercials!

This won't happen on KTVU.

Right when other stations usually interrupt with a commercial, we
don't. We put our commercials at the end of a beautiful scene. Not in
the middle. J—

That way your commercial will look almost as beautiful [ I]

as the love scene. ,- i

WE MAKE A GOOD MOVIE BETTER. KD

A communications service 5f Cox Broadcasting Corporation @3 San Francisco/Oakland Television represented by TeleRep.




WeekinBrief

FCC, on one hand, rules Chevron gasoline advertising
campaign not subject to fairness doctrine, while FTC, on
other, virtually declares all advertising suspect and pre-
pares {0 prove it in upcoming hearings. See . . .

Gathering clouds over TV advertising ... 21

Television Bureau of Advertising report shows all of top-
100 television advertisers increased investments in 1970,
for both national and spot. Survey, based on BAR figures,
cites largest increase by Warner-Lambert. See . . .

Money talks for national TV advertisers... 29

Long-simmering dispute between broadcasters and rating
services over TV audience measurements erupts anew as
"NAB's Dimling and TVB's Cash complain to ARB and
Nielsen for undercounting TV viewership. See . . .

Hard nudges for ARB and Nielsen ... 30

Clue to new era in license-renewal proceedings is in an
inconspicuous card file at FCC's Washington headquarters.
In it is a growing boxscore on petitions to deny renewal
for some 50 stations, filed within past 14 months. See . . .

Signs of changing times in renewals ... 34

NBC-TV affiliates, meeting last week at one-day conven-
tion, are told of network’s plan to eliminate clutter, program
schedule for 1971-72 season and new upsurge in financial
returns. See . . .

Bullish report to NBC-TV affiliates ... 38

Boston Broadcasters, victor in drawn-out Boston channel-5
proceeding, labels as ‘sham' recent attempt by present
occupant WHDH to have proceeding reopened, claims
WHDH resorted to ‘lies' in fight to keep license. See . ., .

Last-gasp sniping in WHDH donnybrook . . . 41

NBC-TV affiliates rally behind network's news department
against attempts to make distinctions between dependa-
bility of network versus local-station news; White House
attacks seen as catalyst. See . . .

Nixon did it — brought them together ... 44

Court orders ASCAP to distribute nearly $10 million in
back payments tc members on basis of past performance,
overturning plan to distribute money as addition to regu-
lar distribution for final quarter of 1970. See . . .

$10-million headache returns to ASCAP ... 46

NBC-TV, collectively, and its Hallmark Hall of Fame, singly,
stand out among 1971 Emmy Award recipients, with 35 and
eight honors, respectively. 'Senator' segment of Bold Ones
and Mary Tyler Moore also do well, See . . .

Emmy 1971: the complete list of winners ... 48

Influx of comments received at FCC on domestic satellite
systems sparks controversy over nature and operating re-
quirements for systems. Applicants hold forth on their
proposals as outside critics enter proceeding. See . . .

Satellite comments fand at the FCC ... 51

Departments Broadeasting
AT DEADLINE .. \vvoverenenn s 9 WEEK'S HEADLINERS .......... 10 | May 17, 1971:V0l.80.N0.20
BROADCAST ADVERTISING . . ... 21 WEEK'S PROFILE ............. 67 | Published 51 Mondays a year (com-
bined issue at year end), by Broadcast-
A CLELLELLLE 2 ing Publications Inc., 1735 DeSales
CHANGING HANDS ............ 40 Street, N.W., Washington 20036. Sec-
CLOSEDCIRCUIT .............. 7 ond-class postage paid at Washingro;.
DATEBOOK .........covvvvnn. 14 Subscription prices: one year $14,
STO IALS 68 two years $27, three years $35. Add 34
SIS R 0e 08 8508 0080080005 a year for Canada and 36 a year for
EQUIPMENT AND ENGINEERING . 51 all other countries. Subscriber's occupa-
FATES AND FORTUNES ........ 56 tion required. Regular issues $1 (,15 Icohp);
BROADCASTING YEARBOOK publishe
FOCUS ONFINANCE ........... 53 cach January, $13.50 a copy; CATV
FOR THE RECORD ............. 58 SOURCEBOOK annua”y, 3850 a copy.
LEAD STORY ......covvuvunnn. 21 S, Subscription orders and address
< ° changes: Send to BROADCASTING Circu-
v SRR EEREEEERD 34 ) x lation Department. On changes include
MONDAY MEMO ............... 12 *euiat both old and new address plus address
PROGRAMING ................ 44 labe! from front cover of magazine.
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“Newsreel Photographer
Of The Year.”

This is the highest honor ;‘ >
The White House News Photographers
Association can award T

to a newsreel cameraman. g ;

Thisis Tad Dukehart, s 4"
WTOP TV Washington,D.C.,, who won it

Tad Dukehart—one more reason
WTOP TV Eyewitness News
S the best news you'll get all day.

wTrorTv

WASHINGTON, D. C.
a Post-Newsweek Station
represented by TvAR




blosedbircuit

CATV controls

FCC, hacking away at intricate job of
fashioning basic regulation of CATYV,
showed interest last week in proposal
that would reverse present policy of
giving big-market TV stations more
protection against cable competition
than it gives small-market stations. Re-
vision would create three categories of
markets, In biggest, cable systems
would be allowed to carry (from local
stations or by importation if necessary)
minimum of three network stations,
three independents and one commercial
TV. In intermediate markets, quota
would be three-two-one. In addition
there would be quotas for still more
importation in some situations. Still un-
decided are criteria to determine when
signal is “local” or “distant.”

Although its progress on CATV
policy looks from outside to be slow,
FCC is still expected by insiders to
meet May 26 deadline for position
paper on subject. That’s date Chairman
Dean Burch leaves for European trip,
and he has promised before then to de-
liver FCC proposals to Communications
Subcommittees of Senate and House.

Ready to go

Blueprint for advertising self-regulation
has finally been drafted after almost
one year of specific negotiations. That
much was made clear, though more by
indirection than exact description, at
annual meeting of American Associa-
tion of Advertising Agencies last week
(page 25). Details are due to be made
public next week. Regulartory ma-
chinery will be housed in Council of
Better Business Bureaus with support
of AAAA, Association of National Ad-
vertisers and American Advertising
Federation, which was prime mover in
getting it all started.

Fact of agreement was reported con-
fidentially to AAAA members at closed
session of their convention and presum-
ably will be confided to Council of
Better Business Bureaus’ convention in
Miami this week. Qut of deference to
one another, all four organizations
agreed to withhold public announce-
ment until there can be joint news con-
ference, scheduled for New York next
week.

Hole is filled

Word from sales chiefs of all three
TV networks is that, when new season
opens next September, all will have
made up—Iless than year after it hap-
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pened—loss of cigarette advertising,
which last year amounted to $151.8
million on networks and in prior years
somewhat more. Successful selling to
wide range of new advertisers and big-
ger budgets from many old ones are
responsible for quick recovery. Im-
portant contributing factor is said to
be FCC’s prime-time access rule, which,
effective with new season, will reduce
network sales inventory by more com-
mercial minutes than cigarettes vacated.

This mandated reduction is contrib-
uting to current demand—which net-
work sources say is stronger now than
when cigarettes were still buying—and
to elevation of prices above year-ago
levels. It was weakest and therefore
lowest-priced shows that networks killed
to comply with access rule.

Drive is on

Democratic members of Congress who
eye GOP’s bulging war chest in con-
trast with their deficit position, seem
bent upon using their majorities to jam
through legislation limiting expendi-
tures on TV for political campaigns.
It’s prime topic in both House and
Senate and advocates predict that at
this session presidential veto could be
over-ridden. (It didn’t happen last
year.)

Broadcaster reaction to pending Sen-
ate bill (S. 382) appears divided. None
likes surviving vestiges of antibroad-
casting discrimination (especially sec-
tion that would require broadcasters to
give access to candidates). Some larger
broadcast interests think equitable com-
promise may be possible. Networks are
particularly anxious to see passage of
Section 315 amendment exempting can-
didates for Presidency and Vice Presi-
dency from equal-time law.

Fizzle

Audience measurements indicate that
campaign by Boston-based Action for
Children’s Television (ACT) for na-
tional boycott of children’s programs on
Saturday, May 1, aroused no discern-
ible response. Analysis of fast Nielsens
in Los Angeles, made available last
week, showed increase in homes using
TV on May | over week before. In New
York, other city where fast Nielsens
are in operation, HUT’s were down
slightly—but not as much as they had
dropped week before.

Here are average homes-using-tele-
vision figures for periods in which all
three networks carried children’s shows

on following Saturdays, April 17 and
24 and May 1: Los Angeles, 20.9, 15.4,
18.3; New York, 16.4, 13.4, 12.2.
Weather and attraction of outdoor play
were said to be factors.

Credit rating

Word now is that noncommercial Com-
munity Television of Southern Cali-
fornia has offered $15 million for ch. §
KTLA(TV) Los Angeles—and deal may
hinge on proof that it can come up with
that much cash. Gene Autry, chairman
of Golden West Broadcasters, KTLA
owner, said offer was being “reviewed.”
Three years ago same sort of deal fell
through when Autry interests held out
for $25 million (BROADCASTING, March
25, 1968).

In proposal now pending, Community
would trade off KTLA's channel 5 to
Metromedia’s KTTv(Tv) Los Angeles,
now on channel 11, and would wind
up with channel 11 as noncommercial
companion to its currently operated
KCET(Tv) on channel 28 (BROADCAST-
ING, May 10). Community is counting
on heavy contributions from surviving
commercial TV's in Los Angeles and
from foundations to make up magic $15
million.

Heavy thinkers

Current activity in Congress to impose
limits on political-campaign spending
has piqued interest of various law pro-
fessors whose concern is with consti-
tutional questions—such as authority
of Congress to impose any limitations
or requirements on candidates, and, if
that authority exists, whether various
proposals are legal. Subject is sched-
uled to be explored Wednesday (May
19) at private seminar sponsored by
Citizens Research Foundation, Prince-
ton, N.J., of which Dr. Herbert Alex-
ander, former director of President
Kennedy’s Commission on Campaign
Costs, 1961-62, is director.

Basic paper will be prepared by Pro-
fessor Albert Rosenthal of Columbia
University Law School, who said last
week his study only raises questions,
comes to no conclusions. Among 40-
odd invited to meeting, to be held at
Plaza Hotel from 10 a.m. to 4 p.m.:
Professors Paul Freund and Archibald
Cox, both of Harvard; Ralph Winter
and Alexander Bickel, both of Yale.
Professor Milton Katz of Harvard will
be moderator. Following seminar Pro-
fessor Rosenthal will revise his paper,
which is expected to be published by
foundation.
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Late news breaks on this and facing page.
Complete coverage of the week begins on page 21.

AtDeadline

CATYV program-origination rules overturned
Appeals court says FCC overstepped its regulatory bounds

FCC rule requiring CATV systems with
more than 3,500 subscribers to origi-
nate programing has been set aside by
U.S. Court of Appeals in St. Louis.

Rule, which became effective for
some 250 systems on April 1, “goes far
beyond the regulatory powers” Supreme
Court has held commission to have with
regard to CATV, court said in May 7
decision.

Case had been brought by Mid-
west Video Corp., operator of CATV
systems in Missouri, New Mexico and
Texas. Court previously had stayed
commission order as it applied to Mid-
west's systems.

Court said “traditional CATV opera-
tion,” which figured in Supreme Court’s
consideration of commission. authority
“differs greatly from that of originating
programs,” and added: “We find no
balance of public interest which re-
quires stretching the [Communications]
Act to confer such authority.”

Court, in decision written by chief
Judge Martin D. Van Oosterhout, said
commission is ‘“without authority to
impose program-origination rule on
existing cable-television operations.” Im-
plication that ruling does not apply to
future systems appeared to be erased
with subsequent declaration that com-
mission’s cablecasting order “is set
aside.”

Commission officials, who did not re-
ceive copies of decision until late Friday
afternoon, were not able to state what
immediate effect of order would be or
whether commission would seek Su-
preme Court review.

Most affected systems presumably
have acquired equipment for cablecast-
ing and have begun providing that
service.

It was not clear whether systems
could simply abandon cablecasting, in
light of court’s opinion. But one com-
mission official said that, as practical
matter, commission would have great
difficulty in enforcing rule. Presumably.
commission would consider question of
whether to seek Supreme Court review
in light of over-all review of basic
CATV policy it is now conducting.
Some proposals under consideration
would separate CATV hardware owner-
ship from programing decisions.

Donald V. Taverner, president of
National Cable Television Association,
said in response to decision, that asso-
ciation continues to support concept of
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voluntary origination. “We sincerely
believe tha tthis aspect of cable-TV
service is important to the CATV in-
dustry and to the public we serve,”
he said.

NAB reaction came from William
Carlisle, vice president for TV. He
noted association has always opposed
mandatory controls and saw hope court
decision might remove some basis for
what he feels is FCC support for CATV
importation of distant signals. He feels
that FCC regards distant-signal im-
portation as quid-pro-quo for program
origination.

Somewhat ironically, in view of ex-
penditures already made by CATV
systems, appeals court said cablecasting
rule would impose economic hardship
on cable systems. Tt said “costly equip-
ment” would have to be purchased and
skilled personnel hired.” Such addi-
tional costs, court said, could result in
higher subscriber fees and might force
some CATV systems out of business.

Court did not rule on another aspect
of Midwest Video's suit—that involy-
ing commission rules governing pay-
cablecasting. Court said Midwest has
no standing to challenge rules since it
does not choose to cablecast and, in
view of decision, cannot be compelled
to cablecast. Tt also noted that rules are
subject to petitions for reconsideration
pending before commission.

Coming to terms
on KVOA-TV sale

Sale of kvoa-tv Tucson, Ariz., from
Pulitzer Broadcasting Co. to Donrey
Media Group, said to be in making sev-
eral weeks ago (“Closed Circuit,” April
26), became official last week.
Donrey will pay Pulitzer, publisher
of St. Louis Post-Disparch, $2.6 mil-
lion for channel-4 NBC-TV affiliate sub-
ject to FCC approval. Pulitzer paid $3
million for station when purchased
from Steinman Group in July 1968.
Sale is in response to Justice Depart-
ment decree that Pulitzer, which just
bought Arizona Daily Star in Tucson,
sell Kvoa-Tv or face possible antitrust
suit (BROADCASTING, April 12), if it
wants to retain print interest there.
Don W. Reynolds is principal owner
of Donrey firm, which owns KsFa-aM-
Tv Fort Smith and XBRS(AM) Spring-
dale, all Arkansas; KoLo-AM-Tv Reno;
KORK-AM-FM-Tv Las Vegas, and KGNs-

aM-Tv Laredo, Tex., as well as South-
western Publishing company, newspaper
publisher in Southwest.

More time for Lamar Life

Lamar Life Broadcasting has won court
stay permitting it to continue operating
wLET(Tv) on Jackson, Miss., channel
3. U.S. Court of Appeals in Washington
on Friday (May 14) ordered delay of
takeover of channel by interim operator
named by FCC, Communications Im-
provement Inc. Lamar Life requested
delay to enable it to appeal commis-
sion’s interim-operator plan to U.S.
Supreme Court. Commission, which
denied Lamar Life renewal of license
on orders of Washington appeals court,
approved plan whereby nonprofit corpo-
ration would operate station on chan-
nei pending decision in comparative
hearing in which five applicants are
seeking regular authorization.

Station-owner Post Co.
set for stock issue

Washington Post Co., parent of Post-
Newsweek Stations, filed last Thursday
(May 13) registrations statement with
Securities and Exchange Commission
on its previously announced initial pub-
lic offering of class B common stock
(BROADCASTING, March 29).

Of 1.3-million shares to be sold, 1.25
million will go to general public; rest
will be offered to employes. Stock, with
limited voting rights, has maximum
offering price of $27 per share on
maximum aggregate of $35 million,
which will be effected through 60-1
stock split prior to offering,

Post Co., which is controlled by
Katharine Graham and her family, said
it was making offering bécause of
“substantial cash drain” brought about
by its obligation to repurchase employe-
held shares, and because lack of public
market has “inhibited” investments of
its profit-sharing trust and has “com-
plicated long-range estate planning by
controlling stockholders.”

$10 million of proceeds will be used
to retire long-term debt brought about
by Post-Newsweek’s purchase of wcCky-
(aM) Cincinnati and wpPLG-Tv Miami,
in October 1969, company said. Re-
mainder will be added to working capi-
tal.

Issuance follows year in which
Post’s net income dropped substantially
—from $7.66 million in 1969 to $4.87
million in past fiscal year (ended Jan. 3,
1971). But first-quarter income re-

8



WeeksHeadliners

Mr. Fraiberg Mr. Klemmer

Lawrence C. Christopher, senior editor
of BROADCASTING—with company since
1943 and chief of magazine’s Chicago
bureau since 1961-—is to join Illinois
Commerce Commission this week as
communications adviser on new tech-
nology. He will assist ICC in its current
study of cable TV. Mr. Christopher will
also handle special projects for office
of Illinois Governor Richard B. Ogilvie.
Robert M. Rice, VP-finance, CBS, New
York, expands responsibilities to in-
clude planning and acquisitions as well

as finance and is named VP-finance and .

development, CBS Inc. Raymond J.
Klemmer, VP -planning, CBS Inc.,
whose responsibilities included acquisi-
tions as well as planning 6n corporate
level, is reportedly leaving company.

Lawrence P. Fraiberg, who left WNEwW-
Tv in 1969 as VP and general manager
to form own firm, returns to station in
former capacity. He succeeds Robert M.
Benneti, who joins Boston Broadcasters
Inc. as general manager for operations
(see page 41).

For other personnel changes of the week see "Fales & Fortunes.”

portedly rose in 1971—to $387,000 for
period ended April 4, 1971, from like
quarter of 1970, when $204,000 was
registered.

Preliminary prospectus filed last
week with SEC revealed that broadcast-
ing operations contributed 11% to
Post’s over-all revenues ($18.8 million
out of $178 million) and 18% to op-
erating income before taxes ($2.46 mil-
lion out of $13.51 million) in 1970,

Substantial portion of operating in-
come went to company directors, how-
ever—in all, $1,480,333 in salary plus
$95,000 in bonuses. Of this, Mrs.
Graham, president of company and pub-
lisher of Washington Post (who owns
50.1% individually and holds much of
remainder in trust), received salary of
$100,000 last year. Other high-paid
executives include Frederick S. Beebe,
board chairman, $150,000 plus $15,000
bonus, and Larry H. Israel, chairman of
Post-Newsweek Stations, $100,000 plus
$9,000 bonus.

Company presently has 3,187,620
class B shares outstanding, which will
increase to 4,003,500, and 763,440 class
A shares.

Lazard-Freres & Co., New York, will
underwrite.

Off quarter at Capcities

Net income for Capital Cities Broad-
casting Corp.,, New York, for first
quarter of 1971 was down 11% from

10

same period last year.

Thomas S. Murphy, Capcities presi-
dent, said decline was due to siowdown
in advertising, but emphasized that pic-
ture is brightening in second quarter.

Company also anticipated that sta-
tions acquired in mammoth deal
with Triangle Publications and others
(BROADCASTING, March i, et seq.) “will
make a contribution to increased earn-
ings during the remainder of the year.”

For three months ended March 31:

1971 1970
Earned per share H 030 $ 0.34
Revenues 19,154,000 20,912,000
Net income 2,222,000 2,493,000

The Nielsen answer
to TVB's complaints

A. C. Nielsen Co. has addressed itself
to complaints by Television Bureau of
Advertising about local TV viewing
levels as reported by Nielsen and Amer-
ican Research Bureau (see story, page
30).

In wire last Friday (May 14) from
Henry Rahmel, Nielsen executive vice
president, to TVB president Norman
Cash, Mr. Rahmel says those com-
plaints are mistaken.

Mr. Rahmel said that since Nielsen
figures have been closer to test figures
it is unfair to equate Nielsen and ARB
and to suggest that both report similar
audience levels.

“I suggest you review the National

Association of Broadcasters’ studies to
ascertain the facts,” Mr. Rahmel said.

Mr. Cash, in letter to rating firms
had complained that both were under-
stating TV viewing audiences com-
pared with meter levels. He asked for
review of techniques and corrections.

Nonmeeting of minds
over CBS subpoena

Representative Fletcher Thompson
(R-Ga.), member of House Commerce
Committee, said Friday (May 14) that
he backs committee’s Investigations Sub-
committee on its subpoena to CBS on
outtakes and other material involved
in program Selling of the Pentagon.

Since TV is licensed to use airwaves,
he said, Congress has responsibility to
be certain American public is shown
“a balanced news coverage.” This can-
not be determined, he said, unless there
is opportunity” to see what is the un-
edited picture as related to the edited
picture.” This position is reasonable,
congressman said, “because it gives us,
supposedly an impartigl body, the right
to determine whether or not there is
any slanting of the TV coverage through
editing and deletions of items . . .”

Mr. Thompson's views were opposed
by Dr. Worth McDougald, Henry W.
Grady School of Journalism, University
of Georgia, who said congressional
move is ‘“grave threat” to people’s right
to know.

“When a broadcaster is harassed,” he
said, “when he is faced with a subpoena
each time he tries to take an incisive
look at the events going on in the
world, pretty soon he'is going to stop
doing this because of the problem with
the subpoena.”

Both men were attending meeting of
Georgia Association of Broadcasters in
Washington with that state’s congres-
sional delegation.

With a little help
from the competition

Cooperation of Detroit-area TV stations
kept wkBD-Tv Detroit on air with mini-
mum interruption after fire at 9:40
am. last Friday (May 14) caused ex-
tensive damage at Kaiser Broadcasting
station. Fire broke out shortly before
morning sign-on, but station went on
air within couple of hours. WwJ-Tv
and wJBK-Tv provided facilities for
origination of WKBD-TV's major live
shows over weekend. WJIBK-TV loaned
its mobile unit as well as certain color
equipment. Noncommercial wTvs(TV)
provided studios for other WKBD-TV
operations. Estimate of cost of damage
had not been determined as of late
Friday.

BROADCASTING, May 17, 1971
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NO WAKE

People listen when Storer
stations speak out. Water pol-
lution was the target in Toledo.
As public and politicians
seemed reconciled that Lake
Erie was to die, WSPD Radio
and WSPD-TV decided to act.
Marshalling facts and figures
covering everything from silt-
ing through petro-chemical
pollution to the collapse of the
fishing industry, they pooled
their talents in a TV documen-
tary, ‘“Death of a Great Lake.”
Their efforts were well re-
warded. Not only was the show
widely retelecast in Ohio and
Michigan, but prints were also

M i w5
gt

WORRER s o

T BB -
"__‘%___Q_‘ﬂ .

B RN e u

requested by Congressional and
Cabinet groups in Washington.

Not resting on its laurels,
WSPD Radio won a top award
for editorial attacks on dredge-
dumping of contaminants in
the Lake. WSPD-TV climaxed
an intensive anti-poliution
campaign with a special docu-
mentary featuring the Secre-
tary of the Interior, followed
by a three-hour live presenta-
tion of his Department’s hear-
ing on Great Lakes pollution
and called on other Lake ports
to enforce uniform anti-pollu-
tion standards.

So today, the modern Battle

of Lake Erie — for survival —
goes on. Singly and in concert,
the Storer stations in Toledo
are telling it like it is as con-
cerned citizens fighting back
against the despoilers of Amer-
ica the Beautiful.

You learn a lot in 44 years.
You develop practical guide-
lines under which stations like
WSPD and WSPD-TV can
build responsive audiences
through deep involvement in
their communities’ problems,
hopes and achievements. And
you learn that when you really
work at it, everybody wins!

BROADCASTING COMPANY

Boston ’ Atlanta Milwaukee Toledo Detroit Cleveland
WSBK-TV WAGA-TV WIII- TZ WSPD-TV WUBK-TV WwJw-1v
New York Miami Los Angeles Toledo Detroit Cleveland
WHN WGBS KGBS wWSPD WDEE wJw




M””W”’” from & reader who shall be nameless

The Postal Service (or ‘Flash! Newton Minow Leaves FCCY)

An Open Letter To . . . (1) The maga-
zines I used to subscribe to; (2) The
computer which bills me for the Pizza-
of-the-Month Club; (3) The nice folks
who invited us to their daughter’s
wedding which occurred three weeks
ago; (4) The college friend who wrote
me in March that he would be in town
in April and please let him know when
I would be free for a visit; (5) The
electric power company that shut off
my current; (6) The U.S. Postal Serv-
ice:

(1) Please try to understand, all of
you clever people who write me the
reasons why I should subscribe or re-
new my subscription to BROADCASTING,
Editor & Publisher, Advertising Age,
Time, Life, Look, Newsweek, The Na-
tion, The New Republic, Saturday Re-
view, Esquire, etc., and the sophisticated
computers who insert my name so
cleverly that I am persuaded that the
publisher wrote me a personal letter.
It isn’t your fault, fellows. You can tell
your boss that your copy made me hot
to subscribe or renew.

It was something else.

You see, T have a hang-up about
time. 1 remember the days when you
got your weekly magazines within a
week or so of the publication date on
the cover.

The other day I got my copy of Time
letting me know how the 1970 elections
came out, and I see by BROADCASTING
that Newt Minow has left the FCC.

I hate to be a party to putting sub-
scription promotion writers out of work,
especially now with times as they are,
but I've given up on mail delivery and
turned to the newsstand and library for
my periodicals. Sorry, fellows and gals,
but the U.S. Postal Service did you in.
I don’t subscribe to magazines any
more.

(2) My message to the computer
which bills me for the Pizza-of-the-
Month Club is: I got your letter saying
you had turned the matter over to your
lawyers, but I didn't get the bill to
which you refer. Did you get the card I
mailed in September saying I did not
want to receive the October Pizza-of-
the-Month because I have an allergy to
myrrh?

(3) If the folks who invited us to
their daughter’s wedding three weeks
ago read this, what happened is we got
your invitation today and it was darn
nice of you to think of us and if she
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gets married again next year try to let
us know ahead of time. Don’t use the
mails.

(4) To the college friend, let me
make one thing perfectly cléar. I am
not stuck-up. I always like to see my
fraternity brothers. I didn’t get your
letter until yesterday and I really was
at a meeting when you called the
office.

(5) To the electric-power company:
I am writing this by candlelight as I
did not get your bill for March or the
warning notice either. Should you read
this open letter and by some chance get
the check I mailed, please signal me
by turning on the current. I am one of
the up-to-date people who purchased
an all-electric home for gracious mod-
ern living.

(6) My final message is for the U.S.
Postal Service: It is obvious that you
have hired thosé same wonderful man-
agement consultants who showed the
railroads how to turn passenger service
from an asset into a liability.

There are some alternatives to the
use of the mails. There is Western Un-
ion, but it turns its messages over to the
vicissitudes of the mails or the tele-
phones for the final lap of its journey.
There’s the telephone, which offers you
these three choices: (1) an unending
dial tone, (2) a busy signal, (3) a re-
corded message. Some alternatives!

In the area of entertainment, news
and opinion (which was disseminated
by the printed word before the Postal
Service decided differently) we have an
alternative too. It is known as radio
and television. Some of my best friends
are in broadcasting so I will content
myself with remarking that it is Walter
Cronkite, himself, who points out that
his CBS Evening News doesn’t put out

enough words to fill the front page of a
newspaper. Sol Taishoff uses the printed
pages, not the airwaves, to tell broad-
casters what new miseries lie in store
for them. With the very real fear that
the Postal Service is going to make my
trade of producing words for the
printed page as obsolete as buggy-whip
braiding I am going to be prudent and
refrain from commenting, “Some alter-
native!”

At one period of our history the Con-
gress decided that the Post Office could
strengthen our society by providing in-
expensive and reliable delivery of pub-
lications. It was a good idea and it's
too bad the U. S. Postal Service has
abandoned it.

Now I read that the Postal Service is
looking for an advertising agency to
get it more business. Well, Postal Serv-
ice, you have more business now than
you can handle. Does the New York
subway system advertise to get more
rush-hour passengers? Does the FCC
hire an agency to stimulate applications
for VHF frequencies? Does the Penta-
gon tell its agencies to start a drive to
enlist more conscientious objectors?
What the hell goes on at the Postal
Service?

In conclusion, U. S. Postal Service,
you seem to be well on your way to
making communication by the written
or printed word as expensive and un-
reliable as travel by rail.

Why not hang in there just a little
longer and handle letters and magazines
until the time when every home in
America has an 80-channel communi-
cations center provided on a common
carrier basis at a modest monthly fee?
That day may come sooner than you
deliver the mail you now have in your
custody.

The above article was accompanied only by
a cryptic note when delivered to this publi-
cation’s Washington office: “lI would be
deeply grateful if BROADCASTING could print
this open letter without charge. Because of
loss of business due to delayed mail I can-
not afford to publish it as a paid advertise-
ment. I ask you to withhold my name as I
fear I am already in deep trouble and under
government surveillance as the result of
parking my car near a small Earth Day
rally last year.”
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We play
‘“What’s My Line?”
blindfolded

..DUt we don’t
expect youtobuyit
thatway!

Some shows are unknown quantities. You don't
know what you're getting. Or how they'll work
on your station. _

Buy “What's My Line?" and you've got a proven
winner.

Just look:

The new ““What’s My Line?" is now going into
its 4th year of first-run syndicatior production
(following a record-breaking 17-year network run
on CBS).

You know it's got to be good.

You also know there's a steady supply of new
“What's My Line?” haif hours available. Once
you've got it, all you have to do is renew it. No
more scratching around season after season for
new (and untried) product to fill that slot.

And lock at this:

“What's My Line?" is currently first in its time
period in 11 different markets. Places like Phila-
delphia (44 percent share), Toledo (51 share),
Portland-Poland Springs (48 share), Albany-
Schenectady-Troy (43 share), Boston (41 share),
Spokane (40 share). It performs particularly weli
when programmed against early-evening news.
Or building audiences over a news lead-in.

Anyone can see “What's My Line?"” bears look-
ing into. See us.

©CBS ENTERPRISES INC.

New York, Chicago, San Francisco, Atlanta, Dallas

Source: Audience estimates basad on Feb.-Mar. 1971 NSI reports, subject o qualifications which CBS Enterprises will supply on request.
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yPayment must Dccomganv order...

.. WE PAY AlLL FREIGHT.
BROADFAST ERS .
from all over the nation. ..

" Best quality I've ever used””
**Lowast price | have found™ :

{many are selling retail on-air accounts \
our tape and thgeir advertising--write \
for details).

WE DESIGN AND INSTALL YOUR
LOGO ON EACH BOX FREE
on orders over 100 reels.
C-60 Cassettes are

$7-Dozen, post- \
paid, guaranteed. \
\

\ 703-821:2600 y dbr?cédéoﬁkomulrm\
i 1602 Duntsny-McLaa|9Virginia-<22101 ‘J
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CCA eLecTroNics
Announces an
AUTOMATIC

PUSH BUTTON
CONSOLE

-
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NO FADERS, NO COMPLICATED
SWITCHING!! Just Fast, Accurate
Push Button Operation assures
instant channel switching, over
ride and cue. Ideal for “Top 40"
Formats or operations with rapid

switching requirements.
CLTA ELECTRONICS
CORPORATION

716 JERSEY AVE., GLOUCESTER CITY,
N, J. 08030  Phone: (609) 456-1716
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Datebook

A calendar of important meetings
and events in communicalions

nIndicates first or revised listing.

May

May 17—Deadline for_comments on FCC's
proposal concerning availability of TV programs
roduced by nonnetwork suppliers to commercial
V stations and CATV systems (Doc. 18179).

May 17—Deadline for comments from all
parties except National Association of Broad-
casters and American Newspaper Publishers Asso-
ciation on FCC's_one-to-a-market proposal and
its newspaper-CATV crossownership procceding
(Docs. 18110 and 18891).

May 17—World Telecommunication Day, spon-
sored by International Telecommunication Unlon,
United Nations agency. Theme will be “Telecom.
munications and Space.”” Place des Nations,
Geneva.

May 17-18—Spring convention, National Religlous
Broadcasters, Fastern chapter. Carvel inn, Yonk-
ers, N.Y

May 18—Annual stockholders meeting,
Inc. 101 West 67th Street, New York.

May 18—Public hearing of the Canadian Radio-
Television Commission. Bayshore inn, Vancou-
ver, B.C.

May 18—Sales clinic sponsored by Television
Burear: of Advertising. Detroit.

May 18—Sales clinic _sponsored by Television
Bureau of Advertising. Omaha.

May 19—Annual stockholders meeting.
Co. 176 Weybossel Street, Providence, R.I.

May 20—Spring managers meeting, New Jersey
Broadeasters Association. Douglass College cam-
pus, Rutgers University, New Brunswick.

May 20-—Sales clinic sponsored by Television
Burean of Advertising. St. Louis.

May 20-21—Annual spring meeting, Oregon As-
sociation of Broadcasters. Rosel H. Hyde, Wash-
ington lawyer and former FCC chairman, and
Paul Haney, cxecutive vice president for PR,
National Association of Broadcasters, will be
featured speakers. Red Lion inn, Medford.

ABC

Outlet

May 20-22—Meeting. Oregon Association of
Broadcasters. Medford.

May 20-22—Annual management__ convention,
Iowa Broadcasters Association. Holiday Inn
South, Des Moines.

May = 21-22—Meeting, Kansas Association  of

Broadcasters. Radisson hotel, Wichita.

May 21-22—21st annual convention, Kansas As-
sociation of Radio Broadcasters. Broadview hotel,
Wichita.

May 21-22—Meeting, _Alaska Association of
Broadcasters. Captain Cook hotel, Anchorage.

aMay 22—Regional conference and workshops,
Radio Television News Directors Association,
sponsored by WGN Continental Broadcasting,
hicago.

May 22-23—General meeting, National Indusirial
Television Association. New York Hilton, New
York.

May 23-27—Convention, Pennsylvania Associa-

tion of Broadcasters. Britannic Beach hotel,
Paradise Island, Bahamas.

Major convention dates in 71

June 26-30—National convention of American
Advertising Federation. Hawaiian Village, Hono-
lulu.

July 6-9—Annual convention of Narional Cable
Television Association. Sheraton and Shoreham
hotels, Washington.

Sept. 27-20—11th annual conference sponsored
by Institute of Broadcasting Financial Manage-
ment. Regency Hyatt House, Atlanta.

Sept. 28-Oct. 2—Annual national conference and

workshops, Radio-Television News Directors As-

sociation. Statler Hilton hotel, Boston.

Nov. 14-17—Seminar, sponsored by Broadcasters

ggumlarion Association. Washington Plaza hotel,
attle.

The "
Land of

Milk &
Money

Wisconsin’s

Seven
Markets
in One!

Green Bay Menominee/Marinette
Appleton Neenah-Menasha
Oshkosh Manitowoc-Two Rivers
Sheboygan Fond du Lac

m $1.4 BILLION SALES MARKET
m A $2 BILLION INCOME MARKET
®m Ranks as Wisconsin’s 2nd ADI
® Ranks 67th ameng all ADI's

In TRS — $1,472,243,000

(SRDS ADI Rankings 2-15-71)

The Wonder Market

WBAY
Green Bay
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DickVanDyke
haslots of

big things
going
forhim

~.and
lots of
smaller
things,
too!

A big hit in Top 30 markets?
Of course.

And in smaller markets, too

In 19 smaller markets, Dick
Van Dyke leads his time period
with young women 18 to 49.

In 13 smaller markets, his is
the highest-rated show in its
time period.

In 13 smaller markets, Dick
has increased ratings over year-
ago programming in the same
time slot.

Dick Van Dyke is a big man
wherever he plays.

Source: Audience estimaltes - ?
based on Feb.-Mar, 1971-70- HOW abOLIt YOUT‘ Ll ke['

NSI reports, subject Lo
BTl ApEn : ©CBS ENTERPRISES INC.

on request. New York, Chicago, San Francisco, Atlanta, Dallas




Hands-off registration.

NTSC color from the camera head
with standard coax orcamera cable.

Instant studio/remote convertibility.

| | ) ! \ | ™
Iy a8 |

colorcamera

aUtomatic broadcast

You can pull cur new Chroma il off its studio tripod and take it to the sun-baked stadium
or the wind-chilled ski slopes without making an adjustment. It's the most flexible —and

the least temperamental —camera you've ever known.

Chroma Il converts instantly to any operating mode. In the field it gives you full
NTSC capability as a single unit, using standard coax. Change the cable and

switch over to studio CCU, and it's back in multiple-camera cperation.
= oo Chroma lll also lets you forget about temperature extremas, line voltage
variations, daily re-registration, and other usual set-up adjustments.

In short, it's the camera that our experience and field research have

told us you want.

M Superior colorimetry through true prism optics, bias

lighting and computer-aided design.

B Automatic registration through feedback-stabilized

width/linearity/centering circuits.

B Buiit-in full-screen video level monitoring,

reading in IEEE units.

H Bullt-In uitra-stable digltal color encoder.
M Pushbutton white/black set—
instantaneously sets video level, pedestal
level, color balance.

B Automatic servo iris with provision for
local and remote override.

B Built-in digital sync generator for self-
contained operation.

B Built-in dual filter wheels — 20 filter
positions, including macro-focus option
(one inch to 20 feet).

And more. It’s all in our Chroma Il brochure.
Write for it today.

®

NI 7= cmAaTION

P.O. Box 15068, Salt Lake City, Utah 84115
Phone: 801-487-5399



BROADCASTING PUBLICATIONS INC.

Sol Taishoff, president.

Lawrence B, {‘aishoﬁ executive vice president
and secrerary.

Maury Long, vice president,

Edwin H, James, vice president.

Joanne T, Cowan treasurer.

Irving C. Miller, comptroller.

Broadcasting .
TELEVISION

Executive and publication headguarters
BROADCASTING-TELECASTING building,
1735 DeSales Street, N.W, Washmglon
D.C. 20036, Phone 202-63§-1022

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

EDITORIAL

Edwin H. James, VP-executive editor.

Donald West, managmf editor.

Rufus Crater, ediforial director (New York).
Art King, director, special publications,
Frederick M. Fitzgerald, Earl B, Abrams,
Leonard Zeidenberg, Lawrence Christopher,
senior editors.,

Joseph A. Esser, Steve Millard, associate editors.

Clara M, Biondi, Alan Steele Jarvis, Mehrl
Martin, Don Richard, J. Daniel Rudy,
staff writers.

Sandra Bartolina, William Blakefield,
Katrina Hart, Jim Sarkozy, editorial ‘assistants.
Elaine Garland, secretary to the editor
and publisher.

Erwin Ephron (vice president,

director of marketing services, Cari Ally
Inc., New York),

research adviser.

SALES

Maury Long, VP-general manager.
David N, hitcombe director of
marketing.

Jill Newman, classified advertising.
Dorothy Coll, advertising assistant.
Doris Kelly, secretary to the VP-gencral
manager.

CIRCULATION

David N. Whitcombe, director.

Bill Criger subscriplwn manager.

Julie Janoff, Kwentin Keenan, Dorothy Ogier,
Jean Powers Shirley Taylor.

PRODUCTION

John F. Walen, assistant to the
publisher for production.

H Stevens, traffic manager.
Bob Sandor, praducltan assistant.

BUSINESS

Irving C. Miller, romprmuer

Sheila Thacker, Judith Mas

Deanna Velasguez, semlary to the executive
vice president.

BUREAUS

NEW YORK: 7 West 51st Street, 10019,
Phone: 212-757-3260

Rufus Crater, editorial director; David
Berlyn, Rocco Famighetti, senior editors;
Louise Estevan, Helen Manasian, Cynthia
Valentino, staff writers.

Robert L. Hutton, sales manager; Eleanor
Manmnil Institutional sales manager; Greg

Maseﬁeld tern sales manager; Mary Adler,

Harriette Wemberg, advcrmlng assistants.

HOLLYWOOD: 1680 North Vi
Street, 90028. Phope!: 213-463-3148.
Morris Gelman, senior editor.
Stephen Glassman, staff writer.

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

CHICAGO: Midwest advertising sales repre-
sentative, Bailey & Co., Davld J. Bailey,
president. P.O, Box 562 Barrington, Tll. 60010.
Phone: 321-381-3220.

BroapcasTING® Magazine was founded in
1931 by Broadcasting Publications Inc.,
using the title BRoOADCASTING*—The
News Magazine of the Fifth Estate.
Broadcast Advertising* was acquired

in 1932, Broadcast Reporter in 1933,
Telecast* in 1953 and Television*® in
1961. Broadcasti gTelecast.mg‘ was
introduced in 194

*Reg. U.S. Patent Office.

© 1971 by Broadcasting Publications Inc.
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BUT... you can bottle up drug sales

WKZO reaches three times as
many counties and 248 % more
adults weekly than the next
station. In fact, WKZO reaches
27 % more homes than all other
Kalamazoe stations combined.
Circulation Pulse 1968 Michigan
Statien Repert,

in Greater Western Michigan
through WKZO.

In Greater Western Michigan WKZO gets
you the big spenders—60% of the men
6-10 am, according to a 1970 Pulse Area
Report on Kalamazoo. And 49% of the

women 10 am—3 pm. Plus 51% of both men

and women during weekday drive times.
Getting the big buyers is why WKZO is
the big buy.

* A 5-ft. tall sherry bottle named " Adelaide”
was blown in 1958 —it held 196.9 pints.

WKZ0

€S RADIO FOR KALAMAZOO
AND GREATIR WESTIRN MICHIGAN

AveryKnedel. inc.. Faclusive Notisno! Representetives

Safety...Who needrit?
People...Maybe even you.

“Now'’ is too late for 1,050,000* people. With the help of
concerned media, accidental deaths decreased 2% in 1970.
But there’s more to be done for accident prevention. If you
do it, your finest journalistic efforts can be considered for a
National Safety Council award. It's our small way of thanking
those who care. For full information on how you can get in-
volved, write: Mr. Don McEwan

Public Service Awards; National Safety Council
425 North Michigan Avenue, Chicago, lll. 60611

*Total accidental deaths, 1960-69
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ovie?

What's the héme 'of‘tis'



If you've seen-it, you remember it.

Because of the heart-stopping scene on the face of
Mt. Rushmore. And the crop-dusting biplane trying to gun
Cary down on a deserted road in the prairie.

" And who can forget the movie where a one-armed
Spencer Tracy casually demolishes Ernest Borgnine?

Or when Groucho, Chico, and Harpo turn a
performance of [l Trovatore into a comic disaster?

Scenes like these make movies the most memorable
form of entertainment.

And there are hundreds of memorable movies in the

MGM Library of Great Films.

Movies. Still the best buy in television. The MGM Library
of Great Films

MGM Television

1350 AVENUE OF THE AMERICAS 212} 262-2727



Phil Donahue
really rates with
young women.

And we’ve got the numbers to prove it. Take
the women in Cieveland, for instance. The
young women between 18 and 34. The ones
who buy the most. The Phil Donahue Show
on WJW-TV rates first* with these young
ladies. In fact, it rates first in homes, in
women, women 18-49, and women 18-34.
Young women watch WJBK in Detroit in the
sameé way. And in Toledo, WSPD. And
Wheeling. Milwaukee. Columbus. Dayton.

And in Wilkes-Barre, where the show has only
been on for its first rating period, Donahue
leads with women 18-24 — equaling the
combined totals of the other two stations.

It doesn't take long for gais to catch on. in
San Diego and Atlanta, where Donahue is new,
he's making a strong impact on the markets.
The Phil Donahue Show has just gone into
seven new markets: New York (WNBC-TV),
Buffaio (WUTV), San Antonio (WOAI-TV),
Washington, D.C. (WMAL-TV), Miami
(WPLG-TV), Pittsburgh (WTAE-TV) and

Green Bay (WLUK-TV).

The Phil Donahue Show just has to be one of
the hottest things on daytime television.

And itcould warm up your daytime schedule, too.
For further information, contact: Don Dahiman
or Bill Rhodes, Avco Syndicated Sales,

4590 Avco Drive, Dayton, Ohio 45401

(513) 293-2102.

Al

BROADCASTING CORPORATION

“Based on March, 1971 ARB. Audience and related data are based
on estimates provided by the source indicated and are subject to
the qualifications issued by this service. Coples of such qualifica-
tions are available on request.
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Gathering clouds over TV advertising

Ominous overtones in FTC call for major inquiry;
slightly silver lining in FCC fairness-doctrine action on Chevron

The advertising business—and particu-
larly the television advertising business
—took one step forward and two back
last week as the Federal Communica-
tions Commission ruled on the one hand
that a particular advertising campaign
was not subject to its fairness doctrine
while the Federal Trade Commission,
on the other, virtually declared all ad-
vertising suspect and said—essentially—
that it would try to prove that point in a
major series of hearings beginning next
fall.

Off one hook was an advertising cam-
paign for Chevron gasoline, which (1)
is the subject of challenge by the FTC
as being misleading and (2) was the
subject of petition by two law students
to the FCC asking that stations which
carry the Chevron campaign carry their
own messages (a la anti-smoking spots)
citing the damage of gas fumes to the
environment. The FCC, which had held
that cigarette advertising did fall under
its fairness doctrine requirement of re-
ply, held last week that the Chevron
campaign did not.

That escape for broadcasters—signifi-
cant enough in itself—was made even
more significant by another suggestion
which had been part of the FCC debate,
but was eventually discarded. The pro-
posal: that stations which carried the
Chevron campaign be required to carry
repeated notice of the fact that it was
the subject of an FTC complaint.

(Not so susceptible to interpretation
for its import—but of high interest to
broadcasters nonetheless — was the
FCC’s companion announcement last
week that it would convene a major in-
quiry into all fairness doctrine ramifica-
tions.)

Any easier breathing that might have
been occasioned by the FCC's action on
Chevron and its fairness doctrine forum
plan (see page 22) was constrained
again that same day (Wednesday) by
the FTC’s announcement that it is going
to open a massive inquiry into today’s

BROADCASTING, May 17, 1971

advertising—with particular interest in
today’s television advertising—next fall.

The agency announced that intention
at a news conference last week—two
days after Senator Frank E. Moss (D-
Utah) introduced a bill (S-1753) to
establish a National Institute of Adver-

Pitofsky of the FTC:
Off to the wars once again

tising, Marketing and Society to attack
the same objective.

Both actions are aimed at determin-
ing the reaction of the general public to
commercial messages, particularly those
in TV and particularly those that deal
in subjective approaches to product
selling.

The hearings, according to the FTC,
are tentatively scheduled to begin in

Washington Sept. 13. The agency said
that subsequent hearings would be held
at later dates in other major cities.

Witnesses, according to Robert F.
Pitofsky, director of the Agency’s Con-
sumer Protection Bureau, will be pro-
fessionals—sociologists and psycholo-
gists—as well as representatives of con-
sumer organizations, advertising agen-
cies and advertisers.

Just who these will be, or who at the
FTC will conduct the hearings, Mr.
Pitofsky was unable to answer last
week. He said those arrangements were
still being made.

Mr. Pitofsky stressed, as did the
agency announcement, that the hearings
will not involve review or evaluation of
specific advertising or claims that might
be considered deceptive or misleading.
The FTC consumer-protection chief ad-
mitted, however, that some such infor-
mation may be gleaned from the hear-
ings and might result in future action.

Gerald J. Thain, acting assistant di-
rector of the food and drug advertising
division of the Consumer Protection
Bureau, emphasized at the news con-
ference that the aim of the planned
hearings is to learn the reaction of the
consuming public to advertising—the
impact of advertising, not the message
itself.

Principally, the FTC said, its current
primary interests are:

= Advertising to children.

® TV advertising that may “unfairly
exploit desires, fears and anxieties.”

® TV commercials whose technical
aspects of preparation and production
"may facilitate deception.”

= Consumers’ ‘physical, emotional
and psychological responses to adver-
tising”’.

As described by the agency, the three
major areas of the inquiry are along
these lines:

On children—"As a class, children
have always been the subject of the spe-
cial protection of the law, Underlying
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this proposition is a recognition of the
vulnerability of children to suggestion,
-and their immaturity of judgment. This
special protection afforded children in-
cludes protecting them as consumers or
television viewers. The unique aspects
of television and its place in the lives of
most children provide compelling rea-
sons for arguments that special stand-
ards should be developed in the regula-
tion of advertising addressed to chil-
dren . . .”

On advertising themes—"“Some cur-
rent advertising, and especially that ap-
pearing on television, has been chal-
lenged as calculated to appeal to non-
rational concerns and considerations.
These forms of advertising, which are
essentially noninformational in charac-
ter, may raise questions as to their fun-
damental fairness, the conformity with
the traditional economic ‘justifications
for advertising as sources of informa-
tion upon which a free and reasonably
informed choice may be made and the

extent to which such advertising is de-
signed to exploit such fears or anxieties
as social acceptance or personal well-
being without fulfilling the desires
raised.” ’

On TV techniques—"“Certain photo-
graphic and other techniques used in
making television commercials may
make use of non-verbal persuasion
which is not recognized by the viewers
and therefore caniot be guarded against
or weighed in a rational way. New
methods of television advertising may
be causing effects in viewers different
from those customarily generated by
advertising. The commission desires to
know whether human beings are af-
fected in such ways as are unfair.”

The FTC commented, after reciting
these observations: “These challenges
raise issues which the commission can-
not ignore. Hearings on TV advertising
may provide answers or facts upon
which to build a more comprehensive
regulatory posture.”

These comments echo statements
made by both Messrs. Pitofsky and
Thain a scant six weeks ago. At an
American  University conférence in
Washington, Mr. Pitofsky, talking about
“puffery,” noted that the standards per-
mitting this type of exaggeration were
based on print advertising and that they
do not hold true for TV advertising and
therefore were being studied for revi-
sion, Mr. Thain, at the same meeting,
commented that many ‘advertising prac-
tices in the past were tolerable in print,
but have become intolerable today be-
cause they are on TV and TV’s impact
is much more powerful.

Mr. Pitofsky last week alluded to the
difference that TV advertising has to
“traditional” advertising noting that TV
is "“more subtle, more persuasive . . .”
He also observed that the impact of TV
advertising’s frequency and exposure is
significant. And some TV techniques—
he mentioned color, editing, intercutting,
pace—have a motivational impact, he

FCC strengthens precedent exempting ads from fairness

The FCC has ruled again, and in some
of the most forceful language it has
used in discussing the issue to date, that
the fairness doctrine is not applicable to
product advertising—even when the
claims made relate to a matter of public
concern.

To require “answers” to commercials
for products or services on the ground
they raise controversial issues of public
importance, the commission said last
week, “‘might eventually drive most
commercials from the air, resulting in
chags and the destruction of economic
support for the public service rendered
by broadcast licensees.”

The commission issued the ruling, on
a 3-to-1 vote, in disposing of a fairness
doctrine complaint that was directed at
commercials promoting Standard Oil of
California’s Chevron with F-310 gaso-
line as a partial solution to the pollu-
tion problem. The complaint, filed last
September by two University of Cali-
fornia law school students, named five
California stations—KNBC-TV and KNXT-
(1v), both Los Angeles, and xpP1x(TV),
KRON-TV and KGo-Tv, all San Francisco.

But in disposing of the complaint the
commission acknowledged that it had
not disposed of the issue the complaint
and others like it have raised—that in-
deed the commission could not, in an
individual case.

It announced it will, “in the near
future,”. institute an over-all inquiry
into the fairness doctrine, one aimed at
developing “more finely drawn clas-
sifications, approaches and policies
within the rubric of the fairness doc-
trine that will better serve the public
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interest.” The commission said the proj-
ect would include consideration of
“the vexing problem of access that has
been on the periphery of many” of its
decisions in the fairness area.

FCC Chairman Dean Burch has twice
called publicly for such an inquiry,
most recently in his speech at the Na-
tional Association of Broadcasters con-
vention in Chicago (BROADCASTING,
April 5). He said then a review was
called for in light of the growing de-
mands for access to the airwaves that
were being made in the name of the
fairness doctrine.

The commission last week offered
broadcasters no guarantee their respon-
sibilities would be eased as a result of
the proposed proceeding. “We cannot
now predict the direction in which this
inquiry may lead us,” it said.

The commission majority in the case
consisted of Chairman Burch and Com-
missioners Robert Wells and Thomas J.
Houser. Commissioner Nicholas Yohn-
son dissented, and Commissioners
Robert T. Bartley, Robert E. Lee and
H. Rex Lee were absent.

Commissioner Yohnson, in his dissent,
saw the commission action as “entirely
unwarranted—and ultimately self-de-
feating.” He said that “there is such
public pressure for control of the abuses
of commercialism on television that un-
less the FCC begins to fashion reason-
able remedies, the courts will step in
with rules anyway—and rules likely to
make much broader inroads on broad-
caster discretion than any rules the ma-
jority would be likely to adopt.”

The other commissioners are not un-

aware of that possibility. And Chairman
Burch has indicated his belief that the
notice of inquiry to be undertaken
would be one means of preventing the
courts from setting commission policy
in fairness matters. He has said that the
commission would be in a better posture
to defend its position before the courts
if it had “all the inputs from the in-
dustry and could demonstrate it had
agonized over its decision instead of
reaching it on an ad hoc basis (Broap-
CASTING, Feb. 1).

The complainants in the Chevron
case—Alan F, Neckritz and Lawrence
B. Ordower—contended that the com-
mercials created a public controversy
which is subject to the fairness doctrine
and that their views should be presented
through spot announcements to achieve
fairness. They said the stations involved
abridged their First Amendment rights
in denying access to contrasting views
on the issue raised in the commercials.

The commercials in question, which
feature former astronaut Scott Carpen-
ter, purport to show that a car burning
Chevron with F-310 emits clean ex-
haust while a car that does not use the
product emits dirty fumes that go “into
the air and waste mileage.” The com-
mercial has been challenged in a Fed-
eral Trade Commission complaint whigh
has not yet been resolved.

The commission rejected the First
Amendment argument on the ground
that “a broadcast licensee is not a com.
mon carrier and thus is not required to
provide all persons with access to the
air.”

And it rejected two arguments the
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added, far beyond the explicit message
which may come across in the ad-
vertisement.

Mr. Pitofsky also acknowledged that
last year's announcement that the FTC
and the FCC planned to hold hearings
on children’s programing as well as
commercials has gone by the board. The
FCC, he said, has problems that are not
the concern of the FTC, and vice versa.

After gathering all the facts, the FTC
bureau chief said last week, the agency
will decide what to do. And one possi-
bility, he observed, may be that it will
have to call for legislation so that the
FTC can take into account the more
esoteric results of advertising not now
within its purview that today is equated
generally with unfair trade practices as
well as deceptive and misleading adver-
tising.

Basically, the latest FTC action is
another facet of its increasing activism
that has already impelled it to move
against dozens of advertisers and that

contain such innovative proposed penal-
ties as corrective advertising (BROAD-
CASTING, April 26),

The FTC action last week undoubt-
edly is related to the long-time com-
plaints by Senator Frank E. Moss (D-
Utah) about the relationship of adver-
tising of mood-inducing drugs and the
drug abuse problem. He is chairman of
the Commerce Committee’s consumer
subcommiittee, and was instrumental in
forcing cigarette advertising off the
broadcast air.

Last week he introduced a bill (S-
1753) that would establish a National
Institute of Advertising, Marketing and
Society that would be funded with a
$5 million grant from the federal treas-
ury (BroabcasTiNG, March 1, May 3).
His bill calls for the institute to be
placed within the FTC, but he has made
it clear that he sees it as a specialized
unit as part of the National Institutes of
Health in Washington.

In a statement coincidental with his

sponsorship of the bill, Senator Moss
said that its first mandate would be to
study the relationship of advertising and
drug abuse, as well as the alienation of
the young, and advertising's impact on
children. The institute, he said, would
gain knowledge of the social role of ad-
vertising and marketing and provide in-
sights “to maintain advertising on a so-
cially constructive path.”

Both the FTC's and Senator Moss’
references to advertising and children
are seen related to the current rule-mak-
ing proceedings before the FCC request-
ed by Action for Children’s Television
(ACT), a Boston-based mothers organi-
zation, that asked not only for special
programing for children but also for a
ban on advertising in those programs, as
well as the forthcoming controversial
report of Forum 20 of last December's
White House Conference on Children
that calls for the clustering of commer-
cials in children's programs (BROAD-
CASTING, May 10).

complainants advanced in support of
their claim that. the fairness doctrine
applies to the Chevron commercials.
One was that the FTC complaint and
the sponsors' rebuttal in themselves
created a controversial issue of public
importance. But the FTC issues many
contested complaints, the commission
said, adding that it makes “no blanket
assumption” that every one involving
allegations of false advertising raises
issues that invoke the fairness doctrinc.

The second argument dealt with the
commercial’s claim that the product
provides a partial solution to the pollu-
tion problem—and the commission, in
rejecting it, held firm to the position it
expressed in the only ruling in which it
did apply the fairness doctrine to prod-
uct advertising—that involving cigarette
commercials.

In that ruling, the commission stressed
that “the unique situation there involved
would not be extended to other product
advertising.”

The commission said a commercial
could take a position on a controversial
issue and thus subject a broadcaster to

Cause celebre ® These four frames are from a commercial
for Chevron F-310 that has inspired action before two gov-
ernment agencies. The FTC has charged it as misleading
advertising. Two law studenis petitioned the FCC to declare
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fairness doctrine obligations—for ex-
ample, a spot sponsored by a coal-
mining company asserting that strip
mining had no harmful ecological ef-
fects.

But, the commission said. “the merits
of any one gasoline, weight reducer,
breakfast cereal or headache remedy—
to name but a few examples that come
readily to mind—do not rise to the level
of a significant public issue.” To take a
contrary view on the subject, the com-
mission said, “woud extend the appica-
tion of the fairness doctrine to an end-
less variety of advertisements for com-
mercial products. It would create a
doctrine which, from a practical stand-
point, would be unworkable.”

The commission decided against even
asserting that stations carrying the
Chevron commercial have an obligation
to inform the public of the nature of
the FTC complaint—and to carry the
announcement more than once if the
commercials all were carried over an
extended period of time. That require-
ment, which would have been unpre-
cedented, was in an draft of the ruling

(Closed Circuit, May 10), but was
dropped by the commission, presumably
on the ground it was about to undertake
a broad overview of .the fairness doc-
trine and related matters.

Instead, the commission stressed the
licensee™s responsibility to exercise par-
ticular care in connection with com-
mercials that are the subject of an FTC
complaint. It said the pendency of a
complaint should not be held to require
the rejection of a commercial, “for this
would effectively resolve the issue
against the respondent be'forq he has
been fully heard . . .” But, the com-
mission added, it expects “a reasoned
licenseé judgment based on the facts
available and his own capacity to ascer-
tain the public interest.”

The commission’s action is expected
to clear the way for resolution of four
fairness doctrine complaints aimed at
product advertising that are pending at
the commission. Two involve detergent
commercials, one a gasoline commercial
and the fourth, filed by Action for
Children's Television, children’s toy
commercials.
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the commercial subject 1o the fairness doctrine, thus requir-
ing stations which carry it to set aside time for others to
rebut its arguments. The FTC case in still undetermined.
The FCC last week rejected the fairness doctrine petition.
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Pitofsky, true to form, prepares 4-A’s for the worst

Officials of the nation’s leading adver-
tising agencies got a first-hand back-
grounding last week on the Federal
Trade Commission's new militant ap-
proach to advertising, and particularly
TV advertising, from one of its chief ar-
chitects and executioners, Robert Pitof-
sky, director of the FTC's Bureau of
Consumer Protection.

Mr. Pitofsky told the American Asso-
ciation of Advertising Agencies, in one
of the principal speeches at its annual
meeting (see page 25), that advertising's
influence on the young is so strong as
to demand governmental supervision, its
impact in some fields so effective as to
be anticompetitive, and its claims too
often so wild as to strain consumer be-
lief and invite even wilder claims from
competitors.

Mr. Pitofsky was a chief speaker at
the AAAA’s Friday (May 14) session,
devoted wholly to the issue of whether
advertising role is to persuade or to
inform. QOther speakers were Theodore
Levitt, professor of business adminis-
tration at Harvard’s Graduate School of
Business Administration, who did offer
some solace to the agency leaders but
followed it with a clout; Malcolm W.
Jensen. director of product safety at the
Food & Drug Administration, and Rep-
resentative Harley O. Staggers (D-
W.Va.), chairman of the House Inter-
state & Foreign Commerce Committee.

" The agency executives also heard
from two of their own, starting with
President John Crichton in a closed ses-
sion on Thursday, and ending with a
convention-closing address by retiring
Chairman Archibald McG. Foster of
Ted Bates & Co. on Saturday. Both
stressed the importance of self-regula-
tion under what Mr. Foster described
as “a roof of the Council of Better
Business Bureaus” under which all in-
volved in the production of commercials
and other ads could discuss, particularly
with the FTC, “what is agreed to be de-
cent advertising practices in our evolv-
ing society.”

Mr. Pitofsky undertook in his speech
to explain “why all the fuss” the FTC
has been creating. To begin with, he
said: “The sheer volume and intensity
of advertising, its immediacy in all of
our homes and its impact on the quality
of our lives has reached a point where
thoughtful people cannot help but be
concerned whether the total message it
delivers is for good or ill.

“Last year the American society in-
vested over $10 billion in advertising—
more than 1% of the Gross National
Product. The average child in this coun-
try between 2 and 12 spent more time
last year in front of a television set than
he or she spent in school.
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“Advertising is a major influence on
what our children think. what they
want, what they aspire to be, the level
of innocence or cynicism with which
they view the world, and as a result gov-
ernment cannot help but be concerned
with whether the laws that regulate ad-
vertising are effectively enforced.”

Beyond that, he said, there are indi-
cations that advertising, instead of mak-
ing it easier for new products to get
started, tends in some cases to prohibit
new entries. He mentioned the fields of
“soap. cigarettes, analgesics, cereals and
gasoline among many others.” He said
that “studies show increasingly that in-
tensive advertising is an independent
and formidable barrier to new entry and
as a result there is a positive association
between advertising intensity and indus-
trial concentration.

“With [some] products there comes a
point at which no rational man could
think of advertising as informative. It
becomes a kind of persuasion at best—
coercion at worst—and, to give adver-

Pitofsky's message to the AAAA:

Advertising’s influence
on the young

is so strong as to
demand governmental
supervision, its impact
in some fields so
effective as to be
anticompetitive, and
its claims too often

so wild as to strain
consumer belief and
invite even wilder claims
from competitors.

tising its due, is amazingly effective at
putting products across.

“Perhaps most important, the kind of
brand allegiance created by intensive
advertising seems virtually immune to
challenge by those who would pursue
a price or quality strategy, and even-
tually other sellers tend to pursue com-
parable persuasive or coercive cam-
paigns.

“All too frequently, the result of such
patterns of competition is high prices,
high profits and high levels of industrial
concentration. We rely in this country
on price competition to govern our en-
tire free market system. But let me ask
you this: how often have you seen price
strategy made central to a major -adver-
tising campaign?”

Mr. Pitofsky suggested that in terms
of credibility, advertising now is no
worse than in the past. “By that,” he
said. “I mean that the vast majority of
advertising is truthful, relevant and rea-
sonably straightforward, but that there
are a significant few advertisers who sell
their products by tactics that cannot be
so described. What is clear, however, is
that the consumer’s tolerance for bor-
derline claims has been stretched to the
breaking point.”

The FTC in the past few months has
called up “a whole new arsenal” for at-
tack on questionable advertising be-
cause, he said, the old ways took too
long. Most campaigns had ended, he
said, long before any FTC order could
be entered. “More important,” he said,
“the effects of advertising do not termi-
nate with the end of the ad campaign—
particularly not where the campaign has
relied on constant reiteration of a simple
theme or some vivid and dramatic dem-
onstration.” '

It is a tribute to modern advertising,
he said [referring to the FTC’s plan to
attack advertising it finds misleading by
requiring that 25% of subsequent ad-
vertising for that product, for one year,
carry a notation of the FTC's fault-
finding] “that the staff of the FTC has
decided that one of the best ways to
deal with the false impressions created
by some advertising is to resort to the
same media and the same message, the
same strategies and the same techniques,
that got those mistaken messages across
in the first place.”

This approach, he contended, should
not be harmful to many advertisers—
depending on the claims involved—al-
though in other cases where “the mis-
leading claims for a product have been
so outlandish and the amounts spent on
advertising so enormous [the] corrective
advertising could be a mortal blow to
certain brands.” But that, he said, is
“because the false advertising created
massive consumer deception, not be-
cause the remedy is not appropriate to
the violation.”

Professor Levitt told the AAAA that
“rather than deny that distortion and
exaggeration exist in advertising, we
should understand that embellishment
and distortion are among advertising’s
legitimate and socially desirable pur-
poses; that illegitimacy in advertising
consists only of a falsification with
larcenous intent.” The problem, he said,
is to draw the line,

The problem is also, he said, that the
consumer consumes — and advertisers
must therefore advertise — “not things
but expected benefits,” such as: “not
cosmetics but the satisfactions of the
allurements they promise; not quarter-
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inch drills but quarter-inch holes; not
stock in companies but capital gains; not
low-cal whipped cream but self-reward-
ing indulgence combined with sophisti-
cated convenience.”

“There is hardly a company,” he con-
tinued, “that would not go down in ruin
if it refused to provide fluff,” but “if it
uses too much fluff and little else, busi-
ness invites possibly ruinous legislation.”

He suggested a middle way in which
business should make sure that no single
industry would be exempt from “reason-
able and popular” legislative restrictions,
should support legislation to make it
easier for the consumer to compare
products, packages and prices and,
among other things, should “support
efforts to moderate and clean up the ad-
vertising noise that dulls our senses and
assaults our sensibilities.”

The FDA's Mr. Jensen called for the
development of basic standards cover-
ing consumer product safety, perform-
ance “‘and surely advertising” as essen-
tial in a time when, he said, there has
been a breakdown in communications
between people despite high levels of
literacy, good newspapers and technical
journals and “radio and television su-
perior to any other nation on earth.”

If sound minimum standards can be
established, he said, "producers and dis-
tributors might learn to emphasize and
advertise those product characteristics
and qualities that are above the estab-
lished minimums. The consumer might
indeed be confident that these were min-
imum levels of performance and safety
and might indeed learn that higher lev-
els normally will mean higher prices.”

For the AAAA, Chairman Foster re-

plied in his closing address that “I don't
believe there is a single agency manager
in this room who is preparing advertis-
ing which he knows to be untruthful.”
The problem comes, he said, ‘“when,
though true, advertising is judged to be
misleading or deceptive.”

He objected especially to FTC poli-
cies under which, he said, “advertising
that has been seen by all concerned to
be wholly acceptable and fair under
today’s philosophy may be judged mis-
leading or deceptive under tomorrow’s
new criteria and then discredited retro-
actively.”

But he said that “if the new self-
regulatory capability, as it matures, can
help us to understand together, with the
FTC and other designated officials, what
the changing rules are, then we will have
presence of incalculable value.”

Pats on the backs at the Greenbrier

Some to the power of TV advertising and some to the full-service agency at AAAA session

Television received an unlimited testi-
monial from a veteran TV advertiser at
the annual meeting of the American
Association of Advertising Agencies at
The Greenbrier, White Sulphur Springs,
W. Va,, last Thursday (May 13).

The full-service advertising agency as
opposed to independent media-buying
and other specialized services—which
was the subject of the Thursday session
—also received strong backing.

William D. Hunt, president of Yard-
ley of London Inc., offered this TV
testimonial on behalf of the Noxell
Corp., of which he was senior vice presi-
dent and director of marketing when he
agreed to address the AAAA meeting
a few months ago:

“The Noxell Corp. is in business to
sell useful products to the American
public through the selling power of the
30-second television commercial. Last
year they made 60 commercials: a total
of 35 minutes of film. With them they
sold $60-million worth of products.
They believe in advertising.”

Mr. Hunt's point, in addition, was
that Noxell officials rely on full-service
agencies and don’t try to second-guess
them. It was also that “the case for the
full-service agency should not and
would not be an appropriate subject for
a meeting such as this if the agencies
had applied anything like the intclli-
gence, the imagination and the fore-
sight to their own business that they do
for their clients.”

The agencies’ internal attitudes, par-
ticularly toward their own media de-
partments, have been largely responsible
for driving media people into setting up
their own businesses, he maintained,
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while advertisers’ opposition to agencies
handling “conflicting” products has sped
the growth of so-called advertising
“boutiques.”

What is the sense in not being able
to hire Doyle Dane Bernbach to handle
a new toothpaste simply because it al-
ready handles Close-Up, he wanted to
know. “Does that mean that Bernbach
couldn’t sell your toothpaste without
attacking his other client?” he asked.

William R. Johnson, sales promotion
manager of J. C. Penney Co., New
York, was equally optimistic in apprais-
ing the outlook for the full-service
agency, but less ardent about TV-radio
as backbone media in his field.

Penney, he said, will produce over
100 TV spots and more than 500 radio
spots this year, but “the backbone of
our advertising effort is still our news-
paper advertising.”

Moreover, he continued, *‘this is also
true of every retail operation I know
about. Some advertising people, espe-
cially in agencies, believe this is because
we are too inflexible in terms of media
and are inclined to think too tradition-
ally. Just try to tell this to our store
managers, who know what it takes to
attract customers to the stores.

“*Qur store managers know that their
newspaper ads produce sales dollars.
They are perfectly willing, even eager,
to ure radio and television in carefully
selected lines, but don’t try to cut back
on their newspaper budget. Broadcast
is something you do with new money
when increased advertising dollars are
available to you.”

Mr. Johnson did not refer to the in-
creasingly substantial budgets that other

big retailers—Sears, Roebuck and Mont-
gomery Ward, to name two—are putting
into TV and radio or even the growing
sums that his own company, according
to published reports, is investing in
broadcast advertising.

“I am not here as a spokesman for
newspapers,” he said, “but to under-
stand the effectiveness of newspapers for
a retailer, 1 think all you have to do is
recall how your wife reads her paper.
. . . Sometimes she even tears out the
ad and carries it into the store. Every
Penney manager has seen this happen
hundreds of times. He has yet to see a
woman come into the store carrying a
television commercial. And he cannot
imagine a woman sitting in front of a
television set all day waiting for a chil-
dren's shoe commercial. Can you?”

John Monsarrat, the third speaker on
the Thursday panel, didn’t get into that
debate, but he was strong for the full-
service agency, having written a white
paper in its behalf for the AAAA a few
months ago( BROADCASTING, March 22).

He gave some reports in behalf of
full-service agencies and a few that
didn’t put a good light on specialized
services, although he conceded that the
latter stories were ‘“probably no more
typical of the types of organizations in-
volved than would be similar stories of
bad apples in the agency barrel.”

He said one story, *‘a classic,” in-
volved “a television buying service
which accepted an assignment to buy
pre-Christmas spot for a highly seasonal
advertiser. The advertiser paid the buy-
ing service cash in advance to facilitate
its on-the-spot negotiations.

“The buying service thereupon failed
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Mr. Thiele

Thiele named chairman
in AAAA elections

Edward M. Thiele, vice chairman of
Leo Burnett Co., Chicago, was elected
chairman of the American Association
of Advertising Agencies last Thursday
(May 13) as the AAAA opened its
annual meeting at the Greenbrier.
White Sulphur Springs, W. Va. (see
page 25). He succeeds Archibald McG.
Foster, chairman of Ted Bates & Co.,
New York.

James M. McCaffrey of LaRoche,
McCaffrey & McCall, New York, was
named vice chairman and James M.
Henderson of Henderson Advertising
Agency, Greenville, S.C. was named
secretary-treasurer, )

Three directors at large were elected:
Mary Andrews Ayres of SSC&B, New
York, the first woman elected to the
AAAA board; Richard C. Christian of
Marsteller Inc., Chicago, and William

Mr. McCaffrey

Mr. Henderson

H. Genge of Ketchum, MacLleod &
Grove, Pittsburgh.

Regional directors were also named:
Eastern—Harry F. Brian, VanSant,
Dugdale & Co., Baltimore; Thomas R.
Vohs, Chirug & Cairns, New York, and
John P. Warwick, Warwick & Legler,
New York. Central—Philip E. Bash,
Clinton E. Frank Inc., Chicago; Hugh
M. Redhead, Campbell Ewald, Detroit,
and Paul Schlesinger, Tatham-Laird &
Kudner, Chicago. Western—Louis E.
Scott, Foote, Cone & Belding, Los An-
geles.

The new operations committee, which
meets monthly when the board is not
in session, will consist of AAAA Chair-
man Thiele, Vice Chairman McCaffrey,
Secretary-Treasurer Henderson, Presi-
dent Chrichton and Victor G. Bloede of
Benton & Bowles, New York; Paul C.
Harper Jr. of Needham, Harper &
Steers, New York, and John S. Pingel
of Ross Roy Inc., Detroit.

to buy $400,000 worth of this adver-
tiser's time; spent the money on some-
one else’s spots, and offered the adver-
tisers make-goods in the spring. This one
was finally settled with a refund seven
months later; but no one could return
the last application of pressure at the
peak of his retail buying season.”

FTC gives relief
on Un-Burn charges

A Federal Trade Commission hearing
examiner has recommended dismissal
of a 1970 complaint against Pfizer Inc.,
New York, for its Un-Burn sunburn
lotion advertising.

In the May 7 decision, the examiner
found that the FTC prosecution failed
to establish either that Un-Burn is in-
effective in relieving sunburn pain or
that its advertising implied adequate
effectiveness tests.

Since the principal ingredients of
Un-Burn, benzocaine and menthol,
have been used successfully by the
medical profession to relieve sunburn
pain, the examiner said, it is reasonable
for Pfizer to make claims based on this
clinical proof. Also, he added, safety
tests were adequate and well-controlled.
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Overcommercialization
worries Blair executive

Despite a projected upturn in the econ-
omy by the end of this year, a buyer’s
market may well continue in national
TV spot sales, a station-representative
executive said last week.

Jack W. Fritz, vice president and
general manager, broadcasting, John
Blair & Co., told members of the Ohio
Association of Broadcasters at a meet-
ing in Cincinnati that, unless station
time inventory is cut back, there may
be hard sledding ahead.

In a series of simulated bulietins, Mr.
Fritz recommended that stations reduce
commercial time to 12 minutes per
hour in nonprime time while strictly
observing the nine and one-half minutes
allowance in prime time, with a goal of
10 minutes in nonprime time in the
fall of 1972.

He foresees a 15% growth of na-
tional TV spot in 1972 over 1971; with
local spot TV growing 20%. Thereafter
he sees a 10% growth rate for national
TV spot over the next five years, and
13% for local spot TV.

In 1975, Mr. Fritz sees the number
of television homes passing 67 million,

with a 65% penetration for color TV
sets. He also foresees CATV reaching
I'7 million homes, 25% penetration.

Other Fritz prognostications through
1980: a limit on total commercial time
on all TV stations of five minutes per
hour; television viewing for the average
family up to 10% hours daily, with
CATYV reaching 41 million homes, or
55% of all U.S. television homes, and
with the two-niinute commercial be-
coming standard.

TV-network biIIings down
in April, but less so

Network-TV billings last month con-
tinued to lag behind the 1970 pace,
but the gap appears to be narrowing
as the year progresses. April 1971 bill-
ings were reported by the Television
Bureau of Advertising to be $133,003,-
700, or 3.8% behind the $138.3 million
recorded for April 1970.

TVB notes that network billings were
off the mark substantially more during
the first quarter: They were behind
15.4% in January, 8.6% in February
and 11% in March compared with a
year ago (BROADCASTING, April 19).

Network television time and program
billing estimates by day parts and by
network (add 000):

April

1970 1971 % change
Daytime $ 43.064.7 $ 40.780.5 — 53
Mon.-Fri. 31,515.6 28,671.8 - 9.0
Sat.-Sun. 11,549.1 12,108.7 + 4.8
Nighttime 95,244.5 92,223.2 - 3.2
Total $138.309.2 $133.003.7 - 3.8

January-Aprit

1970 1971 % change
Daylime $186.603.9 $170.864.3 — 8.4
Mon .-Fri. 128.195.0 115,592.6 — 9.8
Sat.-Sun. £8,408.9 56,2717 — 5.4
Nighttime 421,715.5 376.563.8 —10.7
Total $608.319.4 $547.428.1 -10.0
ABC CBS NBC Total

Jan. $ 36.905.5 % 50.029.2 § 52,027.2 $138,961.9

Feb. 38,478.7 48,870.0 45.322.3 132.671.0
March 35,946.5 54,338.1 48,506.9 142,791.5
April 36.949.8 49.261.3 46,792.6 133,003.7
Year to

date  $152.280.5 $202,498.6 $192,649.0 $547,428.1

Source: Broadcast Advertisers Reports (BAR), as
released by Television Bursau of Advertising.

Xerox signs for four specials

Xerox Corp. has allocated almost $1-
million for sponsorship on NBC-TV of
four, one-hour NBC News specials in
prime time during the 1971-72 season.
The first show will be telecast Sept. 8
(Wednesday) at 9-10 p.m. NYT. The
new series will be slotted on a quarterly
basis, the second show slated for De-
cember 1971 followed by programs in
March and June of 1972. Entitled
Xerox Presents: the Quarterly Report
Produced by NBC News and featuring
David Brinkley, the programs will deal
with issues affecting U.S. social, polit-
ical and economic future.

BROADCASTING, May 17, 1971



some degree in the preparation of
dozens of others.

In addition, Earl K. Moore of New
York, counsel for the United Church
of Christ, which is a pioneer in the
field of citizen participation in renewal
matters, is also listed as attorney in
half a dozen proceedings. But Dr.
Everett Parker, director of the church’s
office of communications, says his office
has helped “hundreds” of groups across
the country in dealing with local sta-
tions—a project being given financial
support by the Ford Foundation.

Some of the groups have their own
volunteer help. Balvino S. Martines
Chaves, of the Spanish surnamed
group, is one; I. Jack Kerner, of a sepa-
rate Colorado citizen group is another.
And some, apparently, rely on what has
gone before; passages in some petitions
have been lifted bodily from petitions
already on file.

Station attorneys who have dealt with
the groups report a variety of reactions.
One Washington-based lawyer who has
talked to groups in several cities says
he has found some who are “reason-
able” with whom he has had *‘cordial”
discussions; others that he described as
“extortionists,” (A petition filed by
those so described was dismissed by
the commission as lacking any factual
allegations.)

But while finding some of the groups
at least reasonable, the attorney says he
has refused to negotiate with any of
them. He says he has simply stated his
client's policies orygmatters of interest
to them in a letté. fto the commission.
and found that to pe sufficient. He re-

o~

fers to agreemelg that some broad-

casters negotiate \pith citizen groups as
“treaties of surrender.”

However, it was the negotiation route
that most licensees of Atlanta stations
followed in persuading the Community
Coalition to withdraw petitions to deny.
The coalition did not get satisfaction on
all of its ‘“negotiable demands.” But,
generally, the stations promised to
maintain continuing consultation with
the coalition, and many agreed to make
an affirmative effort to hire blacks. to
provide on-the-job training programs, if
none existed, and to place blacks in
important positions.

Even such major entities as CBS and
ABC sat down across a table from
groups seeking to strip them of licenses:
CBS’s wBBM-AM-TV and ABC's wLs-
aM-Tv all Chicago. Again, the citizens
groups got less than they originally
sought—much less. Their demands in
effect prescribed programing, commer-
cial and other policies for the network
licensees to follow. But both network
companies agreed to meet with the
groups on a regular basis, and CBS, in
addition, promised to open accounts
with black-owned banks in Chicago

BROADCASTING, May 17, 1971

Hal Fishman, newsman at Metromedia's
KYTV(Tv) Los Angeles, stands beside
the “Super Pinto” he'll fly this week in
ain attempt to break two light-plane
speed records: the transcontinental (Los
Angeles to New York) and the trans-
Atlantic (New York to Paris). With co-
pilot Richard Hunt, chief test pilot for
American Jet Industries, Santa Monica,
Calif., Mr. Fishman will take off from
California May 18 and from New York
on May 20, the 44th anniversary of
Charles Lindbergh’s solo flight across
the Atlantic. The KTTV newsman—who
began flying seven years ago thinking
it would be an asset in his profession—
holds records in two international air-
speed categories for light planes, and
won the Louis Bieriot International Air
Medal for 1970 (it was presented to
him during a newscast last year).

(BROADCASTING, March 8.) (The
groups bypassed NBC's WMAQ-AM-TV
after NBC wrote them expressing
agreement with many of their objec-
tives and promising to have station rep-
resentatives meet with them several
times a year if they demonstrated that
they represented significant elements in
the community.)

What do the cards in the card file add
up to? There is no clear answer, as yet.
Of all the petitions and complaints that
have been filed by citizen groups, only
a few have led to an order designating
a renewal application for hearing. And
last week one of the stations involved,
wNST(AM) Sandersville, Ga. (BroaDp-
CASTING, March 8), petitioned the
commission to reconsider the order on
the ground that it had reached an agree-
ment with the petitioners that “moots
all of the issues.” The complaint had
been filed by Mr, Kramer in behalf of
a local black group and the Southern
Christian Leadership Conference.

The only citizen-group petition to
deny affecting a major station to reach
the commission was rejected—the peti-
tion aimed at wMaL-Tv Washington.
However, the Washington-area blacks
who filed the petition are appealing the
commission action.

But to at least one of those involved

in the efforts of citizens to participate
in the license-renewal process, the rec-
ord of citizen wins or losses is not the
important consideration. “The benefi-
cial aspect,” says Mr. Kramer, “is that
people are involved in the process of
government, in the things that affect
their lives. You begin to get a function-
ing adversary system.” The citizen
groups, he adds, “are not in the de-
cision-making process, but they are
making inroads on the power to in-
fluence decisions—and that’s the name
of the game.”

Siegel steps down
at WNYC stations

Seymour N. Siegel, director of New
York City's office of communications
service, which operates noncommercial
WNYC-AM-FM-Tv, said last week he is
resigning after 36 years of service.

Milton Musicus, administrator of the
Municipal Service Administration which
heads the communications office, said
last Wednesday (May 12) that the posi-
tion definitely will be filled, but that
no determination has been made
whether to select someone from within
the division or from the outside. There
is a possibility, he added, that an in-
terim director will be named within the
next several weeks.

Mr. Siegel's retirement-resignation
followed by weeks a directive by the
financially-pressed city to eliminate 82
positions within the municipal service
department, and about 60 persons in
the broadcasting system itself. These
personnel cutbacks, plus reduction of
all broadcasting time on the three sta-
tions, was scheduled to go into effect
last May 1 (BROADCASTING, April 26).
But, they have been delayed by a New
York state supreme court ruling.

Although the reductions would not
have affected Mr. Siegel's position, he
said it was an appropriate time to retire.
He wasn’t protesting the cutbacks with
his resignation, Mr. Siegel added. “T'm
personally disappointed but this is not
necessarily the reason for leaving.”

Mr. Siegel began as radio program
director of wnNyc(am) in 1934, In
1947, he was promoted to his present
position of director of the then Radio
Communications Division of New York
City.

Mr. Siegel, who has served as execu-
tive vice president of the nonprofit
Broadcasting Foundation of America
and was recently elected its president,
an unsalaried position, said he would
devote some time to that activity but
was not prepared to announce his other
plans. BFA is a distributor of foreign
import programing to U.S. radio sta-
tions.
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leadership among the
networks 1n the cause of
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Gates Color TV Transmitters

® FCC type approved!

® /n use at commercial and government
stations!

® Transmitters from 100 W to 220 kW!
- ® Remote control provisions built-in!
_———e“50lid-state visual and aural exciters!
. ® Ceramic tetrode VHF power amplifiers!
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o/ for VHF and UHF

Featuring IF MODULATION for better hue and saturation

® Five-cavity internal klystron vapor
cooled UHF!

® Modulation capability to 3% with
precise linearity!

® Fqualization of envelope delay is
continuously variable!

For additional information write Gates, Quincy,
Hlinois 62301.
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Howtorunan

Or the javelinas, or the deer, or
the bobwhite quail. Or, most
important of all, the 30,000 prize
Santa Gertrudis cattle that roam
the vast acreage of the King
Ranch in Texas.

For the past 45 years, Humble
Oil & Refining Company has
been drilling for oil and gas on
the King Ranch. Today, Humbie
operates 28 oil and gas fields
there, and one of the world'’s
largest natural gas plants.

oil field without
disturbing
thenilgal.

And yet, the wildlife stay and
multiply by the thousand. (In-
cluding the nilgai, which are
large, bluish-gray antelope.) The
cattle drink the water that's
returned to the ponds and creeks
from the gas plant. And they
thrive.

Which says something about
the extra care Humble takes
year after year. And
the extra care we take today.
Because we’ve found, as we go

about our business of making
good products and a fair profit,
that there’s added satisfaction in
doing something more—for
people, and for the environment.
Humble is doing more.

HUMBLE

Oil & Refining Company




Money talks for national TV advertisers

It says they spent even more in 1970, despite
the economy, in spot and network advertising

All of the top-10 national television ad-
vertisers increased their combined net-
work and spot investments in 1970, ac-
cording to a compilation of the top-100
clients released today (May 17) by the
Television Bureau of Advertising.

shows that the largest increase was
registered by Warner-Lambert (up $12.7
million). Other leaders and the increase:
Ralston-Purina ($11.4 million), Sears,
Roebuck ($11.1 million), AT&T ($10.2
million), Lever Bros., ($9.0 million),

Jersey ($6.7 million), IT&T ($6.1 mil-
lion), General Foods ($5.7 million)
and Sterling Drug ($5.6 million).
Among the top-10 advertisers, Proc-
ter & Gamble raised its TV spending in
1970 by 2%: General Foods by 7%;

The listing, based on figures compiled Phillip Morris ($8.0 million), Nestle Colgate-Palmolive, 1% and Bristol-
by Broadcast Advertisers Reports, ($7.8 million), Standard Oil of New Myers, 5%,
The top-100 television advertisers
Company Total TV Spot TV Network TV Company Tolai TV Spot TV Network TV
1. Procter & Gamble Co. $179,276,100  $50.799.800 $128.476,300 35. Richardson-Merrell Inc. 19.142.700 6.006,200 13.136,500
2. General Foods Corp. 93.897.800 49,255,800 44,642,000 36. Block Drug Co. Inc. 19.065.400 3.067.300 15,998,100
3. Colgate-Paimolive Co. 83,381,700 36,863,300 46.518,400 37. Quaker QOats Co. 18,656,900 9,777,900 8,879,000
4. Bristol-Myers Co. 80,407,700 23,329,100 57.0768.600 38. Morton-Norwich Producis Inc. 18,179,600 4,743,500 13,436,100
5. American Home Products Corp. 67,202,400 26,357,500 40,844,300 39. Rapid-American Corp. 18,154,500 1,912,100 16,242,400
6. R. J. Reynolds Industries Inc. 66.821,400 14,404,900 52,416,500 40. Liggett & Myers Tobacco Co.  17.800,000 3,957,400 13,842,600
7. Warner-Lambert 41. Johnson & Johnson 17,541,100 9,803,900 7,737,200
Pharmaceutical Co. 64,066,800 17,855,900 46,210,900 42. McDonalds Corp. 17,164,800 10,976,100 6.188.800
8, Lever Brothers Co. 59,450.500 20,869,100 38,581,400 43. Chas. Plizer & Co. 16.927.000 2,005,400 14,921.600
9. Sterling Drug Inc. 54,263,100 12.939.100 41,324,000 44_ Carter-Wallace Inc. 16.833.200 5,692,000 11,141,200
10. Phillip Morris inc. 48,177,600 11,491,800 36,685,800 45, Pillsbury Co, 16,795,300 6,989,600 9,805,700
11. Gillette Co. 43,800,100 16,320,800 27,479,300 46, Greyhound Corp. 16,782,100 4,339,100 12,443,000
12. General Mills iInc, 42,090,800 17,938,400 24,152,400 47. William Wrigley Jr. Co. 16.554,700 16,554,700 —_—
13. General Motors Corp. 41,935.500 8,963,200 32,972,300 48. Plough Inc. 16,237,300 4,339,100 11,898,200
14. Ford Motor Co. 38,922,400 7.544,800 31,377,600 49, Mattel Inc. 16,151,000 4,239,300 11,911,700
15, Miles Laboratories Inc. 38,545,100 9,591,600 28,953,500 80. Smith, Kline & French Labs 15,244,700 4,756,300 10,488,400
16, Sears Roebuck & Co. 34,226,200 18,952,700 15,273,500 51. Shell Oil Co. 15,007,700 8,542,000 6.465.700
17. Kellogg Co. 33.506.000 8.539.500 24,966,500 52. American Cyanamid Co. 14,515,700 3,265,100 11,250,600
18. Coca-Cola Co. 32,473,200 16,945,400 15,527,800 53. Standard Brands Inc. 14,086,400 10,462,300 3,624,100
19. Kraftce Corp. 31,523,900 13,164,600 18,359,300 54, C, P. C. International Inc. 13,803,500 10,400,200 3,403,300
20. Loews Theatres IncC, 31,468,000 15,537,900 15,930,100 65. Deluxe Topper Corp. 13.419.800 8.742.700 4,677,100
21. British-American 56. Standard Oil Co. of
Tobacco Co. 30,963,900 7,832,800 23,131,100 New Jersey , 13,338,900 6.617,700 6,721,200
22, 8, C. Johnson & Son Inc. 30,915,700 2,112,000 28,803,700 57. Eastman Kodak Co: 13,202,800 2,208,400 10,994,400
23. PepsiCo ‘Inc. 30,289,700 13,425,400 16,864,300 58. Mars (nc. 13,120.800 6,134,700 6.986.100
24, American Brands Inc. 30.116.200 2,073.600 28.042,600 59. National Biscuit Co. 13,066,700 4,987,800 8.078.900
25. Alberto-Culver Co. 27,443,000 14,472,000 12,971,000 *60. Clorox Co. 13,032,000 5,366,900 7.665,100
26. Raiston Purina Co. 26,616,000 7.876,900 18,739,100 61. Noxell Corp. 12,717,000 4,395,000 8,322,000
27. Chrysler Corp. 25,469,200 3,927,600 21,541,600 62. Heublein Inc. 12.527.800 6.040.900 6.486.900
28, American Tel. & Tel. Co. 24,038.200 11,109,900 12,928,300 63. Volkswagenwerk A, G. 12.308.500 3.631,600 8.676.900
29. J. B. Wliliams Co. 22,605,900 138,100 22,467.800 64, E. I, DuPont de Nemours & Co. 11,705,700 1,238,300 10,467,400
30. Nestle Co. 22,249,200 14,216,800 8.032,400 65. Jos. Schlitz Brewing Co, 11,437,800 5,492,900 5,944,900
31, International Tel. & Tel. Corp. 21,740,700 13,437,600 8,303.100 66. Scott Paper Co. 11,190.200 10.082.500 1.107.700
32. Carnation Co. 21,073,100 $.511.000 11,562,100 67. Mennen Co. 11,047,800 3,377,600 7,670,200
33. Campbell Soup Co. 19,978,600 6.388.200 13,590,400 68. Gulf Oil Corp. 11,009.600 1,929,300 9,080,300
34. Norton Simon Inc. 19,320,500 10,169.800 9,150,700 69. Chesebrough Ponds Inc. 10,746,600 5,565,600 5,181,000
Continued
agge . ’ .
How TV-network billings stand in BAR’s ranking
Broadcast Advertisers Reports network-TV dollar revenues estimates—weok ended April 11, 1871
(net time and talent chargas in thousands of dollars)
ABC cBs NBC Tota/ Total
minutes doliars
Week Cume Week Cume Week Cume week week 1971 1971
ended Jan, 1- ended Jan. 1- ended Jan. 1- ended ended total total
Day parts Aprit 11 April 11 Aprll 11 Aprit 11 April 11 Aprit 11 April 11 April 11 minutes dollars
Monday-Friday
Sign-on-10 a.m. $ — ¢ 80 $ 1092 § 1,7494 $ 3520 § 42430 83  $ 4612 1,045 $ 6.0004
Monday-Frids
10 a.ym.-ﬁ py.m. 1,333.7 20,254.2 29215 44,994,5 1,729.6 24,6155 893 5,984.8 11.807 89,864.2
Saturday-Sunda i
SIQn-Zn-s p,my, 900.9 19.442.2 1,792.0 18,880.9 640.2 11,136.0 293 3,333.1 4,038 49,458.1
M%ng'a:‘-':s_’a:mst;d;xn_ 287.0 5.235.9 589.0 7.834.4 561.1 9,111.0 93 14171 1,272 22,181.3
Sunda
us p,,yn,.1;3o p.m. — 1,211.7 202.7 3.890.6 191.2 3.283.8 18 393.9 266 8.486.1
Mond da:
7':333: 1Su;m.y 4.879.4 78.707.9 5.856.7 90,642.5 6,985.1 102,541.2 429 17,721.2 6,233 271,891.8
Mond; d\
Y o 4137 42149 4218 33004 7266 81393 142 15610 1623 15,7438
Total $ 7,814.7  $128,074.0 $11,872.9  $171,482.7 $11,184.8 $183,089.8 1,949 $30,872.4 26,204 $ 4638285
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The top-100 television advertisers {continued)

Company Total TV

70, Seven-Up Co. 10,587.100
71. American Motors Corp. 10,365,300
72. United Air Lines Inc. 10,294,200
73. Kentucky Fried Chicken Corp. 9,761,200
*74. F. W, Woolworth Co. 9,732,900
75. H. J. Heinz Co. 9,692,400
76. Anheuser Busch Inc. 9.669.300
77. Union Carbide Corp. 9,337,700
*78. Ideal Tey Corp. 9,086,600
79. Radio Corp. ol America 9,029,800
80. Goodyear Tire & Rubber Co. 8.846,300
81, Triangle Publications Inc. 8,717,100
82. General Cigar Co. 8,273,300
83. Polaroid Corp. 8,209,600
84. Standard Qil Co. of Indiana 7.914,100
85. American Can Co. 7,788,900

Hard nudges for ARB

and Nielsen

NAB's Dimling hits discrepencies between two;
TVB demands accuracy in local-audience figures

A long - simmering dispute between
broadcasters and rating services over
television audience measurements burst
into flame last week. One complaint was
addressed to the American Research Bu-
reau, Beltsville, Md., and it charged that
ARDB’s reports on TV viewing were con-
sistently too low compared with other
rating services. The second complaint
was directed at both ARB and A. C.
Nielsen Co., Chicago, and charged that
both services were undercounting TV
viewership.

ARB was the recipient of a formal
complaint from John H. Dimling, vice
president for research of the National
Association of Broadcasters, in behalf
of the 18-man Committee on Local
Television and Radio Audience Meas-
urement (COLTRAM), of which he is
chairman. In a May 10 letter to Dr.
Peter Langhoff, president of ARB, Mr.
Dimling noted that TV viewing levels
reported by ARB and Nielsen continue
to show significant disparities, with those
of ARB continuing “to be significantly
below the levels reported in the Nielsen
local reports.”

This has been documented, Mr. Dim-
ling said, by an independent 1969 tele-
phone coincidental study, sponsored by
the Committee on National TV Audi-
ence Measurement (CONTAM), and
two later studies also sponsored by
CONTAM, soon to be released. CON-
TAM consists of representatives of the
three TV networks and the NAB. Mem-
bership of COLTRAM, on the other
hand, consists largely of group owners
and station representatives, as well as
networks.

Mr. Dimling expressed the view that
the discrepancies are due to ARB’s use
of diaries and other methodologies.
Some of the reasons suggested by Mr.
Dimling are ARB's product-usage
questions in the diary, the open-end for-
mat of the diary, the weighting proce-
dures used (both weekly and age of head
of household weighting), sample balanc-
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ing, and mailing diaries to those who
have not agreed to cooperate.

Mr. Dimling noted that ARB planned
a test of open-end diaries vs. closed-end
diaries, as well as product-usage diaries
and offered the help of NAB and of
COLTRAM in designing these tests.
But, he added, the need for review and
revision of procedures is urgent.

Broadcasters’ dispute with ARB has
been raging for the last several years,
with charges generally that ARB was
short-changing TV broadcasters on
viewing levels. The controversy came to
a head earlier this year when a sub-
stantial number of broadcasters de-
clined to sigh renewal contracts to re-
ceive the reports, a situation that is not
yet completely resolved.

Meanwhile the Television Bureau of
Advertising demanded that both ARB
and Nielsen provide ratings that meas-
ure accurately over-all local viewing
levels,

In a letter to ARB and Nielsen being
released today (May 17), Norman E.
Cash, president of TVB, said recent
reviews of reports by each of the organi-
zations show ‘“audience estimates con-
siderably below comparable meter-de-
termined levels.” He went on to say:

“If the meter is fact, then your figures
must be questioned . . . which is what
I am doing in this letter. What must be
done to bring advertisers’ audience-level
estimates closer to the truth? As long as
the existing difference continues, we of
TVB will feel obligated to point it out
to both advertiser and telecaster . . .
and indicate our lack of support for
your information. When can we expect
corrections to be made? We request a
prompt reply.”

Mr. Cash pointed out that data com-
piled over the past several years by the
CONTAM, aimed at validating the local
ratings of Nielsen and ARB through
meter measurement, indicate research
firm’s estimates are less than meter-
determined levels.

Spot TV Network TV Company Total TV Spot TV Network TV
7,197,600 3,389.500 86. Mobil Oil Corp. 7.875.200 4,359,900 3,315,300
1,996,900 8,368,400 87. Borden Co. 7,664,000 3,828,100 3,835,800
5,143,400 5,150,800 88. Beecham Group Ltd. 7,651,500 353,500 7.298.000
5,833,300 3,927.900 89. Firestone Tire & Rubber Co. 7,514,100 1.833.000 5,881,100
9,732,900 — 90. Avon Products Inc. 7,305,100 4,980,800 2,324,200
5,030,900 4,661,500 91, Merck & Co. 7,181,200 998,900 8,182,300
3,967,300 5,702,000 82. General Electric Corp. 7,177,600 2.118.600 5,059,000
2,076,500 7,261,200 93. Toyota Motor Distributors Inc.  6.916.200 6,916,200 —
6,420,900 2,665,700 94. Gulf & Western Industries Inc, 6,838,300 3,247,300 3,591,000
2,662,600 6,367,200 95. Swilt & Co. 6,788,800 3,229,200 3,559,600
2,778,400 6.067,900 96. Faberge Inc. 6,651,600 2,779,200 3,872,400
8,717,100 —_ 97. American Airlines Inc. 6.627.200 3,309,600 3.317.600
3,246,700 5,026,600 98. Dow Chemical Co. 6,558,500 4,793,500 1,765,000

239,700 7.969.900 99. Sun Oil Corp. 6,453,400 2,948,400 3,505,000
5,711,400 2,202,700 100. Sperry-Rand Corp. 6,407.400 2,296,400 4,111,000
7,405,900 383,000 * New to the top-100 In 1970

Mr, Cash said he was sending copies
of his letter and attachments to the
Association of National Advertisers, the
American Association of Advertising
Apgencies, Broadcast Rating Council and
all TV stations.

Dr, Langhoff said last week in re-
sponse to Mr. Cash's letter that ARB
has made many improvements over the
past several years in the statistical pro-
cedures used in processing raw data.
He said the recent questionnaire re-
turned by the majority of ARB station
clients indicated a “high degree of
satisfaction with the contents of our
current local market reports.”

Dr. Langhoff said ARB recently has
agreed to conduct certain tests of its
diary design, and has been offered the
cooperation of both COLTRAM and
the Advertising Research Foundation
in its experimental work. He said ARB
intends to avail itself of those services
and, with this joint effort, expects to
improve the “diary” technique and as
a result approach the truth more
closely.

From Hays and Abbitt:
yet another spending bill

A bill severely limiting campaign ex-
penditures and imposing stringent fi-
nancial reporting requirements on fed-
eral-office candidates was introduced
last Tuesday (May 11) by Representa-
tives Wayne L. Hays (D-Ohio) and
Watkins M. Abbitt (D-Va.).

Mr. Abbitt is chairman of the House
Subcommittee on Elections, which has
17 other election-reform proposals pend-
ing before it. Mr. Hays is chairman of
the parent Committee on Administra-
tion.

The Hays-Abbitt measure (H.R.
8284) limits the aggregate amount of
all contributions or expeditures on be-
half of House candidates to $30,000.
The limit is separately imposed for pri-
maries, primary run-offs and general
elections. The bill contains no restric-
tions on how the funds are to be spent.

Senate or at-large House candidates
would be limited to six cents per person

BROADCASTING, May 17, 1971



An Apology for
a job well done
or
the sell charisma

of WOR/Barry Farber

This is an unsolicited testimonial of unprecedented power-packed performance by a man, a
media, and their combined catalytic crossfire of public motivation.

On the evening of April 19, 1971, it was my privilege to be the guest of the WOR/Barry Farber broadcast.

Mr. Farber had heard of a spectacular scientific breakthrough in the field of emergency portable oxygen. He was fascinated
by our company’s tiny SAV-A-LIFE oxygen sphere, and its capability of safely harnessing 21 gallons of USP oxygen in its
43" diameter “ball”; of its portable lightweight (2 lbs.) simplicity, one-hand method of operation; the fact that this unit
had been meticulously field-tested for years, purchased by several government agencies, and was recipient of distinguished
medical and editorial testimonials further stimulated Mr. Farber's interest.

It was these facts plus the ecological environmental crisis, I thought, that should dominate the radio interview—and 1 came

prepared with voluminous notes along these lines. I had been encouraged by response to our product’s recent ads in the

tl:alt ftrIegt Journal, Human Events and cother fine publications, Why not present the same proven promotional technique,
ought 17

Instead, at radio time deadline, Mr, Farber almost rudely advised me to dispose of all prepared notes. He in his own provoca-

tive, probing manner would ask the questions—and I would answer them, straight-forward, direct, to the point—or there

would be no broadcast.

This is the dilemma of a non-commercial, unpaid for guest interview,—and I had begun to doubt the wisdom of public
exposure.

However, Barry Farber's standpattedness, sincerity, articulate, persuasive power convinced me to go ahead with the broadcast.
Scon Barry's pulsating probity unpeeled for public exposure the stark life-and-death drama behind SAV-A-LIFE emergency
oxygen: of how my wife of 35 years, never sick a day in her life was taken suddenly ill, unconscious, gasping for breath,
kept alive 30 minutes by mouth to mouth resuscitation, of frantically waiting for an ambulance just hundreds of yards away
at the hospital near my home to respond to my several phone calls; of in desperation running into the street, screaming
for help that eventually arrived from the hospital with its cumbersome oxygen tank—too little, too late; of how my 2B-year.
old daughter suffering from an asthmatic attack, gasping for breath, died shortly upon her arrival at the hospital; of my
grandchild falling into a pool and quickly rescued by her mother, only to expire while waiting for desperately needed oxygen.
In all these tragedies there is no ahsolute guarantee that life might have been sustained i emergency oxygen was at hand.
But jt was tragedies such as these and the possibility of sustaining life hanging in the balance that fused men like the
Alessi Brothers, Harry Ferguson, Martin Ostrow, and Sam Feldman into the corporate family of SAV-A-LIFE oxygen to do
something positive about making emergency easy-to-administer oxygen the on-hand potential of every human being.

The story as unfolded by the WOR/Barry Farber broadcast produced a spontaneous and electrifying public reaction that
in my 43 years of major advertising and sales promotion background is unparalleled in the history of any product ever
marketed. This by the avalanche of many phone calls, mammoth mail response, middle-of-the-night appeals, orders of units
sight unseen, offers of public financial participation, blank signed checks, congratulatory and condolence messages, dealer-
ship requests from every state of the union and from every nation on the face of the globe,

Yes, WOR/Barry Farber, I do indeed owe you and your vast listening audience an apology for a job well done.

You have proven beyond the shadow of a doubt the WOR/Barry Farber dynamic “sell charisma” keenly attuned to the
public pulse and ever alert to the beat of its heart as the sparkling sizzle to orbit the spectacular scientific SAV-A-LIFE
sphere.

Samuel L. Feldman, President
Bruce Maclntyre A.R.P., Inc.

Advertising ® Research ® Promotion

Attention: Radio Station Owners

We are ready, willing and able to buy time on your station for the Barry Farber show.
Write or wire us your interest, and we will be glad—with proper cooperation—to
inaugurate the program at ence.

416 Anderson Ave., Cliffside Park, N.J. 07010 Tel.: (201) 943-6777, 943-6886




The suggested revision
in political spending

What would happen if the Senate Commerce Commitiee's
political-spending bill were to become law and candidates
ran true to form in their purchases of broadcast time? This
table gives an indication, It contains (1) preliminary FCC
data on the total broadcast expenditures by candidates for
1970 Senate campaigns and (2) the applicable ceilings for
such future expenditures as they would apply under the
Senate bill. Final figures will be released in about two weeks,

Figures in the left column—the ceilings—are based on

State Ceiling Democrat Spent Republican Spent
Alaska $ 30,000 Kay $ 34,000 Stevens*® S 17.300
Arizona 61,400 Grossman 85,400 Fannin® 84,300
California 711,800 Tunney® 466,700 Murphy 385,700
Connecticut 105,800 Oulley 87,000 Weicker® 81,400

Dodd 49,600
Delaware 30,000 Zimmerman 12,300 Roth* 13,600
Florida 254,400 Chiles*® 53,900 CSramer 140,500
Hawaii 30,000 Heftel 64,900 Fong* 27,100
llinois 378,200 Stevenson® 254,900 Smith 235,900
Indiana 174,400 Hartke" 182,700 Roudebush 353,000
Maine 33,100 Muskie* 30,800 Bishop 8,500
Maryland 135,700 Tydings 92,600 Beall* 115,900
Massachusetts 197,400 Kennedy® 151,500 Spaulding 14,900
Michigan 293,800 Hart* 140,500 Romney 45,000
Minnesota 126,200 Humphrey*® 158,000 McGregor 166,900
Missouri 161,100 Symington® 192.200 Danforth 231,500
Montana 30,000 Mansfield* 10,600 Wallace 10,200
Nebraska 50,100 Morrison 21,600 Hruska* 26,500

Census Bureau data and were taken from the Commerce
Committee’s report on the bill (S. 382},

The measure permits federal-office candidates to spend
up to five cents per eligible voter (or $30,000, whichever is
greater) on broadcast media in any campaign,

Candidates in 16 of the 33 states listed would have ex-
ceeded this limit.

Successful candidates are marked by asterisks, and the
figures have been rounded off. The FCC spending totals
do not include data for the Mississippi race, in which Demo-
cratic Senator John C, Stennis had no opponent, or the
Washington race, for which the Republican spending figure
was not availablc.

State Ceifing Democrat Spent Republican Spent
Nevada 30.000 Cannon* 68,100 Raggio 73.800
Williams* 179,900 Gross 391,500

New Mexico 31,700 Montoya* 35,400 Carter 27,600
New York 635,700 Ottinger 648,500 Goodell 570,400
Buckley® 522,400

North Dakota 30,000 Burdick® 44,800 Kleppe 71,500
Ohio 358,300 Metzenbaum 238,500 Talt* 220,500
Pennsylvania 406.800 Sesler 25,000 Scott® 268,600
Rhode Island 33.500 Pastore*® 16,400 McLaughlin 3,300
Tennesse 135.500 Gore 145,600 Brock® 173,400
Texas 379,500 Bentsen® 174,700 Bush 292,700
Utah 33,700 Moss* 115,300 Burton 91,400
Vermont 30,000 Hotf 69,700 Prouty* 53,600
Virginia 161,600 Rawlings 26,200 Garland 31,400
Byrd* 97,900

West Virginia 58.800 Byrd* 8,100 Dodson 1.900
wisconsin 147,400 Proxmire” 41,100 Erickson 14,400
Wyoming 30,000 McGes* 47,600 Wold 38,700

in their states, and in no event less than
$30,000.

Contributions and expenditures by
all presidential contenders and their
running mates would be limited to six
cents per person in all the states and
the District of Columbia.

Candidates would be required to file
detailed financial reports with the secre-
tary of the Senate or the clerk of the
House (or the comptroller general in
the case of presidential candidates).
The bill also requires such reports from
groups or individuals who contribute
money to campaigns.

The bill would also end the practice
of using the District of Columbia for
the collection of campaign contributions
that are presently permitted to go un-
reported.

A novel feature of the bill is a
penalty clause disqualifying a winning
candidate for Senate or House from
taking office if found to have violated
the provisions of the bill. Beyond that,
such candidates would be disqualified
for running again for a House seat for
five years or for a Senate seat for seven
years,

Winners of primary elections in con-
tests for Senate or House would forfeit
their nominations if found guilty of vio-
lations.

Winning candidates for the Presi-
dency or Vice Presidency would be sub-
ject to fines of $25,900 for violations,
but would be allowed to stay in office.

Violations by committees and indivi-
duals would carry criminal penalties
similar to those already in effect under
the Federal Corrupt Practices Act.
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In a joint statement on the measure,
Messrs. Hays and Abbitt said the bill
would open the doors of Congress to
those of limited financial resources and
simultaneously free all candidates from
political obligations often incurred in
raising funds to underwrite political
campaigns.

Introduction of the Hays-Abbitt bill
comes as the Senate Rules and Finance
Committees are considering aspects of
the political-spending bill approved last
month by the Senate Commerce Com-
mittce ( BROADCASTING, April 26).

A Senate Rules Committee spokes-
man said last week that the committee
will hold hecarings on the bill May 25
at 10 am. in Room 301 of the Old
Senate Office Building,

Scheduled to testify May 24 are
Deputy Attorney General Richard G.
Kleindienst and Victor C. Diehm. chair-
man of Mutual Broadcasting System.
On May 25: Dr. Herbert Alexander,
director of the Citizens Research
Foundation; Senate Minority Leader
Hugh Scott (R-Pa.); former Congress-
man Neil Staebler and Thomas B,
Curtis, who will speak for Common
Cause; a representative of the Friends
Committee for National Legislation;
Reed Larson, executive vice president
of the National Right to Work Com-
mittee, and Dr. Martin Krakowski, a
Washington mathematics consultant.

Other witnesses who may appear at
the hearings include Senator Robert
Dole (R-Kan.), chairman of the Re-
publican National Committee; Demo-
cratic National Chairman Lawrence F.
O’Brien: Senators Ernest F. Hollings

(D-S.C.) and Peter H. Dominick (R-
Colo.), chairmen of ad hoc campaign
committees for their parties, as well as
Russell Hemenway, director of the
National Committee for an Effective
Congress.

An ad service is born

Omnibus Communications Services, a
Denver-based firm, is offering a new
service to advertising agencies and spon-
sor companies including competitive ad
monitoring, air checks, checking spots,
and test-market applications from radio
and TV. The firm presently manufac-
tures video tapes, 16 mm optical sound,
kinescopes and photoboards, each avail-
able in both color and monochrome.
Omnibus is giving complimentary sub-
scriptions to its TV Broadcast Commer-
cial Reports to readers of BROADCAST-
ING. Address: Box 18478, Denver
80218,

Katz zeroes in on retailers

Katz Television is establishing a retail
sales department to obtain national and
regional spot-TV business from retail
store chains for Katz-represented sta-
tions.

Michae! T. Membrado, president of
Katz Television, said his company is the
first broadcast rep to enter this area.
He also announced appointment of
Richard P. Hogue, formerly with ABC-
TV—where he developed retail sales
operation for ABC-owned TV stations
division—holding the title of director
for retail sales,
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There’s something
In your
film processor
you should

know about to
cut your costs.

Some of the stuff it takes to process film is silver nitrate—and silver is
worth $1.70 per ounce. There's a way to get back more of the silver after
it's done its job. You sell the silver and get back money you now dump
down the drain along with other chemical waste.

Treck has silver recovery systems in TV stations. A Treck salesman can
tell you about them, and uncontrolled bleach discharge, controlled regen-
eration, equipment cost and comparative efficiency—all you need to know
to make a decision. Call him at your local Treck now, or send in this
coupon and he'll get in touch with you.

T reck PhotoGraphic Inc. |

434 Midtown Tower
Rochester, New York 14604 I
we'll do the rest.

Name Station
Address

City State Zip
Phone

No cost or obligation, of course.

Acizona, Phoenix (602) 258-7141 o California, Los Angeles (213) 748-7351 « Californla, San Diege (714) 297-4851 » Callfernie, San Franclsco (415) 647-2601 o Calerade, Denver (303)
388-4223 « D.C., Washington (202) 484-3200 * Flarids, Jachsonvlile (304) 355-7673 o Florlda, Miami (305) 754-2578 ¢ Georgia, Atleata (404) 875-9205 * lllineis, Chlcage (312) 626-6200
{owa, Davenport (319) 322-6223 = lowa, Des Moines (515} 283-2717 » Kentucky, Lexington (606) 278-9591 » Leouisiana, Mew Orisans (504) 488.37 5 « Masylsnd, Baltimers (301)
243-9830 « Massachusatts, Boston (617) 969-8722 » Michigen, Detroit (313) 833-7800 * Minnesots, Minnespelis (612) 331-4850 » Missourl, Kansas Clty (816) VI 2.9536 « Misseurl, St.
Louls (314) CE 1.9770 » Mebraska, Lincoin (402) 477.3702  Nebrasha, Dmaha (402) 342-3636 * New York, Buffale (716) 854-3214 « New Yoerk, New York (212) LO 4.6240 « Ohis, Cincinaati
{513) 961.7223 + Ohlo, Clevelend (216) 621-6440 » Oklahoma, Dkishoms City {405) 232.1155 o Oregen. Portiend (503) 234.9272 » Pennsylvanla, Philsdelphls (215) EV §-1500 » Pennsylvanls,
Pittsburgh (412) 782-4230 « Yennesses, Memphis {901) 275-8108 » Texas, Dalles {214} ME 10261 « Tesas, Houston (713) 781-9201 = Utah, Salt Lake CHy (801) 4845131 « Washingten,
Seaftle (206) CH 6-9600 * Weshington, Spoksne (509) 838-1601 « Wisconsin, Milwsukes (414) 786-9400+ Comeds, Aiberts, Calgery (403) 263-4291 « Cenada, Atberta, Edmenten (403)
454-6505 * Canads, B.C., Vencouver (604) 872-7146 ¢ Canada, Menltobs, Winnipeg (204) 772.9488 » Canads, Ontarie, Teronte (416) 789-4586 - Cansda, Quebec, Montreal (514) 733-8258
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Signs of changing times in renewals

Growing card file at FCC holds clue to the industry's,
and the public's, new dialogue over broadcast licensing

Broadcasters may never have ap-
proached license-renewal time with the
serenity that critics of the FCC’s “rub-
ber-stamp” renewal process thought
was warranted. But however they re-
garded it in the past, it is clear that
license-renewal time, 1970's style, has
become triennial high noon.

Not a license-renewal period goes by
without some citizen group emerging
with a petition to deny, or an informal
complaint, directed against one or two
or even all of the stations in a market.
The groups—like the Community Coa-
lition on Broadcasting, in Georgia; the
Black Broadcasting Coalition, in
Youngstown, Ohio; the Colorado Com-
mittee on the Mass Media and the
Spanish Surnamed Inc.—are taking to
heart the message that the airwaves be-
long to the people and that stations are
licensed to serve the public.

The result is evident in a growing
card file being assembled in the office
of the FCC renewal branch to help the
commission staff keep track of the
status and number of contested renewal
proceedings. It lists some 30 petitions
or complaints filed in the past 14
months against applications for renewal
of more than 50 stations. The applica-
tions of some 35 stations are still pend-
ing.

And the file does not yet tell the
whole story. A number of informal
complaints against renewal applications
that have not yet been resolved are
still to be included, as are most of the
complaints and petitions to deny that
have been resolved through negotiation
between representatives of the stations
and the groups.

But the card file and the pleadings
to which it refers help illuminate the
rationale behind some of the com-
mission’s proposals for amending its
license-renewal procedures—proposals
aimed at bringing citizen groups into
the renewal procedure in a manner that
would enable them to work out their
differences with stations without hav-
ing to refer them to the commissjon.
Stations, for instance, would be re-
quired to make announcements at spec-
ified intervals throughout their license
period inviting the public to comment

34

on their service. The proposals would
also give television station viewers an
opportunity to comment on what the
station regards as the area’s most press-
ing problems.

The file and the pleadings also indi-
cate the relationship between broad-
casters and portions of their minority
publics. In almost all cases, the protest-
ing groups’ complaints boil down to
two or three issues:

® The broadcaster has not checked
the minority group involved in ascer-
taining community needs. (And when
blacks, for instance, are listed as among
those surveyed by the station, the peti-
tion frequently describes them as not
representative or as dependent on the
white community for their livelihood.}

® The station has not carried pro-
grams that serve the needs of the mi-

An inexpensive card file and a battered
filing cabinet in an office in the FCC
butlding in Washington are symbols of
a new era in broadcast-license-renewal
matters, one in which citizen groups
increasingly are participating in renewal
proceedings—with petitions to deny.
The card file, with a card for every con-
tested proceeding, became a necessity
for the stafi in its eflort to keep track
of the status and number of the cases
fowing in. The cabinet, and others like
it, will contain copies of all the plead-
ings in each of the proceedings.

nority group. (Programs submitted by
the station as proof of its service to
the minority group are often dismissed
as not relevant; stations are sometimes
described as racist.)

® The station discriminates against
minority groups in its hiring practices.
(Stations invariably deny the allegation
hotly—but a black on-camera newsman
cited as proof of a station’s forward-
looking employment policy may likely
be branded an “Uncle Tom” by the
protesting group.)

These complaints showed up origi-
nally in the protests a coalition of black
groups filed against all of the stations in
Atlanta, in February 1970—the first
such mass filing (BROADCASTING, Feb.
24, 1970). The Community Coalition
on Broadcasting also made a number of
“negotiable demands” that have since
been advanced by other groups around
the country—that stations designate an
official to meet with the citizens group
once a month, train “broadly repre-
sentative staff,” report news of interest
to minorities, provide free advertising
time for emerging black businesses and
appoint blacks to their boards of direc-
tors, among them.

Whether the demands are justified or
not, some communications lawyers who
have the job of responding to them re-
gard the petitions to deny as “bludg-
eons” held over licensees who know
that the mere filing of the petition can
result in a delay in commission action
on their renewal applications.

Regardless of the skill—or lack of it
—with which petitions are prepared, li-
censees regard them with deadly serious- -
ness. Time-Life Broadcast Inc., in re-
sponding to a petition to deny the
license renewal of kLz-Tv Denver—a
petition it said lacked facts—filed a
450-page pleading that reportedly re-
quired 1,000 manhours to produce.

But many of the citizen groups are
getting help in the preparation of peti-
tions from increasingly experienced
lawyers in the field. Albert Kramer, of
the Citizens Communications Center of
Washington, a public-interest law firm
specializing in broadcast matters, is
listed as attorney on six of the petitions
in the card file. But he has helped to

BROADCASTING, May 17, 1971



These are the opening words of an unprecedented Special
Citation given to CBS News by the Saturday Review. Never
before has that respected publication presented a citation to
an entire broadcasting news organization.

We like to think that SR’s words sum up the meaning of
26 other notable awards conferred this year on CBS News.
Those awards were granted to a broad spectrum of regular
and special broadcasts. They were made by ten distin-
guished panels of judges. And they number many of the most
sought-after awards in broadcasting, including ten Emmys
of the National Academy of Television Arts and Sciences.

For example, “The Selling of the Pentagon” was honored
three times —by an Emmy, by the Saturday Review and by
a George Foster Peabody Award that was also unprecedented
in its timing.

It seems particularly significant that eight awards went
either to Walter Cronkite or to enterprising segments of his
nightly broadcast. For the audience record of his series indi-
cates thatexcellence in journalism also wins out in the national
marketplace of information and ideas. (In an average week
40 million people tune in the CBS Evening News with Walter
Cronkite.) Indeed, this has been television’s most popular
news series for four straight years.

Clearly there is a consensus among the award judges and
the national jury. You might call it a Special Citation from the

American people.

Awards to CBS News, January-May 1971

Christopher Awards
“A Black View of South Africa”
“The Mystery of Pain”
Sidney Hillman Award
“Can the World Be Saved?”
(Ecology series on the CBS Evening News
with Walter Cronkite)
George Fosier Peabody A wards
“60 Minutes”
“The Selling of the Pentagon”

Ohio State University Awards
“Don't Get Sick in America” (CBS Reports)
“Spaceship Earth” (radio)
Alfred I. DuPont-Columbia
University Award
John Laurence, Correspondent, for
“The World of Charlie Company” on the
CBS Evening News with Walter Cronkite
George Polk Journalism A wards .
CBS News Correspondent Walter Cronkite
CBS Evening News with Walter Cronkite

Overseas Press Club Awards

“The World of Charlie Company”
CBS News foreign reporting (radio)
Saturday Review Awards

“The Selling of the Pentagon™

“Voices from the Russian Underground”
Special Citation to CBS News

“The World of Charlie Company”
University of Miami Award
CBS News Correspondent Walter Cronkite
National Academy of Television Arts
and Sciences Awards (Emmys)

“The Selling of the Pentagon”
Mike Wallace, Correspondent,
for 60 Minutes
60 Minutes: Gulf of Tonkin segment

*“The World of Charlie Company™
John Laurence for “The World of
Charlie Company”
CBS News Space Coverage for 1970-71
Walter Cronkite for CBS News Space Coverage
Nana Mahomo, narrator, for

“A Black View of South Africa”
Bruce Morton, Correspondent, for
reporting of trial of Lieutenant Calley
Larry Travis, cinematographer,
for Los Angeles earthquake

CBS i based on Nielsen Televisi
Index cumulative household ratings and Nielsen Audience

Composition data, subject to qualifications available
on request.



Bullish report to NBC-TV affiliates

At one-day convention, network cuts clutter,
pitches new season, talks of booming sales

NBC-TV affiliates were told last Wednes-
day (May 12) that the network will
reduce nonprogram elements in all of
its shows effective with the next season
(“Closed Circuit,” May 10).

The network’s anticlutter plan was
announced at a one-day convention of
NBC-TV affiliates in New York. Among
other features on the agenda were a
presentation of the 1971-72 schedule,
reports of new surges in sales and a
wide-ranging question-and-answer ses-
sion in which the affiliates gave a rous-
ing endorsement to NBC News (see
story, page 44).

Details of the anticlutter plan were
reported by Don Durgin, NBC-TV pres-
ident. Mr. Durgin said that the clean-
up campaign resulted from an order is-
sued last fall by Julian Goodman, presi-
dent of the parent NBC. The study was
conducted by Robert Kasmire, vice pres-
ident, corporate information.

The action is expected to remove an
average of 30 seconds of so-called clut-
ter from each program (regardless of
length), or a total average of 45 min-
utes per week of nonprograming mate-
rial.

Among the changes to be imple-
mented with the start of the 1971-72
season: elimination of the “NBC pea-
cock™ opening film, except in the To-
day and Tonight shows and in sports,
specials and the first program in the
afternoon portion of the daytime sched-
ule; elimination of production-company
tags at the end of all programs; elimi-
nation of five-second promotional spots
preceding interior station breaks in one-
hour programs (this amounts to approx-
imately 25% of NBC's prime-time
availabilities for network promos); re-
striction of opening and closing credits
—exclusive of main titles—to 40 sec-
onds (saving about 10 seconds), and re-
striction of audio over-the-crawl pro-
motional announcements to a single
item, compared to the currently ac-
ceptable double announcement.

In addition, Mr. Durgin said, the five
NBC-owned television stations will elim-
inate commercial lead-ins on locally
originated programs and audio promo-
tional spots.

“This anticlutter plan is an attempt
to start the ball rolling in an area all
thoughtful people in the industry have
been concerned about for some time,”
Mr. Durgin observed.

Turning to the record of this year,
Mr. Durgin reminded affiliates that
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Mr. Durgin

NBC-TV had edged out CBS-TV in
prime-time ratings for the season. But
he said he was "particularly pleased”
that its daytime-schedule audience had
risen by 7% while that of CBS had
slipped 3% and of ABC 7% for the
season to date ( April to October).

He was optimistic about network
sales for the current period and the fu-
ture, and made this point:

“I'm not enough of an economist to
tell you the recession is over, but I can
tell you that the first week in May was
the biggest third-quarter billing week
in the history of the NBC Television
Network, and our fourth-quarter sales
have been booming ever since we an-
nounced the new schedule. Jack Otter,
vice president, sales, and his associates
have already secured $147 million firm
business for the 1971-72 nighttime
schedule, and the price of the average
commercial minute is up 7% over a
year ago.”

Mr. Durgin also reported that 41%
of the nighttime schedule for next fall
has been sold firm for 52 weeks; every
series has been sold substantially; many
returning programs are sold out, or
more than 90% sold; all major multiple-
specials advertisers have returned for
next fall, including AT&T, Chrysler,
Hallmark, Sears, Roebuck and Timex,
and Kraft Foods, an exclusive adver-
tiser on NBC, continues its association
with the network in a new form as a
major-specials advertiser. He added that
Shell Oil and Procter & Gamble have
bought sponsorship in Fourth Friday,
NBC News's monthly two-hour pro-
gram which succeeds First Tuesday in
October, and Xerox has bought Quar-

terly Report, a new series of four one-
hour news specials with David Brinkley
as chief correspondent.

Affiliates were provided with a night-
by-night preview of programs on the
1971-72 prime schedule by Mr. Durgin
and Mort Werner, vice president, pro-
grams and talent; Herbert S. Schlosser,
vice president, programs, West Coast,
and Lawrence R. White, vice president,
programs, East Coast. Included in the
presentation were film sequences from
six new series on the fall schedule:
Sarge, Mystery Movie, The D. A., The
Funny Side, The Partners and The Good
Life, as well as from motion pictures
to be presented in various network fea-
ture-film periods.

Mr. Durgin assured affiliates that de-
spite the economic recession and the
scheduling problems precipitated by the
FCC prime-time access rule, NBC-TV
will broadcast next season more specials
than any other network. Among the spe-
cials cited by Mr. Durgin were two
major adaptations of Broadway and
screen hits, “Harvey,” starring James
Stewart, and “The Man Who Came to
Dinner;” “All the Way Home,” starring
Joanne Woodward; Paul Gallico’s “Snow
Goose,” starring Richard Harris, and
programs built around Bob Hope, Jack
Benny, Tennessee Ernie Ford, Perry
Como, Johnny Carson and Jack
Lemmon.

Mr. White discussed NBC-TV's fall
Saturday-morning schedule for children
and paid particular attention to the new
one-hour Take a Giant Step (BROAD-
CASTING, May 10). He explained the
program is not only for children but is
also by children. He said the entertain-
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ment-information series will be live,
will use no scripts or instruction, and
will permit the children to have their
say.

At an afternoon session closed to
outsiders, NBC executives solicited and
answered affiliates’ questions. Mr. Good-
man presided. Present and participating
were David C. Adams and Thomas E.
Ervin, executive vice presidents, NBC;
Reuven Frank, president, NBC News,
Mr. Durgin, and an array of other offi-
cers.

Mr. Goodman reported that NBC-TV
was committed to improvement in chil-
dren’s programing. He confirmed that
NBC officials had held talks with ABC
counterparts, as Elton H. Rule, ABC
president, had reported a week earlier
(BROADCASTING, May 10). Mr. Good-
man said that the two networks were
exploring the possibility of a coopera-
tive rotation of children’s shows on
weekday afternoons, to be introduced
perhaps by the beginning of the 1972-73
season. The possibility of joint-network
simulcasting has also been discussed, it
was said. (CBS, as had been reported
earlier, has elected to act on its own.)

Other NBC officials said that the net-
work would be represented—probably
by George A. Heinemann, vice presi-
dent, children’s programing—at the
forthcoming workshop on children's
programing called by ABC-TV for June
23-24 (BROADCASTING, May 10).

Other subiects covered at the closed
meeting. according to summaries re-
ported later by network and affiliate
officials included these:

Walter Bartlett, Avco Broadcasting,
Cincinnati, asked whether NBC-TV
would permit affiliates to play delayed
broadcasts of pre-empted network shows
in the prime-time periods to be vacated
by the networks under the FCC's new
access rule next fall. (At the ABC-TV
affiliates convention of the week before,
ABC-TV had said that, upon specific
permission, stations in markets below
the top 50 could play DB’s in the va-
cated prime periods.)

Mr. Durgin said NBC-TV would
give no wholesale approval to DB’s.

There was discussion of affiliate com-
pensation in the expanded prime-time
baseball schedule to be broadcast under
NBC-TV's new contract (BROADCAST-
ING, May 10). Affiliates were told they
wotlld continue to be compensated for
only one hour in each game. Some affil-
iates asked that more station breaks be
opened during the games, but no com-
mitments were made.

Harold Grams, ksb-Tv St. Louis, re-
tiring chairman of the NBC-TV affili-
ates board of delegates, suggested that
the network could give stations breaks
during such pauses in the action as the
changing of pitchers.

Some affiliates complained about the
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frequency of Johnny Carson’s ab-
sences on the late-night show. Mr. Dur-
gin said Mr. Carson was living up to
his contract, and his vacations were be-
yond the network’s control. He was also
ready with figures showing that substi-
tute hosts who played a week or longer
were averaging 29% bigger audiences
than those of Merv Griffin on CBS-TV
and 81% bigger than Dick Cavett’s on
ABC-TV. (When Mr. Carson is on his
own show, the figures rise to 69% big-
ger than Mr. Griffin’s and 141% bigger
than Mr. Cavett’s, according to NBC.)

In response to a question, Mr. Dur-
gin said NBC-TV would accept no bar-
ter programs. (NBC's owned-and-oper-
ated stations, however, are taking at
least one such program. As affiliates
emerged from the morning presentation
an uninvited model handed them a flyer
announcing screenings of Dr. Simon
Locke, a new half-hour barter series
being offered by Colgate-Palmolive
through Ted Bates. The flyer said the
show had already been taken by NBC
0&0O's but that some availabilities in
other markets were still open.)

Black newsman joins
Klein's media staff

Stanley C. Scott, an on-the-air newsman
with wWiNs{aM) New York, is under-
stood to be leaving the station to join
the staff of Herbert G. Klein, President
Nixon's director of communications.
Though Mr. Scott could not be reached
last week for confirmation, reliable
sources indicated that he had informed
Group W, licensee of wiNs, of his plans.

Mr. Scott, formerly with UPI and the
National Association for the Advance-
ment of Colored People, will be the first
black on the White House staff handling
print and broadcast media.

WONO(FM) fight goes to court

Citizens Committee to Preserve the
Present Programing of WwONO(FM)
(Syracuse, N.Y.) has filed notice of ap-
peal with the U.S. Court of Appeals for
the District of Columbia from FCC ac-
tion affirming the sale of wowno, the
city's only classical music station
{BROADCASTING, May 10).

The group, which is attempting to
block the assignment of the station to
Bruce Houston, asked the court in a suit
filed May 6 for immediate stay of the
commission decision, based on informa-
tion that the principals of the sale—
Houston Broadcasting Co. and Sentinel
Heights FM Broadcasters Inc.—plan to
close the deal momentarily, The com-
mittee understood at the time of filing
that the sale was to be consummated
May 10, but it learned that the princi-
pals have put off the closing for another
week. until today (May 17).

Ji B

Bob H;'Jmme as

THE
FRIENDLY
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A stimulating and enriching
childrens series . . . winner
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Buffalo combine buying
WEBR for $1.75 million

A group of local businessmen in Buf-
falo, N.Y., filed last week an applica-
tion with the FCC for authorization to
buy WEBR(AM), the pioneer station of
the Buffalo Courier-Express and that
city’s second oldest broadcast facility.

The $1.75-million transaction, if ap-
proved, would bring wWEBR to Queen
City Radio Corp., a newly created com-
pany under the direction of veteran
broadcasters Bill McKibben and Ed-
ward Kavinoky.

Mr. McKibben, with 34%, is the
principal owner of Queen City. He
was formerly station manager of WBEN-
AM-FM there, where he was associated
for six years. Before that he served in
a similar capacity at wGr(aM) Buffalo
and wiL(AM) St. Louis. Mr. McKibben
is also president of the New York State
Broadcasters Association and has, in the
past, been active in the National As-
sociation of Broadcasters.

Mr. Kavinoky, one of 26 minority
owners who make up the balance of
Queen City, was the guiding force be-
hind the formation of the company. He
was formerly general manager of
WKBW-AM-FM-TvV Buffalo and xya(aMm)
San Francisco, and is a director and
principal of Welcome Radio, which

owns KTLN(AM) Denver; woKo(AM)
Albany, N.Y.; wsLr(AM) Akron, Ohio,
and XLNG(AM) Omaha.

The Courier-Express, which has been
operating WEBR through its wholly
owned WEBR Inc., since 1942, is con-
troiled by the William Conners family
of Buffalo. It also operates a CATV
system in Buffalo. Not included in the
proposed sale is WEBR-FM.

WEBR, which has been on the air
since 1924, operates on 970 khz with
5 kw full time.

Try, try again:
WCAM sale protested

The city of Camden, N.J., has tried
unsuccessfully to sell its wcaM(am)
there three times in the past five years.
Last week its latest attempt to sell the
commercial station—this time to Starr
Broadcasting Group Inc.—was chal-
lenged by a citizen group and a Roman
Catholic priest.

Through attorneys from the Citizens
Communications Center, Washington,
the petitioners asked the FCC to deny
approval of the $1.45-million assign-
ment of license or to initiate a hearing
to investigate allegations that the pro-
posed licensee would not operate wcam
in the public interest. Asking for denial
of the sale is the Rev. Roque Longo, in-
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dividually and as pastor of Our Lady
of Fatima and of Holy Name churches,
and the Council of Spanish-Speaking
Organizations Inc.

Petitioners contend that Starr has
failed to propose programing specifi-
cally designed to meet the needs and
problems of Camden and that Starr
proposes a substantial curtailment of
program services by drastically reducing
news, public affairs and other program-
ing “while greatly increasing commer-
cials and virtually deleting all Spanish-
language programing.”

The city of Camden announced its
plans to sell the station to Starr last
November, subject to the signing of a
formal agreement and commission ap-
proval (BROADCASTING Nov. 30, 1970).
Over one year ago, Harrison M. Fuerst
and others were to purchase the station
for $1.35 million, but questions con-
cerning the financial qualifications of
the proposed buyers subsequently led
the municipality to search for another
bidder (BrROADCASTING, March 30).

In the summer of 1969, the FCC dis-
approved the sale of wcaM to group-
owner Gordon McLendon for $1.35
million principally over the question of
whether the station’s service would be
in tune with Camden’s needs (BROAD-
CASTING, June 16, 1969).

And in 1966, the city agreed to sell
the station for $1.35 million to L&P
Broadcasting Corp. However, the com-
mission designated the sale for hearing
on the question of whether the pro-
posed buyer's programing proposals
were designed for the large Negro audi-
ence of Philadelphia, rather than Cam-
den. The parties withdrew the appli-
cation.

ChangingHands

Announced:
The following sales of broadcast sta-

tions were reported last week subject to
FCC approval:

®* WEBR(AM) Buffalo, N.Y.: Sold by
William Conners and family to, Bill Mc-
Kibben, Edward Kavinoky and others
for $1.75 million (see this page).

® WHIM-AM-FM Providence, R.l., and
KBNO(FM) Houston: Sold by Culligan
Communications Corp. to John E.
Franks (for wHIM-AM-FM), Jimmy
Duncan and others (for kBNo) for
$450,000 and $360,000, respectively
(sec opposite page).

® KpLx(Fm) San Jose, Calif.: Sold by
John F. (Les) Malloy to PSA Broad-
casting Inc., San Diego, for $330,000.
Mr. Malloy owns KEsT(AM) San Fran-
cisco (formerly ksoL[am]). PSA, a
subsidiary of interstate carrier Pacific
Southwest Airlines, is awaiting FCC
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action on its purchase of kBBI(FM) Los
Angeles, kBBw(FM) San Diego and
KSFM(FM) Sacramento, Calif. KpLX
operates on 106.5 mhz with 14.5 kw
and an antenna height of 330 feet.

" WFcM(AM) Winston - Salem, N.C.:
Sold by Robert R. Hilker and William
R. Rollins to Robert A. Mayer for
$160,000. Messrs. Hilker and Rollins
own Suburban Radio Group, which in-
cludes: wcaec(am) Belmont, weGo(aM)
and wpreG(FM), both Concord, wsvMm-
(aM) Valdese, wzxky(AM) Albermarle
and wMDE{AM) Greensboro, all North
Carolina, and wJJJ(AM) Christians-
burg, wvvv(am) Blacksburg and wHHV-
(am) Hillsville, all Virginia. Mr. Mayer
has an interest in wpJD(am) Daisy,
Tenn., and leases and operates pJD2
Netherlands Antilles. WFcM is on 1550
khz with 1 kw day. Broker: Chapman
Associates.

® KMND-AM-FM Mesa, Ariz.: Sold by
C. W. Pratt to Dwight Tindle, Rick
Muth and Eric Hausenstein for $250,-
000 including assumption of liabilities.
Mr. Hausenstein is a salesman for
WEBN-FM Cincinnati. Mr. Tindle, a
recent graduate of the University of
Cincinnati, is making an initial broad-
cast venture. Mr. Muth is presently
sales manager of WEBN-FM. KMND-
(aM) is a daytimer on 1510 khz with
10 kw, KMND-FM operates on 93.3 mhz
with 100 kw and an antenna 1,550 feet
above average terrain. Broker: R. C.
Crisler & Co.

Culligan wants out
of station ownership

The fledging Culligan Communications
Corp.—which acquired three radio sta-
tions in two years with the avowed in-
tention of becoming a major group
owner—will soon cease to exXist.

Matthew J. Culligan, former head of
Mutual Broadcasting and NBC Radio
and now president of Culligan Com-
munications, has announced the com-
pany’s intention to sell WHIM-AM-FM
Providence, R.I., and keNo{FM) Hous-
ton. The total sale price of the stations
—$810,000—is the same price origin-
ally paid for them by Culligan.

Subject to FCC approval, the wHIM
stations will go to John E. Franks, pres-
ent sales manager of WPRI-TV Provi-
dence, for $450,000.

And with a nod from the commis-
sion, kBNO will be sold to a local firm
headed by religious singer Jimmy Dun-
can, president of Jimmy Duncan Music
Co., Houston, a music-publishing firm.

WHIM (AM) operates on 110 khz
with 1 kw daytime; wHIM-FM is on
94.1 mhz with 50 kw and an antenna
430 feet above average terrain. KBNO
is on 93.7 mhz with 25 kw and an an-
tenna 560 feet above average terrain.
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Last-gasp sniping
in WHDH donnybrook

BBI rejects as ‘sham’
the charges against it,
asks FCC to do the same

Boston Broadcasters Inc. last week at-
tempted to nail down its victory in the
drawn-out Boston channel-5 proceeding
with a pieading accusing the present
occupant of that channel, Wupx Inc.,
of resorting to “unadulterated lies” in a
“desperate’ attempt to hold on to the
franchise.

The BBI pleading was aimed at the
WHDH petition filed last month request-
ing the commission to reopen the chan-
nel-5 case to investigate allegations of
wrongdoing on the part of BBI (BroaD-
CASTING, April 26). BBI said the WHDH
pleading was another “sham” designed
to prolong WHDH-TV’s operation on the
channel—the commission decision in
the case was issued on Jan. 23, 1969
(BROADCASTING, Jan. 27, 1969)—and
urged the agency to deny it “expedi-
tiously.”

BBI went through the WHDH petition,
answering the charges point by point.
Most of them involved the charge that
BBI had violated commission rules by

YEARS

failing to inform the agency of informa-
tion WHDH said was critical to its con-
sideration of the case,

WhpH's principal charge was that
BBI failed to notify the commission
until 90 days after its filing, on Jan, 4,
of a suit involving Nathan David, a
6.5% stockholder, director and execu-
tive vice president of BBL The suit
charges Mr, David with fraud and vio-
lation of Massachusetts and federal se-
curity laws in the sale of 6,000 shares of
unregistered stock in Synergistics Inc., a
firm that had interests in CATV.

BBI said it was not until March 4,
when the plaintiff—a long-time business
acquaintance of Mr. David's—filed an
amended declaration to his suit that Mr.
David “for the first time, was properly
apprised of the basis” of the suit. A copy
of the complaint was filed with the com-
mission on April 2.

As for the character qualification is-
sue WHDH raised in connection with the
suit, BBI said the commission has his-
torically left it to the courts to resolve
matters pending before them that are
not entrusted by statute to the commis-
sion. BBI also submitted an affidavit
from Mr. David denying the allegations
against him.

BBI said it could find no precedent
that would have required it to report
another suit involving Mr. David—one
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growing out of his efforts to obtain a
fee from a client. And it said that the
charge that Mr. David had obtained
from the court, a $4,400 check payable
to the client, “was specious when made,
and had already been effectively deter-
mined as such by the court.”

BBI also said it violated no rule in
failing to report interests of its princi-
pals in CATV—interests that WHDH
suggested were particularly significant in
view of the weight the commission gave
the diversification issue in its decision.

BBI said that the interests of Mr.
David and C. Charles Marran in Syner-
gistics were not sufficiently significant to
require reporting. Mr. David never
owned more than 1,100 shares of the
company's 1,600,000 shares outstand-
ing; Mr. Marran, although *“one of the
company’s larger shareholders,” never
owned more than 10% of its stock.

BBI also denied the allegation that
Mr. David had transferred his interest
in a firm organized to take over Syner-
gistics’ CATV holdings to his son Steven
“to conceal” the father’s interest from
the commission. BBI said that Steven
was not the “straw” he was represented
as being in the WHDH filing—that he re-
imbursed his father the $1,000 he paid
for the stock in Teletransmissions Inc.
and that he was qualified by experience
to handle the sales-manager’s job for

President Nixon at a dinner
of White House correspondents:

“The Vice President

" has three television
sets in his bedroom.
The first is tuned to
ABC. The second is
tuned to NBC. The
third one he has
standing in the corner.”

which he was being hired. “Mr. David’s
motives for assisting his son in acquiring
what seemed at the time to be an attrac-
tive investment were paternalistic, not
deceitful.”

And BBT's failure to report that
Matthew Brown, chairman of the BBI
board, and Martin B. Hoffman, another
BBI director, were directors of Newton
Cablevision Co. “was due to the simple
fact that neither was aware that he was
a director of that company,” BBI said,
Furthermore, it said, the company was
—and is—“dormant.” It also denied
WHDH's assertions that Mr., Hoffman
was associated with two other cable
companies.

BBI described as “manifestly ridicu-

WSLS-AM
Roanoke’s Number One Radio
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On the Air 24 Hours a Day
5,000 Watts 610 on the Dial
“Top Gun’ Radio in Western Virginia
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Multiplex Stereo

42 THE MEDIA

lous” the WHDH assertion that BBI
should have reported the broadcast
holdings in the Boston area of mutual
funds in which BBI director F. Stanton
Deland has interests as a director and
trustee. BBI notes that Mr. Deland, a
3% stockholder of BBI, is one of five
directors of several related funds, two
of which hold nonreportable interests
(less than 1%) in companies whose
subsidiaries include several licensees.

BBI's charge that WHDH relied on
untruths in its pleading involved mainly
affidavits it submitted in support of one
allegation. It charged that BBI failed to
report it had offered the job of general
manager and vice president to someone
other than Richard S. Burdick, a 6.77%
stockholder in BBI. Mr. Burdick’s pro-
posed management role presumably
figured in the commission's decision to
favor BBI on the issue of integration
of management and ownership.

A day after the WHDH petition was
filed, BBI reported to the commission
that Robert M. Bennett, vice president
and general manager of Metromedia
Inc.’s WNEW-Tv New York, had been
named general manager for operations.
However, it noted last week that Mr.
Burdick would remain “fully integrated
into the BBI operation” as general
manager for “creative services.”

And it charged that WHDH's con-
tention to the contrary “is based on
fabricated evidence” produced by repre-
sentatives of WHDH and its parent cor-
poration, the Heraid-Traveler, “who
swore falsely to the content of con-
versations” they held with individuals
who had been interviewed by BBI for
the position eventually filled by Mr.
Bennett. BBI submitted affidavits from
those who had been interviewed by
WHDH to demonstrate what it said were
the “sharp differences between what
these three gentlemen advised the inter-
viewers, and what the WHDH interview-
ers sought to attribute to them.”

BRI also cited an affidavit given by
Harold Clancy, president of both WHDH
and the Herald-Traveler, as among the
affidavits it said contained *unadulterated
lies.” The Clancy affidavit recounted a
conversation with William M. Tetrick,
president of Synergistics, concerning the
connection of Mr. Marran and Mr.,
David with that firm. BBI submitted an
affidavit from Mr. Tetrick in which he
takes issue with some of the statements
made by Mr. Clancy.

BBI, in urging the commission to act
swiftly to dismiss the WuDH petition,
said that so long as WHDH ‘“‘can discern
a possible prolongation of its occupancy
of channel S through the filing of sham
pleadings, such pleadings will be filed—
repeatedly.” BBI said it will suggest
“appropriate sanctions” that the com-
mission could use in penalizing WHDH
for “abuse” of FCC processes.
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Iron ready for wrinkles
in conglomerate form

The questionnaire designed by the FCC
for use in its study of conglomerate-
company ownership of broadcast prop-
erties may be revised in a way that
would ease the burden on the 31 Ili-
censees who have been asked to com-
plete it (BROADCASTING, Feb. 15).

The commission is expected to con-
sider this week several modifications
proposed by Commissioner Thomas 7.
Houser, who was asked to review the
questionnaire after several commis-
sioners raised questions about it.

Essentially, the proposals are aimed
at reducing the amount of file searches
involved. One would recast a question
requesting copies of correspondence be-
tween parent companies and their sub-
sidiaries, and between entities within the
corporate structure in a manner requir-
ing a yes-or-no answer. Licensees re-
plying in the affirmative would be re-
quired to supply the data requested for
a one-year period. The question now
would require licensees to search their
files for a three-year period.

Two other questions requesting in-
formation concerning stockholder re-
ports and minutes of meetings relating
to broadcast matters would be modified
to cover only a three-year period. They
now ask for the data from Jan. 1, 1965,
to the present. Another question that
would be modified to cover a three-year
period is one that now requests data on
matters before courts and public agen-
cies during the period from Jan. 1,
1967, to the present.

Commissioner Houser has also sug-
gested the formation of a special com-
mittee to pass on requests by the com-
mission’s Conglomerate Task Force for
additional information from the li-
censees being studied.

WLBT contenders point
at Evers’s admissions

Charles Evers’ autobiography has led
to a request that the FCC add a
character-qualification issue against the
Jackson, Miss., channel-3 applicant in
which the black civil-rights leader is a
principal (“‘Closed Circuit,” April 19).

The request, aimed at Civic Com-
munications Corp., was contained in a
joint petition filed by Civic's four com-
petitors for the channel—Lamar Life
Broadcasting Co., the former licensee;
Dixie National Broadcasting Corp.;
Jackson Television Inc., and Channel 3
Inc.

In his book, Mr. Evers reveals that,
years before his emergence as a civil
rights leader, he had been a pimp, boot-
legger and numbers racketeer.

Mr. Evers is now mayor of Fayette,
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Miss., and is the Loyalist Democratic
Party's candidate for governor.

The joint petition contends that Mr.
Evers' revelations warrant the addition
of the character-qualification issue in
the channel-3 hearing, which is now in
its sixth week. Mr. Evers is a vice
president, director and 9% owner of
Civic.

The channel became vacant when the
U.S. Court of Appeals in Washington
overturned a commission decision re-
newing Lamar Life's license. Lamar's
WLBT-TV had been accused by the
United Church of Christ and local
black leaders of discriminating against
the area’s black population in its pro-
graming.

Attorneys for Civic said they would
not object to the addition of the pro-
posed issue, provided the inquiry is not
limited to those portions of Mr. Evers’
hackground cited in the petition. An un-
limited inquiry would permit examina-
tion of Mr. Evers' career as a civil
rights leader.

Broadcaster’s wife shot

Harvey Miller, 36-year-old air person-
ality known as “Humble Harve" on
KHJ(AM) Los Angeles, has been named
in a murder complaint issued by the
city district attorney’s office in the shoot-
ing death of his wife ten days ago (May

7). Police say Gladys Miller, 35, was
found shot to death in the couple's
Hollywood home about 8:30 a.m.

Cypress set to purchase
Bakersfield CATV system

Cypress Communications Corp., Los
Angeles-based owner-operator of CATV
systems in 17 states, has agreed in prin-
ciple to acquire Kern Cable Co., Bakers-
field, Calif., for an undisclosed amount
of stock.

The transfer must be approved by the
board of Cypress and by the board and
stockholders of Kern Cable.

Harriscope Broadcasting Corp., Los
Angeles, has managed Kern Cable with
its 18,000 subscribers since the system
began in 1967.

Harriscope also held a 25% interest
in the cable system which was trans-
ferred to Cypress when the latter
merged with Harriscope's cable opera-
tions in May 1970.

Other principals of the Kern system,
all with 25% ownership, are Time-Life
Broadcast Inc., New York; Lincoin
Dellar Inc., Bakersfield, former owner
of KaTv(Tv) there and a group of local
businessmen. Harriscope Broadcasting
Corp. is the owner of KBAK-TV Bakers-
field.
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Programing

Nixon did it—brought them together

NBC-TV affiliates throw weight behind network
to counter attempts to split them over news -

NBC-TV affiliates rallied around their
network’s news department last week in
a show of strength and common pur-
pose. The aim was to present a united
front against attempts to make distinc-
tions between the dependability of net-
work news and of local-station news.

Nobody said so in so many words,
but the NBC-TV stations had in mind
such examples as the message sent by
President Nixon to the annual conven-
tion of the National Association of
Broadcasters through his communica-
tions director, Herbert Klein (BROAD-
CASTING, April 5). Mr. Nixon was
effusive in his praise of local news while
pointedly avoiding all references to net-
works.

At the same NAB convention Al
Capp, the cartoonist and conservative
lecturer, made a blistering attack on
network newsmen, omitting only ABC’s
Howard K. Smith. He had nothing un-
kind to say about local stations and
their news presentations.

Since then Vice President Spiro T.
Agnew and Senator Robert Dole (R-
Kan.), chairman of the Republican Na-
tional Committee, have repeatedly criti-
cized networks and network news exec-
utives.

At their one-day convention in New

* the news

York last Wednesday (see story page
38) the NBC-TV affiliates adopted a
resolution linking themselves with all
other elements of journalism. “Attacks
on the independence and integrity of
media—whether print or
broadcasting, stations or networks—
undermine the freedom of the press and
subvert the guarantees set forth in the
First Amendment,” the resolution read.

“We vigorously oppose demands
made by congressional committees, law-
enforcement officials and other govern-
ment agencies for material obtained by
newsmen on a confidential basis and
material that has not been published or
broadcast, such as reporters’ notes,
audio recordings and film outtakes,”
the resolution continued.

ABC-TV affiliates, at their conven-
tion the week before, passed a similar
resolution. and specifically addressed a
copy to Harley O. Staggers (D-W.Va.),
chairman of the House Investigations
Subcommittee, which has subpoenaed
outtakes and other material related to
the production of CBS's The Selling of
the Pentagon. CBS is resisting the sub-
poena (see story, page 46).

The NBC-TV affiliates, at the start
of a discussion session with network
officials, were urged by Julian Good-

NBC'’s prize correspondent of the moment is John Rich, recently admitted to Red
China. At the luncheon during last week’s convention of NBC-TV affiliates Mr.
Rich (I} gave a brief account of his recent adventure as Julian Goodman, president
of NBC and formerly the number-two executive in charge of NBC News, listened.
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man, president of the parent NBC and
onetime number-two executive at NBC
News, to resist attempts to subvert
news coverage.

“As television viewing grows dnd
more people learn to depend upon it as
the primary source of news,” Mr.
Goodman told the affiliates, “it is only
natural that those with special interests
to serve, or special messages to get
across, would seek to control us—
whether for their own messages or by
influencing what we say on the news.”

The only answer, he said, is “to cover
the news fairly, thoroughly, accurately
and objectively, with a balanced view
from both sides and with the addition
of analysis and interpretation by trained
men.”

Mr. Goodman told the affiliates that
news “cannot be operated by a com-
mittee.” NBC News, he said, “cannot
and will not shy away from covering
important news subjects, on our regular
or special programs, just because there
are those who do not wish to face the
unpleasant facts that the news often
represents.”

Later in the closed meeting Jack
Harris, xprc-Tv Houston, was reported
to have made a plea for affiliate sup-
port of the network news department.
Mr. Harris was said to have been ap-
plauded when he said that sffiliates and
network were all part of the same news
enterprise and must act together.

Mr. Harris was followed by Douglas
Manship, wsrz(Tv) Baton Rouge,
who said he was speaking as one who
spent his youth in the newspaper busi-
ness and much of his mature life in
broadcasting and had lately returned to
the newspaper business as editor and
publisher of the Baton Rouge Advocate
and State-Times, commonly owned with
the station.

Mr. Manship said broadcasters and
newspapermen differed radically in their
approaches. "'‘Broadcasters tiptoe around
being nice to people,” Mr. Manship
said. “If the governor calls up, we say:
‘Sure we'll put you on the air.’”

“But if the governor calls up a news-
paper to complain about something, the
newspaper tells him to go to hell.”

Broadcasters ought to act more like
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newspapermen, said Mr. Manship. “It's
time we as broadcasters said to those
who complain: ‘You may not like it,
but you are being given the truth.’”

Mr. Manship told the affiliates that
the presidents of all three networks had
proved to be strong leaders. “It’s time
stations stood behind these men,” he
said.

According to unanimous accounts,
Mr. Manship drew the loudest applause
of anyone at the affiliates’ session.

The attitude last week differed sharp-
ly from that obtained a year ago at the
1970 NBC-TV meeting. Then, in a
closed session, when affiliates were
asked how many thought NBC News
had been biased, a small forest of hands
shot up.

Harold Grams, ksp-Tv St. Louis. re-
tiring chairman of the NBC-TV affili-
ates board of delegates, was asked to
explain the change in affiliate opinion.

A year ago the stations were “almost
in a panic,” said Mr. Grams. They
have now composed themselves. “In
some quarters there have been efforts to
create a distinction between news serv-
ice provided by local stations and the
service provided by the network.”
Those efforts, he said, have bonded
affiliates and network together.

There is today a “much higher de-
gree of unanimity among affiliates than
in recent years on news,” said Mr.
Grams. “NBC in general is doing an
excellent job of covering the news.”

Is half a story
half the truth?

“What is truth?”, Vincent T. Wasilew-
ski, president of the National Associ-
ation of Broadcasters, asked last week
in stressing the fine line that must be
followed in accurate reporting.

Speaking to members of the Illinois
Broadcasters Association meeting in
Springfield, i, Mr. Wasilewski de-
scribed a scene he observed from his
office window during the May Day dem-
onstrations in Washington two week-
ends ago. A group of demonstrators had
squatted in the middle of Connecticut
Avenue. A news photographer was at
the scene but was not taking pictures,
The police politely asked the demon-
strators to get up and move cut of the
way, said Mr. Wasilewski. The demon-
strators refused. The police then began
yanking the demonstrators out of the
street, and arrested some. It was only
then that the news photographer began
to take pictures.

If those pictures were published, Mr.
Wasilewski said, an unfair impression
would have been projected. “The final
police action was photographed, but not
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Julian Goodman
on news critics:

“Bias occurs when
facts are reported
negative to your
own point of view.”

the provocation,” he commented. 5o, he
added, “What was truth?”

The one counter to criticism of news
reporting is the “professional vow of
objectivity” that those who report the
news must take, Mr, Wasilewski stated.

But in a program such as CBS’ Sell-
ing of the Pentagon, interpretation is
valid, Ke said. Interpretative reporting,
he added, is as old as journalism itself
and has earned a respected place in the
profession, “There is no question,” he
said, “that the public interest is served
by it.”

The issuance of a ‘dragnet sub-
poena,” he commented, would result in
judgments being made not on the basis
of what was seen on the air, but what
was not seen. Defense of the principle
of First Amendment rights for broad-
casters deserves support from all broad-
casters, he said. “If CBS’s rights go down
the drain,” he concluded, “the rights of
all news media go along with them, in-
cluding the rights of every radio and
television station.”

In the long run, he said, “there is no
single question of greater consequence
to this nation.”

At the same meeting, Paul Haney,
executive vice president for public re-
lations, called for First Amendment
parity with newspapers for broadcast-
ers, repeal of Section 315 of the Com-
munications Act and of the fairness doz-
trine, and the granting of licenses either
in perpetuity or for seven years.

Grains of salt dept.:
Herb Klein on the news

Herbert G. Klein, director of communi-
cations for President Nixon, told the
Hollywood Radio and Television So-
ciety that better communications now
exist between the government and
broadcasters than ever before. In a
luncheon speech Tuesday (May 11),
Mr. Klein added that the administra-
ticn is not out to intimidate the press
nor is there an effort, “conscious or
otherwise, to separate the people from
their faith in the media.”

Network news is essential, Mr. Klein
said, adding that a free press is neces-
sary to the success of government in
this country. The main fault he would
find with network news coverage is the

apparent failure to seek out young
spokesmen with a more moderate point
of view than the radical youth domi-
nating the TV screen. The government,
however, is not about to infringe on
the network's right to cover any news
story it wishes, Mr. Klein said.

In response to questions, the Presi-
dent’s director of communications re-
stated the administration’s contention
that the CBS News documentary, The
Sellinig of the Pentagon, was unbalanced
in its approach. While acknowledging
that some of what the Pentagon and
Department of Defense does may be
“self-aggrandizement,” Mr. Klein said
that the Pentagon also performs many
essential services to the news media and
the public, and should be allowed to
tell that story.

He said the administration is con-
tinuing its efforts to make government
as open to the people as possible, then
noted that for fiscal 1972, some $45
million had been cut from the federal
budget in the areas of information.

Going to Chicago:
the APBA membership

The first annual meeting of members of
the Associated Press Broadcasters As-
sociation will be held at the Sheraton-
Blackstone Hotel in Chicago on June
11-12.

In the past, the association’s board of
directors has held sessions, but the
proposal for a nationwide gathering of
AP broadcasters orginated among thé
members themselves. The board will
meet in Chicago on June 10, the day
before the membership sessions open.

Speakers on the first day will include
Wes Gallagher, AP general manager;
Dr. Warren Agee, head of the Henry
W. Grady School of Journalism at the
University of Georgia, and Robert
Finch, counselor to President Nixon,

The program on Saturday will ac-
centuate new developments in broadcast
news and at the AP. There will be re-
ports on APs use of computers,
cathode-ray tubes for writing and edit-
ing, and other electronic innovations.,

APBA cooperation awards will be
presented to five member stations:
wLCY(aM) St. Petersburg, Fla.; KRys-
(aMm) Corpus Christi, Tex.; wwXL(aM)
Manchester, Ky.; wasr(am) Browns-
ville, Pa., and wMak(aM) Nashville.

Tom Powell of wpau-Tv Scranton,
Pa., and president of the APBA, said
meetings are open to news and man-
agement personnel of AP member sta-
tions and any number may attend. In
voting matters, he added, each member
station will be entitled to one vote (two
in an AM-TV operation).
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$10-million headache
comes back toASCAP

Court orders society
to pass out back payments
on per-performance basis

A federal appeals court in New York
has ruled that nearly $10 million in
back payments collected by the Ameri-
can Society of Composers, Authors and
Publishers from CBS and ABC must be
distributed to ASCAP members on the
basis of their performances during the
period covered by the back payments—
1962-69.

In doing so, the court overturned an
ASCAP plan to distribute $9,920,000
as an addition to its regular distribution
for the fourth quarter of 1970. The
ASCAP plan had been approved by the
U.S. Southern District Court in New
York, and in fact part of the distribu-
tion—to ASCAP’s publisher members
—had been mailed before two West
Coast members took legal action to
block the rest (BROADCASTING, March
1, 8).

In a May 7 ruling on theif appeal,
Circuit Judge Paul R. Hays of the U.S.
Court of Appeals for the Second Cir-
cuit wrote for a unanimous three-judge
panel that “the application of usual
equitable principles” would seem to
support the appellants’ argument that
the money should go ‘“to those for

whose performances the sum was paid"”
—that is, “it should be distributed on
the basis of performances during the
years 1962-69.”

Judge Hays and his colleagues re-
jected ASCAP’s contention that distri-
bution on this basis would be highly
impractical if not impossible. They held
that an opportunity should be offered
to the appellants and other interested
persons to propose methods of distribu-
tion, assisted by the district court and
the Justice Department, both of which
are invoived because ASCAP operates
under a consent decree.

The appellants were Gary Zekley, a
writer member of ASCAP whose Teenie
Bopper Music Publishing Co. is also a
publisher member, and Eddie Brandt, a
writer member.

Faberge into syndicating

Independent Television Corp. has an-
nounced that it has concluded an
agreement to produce The Proteciors,
a half-hour action-adventure series for
Faberge Inc., New York. The adver-
tiser will syndicate the series in 80 of
the top markets.

The series will begin production in
June, with shooting scheduled in Rome,
Barcelona, Paris, London and other
locations in Europe. The advertiser-
syndicated series will be available for
fall telecasting. Its stars are Robert
Vaughan and Nyree Dawn Porter.

The agreement was completed by
Sir Lew Grade, deputy chairman and

chief executive officer of Associated
Television, London, of which ITC is
production and distribution arm, and
George Barrie, Faberge president.

Henkin breathes no fire
in testimony on ‘Selling’

Daniel Z. Henkin, assistant secretary of
defense for public affairs, appeared be-
fore Chairman Harley O. Staggers’s (D-
W.Va.) House Investigations Subcom-
mittee last week to testify on his
allegations against CBS's The Selling of
the Pentagon documentary.

Mr. Henkin affirmed his charge that
the network edited and rearranged his
answers on the program and in the
process altered their meaning (BROAD-
CASTING, March 15), but told the sub-
committee he did not question the
integrity of CBS News—only the
professionalism of Selling. He said he
was ‘“disappointed and concerned”
about the “doctoring of words and the
misrepresentations” on the program,
but that CBS News “had every right to
inquire into the public affairs activities
of the Department of Defense.” And,
he said, he places “a high value on the
virtually boundless significance and
future potential of television news and
information programs.”

Mr. Henkin, a former newspaper re-
porter, said he had no reservations
about the outtakes from his interview
on the program being supplied to the
subcommittee by CBS, and in his view
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it would not weaken the First Amend-
ment for the network to supply them.
However, he said, “as a newsman, my
inclination would be not to provide my
notes or source material.”

He told the subcommittee that Selling
was being shown to troops overseas, but
that the showings were halted at the
request of CBS. However, CBS said last
week it is continuing to distribute the
program. It said “on advice of counsel”
it removed segments featuring Repre-
sentative F, Edward Hebert (D-La.)
“from all available copies of the film,
pending resolution of the legal prob-
lems created” when, shortly after the
March 23 rebroadcast of the program,
Mr. Hebert withdrew his permission for
CBS to use the film he supplied. Mr.
Hebert has contended the film, which
showed him interviewing an Army
major, was obtained under false pre-
tenses.

In the course of the hearing, Repre-
sentative Ray Blanton (D-Tenn.)
pointed out that the basic issue was Mr.
Henkin’s views on the instances of
alleged distortion. Mr. Henkin agreed
to submit them later in writing.

The subcommittee has not yet de-
cided whether it will move to force CBS
to submit subpoenaed material con-
nected with the production of Selling.

Meanwhile, in a speech before the
Illlinois Broadcasters Association in
Springfield, Ill., last week, Senator
Charles Percy (R-Ill.) referred to such
subpoena attempts and said “too few
people are reacting sufficiently to this
threat to the free and uninhibited
functioning of the American press. . .."”
He said he was more concerned over
the possibility “that governmental errors
will go unreported and undetected than
I am over the prospect of a few in-
accurate stories by a few reporters.” If
news is suppressed and newsmen are
cowed, he said, the public may remain
uninformed and powerless to alter the
course of government.

And, in a House speech last week,
Representative Edward I. Koch (D-
N.Y.) urged Congress to take immediate
action “to preserve our important tra-
dition of a free press.” He opposed the
CBS subpoena and said that those who
dispute the program’s acturacy should
“present ‘their case to the public, not
intimidate CBS.” To attack a news-
paper, TV program or reporter, he
said, is “cheap” and “dangerous”
politics.

Mr. Koch also urged passage of a
bill he co-sponsored, the “Newsmen’s
Privilege Act”, which would prohibit
courts, grand juries or government
agencies—including Congress—from re-
quiring a journalist to disclose confi-
dential information or sources ( BROAD-
CASTING, Feb. 15).

BROADCASTING, May 17, 1971

Macy gives good word
at public radio talks

Morec than 200 noncommercial, educa-
tional radio broadcasters went to Wash-
ington last week for the second national
public radio conference and for once
heard some good news about money.
James W. Macy Jr., president of the
Corp. for Public Broadcasting, an-
nounced at the meeting that CPB was
putting up $900,000 in the coming
fiscal year for grants to noncommercial
radio stations.

Object of the grants, running from
a minimum of $50,000 per station to
$200,000 where warranted, is to estab-
lish specialized program production
units at the grantee stations. Each is to
be in one of four general areas: music,
drama, news-public affairs or instruc-
tional. Target is the establishment of 11
such units by the end of the 1972 fiscal
year, with stations receiving increasing
funds the first three years, to be fol-
lowed by decreasing amounts until per-
haps the sixth year when the unit is
expected to become self-supporting.

Conferees also heard Donald Quayle,
president of National Public Radio, re-
port that the NPR staff now numbers
56 fulltime and seven part-time em-
ployes in Washington, with one field
office opened in San Francisco, and
another due July 1 for Atlanta. NPR
began live interconnection May 3, sup-
ported with a $1,250,000 grant from
CPB with another $3 million due July 1
(BRADCASTING, May 3).

Willlam G. Harley, president of the
National Association of Educational

Broadcasters, reminded the radio broad-
casters that interconnection would re-
sult in increased expectations from their
listeners. He also urged them to involve
minorities in their programing, advisory
boards and staff.

The noncommercial broadcasters,
most of them managing and operating
FM stations, spent the two-and-a-half
day conference in workshops and gen-
eral discussion, principally about how
80% of the 500-odd noncommercial
FM stations could become qualified for
grants from CPB and membership in
NPR. It was evident also that the na-
tional organizations were anxious to up-
grade local stations in order to benefit
from the increased status of having full-
fledged community stations in operation,
and vice versa.

Among other subjects discussed was
that of ascertainment of community
needs. This present FCC requirement
for commercial stations does not yet
apply to noncommercial stations, but
that application is under consideration.

Jack Anderson on TV

Columnist Jack Anderson will be fea-
tured in a series of five-times-a-week,
two-and-a-half-minute TV programs to
be produced in syndication. Initial
sales have been made to WNEW-TV New
York, KTTVv(TV) LoOS Angeles, wTTG-
(Tv) Washington, wtvJy(Tv) Miami,
wsB-Tv Atlanta and wFLA-Tv Tampa,
Fla. The series will be produced in
Washington by Ted Cott for NANA
Broadcasting Service Inc., New York.
Syndication is by Steve Krantz Produc-
tions, New York.

Three of public radio’s most prominent executives were together at one time last
week as the first annual Public Radio Conference convened in Washington, L to r:
William Harley, president of the National Association of Educational Broadcasters;
Donald Quayle, president of National Public Radio, and John Macy, president of
the Corporation for Public Broadcasting.
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Emmy 1971: the complete list of winners

NBC-TV leads with 35 awards as presentation
originates on one coast for first time in years

NBC-TV won 35 awards to lead all
other contenders in the 23rd annual
Emmy Awards presentations. CBS-TV
was second with 25, ABC-TV received
10, the Public Broadcasting Service won
nine, and one syndicated program-—The
David Frost Show—was honored.

Tops among all shows receiving
awards at the May 9 ceremony was the
Hallmark Hall of Fame with eight—five
for “Hamlet™ and three for “The Price.”
Five Emmys went to “The Senator’ seg-
ment of NBC-TV’s The Bold Ones; four
to CBS-TV's The Mary Tyler Moore
Show, and four to ABC-TV’s Movie of
the Week.

The Sunday night telecast originated
from one coast (Hollywood) with one
host (Johnny Carson) for the first time
since 1954.

Following is the complete list of win-
ners in all categories, including some
that were not presented during the
awards telecast., (Preliminary Emmy
awards were given at a special ceremony
on May 7.)

Entertainment Categories:

O ding Series—C dy: AN in the Fumily;
Norman Lear, producer (CBS).

Quistanding Series—Drama: ‘‘The Senator’—
The Bold Ones; David Levinson, producer (NBC).

Qutstanding Single Program—Drama or Com-
edy, a single program of a series or a special pro-
gram: “The Andersonville Trial,” Hollywood Tele-
vision Theatre, Lewis Freedman, Producer.

Quistanding Variety Series—Musical: The Flip
Wilson Show; Monte Kay, executive producer;
Bob Henry, producer; Flip Wilson, star (NBC).

Outstanding Variety Series—Talk: The David
Frost Show; Peter Baker, producer; David Frost,
star.

Qutstanding Single Program—Variety or Musi-
cal (single program of a series or a special pro-
gram): A. Variety and Popular Music—Singer
Presents Burt Bacharach:; Gary Srith, Dwight
Hemion, producers; Burt Bacharach, star (CBS).
B. Classical Muvsic—"'Lecopold Stokowski,” NET
Festival: Curtis W. Davis, executive producer;
Thomas Slevin, producer; Leopold Stokowski, star
(PBS).

Qutstanding New Series: ANl in the Family;
Norman Lear, producer (CBS).

Qutstanding Single Performance by an Actor in
a Leading Role {one-time aprearance in a series
or for a special program): George C, Scott, “The
Price,”* Hallmark Hall of Fame (NBC).

Qutstanding Single Performance by an Actress
in a Leading Role (one-time appearance in a se-
ries or for a special program): Lee Grant, “The
Neon Ceiling,” World Premiere NBC Monday
Night at the Movies {(NBC).

Outstanding Continued Performance by an Actor
in & Leading Role in a Dramatic Series: Hal Hol-
brook, “The Senator,' The Bold Ones (NBC).

Outstanding Continued Performance by an Ac-
tress in a Leading Role in a Dramatic Series:
Susan Hampshire, “The First Churchills,”’ Master-
piece Theatre (PBS).

Qutstanding Continued Performance by an Actor
in a Leading Role in a Comedy Series: Jack Klug-
man, The Odd Couple (ABC).

Ouistanding Coftinued Performance by an Ac-
tress in a Leading Role in a Comedy Series: Jean
Stapleton, Al in the Family (CBS),

Qutstanding Performance by an Actor in a Sup-
porting Role in Drama (a continuing ot one-time
appearance in a series or for a special program):
David Burns, "The Price,” Hallmark Hall of
Fame (NBC).
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Outstanding Performance by an Actress in a
Supporting Role in Drama {(a continuing or one-
time appearance in a series, or for a special pro-
gram): Margaret Leighton, “Hamle," Hallmark
Hall of Fame (NBC).

Qutstanding Performance by an Actor in a Sup-
porting Role in Comedy (a continuing or one-litne
appearance in a series, or for a special program):
Edward Asner, The Mary Tyler Moore Show
(CBS).

QOutstanding Performance by an Actress in a
Supporting Role in Comedy (a continuing or one-
time appearance in a series, or for a special pro-
gram): Valerie Harper, The Mary Tyler Moore
Show (CBS).

Qutstanding Writing Achievement in Drama (a
single program of a series with continuing charac-
ters and/or theme): Joel Oliansky, “To Taste of
Death But Once,” The Bold Ones (“The Senator”
segment) (NBC).

Quistanding Writing Achievement in Drama,
Original Teleplay (a single program): Tracy
Keenan Wynn, Marvin Schwartz, "“Tribes,” Movie
of the Week (ABC).

Qutstanding Writing Achievement in Drama,
Adaptation (a single program): Saul Levitt, “The
Andersonville Trial,” Hollywood Television Thea-
rre (PBS).

Qutstanding Writing Achievement in Comedy (a
single program of a series with continuing charac-
ters and/or theme): James L. Brooks, Allan
Burns, Support Your Local Mother,” The Mary
Tyler Moore Show (CBS),

Outstanding Writing Achievement in Variety or
Music (a single program of a series): Herbert
Baker, Hal Goodiman, Larry Klein, Bob Weiskopf,
Bob Schiller, Norman Sié¢inberg, Flip Wilson, The
Flip Wilson Show (with Lena Horne and Tony
Randall) (NBC).

Outstanding Writing Achievement in Comedy,
Variety or Music {a srecial program): Bob Elli-
son, Marty Farrell, Singer Presents Buwrt Bacha-
rach (CBS).

Outstanding Directorial Achievement in Drama
(a single program of a series with continuing
characters and/or theme): Daryl Duke, “The Day
the Lion Died.” The Boid Ones (“The Senator”
segment) (NBC).

Qutstanding Directoral Achievement in Drama
(a singie program): Fielder Cook, “The Price,”
Hatlmark Hall of Fame (NBC).

Qutstanding Directorial Achievement in Comedy
(a single program of a series with continuing char-
acters and/or theme): Jay Sandrich. *Toulouse-
Lautrec is One of My Favorite Artists,” The Mary
Tyler Moore Show (CBS).

Qutstanding Directorial Achievement in Variety
or Music (a single program of a series): Mark
Warren. Rowan and Martin's Laugh-In  (with
Orson Welles) (NBC).

Quistanding Directorial Achievement in Com-
edy, Variety or Music (a special program): Ster-
ling Johnson, Timex Presents Pegegy Fleming at
Sun Valley (NBC).

Outstanding Achievement in Chorcography (a
single program of a series or a special program):
Ernest O. Flaw, The Carol Burnett Show (with
Nanette Fabray and Ken Berry) (CBS).

OQutstanding Achievement in Music Composi-
tion: A. (for a series or a single program of a
series, in the first year of music’s use only):
David Rose, “The Love Child,"” Bonanza (NBC);
B. (for a special program): Walter Scharf, "The
Tragedy of the Red Salmon,” The Undersea World
of lacques Cousteau {ABC).

Quistanding Achievement in Music Direction of
a Variety, Musical 6r Dramatic Program (a single
program of a series or a Special program): Domi-
nic Frontiere, Swing Out, Sweer Land (NBC).

Quistanding Achievement in Music, Lyrics and
Special Material (a series or a single program of
a series or a Special program written for tele-
vision): Ray Charles, The First Nine Months Are
the Hardest (NBC).

Qutstanding Achievement in Art Direction or
Scenic Design: A. (for a drarhatic program or
feature length film made for television, a single
program of a series or a special program): Peter
Roden, “Hamlet,” Hallmark Hall of Fame
(NBC): B. {for a musical or variety single pro-

pram of a series, or a special program): James
W. Trittipo (art director), George Gaines (set
director), Robert Young and the Family (CBS).

Quitstanding Achievement in Lighting Direction
(a single program of a series or a special program
produced for electronic television only): John
Rook, “Hamlet,” Hallmark Hall of Fame (NBC),

Outstanding Achievement in Costume Design (a
single program of a series or a special program) :
Maurtin  Baugh, David Walker, “*Hamlet,” Hall-
mark Hall of Fame (NBC).

Quitstanding Achievement in Make-Up (a single
program of a series or a special program): Rob-
ert  Dawn, “Catalalque,” Mission: Impassible
(CBS).

Qutstanding Achievement in Cinematography for
Entertainment Programing: A. (for a series or a
single program of a series): Jack Marta, *Cynthia
is Alive and Living in Avalon,” The Name of
The Game (Gene Barry Segment) (NBC); B, (for
a special or feature length program made for
television): Tie—Lionel Lindon, A.S.C., "Van-
ished,” Parts i & 11, World Premiere, NBC Mon-
day & Tuesday Night at the Movies (NBC), and
Bob Collins, Timex Presents Peggy Fleming at
Sun Valley (NBC).

Quistanding Achievement in Cinematography for
News and Documentary Programing {for a series,
a single program of a series, a special program,
Program segmeot or elements within): A. (regu-
larly scheduled news programs and coverage of
special evemts): Larry Travis, “Los Angeles—
Earthquake” (Sylmar V.A. Hospital), CBS Eve-
ring News with Walier Cronkite (CBS); B, {(doc-
umentary, magazine-type or inini-documentary pro-
grams) : Jacques Renoir, “The Tragedy of the Red
Salmon,” The Undersea World of Jacques Cou-
stean (ABC).

Qutstanding Achievement in Film Editing for
Entertainment Programing: A. {for a series or a
single program of a series): Michael Economou,
"“A Continual Roar of Musketry,” Part I & II,
The Bold Ones (“Thec Senator” segment) (NBC);
B. {for a special or feature length program made
for television) : George J. Nicholson, “Longstreet,”
Movie of the Week (ABC).

Qutstanding Achievement in Film Editlng for
Néws and Documentary Programing (for a series,
a single program of a series, a special program,
program scgments or clements within): A, {regu-
larly scheduled news programs and coverage of
special events): George L. Johnson, ‘‘Prisons,”
Paris I through 1V, NBC Nighily News (NBC);
B. (documentary, magazine-type or mini-docu-
mentary programs): Robert B. Loweree, Henry J.
Grennon, Cry Help! An NBC White Paper on
Mentally Disturbed Yowth {NBC),

Outstanding Achievement in Film Sound Editing
(a single program of a series or a special pro-
gram): Don Hall Jr., Jack Jackson, Bob Weather-
ford, Dick Jensen, “Tribes,” Movie of the Week
(ABC).

Outstanding Achievement in Film Sound Mixing
{a single program of a series or a special pro-
gram): Theodore Soderberg, “Tribes,” Movie of
the Week (ABC).

Qutstanding Achievement in Live or Tape
Sound Mixing (a single program of a series or a
special program): Henry Bird, “Hamlet,” Hall-
mark Hail of Fame (NBC}),

Outstanding Achi¢vement in Video Tape Editlng
(a single program of a series or a special pro-
gram): Marco Zappia, Hee-Haw (with Roger
Miller and Peggy Little) (CBS).

Qutstanding Achievement in Technical Direction
and Electronic Camerawork (a single program of
a series or a special program): Gordon Baird
(Technical Director), and Tom Ancell, Rick
Bennewitz, Larry Bentley, Jack Reader (Camera-
men), “The Andersonville Trial," Hollywood
Television Theatre (PBS).

Outstanding Achievement in Children’s Pro-
graming (for creative program achievements and
for achievements by individuals contributing to
children’s programs): Burr Tillstrom, performer,
Kukla, Fran and Ollie, series (PBS); Sesame
Street, series; David D. Connell, executive pro-

ducer, Jon Stone, Lutrelle Horne, producers
(PBS).
Qutst Achie in Daytime Program-
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Among the Emmy victors. (1) Lewis Freedman, producer,
“The Andersonville Trial,” (PBS); (2) Lee Grant, best actress,
“The Neon Ceiling,” World Premiere movie (NBC), (3) Hal
Holbrook, best series actor, “The Senator,” The Bold Ones
(NBC); (4) Jack Klugman, best comedy series actor, The
Odd Couple (ABC); (5) Bob Henry, producer, Flip Wilson,
star, and Monte Kay, Mr. Wilson’s manager, outstanding
variety series, The Flip Wilson Show (NBC); (6) CBS victors:
Robert Wussler, executive producer, “The Flight of Apolio
13"; Bruce Morton, correspondent, “Reports from the Lt.
Calley Trial,” CBS Evening News with Walter Cronkite;

Joan Richman, producer, “The Flight of Apollo 13”; Robert
Young director, best cultural docuinentary, The Eskimo:
Fight for Life; Perry Wolff, executive producer, and Peter
Davis, producer, The Selling of the Pentagon; (7) ABC win-
ners: Don Meredith, commentator, NFL Monday Night
Football; Roone Arledge, executive producer, and Jim Me-
Kay, commentator, ABC’s Wide World of Sports; Joe Louis,
presenting the awards; (8) David Frost, The David Frost
Show; Joey Bishop presenting the award; (9) Ed Sullivan,
who received a trustees award for outstanding achievement
in television.

Scheduled News Programs: Program Achicve-

ing (for creative program achievements and for
achievements by individuals contributing to day-
time programs): Teday; Stuart Schulberg, pro-
ducer (NBC).

Outstanding Achievement in Sports Program-
ing (for creative program achi¢vemenis in sports
and for achievements by individuals contributing
to such programs or to the coverage of sporting
events): ABC's Wide World of Sports; Roone
Arledge, exceutive producer (ABC); Jim McKay,
commentator, ABC's Wide World of Srvorts
(ABC); Don Meredith, commentator, NFL AMon-
dey Night Football {(ABC).

Special Classification of Outstanding Program
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and Individual Achievement (for unique achieve-
ments): Harvey Korman, performer, The Carol
Burne:t Show (CBS),

Outstanding Achievement in Anv Area of Crea-
tive Technical Crafts (for individual achievement
deemed singularly outstanding which does not fall
into a specific category and is not otherwise rec-
ognized): Lenwood B. Abbot, John C. Caldwcll,
Special Photographic Effects, “City Beneath the
Sea,” World Premiere NBC Monday Night at the
Movies (NBC); Genc Widhoff, Graphich Art-
courtroom sketches, '"Manson Trial,” The Humi-
ley-Brinkley Report, NBC Nightly News (NBC).

Outstanding  Achievement  Within Regularly

ment—"Five-Part Investigation of Welfare,” NBC
Nighrly News; Wallace Westieldt, éxecutive pro-
ducer; David Teitelbaum, producer (NBC). Indi-
vidual Achievement—Bruce Morton, correspond-
ent: “Reports from the Lt Calley Trial," CBS
Evening News With Walter Cronkite (CBS).
Outstanding Achievement in  Magazine-Type
Programing: "Gulf of Tonkin Segment,” 60 Min-
utes, Joseph Wershba, producer (CBS); The Greal
American Dream Machine, A. M. Perimutter, Jack
Willis, executive producers series {(PBS).
Outstanding Achicvetment in Coverage of Special
Events: CBS News Spacg Coverage for 1970-71:
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“Aquarius on the Moon: The Flight of Apollo
13" and "'Ten Years Later: The Flight of Apollo
14”; Robert Wussler, executive producer; Joan
Richman, producer (CBS).

QOutstanding Achievement in News Documentary
Programing: The Selling of the Pentagon—Perry
Wolff, executive producer. Peter Davis, producer
(CBS); The World of Charlie Company—Ernest
Leiser, executive rroducer, Russ Bensley, producer
(CBS); NBC White Paper: Pollution is a Matter
of Choice—Fred Freed. producer {NBC).

Outstanding Achievement in Culturat Docu-
mentary Programing: The Everglades—Craig
Fisher, producer (NBC); The Making of *‘Buich
Cassidy and the Sundance Kid"—Ronald Preiss-
man, producer (NBC)Y; Arihnr Penn, 1922.:
Themes and Variants—Robert Hughes, producer
(PBS).

Qutstanding Achievement by Individuals in:
magazine-type programs—Mike Wallace. corre-
spondent. 60 Minutes (CBS); coverage of special
evenis—Walter Cronkite. correspondent, CBS
News Space Coverage for 1970-71: “Aquarius on
the Moon: The Flight of Apollo 13" and “Ten
Years Later: The Flight of Apollo 14" (CBS):
news documentary programs—John Laurence. cor-
respondent. The World of Charlie Company
(CBS); Fred Freed. writer. NBC White Paper:
Pollution is a Matter of Choice {NBC): culwural
documentary programs—Nano Mahomo. narrator.
A Black View of South Africa (CBS): Robert
Guenette and Theodore H. Strauss. writers.
They've Killed President Lincoin! (NBC): Robert
Young. director. The Eskimo: Fight for Life
(CBS).

The Trustees Award. (An award to an individ-
ual. a company Or an Organization for outstanding
achievement in the arts. sciences or management
of television which is either of a cumulative na-
ture or so extraordinary and universal in nature
as to be beyond the realm of the Awards pre-
sented in the categories or areas of achieve-
ment): Ed Sullivan.

Outstanding Achievement in Engineering Devel-
opment (awarded to an individual, a company or
an organization for developments in engineering
which are either so extensive an improvement on
existing methods or so innovative in nature that
they materially affect the trapsmission, recording
or reception of (elevision); Emmy Awards to
CBS, “for the. development of the Color Corrector
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which can provide color uniformity hetween tele-
vision picture segments and scenes shot and re-
corded under different conditions at different times
and locations™; and 10 ABC, *'for the development
of an ‘Open-Loop’ Synchronizing System which
cnables the simultaneous synchronization of any
number of color programs from remote locations.
Citations to General Electric, *‘for the develop-
ment of the Portable Earth Station Transmitter
which has provided the only means of getting color
television pictures of Apollo splashdowns and re-
coveries via salellite to the mainland for world-
wide distribution to the viewing public”; and o
Stefan Kudelski. "for his design of the NAGRA
1V Recorder which has achieved wide acceptance
for sound recording of motion pictures filmed for
television.™

CIA sought exchange,

claims newsman Jaffe

The Central Intelligence Agency has
been accused by a former CBS corre-
spondent of having twice approached
him about setting up an arrangement
for exchange of information while the
correspondent was overseas,

The alleged role of the CIA was de-
scribed by Sam Jaffe, formerly a CBS
News correspondent, on All About TV,
taped for broadcast last Wednesday
(May 12) on wnNyc-Tv New York.

He detailed conversations he said he
had with CIA agents in 1955 and 1960,
when Francis Gary Powers was being
tried in Moscow for spying.

A CBS News spokesman said the
company denied any knowledge of the
incident and any CIA involvement.

Mr. Jaffe claimed that in 1955 he
had applied for a job with CBS. While
in California awaiting an answer, he
said that he received an unsigned letter
from Palo Alto asking to see him.

Mr. Jaffe said: “A young man came
to the house and identified himself as
an agent of the Central Intelligence
Agency and said to me—now, Yyou
can’t say this was not without some-
one's approval at CBS—'we understand
you're going to join CBS.’ T didn’t even
know. T said I applied for a position,
that’s correct.”

Mr. Jaffe said his visitor told him
that he was going to work in Moscow
and his superiors would be willing to
release “certain top secret information”
to him in order for Mr. Jaffe to obtain
certain information for the CIA.

Mr. Jaffe said he refused to go
along with the proposal; was hired by
CBS. but was not sent to Moscow.
About five years later, he continued, he
was assigned by CBS News to Moscow
during the time of the Gary Powers
trial. On the eve of his departure, he
said, he was asked to drop in to the
CIA office in New York. There, he
said, he met several CIA agents and
one mentioned that Mr, Jaffe was going
to Moscow and said the CIA wanted
him to find out if Gary Powers was
brainwashed. Mr. Jaffe continued:

“What they wanted T don’t know to
this day. They never contacted me
later.”

GOP cha‘lienges balance
of ABC Vietham coverage

The Republican National Committee
has complained to the FCC that ABC
has unreasonably refused to provide TV
time to the committee to present its
views on U.S. policy in Indochina.

The complaint, filed .last week, was
issued, RNC said, after its party offi-
cials failed twice to receive prime
time on ABC to respond to a program
aired on the network April 22 on which
the Democratic National Committee
aired its views on the Vietnam War.
That program was set by ABC, at
DNC's request, to give the DNC posi-
tion on the April 7 address by Presi-
dent Nixon, also carried by ABC.

A substantial question is raised, RNC
said, concerning the comprehensiveness
of ABC's efforts to survey and evaluate
the views on Indochinese policy by per-
sons appearing on its network. RNC
asked the commission to seek ABC's
response in the matter and direct the
network to provide the commission and
RNC any logs and other documents
which would show the time used on
ABC during the period from February
8 to April 8, for the discussion of view-
points on the Vietnam War, to deter-
mine whether ABC has erred in fixing
the balance of conflicting viewpaints.

Ehanplagformais

The following modifications in program
schedules and formats were reported
last week:

= Wcev-FM Charlottesville, Va.—Evans
Communications Systems Inc. switched
May 1 from country-ard-western to
easy listening and classical music. The
station also started broadcasting in
stereo with fully automated program-
ing. This reduced simulcasting of wCHv-
(AM) Charlottesville, its sister station,
by seven hours. WcCv-FM operates on
97.5 mhz with 50 kw and an antenna
450 feet above average terrain.

" WrwL(aM) Rockingham, N.C.—
Sandhills Broadcasting Co. last Monday
(May 10) changed its format from a
combination of country-and-western
and middle-of-the-road music to “up-
beat modified top-40." WLwL operates
on 1500 khz with 500 w during regular
hours of operation; 250 w during criti-
cal hours.

= WeBM-FM Chicago—Item in April
19 “Changing Formats” on CBS-owned
station’s switch to rock music 100%
was a duplication of BROADCASTING,
Dec. 7, 1970 report. Station facilities
in later story should have been listed
as 96.3 mhz with 6.2 kw and an an-
tenna 1,174 feet above average terrain.
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Equipmentatnginering

Satellite comments land at the FCC

From all directions, interested parties hold forth;
Comsat is target of many direct shots at applicants

A verbal battle is developing over who
wants what in a domestic communica-
tions-satellite system, and if the com-
ments filed last week in the FCC
proceeding are any indication of the
ensuing contest, the bout may feature
a common carrier versus all comers.

Communications Satellite Corp., one
of the applicants for a system, con-
tended that a “multipurpose satellite
system” is needed, as well as facilities
to meet the requirements of AT&T.

Comsat further claimed that the com-
mission should limit eligibility for
satellite facilities to applicants with no
major conflicting interests. Comsat
noted that, except for itself, each of the
applicants is affiliated with manufactur-
ing, user or terrestrial carrier interests,
or some like combination, and that
each, if authorized to develop a sys-
tem, “would enjoy a position that could
have anticompetitive consequences.”

Comsat told the commission that
other applicants lack the necessary sys-
tem operating experience or have pro-
posals which lack sufficient detail.
Because of this, Comsat said, they can-
not be relied on *to anticipate and
solve the numerous complex and subtle
problems inherent in the establishment
of a satellite communications system.”

Comsat concluded that “only through
a common-carrier framework can na-
tionwide service at lowest cost and equal
access opportunity be insured,” and told
the commission it should not permit
“noncarriers to own and operate any
earth stations.”

MCI Lockheed Satellite Corp., an-
other applicant, in its comments claimed
its system would allow the lowest trans-
mission cost per equivalent channel per
year of all the applicants, is the most
effective educational and public service
offering, and is the most innovative
proposal.

MCI urged the commission to en-
courage the use of satellites with the
largest capacity and broadest coverage.
However, MCI also urged the com-
mission to authorize any applicant who
has satisfied certain technical, financial
and legal qualifications and to adopt an
approach of *‘free entry’, assuming
steps are taken to insure that there is
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no cross-subsidization by AT&T be-
tween terrestrial and satellite service
and that space applicants not affiliated
with, or controlled by AT&T will have
an equal opportunity to compete.”
MCI said the Bell system’s applica-
tions for satellite earth stations “do
not qualify it as a grantee. AT&T pro-
poses no new services,” MCI said “and
offers no reduction in rates for existing
services,” a view all non-common car-
rier participants who filed comments in
this proceeding echoed in some form,
MCI further noted that AT&T, which
is also involved with Comsat’s applica-
tion, owns 29% of Comsat and has
“enormous economic leverage in both
the domestic and international com-
munications fields. As a result,” MCI
and many others concluded, “it is clear

that the appropriate initial role of
AT&T should not be as the sole grantee,
or the sole grantee via Comsat, in the
domestic satellite-communications field.”

The National Citizens Committee For
Broadcasting, headed by Thomas P. F.
Hoving, said in its comments, that
ATA&T should be excluded from owner-
ship of a domestic satellite-communica-
tions system, and that Comsat’s proposal
for a system be denied because of
AT&T's holdings in the applicant,

The committee also urged the com-
mission to exclude from ownership of
a satellite system any entity which itself
originates programing, including RCA,
the networks and major cable owners
“such as Hughes.” v

Filing jointly in the proceeding were
the Corp. for Public Broadcasting and
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the Public Broadcasting Service. The
joint petitioners told the FCC they want
free service consisting of the full-time
use of two satellite channels, backed by
access to a third channel for 31 hours
a week; access to and use of all ground
stations that are to serve commercial
customers, and satellite and ground
station access to mect the needs of Na-
tional Public Radio, the network
organization for noncommercial radio
stations.

CPB-PBS told the commission that
while it does not urge the authorizing
of any one system, it noted that free
interconnection had been offered by
four of the eight applicants—Hughes
Aircraft Co., Fairchild-Hiller, MCI
Lockheed and Western Telecommuni-
cations—and that it found the Hughes
offer “would go far toward meeting the
needs of public broadcasting.” The
joint petitioners, whose views were fully
supported by the Ford Foundation in
comments also filed last week, further
stated that in the question of whether
satellite service should be provided by
a ‘“chosen entity” or competing sys-
tems,” they said the issue should be
resolved in favor of competition.”

In additional comments, the tele-
vision network affiliates associations of
ABC, CBS and NBC told the commis-
sion that they analyzed the various
applications in respect to their view that
local television stations should be given
the opportunity to own or control the
receive-only earth stations that would
be used to provide television program
interconnection services to them by
means of satellite. .

The affiliates associations made no
distinction on the relative merits of
authorizing a single, multipurpose
satellite as compared to authorizing a
number of competing satellite systems,
but noted that “whatever these merits
may be, they do not justify following a
similar approach for the ground seg-
ment of the system. Despite Comsat’s
attempt to demonstrate the benefits of
traditional common-carrier economics,”
the affiliates associations said, “‘there is
ample reason to have program distribu-
tion to local television ‘stations gov-
erned by different considerations.

“In short,” the associations contend-
ed, “to require television broadcasters
to use carrier-owned, multipurpose
earth stations may require them to
incur larger interconnection eéxpenses
than they would incur if allowed to own
or control special purpose earth sta-
tions. Yet, no valid reason has been
advanced to justify broadcasters ‘sub-
sidizing’ the satellite carriers’ offerings
to other types of users in this manner.”

ITT World Communications Inc.,
filing as an interested party and taking
no position with regard to the basic
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merits of the individual proposals, in its
comments said it favored “multipurpose
satellite systems offering a full range of
communication services.” Such a sys-
tem, ITT said, would be more economi-
cal and more efficient than systems
serving only limited interests.

Detailed proposals suggesting how
the commission should judge each ap-
plicant’s technical, financial and legal
qualifications were filed by RCA Global
Communications Inc. and RCA Alaska
Communications Inc., joint applicants
for a system.

RCA noted that a number of the pro-
posals are at present mutually exclusive
because of technical and economic con-
flicts. To resolve these conflicts. RCA
said the commission should use RCA’s
method of determining eligibility of an
applicant, have the applicants negotiate
among themselves, and, if all else fails,
RCA suggested the eligible applicants
negotiate under the auspices of the
FCC.

RCA also asked the commission to
authorize only RCA’s system to serve
Alaska RCA’s. It claimed that allowing
competition of systems in that area
“would destroy the possibility of a
viable satellite service” there.

Another applicant for a multiple-
purpose satellite system, Fairchild In-
dustries Inc. (formerly Fairchild Hiller
Corp.). also asked for a limited grant
policy, but not for only one region of
the country.

Seeking virtual exclusivity in the do-
mestic communications satellite field,
Fairchild asked the FCC to allow TV
network affiliates to own their own
earth stations.

Rather than authorizing a limited
number of systems—as proposed by
Fairchild, Comsat and common carriers
such as United Telephone Systems—
Hughes Aircraft Co. urged the commis-
sion to authorize a minimum of three
systems: a Hughes-General Telephone
& Electronics combination with “both
common carrier GT&E service and
private distribution service to cable tele-
vision systems, a system for AT&T’s
needs, and one or more multi-purpose
systems for additional voice, data, TV
networking and other specialized com-
munications services.

Also calling for a non-limited policy,
Western Tele - Communications Inc.,
another satellite applicant, refrained
from criticizing the proposals of other
applicants, praising simply its own pro-
posal and noting that most of the appli-
cants will be amending their proposals
to “keep pace with the evolving tech-
nology.”

Western Union Telegraph Co., also
an applicant for a multi-purpose satellite
system and a common carrier itself. told
the FCC it should preclude AT&T from

initially owning and operating satellite
facilities and charged that the proposals
of Hughes, RCA, MCI, Western Tele-
Communications and Fairchild “suffer
from major deficiencies.”

Receive-only earth station applicants
LVO Cable Tnc.-United Video Tnc..
Teleprompter and Twin County Trans-
Video filed virtually the same comments,
urging unlimited and diversified entry
in the satellite field including, in their
case, CATV owned stations.

Hazeltine and Zenith settle

Hazeltine Corp. and Hazeltine Re-
search Inc. have agreed to pay Zenith
Radio Corp. $16.5 million in cash and
a maximum of $6.5 million in credits,
settling a 13-year-old antitrust suit that
reached the U.S. Supreme Court. Liti-
gation began in 1958 when Hazeltine
sued Zenith for patent infringement.
Zenith countersued, alleging Hazeltine’s
patents were being used in foreign
patent pools to prevent export of U.S.-
made radio and TV sets to overseas
markets. Zenith won the case in the
Supreme Court.

RCA-Fredonia in court

RCA Corp. and Fredonia Broadcasting
Corp., licensee of KAEC-TV Nacog-
doches-Lufkin, Tex., are to appear in
Tyler, Tex., federal court today (May
17) in [itigation of a $2,650,000 dam-
age suit filed by Fredonia against RCA.
The suit alleges that RCA supplied the
channel-10 facility with defective and
dangerous equipment. The trial had
originally been scheduled for April 26
(BROADCASTING, Jan. 25).

Technical topics:

Colorful News ® Associated Press now
is offering its broadcast members a
smaller, quieter and .more colorful tele-
type, the $-32. S-32 is painted blue and
gray and can come in other colors. Its
stand is 24 inches high, 18 inches wide
and 16 inches deep. The machine itself
is 11 inches high, 13 inches wide and
16 inches deep. The standard M-15 ma-
chine is 16 x 16 x 16, and its stand
measures 2612 inches high, 19 inches
wide and 21 inches deep. It is available
for a small additional charge.

800 to the line ® GBC Closed Circuit
TV Corp. has introduced a new solid-
state 17” video monitor with 800 line
horizontal resolution. The model MV-17
utilizes silicon transistor circuitry, unit-
ized chassis and plug-in printed circuit
boards. Switchable external synchroniza-
tion makes the MV-17 useful as a studio
program monitor. The unit has a built-in
power supply regulator which maintains
stability despite any variance of AC line
voltage, maker claims.
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focusOnfinance .

Harder times hit
CBS first quarter

Network parent and Viacom,
still unspun off,
drop in sales and earnings

CBS Inc. reported last week on first-
quarter 1971 revenues and income and
showed separate financial results for its
operations that are to constitute Via-
com International Inc. Income was
down in both areas.

CBS earlier had reported preliminary
data for the first quarter (BROADCAST-
ING, April 19). That report was ad-
justed slightly in the reporting last week.
Sales for the first quarter ended March
31, 1971, were $281.3 million ($281.9
million in its earlier report) as against
$305.285,000 for the first quarter
ended April 4, 1970. Net income was
$6.431.000 in the 1971 period (3$6.5
million in preliminary reporting) but
$13,174,000 (shown as $13.2 million
in the preliminary report) in the cor-
responding quarter in 1970.

CBS had indicated earlier that its
figures excluded domestic cable-televi-
sion and domestic and foreign program-
distribution operations. The company
has proposed to spin off these opera-
tions as shares of Viacom International
Inc. to CBS common shareholders.

As reported by Ralph M. Baruch,
president, CBS/Viacom Group, first-
quarter net income was $305,000 on
revenues of $4.474,000. compared with
1970 results of $383.000 and $4,806,-
000. Per-share earnings, based upon
Viacom shares to be distributed, were
8 cents as against 10 cents for first-
quarter 1970.

Mr. Baruch noted that “lower CATV
equipment sales and some softness in
proeram distribution, together with ex-
penses related to the spin-off and costs
for additional CATV program origina-
tion affected the first-quarter operating
results.

“Because 1971 will be a transitional
year for Viacom, we can antiripate
that the operating results for the first
part of the year will continue to be
somewhat below 1970 pro-forma figures.
However, we foresee an improvement
in our business startirig in the fourth
quarter.”

The Viacom spin-off had been an-
nounced in June 1970 and was to be
effected Dec. 31, 1970. but was delayed
by a stay order issued by the FCC. Via-
com International shares are currently
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trading on a “when-distributed” basis on
the New York Stock Exchange.

CBS Inc. for the first quarter ended
March 31:

1971 1970
Earned per share $ 022 § 0.47
Revenues 281,364,000 305,285,000
Net income 6,431,000 13,174,000

Viacom for the first quarter ended
March 31:

197¢ 1970
Earned per share $ 008 § 0.10
Revenues 4,474,000 4,806,000
Net income 305,000 383,000

Note on Viacom statement: Per-share data based
on 3,791,000 shares of common to be distributed
to CBS shareholders of record Dec. 17. 1970, on
basis of one share of Viacom common stock for
each sevan shares of CBS common. 1970 pro-forma
expenses amounting to $545,000 have been allo-
cated to the appropriate classifications within the
income statement.

Chris-Craft reports loss
but TV division shined

Chris-Craft Industries Inc., New York,
which owns TV stations in California,
Oregon and Minnesota, had total reve-
nues of $26,889,000 and a loss of
$1,917,000 after a tax credit for the
six months ended Feb. 28. This com-
pares with sales of $39,622,000 and net
income of $175,000 for the same fiscal
period a year ago.

Herbert J. Siegel, chairman and presi-
dent, said the company’s television divi-
sion has been an outstanding profit
center for Chris-Craft, and its sales and
profits were only slightly behind last
year’s record first half.

For the six months ended Feb. 28:

1971 1970
Earned per share* s (.64) $ {.10)
Revenues 26,889,000 39,622,000
Net income (1,917,000} 175,000
Shares outstanding 3.848.631 3,682,870

New stations add

to Bartell revenues

The broadcasting division of Bartell
Media Corp. added two FM stations—
WJHR Miami and wDEE-FM Detroit—
and nearly $800,000 in revenues in
1970. But net income for the company
dropped sharply.

Consolidated 1970 revenues for Bar-
tell Media, including specialized maga-
zine publishing, broadcasting and ad-
vertising interests, totaled $37,945,000,
as compared with $35,762,000 in 1969,
Of this figure, the company reported,
$33,366,000 came from the publishing
concerns {(up from the 1969 total of
$31,882,000) and $4,579,000 from
broadcasting (over $3,880,000 the year
before).

Regarding Bartell's three AM sta-

tions, the company said, wapo New
York, a Spanish language facility, had
a 10% revenue increase; KCBQ San
Francisco, 25%, and woky Milwaukee,
“increased substantially its share of na-
tional and local billing.”

A sizable portion of the nearly $400,-
000 decrease in profits, was attributed
to an extraordinary loss of $91,000,
brought about by “settlement of liti-
gation and other disputed items.”

Bartell, publicly owned, is approxi-
mately 40% controlled by Downe Com-
munications Inc.

For the year ended Dec. 31, 1970:

1970 1969
Earned per share $ 0.01 § 0.19
Revenues 37,945,000 36,762,000
Nat income 21,000 420,000
Note: 1969 figures restated to conform to 1970

classifications.

Company reports:

Teletronics Industries Inc., Dallas, man-
ufacturer and leaser of color-TV sets,
reported declining sales and income
after nine months of the firm’s current
fiscal year. While revenue gains showed
an improvement during the third quar-
ter, income dropped in comparison with
the like period in 1970, the company
said.

For the nine months ended March
31:

1971 1970
Earned per share $ 010 $ 017
Revenues 591,349 701,268
Net income 43,556 71,964

Schering-Plough Corp., Bloomfield, N.J.,
newly formed diversified company which
assumed ownership of the Plough
broadcast stations, reported nearly a $9-
million increase in revenues and a $2.3-
million rise in net income in the first
quarter of 1971,

For the three months ended March

31:

1971 1970
Earned per share $ 052 § 0.43
Revenyeas 106,560,000 97,772,000
Net income 13,714,000 11,417,000
Shares outstanding 26,622,000 25,542,000

Sonderling Broadcasting Corp.,, New
York, group broadcaster, reported reve-
nues and net income for the first quar-
ter of 1971 were, respectively, $5.2-
million and $156,000. These compared
with $4.9-million and $185,000 for the
first quarter of 1970, Earnings per com-
mon share dropped to 16 cents from 18
cents a year ago.

For the three months ended March
31:

1971 1970"
Earned per share** $ 016 $ 0.i8
Revenues 5,209,000 4.880.000
Net income 156,000 185,000

* 1970 restated to give effect to edditional shares
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issued for a company acquired in a pooting-of-
interests transaction.

** Assuming the exercise of stock options and
warrants; the assumed convession of the convert-
ible debentures would not have a diluent effect.

Columbia Cable Systems Inc., cable-
systems owner, Westport, Conn., re-
ported increased revenues and net in-
come during the first half of fiscal 1971,
against the like period a year ago. The
improvement was marked by an in-
crease in the number of subscribers dur-
ing the past year to 53,000, from the
42,000 reported last year.

For the six months ended March 31:

1971 1970
Earned per share $ 022 § 0.17
Revenues 1.973.000 1,637,000
Net income 216,000 164,000
Cash flow (per share) 0.73 0.63
Shares outstanding 1,001,446 951,226

Oak Electro/Netics, Crystal Lake, IIL,
manufacturer of television tuners and
other electronic components, lost nearly
$500,000 during 1970, as compared
with income approaching $1.6 million
in 1969. The company reported that
15% of its total revenues came from

television-related products, down from
17% a year before.
For the year ended Dec. 31, 1970:

1970 1969
Earned per share H (0.49) § 0.74
Revenues 75,056,484 85,629,695
Net income (448,849) 1,558,635

Financial notes:

® CBS board last Wednesday (May 12)
declared a cash dividend of 35 cents a
share on common stock, payable June
11 to shareholders of record on May 26,

The Broadcasting stock index

A weekly summary of market activity in the shares of 110 companies

associated with broadcasting.

Approx.  Total Market
Shares Capltali-
Stock Ex- Closing Ciosing  Net change 1971 out 2ation
Symbol change May 12° May §° in week High Low (000) (000)
Broadcasling
ABC ABC N 43%2 46Ye — 2% 48 25 7.073 $205.117
AS1 Communications ASIC 0 3% 3V + % % 2% 1.789 5.152
Capital Cities cCB N 44%2 46Y. — 1% 47 29 6.061 220.499
cBS cBsS N 43% 45%: - 1% 45% 30% 27.042 990.548
Corinthlan CRB N 36% 37V — % 38% 27V 3.381 109,883
Cox cox N 27 29% — 1% N 17% 5,789 128,111
Gross Telecasting GGG A 14% 15% - % 16 10% 803 11,041
Metromedia MET N 242 24% - % 28Y. 17% 5,734 137.616
Mooney MOON (o} 5% 4% + Y% 5% 4 250 1.188
Paclfic & Southern PSOU 0 17 17 —_ 17% 12% 1,636 24,949
Rahall Communications RAHL (8] 11%2 14 — 2% 29 1% 1.040 23.275
Reevas Telecom RBT A 2% 3 — % 3% 2% 2,288 7.733
Scripps-Howard SCRP [+) 21 21% - Y% 25 18 2.589 55.016
Sonderling lel ) A N % — % 34 24Ys 91 27.748
Starr SBG M 15 14% + % 15% 8% 461 5.302
Taft TFB N 41% 41% + % 44% 23% N2 128,547
Total 68,400 $2,081,728
Broadcasting with other major interests
Avco AV N 15%2 16 - % 18 12% 11,470 $182,144
Bartell Media BMC A 6% 6% - % 8 4% 2,254 14,651
Boston Herald-Traveler BHLD (o] 2TY2 27 + ¥ 28 23Y 574 13,776
Chris-Craft CCN N 5 7Y% + % 9% % 3.804 32.829
Combined Co ions CCOM o] 6% 16% — % 18% 10% 1.945 27.483
Cowles Communications CWL N 12% 12% + Y 2% 8 3,969 37,229
Fuqua FQA N 4% 24% — % 26%2 13% 6.401 132,053
Gannett GCl N 48, 49V, - % 52 32% 7017 275,784
General Tle ay N 23V, 23% - % 5%, 21% 18,344 449,428
Gray Communications 0 8 8 —_ 8 6 475 3,328
ISC industries 15C A 6% 6% + Y 8 5% 1.628 10.582
Lamb Communications 0 2% 2Y -~ Yo 2% 2% 475 1,249
Lee Enterprises LNT A 26% 6% + % 27%2 18%, 1.957 45,990
Liberty Corp. Lc N 20 22% - 2% 22¥ 17% 6,744 151,740
LIN LINB o] 13% 14% -1 14% 6% 2,244 21,879
Meredith Corp. MDP N 26% 26Y + % 29% 19% 2,744 71.344
Outiet Co oTu N 19 20 -1 22 14Ye 1,342 22,814
Post Corp. POST [o] Ve 14% -5 14% 9% 734 12,485
Ridder Publicatlons RIDD [o] 20%2 19% + % 2% 18 6.217 145,353
Rollins ROL N 39% 3%% —_ 40 25% 8,053 287,762
Rust Craft RUS A 45 46Ye -~ 1% 48% 28%, 1.159 38,247
Schering-Plough PLO N 82 81% + %% 84%a 60%2 25,084 1,749,609
Storer SBK N 31Ye 284 +3 2% 19 4,223 97,129
Time Inc. TL N 56% 57% - % 62% 40% 7.2587 342,022
Trans-National Comm. o] ¥a % — % 1Y Ve 1.000 380
Turner Communications (o} % I — % 4 2 1,328 3,826
Wometco WOM N 1%z 2094 + Y 23% 17% 5,817 114,188
Total 134,359 $4,083,328
CATY
Ameco ACO A 10Y 10% —_ 12% 6% 1,200 $10.800
American Electronic Labs. AELBA o] 9Ye 9% — % 10 3 1.620 12,555
American TV & Comm. AMTV [o] 23 23% - % 26% 17% 2,042 36,246
Burnup & Sims BSIM [o] 37% 35% + 1% 37¥% 23 987 30,232
Cablecom-General [oloc] A 15% 16% — % 17% 12¥% 1,605 21,074
Cable Information Systems o] 4% 4Ye —_— 4%, 2% 955 2,989
Citizens Financial Corp. CPN A 20% 20% —_ 23% 12% 994 15.538
Cotumbia Cable CCAB o] 14% 13% +1 14% 9% $00 8.892
Communications Propertles comu o] Y 9% — Ve 10% 1A 1,800 15,534
Cox Cable Communications CXC A 23% 24%2 — 1% 25 18 3,550 69,687
Cypress Communications CYPR (o] 8% Y — % 10% 7 1,879 12,473
Entron ENT A 4 4Y, - Y% % % 1320 4,950
Generat Instrument Corp. GRL N 26V 27% — 1% 20%, 16% 8.250 128,938
Sterting Communications STER s} 5% 5% — % 6% 3% 1,100 5,093
Tele-Communications TCOM (o} 17% 17% - % 18%a 12 2,704 37.856
Telaprompter ) L A 84% 81%2 + 3 88 562 3,086 199,818
Television Communi TVCM 0 9V Y — 10% 7 2,887 25,001
Viacom VIA N 18 18%2 - % 21 15% 3,760 76.629
Vikoa VIK A 9% 9% + % 14% 8% 2,318 26,055
Total 40,865 $840,058
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and a dividend of 25 cents a share on
preferred stock, payable June 30 to
holders of record, also May 26.

® Storer Broadcasting Co., Miami
Beach, Fla.-based group broadcaster,
declared a quarterly dividend of 12%
cents per share of common stock, pay-
able June 10 to shareholders of record
May 21. This marks the 70th consecu-
tive dividend paid since an initial public
offering in 1953, Storer said.,

® Metromedia Inc., New York, declared

a regular quarterly dividend of 12}
cents per common share payable June
15 to shareholders of record May 21.

® The board of directors of Schering-
Plough Corp., Bloomfield, N.J., has de-
clared a quarterly dividend of 22%
cents per common share, increasing the
annual dividend by two and one half
cents. Dividend is applicable to stock-
holders of record on May 7 and payable
May 24.

® J. Walter Thompson Co., New York,

has declared a quarterly dividend of 25
cents per common share, payable Aug.
20 to shareholders of record July 23.

® Signal Co.’s, Los Angeles, 49.9%
owners of Golden West Broadcasters
there, declared quarterly dividends on
preferred and common stock to holders
of record May 10. Common sharehold-
ers will receive 15 cents per share on
June 10, while a 55-cent dividend on
$2.20 preferred and 25 cents on $1.00
preferred will be paid July 1.

Approx.  Total Marke!
Shates Capitali-
Stock Ex- Closing Closing  Net change 1971 Out zation
Symbot change May 12° May 5° in week High Low 000} {000}
Programing
Cotumbia Pictures CPS N 13% 13% - % 17% 1Y 6,150 $96.125
Disney DIS N 126%2 120% + 5% 126%2 77 6,012 1.067.912
Fitmways Fwy A 37 3 —_— 1% TVa 1,754 19,084
Four Star International 0 1% 1% — 1% 1% 666 1,086
Gulf & Western GwW N 27% 28% - % 3 19 14,964 374,100
Kinney National KNS N T 7% — Y 39% 28% 10,469 341,603
MCA MCA N 28 28% - % 30 21% 8,165 206,166
MGM MGM N 23% 24% — 1V 26% 15% 5,863 126,485
Music Makers MUSC [o] 2Ya 2% — % kL 2% 589 1,696
National General NGC N 27 27 - Y 27Va 15, 4,90 112,341
Tele-Tape Productions (o] 1% 1% - 2 1% 2,183 4,366
Transamerica TA N 17% 1% + % 19 15% 83,630 1,097,618
20th Century Fox TF N 14% 14% + % 15% 88 8,562 99,576
Walter Reade Organlzation WALT (o] 2% 3% -V 3% 2% 2,414 7,242
Wrather Corp. wCo A 7 % - Vs 8Y. 8%, 2,200 16.500
Tota! 138,551 $3,571,900
Service
John Blair BJ N 19% 19% — 22% 18 2,583 $45,538
Comsat ca N 74 79 -5 84% 49% 10,000 630,000
Creative Management CMA A 14 15% — 1% 17% 10% 1,102 17,500
Doyle Dane Bernbach DOYL 0 23 24, - 1% 26% 21 1.919 47,265
Elkins Institute ELKN o] 16 16 + % 16% 8% 1,684 17,888
Foote Cone & Belding FCB N 10% 1% - % 1M1% 7% 2175 20,402
Grey Advertising GREY o] 12 13 -1 13% . 8% 1,207 15,546
LaRoche, McCatfrey & McCall o] 15% 15% -—_ 16% 10% 585 8,190
Marketing Resources & Applications 0 14% 12% + 2 18Y 2% 504 7.182
Movielab MOV A 3 k1] — % 4 2 1.407 4.573
MPO videotronics MPO A 6V, 6% - % 8% 5% 558 3,767
Nielsen . NIELA (o] 49% 49 + Vi 49V, 39Y, 5.299 233,158
Ogilvy & Mather 0GIL o] 3 36 —2 36 24 1,029 27,526
PKL Co. PKL A 4 4V — Y 8Y v 743 4,087
J. Waiter Thompson JWT N 56% 58 — 1% 60 34ve 2,748 116,019
Transmedia International [o] 3% 3 + Y v 3 535 1,873
Wells, Rich, Greene WRG A 20 20% — % 25% 15% 1.581 37.596
Total 35,637 $1,238,108
Manufacturing .
Admiral ADL N 19% 18 + 1% 19% |3 5,158 $56,738
Ampex APX N 19% 21% - 1% 5% 16% 10,874 209,325
CCA Electronics CCAE (o] 2Y, 2% + % 3 2% 897 5,512
Cotlins Radio CRI N 18% 18v + % 20% 14 2.968 48,230
Computer Equipment CEC A 6% 7 - % v 3% 2,408 12,944
Conrac CAX N 28% 26% + 2 28% 15% 1,262 29,026
General Electtic GE N 120% 121% — 1% 124% 93 90,884 9.627.287
Harris-Intertype HI N 64% 65% — 1% 69% 54% 6,308 397,404
Magnavox MAG N 49% 50 —_ % 50% 3% 18,674 679,466
M MMM N 112%2 112% - Y 118% 95% 56,058 5,745,945
Motorola MOT N 80% 83% — 2% 86 511 13,334 848,442
RCA RCA N 381 % -1 39% 26 68,403 2,146,486
Reeves Industries RSC A % % - % 4% 3 3,458 13.417
Telematlon TIMT 0 10%s 10% - % 13% 9% 14,040 154,440
Westinghouse WX N 90% 92 - 1% 92%e 65% 40,705 3,180,458
Zenith ZE N 47 48% — 1% 51% 6% 19,020 829,842
Total 353,648 $24,195,052
Grand total 771,360 $35,910,171
Standard & Poor [ndustrial Average 113.76 114.78 1.03
A-American Stock Exchange
M-Midwest Stock Exchange Shares outstanding and itelization as of Feb. 25.

N-New York Stock Exchange
0-Over-the-counter (bid'price shown)
*-Qver-the-counter prices are Tuesday closings

Cver-the-counter bld prices rsupplled by Merrlll Lynch,
" Pierce Fenner & Smith Inc.. Washington.
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fateséfortunes

Broadcast advertising

William H. Kennedy, associate media
director, and John J, Saunders, group
VP, Campbell-Ewald, Detroit, elected
senior VP's, Donald G. Carr, Frank
Fraser, Robert S. Knapp, and Edmund
P. Zalewski, all account supervisors,
C-E, named VP’s.

Elwood Gair and David Ofner, both
management supervisors, Foote, Cone &
Belding, New York, appointed agency
directors and senior VP’s.

Lawrence D. Senten, creative director;
John S. Schubert, account supervisor;
Donald F. Mahlmeister, VP and ac-
count supervisor; Richard C. Stensby,
management supervisor, all Chicago of-
fice, D’Arcy, MacManus, Intermarco,
named senior VP's, Walter A. Arm-
bruster, creative director, St. Louis of-
fice, DMI, also named senior VP. John
Macheca, executive VP, D’Arcy divi-
sion, DMI, St. Louis, appointed director
of client services, DMI, Chicago. Mr.
Macheca is succeeded in St, Louis by
Charles J. Prince, VP and management
supervisor.

Roger A. Johnson, account supervisor,
Grey Advertising, New York, named
senior VP, Harvey & Carlson, agency
there.

Jeffrey W, Clapp Jr., account super-
visor, Ted Bates & Co., New York,
named VP.

Ronald W. Scharbo, account supervisor,
and J. Russell Dopke, creative head for
Atlanta and Birmingham, Ala., offices,
Cargill, Wilson & Acree named VP-
account group manager and VP-creative
director, respectively. Both will be based
in agency’s Atlanta office.

director, Benton & Bowles, New York,
named VP.

Joel Upin, account supervisor, Clinton
E. Frank, Chicago, named VP.

Arden E. Swisher, VP, May Broadcast-
ing, Omaha, and general manager of
its kMTv (Tv) Omabha, joins Mutual of
Omabha there as VP for advertising with
responsibilities in TV advertising.

James E. Mortensen, executive VP,
Young & Rubicam, New York, ap-
pointed manager of New York office.

Joe Brooks, head of his Joe Brooks
Agency, Philadeiphia, named VP and
creative specialist, Public Relations Ltd.,
Philadelphia-based firm which recently
acquired Brooks agency.

Gerald Tolle, creative supervisor, Camp-
bell-Ewald, Detroit, joins Thomas Mur-
ray & Austin Chaney Inc., agency
there, as VP and associate creative di-
rector.

Gary Graves, VP and account super-
visor, and Ted Huston, VP and head of
Los Angeles office, Barnes-Champ Ad-
vertising, San Diego-based agency,
named senior VP’s.

Carl Moore, senior art director, The
Bowes Co., Los Angeles, advertising
and PR agency, named VP. Terry Foutz,
account supervisor there, also named
VP.

Ken Lane, associate media director, Leo
Burnett, Chicago, appointed manager of
media department. Dick Hobbs, media
supervisor, appointed associate media
director.

John Chervokas, Donald Krakaur and
Donald Wilde, all VP's and associate
creative directors, Grey Advertising,
New York, appointed creative directors.

Evelyn Aranson, media buyer, Kenyon
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media supervisor. Linda Snelham, re-
search analyst, appointed media buyer,

Thomas C. Bradseth Jr., with commer-
cials creative staff, J.F.P. & Associates,
Duluth, Minn., advertising and PR firm,
appointed creative director.

Georgia Malick, with Singer Co., New
York, appointed director of marketing
for celebrity commercials, Roger Ailes
& Associates, there, producer of com-
mercials and programs.

Tom Hexamer, creative director, wEEK-
Tv Peoria, Ill., appointed broadcast pro-
duction manager, R. D. Blackard Ad-
vertising there.

Gordon H. Hastings, eastern sales man-
ager, RKO Radio Representatives, New
York, appointed general sales manager,
FM sales division.

Jonathan Hayes, with Television Ad-
vertising Representatives, New York,
appointed sales manager, KDKA-TV Pitts-
burgh.

Marty Howard, local sales manager,
wFAS(AM) White Plains, N.Y., ap-
pointed general sales manager. Albert R.
Levey, director of sales, wFas, ap-
pointed general sales manager, WFAS-
FM.

Media

James H. Geer, controller, and Ken-
neth W. Hoehn, treasurer, CBS Inc.,
New York, elected VP’s.

Thomas D. Kersey, assistant director,
West Coast department, broadcast stand-
ards and practices, ABC, Hollywood,
appointed department director.

Stanley Adams, lyricist, named presi-
dent, American Society of Composers,
Authors and Publishers, New York.

Grant Holcomb, news director, KNXT-
(Tv) Los Angeles, appointed to newly
created post of assistant to the general
manager.

George R. Andrick, TV national sales
manager, wsAz-Tv Huntington, W. Va.,
appointed general manager.

Kevin P. Barry, with sales staff, Televi-
sion Digest, Washington, joins Ameco,
group CATV owner, Phoenix, as ad-
vertising manager.

Tal Jonz, VP, sales, kckc(aM) San
Bernardino, Calif., appointed general
manager, KFRE-AM-FM Fresno, Calif.

William Jaeger, general sales manager,
wcTc-AM-FM  New Brunswick, N.J.,
named VP and general manager, wFas-
(AM) White Plains, N.Y.
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Art Fishler, general manager, kFoA(EM)
Honolulu, joins kLo(aM) Ogden, Utah,
in similar capacity.

Thomas L. Leming, VP and general
manager, Continental Telecommunica-
tions Corp., St. Louis, subsidiary of
Continental Telephone, named VP,
Microwave Communications of Amer-
ica, Washington-based communications
consulting firm.

Thomas W. Fletcher, attorney associ-
ated with Putbrese, Fletcher & Healy,
communications law firm, Washington,
joins Cole, Zylstra & Raywid, similar
firm there.

Lambert B. Beeuwkes, who retires as
director for sales, NBC Radio, New
York, will open his own office as radio-
TV consultant. Location for new office
has not yet been selected.

Thomas Boise, general sales manager,
KHJ-AM-FM-TV Los Angeles, appointed
general manager, KKDJ(FM) Los An-
geles, formerly KRFM(FM).

Programing

Walter Kingsley, VP, Metromedia Pro-
ducers Corp., New York, resigns ef-
fective July 1. Mr. Kingsley was execu-
tive VP, Wolper Productions when it
was acquired by Metromedia four vears
ago. No successor has yet been named.
Gerald Isenberg, director, feature film
production, ABC-TV, Hollywood, joins
Metromedia Producers Corp. there as
executive producer. Neal Pilson, assist-
ant general counsel, Metromedia Inc.,
New York, appointed director of busi-
ness affairs, Metromedia Producers
Corp. there.

Elliott Abrams, TV consultant, The
Walter Reade Organization, program
producer and distributor, New York,
named VP in charge of TV division.

Adrian Riso, director, Harold M. Tul-
chin Productions, program producer,
New York, joins Centrex Productions,
video-tape production firm, there as VP
for production.

Jack Willis, co-executive producer of
the Grear American Dream Machine,
National Educational Television, New
York, appointed program coordinator
and executive producer, noncommercial
WNET-TV there.

George W, Snowden, assistant director
of studios, CBS-TV, New York, ap-
pointed director of programing, woR-Tv
there.

Darrell Craig, with wavy-Tv Ports-
mouth-Norfolk-Newport, Va., appointed
production director.

Mariha Brooks, 40-year veteran broad-
caster with way(aM) and WRGB(Tv)
Schenectady, N.Y., retires.

Tom Johnson, formerly radio and TV
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sportscaster with Kaiser Broadcasting,
Detroit, named executive VP and di-
rector of corporate operations, National
CATV Program Library, Dallas.

Mike Anderson, production manager,
KEMO-TvV San Francisco, joins wXIX-Tv
Newport, Ky., in similar capacity.

Ed Richards, with ckLw{am) Windsor,
Ontario, joins wisG(AM) Philadelphia,
as program director. He succeeds Jack
Reynolds, appointed general manager,
WwTC(AM) Minneapolis. Both are
Buckley Broadcasting stations.

Dick Thyne, with wBcN(FM) Boston,
joins wpPLG(FM) New York as produc-
tion director.

William D. Thomas Jr., general sales
manager, wolo(aM) Canton, Ohio,
joins Herman Spero Production, pro-
gram producer and distributor, Cleve-
land, as director of syndicated sales.

News

Sid Kaufman, producer, CBS News,
New York, appointed assistant director
of operations.

Paul Cleveland, producer, wor-Tv New
York, appointed news director.

Ralph Smith, news director, WIRL-AM-TV
Peoria, Ill.,, appointed news director,
WRAU(TV) (formerly WIRL-TV) there.
Dave Henderson, news director, wJiM-
(aMm) Lansing, Mich., appointed news
director wiRL(AM).

Lowell C. Duncan Jr.,, Dallas bureau
chief, wsap-Tv Fort Worth-Dallas, ap-
pointed assignment editor. He is suc-
ceeded by Robert Jay Welch, field pro-
ducer for special projects.

Dennis Holly, anchorman, WwTAE-TV
Pittsburgh, joins KDKA-TV there as anch-
orman and general assignment reporter.
Bill Currie, sportscaster, wsoc-Tv Char-
lotte, N.C., joins KDKA-Tv as sports di-
rector.

Bill Bonds, anchorman, KABC-TV Los
Angeles, rejoins wxyz-tv Southfield,
Mich., both ABC-owned stations, as
newscaster.

Tom Mclntyre, newsman, WIRL-AM-TV
Peoria, Ill., appointed news director,
wwWTO(FM) there.

Dan O’Connell, producer, WBBM-TV
Chicago, joins WSNS(AM) there as news
analyst.

Fred Snowden, assistant coach, Uni-
versity of Michigan basketball team,
joins wJIBK-Tv Detroit as sportscaster.

Promotion

Dave Moore, with production staff,
KBAK-Tv Bakersfield, Calif., appointed
promotion director.

David S. Laustsen, with KEMo-Tv San
Francisco, joins wxix-Tv Cincinnati as
promotion manager.

Jon Saunders, with wsB-AM-FM Atlanta,

NBC-TV affiliates board of governors
sat for picture last week after election
of new chairman and four new mem-
bers. Seated (l-r) are Norman P, Bag-
well, wky-Tv Oklahoma City (new);
William R. Roberson, wWiTN-Tv Wash-
ington, N.C.; Robert W. Ferguson,
WTRF-TY Wheeling, W. Va. (newly
elected chairman, succeeding Harold
Grams, ksb-Tv St. Louis); George: C.
Hatch, xutv(Ttv) Salt Lake City
(new). Standing (l-r) are Ancil H.
Payne, King Broadcasting, Seattle

(new); Douglas L. Manship, WBRz(TV)
Baton Rouge, La.; Harold Froelich,
wTvo{Tv) Rockford, Ill.; Walter Bart-
lett, Avco Broadcasting, Cincinnati, and
H. Ray McGuire, wara-Tv Mobile,
Ala, Retiring from board, in addition
to Mr. Grams, were Frank Gaither,
Cox Broadcasting, Atlanta; Stanley S.
Hubbard, ksTP-Tv Minneapolis-St. Paul,
and Robert E. Kelly, KCRA-TvV Sacra-
mento, Calif. Absent were J, S. Sinclair,
WJAR-TV Providence, R.I. (new), and
M. E. Greiner Jr., wMc-Tv Memphis.
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appointed station promotion manager.

Equipment & engineering

Robert M. Kanner, chief engineer,
wMcCA(aM) New York, named VP for
engineering.

John A. Moffet, principal in Washing-
ton consulting engineering firm of Silli-
man, Moffet & Kowalski, elected presi-
dent of Association of Federal Commu-
nications Consulting Engineers. Other
consulting engineers elected: Alvin H.
Andrus, VP; Elizabeth L. Dahlberg,
secretary; Paul L. Wimmer, treasurer.
Chosen for executive committee were
Carl E. Smith and Marvin Blumberg,

for two-year terms; Ogden Prestholdt,
Raymond E. Rehrer, for one-year.

Kenneth Cameron, chief engineer,
WLEX-FM Lexington, Ky., joins wbDIz-
(rM) Orlando, Fla., in similar capacity.

Allied fields

Andrew T, Hatcher, VP, Hill & Knowl-
ton, PR firm, New York, and election
analyst for WNBC-AM-FM-TV there
named senior VP and chairman of H &
K's task force on urban affairs. He will
head advisory unit on urban matters in
addition to his account and media re-
sponsibilities. Mr, Hatcher was formerly

associate press secretary to President
John F. Kennedy, title he retained
through early days of Johnson adminhis-
tration,

Bill Wright Sr., audition director, Co-
lumbia School of Broadcasting, Phila-
delphia, appointed branch manager.

International

John J. Dunn, director, Ottawa area,
Canadian Broadcasting Corp., appointed
firm's London representative.

William E, Breda Jr., account execu-
tive, ABC International Television, New
York, appointed sales manager.

forfheRecond «

As compiled by BroapcasTiNGg, May 4
through May 11 and based on filings,
authorizations and other FCC actions.

Abbreviations: Alt.—allernate. =
ant.—antenna. aur.—aural. auX.—auXili
—community antenna television. CH-—critical
hours. CP—construction permit. D—day, DA—di-
rectional antenna. ERP—eflective radiated power.
khz—kilohertz. kw—Kkilowatts. LS-—local sunset.
mhz—megahertz. mod.—modification. N—night.
PSA—presunrise service authority. SCA bsidiary

ann.—announced.
. CATV

ld

anted CP to change ERP to 871 kw vis., 87.1
w aur.; change trans. location to Mt. Sutro, San
Francisco; install addilional trans.; change ty,
ant.; make changes in ant. structure; ant. height
to 1,610 ft. Action April 29.

m *WMHT(TV) Schenectady, N.Y.—Broadcast
Bureau granted CP to change ERP to 1950 kw
vis.; 389 kw aur.; change trans. and ant., ant.
height 950 ft.; condition. Action May 5.

m *WCBB(TV) Augusta, Me.—Broadcast Bureau
granted CP to change ERP to 309 kw; make
h in ant. structure; ant. height 1,000 ft.

communications authorization. SH—specified hours.
SSA—special service authorization. STA—special
temporary authorization. trans.—transmitter, UHF
—ultra high frequency, U—unlimited hours. VHF
—very high frequency. vis.—visual. w—watts. *—
educational.

New TV stations
Action on motion

m Chief, Office of Opinions and Review in Boston
(WHDH Inc., ¢t al.), TV proceeding, granted
motion by Boston Broadcasters Inc., and extended
to May 7, time to file responses to petition for
further proceedings on application of Boston
Broadcasters Inc. filed bi/ DH Inc. on April
21 (Docs. 8379, 11070, 15204-7). Action May 3.

Other action

m Review board in High Point, N.C., TV pre-
ceeding, dismissed appeal by Furniture City Tele-
vision Co. from hearing examiner’s grant of
motion quashing subpotria and striking direct
testimony, in High Point ch. 8 proceeding (Docs.
18906-7). Action May 5.

Existing TV stations

Final actions
m KBHK-TV San Francisco—Broadcast Bureau

Action May 5.

m WDAZ-TV Devils Lake, N.D.—FCC authorized
WDAY Inc., licensee, to establish its main studio
in Grand Forks, N.D., on condition that it also
complete construction of aux. studic in Devils
Lake. Action May 5.

» WFBG-TV Aloona, Pa—Broadcast Burean
granted CP to replace expired permit for aux.
ant. Action May 7.

m *WQED(TV) Pittsburgh—Broadcast Burean
granted CP to change ant, make changes in
ant. structure; ant. height 690 fi.; specif:
location as 4802 Fifth Avenue, change ERP to
174 kw vis,, 32.4 kw aur.; change trans. and ant.
Actions May 5.

B FCC denied request for declaratory ruling on
allegations that Dick Cavett Show on ABC
was altered in content as result of calls from
member of staff of executive branch of govern-
ment March 1971. Action May 5.

Actions on motions

m Hearing Examiner Charles J. Frederick in
Anniston, Ala., proposed grant of application by
Newhouse A]ni)ama Microwave Inc.,, member of
Newhouse communications group, for construc-
tion of point-to-point microwave service to_pro-
vide video relay to WHMA-TV Anniston (Docs.
18691-2). Ann. May 7.
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New York—60 East 42nd St., New York, N.;. 10017
West Coast—1357 Jewell Ave., Pacific Grove, Calif. 93950

12-687-4242
408-375-3164

u Hearing Examiner Charles J. Frederick in
High Point, N.C. (Southern Broadcasting Co.
WGHP-TV] and Furniture City Television Co.),
V proceeding, granted request of Southern Broad-
casting and ordered status of proceeding, testi-
mony of Mr., Whitehurst, and entire posture of
parties be reinstated to such ture, etc. as
obtained on March 25 immediately following Mr,
Whitehurst’s testimony on March 25, day of
rulings referred to and before such rulings were
made (Docs. 18906-7). Action April 28.

m Hearing Examiner_Chester F. Naumowicz Jr.
in Daytona Beach, Fla. (Cowles Florida Broad-
casting_Inc. WESH-TVg, Central Florida Enter-
prises Inc.), TV proceeding, sustained objections
of Central Florida to Cowles request for admis-
sions (Docs. 19168-70). Action May 3.

Fine

u KRSD-TV Rapid Cig, 8.D.—FCC ordered The
Heart of the Black Hills Stations, licensee, to
forfeit $1,000 for repeated violation of communi-
cations act and rules which prohibit rebroadcast
of one station’s signal by another station without
obtaining prior consent of originating station.

Action May 5.

New AM stations

Initial decision

® Hearing Examiner Chester F. Naumowicz Jr.
in Flora, Ill, proposed granmt of application of
The Virginia Broadcasting Corp. for new

at Fiora. (Doc. 19025). Ann. May 5.

Actions on motions

m Hearing Examiner Lenore G. Ebrig in Hones-
dale, Pa. (Wayne County Broadcasting Corp.),
AM proceeding, granted petition by applicant for
leave to amend aggm:nmn in certain financial
respects (Doc. 19038). Action April 29.

u Hearing Examiner Ernest Nash in Mt. Pleasant
and Chariton, both Towa, AM proceeding, denied
joint petition for approval of agreement by
Chariton Radio Co. and Pleasant Broadcasting
Co.; denied petition by Chariton for leave to
amend and ordered that amendments tendered
therewith are not received. Denied Pleasant’s
petition for extension of time; dismissed its
petition for leave to amend and did not receive
amendments tendered therewith; also denjed
Picasant's motion for leave to file additional
leadings and dismissed its reply to broadcast
urcau’s opposition (Docs. 185 ). Action April

30,
m Hearing Examiner Brnest Nash in Broadway-
Timberville, and Charlottesville, all Virgi

a
{Massanutten Broadcasting Co., and Charlottes-
ville-Albemarle Broadcasters Inc.), AM proceed-
ing, rescheduled further prehearing conference for
May 24 (Docs. 18903-4). Action April 29.

Other actions

u Review board in Brush, Colo., AM proceeding,
anted _motion bg A. V., Bamford, applicant for
P at Colorado Springs for extension of time to

file responsive pleadings to petitions for enlarge-

ment of hearing issues filed by Broadcast Burcau
and by Brocade Broadcasting Co., Boulder, Colo.

(Docs. 19157-9). Replies to pleadings are to be
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Summary of broadcasting
Compiled by FCC, May 1, 1971

Not
On Air Total On Air Total
Licensed STA® CP's On Alr CP's Authorized
Commersclal AM 4,324) 3 9 4,336! 69 4,395!
Commercial FM 2,195 1 34 2.230 119 2,349
Commercial TV-VHF 500 2 10 5122 12 5242
Commercial TV-UHF 168 0 14 1822 82 2752%
Total commercial TV 668 2 24 694 94 799
Educational FM 448 0 10 458 49 507
Educational TV-VHF 79 0 6 85 5 90
Educational TV-UHF 101 0 12 113 10 123
Total educatlonal TV 180 0 18 198 15 213

* Special Temporaty Authorization.

V Includes 25 educational AM’s on nonreserved channels.
2 Indicates four educational stations on nonreserved channels.
{ Does not include six commercial UHF TV's licensed but silent.

filed within five days after May 10. Action May 7.

= Review board in Owensboro, Ky., AM proceed-
ing, granted petition by Owensboro-On-The-Air,
licensee of WVIS(AM) Owensboro, party (o
comparative hearing for new AM on 1140 khz,
500 w-D, requesting addition of failure fo main-
tain complete public file issue. Action May 7.

s Review board in Warren, Ohio, added cost
estimate issue directed against Howard L. Burris,
applicant for CP for new AM in Warren, to
comparative hearlng on Warren and Parma, both
Ohio, AM applications (Docs, 18369. [9114-15).
Action May 7.

Existing AM stations
Final actions

® WEYY Talladega, Ala—Broadcast Burcau
granted license covering changes: trans,, studio,
remote_ control located at

tate Highway 21
East, Talladega. Action May 3.

= KINP North Pole, Alaska—Broadcast Bureau
granted mod. of license covering change of cor-
porate name to Evangelistic Missionary Fellow-
ship. Action May 7.

8 KSON San Diego—Broadcast Bureau granted
CP to increase D power to 1 kw; conditions;
remote control permiticd. Action May 6.

s KLOV Loveland, Colo.—Broadcast Bureau
ranted license covering changes; trans.; studio

ﬁcati?{\ 1440 East 6th Street, Loveland. Action
ay 11.

§ WPDQ Jacksonville, Fla.—FCC denied peti-
tions for reconsideration of FCC hearing order,
filed by Belk Broadcasting Co. of Florida, li-
censee (Doc. 19126). Action May 5.

s East St. Louis, [I.—FCC remanded to hearing
examiner proceeding involving mutually exclusive
applications of East St. Louis Broadcasting Co.
and Metro-East Broadcasting Inc. for CP’s for
AM’'s on 1490 khz, with 250 w-U {1 kw LS),
to determine whether current amount of funds
held on deposit by East St. Louis Broadcasting
is sufficient to meet its first-year cash requirements
(Docs. 17256-7). Action April 28,

s WRRR Rockford, Ill. — Broadcast Burcau

granted mod. of license covering change of cor-

R‘?ralsl name to Radioc Rockford Inc. Action
ay 7.

8 WABG Greenwood, Miss.—Broadcast Burcau

granted mod. of license co\verm1 change in main

studio location to TV studio location, 5 miles

west of Greenwood on Highway 82, Greenwood;

0 ernée by remote control (rules waived). Action
ay 6.

= KBET Reno—FCC denied application by Sierra
Broadcasting Co., licensee, for remission or miti-
gation of gSDOO forfeiture. Action May 5.

®= KAVE Carlsbad, N.M.—Broadcast Burcau
granted license covering resumption of operation
on 1240 khz, 250 w-1 kw-LS, U, main trans.
Action May 4,

8 WNYC New York—FCC enlarged and re-
vised issues in proceeding involving applications
of WNYC, licensed to City of New York Munici-
pal Broadcasting System, for extension of special
service authorization and for CP (0 increase
power from 1 to 50 kw and change facilities to
include ascertainment of needs, possibility of in-
terference to other stations, and possibility of
utilization of licensee’s FM station to meet pre-
sunrisc and post-sunset neceds (Docs. 11227 and
17588). Actions May 5.

s KOKC  Guthrie, Okla.—Broadcast Bureau
granted CP (o increase power to 250 w, 500 w-LS;
change trans.; change trans. and ant, sitc to 0.25
mile north of interstate 35 and state Route 33,
just off County Road, Guthric; remote control
Fermitied from main studio location; conditions.
Action May 4.

® KKDA Grand Prairie, Tex.—FCC denied peti-
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tion filed by KNOK Broadcasting Inc., licensee,
asking proceedings revocation of license of KKDA
or Republic Broadcasting Corp., licensee, sub-
mit_immediate application for renewal of license
of KKDA and have application designated for
hearing. Action April 28.

8 WPIK Alexandria, Va.—Broadcasl Bureau
granted mod. of license c¢overing operation of
trans. by remote control from main studio, 523
;-‘sirsl Street, Alexandria; conditions. Action April

s WSLS-AM-FM Roanoke, Va.—FCC notified
Roy H. Park Broadcasting of Roanoke Inc., li-
censee, to file assignment or transfer application(s)
within six months, and to report on its progress
on selling stations within 90 days. Action April 28.

Actions on motions

s Hearing Examiner Basil P. Cooper in Alexander
City, Ala. (Martin Lake Broadcasting Co.), AM
proceeding, granted Felition by agplicant for
leave to amend application to reflect surveys
made by applicant to respond (o Community
survey nceds issue (Doc. 18782). Action April 29.

8 Hearing Examiner Millard F. French in Monte-
zuina, Ga., modified initial decision proposing
renewal for one year of license of WMNZ(AM)
Montezuma (Doe¢, 19012). License renewal is
“to expire on first day of first even month one
year following effective date . . .” Ann. May 10,

s Hearing Examiner Isadore A. Honig in Jean-
nette, Pa. (Central Westmoreland Broadcastin
Co.), AM proceeding, granted request by WHJ
Inc. and extended to May 17 time to file proposed
findings of fact and conclusions and to June 2
time to file replies {Doc. 19042). Action April 29.

» Deputy Chief, Office of Opinions and Review
in Gaithersburg, Md., rencwal of license of
WHMC, granted petition by Nick J. Chaconas to
file petition for reconsideration which is in excess
of 25 page limitation prescribed in rules, and ac-
cepted accompanying petition for reconsideration
(Doc. 18391). Action May 4.

Other action

s Review board in Selinsgrove, Pa., granted ap-
plication of B & K Broadcasting Co. o increase
D power of WSEW Selinsgrove (1240 khz, 250
w, U, class IV), from 250 w 10 1 kw (Doc.
18810). Ann. May 4.

Initial decision

=& Hearing Examiner Millard F. French in Monte-
zuma, Ga., proposed renewai of license of WMNZ
Montezuma, Ga., for one year (Doc. 19012).
Ann. May 4.

New FM stations

Final action

8 Garden City, N.Y.—FCC granted use of FM
educational ch. 212 at Garden City on share-
time basis to Adelphi University and Nassau
College Association Inc. In same action FCC dis-
missed application by Central High School District
22 for renewal of license of *WSHS(FM) on ch.
212 at Floral Park, N.Y. It also dismissed ap-
plication for assignment of license of *WSH
(FM) to Nassau College Association Inc., and
deleted call letters. Action May 5.

Other actions

= Review board in Leisure City-Goulds, Fla., FM
proceeding, granted petition by Broadcast Burcau
for extension of time to May [0 to file responsive
pleadings (o petition by Resort Broadcasting Co.
to enlarge issues. Action May 3.

8 Review board in Rantoul. Ill., FM proceeding,
in response to motjon by Regional Radio Service
to enlarge and dclete certain issues in proceed-
ing involving applications for new FM at Rantoul,

has deleted air hazard issue {(Does. 19111-12).

Action May 5.

® Review board in San Antonio, Tex., FM pro-
ceeding, petition by Turner Broadcasting Corp. for
leave (0 amend. reopen record and for other
relief necessary for acceptance of its new com-
munity survey in proceeding involving its applica-
tion for ch. 298 (107.5 mhz) at San Antonio
until May 24 (Doc. 18239). Action May 7.

Designated for hearing

= Murphysboro, I1I.—FCC set for hearing appli-
cations by Radio Station W.I.NJI., and Sunshine
Broadcasting Corp.. for new FM's on 1049 mhz
at Murphysharo. Action May 5,

Existing FM stations

Final actions

8 KLIR(FM) Denver—Broadcast Burecau granted
CP (o install trans. and ant.; ERP 100 kw; ant.
height 235 ft. Action May 6.

® KYNA(FM) Des Moines, Iowa—Broadcast
Burcau granted license covering resumplion of
operation on 93.3 mhz; ERP 35 kw; ant. height
410 fti. Action May 4,

& *KANU(FM)_ Lawrence. Kan.—Broadcast Bu-
recau granted CP to change studio location:
Broadcasting Hall, University of Kansas, Law-
rence; operale by remote control from proposed
studio site; install trans. and ant.; ERP 110 kw;
ant. height 660 fi. Action May 6.

s *WSHR(FM) Lake Ronkonkoma, N.Y.—
Broadcast Bureau granted CP to change frequency
from 89.7 mhz to 91.9 mhz; install new trans.
and ant.; make changes in ant. system, ERP 1.85
kw. ant. height 145 ft.. remote control permitted.
Action May 4,

& WBLI-FM Paichogue, N.Y.—Broadcast Bureau
granted CP to change trans. location o Adiron-
dack Drive, 0.6 mile north of Adirondack Drive
and Granny Road; change trans., and ant.; make
changes in ant. system, ERP 10 kw, ant. height
360 (t.; remote control permitted. Action May 4.
& *KOSU-FM_ Stillwater, Okla.—Broadcast Bu-
reau granted CP to change trans. location to 4.25
miles south of Stiliwater on U.S. Highway 177,
Stillwater: remote control permitted from studio
site, Commupications Building, Oklahoma State
University, Stillwater; install trans.; ant.; make

(Continued on page 66)
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JANSKY & BAILEY

Consulting Engineers

1812 K 5t., N.W.
Wash., D.C. 20006 296-6400
Member AFCOE

JAMES C. McNARY
Consulting Engineer
Suite 402, Park Building
6400 Goldsboro Road
Bethesda, Md. 20034
(301) 229-6600

Member AFCOE

—Established 1926—
PAUL GODLEY CO.
CONSULTING ENGINEERS
Box 798, Upper Montclair, N.J. 07043
Phone: (201) 746-3000
Member AFOOE

COHEN & DIPPELL
CONSULTING ENGINEERS

Fermerly GEQ. C. DAVIS
527 Munsey Bldg.
783-0111
Washington, D. C. 20004
Member AFCOF

COMMERCIAL RADIO

Consulting Engineers
Everett L. Dillard
Edward F. Lorentz

PRUDENTIAL BLDG.
347-1319

WASHINGTON, D. C. 20005

Member AFOOE

A. D. Ring & Associates
CONSULTING RADIO ENGINEERS
1770 N §t.,, N.W. 296-2315
WASHINGTON, D. C. 20036
Member AFOCE

GAUTNEY & JONES
CONSULTING RADIO ENGINEERS
2922 Telestar Ct. (703) 560-6800

Falls Church, Va. 22042
Member AFOCE

LOHNES & CULVER
Consulting Engineers

1242 Munsey Building
Washington, D. C. 20004
(202) 347-8215

Member AFCOE

KEAR & KENNEDY

1302 18th S5t., N.W. Hudson 3-9000
WASHINGTON, D, C. 20036

Mamber AFOCE

A. EARL CULLUM, JR.

CONSULTING ENGINEERS
INWOOD POST OFFICE
DALLAS, TEXAS 75209

(214) 631-8360

Mamber AFOOE

SILLIMAN, MOFFET
& KOWALSKIL
711 14th St., N.W.
Republic 7-6646

Washington, D, C. 20005
Member APOOE

HAMMETT & EDISON
CONSULTING ENGINEERS

Radio & Television
Box 68, Intemational Airport

San Francisco, California 94128
(415) 342-5208

Member AFOCE

JOHN B. HEFFELFINGER
9208 Wyoming Pl Hiland 4-7010

KANSAS CITY, MISSOURI 64114

STEEL, ANDRUS & ADAIR
CONSULTING ENGINEERS
2029 K Street N.W.
Washington, D. C. 20006
(202) 223-4664
1301) 827-8725
Member AFOCER

JULES COHEN
& ASSOCIATES

Suite 716, Associations Bldg.
1145 19th 5t., N.W., 659-3707
Washington, D. C. 20036

Member AFOCE

VIR N. JAMES
| CONSULTING RADIO ENCINEERS
Application and Field Engineering
345 Colorado Bivd.—80206
Phone: {Area Code 303) 333-5562
Data Fone (303) 333-7807
DENVER, COLORADO
Member AFOCE

CARL E. SMITH
CONSULTING RADIO ENGINEERS
8200 Snowville Road
Cleveland, Ohio 44141
Phone: 216-526-4386
Member APOOE

MERL SAXON
CONSULTING RADIO ENGINEER
622 Hoskins Street
Lufkin. Texas 75901
634-9558 632-28

E. HAROLD MUNN, JR.
BROADCAST ENGINEERING
CONSULTANT
Box 220
Coldwater, Michigan—49034
Phone: 517—278-6733

ROSNER TELEVISION
SYSTEMS

ENGCINEERS—CONTRACTORS
29 South Mall
Plainview, N.Y. 11803
(516) 694-1903

ORRIN W. TOWNER
Consulting Engineer
11008 Beech Road

Anchorage, Kentucky 40223
(502) 245-4673

Associated Communications ConsuMants

WALTER ). STILES

Suite 1621, Tucson House
Tucson, Arizona 85705
(602) 792-2108
LUKE 0. HODGES
{214) 351-3820

SPOT YOUR FIRM'S NAME HERE

To Be Seen by 120,000* Readers—
among them, the decision making sta-
tion owners and managers, chief engi-
neers and technicians—applicants for
am fm tv and facsimile facilities.
*1970 Readership Survey Showing 3.2
readers per copy.

contact
BROADCASTING MAGAZINE
1735 DeSales St. N.W.
Washington, D. C. 20036
for availabilities
Phone: (202) 638-1022

e — — —————  _______ —

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

BFM ASSOCIATES

Management Consultants
Specializing in
Music License Fees
Tratfic—Billing—Acqguisitions
JOSEPH J. MADDEN
Managing Partner
41-30 58 St., N.Y., N.Y. 11377
Tel. 212—£51-1470-75




CLASSIFIED ADVERTISING

Payable in advance. Check or money order only.
Situations Wanted 25¢ per word—5$2.00 minimum.

Applicants: If tapes or films are submitted, please send $1.00 for each package

to tover handling charge, Forward remittance separately. All transcriptions, pho-

fos, etc., addressed to box numbers are sent at owner's risk. BROADCAS

expressly repudiates any liability or responsibility for their custody or return.

Must be received by Monday for publication next Monday.

Pleass submit :opr by letter or wire. No telephone calls accepted without
ot

Deadline for copy:

confirming wire or letter prior to deadline.

Help Wanted 30¢ per word—$2.00 minimum.
All other classifications 35¢ per word—$4.00 minimum.

per inch. 5%
TING

box number.

Display ads. Situations Wanted (Personal ads)—$25.00 per inch. All others—$40.00
or over billed at run-of-book
Buy Stations, Employment Agencies, and Business Opportunity advertisin
display space. Agency commission only on display space. No charge

rate.—Stations for Sale, Wanted to
require

or blind

?6’6’32“ r'r;lios: c/o BROADCASTING, 1735 DeSales St., N.W., Washington, D.C.

RADIO

Sales continued

Announcers continued

Help Wanted Management

Georgia—medium market’s only good music station
has golden opportunity for experienced self-starter

Accountant for broadcast communications group.
Newly created job in new corporate financial de-
partment to centralize and standardize accounting
procedures of broadcast subsidiaries. Get in on the
round floor of this new corporate staff. Should
ave 1-2 years experience in the field of broadcast
accounting or related business. Some travel for
auditing of our subsidiary locations. Prefer degree.
Must have ability to communicale in both verbal
and written form with chief financial officers and
managers of subsidiaries. Excellent opportunity for
personal and professlonal growth in new job and
department with long established and successful
Chicago-based print and broadcast media group.
Salary commensurate with background. Send com-
plete resume with salary requirements in confidence

to: Box E.127, BROADCASTING.

Station manager. East. Heavy on sales but with
working knowledge of programing, engineering and
FCC rules. Must have good track record. Excellent
op#:orluni'y for right person. E.O.E. Send resume,
references and current picture. Box E-137, BROAD-
CASTING.

“Own a piece of the rock’’=growing northeast sub-
urban chain will give ownership without investment
to person selected as manager. Desire person who
will devote his time to selling. Box E.156, BROAD-
CASTING.

who can take direction. Salary =+ commission = in-
surance. Protected account list. Must travel for in-
ferview at own expense. Present happy staff is all
pro. Send resume, references to WCRY, P.O. Box
900, Macon, Georgia 31202.

Ann Arbor, Michigan—WNRS/WNRZ FM nesds two

experienced salesmen. Excellent market—exciting
university area—progressive, contemporary format.
Make money with us! Phone or write; P.O. Box 5,

Ann Arbor, Michigan 48107.

Management sales manager wanted. Must be a
leader, a salesman and have sales creativity. Part
of a seven station chain. For the best man there's
no limit to gross plus stock options. Call collect
815—-968.5821, ask for the manager.

Announcers
Professional needed for morning drive shift on
southeast gulf coast full time modern country

station. Must have happy mature approach. Strong
production necessary. Send tape and resume lo
program director., Box D-185, BEOADCASTING.

Firse phone . . . growing Florida group . . . needs
seasoned relaxed, easy-going pro for AM or PM
drive ... must create mature audience sound...
top pay, benefits, combo chief/announcer preferable

If you have a track record in management and
saies you are worth more as a consultant. Small
investment required. Audet Associstes, Box E-198,
BROADCASTING.

Small market manager. Prefer man, biti part

-] living area ... tape, resume, snap-shot,
Box E-1, BROADCASTING.

S.C. coastal daytimer is accepting spplications for
announcers. Rush tape and resume immediately to

Box E-132, BROADCASTING.

or full ownership. Southwestern New Mexico. Call
evenings 505-53{2324.

Sales

Join our sales staff. We're enthusiastic, ambitious,
and successful, Requires successful track record or
will consider training experienced anncuncer who
wants to move up fo sales. Midwest city under
40,000. Resume, photo. Box C-11, BROADCASTING.

Join our sales staff. We're enthuslastic and success-
ful. Requires successful frack record. Midwest city
under 100,000, Please send resume and photo and
state salary. Equal opportunity employer, Box E-121,
BROADCASTING.

Towers. Need addition to our sales force, Persons
interested should have experience in tower sales,
AM/FM TV and microwave. Send resume to Box
E-128, BROADCASTING.

Salesman for single market station in diversified
Carolina resort area. Excellent opportunity In es-
tablished station, sound policies, prestige operation.
Salary, commission, benefits. Replies confidential.
Box E-133, BROADCASTING.

Salesman. Up to $15000 to start. Reasonable po-
tential $25, first year for go-getter. Large market
—east. Primary market does estimated $12,000,000
local radio sales. Protectad account list sll qualified
local radio advertisers who can afford station rates
and who have good paying record. Should be ex-
perienced, harg-working, self-starter,  tenacious,
smart, imaginative and willing to take direction.
E.O.E. Send documental resume and references and
current picture. Box E-138, BROADCASTING.

Exrnricnnd snnouncers for Carolina fulltimer in
college community. Prefer men with first ticket in-
teresied in extra duty in copy, production, ssles,
etc. Variety format. Box E-134, BROADCASTING.

Pennsylvania small market with MOR & country for-
mat needs experienced announcer with first class
ticket. Send tape and resume to Box E-173, BROAD-
CASTING.

One of America’s great contemporary radio stations
—WERK—is looking for a first phone, experienced
D.J. production man. Send resume, air check and
picture to: Bill Shirk, P.O. Box 2465, Muncie,
Indiana 47302,

WNVY, Pensacola, Florida is looking for a strong
annouvncer. 24 hour modern country with contem-
porary announcer approach. Send tape, resume and
szalar sroequiremenu 10 Mike Wingfield, Box 8098,
ip 5.

Technical

Small but dynamic Eastern chain needs experienced
first ticket. Could lead to assistant chief. Send: re-
wrae and requirements to Box E-106, BROADCAST-
ING.

Southern California MOR station seeks strong engi-
neer/announcer. Responsibilities include full engi-
neering maintenance 4nd daily four hour board
shift. Great opportunity but muyst have talent in
both areas. Box E-213, BROADCASTING.

News and technical help wantedl Are you an en-
gineer who can properly maintain equipment on
TKW AM but would like to do something more?
Then we have the job for you. It's a combo news
director and engineer for a8 medium market in Wast
Texas. It will be lots of work, but cffers excellent
potential for the right person. Box E-217, BROAD-
CASTING.

Experienced
rimer in
io.

technician to chief automated day-
suburban Columbus. WDLR, Delaware,

Assistant Chief for WEAM, Arlington, Va., EOE.
nd resume and references to manager, WEAM,
Box 589, Arlington, Va. No phone calls please.

Chief enginesr—with excellent technical qualifica-
tions and creative ability for maintenance and
overall operation of AM directional. Send resume
and salary requirements to P.O. Box 2069, Livonia,
Michigan 48151,

Small market station in Indians looking for mature
experienced play-by-play and sports reporter/an-
nouncer. Opportunity {or rapid advancement if
qualified. Send tape and resume Box E-178, BROAD-
CASTING.

Immediate opening for versatile, experienced AM-
TV announcer for MOR formaf. TV work also in.
volved. Send pix, full resume, salary requirements
and audition tape to Box E-193, BROADCASTING.

East coast contemporary station . . . looking for
announcers and an announcer/ﬁmncrho_ne, who is
proficient in both areas. Tape & resume must
accompany first reply. Box E-211, BROADCASTING.

One of the nation's top 10 modern country stations
located in the southeast is inviting professional
broadcasters to apply now so that future staff open-
ings may be filled in a manner 1o insure continvity
of sound and continued growth. Qur prime facility
and phenomenal success story are the talk of the
trade . . . our pay scale is competitive. Qur new
plant leaves nofﬁing to be desired. lf you agpre-
ciate a businesslike atmosphere and your ack-
ground stands up under scretiny, send resume with
references and audition tape now [first ticket may
be helpful) . . . Box E-223, BROADCASTING.

A new Canadian radio station in large market seeks
a mature sales manager-account executive, for a four
month contract. Forty per cent . . . yes . , . forty
per cent commission for the man who qualifies. Tre-
mendous potential for an honest, aggressive accoynt
executive. Send complete resume today to: Box
E-174, BROADCASTING.

A sales manager who can become general manager
or station manager. Strong on sales fo run a new
50,000 watt stereo FM, C/W format. Can invest in
good future. Send full resume, salary requirements,
and when available to Box E-203, BROADCASTING.

Sales—midwest single station medium markef. Active
account list, commission, bonus, company paid in-
surance. If you would like to associate with a solid,
stable, small group operation we would like to
hear from you. Box E-210, BROADCASTING.

Immediate opening for experienced announcer.
MOR station looking for responsible person. Single
station market in town of 23,000 with junior col-
lege. Send tape and resyme to George Wilburn,
KWHW, Altus, Oklahoma 73521,

Midwest major market good music station qeeds
announcer—good voice—at least 3 years experience
with working kmowledge production techniques.
Send tape and resume to Frank Proctor, P.D., WATI,
Indianapolis.

Mature DI who understands bright MOR operation.
Quality personality station in important Florida
market. All details first letter with tape and resume.
Bill Taylor, Prog. Dir.,, WDBO Radio, P.O. Box 21,
Orlando, Florida . . . exciting, growing home of
Walt Disney Worlid.

Programing, Production, Others

Single station midwest market AM-FM with growth
ideas needs to match. Play-by-play essential.
Send references, resume and tape. Box E-179,
BROADCASTING.

Take-charge operations man with ability to create
outstanding commercials. Join our hlghlg charged
staff, teading in medium market. Box E-195, BROAD-
CASTING.

Need a leaderl An individual who can make us
better. A program director who will report only
to the general manager. Salary open. Contact Ken
Patch, WGAW, Gardner, Mass. 632-1340.

Situations Wanted Management

Succassful general/or sales manager—20 years ex-
perience. Under 40. Major market. Heavy sales. 9
years with rresem station. $30M range. Box E-117,
BROADCASTING.

If you want a dynamic sales oriented general man-
ager who possesses the 4 I's intelligence, initiative,
imagination, integrity who knows FCC rules and
regs. Knows renewals and has a proven record with
excellent references then you want me. | am a
family man, & college grad‘{ with a background in
accounting and law who has chosen broadcasting as
8 career, | have a complete knowledge of pro-
graming and promotions and what it takes to make
8 station & winner. | am involved in civic and
charitable affairs as | know that what you put into
a community you will take out of the community.
I1f this ad interests you, write to the box listed be-
low but before you do this is what | expect. A
min. salary of $25,000 per yr. An opportunity for
ownership with 8 management contract. | am wili-
ing to travel for an interview on a shared expense
so that we can meet eyeball to eyeball. | have
always maintained as a general mgr. that it takes
people to make a station. | am people. Box E-172,
BROADCASTING.
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Management continued

Announcers continued

Technical continued

Exciting challenge buys this gen. mgr.! Driven to
profits by small capable staff; Ihis executive medel
includes sports play-by-play, top personality morn-
ing show, programing, production, promotion and
an ability to create and motivate. Take this exec-
utive before your fiscal year and your headache is
gone! Box E-176, BROADCASTING.

I'm having trouble reaching a station owner who
wants his to be the top station in his market . . .
instead of ‘‘that other station”; meybe you can
help me. Southern major markets. Box E-225,
BROADCASTING.

Presently general manager. Young, energetic, hard-
working. Experienced all phases radio and
Community minded family man. Staticn soid. Can
bring your operation increased image, audience
and profits. Box E-229, BROADCASTING.

General manager—radio-TV. A dozen vears to mold
this total broadcaster proven track record with
strong emphasis on sales. G.M. and G.S.M. back-
ground. Builder and developer of facilities and
men. | ¢an do the jobs as well as administrate
them. Indusiry's best references are part of my
Ist class prerequisites. Major markets only with
executive income and equity potential a must for
this mid-thirties professional. Box E-241, BROAD-
CASTING.

Knowledgeable young sportscaster with two years
play-by-play experience in major college football,
basketball and baseball. Desire position with play-
by-play opportunities. Box E-199, BROADCASTING.

First phone, five years experience, but | never stop
learning. Love lots of production. Prefer CAW or
creative contemporary. Box E-200, BROADCASTING.

Versatile, young jock; year experience, 3rd ticket,
college degree, ready-to-work hard for you. Box
E-208, BROADCASTING.

Experienced. Tight board. Actor with full knowl-
edge of all types of music. Mellifluous voice. Ex-
cellent diction. Creative & versatile. Very depend-
able. Third endorsed. Box E-214, BROADCASTING.

Experienced DJ-newscaster, tight board, 3rd en-
dorsed, creative, versatile, aggressive sales. Box
E-215, BROADCASTING.

Matere housewife-type MOR announcer seeks op-
portunity with promotion minded station in the
Washington, D.C. area. First ticket. Ratings top.
Excellent play-by-play. Ten year pro. Will consider
other locations. Box E-222, BROADCASTING.

Experienced top 40 jock, 1st phone, college gradu-
ate in TV-R, currently in mnfur market, creative pro-
duction, knows music, excellent employment record,
draft exempt, Box E-224, BROADCASTING.

Management exec. Sales or G.M. Winner who lost
in first equity attempt with industry understanding,
move fast for a rare piece of talent with real
pedigree. Box E-246, BROADCASTING.

Young English, two years experience, heavy voice,
good production N.Y.C. school grad, any location,
any format. Tapes, resume, etc. Box E-228, BROAD-
CASTING.

Management execs. G.M. or G.S.M. Confidential
consultant may have your man. No fee. No risk of
exposure. All details st letter. Box E-247, BROAD-
CASTING.

Operations manager with first, Familiar all phases
radio. long houvrs and hard work no obstacle.
Prefer small or medium market. Incidentally, |I'm
female. Box E-253, BROADCASTING.

Sales

Experienced crestive advertising salesman. Success-
ful. Self-starter. Prefer small to medium market in
south/southeast. Available June 1 or July 1. Box
E-96, BROADCASTING.

Sales Power. Administration < direction. Clean pro,
ood name, top references. Mid-thirties. G.M. &
.S5.M. & rep background radio & TV. Looking to

handle group. Box E-245, BRCADCASTING.

Ambitious, 26, available now. Ray Lindsay, 614 N.
Main St., Clyde, Ohio 43410 (419) 546-4401.

Announcers

Experienced beginner. Twenty-one, mature, undraft-
able. Announcing, news, production. Box D-63,
BROADCASTING.

First phone rock jock—strong copywriting, produc-
tion—experienced program director=%200 minimum.

Box D-213, BROADCASTING.

DJ, tight board, good news,
phone. Box E-3, BROADCASTING.

commercials, 3rd

First Phone experienced looking for heavy rocker
or soul station. Box E-236, BROADCASTING.

Chief engineer; 5 kw-DA and FM.stereo; on East
coast. Mature, experienced, all phases. Box E-183,
BROOADCASTING.

Mature, 43. First phone since 1948. AM—FM—TV—
microwave. To 50 KW. Air or water coocled. In-
stallation operation _and maintenance. Experienced
and still learning. Desire to relocate Dallas, Texas
area. Resume available. Box E-227, BROADCAST-
ING, or 304-874-3922 after 6:00 P.M.

Experiencod chief engineer-announcer
Box E-231, BROADCASTING.

Experienced chief looking for salt mine. AM/FM,
installation, moving, maintenance; no bad habits.
Write Box E-235, BROADCASTING.

available.

Experienced B.S.E.E., first phone. desires engineer-
ing director and/or management position with
group operation. Experience includes: chief engi-
neer, programing, general management, broadcast
RF & auvtomation systems design, and consulting.
Young, ambitious, responsible. Excellent references.

Box E-24%, BROADCASTING.

Chief engineer Texas with years of commercial, US

overnment—VOA engineering experience Bsvbilable
or construction, installation new station or chief
engineer position in Texas-Southwest. Box E-250,
BROADCASTING.

First phone engineer. Can do some air work, but
prefer engineering. Want permanent position. 26
yrs., merried. Biill Coleman, Box 2752, Raleigh,
N.C. 27602,

News

1st phone announcer; pro-trained; professional
music background; tight board; dependable; sin-
cere. Box E-239, BROADCASTING.

First phone, experienced, high ratings, married, 27.
Looking for stable MOR station or opportunities in

TV. Box E-240, BROADCASTING.

Two degrees plus broadcasting school, 3rd phone
needs first break. Want to relocate but will stay in
Seattle for right job. Enjoy rock, writing and per-
sonal appearances, could be the most creative per-
son you've talked to. Reply Box E-252, BROAD-
CASTING or call Gary 206-365-2372,

First phone. Nine months experience on board, pro-
duction, sales, Play-by-play at its best. Draft ex-
empt. Dean McMann, 231 N. Alarcon, Prescott,
Ariz. 86301,

D.J. announcer looking for MOR or country slot in
medium sized market. Fully experienced. Draft free.
Salary negotiable. Jack Dey, 14504 Jamaica Ave.,
Jamaica, N.Y. 11435,

Hi, "m 20 but sound 30, had 3 years college, some
experience, clean-cut, good voice and delivery,
tight board, 3rd endorsed, am looking for my first
full-time position, will go anywhere, tape on re-
quest: Fred Mi 1, 5337 Remi , San Diego,
Calif. 92115,

Modern country! Experienced professionall Person-
ality of format show. Dick Holiday. (715) 834-5592.

Announcer |st ticket, 7 years experience rock and
fop 40. $150 per week, 703-640-6214.

Country personality. Strong on production, imagi-
nation. Ten years experience. College, Vet, Twenty
saven. Single. Third phone. Box E-11, BROAD-
CASTING.

Here's the (first) ticket; personality, polish, pro-
duction for your permanent position. Tight, mature,
draft-exempt, B.A., soon married. Phone ({215) EV
2-9416. Saravy secondary to challenging market.

Let me replace two of your newsmen . . . experi-
enced, authoritative, tireless. | love long hours,
actualities, story digging. Available NYC vicinity
June 28. Box E-12, BRCADCASTING.

Available June 1st . . . top-notch newsman with
heavy experience. College degree, draft exempt,
dadicated. Box E-17, BROADCASTING.

Copywriter, resume and samples on request. 203—
6586196 or Box E-57, BROADCASTING.

3 years experience in top 30 radio market. B.S.
broadcasting, 3rd endorsed, great references, draft
exempt. Will relocate for responsible news position
in television or radio. Box E-111, BROADCASTING.

F.C.C. first . . . college graduate. Creative versatile
pro seeking slot with contemporary ‘‘going con-
cern’’. Heavy news, sports and talk format . . .
some T.V. Box E-201, BROADCASTING. .

Excellent. Young, but years of experience, includ-
ing work for major station in top 5 market, Plus
masters in journalism from best school this June.
Availsble then, let’s talk now. Box E-206, BRCAD-
CASTING.

Newsman, Black with first, college. Currently em-
ployed. Coml sales, news experience. Anywhere,

bo,
Box E-230, BROADCASTING.

Young man seeking newscasting position, very am-
bitious, will relocate, voice tape available. Tele-
phone 212-833-35616.

Experienced newsman and sports play-by-play an-
nouncer with added ability to run board shift
available to the right station in/or near Chio. Write
. . . Mark Rodenfels, 159 South Westmoor Avenue,
Columbus, Ohio 43204 . . . or call (614) 279-3479.

Do you believe in personslity radio? If you do,
we should get together. Drop-ins, witty comments,
and warm personality proven successful. Currently
number one in market despite competing against
two of the top 14 major market behemoths. First
phone too. Box E-21, BROADCASTING.

Versatile announcer, 112 years experience, third en-
dorsed. Full time only, dependsble. Box E-10%,
BROADCASTING.

Michigan . . . surrounding area, dj, copy, produc-
tion, experienced, 1-313-881-9348 or Box E-149,
BROADCASTING.

Competent radio/TV announcer wishes to relocate.
Personable, good voice, good worker. Box E-182,
BROADCASTING.

Soul announcer—salesman, experienced; looking for
soul, jazz or contemporary station. Box E-184,
BRCADCASTING.

Female DJ experienced, 3rd, soul, iazz or MOR.
Box E-185, BROADCASTING.

First class progressive describes the class of my
license and the caliber of my show. | know the
music, the medium, and the audience. Will go any
place any time. Box E-187, BROADCASTING.

Talented first phone rock jock. Good production,
copywriting. Box E-191, BROADCASTING.

Pro modern country personality—5 yrs. maj./med.
markets—first—B.S. degree—31. Seeking pro major
market station (all aspects)—anywhere!ll Other for-
mats considered. Interview. Carl 1-313-728-8280.

Doss your station have 8 communicstion gap with
your listeners? Young, experienced radio announcer
looking for college town radic station willing to
change with the times. First phone; control board,
news and copy writing experience. Prefer rock, but
try me. Dennis Meehan, 22412 Main St., Cedar Falls,
la.,, 50613. Phone: 319-266-7281.

Announcer, third ticket, 12 years experience in
small market top 40. Married, Northeast and top 40
preferred. Bob Duell, Putney Road, Brattleboro, Vt.

Talk host, combo D.J., P.D., news director, produc-
tion; acting; 10 years P.R.; B.S. speech, first ticket.
(d14) 873-0145.

Technical

First class, maintenance, announcing, production,
Te\gn years experience. Box E-180, BROADCAST-
NG.

Chiof engineer, presently employed. wants change.
20 vears experience in remote AM directionals, %M
stereo-SCA and television. Age 39, Box E-181,
BROADCASTING.

Programing, Production, Others

College grad., career open, 4 year's R-TV & news-

paper, veteran, family, reliable, 27. Box E-126,
BROADCASTING.

Top 70's female personality. Perceptive, aggres-
sive, inquisitive, crestive and humorous. Experi-

enced in production interviews, children’s and call-
in shows, promotion, news. Single, B.S. degree,
pretty! Call 414-766-2136. Write Box E-177, BROAD-
CASTING.

Manager/engineer. Sixteen years in management,
seles, production, programing, news, all formats.
Resume tells it all. Box E-186, BROADCASTING.

Prodvction man used to say, “Take care of your
viewers, and all else will follow.” | believe he was
right. Box E-196, BROADCASTING.

Carolina area. Number-two-man, assistant chief,
various duties, or any specialty considered. Early
thirties, 803-332-4377. Box E-226, BROADCASTING.

P.D.—experienced, dedicated, ambitious,
creative_and damned good. $200 4, Box
BROADCASTING.

lovyal,
E-248,

Good production engineer desires job in southern
Calif. Well rounded major market experience. Crea-
tive. Call now 714-4656077.
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TELEVISION

News

Programing, Production, Others

Help Wanted Management

Midwestern market has immediate opening for sgen-
eral manager strong in programing and sales. Send
qualifications to Box E-15, BROADCASTING.

$30,000.00 to start. Top 3 market TV needs sales
manager. Superior opportunity. Rush information to
Box E-68, BROADCASTING.

TV sration. Television station in Chicago looking
for local or retail sales manager. Write Box E-09,
BROADCASTING.

WJAX Radio station manager for 5,000 weatt full
time NBC affiliated station, College degree and
minimum of four years on the administrative level.
Must be able to sell. Salary range $13,000-$18,000.
Apply Mr. Lex Hester—City Hall—14th Floor—Chief
Administrative Officer, Jacksonville, Florida. Re-
sumes only.

Development director. Desire experienced person fo
or%aniza development program for educational/
public television station. Write R. Crawford, WSKG.
TV, Box 954, Binghamton, New York 13902,

Sales

Aggressive, experienced account executive who is
a real go-getter, Strong account list with excellent
potential earnings an growth. Outstanding com-
pany benefits with the most progressive television
station In the scutheast. An equal opportunity em-
ployer, Send resume to Box E.-242, BROADCASTING.

Salesman-TV—Carolina’s only independent TV sta-
tion needs a young, aggressive, experienced radio
or TV salesman. Prefers salesman within 300 miles
of Cherlotte. Write: General Manager, WRET-TV,
P.O. Box 12665, Charlotte, North Carolina 28205,

Announcers

Versatile TV announcer to deliver week-end sports
and weather shows with a dailK booth shift. Top
VHF 25 market in northeast. Right money for right
man. Send reply to Box E-175, BROADCASTING.

Technical

Experienced only — Studio  maintenance/operating
technicians. East coast; major market. Send resume

to Box E-92, BROADCASTING.

Experienced hard working chief who can mantain
new UHF TTU 30 and rest of equipment econom-
ically in a competitive metropolitan market. Box

Y
E-189, BROADCASTING.

CBS TV 100th market, official FCC list prime time
homes. Excellent opportunity for right man. Living
conditions excellent. Send resume & tape 1o Bill
Morgan, KNOE TV, Monroe, La. 7120t. Equal op-
portunity employer.

70 college grad in television, 23, single, draft ex-
empt, will relocate, some commercial and educa-
tional experience looking for production job. Box
E-188, BROADCASTING.

T ITV station on shaky legs. Directors un-

Programing, Production, Others

Cinematographer—director for active community
PTV station in Nashville, Tennessee. Must have ex-
perience in shooting and editing 16mm color film
in both single and double system. Some back-
round in TV production helpful. Degree required.
nd resume and salary requirements to Richard
Castle, Production Manager, WDCN-TV, Box 12555,
Nashville, Tennessee 37212,

Television

Situations Wanted

Management

employment prospects foreseeable. Can’t stand the
thought of communal living. Help me earn my
keep. Have associate degree and five years experi-
ence. If it’s creativity and ambition you want, con-
tact Bob Zimmerman, Box E-218, BROADCASTING.

Wish to relocate to better utilize eighteen years
experience as [TV producer.director and film di-
rector. Box E-219, BROADCASTING.

Radio salesman, 26, single, seeks trainee position
in creative television programing/production. Box
E-221, BROADCASTING.

College grad plus . . . 3 years as student director
and T.D. 1 year commercial radio experience. |'m
looking for a station ] can grow with. 23, single,
draft exempt, and a hard worker. Would prefer
southwest, but won’t refuse a good offer. Box E-232,
BROADCASTING.

Profits are the result of efficient management—not
simpl}/ gross sales, 1f you are looking for bottom
line figures from a proven leader experienced in
all areas of station management—not just sales—let
me put my 16 years in broadcasting to work for
vou. Experience includes putting 2 TV stations on
the air in major markets within the last 4 years.
| don't come cheap, but then again, neither does
your station’s future. Reply Box E-244, BROAD-
CASTING.

Announcers

Talk show host—young, innovative, versatile. Masters
in broadcasting. If you're not afraid of new ideas,
let's get together. Write . . . Box E-164, BROAD-
CASTING.

Children’s show producer-host. Degree. 4-A, family
man. Creative approach with emphasis on worth-
while antertainment. Box E-204, BROADCASTING,

On camera personality—experienced In  news,
weather and sports. Major market background. Bex
E-234, BROADCASTING.

Versatile major market announcer. Capable anchor-
man, weatherman, MC, commercial announcer. Con-
sider all inquiries. Box E-243, BROADCASTING.

Technical

Engineer, BSEE, PE, 15 years experience in all
phases of communications. Present background in
CAT\! systems, headends, and microwave with

Woell organized maintenance conscious engineer for
Rocky Mountain  station. Administrative, writing,
air abilities all appreciated. Not a job, An oppor-
tunity. Box E-197, BROADCASTING,

Chisf engineer for "‘showcase’" cable-television sys-
tem midwest. Need know color cameras, video-
tapes, cable, etc. Considerable local programing,
including remotes, Complete charge technical side.
Immediate employment. S$tarting construction, in-
cluding studios. Everything first-class, brand new.
Send resume, qualifications,
Box E-212, BROADCASTING,

First class engineer capable of maintenance, trouble
shooting and complete repair on UHF transmitter,
microwave systems and/or color studio equipment.
Call 304-485-4588 or write C. Hunter, Chiet Engi-
neer, WTAP-TV, Parkersburg, W. Va. Include refer-
ences, experience, salary requirements.

salary requirements,

on operations, maintenance,

equipment
eveluation &nd technical direction. Desire r ibl

7 ity, syndicated director/asst. production
smanager. Experienced, energetic. Help. 615-832-
892.

Wanted To Buy Equipment

We need used 250, 500, 1 kw & 10 kw AM and
FM transmitters. No iun‘t. Guarantee Radio Supply
Corp., 1314 lturbide St., Laredo, Texas 78040.

Wanted—used 2 inch quad videotape mechanical
Tal(i;:er in good condition. Box E-22, BROADCAST-

For Sale Equipment

Heliax-styroflex. Lar?u stocks-bargain prices-tested
and certifled. Write for price and stock lists. Sierra
Woastern Electric, Box 23872, Oakland, Calif. 94623,
Phone {415) 832-3527,

HJ7-50 Andrews Heliax 13* air coaxial transmis-
sion cable jacketed 6,000 feat available 50% of
factory price can ba cut to order at tremendovs
savings. For FM broadcast communications micro-
wave radar. Action Electric Sales, 1633 N. Milwav-
kee Ave., Chicago 312-235-2830,

Houston Fearless supér lab processor. 1émm, 1200
foot capacity, maximum speed 100 feet per minute,
complete in good condition with manuals. New
cost over $13,000.00 sacrifice for quick sale $2,995.00
F.O.B. Miami, Florida. Stava Krams, 254 Giralds
Avenve, Coral Gables, Fla.

For sale—Two (2} GE PE-250 color cameras with
CBS 527 image enhancers and good plumbicons,
The cameras can be seen in operation before pur-
chasing. Call D. L. Balcom, WWJ.TV, (313) 222-2182.

engineeting position in CATV or related field. Box
E-5, BROADCASTING.

Experienced maintenance engineer desires refoca-
tio?; West. Send defails to Box E-7B, BROADCAST-
ING.

First phone, 27 vyears experience, transmitter or
maintenance. Box E-140, BROADCASTING.

Chief enginear seeking new challenge. Experienced
in administration, personnel, maintenance. Cost con-
mg\:s. Prefer midwest., Box E-190, BROADCAST-

Experienced—directional AM, FM, doing FM and TV
audio work, would like more video. Prefer north
Arkansas, south Missouri. Other offers considered.
Box E-237.

Amherst Cablevision, the largest CATV operator in
Western New York, has several openings in all
categories — chief technician — installers — television
studio lechnicians—200 mile system. All replies held
in strict confidence, should be sent to the attention
of Mr. Charles C, Monde, Amherst Cablevision, 602
lGr;;gr Cleveland Highway, Amherst, New York
4 .

News

Award-winning reporter (Los Angeles Press Club,
American Political Scjence Association) , . . 32, MJ,
w/news director-anchorman-production exp,, seeks
TV.news, field-reporting challenge. Single, will re-
locate. Box D-227, BROXDCASTlNG.

TelePrompTer Corporation is selecting personnel for
the following positions in both operating CATV
systems and new systems beginning construction:
Chief technician: Minimum of 7 years direct experi-
ence in CATV system tesi, maintenance, operation,
layout, head-end work, customer service, manage-
ment of personnel and vehiclas, and construction
practices. Radio-telephone license but not recessary.
Construction manager: Minimum of 5 years experi-
ence in CATV system construction, customer service
installations, plant rearrangements, strand mapping,
pole line engineering, to supervise contractors dur-
ing new plant construction, provide liaison with
engineering, coordinating flow of materials, etc.
Maintenance technician: Minimum of 4 years direct
exparience in CATV system tast, maintenance, op-
eration, head-end work, customer service and serv-
ice installation, Join TelePrompTer, the largest and
most active CATV operator for the best coportuni-
ties! Send resume to Roger Wilson, TelePrompTer
Corporation, 50 West 44th Street, New York, New
York 10036,

CATV. Excellent, young, experi¢enced newsman
wants in. Box E-207, BROADCASTING.

Wired City. See it coming? Young broadcast pro
getting journalism masters from prestige school
seeks cable firm. Will develop best in news and
information programing. Want role on manage-
ment team. Box E-209, BROADCASTING.

Woatherman—top . rated in major market. Good de-
livary, excellent on camera appearance, pleasant
personality. Box E-233, BROADCASTING.

Avsilable June Ist—graduating with masters in
journalism, “A’" average, Sigma Delta Chi an
Headliner awards. Coincident with education | have
gldined seven years experience in television. Pres-
ently employed as operations manager plus air work
in wx, sports, and news. Age 24, family, no mili-
tary obligation, political independent, good ap-
pearance. Richard C. Payne, Post Office Box 3837,
University, Alabama 35401,
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Mint Condition, only 500 total hours. Norelco PC-
70 color camera with Angenieux Servo controlled
zoom lens, external eéncoder, 100°, TV-33 camera
cable $29,500.00. Box E-10, BROADCASTING.

2 TK41C color cameras complets (1} 10:1
lens (1} 6:1 Zoomar lens. Soli
encoders, pedestals, i quipment plete
ready to operate, $12,000.00 each or best offer.
Fred Wuenschel, C.E., KGGM-TV, Albuquerque, New
Mexico, 505-243-2285.

R.T.H.
state preamps, Cohu
v i

For sale: The Dallas/Fort Worth Regional Airport
Board offers for sale the following equipment: RCA
BTA.50F1 50 K AM transmitter. Complete with
control console, audio input, monitoring equipment,
output and transmission line hming equipment. Very
complete stock of spare parts and tubes (excluding
5671°s) for BTA-50F1. Present operating frequency
820 kHz. RCA BTA.5F 5KW AM transmitter. Com-
plete with control console, audio input, monitoring
equipment, output and transmission line tuning
eclt;:pmem. Very complete stock of spare ?am and
tubas for BTA-5F. Present operating frequency
570kHz. 50000 19" rigid transmission line, 18,000
34" copper sampling loop transmission line. Both
transmitters have been used by stations WFAA/
WBAP in the Dallas/Fort Worth region. The stations
are being relocated due to construction work at the
new Regional Airport and have caused this equip-
ment to be regraded as surplus. Inquiries regarding
this eauvipment or visits to the site to examine the
transmitters may be obtained from the Regional Air-
port Board and should be directed to Mr. William
H. Lleder. Proposals will be received by letter
through the 20th day of July 1971, The board will
then select the highest proposal and notify all
bidders. The proposal should include provisions for
the bidders disconnecting the equipment and re-
moval from the premises within 60 days after not
cation that the equipment is available. It is antici-
oated that the equioment wiil be available on or
before Julv 20, 1971. Proposals should be ac-
companied by a certified cashier’s check in 25% of
the amount of the bid. Until a proposal is accepted.
the board reserves the right to reject any or all
oroposals, to waive tachnicalities or to advertise
for new procosals. Dallas/Fort Worth Regional Aijr-

port Board, Deouvty Executive Director, Engineering,
&30 Avenue H East Suite 107, Arlington, Texas
76011
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FOR SALE Equipment

Instructions continued

Instructions continued

continued
IGM automation. 2 Scuily reel 1o reel playbacks, 1
carousel, 3 carrridge, time announcer, network
switcher, and complete control system. $12,500.

Buyer to handle transportation. Contact Jim Thomp-
son, WGIL, 60 S, Kellogg, Galesburg, Illinois 61401,

One stop for all your professional audio require-
ments, ttom line oriented. F.T.C. Brewer, Box
BO57, Pensacola, Florida 32505.

Ampex model 600/601 users—noise, heas, and flur-
ter reduction kits available from VIF International,
Box 1555, Min. View, Calif. 94040. 408—739.9740.

ELKINS in Colorado, 420 South 8roadway, Denver,
Colorado 80209. Phone 303-744-7311

ELKINS in Florida, 1920 Purdy Avenue,
Beach, Florida 33139. Phone 305.532-0422

Miami

ELKINS*** in Georgia, 51 Tenth Street at Spring,
N.W., Atlanta, Georgia 30309. Phone 404-872.8844

ELKINS®** in Illinois, 3443 N. Central Avenue,
Chicage. llinois 40634. Phone 312-286.0210
ELKINS®** in Llovisiana, 333 S1. Charles Avenue,

News Orleans, Lovisiana 70130. Phone 504-581-4747

ELKINS®®* in Minnesota, 4119 East Lake Sireet,
Minneapolis, Minnesota 55406. Phone 612-721-1687

MISCELLANEOUS

ELKINS in Missouri, 4655 Hampton Avenue, St.
Louis, Missouri 63109. Phone 314-752-4441.

Don’t take 1ime off to prepare for your F.C.C. li-
cense. Llearn by correspondence, at home. Get com-
plete preparation (not just practice tests) and our
money-back warranty. G.I. Bill approved. Free cata-
log. Parhfinder Division of Grantham Schools, 1509
N. Western, Hollywood, California 90027,

Need a Ist phone fast? Then the Don Martin School
intensive Theory Course (five weeks) js the one you
need (approved for Veterans) (Bank financing avail-
able). Learn from the finest Instructional Staff in the
country. Utilizing animated films in addition to
other visual aids you are assured of obtaining your
1st phone as weﬁ as gaining a good basic back-
ground in communications electronics. Qur proven
record of success is surpassed by no one. Why take
chances on second best or Q&A courses? Our In-
tensive Theory Course begins June 21. For additional

Deeojays! 11,000 classified gag lines. $10.00. Un-
conditionally guaranteed. Comedy catalog free.
Edmund Orrin, Mariposa, Calif. 95338.

1971 tests-answers” for FCC first class license.
Plus Command’s “’Self-Study Ability Test.”” Proven!
$9.95. Command Productions, Box 26348, San
Francisco 94126,

Wow| 25 pages best one liners only $3.00!1 Shad's
House of Humor, 3744 Applegaie Ave., Cincinnati,
Ohio 45211,

Command Comedy . . . The “best’’ deejay comedy
collection available anywherel You must agree —
or your money back! Volume 1-$7.50. Command,
Box 26348, San Francisco 94126.

Prizes! Prizes! Prizes] National brands for promo-
tions, contests, programing. No barter, or trade
. . . better] For fantastic deal, write or phone:
Television & Radio Features, Inc., 166 E. Superior
g'., Chicago, lllinois 60611, call collect 312—944-
7/

Call letter items—Jewelry, mike plates, banners,
decals, bumper sirips, magnetic signs, audience
builders, spot sales incentives, promotions. Write

Radio-TV Publicizers, Box 534, S5cortsboro, Ala,
35768.

.

“Orben Comedy letter’” and "“Current Comedy.
Weekly professional topical laugh services for dee-
jays. Sample $2.00. Comedy Center, 1529 East 19th,
Brooklyn, 11230,

Wanted to Buy—Big Band Era recordings and related
artists—78's, 45°s and albums—all must be playable—
call {412) B21-4100.

ELKINS in Ohio, 11750 Chesterdale Road, Cincin-
nati, Ohio 45246, Phone 513-771-8580

ELKINS in Oklashoma, 501 N.E. 27th $t., Oklshoma
City, Okishoma 73105. Phone 405-524-1970

ELKINS® in Tennassee, 1362 Union Ave., Memphis,
Tennessee 38104, Phone 901-274.7120

ELKINS® in Tennessee, 2106.-A 81h Avenue, Souih,
Nashville, Tennessee 37204, Phone 615-297-8084

ELKINS in Texas, 1705 West 7th Sireet, Forr Worth,
Texas 76101, Phone B17-335-6569

ELKINS** in Texas, 3518 Travis,
77002, Phone 713-526.7637

ELKINS in Texas, 503 South Main,
Texas 78204, Phone 512-223-1848

ELKINS* in Texas, 6801 Viscount
Texas 79925. Phone 915—778-9831.

ELKINS in Washington, 404 Dexter, Seattle, Wash-
ington 98109. Phone 206.622.2921

ELKINS in Wisconsin, 611 N_. Mayfair Road, Mil-
wablkee, Wisconsin 53226. Phone 414-352.9445

Houston, Texas

San Antonio.

Blvd.,, El Paso,

Announcing Programming, production, newscasl-
ing, sportscasiing, conscle operation, disc jock-
eying and all fhasel of radio broadcasting. All
1aught by highly qualified professional teachers.
One of the nation's few schools offering 1st Class
FCC Licensed Broadcasting in 18 weeks. Approved
for veterans® and accredited member of NATTS®*,
Write or phone the location most convenient to
you. ELKINS in Dallas*** — Atlanta*** — Chi-
cago®** — Houston®' — Memphis* — Minneapolis®
— Nashville* — New Orleans*** — San Francisco®*".

WMFJ, Daytona Beach, Florida wants to buy a
horoscope feature. If your compasny has this fea-
ture, please send audition tape and rate to Dick
Clark, Box 5606, Daytona Beach, Florida.

Computerized FM frequency search. $100.00. Engi-
neering Associates, Inc., Post Office 8ox 510, Ver-
sailles, Kentucky 40383, Telephone: 606-873-8311.

Contemporary Comedy, the only monthly gag serv-
ice that offers fresh topicel gags plus the top hits
of the month and a gag about each title and
artist. $4.00 brin?s hundreds of sample lines and
subscription details, Hureyl Only one per minutel
Con'emrorary, 726 Chestnut Svite "'B*’,
Philadelphia, Pa. 19106,

Interested in Christian format for your siation? We
can help youl Call Dr. Crews, Christian Radic Cen-
sultant, 912-432-6436 or write Box 942, Albany, Ga.
31702

Street.

Fair trial? Equal time? Two of the most crucial
questions in broadcasting, now examined in one
paperback. ldeal for class use. Free & Fair, read-
ings from The Journal of Broadcasting. $3.95. Con-
tact: Journal of Broadcasting Publications, Temple
Univ., Phita., Pa. 19122,

INSTRUCTIONS

Since 1946. Original six week course for FCC 1lst
class. 620 hours of education in all technicat
aspects of broadcast operations. Approved for vet-
erans. Low-cost dormitories at school. 51arting dates
July 7—Oct. é=Jan. 5. Reservations required. Wil-
liam B. Ogden Radio Operaticnal Engineering School,
5075 Warnar Ave., Huntington Beach, Calif. 92647,

1971 Tests-Answers” for FCC first class license.
Plus Command’s “Self-Study Ability Test.” Provenl
$9.95. Command Productions, Box 26348-R, San
Francisco 94126,

Zero to first phone in 5 weeks. R.E.l.’s classes be-
gin May 24, June 28 and Au?usr 2, tvition $295.00.
Rooms $15-%20 per week, call toll free: 1.800-237-
2251 for more information, or write: R.E.l.,, 1336
Main Street, Sarasota, Florida 33577 V.A, approved.

R.E(., 3123 Giltham Road, Kansas City, Missouri
64109. Call Joe Shields (816) 931-5444.

R.E.l., 809 Caroline St., Fredericksburg,
22401. Call Ray Gill (703) 373-1441.

Virginia

Liconsed by New York State, veteran approved for
FCC st Class license and announcer-disc-jockey
training. Contact A.T.S. Announcer Training Studios,
25 West 43 $1., N.Y.C. (212) OX 5-9245.

Attanti

Attention Broadcast Engineers:
Earn a degree in electronics engineerin ile you
remain on your present job. Accredited by Accredit-
ing Commission, NHSC. Course approved under
G.l. bill. Be a real engineer—higher income, prestige,
security. Free brochure. Grantham School of Engi-
neering, 1505 N. Wastern, Hollywood, California
2

Advance nourself.
w

First class FCC License theory and laberatery train-
ing in six weeks. Be prepared . . . let the masters
in the nation’s largest network of 15t class FCC
licensing schools train you. Approved for veterans®
and accredited member National Association of
Trade and Technical Schools**. Write or phone the
location mest convenient to you. ELKINS INSTI.

TE**** in Texas, 2603 Inwood Road, Dallas,
Texas 75235. Phone 214-357.400%.

veterans! First class license in five weeks
with complete theory and RCA-equipped laboratory
training. Approved for veterans. Tuition $333.00.
Housing $16.00 wk. American Institute of Radio,
2622 Old Lebanon Road, Nashville, Tennessee 37214.
615.889-0469.

F.C.C. type exams . . . Guaranteed to prepare you
for F.C.C. 3rd, 2nd and 1st phone exams. 3rd class
$7.00, 2nd class $12.00, 1st class $16.00, Broadcast
endorsement $5.00, complete package $25.00. Due
1o demand, allow 3 weeks for mailing. Research
Company, Box 22141, Tampa, Florida 33622.

F.C.C. first phone in 1 to 8 weeks. Results guar-
anteed. American Academy of Broadcasting, 726
Chesinut  Street, Philadelphia, Pa. 19106. WA 2.

ELKINS*** in California, 160 South Van Ness, San
Francisco, California 94102. Phone 415-626.4757

ELKINS in Connecticut, BOO Silver Lane. East Hart-
ford, Connecticut 06118, Phone 203.528.9345

FCC Vst class in 6 weeks. Established 1943. Cost
$370. Graduates nationwide. Reasonable housing
available. Class limit 10 students. National Institute
of Communications, 11516 Oxnard St., No. Holly-
wood, California 91606.

informati call or write Don Martin School of
Radic & TV, 1853 N. Cherokee, Hollywood, Calif.
90028, HO 2.3281.

United Broadcasting College—Six months live an-
nouncing course begins July 15th. Reservations now
being accepted. Learn by doing in a real broadcast
studio. Caﬁ U.B.C., 904-396-1667 or write U.B.C.,
3217 Atlantic 8ivd., Jacksonville, Fla. 32207.

United Broadcasting College—get your Ist class
radio telephone license in 3 to 5 weeks (depends
on you). License guaranteed. Call 904-396-1667 or
;vribe U.8.C., 3217 Atlaniic Blvd., Jacksonville, Fla,
2207,

If selling radio advertising has become a boring,
frustrating chore instead of a challenging invigorat-
ing profession, you should attend 5i Willing’s
Dynamic Power Five Day Sales Course. Whether
you're a discouraged beginner or a weary profes-
sional, you need a change of scene and the therapy
that results from participating in a sales course
that is designed to give radio advertising salesman-
ship a2 new meaning and a bright future. Five days
could change your entire outlook on life. 5i Willing,
author of the first and only full length book pub-
lished by TAB Books entitled, “"How to Sell Radio
Advertising” will conduct the course. Willing's
articles have been published extensively in our
leading trade papers. A new five day Dynamic
Power Sales Course starts the last Monday of every
month. Deduct 10% off the $325 tuition if your
check reaches us no later than the 15th of the
month vyou elect 1o take the course. Tuition in-
cludes all sales tools, room and board in a fine new
motel in Winnsboro, La. We do not teach theory;
we teach meat and potatoes, eyeball-to-eyeball
salesmanship. You can fiy Delta airlines to Monroe,
Lovisiana and we’ll meet your flight. Rid yourself
of frustration, boredom and aggravation. Attend S$i
Willing’s Dynamic Power Five Day sales course.
Don’t delay but send your tuition today! We're
bonded! Send your tuition to Si Willing’s Dynamic
Power Sales School, P.O. 312, Winnsboro, Lovisiana
71295, Classes forming now for the last Monday of
every month starting June 28th. Each class limited
1o 15. Let Willing improve your billing. Dont dslay,
send Iyour check today before you put this magazine
away

Radio Help Wanted

Management

& Executive ‘Search’
§ Organization Planning
& Personnel Evaluation

“Nationwide

“Broadcast “Personnel “Inc.
645 N. Michigan Ave. + Chicago, Ii. 60611

312/337-5318
RADIO « TELEVISION « CATV

Announcers

RRYYR NN YYN RN Y YRR
KSTP—MINNEAPOLIS-ST. PAUL I
50,000 WATT CLEAR CHANNEL
We're looking for an MOR personality who can :
best be identified as ‘’Interesting'. Send your 4
air check and resume with references {o: L
®
-
*

Garfield Clark, Manager
KSTP Radio, 3415 University Avenue
Minneapolis-St. Paul, Minnesota 55414
e e e e e e e e e e sie e e e e e die e e e de A ok
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Radio Help Wanted Sales

Programing, Production, Others

For Sale

BROADCAST SALES POSITIONS

TeleMation is expanding its national broadcast
sales activities.

Immediate openinﬁs are available for experi-
enced broadcast sales personrel with background
in selling sophisticated equipment to independ-
ent and network broadcasters. Positions open
in several areas of the U.S. Coatact:

Russ lde, Manager, Broadcast Operations,
TeleMation, Inc., P.0. Box 15068, Salt
Lake City, Utah 84115, or call {801} 487-
5398, ext. 221,

Radio

Situations Wanted

Management

Major Market—Young—Aggressive Man- @
agement Team-—Sales and Programing :
Proven Track Record—Replies in confi- @
dence. :
[
o
@

BOX E-220, BROADCASTING
0000000000000000008000080008

Professional, hard-hitting commercial manager,
major market, seeks opportunity to make money
for you, and himself, Interested only in South,
southeast, or southwest with reputable solid

continued

Equipment

CANAOIAN BROADCASTER

Has successful track record in major V.S, mar-
ket as contemporary programer, music director
and air personality.

Seeking challenge in a Canadian market. Replies
confidential.

BOX E-251, BROADCASTING

L

Television Help Wanted

Technical

f X R OOl X OB B D =l n i
TV ENGINEERS E;
a; Immediate openings in upstate New York and %
Pennsylvania for studio and transmitter engi- ¢
™ neers. Salary up to $14,000.
Call Nationwide Breadcast Pecsonne! at 9:
7-5318 £
& {no fee) =

E < SO S SO Sl ol e el

TELEVISION

Situations Wanted

News

STRONG TV ANCHORMAN

Large market anchorman with excellent eye
contact seeks major market slot in eastern
U.S. Background inclufes college, news direc-
torship, and experience in all phases of Tv
n%vrv: lE)peration. Aged in late 20's and very hard
wi er.

BOX E-194, BROADCASTING

ownership. Experienced all levels tel b
and radio station management. PERSONAL
SALES VOLUME last two fyears approximating
$1,000,000. Top industry references as to abil-
it{, integrity, and solid work habits. If maty-
rity, ani my desire to make money for you, and
myself frightens you, please don't waste your
time or mine. Avaifable to talk at your con-
venience.

BOX E-254, BROADCASTING

vessRsmssuEAREAEEBSSARENE BN

News

Lo NIHTHT T Te NNTTHH T (e [TETHET T DI T

Qustanding TV/Radio  sportscaster available.
Proven in Boston, Washington, D.C. and San
Francisco.  Excellent on-camera appearance.
Major sror.t play-by-play and talk radio. Writes
commentaries and documentaries. Have news
background with M.A. and B.A. Complete resume
and references. Married.

BOX E-255, BROADCASTING
DinmNoHsrngmnnmaninmes

Employment Service

DON'T YOU WANT A NEWSMAN?

Experience: Network 0&0—top ten market, in-
vestigative and special events reJJortml. rovin
correspondent, news writer-producer. Severa
major local sceops. Complete resume and refer-

COLOR MOBILE UNIT FOR SALE

4 pc-70s, Riker Switcher GMC 196” Whee! Base
Tilt Cab Heavy Network experience.
Price_$340,000
Call or write S. Hildreth
EM 2-4000, 4001 Nebraska Ave., N.W.
Washington, D.C. 20015

oS o o A o o A = o A S ol o 2

FOR SALE

Stations

continued

STATIONS FOR SALE
1 SOUTHWEST, Profitable AM-FM, Includes real
" estate. Priced at $325,000. Terms,
g::m MIDWEST. Exclusive. Full time. $150,-

PAc‘IFIC NORTHWEST. AM-FM. Wel! estab-
= lished operation. Priced at $325,000. Terms.
P,ACIFIC NORTHWEST. Major market daytimer.

$250,000,
PACIFIC NORTHWEST. $15,000
" down.

J acL L. Sio“

and ASSOCIATES
6430 Sunset Blvd., Suite 1113
P.0. Box 550
Los Angeles, California 950028

Excluslve.

Area Code 213—464-7279

FOR SALE OR MERGER

Major market AM-FM §1,500,000 plus
$250,000 non-compete great growth po-
tential. Large successful principals only.

BOX E-102, BROADCASTING

527 Madison Ave., New York, N.Y. 10022

B

LaRue Media Brokers dur.

1316 CENTRAL PARK SOUTH
NEW YORK, N.Y.

ences. . . . 265-3430

BOX E-119, BROADCASTING BROADCAST PERSONNEL AGENCY

Sherles Barish, Director
FOR SALE Stations
Programing, Production, Others
2EREERERE RN LR ,

Ross Resgan Jav—orogam girctor befare recnt Midwest small AM-fM 446M  29% | Penn. small  FM 160M 2%
?:,"fs“ t'ol’p B‘;"gﬁ :rogr“e';'sm il p;omn‘{iné South  small daytime 60M  nego | West small profitable 140M 30M
challenge. Resume, references, tapes, proposals Wash.  medium fulltime 160M  29% | N.C. medium  fulltime  225M 29%
on request. Replies confidential. Write ) o

BOX E-205, BROADCASTING NY metro  profitable 285M  28% | South mefhum proﬁ'tahle 120M 28%

Or call: 303-237-2926. Mich. metro FM 150M  29% | East major  fulltime G6.5MM  nego

V#ﬂ”ﬁ#ﬂﬂﬂ”ﬁﬂf

§ MOR STRATEGIST

\ Programer of top 20 market. Major
\ group owned MOR winner will make
this your record year.

CHAPMAN ASSOCIATES

¢

media brokerage service®

ATLANTA e CHICAGD e DALLAS e DETROIT e NEW YORK e SAN DIEGO
Please write: 5 Dunwoody Park, Atlanta, Ga. 30341

(For Sale Stations continued on page 66)
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NEED HELP? |

Your ad here . ..

gives you nationwide
display.

For Rates Contact:

Broadeasting

ESWELTALY OF FELEVIGION

FOR SALE Stations

continued

LARSON/WALKER & COMPANY
Brokers, Consultants, & Appraisers

Les Angeles, Calif. 90067 Wash., 0.C. 20006
1001 Ave, of the Stars 1725 Eye St., N.W.
Century City, Suite 501 Suite 714
213/2111567 202/223-1553

T o U e e R T
High power daytime small market
in the mid-south and high power
daytime with FM in suburb of major
southern market. Principals only and
no brokers.

Box E-192, Broadcasting

AL PN L S s S e
FM STATION

Major Oklahoma Market

In the black for absentee owner. $1560,000.00
with $45,000.00 down and 6% interest. Will pay
self out. Might exchange for Real Estate,

BOX E-202, BROADCASTING
U——Jlk—nu_xk—ﬂ:

Qutright sale or merger sought for re-
gional coverage Rocky Mountain AM.
Present management will continue if de-
sired. Substantial principels only.

BOX E-216, BROADCASTING
N K_ﬂ
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66 FOR THE RECORD

{Continued from page 59)

changes in ant. system; ERP 100 kw; ant.

440 ft. Action May 6.

s WWDE(FM) Philadelphia—Broadcast Bureau

granted CP to install ant.; ERP 48 kw; ant.

R:iahl S00 fi; remote control permitted. Action
ay 6.

a WFMG (FM) Gallatin, Tenn.—Broadcast Bureau

ﬁantced CP to replace main trans, line. Action
ay

height

Renewal of licenses, all stations

s K71BB  Daggett, Calif.—Broadcast
granted renewal of license. Action May 6.

s Broadcast Burcau granted renewal of licenses
for following stations and chfendmu aux.:
KABR(AM) Aberdeen, KEZU(A Rapid Cl(g_
KGFX(AM) Pierre, all South anoln,

(FM) Wadena, Minn.; KRKS(AM) and KLIR-
(FM)  Denver; KTIS-AM-FM ' Minncapolis;
KWSR(AM) Rifle, Colo,; WHN(AM) New
Xork‘ ;gd WQYK-FM St. Petersburg, Fla. Action
pri b

® Broadcast Bureau granted renewal of licenses
for following and co-pending aux,: KCLN(AM)
Clinton, KDLS(AM ) Perry, both Iowa; KFGO-
(AM) Fargo, N.D.; KLAK(AM) Lakewood,
KLZ-AM-FM Denver, KQIL(AM) Grand Junc-

Bureau

tion, all Colorado; KVBC(FM) Grand Forks,
ND WCSM(AM) Celina, Ohio; WDAY-AM:
M-TV_ Fargo, WDAZTV_ Devils Lake, all

Nonh Dakota; WPBC-FM Richficld, Minn, and
WPIK(AM) Alexandria, Va. Actions April 28,

= Broadcast Bureau sranted renewal of licenses
for - following UHF and VHF translators: KO07lH,
KOSHL Baker and K74DK Madera, both Cali-
fornia. Actions April 28,

m Broadcast Bureau granted renewal of licenses
for following YVHF and UHF translators: KO08EQ
Seiad Valley and K72DM Merced, both California.
Actions April 30.

Translator actions

a WBRC Birmingham, Ala.—Broadcast Bureau
granted license covering changes: trans.; retain
1emote control D and N. Action May 4.

s WBRC Birmingham, Ala,—Broadcast Bureau
granted license covering use of former main
trans. for aux. purposes only. Action May 4,

s K02BX Round Valley, Ariz.—Broadcast Bureau
granted CP to change frequency from ch, 2 to
ch, L1, and change type of trans, for VHF trans-
lator (changed to KI11KN). Action May 3.

s KO07IH and KO9HL, both Baker, California—
Broadcast Bureau gramed CP to change trans.
location to_ 15 air miles northeast of Baker, on top
of Turquo:sc Mountain; change type lrans. and
amplifier; make chanzcs in anml, system of VHF
translator. Action May 3.

a K74DM 8 Mile Ridge and Royal Gorge, both
Colorado—Broadcast Bureau granted mod. of
CP to extend completion dawe to Nov. 4 for
UHF translator. Action May 3.

® Young Harris, Ga. Georgia Mountain Fair Inc,
—Broadcast Burcau granted CP's for new VHF
translators at Young Harris, on ch. 7 by rebroad-
casting WQXI-TV Atlanta; ch. 10 by rebroadcast-
ing WAGA-TY Atlanta, and ch, 13 by rebroad-
casting WSB-TV Atlama, Actions May 4.

= Kamiah, ldaho. Kamiah Valley TV _Inc.—
Broadcast Burcau granted CP for new YHF trans-
lator to serve Kamiah on ch. 11 by rebroadcast-
ing KUID-TV Moscow, Idaho. Action May 4.

a Milllown, Mont. KMSO-TV, Inc.—Broadcast
Bureau granted CP for new VHF translator to
serve East Missoula, Milltown and Clinton, all
Montana, on ch. 2 by rebroadcasting KGVO-TY
Missoula. Action May 4,

u Polson, Mont. Blacktail TV Tax District—
Broadcast Bureau granted CP for new
translator to serve Big Arm, Elmo, Dayton and
Rollins, all Montana, on ch, 3 by rcbroadcasting
KREM-TV S>okane. Action April 28,

a Atkinson, Neb, Cily of Atkinson—Broadcast
Bureau gran(ed CP for new VHF transiator to
serve  Atkinson on c¢h. 2 by rebroadcasting
KOLN-TV Lincoln, Neb. Action May 4.

= K07DU, KO9EA and KI1EE, all Murry Canyon
area in Ely and McGill, all "Nevada—Broadcast
Burcau granted CP’s to include Campton Sitrect
area in Ely, in principal communities and to
make changes in ant. systems. Action May 5.

= El Morro, N.M. Ramah Television Association
—Broadcast Burcau granted CP for new VHF
translator to serve El Morro on ¢h. 9 by rebroad-
casting KOAT-TV Albuquerque. Action May 4,

a K09JD Ramah, N.M.—Broadcast Bureau granted

CP to change frequency of VHF translator from

ﬂ\. 9510 ¢h. 7; change call sign to K07JQ. Action
ay 5.

a Crane, Ore. Crane Sagebrush TV—~Broadcast
Burcau granted CP for new VHF translator to

serve Crane on ch. 11 by rebroadcasting KTVB-
(TY) Boise, Idaho. Action April 28.

& Plush. Ore. Plush T.V. Inc.—Broadcast Bureau
granted CP for new VHF (ranslator to secve
Plush on_ch. 4 by rebroadcasing KOTI(TV)
Klamath Falls. Action April 27.

s K71A0 and K77AW Wallowa Valley, Ore.—
Broadcast Burcau granted CP to change type of
trans, of UHF translator. Action April

u Hearing Examiner Frederick W. Denniston in
Brad Rochelle and rural area, all Texas (Heart
exas TV), VHF translator proceeding, dis-
mlssed but with prejudice ap é:hcnuon. canceled
prehearing conference scheduled for May 12, and
hearing scheduled for Jume 9; and terminated
rroceeding (Doc. 19184). Action May 4

a FCC proposed to permit translators to operate
on ch's 14 through 69 which are not allocated in
TV table of assignments. Action May 5.

Modification of CP's,

all stations

a KTBT(FM) Garden Grove, Calif.—Broadcast
Burcau granted mod. of CP to change trans. and
ant.; make changes in ant. system; ant, height
245 ft.; operate by proposed remote control from
studio site. Action May 6

a *KCRW(FM) Santa Monlca. Calif.—Broadcast
Burcau granted mod. of CP to extend completion
time for changes to Sept. 15, Action May 7.

8 WSWS Berea, Ky.—Broadcast Bureau granted
mod. of CP to change ant.-trans, location to
Glades Road, 500 ft. west of Kenmckf_ State
Highway 595, Berea, and change studio location
to 426 Chestnut Street; ant. height 140 ft.; remote
control rermitted from studio location. Action
May 7.

a *WWNO(FM)} New Orlcans—Broadcast Bu-
reau granted mod, of CP to extend completion
date to Sept. 6, Action May 7,

a WGTU(TV) Traverse City, Mich,—Broadcast
Bureau granted mod. of CP to change ant.
height to 1300 ft. Action April 29,

CATV

Final actions

= King Ci Calif. —FCC_authorized Southern
Monterey umy CATV Inc, to carry distant
slﬁnals of KSBY-TV San Luis Obispo, and
TEH(TV) San Jose, both California, on its
CATY system at King City, in the Sanas-Mon(e-
rey, Calif., market (ARB 60). Action May 5.

a Richmond, Ind—Clearview Cable of Richmond
Inc. Cable Television Bureau granted request for
waiver of rules to catrry signal of *WCET-
Cincinnati. Action May §

= Cumberland, Md.—FCC ruled Potomac Valley
Television Co., operator of 12-channel CATV at
Cumberland and in eight surrounding communi-
tics, must grant cxclusivity to WHAG-TV Hagers-
town, Md., within 30 days. It is not nccessary for
Potomac to_ discontinue carriage of WIAC-TY
Johnstown. Pa., when its prournms do not dupli-
cate WHAG-TV's. Action May §

a Allegan, Mich.—FCC nulhorized Allegan Tele-
Ception Ine. waiver of hearing provisions of rules
of interim procedures adopted in Doc. 18397
(CATV rule makmﬂ and authorized to
distant signal of WGN-TV Chicago (Doc. l7202)
Action May §,

a Pipestone, Minn.—FCC authorized Midcontinent
Broadcasting Co. to carry distant signals of
WTCN-TV Minneapolis-St. Paul, and *KWCM-
TV Appleton, Minn.; and KCAU-TV Sioux City,
fowa, on its CATV at Pi-estone, provided it ako
carries signal of KORN-TV Mitchell, S.D., in
addition to threc local signals it proposes to
carry. Action May 5.,

a Ogdensburg, N.Y.—FCC granted Ogdensburg
Video waiver of hearing requirements of rules
and authorized to carry distant signal of WNEW-

TV New York. Action May 5

a Findlay and Tiffin, both Ohio; Jackson, Mich.;
Quincy, Ill.; Concord, N.H.—FCC granted_joint
petition by 'Continental Cablevision nc,, Findlay
and Tiffin; Continental Cablevision of Michigan
Inc., Jacksom; Qum%o Cablevision Inc., Quincy;
and Telecable Inc ncord, fot waiver of pro-
gram_origination requirement of rules for nine-
month period ending Feb. 1, 1972, Action May 3.

- Pcrrylo n_and Pampa, both Texas—FCC
E:r:me agpllcaUOns by West Texas Microwave
b P's in domestic public point-to-poim
microwav: radip service to provide microwave
service to its CATV customers, LVO Cable, Inc.,
Pcrrylown, and Pampa Cable TV Inc, Pampn‘
Cable was authorized 1o carry distant
%nls of KTVT(TV) Fort Worth, Tex., and
TV(TV) Dallas. Actions April 28,
® Winchester, Ya.—FCC ordered Winchester TV
Cable Co. to comply with program exclusivity
provisions of rules by providing protection for
signals of WHAG-TY (NBC), Hagerstown, within
30 days from release date of order. Action May 4.
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Stanley Gerald Robertson once worked
his way down to the mail room. The
man who is now vice president, mo-
tion pictures for television, NBC-TV,
West Coast, started at the network in
1957 as a page, became a record se-
lector three months later, then found
himself in the mail room—and for two
years, that’s where he worked.

“Actually, the personnel director at
the time (Kay Hardesty, now retired)
did me a favor,” Mr. Robertson recalls.
“She wanted me to stay with NBC until
they had a better job, and the mail room
was better than no job at all.”

A vyear earlier, with “no job at all,”
he was told by an interviewer that, if he
were hired, the station would have to
take on another Negro “so he’d have
someone to talk to.” When NBC hired
him, he was only the third black to be
employed by that network’s West Coast
facility.

“It wasn't always fashionable to be
black,” he says in a classic understate-
ment. “Sometimes it even worked against
you. After I was hired by NBC, I
never really felt that being black made
that much difference. In fact,” he adds,
“I thought the interview I had with Al
Saxton, who hired me, was a’bad one
and I wouldn't get any job with NBC.”

It might be difficult to comprehend
why an editor of the Tiffany of the
black press, Ebony Magazine, would
want to leave for any job, let alone one
in a completely new field.

“Writing for Ebony was a high point
in my life,” the NBC vice president
says. “I had attained a status very few
black writers had; at a time when there
were very few places blacks could go.
But it turned into a dead end.”

He had gotten the usual warnings
about not being able to make it in
television, perhaps made a little more
forceful because he was black, but he
decided to take the gamble. He went to
the University of Southern California
and studied telecommunications. It was
one of his instructors—ironically, a
former NBC radio vice president teach-
ing a course in television criticism—
who said he really had a future in TV
and shouldn't let himself be talked out
of it.

Although the “future” has now be-
come the present, Mr. Robertson's past is
worth examination. He spent five years
in the music-clearance department at
the network, partially because he had
been a record critic during his news-
paper days with the Los Angeles Senti-
nel, a black newspaper.

His initial contacts with the program
department came through his work in
music clearances. His own drive for
self-improvement found him reading
scripts and learning the commercial as
well as entertainment requirements of
teleplays. (He recalls suggesting a script
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The establishment
made room for
Stan Robertson

change that was eventually approved
and later, getting a note of thanks from
the show's producer.)

Although he says he wanted to get
into the news or press section at NBC,
it was this close association with pro-
graming that eventually led to his trans-
fer to that department.

“Jerry Stanley [now NBC-TV West
Coast vice president of film programs]
had to get special permission to trans-
fer me because of the corporate grade
differences,” Mr. Robertson says he

HeeksProfile
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Stanley Gerald Robertson—vice
president, motion pictures for
television, NBC-TV, West Coast;
b. Nov. 20, 1930, Los Angeles;
Los Angeles City College, AA in
Journalism, 1947-49; general as-
signment reporter, L.A. Sentinel,
1949-53; associate editor, West
Coast, Ebony Magazine, 1953-54;
attended University of Southern
California, majored in telecom-
munications, 1954-57; started as
page, NBC, West Coast, 1957,
music selecror, 1958, mail room,
1958-60, music clearance coordi-
nator, 1960-65, manager, film pro-
grams, 1965-70, director, motion
pictures for television, 1970-71,
appointed to present position,
April 8, 1971; m. Ruby Grimes of
Qakland, Sept. 3, 1953; children
—1Jill 13, Christopher, 20 months,
hobby—record collecting (has over
12,000 albums dating back to the
thirties).

learned later. “I was an eight and they
wanted to make me a 22.”

By 1965, the move was completed
and Stan Robertson was a program
executive. He remembers Herb Schlos-
ser, NBC-TV West Coast vice president,
programs, telling him to be patient, to
learn his new trade well. It was also
Mr, Schlosser who brought him to the
attention of higher-ups.

“He had, and still has, an excellent
story sense,” Mr. Schlosser says. ‘“He
has his antennae out, not only for
what's happening on television, but in
the world. He has a kind of good com-
mercial sense and balance about what
will be entertaining.”

It’s not just black awareness, obvious-
ly, aithough that's part of it. About
a dozen periodicals arrive at his home
in the San Fernando Valley suburban
area of Los Angeles, He is a voracious
reader—not only of the local papers
but of black newspapers from around
the country—and reads as many as four
books at one time. (The current ones
are “Boss,” “The Nympho and Other
Maniacs,” “Zelda” and “Bury My Heart
at Wounded Knee.”) There is also a
regular diet of trade and industry publi-
cations. The reading by itself may not
entirely explain Mr. Robertson's aware-
ness, but it is a necessary element.

“It’s required for my job because the
movies we air can be conceived as far
ahead as two years,” he says. “We have
to be able to spot what trends may exist

‘and seek out scripts that will fit next

season’s mold.”

To reach his present position, where
he finds scripts to fit a “mold,” Stan
Robertson had to spend his early years
breaking out of a mold—the narrow
range of opportunities afforded to many
young blacks. As a boy, Mr. Robertson
worked at his share of menial jobs, but
he used them to help pay his way
through Los Angeles City College in the
late 1940’s. He says that the other
blacks he worked with resented him,
knowing he wouldn’t be doing that kind
of work for the rest of his life.

Mr. Robertson knows that success
need not be a matter of luck. To prove
his point, he has become involved with
minority youngsters in his area; he
wants to inspire some of the ghetto
children to seek something better for
themselves,

He still writes a column for the Senti-
nel, expressing a moderate’s viewpoint.
Mr. Robertson describes it as an outside
view of the black community by a black
who doesn't live there any more.

Those who haven’t met Stan Robert-
son yet are mildly surprised when
they learn he’s black. Those who do
know him realize that he is a vice presi-
dent because he worked for it. Herb
Schlosser said it: “He's earned the title
by doing the best job.”
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Edlitorials

The Dole system

As chairman of the Republican National Committee, Senator
Robert Dole (R-Kan.) has done more than his share to
carry on the work pioneered by Vice President Spiro T.
Agnew. Senator Dole was at it again last week in a speech
to Delaware Republicans whom he beseeched to spread the
true word about the Nixon administration.

“We cannot count on the mass media to do it for us,”
said Senator Dole. “Their pens, microphones and cameras
are more often attracted to violence, excess and extremism
than to the more important but less sensational accomplish-
ments of this country and this administration.”

It is, of course, a blessing to the people that the mass
media cannot be counted on to pass the Nixon gospel as
interpreted by such followers as the Messrs. Agnew and
Dole. The media could meet that standard only by un-
critically conveying the Original Word and no other.

When Senator Dole complains, as he did in Delaware
last week, of “all the television time that has been taken up
over the past week by a handful of disruptive, garbage-
hurling demonstrators in the streets of Washington,” he is
guilty of much larger distortion than a television camera can
create. Does the senator measure as a “handful” a throng
from which 10,000 arrests were made?

Criticism of the Agnew-Dole type has been made before,
if with less consistency and heat. It is not peculiar to Re-
publicans. In the Lyndon Johnson administration the media
were often blamed when events turned out disappointingly.

It used to be, however, that television journalism was the
sitting duck. Now all media are in a common target zone.
No longer can the print journalists cover the antitelevision
talk without also covering the equally critical attacks on
their own media.

It all may be the best thing for the country in the long
run. Let the arguments between the practitioners and the
subjects of journalism go on. As long as the practitioners
continue to practice, only good can come of it.

A sense of proportion

As a report in last week’s issue of this publication made
clear, there is much agitation these days, including some
from broadcasters, for radical changes in the television
programing and advertising that are aimed at children. Like
most outbursts of reform, this one is getting out of hand.

At the command of the Senate, the National Institute
of Mental Health is spending $1 million on a study of the
effects of television viewing on children. All three networks
are financing major research projects of their own. Assum-
ing these turn out to be conducted with scientific precision
and neutrality, their findings must be heeded in the future
design and execution of television for the young.

Meanwhile, however, all sorts of pressures are building
for short-term and convulsive change. The FCC has under
way a rulemaking that incorporates such provisions as the
abolition of advertising in all children’s shows and the
institution of government guidelines for the scheduling of
programs. The Federal Trade Commission, sensing the sweet
smell of publicity, has made noises about entering the field.
The White House Conference on Children—or rather a
small subsection of preconditioned antitelevision types—is
preparing an indictment of commercial television.

These are some of the developments that James E. Duffy,
president of ABC-TV, had in mind when he called a na-
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tional seminar on children’s television for next month in
New York. But Mr. Duffy himself gave signs of losing his
cool when he said the seminar would discuss whether tele-
vision is “morally delinquent,” whether children’s program-
ing has been given “short shrift,” whether broadcasters have
applied a Band-Aid when surgery was needed. Those ques-
tions may be fair enough to raise, if they are accompanied
by others such as these: Why act in a vacuum of knowledge
and in the absence of proof that any harm has come of
present television programing and advertising? Who is really
responsible for the present surge toward immediate and
drastic reform?

It mostly goes back to that little band of Boston mothers
who chose to form Action for Children’s Television (ACT)
in lieu of joining Women's Lib or another device to get out
of the house. ACT got Dean Burch to take official notice
of its existence before he realized what the FCC chairman’s
job could mean. It now has a grant from a foundation and
the professional help of Thomas P. F. Hoving's National
Citizens Committee for Broadcasting, which had run out
of both purpose and funds until children’s programing came
along. From so small and unrepresentative a minority of
the U.S. public has this whole national project come.

This is not to suggest that broadcasters and advertisers
should make no effort to improve programing and advertis-
ing for the young or should ignore the very real threat of
government intervention. It is, however, to propose that they
conduct their seminars and their private deliberations in the
realization that they know at least as much about the sub-
ject as anyone else knows right now.

Chuck Jones, executive producer of ABC-TV’s Curiosity
Shop, a new program that the network hopes will elevate
its children's block on Saturdays next fall, told ABC-TV
affiliates two weeks ago of several sessions he had had with
representatives of ACT. It finally dawned on him, he said,
that several of the earnest mothers were chain smokers.

“I told them,” said Mr. Jones, “that if they really wanted
to set a good example for the kids, they could give up
cigarettes.”

That, of course, was asking more of the mothers than

Drawn for BROADCASTING by Sidney Harris
“First of all, I think you're a bunch of fatheads for giving
an Emmy to an interviewer who insults people . . .”
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Ward’'s.on location because he's always in the
picture -when something's. happening,in' thew.
Dallas-Ft. (Worth:atea. 1f-your schiedule kicks —
off.soon, and! ypu Teddnformation-regar

“the violent warld’” of Ward Huey, give him a
call- He's WFAA-TV's General Sales Manager.

Conslruction, site:” The ;new. $15 imillion home. of “fhe
Dallas Cowbays scheduled for coprilelivmthis Summpi
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WFAA-TV DALLAS-FORT-W(
ABC, Channel” 8, Communications: Center. Represented by E_.d_wgrd Petry &..Co., Inc.
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The Medum is as Modem
as the Message

It took about as long for graphic arts to develop
Vidifont as it took for the space program to land
men on the moon. And for teievision programming
the results are equally innovative. This new gener-
ation television display system by CBS Labora-
tories otffers broadcasters:

* A choice of type fonts and sizes * Exclusive pro-
portional letter spacing « A unigue type font (CBS
NEWS 36) that is graphically superior to any being
used today + Upper and lower case characters *
Display on command and in real time - Instant
editing and automatic centering + Word by word

cofor * Built-in edging * Three-speed flashing, roll
and crawl - Message storing up to 9600 lines.
Vidifont adds a new dimension to television dls-
play and opens up a whole new area of program-
ming possibilities for your station.

CBS LABORATORIES

A Division of Columbia Broadcasting System, inc.
227 High Ridge Road, Stamford, Connecticut 06905

| 'girom The Moon
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