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A Imports on the air: upsurge in foreign spending here
In the Senate, major surgery on campaign-reform bill

FCC clears CBS’s Viacom spinoff—with conditions

Wifgh‘h?}p from Washington, minorities gang, lg_p‘_%g’]:im%‘_%ale

(A) is Richard Hayes, the
star of "All About Faces,”
a brand-new, first-run
strip-show produced ex-
clusively for syndication
that combines the visual
« excitement of a situation
comedy with the fast pace
and suspense of a game
show.

*
i
o

(B} is Dan Enright, the
creator and executive pro-
ducer of '"All About

#Faces.” A master of the
audience participation
show, his successes in-
clude “Tic. Tac Dough,”
"Concentration,” "Juve-
nile Jury,” "Dough Re Mi”
just to name a few.

{€)'is Hank Rooraem, who
bought “All About Faces”
for fall premiere on WPIX-
TV New York. Thanks,
jleisl &

“ALL ABOUT FACES" -
130 half-hours in colpr orl

tape from
SCREEN GEMS
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Products begin with ideas.
The bigger and bolder they are
the more exciting the product.

ROHN'’S concept of communication

and microwave towers is based on the
recognized need for TOTAL SERVICE.
Achieving this has always been one of the
bigger, bolder ideas motivating the ROHN
organization . . . an idea that makes ROHN
the only totally integrated tower source in
the country today .

From start to finish, including fabrication from
basic materials, ROHN keeps these big ideas
in mind. This is why ROHN is the leader in

the field of communication and microwave
towers, and the largest tower manufacturer

in the U.S.

Yes, ROHN works with bigger, bolder ideas,
and gives you a better product!

ROHN.
BRI
INTOWERS

ROHN.

Home Office-Factory Dept. BR.
P.O. Box 2000, Peoria, lllinois,
U.S.A. 61601

Phone 309-697-4400

TWX 910-652-0648

ROHN guyed 450 ft. tower UHF Pylon Antenna Top-mounted, located in Nobles-
ville, Indiana, givesWURD-TV viewersthe best “Tower Power” thatcan be provided! [




Which of these

cities has the least
unemployment?

o St. Louis San Francisco - Los A

*Source: U.S. Department of Labor, Area Trends in Employment & Unemployment, February 1971.

Over 4 million people in this
country are unemployed, And
many of them live in the big
cities. Out of these seven cities,
Chicago has the least unemploy-
ment¥* Of course, statistics
don't help you very much if
you're out of work.

There's aCBS Owned AM
radio station in each of these
seven cities. And they're trying
to help people who need jobs.
Our stations feel responsible to
over 60 million people, so
there's a lot to be done.

Boston has really been hard
hit by the cutbacks in the elec-
tronics industry. So WEEI
Newsradio is busy working with
a job clearing house to get
people off the unemployment
lines and back to work.

WCAU has been publicly
commended by the city of
Philadelphia for “blazing a new
trail” with its Career Fair, Over
50,000 young people have come
to Career Fair to meet potential
employers through the use of
electronic computer methods.

When the seven CBS Owned
radio stations aren’t busy
reporting the news of the day,
they're also searching for solu-
tions to problems like drug
abuse, crime, and the high cost
of living.

Because we think there's
a lot more to our job than just
finding jobs.

The CBS Owned

AM Stations
We feel responsible to over
60 million people.

WEEI Newsradio 59, Boston

‘WCBS Newsradio 88, New York
WCAU Radio 121, Philadelphia
WBBM Newsradio 78, Chicago
KMOX Radio 1120, St, Louis

KCBS Newsradio 74, San Francisco
KNX Newsradio 1070, Los Angeles
Represented by CBS Radio Spot Sales
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THE NEW PEC-102

offers a rare combination of production flexibility
with maximum automation. A digital computer is
teamed with a dynamic CRT display giving a
graphic representation of all related segments,
edit points and transitions. Production directors
need no longer be burdened by the technical
problems associated with editing, as all checks,
searching, synchronization and inter-refated
calculations are handied by the computer,
allowing full artistic fredeom.

The PEC-102 provides frame accuracy control
of cueing, synchronization, editing and pro-
duction effects automatically and is fully
compatible with SMPTE recommended prac-
tice for time codes. Operates on 25HZ color
or monochrome,; 29.94HZ color and 30HZ
monochrome.

For more information contact

<D

CENTRAL OYNAMICS LTD

CANADA: 147 mYMUS BLVO . POINTE CLAIRE. MONTREAL 730.QUEBEC.
UNITED STATES: 230 LIVINGSTON ST, NORTHVALE. NEW JERSEY, 07647,



Weekinbrief

As overseas entrepreneurs battle to gain a larger share of
the U.S. market, the number of television and radio com-
mercials for products such as Toyota cars, Lufthansa Air-
lines and Panasonic TV sets rises sharply. See . . .

Tilt in the balance of payments ... 17

The Senate Rules Committee's version of the political-
spending bill removes some of the provisions broadcasters
had regarded as discriminatory—Dbut leaves intact that dis-
puted section on ‘reasonable’ access to the air. See . ..

Campaign reform takes new turn ... 19

Vice President Agnew interrupts his latest tirade against
news slanting and newsmen’'s ‘paranoia’ long enough to
tell Mutual Affiliates Advisory Council that U.S. has the
world's ‘best, most professional’ news fraternity. See . . .

Agnew reviews his views on news ... 25

FCC Examiner Ernest Nash finds that KAYE(AM) Puyallup,
Wash., failed to meet its fairness obligations, attempted to
intimidate its opponents, and disrupted the hearing proc-
ess. He recommends denial of renewal. See . . .

Examiner proposes denial for KAYE ... 29

Viacom Internationat Inc., CBS's spinoff of cable and syndi-
cation interests, wins FCC clearance—with a condition:
that specified group of CBS leaders dispose of their Via-
com holdings within two years. See . . .

A belated natal blessing for Viacom ... 32

The real theme (though not the formal one) for next month’s
National Cable Television Association convention is gov-
ernment. Top speakers: Senator McClellan (D-Ark.), OTP
Director Whitehead, FCC Chairman Burch. See . . .

NCTA delegates won't be yawning . .. 33

Minority groups protest Time Inc.'s proposed $69.3-million
sale of its television stations to McGraw-Hill Inc., charging
inadequate public-service showing and failure to ascertain
needs of all community groups. See . ..

Time's sale of TV's runs into flak .. . 34

FCC orders AT&T to begin construction of facilities de-
signed to give public broadcasting a commercial-grade,
fuli-time, nationwide interconnection service, at costs lower
than those charged to commercial broadcasters. See . . .

Network status for public broadcasting ... 39

The New York area’s 10 TV stations ask FCC for action on
their applications to move their antennas to the World
Trade Center building, now under construction. Future of
TV reception in the market 1s at stake, they say. See . . .

Antenna troubles in New York City ... 40

Who buys what where? This month‘s ‘Telestatus’ provides
more data on product usage in 207 television markets, as
shown by the Product Usage Ranking Report of the Ameri-
can Research Bureau. See . ..

Now it's the Boston Coffee Party ... 51

Departments Broadcasting
AT DEADLINE ........ceonnen.. 8 PROMOTION ................. 48 | June 7, 1971:Vol.60.No.23
BROADCAST ADVERTISING ... .. 17 TELESTATUS ....evvnevvnnnen. 51 ;’y’;ﬁsf_'ed 5alr y"::r":gs’ ';yyg‘:;m(fczz-
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CLOSED CIRCUIT ............. 7 ond-class postage paid at Washington.
DATEBOOK ........cvvvnnnnnn. 10 Subscription prices: one year $14,
EDITORIALS .......evvennsnn. 66 hidi 33&’:7‘; fng Jears g-’:-;::’rd ff;:
a year for Can
EQUIPMENT & ENGINEERING ... 39 all other countries. Subscriber’s occupa-
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PUBLIC AFFAIRS SERIES
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A recent WGAL-TV local program titled
“YOUNG, GIFTED AND BLACK"

sented talents in great diversity, ranging
from Africa to the Broadway stage. This
program was part of a continuing public
affairs series designed by Channel 8 to
serve all the people of its communi-
ties. WGAL-TV has telecast programs on
planned parenthood, libraries and narcotics.

WGAL-TV

Channel 8 - Lancaster, Pa.

Representative: The MEEKER Company, Inc.
New York « Chicago « Los Angeles + San Francisco

STEINMAN TELEVISION STATIONS -+ Clair McCollough, Pres.

WGAL-TV Lanecaster-Harrisburg-York-Lebanon, Pa. »+ WTEV Providence. R. 1./New Bedford Fall River. Mass




Closedbircuit .

On its own limb

Justice Department’s contention, in
comments in FCC rulemaking, that
commission should break up news-
paper-television joint ownerships in
same community (BRoADcASTING, May
24) apparently does not reflect admin-
istration position. Officials in White
House are known to disagree with de-
partment’s view. They say that televi-
sion and newspapers serve different
kinds of advertisers, add that news-
paper owners have experience and com-
munity-oriented attitude that enables
them to put quality TV stations on air.

White House officials say that bad
apples among joint owners, if any, can
be dealt with under commission's pres-
ent rules on case-by-case basis. Like
joint owners themselves, they feel that
across-board rule makes no sense. How-
ever, whether White House will com-
municate such views to commission re-
mains to be seen; officials say there are
as yet no plans to do so.

Radio PR

Among pitches to be made at upcoming
board meetings of National Association
of Broadcasters (June 20-26) will be
one for creation of Radio Information
Office to function for audio as Televi-
sion Information Office serves video.
NAB contributes $75,000 annually to-
ward TIO’s over-all budget of about
$600,000; three television networks kick
in roughly $95,000 each; balance comes
from individual TV stations.

Radio board member, Philip Spencer,
wcss Amsterdam, N.Y., has already ad-
vised fellow directors of his intention
to seek NAB headquarters budget to
promote virtues of radio programing,
presumably on ground that both media
should be treated equally by all-inclu-
sive trade association. With radio net-
works hurting for profits of any mag-
nitude, it’s thought they would be hard
put to shake loose contribution even
remotely approaching TV network sub-
scription to TIO.

Master’s voice

Although eyes of broadcast and CATV
industries are on FCC in its effort to
overhaul CATYV rules, final product of
commission agony may not be final
word on subject. Office of Telecom-
munications Policy, which serves as
White House “voice” on communica-
tions matters, has been doing its own
studies on CATV and plans to lay out
what it feels country's basic, long-range
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policy should be. There is no estimate
when policy statement will be issued,
except that it will most likely be after
commission has acted on its proposals.

OTP, reportedly, does not intend to
second-guess commission, but it feels
commission is not establishing basic
policy (prescribing numbers of signals
CATYV systems may import, it feels, is
not setting policy). Form OTP’s will
take-—whether as proposed legislation
or commission regulation, or as white
paper designed to stimulate debate—
remains to be seen.

Getting serious

Stronger prospects emerged last week
for probable sale of several, if not all,
of NBC Radio’s six AM and six FM
stations. Howard Stark, New York
broker, was formally retained as con-
sultant and will actively participate in
negotiations in behalf of NBC. While
NBC continues to maintain official si-
lence, it is known that several offers
for individual properties now are con-
sidered sufficiently enticing to have Mr.
Stark coordinate handling, and if sta-
tions are sold, to participate in negotia-
tions. Bidders include: Metromedia
(Chicago), Cox Broadcasting Corp.
(New York and Washington), syndi-
cates interested in entire roster.

Short change?

Cox Broadcasting Corp., one of those
challenging American Research Bu-
reau’s local-market reports on grounds
they seriously understate TV audiences,
is preparing new analysis, comparing re-
sults of ARB's February-March sweep
of all TV markets with national results
in Nielsen Television Index (NTI).
Study is said to have found that ARB
reported 12,836,000 fewer viewers than
NTI in average quarter-hour, with
“loss” ranging from 10,621,000 persons
in afternoon to 11,820,000 in late-fringe
periods, 14,121,000 in prime time and
16,130,000 in early fringe.

Cox officials also undertook to trans-
late that differential into gross impres-
sions, since that’s one of prime consid-
erations in buying and selling spot TV.
If all time between 12 noon and 1 a.m.
were sold to limits prescribed by TV
commercial code, according to this
analysis, there would be 2,660, 30-sec-
ond spots per week, and weekly “loss”
in gross impressions—2,660 spots times
average of 12,836,000 viewers “lost”
per quarter-hour—would come to more
than 34 billion.

‘U.S. Supreme

Another chapter?

Court decision on
whether to grant requests for review
of WHDH-TV Boston case—and thus
keep 17-year-old case alive awhile
longer—is expected soon, probably by
next Monday (June 14), possibly as
soon as today (June 7). Most pleadings
in case were distributed to justices on
May 28, reportedly for consideration
at their weekly conference on June 11,
with decision due following Monday.

However, court official, noting case
carries “urgent” tag, said justices might
consider it at June 4 conference.

Only pleading not available on May
28 was government’s brief, received last
week. It urges court to affirm lower
court decision that upheld FCC’s un-
precedented ruling denying WHDH-TV
renewal of license and awarding chan-
nel to Boston Broadcasters Inc.

Asking price

RKO General is understood to have
placed tag of $40 million on its woR-TV
New York, which is available for pur-
chase. Steep price is said to have been
one of factors discoufaging agreement
with Chris Craft Industries, group
owner, which had bid for station. Some
other prospective purchasers reportedly

- also consider $40-million figure high in

today’s economy, particularly in com-
petitive New York market.

Housing problems

While Democrats and Republicans hem
and haw over sites and dates for their
respective 1972 conventions, network
TV news authorities seem to be taking
more relaxed attitude toward outcome.
They would still like to see both parties
pick same city, of course, but they also
know from experience that they can
move all gear from one city to another
if necessary. They anticipate more time
between conventions—Democrats want
theirs early as possible, probably early
July, to give their nominee maximum
exposure time, while Republicans want
theirs late as possible in August.

Olympics on TV (ABC) almost cer-
tainly will influence GOP timing. Cov-
erage of games starts Aug. 22 and runs
two weeks, so betting is that Republican
convention will be week of Aug. 15,
possibly as early as Aug. 8. TV, from
standpoint of time differentials, may in-
fluence selections. Miami Beach seemed
likely pick for both parties but lately
President Nixon deportedly has been
leaning toward San Diego.



AtDeadline

Late news breaks on this and facing page.
Complete coverage of the week begins on page 17.

Almost-hatched Viacom back in shell
Federal court holds up FCC blessings on spinoff

Stay order blocking FCC action approv-
ing CBS spinoff of Viacom International
Inc. to its stockholders was issued Fri-
day (June 4) by U.S. Court of Appeals
in San Francisco.

Action came as CBS was distributing
stock certificates of Viacom to CBS
shareholders following commission rul-
ing Thursday that spinoff, which in-
volves CBS’s program syndication and
CATY interests, complies with commis-
sion rules {see page 32).

Stay order was issued at request of
three minority stockholders in San Fran-
cisco CATV system principally owned
by CBS. They have also asked court
to review commission order approving
Viacom spinoff.

Court’s order gives commission 14
days to seek reconsideration of stay.

Stockholders—Lonis Benedetti, Frank
Veroucci Jr, and Marino L. Tacopi—in
December filed antitrust suit in federal
district court in San Francisco, accusing

CBS of obtaining control of cable sys-

tem, Television Signal Corp., through
fraud and urging court to block transfer
of system’s stock to Viacom,

Petitions for review and for stay of
commission order were not only moves
taken Friday in behalf of three minority
stockholders in TVS. Their attorney
filed with Securities and Exchange Com-
mission request that it check into “con-
tinuing validity and propriety” of Via-
com’s pending registration application.
Attorney, Harold Farrow, notes that
commission’s order states that particu-
lars of transaction “differ in significant
respects from the transaction originally
proposed by CBS.”

And mailing of Viacom stock cer-
tificates to CBS stockholders on Friday
was only one sign of speed with which
CBS was moving to implement spinoff.
It announced that its officers, directors,
and presidents of its four broadcast di-
visions, in compliance with condition
commission attached to its approval of
spinoff, agreed to sell their holdings
in Viacom over two-year period.

Getting it together:
Warner and Columbia

Joint venture has been established by
Warner Bros. and Columbia Pictures
Industries Inc. to own studio properties
of both companies and to operate con-
solidated studio operation for TV and
motion-picture production at Warner's
Burbank, Calif., lot.

Spokesman for Wammer Bros. and
Columbia Pictures, parent company of
Screen Gems, indicated these economies
were needed because of under-utiliza-
tion of each of their plants and technical
facilities. Consolidated studio operations
will begin in April 1972, with technical
staffs drawn from both companies. Joint

venture will dispose of Columbia’s prop-

erties in Hollywood by next April. Each
company will continue as independent
organization.

Intramural potshots:
Johnson back at Burch

FCC Commissioner Nicholas Johnson
says Chairman Dean Burch’s assertion
that he should have stepped aside in
commission’s consideration of com-
plaints against The Selling of the Penta-
gon involves charges that are not

8

only “frivolous” but also “baseless.”

Commissioner also said standards to
which Chairman Burch would hold him
actually would have operated to bar
chairman from participating in case.

Chairman made charge in connection
with commission’s April 30 unanimous
decision to take no action on complaint
of Representative Harley O. Staggers
{(D-W. Va.), who-accused CBS of dis-
tortion in connection with controversial
documentary on pentagon public-rela-
tions activities (BROADCASTING, May 3).
Chairman Burch cited news article Com-
missioner Johnson had written that ap-
peared on March 28 and that defended
television against White House’s alleged
efforts to intimidate medium and to
manage its news. Article referred to
storm created by Selling and noted
praise that television critics had heaped
upon it.

“The article in question here is . .
well within the bounds of appropriate
comment by FCC commissioners,”
Commissioner Johnson said, in state-
ment issued Friday (June 4). “The
article did not even deal with—Iet alone
prejudge—the issues or the facts before
us in the controversy . ..”

Commissioner Johnson said there is
no basis for Chairman Burch’s assertion
that, in order to “avoid even the appear-

ance of bias,” he should have stepped
aside when commission considered Sell-
ing matter.

Commissioner Johnson said appear-
ance-of-bias test would have barred
chairman from participating. He noted
that Mr. Burch is lieutenant colonel
in “U.S. Army's Judge Advocate Gen-
eral’'s Corps Reserve (now retired),”
and that he once served as chairman of
Republican National Committee. Com-
missioner said latter consideration could
lead some to conclude chairman should
abstain in matters where President
Nixon and other Republican party lead-
ers have taken “a hard partisan line.”

He also noted that chairman had
publicly opposed subpoenaing of re-
porters’ notes, even though commission
might have concluded that CBS should
offer “full cooperation” in investigation
of Selling that was undertaken by Rep-
resentative Staggers’ Investigations Sub-
committee.

Nader’s Raiders
ride by the FCC

Gronp of young lawyers, members of
Ralph Nader’s Washington-based Cen-
ter for Study of Responsive Law, took
FCC to task for not breaking up what
it calls network dominance and oligo-
polistic media control of television. This
criticism was made in one chapter of
1,200-page, two-volume report on mo-
nopoly, entitled The Closed Enterprise
System, issued yesterday (June 6).

Although bulk of report is aimed at
activities (or alleged lack of activities)
of Department of Justice’s antitrust di-
vision, and Federal Trade Commission,
chapter on FCC and commumicafions
has some trenchant comments on
broadcasting. Essentially, report says
FOC “has handed the three TV net-
works a monopoly over the news, views
and programs to which all of us are
exposed. . . .” And, it continues, that
commission is currently frustrating new
communications technology, like cable
and pay TV, that might overcome al-
leged concentration

Study concentrates on network’s per-
ported domination, but also cites group
ownership as well as newspaper cross-
ownership as evils that should be oblit-
erated.

Report suggests that Justice could file
divestiture snit when TV station that is
owned by competing newspaper files for
renewal of heense. And with reference
to purported network control of pro-
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graming, task force suggests that Para-
mount case decision be used to require
networks to divorce themselves from
operating both in production and in
distribution. (Paramount decision forced
movie producer-exhibitors to relinquish
ownership of either production or ex-
hibition.) ) At another point, group says
“easiest step” FCC could take to “di-
minish network dominance” is simply
to refuse to renew licenses of 15 TV
stations now owned by networks.

Report proposes establishment of new
federal government agency. Competition
Protection Agency, with budget of $100
million, to take over Justice Depart-
ment’s and FTC’s antitrust responsibili-
ties. It also calls for [egislation that
would proscribe concentration in indus-
tries and that would prohibit “excessive
advertising expenditures which clearly
create and entrench market power.”

Back-up from a relative

American Newspaper Publishers Asso-
ciation has emerged with policy state-
ment that gives qualified support to
CBS's decision not to provide House In-
vestigations Subcommittee with outtakes
from The Selling of the Pentagon.

Meeting in Reston, Va., late last week,
in connection with groundbreaking for
ANPA headquarters building, ANPA
board issued statement saying that “the
national commitment to freedom of ex-
pression cannot fully serve all citizens if
government exercises subpoena power
which tends to influence the content of
any form of journalism.”

Board urged government at all levels
“to adhere strictly to a public policy
permitting freedom of expression unin-

hibited by governmental intrusion.” But

it noted that Supreme Court decisions
have raised doubts about whether First
Amendment protections apply to broad-
cast media in same way they apply to
print. However, it said overriding ques-
tion is “wisdom of government intrusion
in any form of news gathering or edit-
ing.”

Board said statement was prompted
by interest in media cases pending be-
fore courts and Congress, including case
involving Selling. However, it empha-
sized it was not passing judgment on
merits of that or any other program.

Toast'ems burned by FCC

Consent order, agreeing to stop what
are called false nutritional claims in its
TV commercials for Toastems Pop-
Ups, has been signed by General Foods
Corp., White Plains, N.Y., Federal
Trade Commission announced today
(June 7). Complaint and consent order
were issued simultaneously by FTC.
GF’s 1970 TV billings for product were
$697,000 in network and $69,400 in
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spot. So far this year GF has spent
nothing in TV for toaster product, pre-
sumably because of pending FTC com-
plaint.

Fines befall two

Separate actions by FCC late last week
may make commission $7,000 richer.
In one action, commission fined licensee
of kTxs-Tv Sweetwater, Tex., $5,000 for
moving its studio location without FCC
approval. In other action, licensee of
wTaC(aM) Flint, Mich., was told sta-
tion was apparently liable for $2,000
forfeiture for violation of logging and
program-sponsorship rules,

Texas Key Broadcasters Inc., had
asked commission to approve KTXS-TV
studio move from Sweetwater to Abi-
lene, Tex., claiming competition from
KRBC-TV Abilene was too great in
Sweetwater, KrBC-Tv, which opposed
move, notified FCC that krxs-tv had
already moved much of its equipment
and personnel to Abilene, without prior
approval, Commission ordered hearing
and issued notice of apparent liability to
Texas Key, but licensee waived hearing
rights and asked FCC to make ruling
based on evidence at hand. Commission
last week upheld fine and dismissed
KTXS-Tv application for move.

Flint proceeding evolved from charges
by independent dance promoter that
wTAac(AM) gave discounts to disk
jockeys for spots promoting events
which announcers themselves sponsored.
Spots, promoter claimed, posed competi-
tive disadvantage to those not affiliated
with station, who had to pay substanti-
ally higher sum for similar commercials.

In issuing notice of apparent liability
to WTAC, commission also noted that sta-
tion had not logged some announce-

ments run as paid commercials, even
though announcements were brought
about by “‘trade-out" agreement between
announcers and management.

While noting that it does not usually
enforce antitrust or other laws relating
to unfair business practices, commission
said it “takes cognizance™ of these laws
“in definition and application” of public
interest standards of Communications
Act.

JWT nearly makes up
loss of Alberto-Culver

Toni division of Gillette Co,, Chicago,
has appointed J. Walter Thompson, Chi-
cago, as agency for hair-care and color-
ing products amounting to estimated $9
million in billings. Approximately 90%
of expenditures are in broadcast.
Thompson is obtaining Deep Magic,
Toni hair color and Lemon Up from
Post-Keyes-Gardner, Chicago, and Look
of Nature aerosol hair spray from
Needham, Harper & Steers, New York.
Earlier in the week JWT gave up esti-
mated $12 million in Alberto-Culver
toiletries business (see page 23).

Beville is back at BRC

Hugh M. Beville, who retired as NBC
vice president for planning and re-
search two years ago to become pro-
fessor of business administration at
Southampton College, Southampton,
N.Y., is returning to broadcasting as
acting executive director of Broadcast
Rating Council, effective today (June
7). Mr. Beville was with NBC from
1930 to 1969 and was among pioneers
in formation of BRC. He will continue
to do some teaching. Mr. Beville suc-
ceeds the late Dr. Kenneth Baker.

WeeksHeadliners

—

Mr, Walworth

Anthony L. Conrad, RCA executive
VP, services, elected president, one of
positions held by Robert W, Sarnoff,
who will continue as chairman and
chief executive officer (see story page
40). Chase Morsey IJr., executive VP,

operations staff, RCA, since January
1969, appointed executive VP, finance
and planning, effective July 1, He suc-
ceeds Howard L. Letts, who will retire
from RCA at end of 1971 after 42
years with company. He will carry out
special assignments for RCA Chairman
Sarnoff pending his retirement.

Theodore H. Walworth Jr,, VP and
general manager, wNBC-Tv New York,
named president of NBC-TV Stations
Division and elected to NBC board. He
succeeds Raymond W. Welpott, who
retires July 1 after more than 30 years
in broadcasting, Mr, Walworth’s suc-
cessor at WNBC-TV is to be announced
shortly.

For other personnel changes of the week see "Fales & Foriunes.”
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Datehook -

A calendar of important meetings and events in communications

nlndicates first or revised listing.

June

wWune 7—I12th annual Television and Radio Com-
mercials Festival. Philharmonic hall, Lincoln Cen-
ter, New York.

wJune 7, 11—Hearings on effects of self-imposed
advcrtisi;t's codes on small businesses and con-
sumers, House Small Business Committee. 10 a.m.,
Room 2359, Rayburn building, Washington.

June 7-10—International conference on advertis-
ing in developing countries, sponsored by Infer-
national Advert mg Association, Threc topics
will be treated: vertising’s “New Horizons,”

media’s development “From Tom Tom to TV
and marketing and research in “Develo ing Coup-
tries-Terra Incognita.” Shcraton botel, Tel Aviv.

June 3—Public hearing of Canadian Radio-Tele-
vision Commisslon. Government Conference Cen-
ter, Ottawa.

June 8—Annual meeting, National General Corp.
Fox Wilshire theater, verly Hills, Calif.

June 8-9—Annual convention, Armed Forces
Communications and_ Electronles Association.
Sheraton-Park hotel, Washington.

June B8-10—Convention, Ohioc Cable Television
lA.fmbclauon. Sheraton Columbus motor hotel, Co-
umbus.

wune B8-10—Hearings on political-spending bills
H.R.'s 8627, 8628) introduced by subcommittee
hairman Torbert H, Macdonald (D-Mass.),
House C. 10 am.,
Room 2123, Rayburn building, Washington.

June 9—New deadline for reply comments on
applications for, and FCC’'s rulemaking proceed-
ing concerning, domestic oornmunlc:tions satellite
systems in 4 _and 6 ghz bands or utilizing higher
frequencies (Doc. 16495),

June 9-12—Meeting, Montana Association of
Broadcasters. Many Glacier hotel, Glacier Na-
tional Park.

wune 10—CBS President Frank Stanton sub-
poenaed to ap gear before House Investigations
Subcommirtee. Subpoena also calls for production
of outtakes from CBS’s The Selling of the Penta-
gon program. 10 a.m., Room 2323, Rayburn
uilding, Washington,

wune 10—Radioc Workshop, sponsored by Asso-
clation of National Advertisers and Radio Adver-
tising Bureau. Plaza hotel, New York.

Juno 10-11—Meeting, Indiana Broadcasters As-
sociation. Indianapolis Hilton.

June 10-13—Meeting of Mississippl  Association
of Broadcasters. Sheraton-Biloxi hotel, Biloxi.

June lo-ll—Spnnl meetit? North Carolina
A of B Hilton, Ocho

Rios, Jamnica.

June 11—Conference, _iponsored by Knowledge
Industry Publications. Topic to be discussed is
“The Network Thing,” dealing with new channels
for direct marketing; new distribution systems for
printed, filmed, dig?tal audio and video informa-
tion, Representing satellite and CATV will be
Beardsley Graham, formerly with Comsat and first
%rcsident of Sg'ndlemp Research Corp, Hilton inn,

June 11- 12—First annual national meeting, Asso-
clated Press Br Robert
Finch, special counselor to Presldent Nixon, will
address gathering. Sheraton-Blackstone hotel, Chi-
cago.

sumers, House Small Business Committee. 10 a.m.,
Room 2359, Rayburn building, Washington.

wune 14-25—Broadcasting workshop, sPonsored
by National Religious Broadcasters. Np
ter, Nyack Missionary college, Nyack, Y.

wJune 15—Senate Commerce Commlitiee meels
with FCC commissioners on CATV. 10 am,
Room 5110, New Scnate Oﬂice building, Wash-

ington.

wune 15-17—Hearings on political-spending bills
(H.R.'s 8627, 8628) introduced b airman Tor-
bert H. Macdonald (D-Mass.), House Communi-
cations Subcommisnee. 10 am., Room 2123, Ray-

burn building, Washington.

wune 16—Workshop 8pc d by A tati
of National Advertisers on “Determination, Allo-
cation and Control of Marketing Expenditures,”
with to Th Dillon  of
BBDO, Malcolm A. McNiven of Coca-Cola,
Paul E. J, Gerhold of Advertising Research Foun-
dation, Victor P, Buell of the University of Massa-
chusetts, B. F. Butler of Hendry Corp., Donald
J. Gluck of Dupont, Lawrence Friedman of Math-
ematica Inc., Frank Schmidt of Carling Brewing,
Harvey Shycon of A, Ephcd Decision Systems and
Robert Weinberg of Weinberg & Associates.
Plaza hotel, New York.

June 16-183—Annual meeting, Virginia Associa-

Major convention dates in *71

June 26-30—National convention of American

Adveriising Federation. Hawalian Village, Hono-

lulu.

July 6-9—Annual convention of National Cable

Televiston Association. Sherglpn and Shoreham

hotels, Washington.

Sept. 27-29—11th annual conference sponsored

by Institute of Broadcasting Financial Manage-

meni. Regency Hyatt House, Atlanta,

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

workshops, Radio-Television News Directors As-

sociation. Statler Hilton hotel, Boston.

Oct. 17-20—Annual convention National Associa-

tion of Edi i Br Fontainebl:

hotel, Miami Beach.

Nov. 14-17—Seminar, sponsored by Broadcasters

}s'zomlguon Association. Washington Plaza hotel,
att]

tion hol Broadcasters. Mariner botel, Virginia

Beach.

June 17—New deadline for ‘uply comments on
FCC’s proposal concerning availabllity of TV pro-
grams produced by nonnetwork suppliers to com-
mercial TV stations and CATV systems (Doc
18179). Previous deadline was June 5.

June 17-19—Meeting ‘of Missouri Association of
Broadcasters. Holiday inn, Lake of the Ozarks

June 17-20—Mceeting. of Oklahoma Broadcasters
Association. Fountainhead Lodge, Checotah.

June 18—Deadline for reply comments from all
parties on FCC’s one-to-a-market propasal and jts
newspaper - CATV  erawsownershin  proceeding
(Docs. 18110 and 18891).

June 13-19—Meeting, South Dakota Association
of Broadcasters. Sioux Falls.

June 19—Regional conference and workshops,
Radio Television News Directors Association,
sponsored by KTVU(TV) Oakland-San Francisco.
KGo-Tv studios, San Francisco.

June 19-23—Annunl convention, Georgia Asso-
By s, Among featured speakers

June 12—Regional conference and worksh
Radio Television News Direciors Assoclation,
sponsored by K0GO-AM-FM-TV San Diego. Kona Kai
club,

June 13-14—Spring meetm%) West Virginia Cable
Television Association. iel Boope hotel,
Charleston.

June 13-15—15th annual Television Program Con-
ference. Downtown Holiday inn, El Paso.

June 14.16~International conference on com-
munications, sponsored by Communications Tech-
nology Group and Montreal Section, Institute of
Electrical and Electtonics Engineers. D. M. Atkin-
son, chairman. Queen Elizabeth botel, Montreal.
June 14-17—Annual convention, Electronic In-

dustrles Association. Arlington Park Towers, Ar-
lington Heights, TIl.

wune 14, 18—Hearings on effects of self-imposed
advertising codes on small businesses and con-

will be FCC Commissioner Thomas J Houser;

Marianne Campbell, Avco B

nati, mldem of American Women in Radio and

Teler ion; Barry Cole, consultant to FCC

on repewal procedures and Daniel Z. Henkin, as-

gistant secretary of defense for public affairs,

Jekyll Island, Ga.

Jume 21-26—18th annual advertising film festival,

Screen  Advertising World Association Lid.,
nes. France,

June 22-25—Spring meeting, TV and radio boards,

National Association of Broadcasters. NAB build-

ing, Washington.

June 23—Ninth annual Canadian Television Comt-

merciais Festival. Inn on the Park, Toronto,

June 23-25—National Broadeast Editorial Con-
ference, sponsored by National Association of
Broadcasters, Radio-Television News _Directors
Association and Southern IHlinofs University,
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Women who canview
PGW represented

3 TV stations
- will spend $4:140,000
on hair spray
this month.

Do you sell hairspray?

You can sell more
with spot TV

and we can show you how
.market by market

) PETIRS mzu FIN WOODWARD INC

] Sou S ial Brand Rating Index Analysis comm ned by PGWre and projected to
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Whether you concentrate in
the printed media or in sky-
writing, it's good business to
understand broadcasting—
its impact, its costs,

its inherent value to you,
your client. BROADCASTING
is the one book that keeps
you on the inside of
broadcasting. It tells you
when, why, where it happens
——as it happens. This
coverage—accurate,
intensive, thorough—

gives you the facts you need
for your workaday,
money-making use.

Subscribe now . . . pay later!

fdeastin

THE BUSINESBWEEKLY OF TELEVISION ANG RADID ®

(CA
mini-
automation

MONO
STEREQ

ELECTRONICS
CORPORATION

¥ G E Y

Featured speakers: Dr. Barry Commoncr, Wash-
ington University; Dr. Norton Long, University
of Missourl: Dr. William Masters and Virginia
Johnson, Reproductive Biology Research Founda-
tion; Richard Jencks. CBS/Broadcast Group; Dr.
R, Buckminster Fuller, Southern Illinois Uni-
versity; Representative William Clay (D-Mo.);
Harry Ashmore, Center for the Study of Demo-
ir:ti}: Institutions. Stouffers Riverfront inn, St.
uls.

uJune 25—House Small Business Committee hear-
ing on effects of adverlising codes on small busi-
ness and consumers, 10 a.m., Room 2359, Rayburn
building.

June 26—Regional

'

work

Radio Association of Canada, Educational Media
Association of Canada. Macdonald hotel, Edmon-
ton, Alberta.

June 28—Regional conference and workshops,
Radio Television News Directors Association,
sponsored by xoa-aM-Tv Denver,

June 29-July 1—Summer convention, Maryland-
D.C.-Deiaware Broadcasters Association. Cavalier
hotel, Virginia Beach, Va.

July

Luly 1-7—94th annual meeting, American Bar

al
Radio Television News Direciors
Brown Palace hotel, Denver.

June 26-29—First International Television Exhibi-
tion of Programs for Young People, sponsored by
New_HambPshire Network. New Enﬂnnd Center
for Continuing Education, Durham, N.H.

June 27-30—Annual Consumer Electronics Show,
sponsored by Electronic Indusiries Association.
Includes marketing, video and audio conferences.
McCormick Place, Chicago.

June 27-30--Summer convention,
Broadcasters Association. Sun V.

June 27-July 1—Conference on educational com-
munications, sponsored by Canadian Scientific
Television and

Association.

Idaho State

Film Association, Educational

fation. First part of meeting will be held in
New York City; second portion will be held in
London from July 14 to 20. Among topics to be
discussed is communications. Guest speakers will
inciude Miles Kirkpatrick, chairman, Federal
Trade Commission; Robert W. Sarnoff, president,
RCA, and Clay T. Whitehead, director, Office of
Telecommunications Policy. New York Hilton
{first meeting}; Grosvenor House hotel, London
(second half.)

July 2—New deadline for comments in FCC’s
inquiry into children’s TV programs (Doc. 19142).

July 2—New deadline for comments in two
FCC proceedings: formulation of rules and policies
relating 1o renewal of broadcast licenses (Doc.
19153); formulation of policies relating to broad-
cast renewal applicant (Doc. 19154).

BookNotes

“Why Aren't We Getting Through?,”
1971, edited by Edmund M. Midura.
Acropolis Books Ltd., Washington. 191
pp. $6.95 cloth; $3.95 paper.

This collection of 10 articles on “the
urban communication crisis” is based
upon a series of lectures delivered last
year at the University of Maryland.
Among the varied contributors: NBC'’s
William Monroe, who talks about what
broadcasters can do to “break the inner-
city communication barrier,” and pre-
scribes better reporting rather than ad-
vocacy; writer Budd Schulberg, discuss-
ing his experiences as founder and di-
rector of the Watts Writers Workshop;
Joseph Shoquist, managing editor of the
Milwaukee Journal, on “the role of the
press in a continuing urban crisis” and
Wolf Von Eckardt, architecture critic
for the Washington Post, discussing “‘the
future of communication in megalopo-
lis.”

“Black List: The Guide to Publications
& Broadcasting of Black America,
Africa, Caribbean,” 1970, by Panther
House Ltd., New York. 289 pp. $12.50.

This reference guide is divided into
three sections: (1) Afro-American
newspapers, periodicals, broadcasting
stations, colleges and universities, pub-
lishers, book clubs, bookstores, adver-
tising and public relations, and literary
agents: (2} International; and (3)
Africa and the Caribbean (embassies
and permanent missions to the United
Nations, newspapers, periodicals, broad-

" casting stations, colleges and universi-

ties, publishers, and miscellaneous in-
ternational organizations). Listings in-
clude name of organization, address,
editor, manager, and explanatory ma-
terial. A “Black List” supplement is

expected to be published in the fall

“A Guide to Radio & Broadcast Engi-
neering Practice,” 1971, by E. L. Saf-
ford Jr. Tab Books, Blue Ridge Sum-
mit, Pa. 286 pp. $12.95 hardbound.

This is a practical and comprehensive
guide to broadcast operation, mainte-
nance and troubleshooting. The volume
is divided into two parts—Radio and
Television—and begins with a discus-
sion of various levels of technical com-
petence and suggestions for classifying
and upgrading technical broadcast per-
sonnel. It gives thorough treatment to
preventive maintenance and provides a
number of case histories to answer
tough or upusual problems. Of particu-
lar interest to all broadcasters is a list
of the most frequent FCC technical vio-
lations. The book also discusses the con-
sulting engineering profession and gives
extensive aftention to AM antenna sys-
tems. The television section includes a
description of 2 model station and prac-
tical engineering suggestions supplied by
stations all over the country. The book
is not intended as an in-depth study of
equipment; however, it contains enough
information—including over 140 il-
lustrations—to acquaint even the unini-
tiated reader with typical equipment
used in TV and radio stations.

“BBC Pronouncing Dictionary of British
Names,” 1971, edited and transcribed
by G. M. Miller. Oxford University
Press, New York. 171 pp. $7.50.

The title is self-explanatory. For those
who need a guide through the often
confusing world of British proper names,
this book provides a list of about 16,000
place and family names, with phonetic
transcription and simplified English
spelling.
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FIRST-RUN

2 G HALF-HOURS

IN COLOR—ON TAPE

With
Bert Parks
as Host

Exciting Circus Attractions
Quality Production Values
Outstanding Programming to consistently

deliver big audiences.

WCBS-TV/New York
KNXT/Los Angeles
WBBM-TV/Chicago
WCAU-TV/Philadelphia

nl . WJW-TV/Cleveland
rea llv KMOX-TV/St. Louis

- KSTP-TV/Minneapolis—St. Paul
sn I [l tn - WBAL-TV/Baltimore
WCKT/Miami
KGW-TV /Portland, Ore.
KTAR-TV/Phoenix
WDAU-TV/Wilkes-Barre—Scranton
WCSH-TV/Portland, Me.

WABI-TV/Bangor
KBLU-TV/Yuma, Ariz.
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M””MM” from Lois Underhill, Compton Advertising, New York

A case for the maligned May sweep

A May sweep? A survey of all local
TV audiences in May? Mention the
subject these days and you get a wide
variety of responses.

“Essential,” says the agency.

“Valuable,” claims the advertiser. “A
sound marketing tool.”

“Grinding,” growls the rep. “Unfair
practice.”

“I can't afford it,” replies the broad-
caster, “and I pay the freight.”

“A problem,” acknowledges the spot
TV rating service. “You should hear
what our competition is saying!”

Never has there been such disagree-
ment between buyers and sellers of spot
television time regarding their basic
means of communication—the local
rating book. But there is a case for the
May sweep on the part of the buyer.
And the seller—the broadcaster—can
benefit as well.

We all recognize the seasonal varia-
tions in television viewing levels, From
a solid base in the fall, they build to a
peak, 16% above the annual average,
in the cold weather months. Then starts
the decline with warm spring weather
and daylight savings time. The valley
is reached during the hot weather vaca-
tion months of July and August, 16%
below the annual average. Within this
general pattern there are variations by
geographic region, by program type and
by demographic groups.

And we are accustomed to sweeps
during the higher viewing seasons of
November and February-March, but
we have lacked complete surveys of the
warmer-weather, lower-viewing seasons.

The buyer needs this information to
provide an accurate relationship of ad-
vertising delivered to sales.

The benefit to the seller? An accurate
measure of delivered advertising to sales
will produce more summer campaigns.
A campaign which overstates delivery
by being based on out-of-season viewing
levels will undoubtedly overstate sales
objectives. When the overstated objec-
tives are not met, the campaign will be
unsuccessful and will not be repeated.

On the other hand, a campaign based
on realistic audience deliveries is much
more likely to produce the anticipated
results, to be economically successful,
and therefore scheduled again.

However, such benefits are long-
range. What about the immediate practi-
cal day-to-day selling and buying of spot
TV time? A number of questions de-
serve consideration.

14

Why a full sweep? Why not just the
top markets? The broadcasters bear the
major portion of the cost of the sweep.
The smaller the market, the harder to
find the cash. We recognize, they say,
that you need summer data, but esti-
mate from major markets, or from na-
tional patterns.

But from Compton Advertising’s
viewpoint, it has been clearly demon-
strated in markets already measured
that the broad daypart changes in
homes-using-television (HUT) levels,
vary considerably by geographic region,
by program type and by demographic
group. Individual stations in the same
market vary considerably from HUT
level changes. Shares as well as HUT’s
change by season. In the risky business
of estimating seasonal viewing, the first
essential for my agency is a sweep. A
market, no matter how small, that is
worth buying, is worth measuring.

However, the broadcaster can also
benefit. A survey provides an oppor-
tunity to sell against the programs which
are strong in the summer rather than
assuming average decline over-all. And
the broadcaster has the added advantage
of an actual measurement to work with
rather than a2 multitude of different esti-
mates created by many individual buy-
ers. Both seller and buyer can agree on
clear areas of strength and tackle areas
of weakness from a known starting
point, so both gain from the sweep.

Another question—why May rather
than July if a summer season sweep is
necessary? First and most important,
May books are available during June
and can be used for two more months
of summer-season buying. July books,
on the other hand, are printed and out
in late August. By that time, the sum-
mer season is past and buying is con-
centrated on the new fall program sea-
son. July, therefore, can be used only as

a basis for planning and estimating a
year away. Both agency and broad-
caster experience the same limited use
of July books.

Second, the May books represent
a reasonably good average of the spring
and summer viewing season starting
with late April and running through
the first part of September. July, by
contrast, measures only the valley of
summer viewing decline. Obviously, a
buyer purchasing a July or August
flight must take into consideration audi-
ence decline in early fringe vs. May. But
for other time periods, and for long-
term buys, May represents a good aver-
age: day +3%, early fringe —3%, late
fringe, no difference.

The final question: misuse of May
data. Will it be used for fall buying?
Speaking for Compton, the answer is
unequivocally no. And Compton’s sur-
vey of major agencies indicates such a
use is not general agency practice. May
viewing patterns are so clearly different
from the fall that May figures cannot
provide sound fall estimates. It is this
difference that prompted the need for a
May sweep. Daytime in May is off 12%
vs. November, early fringe off 25%
and prime off 15%. And our earlier
examples of May viewing patterns
clearly indicated that shares are not
consistent from season to season.

All buying requires a look at the lat-
est book, even if out of season, to detect
program trends. To facilitate this kind
of examination, fall availabilities re-
quests sometimes ask for May (often
the latest book when fall buying is
being done) figures. This may have led
to the erroneous conclusion that the fall
buy was based on May figures.

Constructive use of May data can
help both buyer and seller of TV time
to a more productive use of advertising
dollars. We do need that May sweep.

Lois Underhill joined Compton Advertising
in 1957 in the media research department
and in 1960 was named director of that de-
partment. In 1964 she was appointed broad-
cast supervisor in the media department with
brand responsibilities over a four-year period
on Ivory soap, Ivory Liquid, Tide, Cascade,
New York Life and Chase Manhattan Bank.
In 1968, she assumed responsibility for spot
activity on all Compton accounts; in 1969
she was named associate media director. She
is now media group head and vice president.
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NOW THE CBS LABORATORIES COLOR COF-!-RECTOR IS TOTALLY AUTOMATIC

CBS Laboratories has taken another giant step
forward in color television broadcasting. The
widely-acclaimed Color Corrector is now fully au-
tomatic. Adjust the controls once and forget it. The
Color Corrector automatically guarantees uniform
color balance of remote feeds from any part of the
country. Automatically corrects variations from
one camera to another, from one scene to another,
or from film to tape. And automatically gives you

the big edge for viewer ratings and advertising
dollars. When it comes to color broadcasting, noth-
ing can touch the new CBS Laboratories Auto-
matic Color Corrector 6000.

CBS LABORATORIES

A Division of Columbia Broadcasting System, Inc.
227 High Ridge Road, Stamford, Connecticut 66905




The New Petry
is WMAL-TV's new
representative.

WMALTY Channel 7 ABC in Washingtor, D C

Ae Woshingren 3tar Sichon Groug

Edward Y Petry & | Co., Inc.
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Tilt in the balance of payments

Foreign marketers, aggressively competing in U.S,,
beef up their spending on stateside TV and radio

America’s broadcast audiences are see-
ing and hearing commercials in record
numbers these days extolling the virtues
of such foreign products and services as
Toyota cars, Lufthansa Airlines, Pana-
sonic TV sets and Dunhill Tobacco.

The proliferation of TV and radio
announcements for made-out-of-the-
U.S. commodities underscores the ac-
celerated drive by overseas entrepre-
neurs to capture a larger share of the
American market and their reliance on
the broadcast media, particularly tele-
vision, to broaden their base of activities
here.

Media and advertising specialists
agreed last week that 1970 was by far
the year of the most extensive push by
overseas advertisers. Based on figures
supplied by the Television Bureau of
Advertising and the Radio Advertising
Bureau, broadcast investments reached
a record-toppling mark of more than
$55 million in 1970, a gain of almost
$39 million over the total of 1969.

Television expenditures from foreign
sources climbed to more than $45 mil-
lion, an increase of 41% over 1969.
Radio spending was almost $10 million,
a gain of 46%.

Network and spot-broadcast officials
found the beefed-up spending by com-
panies abroad especially comforting in
1970, a year when activity by home-
grown advertisers was sluggish. They
were reasonably confident that the over-
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seas spree would continue throughout
1971. as more and more companies ex-
pand their distribution in the U.S,

One network-TV sales chief pointed
out that the splurge has benefited spot
television particularly. He explained that
the heavy spenders have been automo-
tive companies and appliance manufac-
turers whose distribution patterns, rarely
completely national in scope, are “a
natural” for spot. He said he was en-
couraged by the use of TV networks by
some advertisers for special programs
and felt that as distribution spreads,
there will be larger investments in net-
work.

Statistics buttress this point. In 1970,
purveyors of exported products and

3. there were only two 4.

in America.

services allocated an estimated $32 mil-
lion to spot-TV and $13.5 million to
network.

Similarly, in radio they invested more
than $9.2 million in spot and only about
$600,000 in network.

These figures do not include local
spending by individual dealers on behalf
of foreign products, which can add up
to the millions.

A sampling of advertising-agency and
broadcast executives indicated that the
success that overseas businessmen have
had with marketing their products and
services in the U.S. is attributable to
their reliance on the expertise of well-
known U.S. advertising agencies.

“You must remember that these

What a difference
five years make

A five-year comparison shows startling
growth in foreign-firm investments in
U.S. television. Volkswagen, leader
among the overseas companies in 1970
with $12.7 million in spot and network,
spent only one-fourth that much—$3.2
million—in 1965, Toyota, which uses
spot-TV only ($10 million in 1970),
spent $74,380 in spot in 1965.

Others in 1970's “top 10" among
foreign firms advertising on TV: Datsun,
Mercedes and Matsushita Electric (Pan-

asonic), which were in the top five in
1970, were not in national TV in 1965.

Volvo, in spot only, moved up from
$162,010 in 1965 to $2.1 million in
1970; Honda from $270,000 in network
only to $2 million in network and spot,
and Fiat from $39,920 to $938,300 in
spot (no network).

Two of the 10 advertisers were atypi-
cal. Wilkinson Sword with $1.7 million
in TV (network and spot) in 1970,
spent almost $3 million in 1965, and the
National Federation of Coffee Growers
of Colombia declined in TV spending
from $2.1 million in spot TV only to
$1.6 million in network-spot.
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Overseas billing on U.S. television

1969
Spot Network

Alrtines
Aeronaves de Mexico $ 455900 § —_
Avianca (Colombia) Alrlines 71,300 _
Alltalia Airlines 138,700 —_
Britlsh Overseas Airways 116,300 —_
Canadian National Railway

(Air .Canada Alrlines) 109,200 _
Irish international Airlines —_ _—
Japan Air Lines 0= —
lcelandic Airlines 72,400 —
Lufthansa — —
Lan-Chile Airlines —_— —_—
Olympic Airways 222,000 —_
Qantas Alrways 382,400 498.400
Swissair 80,000 —
Trans Cearibbean Alrways 92,500 —
Appliances
Hitachi Ltd. —_ —_
Matsushita Electric Corp. of

America (Panasonic) 1,586,700 595,800
Sony Corp. of America —_ =
Automotive
Austin America * 851,000 —
Mercedes Benz 370,400 31,000
Datsun 2,711,700 —_—
Fiat Motor Co. 146,400 _
Fujl Heavy Industries Inc.

{Subaru) 86,700 —
Honda Moter Co. (Honda

motorcycles, automobiles) 350,000 994,500
Peugeot Inc. and dealers 68,200 _
Renault Inc. and dealers 681,000 34,100
Toyo Kogyo Co. (Mazda Autos) — —
Toyota Auto-Toyota Motor

Distributors 7,776,900 —
Volkswagen ** 2,873,500 5.017.500
Voivo import Co. 1,444,700
Saab Motors 26,400 —
Suzuki Motor Co. {motorcycles) 37,100 —_

Yamaha International (Yamaha
motorcyclies. snowmobiles) 40,

700 28,000
* British Leyland Motors/J. §. Inskip (Roﬂs Royce, Jaguar, Sprite but mostly Austin).

** Includes some bliling for Porscha.
Travel-tourlst

Bahamas Minlstry of Tourism 114,400 —
Canadian Dept. of Trade and

Commerce 166,100 -_—
Canadian Pacific Railway 25,100 -
Other
Denmark Cheese Association 89,100 —
Ehrenreich Photo Optical

Industries {Fufl, Fulica,

Nikkormat equipment} — —
Japan Stationery Co.

{Pentel pens) — —
Mitsubishi International {Three

Diamond food products) 216,300 —_
National Federation of Coffee

Growers of Colombia 279,400 1,114,200
Nozaki Association (Jepan tuna) —_— —
Witkinson Sword 869,400 281,400
British Petroleum 92,300 187,200
Dunhiit International — 331,900
Rothmans of Pall Mall

{Canada) 30,900 52,800
Alcan Aluminum of Canada 37.500 -
Canada Cycle & Motor 21,200 —
Canadlan Brewerles 53,700 —
Imperial Tobacco of Canada

(Progresso food products) 140,700 -
Netherlands Flower Bulbs

Institute 85,400 —

1970

Total Spot Network Total
§ 46900 § 21,000 § — & 21,000
71,300 48,600 —_ 48,600
138,700 —_ = —
116,300 261.400 — 261,400
109,200 - — —
- 64,300 —_ 64,300
— 40,000 — 40,000
72,400 — — —
— 440,800 — 440,800
—_ — 4,500 4,500
222.000 312,000 — 312,000
880.800 — 589,300 589,300
80,000 —_ — —
92,500 —_ —_ —
—_ 89.800 —_ 89,800
2,182,500 1,303,500 1,030,500 2,334,000
— 701,400 —_ 701,400
861,000 316,000 45,600 361,600
401,400 2,452,100 477,000 2,929,100
2.711.700 4,739,400 — 4,739,400
146,400 938,300 - 938,300
86,700 170,000 — 170,000
1,344,500 873,000 1,171,400 2,044,400
68,200 211,200 — 211,200
715.100 530,200 -— 530,200
- 32,400 — 32,400
7,776,900 10,061,700 — 10,061,700
7.891.000 4,047,900 8,676,900 12,724,800
1,444,700 2,134,800 — 2,134,800
26,400 — — —
37,100 —_ — =
40,700 — 28,000
114,400 — — —
166,100 —_ —_ —_
25,100 —_ — —
89,100 50,000 — 50,000
— 132,000 — 132,000
— 98,800 —_ 98,800
216,300 57.400 — 57.400
1,393,600 485.000 1,196,700 1,681,700
— 142,100 142,100
1,150,800 1,588,600 153, 800 1,742,400
279,500 — 216,000 216,000
331,900 —_ —_ —
83,700 — — —
37,500 _ —_— -_
21,200 — — —
53,700 — — —
140,700 _ _ _
85,400 — — =

foreign companies have been on the
scene in a substantial way only the past
few years,” one station representative
observed. “They hire savvy agencies
with a world of experience, try out their
products in a few markets and expand
their advertising as their distribution
grows. They are handled just as if they
are American companies since they are
trying to reach an American market.”

Don Coyle, president of Interconti-
nental Communications Inc., a firm spe-
cializing in overseas marketing, said
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foreign companies use television more
than print in the U.S. because they are
emulating the American marketer of
basic goods and services. He pointed out
that in their own countries foreign firms
had scant opportunity to learn the
medium. Overseas, commercial time,
where available, is limited.

Mr, Coyle ventured that out of their
experience here, U.S. agencies and for-
eign advertisers will bring added know-
how to television advertising abroad.

The leading TV advertising category

by far, obvious to even the casual view-
ers, is automotive, The top five auto-
import spenders (Volkswagen, Toyota,
Datsun, Volvo and Honda) placed al-
most $32 million in U.S. television in
1970, compared to $21 million in 1969.

The magnitude of this expenditure by
the top five auto-import firms is appar-
ent when measured against the total TV
expenditure for all lines and models of
the General Motors Corp. in 1970: not
quite $42 million. In contrast, GM is
understood to have placed more than
$60 million in the print media last year.

Jack W. Fritz, vice president and
general manager, broadcasting, Blair
Television, expressed the view that car
importers might be teaching Detroit a
lesson in their accent on television, par-
ticularly spot.

He said Detroit marketing men rely
heavily on the printed media to supply
dealers with tear sheets, while their col-
leagues from Japan, Germany, Sweden
and other distant points are interested
only in sales.

Volkswagen continued in 1970 as the
Procter & Gamble of overseas adver-
tisers in the U.S., having spent more
than $12.7 million in TV (up from $7.9
million in 1969), followed by Toyota,
almost $10.1 million; Datsun, more than
$4.7 million; Mercedes Benz, almost $3
million and Matsushita Electric (Pana-
sonic}, more than $2.3 million.

One agency official noted that Toyota,
which spent all of its funds in national
spot TV, allotted almost as much money
to that medium as Standard Brands, a
blue-chip U.S. advertiser, which placed
$10.4 million in national spot in 1970.

The most recent foreign automaker to
embark on a major advertising cam-
paign is Mazda Motors of America Inc.,
Compton, Calif., distributor of the
Mazda car, manufactured by Toyo
Kogyo Co. Ltd., Hiroshima, JYapan.
Mazda launched a $2-million introduc-
tory campaign in California in mid-
May, using heavy spot TV-radio sched-
ules in Los Angeles, San Francisco-
Oakland, San Jose and Sacramento. The
car has had earlier distribution in Flor-
ida and the Pacific Northwest.

Among the top television advertisers
last year outside the auto category were
Wilkinson Sword, approximately $1.7
million; National Federation of Coffee
Growers of Colombia, aimost $1.7 mil-
lion; Sony Corp,, more than $700,000;
Qantas Airways, almost $590,000, and
Lufthansa, more than $400,000.

To a lesser extent than television,
radio has played a key role in the mar-
keting strategy of foreign advertisers.
The top spenders in 1970 and their ap-
proximate expenditures: Renault, $1.35
million; Volvo, $1,07 million; Qantas,
$735,000; Iberia Airlines, $715,000;
Japan Airlines, $700,000; Air Canada,
$667,000; Toyota, $472,000; Volks-
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wagen, $453,000; Datsun, $404,000 and
BOAC $393,000.

What effect, if any, will the broadcast
splurge by off-shore companies have on
the advertising plans and strategy of do-
mestic advertisers? Several agency and
station-representative officials noted that
for the most part the investments by
overseas marketers are minimal by U.S.
standards. But they felt there may be
some repercussions in the automotive
field where foreign cars have made in-
roads on domestic cars and where the
broadcast advertising weight has been
heaviest.

“We have noticed there has been ex-
panded spot-TV activity by American
car manufacturers in the first quarter of
this year,” one rep pointed out.

Overseas billing in U.S. radio

Spot radlo
1969 1

Automotive
British Motor Car $ 16,300 $ —
Kawasakl Motorcycles 105,200 800
Nissan Motors (Datsun) 79.200 404,400
Renault dealers 49,300 1.356.500
Saab Motors 99,800 71,100
Toyota 178,900 472.700
Volkswagen 623,000 453,200
volvo 866,300 1,070,100
Flat 6,100 17.900
Austin Motors 11.900 10,800
APPliances
Sony Corp. 20,200 4,800
Panasonlc 20.200 118.500
Panasonic car stersos 41,700 —
Hitaehl - 24,100
Hitachl sales —_ 66,900
Alriines
Asronaves de Mexico 17.300 27.100
Alr Canada 796,500 667,200
Alr France 79.400 75.100
Alr Jamalca 76,400 265,100
Air Indla 6.100 19,300
Alltalia Alrlines 19,200 5.000
Austrian Alrlines 32,700 29,800
Bahamas Alrways 2,300 12,500
Braniff 354,800 —_
BOAC 432,200 393,100
British West Indles Airlinas 435.200 86,000
Finn Alr 26,500 500
Irish [nternational 345,100 287,700
Japan Alrlines 405,500 562,800
KLM Alrlines 84,700 55,700
Lufthansa 227,600 335.900
Olympic 3.000 —_
Scandinavian Alrlinas 375,000 . 80,200
Swissair 288,000 217.400
Trans Caribbean 5.500 9,800
Canadian Paclfic Airlines 49,600 7.400
Qantas 226,600 734,900
Hawalian Airlines 200 —
Mexican Alrlines 2,900 —
Sabena World Alrways 3.700 -—_—
Iberla Airlines _— 714.600
TAP (Portugai) — 52,900
Philippines Alrways —_ 15,400
Trade-tourist
Canedian Government

Travel Bureau 164,800 35,900
North German Lines 18,300 14,000
Bahamas Minlstry of

Tourism 70.000 224,000
Australian Dept. of Trade 800 -—_
Cunard Lines — 11.500
European Travel . -— 30,700
Barbados Tourist Councll — 33,700

Network radlo: There were six foreign advertisers
listed in Radio Advertising Bureau network-radio
compilations for 1969 and 1970. They were Vvolvo
with $3,000 in 1969, nothing In 1970; and five ad-
vartisers in 1970 byt not in 1969; Finn Alrlines with
$173,000; Nissan Motors (Datsun} with $72.000:
Qantas Airlines, $58,000; Swiss Alrlines, $25.000,
and Japan Airlines, $138,000.
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Campaign reform takes new turn

One Senate committee sharply edits another—
but leaves wide open that ‘access to the air’

The Senate Rules Committee last week
performed major surgery on the Com-
merce Committee’s political-spending
bill, cutting away some—but not all—
of the provisions that broadcasters re-
gard as discriminatory and transplant-
ing amendments that promise to make
the bill more attractive to the Nixon
administration.

Separate limits on broadcast and non-
broadcast spending for federal-office
candidates are still in the bill (S. 382)
—five cents per eligible voter, or $30,-
000, whichever is greater. However, one
of the principal amendments adopted by
the Rules Committee would allow a
candidate interchangeability  within
those limits. In effect, it would create
an over-all media-spending limit of 10
cents per eligible voter (or $60,000)
that a candidate could use any way he
chose.

Another major amendment would re-
peal Section 315 of the Communica-
tions Act for all federal-office candi-
dates, not just for presidential and vice-
presidential candidates as the original
bill provided.

However, Rules left intact a provi-
sion, much disputed by broadcasters,
that assures candidates *reasonable”
access to TV and radio by empowering
the FCC to revoke licenses of stations
that fail to allow such access.

The committee conditioned the
across-the-board repeal of Section 315
on broadcasters’ giving candidates maxi-
mum flexibility in choosing program
formats.

Sponsor of both amendments was
Senator Winston L. Prouty (R-Vt.),
ranking minority member of the Rules
Committee.

Here is a summary of the actions
taken by the committee in executive
sessions last Wednesday (June 2) and
Thursday (June 3):

= Prouty amendment on interchange-
ability of spending limits: Adopted 4-to-
3. For: Republican Senators Prouty,
John Sherman Cooper (Ky.), Hugh
Scott (Pa.) and Robert P. Griffin
(Mich). Against: Democrats Howard
W. Cannon (Nev.), Claiborne Pell (R.
I.) and Chairman B. Everett Jordan
(N.C).

® Prouty amendment to suspend Sec-
tion 315 for all federal-office candidates,
provided they are given flexibility in
choosing program formats: Adopted 5-
to-4. For: Senators James B. Allen (D-

Ala.), Pell, Prouty, Scott and Griffin.
Against: Senators Cannon, Robert C.
Byrd (D.-W. Va.), Jordan and Cooper.

" Scott amendment to prohibit busi-
nesses regulated by the FCC, Civil
Aeronautics Board and Interstate Com-
merce Commission from extending
credit to political candidates unless
security is posted: Adopted 5-to-4. For:
Senators Allen, Prouty, Cooper, Scott
and Griffin. Against: Senators Jordan,
Cannon, Pell and Byrd.

®* Prouty amendment to raise ceil-
ings on broadcast and nonbroadcast
spending from five cents to seven cents
per eligible voter: Defeated 5-to-4. For:
Senators Prouty, Cooper, Scott and
Griffin. Against: Senators Jordan, Can-
non, Pell, Byrd and Allen.

*® Prouty amendment requiring can-
didates and committees to disclose, in
literature and advertisements that solicit
contributions, that copies of campaign-
financing reports are available from the
superintendent of documents: Adopted
6-to-3. For: Senators Prouty, Cooper,
Scott, Griffin, Allen and Jordan.
Against: Senators Cannon, Pell and
Byrd.

Adopted without objection were
amendments to require candidates to
file financial reports with the General
Accounting Office; to eliminate the
present $5,000 limit on individual con-
tributions, and to include runoffs as
separate elections in the bill.

The bill with these amendments was
unanimously adopted by the Rules
Committee last Thursday. The com-
mittee's staff must now write a report
on the measure and submit it to the
Senate by June 20. The Finance Com-
mittee, which must consider the tax
provisions of the measure, is facing the
same deadline. However, it has not yet
taken action on the bill. A spokesman
said last week that Finance is likely to
take no action and let the bill be auto-
matically reported to the Senate after
the deadline. He said historically the
Senate has struck tax provisions because
of the constitutional stipulation that
only the House can originate tax meas-
ures.

The Finance Committee’s approval of
the amended S, 382 follows its hearings
on the bill, at which Nixon supporters
called for deletion of antibroadcasting
discriminations (BroapcasTing, May
31).

Over on the House side of Capitol
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Hill, the Communications Subcommit-
tee under Chairman Torbert H. Mac-
donald (D-Mass.) begins hearings this
week on other political-spending pro-
posals. The hearings will focus princi-
pally on H.R.'s 8627 and 8628, intro-
duced by Mr. Macdonald late last month
(BrOADCASTING, May 25).

- The hearings will begin tomorrow
(June 8) at 10 a.m. in Room 2123,
Rayburn building. A spokesman for
Mr. Macdonald said hearings would
also be held June 9-10, June 15-17 and,
if necessary, on other dates, )

Special invitations to testify went-out
last week to CBS President Frank Stan-
ton;. NBC President Julian Goodman;
ABC President Leondrd Goldenson;
Vincent Wasilewski, president of the
National Association of Broadcasters;
FCC Chairman Dean Burch, and Her-
bert Klein, director of White House
communications.

Other invitations were extended to
Democratic National Chairman Law-
rence O’Brien; John Gardner, chair-
man of Common Cause; Senator Rob-
ert Dole (R-Kan.), chairman of the
Republican National Committee; Joseph
Beirne, president of the Communica-
tion Workers of America; Donald Tav-
erner, president of the National Cable
Television Association, and Andrew
Biemiller, legislative director of the
AFL-CIO.

Mr. Goodman and Dr. Stanton are
tentatively scheduled to testify Thurs-
day morning (June 10).

The chances
for survival

Campaign-spending limits
given good prognosis
for co