June 14, 1971:0ur40thYear:$1.00

Broadeastin

THE BUSINESSWEEKLY OF TELEVISION AND RADIO ®

June 1k, 1971

Adv

37702 3QISHONI

@ /93591965269

Now begun: first complete review of fairness doctrine

More libel protection for the press—including radio-TV

Upheaval at the top in cabie-television association

MORNINGSIDE COLLEGE Whitehead of the White House: czar without a czardom

LIBRARY
SIQUX CITY, IOWA

MEMO FROM A MEMBER
‘SUBJECT: NEWS REQUIRES CONSTANT

ATTENTION

i Having recently become Detroit’s all-news and
information station throughout the day, WWJ Radio
_“ONE consumes hard news and features of local, na-
- fjonal and international origin at a rapid and con-
[ tinuing rate.
; WWI-TV’s NEWS-4 operation, with its 4 full half-
- hour newscasts every weekday, is also a tremendous
- utjlizer of information. With the chief emphasis of
' “The WWJ Stations on news, our reports must be ac-
curate; they must be continually updated — given

% constant attention.
We can always count on The Associated Press for

the best possible service.

Sincerely,
P Don F, DeGroot
" Vice President and General Manager
3 WWJ AM-FM-TV
Detroit, Michigan
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INTRODUCING
THE BEST
 90-MINUTE
SITUATION COMED
IN SYNDICATION:

“The Petticoat Junction Hbgan’s 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 can’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 markels including
New York, Washington, D. C., Salt Lake City,
Louisville, 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 ones. One more big
plus: Hogan’s Heroes has never had daytime
exposure. So watch the fringe time viewers
come runaning.

Step 3: The Andy Griffith Show

An all-time great! Nuinber 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. C., 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,

VIACOM ENTERPRISES

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







Would you have had the
guts to join Xerox in 1959’
Volkswagen in1950:

IBMin1946°

Are you sure you would?

Then maybe you're ready for us.

So there's no mistake about it,
let’s spell out the proposition.

We're asking you to quit your job.
Put up $20,000. And join a company
you never heard of, in an industry
that hardly exists.

If you're still with us, we'd like
to tell you who we are.

Dr. Paul R. Honna,
Acodemic consultont
and praneer of educa-
tional development
programs for children.
Former Deon of the
Schocl of Education,
Stantord University
ond editor of World
Book Encyclopedio.

Eugene V. Rostow,
Sterling Professor of
Low. Yale University,
formerly Under Se¢re-
tary of State for
Political Atfairs, ond
Deon Emerius of the
Yale Low School.

man of the Boord of
Development Tech-
nalogies Inc. ond
former Executive

dent's Task Force on

Dr. Herbert J. Passino.
manoagement consult-
ant, former Chairman
of the Board of Radi-
ation Research Inc.,
Vice President of
Research, New Jersey
Zinc Corparation.

Dr. Williom Schumon,
Chairman of the
Board; renowned com-
poser, President Emeri-
tus of Lincoln Center
for the Performing
Arls, President Emeri-
tus of the Juilliord
School, former Chair-
man of the National
Educational Television
Network Council on
Progroms.

Director of the Presi-

Communications Policy.

We're Videorecord Corporation
of America. While you've never heard
of us, you've certainly heard of some
of our Directors. Check them out be-
low, and you should get the idea that
we mean business.

The video cassette business.

As we said, it hardly exists. But
we're going to change all that.

Video cassettes that play through

Alan R. Novak, Chair-

Eli Jacobs, Chairman
of the Board of Dota
Sciences Venlures,
former Partner in
White, weld and
Compony.

W. Theodore Pierson,
atlorney and Senior
Partner in Pierson,
Ball and Dowd. waosh-
ington, D, C.

Beardsley Groham,
communicationscon-
sultant'to indusiry and
foundations, founding
President of Spindletop
Research Inc., and

Dr. Stofford L.
Hopwood, Jr., President
ond Chief Executive
Officer; former Vice
President of Business
Development and
Professional Products

for CBS Laboratories,
Generol Monoger of
International Opera-
tions for the American
Viscose Division,

FMC Corporalion and
Chief of Research
Economics and Plon-
ning for Central
Research, 3M Company.

elected by President
Kennedy os the tech-
nicolly qualified in-
corporator of the
Communications Sotel-
lite Corporotion.

your TV set (the way audio cassettes
play through your hi-fi) are the big-
gest breakthrough in communications
since television.

They're past the inventing stage.
They'll start to show up on the market
this year.

What's left to be invented is the
programs that go on the cassettes.
And the means of marketing them.

That's where we come in.

And that's where you come in.

We're looking for the best men to
becomelicensed Videorecord dealers.

The winners will get the distri-
bution rights to over $10 million worth
of programs, with more being pro-
duced every day. They'll also get an
exclusive territory, large enough to
produce a profit of $50,000 a year.

Because territories are large,
they're also few. So we're being very
selective about who we take on.

If you can show us that you're
experienced and successful in sales
and that you’ve got enough money to
get started with, we'll invite you to
take the next step.

It's a questionnaire.

If we like what you've said, we'll
invite you to our headquarters in
Westport, Connecticut. You’'ll see
what a video cassette is, and what
Videorecord is. And we'll see how we
get along together,

Then comes the last step; a qual-
ification test.

That’s a lot of fences to jump.
But you've already jumped quite a
few to have read this far.

For a kit with full information,
write to our President, Dr. Stafford L.
Hopwood, Jr.

See how far it gets you.

Viceoewn

Videorecord Corporation of America
Videorecord Building, Westport, Conn. 06880




Weekinbrief

As promised, the FCC will open probe into fairness-
access problem. Only two things are certain: Fairness
won’'t be scrapped, and broadcasters won't be made
common carriers. See . . .

Chance to escape fairness trap? ... 22

Supreme Court extends immunity from libel to include
suits by private citizens (unless they can prove ‘malice’ or
'reckless disregard for truth'}—and in so doing, it explic-
itly treats broadcasting and print as equals. See . . .

First Amendment parity on libel ... 24

With government showdown and cable convention soon,
CATV indusiry outlook is clouded by resignation of Na-
tional Cable Television Association President Donald V.
Taverner at sharply divided board meeting, See . . .

Taverner will part company with NCTA ... 34

Three minority stockholders in cable system principally
owned by CBS accelerate their efforts to block establish-
ment of Viacom International Inc., in new petition to FCC
and letter to Securities and Exchange Commission. See . . .

Viacom opponents seek FCC aid ... 41

Clay T. (Tom) Whitehead and his Office of Telecommuni-
cations Policy have been regarded as a potentially power-
ful new voice in communications matters—but so far, the
potential has been more evident than the power. See . . .

Whitehead: czar without czardom ... 48

More, more and still more hearings on political spending.
This time it's the House Communications Subcommittee as
forum in continuing debate over spending ceilings, partial
repeal of Section 315, and other proposals. See . . .

More trees in campaign-spending forest... 54

New advertising code plan is described in detail for mem-
bers of a House Small Business subcommittee—and the
possibility is raised that broadcasters might eventually
eliminate their code if the advertising plan works. See . . .

Taking self-reguiation up to the Hill. .. 58

Testimonials to radio's selling power, new tools for selling
it and a forecast that sales wilf rise 8-10% this year high-
fight workshop sponsored by the Association of National
Advertisers and Radio Advertising Bureau. See . . .

Why radio keeps gaining power ... 60

First combined Clio/Effie awards ceremony in New York is
dominated by BBDO, with five TV Clios, two TV Effies, one
print Clio and one print Effie; over-all campaign award
goes to Midas Muffler's ""Better Job" series. See . .

TV commercials have their day . .. 62

OTP Director Whitehead, speaking in Paris, says effective
worldwide satellite communication is no longer a techno-
logical problem, but a political one—of developing insti-
tutions that can deal with the new technology. See . . .

Politics seen as key to satellites’ future... 67

Departments Broadeasting
AT DEADLINE ................ 9 PERSPECTIVE ON THE NEWS ... 48 | June 14, 1971:Vol.80.No.24
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R ing Publications Inc., 1735 DeSales
CHANGING HANDS ........... 40 WEEK'S HEADLINERS .......... 10 Street, N.W., Washington 20036. Sec-
CLOSED CIRCUIT ............. 7 WEEK'SPROFILE .............. 81 ond-class postage paid at Washington.
DATEBOOK ........cc.cvvnn.. 12 Subscription prices: one year $14,
EDITORIALS .......coovvvnnnnn. 82 two years $27, three years $35. Add $4
EQUIPMENT & ENGINEERING .. 65 3 ¥ e (@ ol Lo O S0 I
) all other countries. Subscriber's occupa-
FATES AND FORTUNES ........ 68 tion required. Regular issues $1 a copy.
FOCUS ON FINANCE .......... 50 BROADCASTING YEARBOOK  published
FOR THE RECORD ............ 70 each January, $13.50 a copy; CATV
INTERNATIONAL .............. 67 SoURCEBOOK annually, $8.50 a copy.
LEAD STORY 20 Sty Subscription orders and address
""""""""" . < changes: Send to BROADCASTING Circu-
THE MEDIA ........oooiinnnns 34 < & lation Department. On changes include
MONDAY MEMO .............. 19 4°uu~“ borh old and new address plus address
OPEN MIKE .......ccoiiivens 16 label from front cover of magazine.

BROADCASTING, June 14, 1971



Thanksto .. e cu e ven e s,

and dozens of swinging television stations

KENNY ROGERS & THE FIRST EDITION
*"Rullin’ on the River™

Tne Federal Communications Commissien, CTV Television Network, Creative Management Associates, McCann-Erickson, Wiillam Esty Advertising,
Ken Kragen & Friends, KCOO-TV, Aberdeen; WAKR-TV, Akron; KFDA-Tv, Amarillo; KBAK-TV, Bakersfield; WBRZ-TV, Baton Rouge; KBMT-TV, Beau-
mont-Port Arthur; KWAB-TV, Blg Springs; WBJA-TV, Binghamton; WNAC-TV, Boston; WLTV, Bowling Green; WCYB-TV, Bristol-Johnson City; WGR-
TV, Buffalo; WICD-TV & WICS-TV, Champaign-Dznville-Springfleld; WRCB-TV, Chattanooga; WBBM-TV, Chicago; KRCR-TV, Chico-Redding; KOAA-TV,
Colorzdo Springs-Pueblo; KTVC, Dodge City; KELP-TV, El Paso; KVAL-TV, Eugene; KXJB-TV, Fargo-Grand Forks-Valley City; KJEO-TV, Fresno;
KFIZ-TV, Fond Du Lac; KLOE-TV, Goodland; WUHQ-TV, Grand Rapids; WBAY-TV, Green Bay; KHAS-TV, Hastings; KAYS-TV, Hays; WAAY-TV, Hunts-
ville; KID-TV, Idaho Falls; KRCG-TV, Jefferson City; KOAM.TV, Joplin-Pittsburg; KHAS-TV, Kearney-Hastings; KOTI-TV, Klamath Falls; WATE-TV,
Knoxville; WXOW-TV, La Crosse; WLFI-TV, Lafayette (Ind.); WLFY-TV, Lafayette (La.); KPLC-TV, Lake Charles; WILX-TV, Lansing-Jackson; KSWO-TV,
Lawton-wichita Fails; WLEX-TV, Lexington; WIMA-TV, Lima; ATV, Little Rock; KNXT-Tv, Los Angeles; KLBK-Tv, Lubbock; WKOW-TV, Madison;
KOBi-TV, Medford; WTMJ-TV, Milwaukee; WCCO-TV, Minneapolis-5t. Paul; KMOM-TV, Monahzns; WSM-TV, Nashville; WCBS-TV, New York; KNOP-TV,
North Platte; KMTV, Omaha; WDBO-TV, Orlando-Daytona Beach; KMIR-TV, Palm Springs; WEEK-TV, Peoria; WCAU-TV, Philadelphia; WCAX-TV,
Plattsburgh-Burlingten; KOIN-TV, Portland; WAGM-TV, Presque Isle; KOLO-TV, Renc; WLVA-TV, Roaoke-Lynchburg; KAUS-TV, Rochester-Mason City-
Austin; WREX-TV, Rockford; KBIM-TV, Roswell; WXBW-TV, Sallnas-Monterey; KSAT-TV, San Antonio; KFMB-TV, San Diego; KSO-TV, St. Louls; KS0O-
TV, Sloux Falls; KTXS.TV, Sweetwater-Abllene; WTOL-TV, Toledo; KGUN-TV, Tucsen; KTUL.-TV, Tulsa; WAOW-TV, Wausau; WTOP-TV, Washington;
KTVH, wichita; WBRE-TV, Wilkes-Barre; PLUS AT DEADLINE — WEWS-TV, Claveland; WTVY, Dotham; WCWB-TV, Macon; and

WINTERS /ROSEN DISTRIBUTION CORP.
10 East 49th Street, New York, N.Y, 10017

Phone (212) 838-5102

E. BRADLEY MARKS, Executive Vice President

NEW YORK . LOS ANGELES « TORONTO



Closedbireult .

Autumn leaf

Thomas J. Houser, interim member of
FCC whose term expires June 30, won't
be reappointed. Under law he may serve
until his successor is qualified, and suc-
cessor (barring unforeseen) will be
Representative Charlotte Reid (R-IIL.).
Word now is that she will be nominated
in early fall, with Senate confirmation
virtually automatic for any responsible
member of Congress. She will be second
woman to serve on agency, first having
been late Freda Hennock, New York
Democrat, who served 1948-55.

In the wings

In wake of sudden resignation of Don-
ald V. Taverner as president of National
Cable Television Association (page 34)
three names were mentioned as succes-
sors: Bruce Lovett, former NCTA gen-
eral counsel who is now with American
Television and Communications Corp.,
Denver; Robert Button, director of gov-
ernment relations Communications Sat-
ellite Corp., and Sol Schildhause, chief,
CATV Bureau, FCC. Position, to be
vacated by Mr. Taverner upon termina-
tion of his two-year contract at year-
end, reportedly pays $60,000 per year.

Leading unexpected move at NCTA
board session to accept resignation re-
portedly were Mr. Lovett, Stratford
Smith, Washington attorney who pio-
neered CATYV representation, and Bruce
Merrill, systems owner, head of Ameco
Inc., manufacturing company in Phoe-
nix, and former chairman of NCTA.
Acting Chairman John Gwin, Robinson
(Ill.) Cable Co. (Cox Broadcasting
subsidiary), shortly will name selection
committee. Mr. Taverner, with distin-
guished ETV background, is understood
to be considering offer of college presi-
dency.

Fingerers' file

FCC is heavily engaged in kind of
computerized record keeping that Sena-
tor Sam J. Ervin (D-N.C.) says poses
danger to citizens’ First-Amendment
rights. FCC maintains list of 10,900
names, in form of computer print-out,
of individuals and organizations whose
qualifications might be suspect if they
applied for license. Included are names
of those who refused to pay fines, op-
erated unlicensed stations, lost licenses,
issued commission bad checks. List also
includes some entries from lists of FBI,
Central Intelligence Agency, other gov-
ernment agencies and congressional
committees.
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Commission checklist was disclosed
by Senator Ervin in little-noted passage
ol speech to computer specialists’ con-
tference last month. Senator is chair-
man at Subcommiittee on Constitutional
Rights, which has been checking into
impact of computers and data banks on
Bill of Rights.

Lowering boom

Now that White House authorities have
spread word that administration isn't in
sympathy with Justicé Department’s in-
tervention in FCC rulemaking favoring
divorcement of newspaper-TV station
ownerships (“Closed Circuit,” June 7)
question arises: ~what's to be done
about it? Likelihood is that high ad-
ministration officials will articulate
White House opposition to antitrust di-
vision position in public utterance some
time soon. Question might be raised
about propriety of expression when
Justice isn’t direct party and really
hadn’t been asked.

Short fuses

Already confused S$yndication season
may become more so next January. Pro-
gram distributors are confident that at
least beginnings of . so-called “second
season” will emerge in market-by-
market selling by year-end. They point
to these factors as accelerating pattern
that has become staple in network field:
Because of FCC prime-time-rule pro-
visions, reruns can be offered in eve-
ning slots and many are not likely to
stand competition; many deals -are for
13 weeks, and others have cancellation
clauses.

Missionary

Hometown heat is to be put on Senator
James B. Pearson (R-Kan.) to persuade
him to withdraw or tohe down proposal
to establish political candidates’ right
to broadcast time during campaigns.

Senator slipped proposal into pending-

campaign-reform bill where it stuck
through recent changes made by Senate
Rules Committee (BROADCASTING, June
7).

Pearson amendment would impose
sanctions on licensees found guilty of
“willful or repeated” denial of access to
candidates. Man picked to make sena-
tor see the light is Grover Cobb, Na-
tional Association of Broadcasters ex-
ecutive vice president. Mr. Cobb was
broadcaster in Senator Pearson’s state
for years.

Follow-up

CBS's controversial The Selling of the
Pentagon figures in informal congres-
sional investigation launched iast week
into Pentagon’s public-relations activi-
ties. Behind probe is Members of Con-
gress for Peace through Law, ad hoc
group comprising 29 senators and 87
representatives. Investigation is being
conducted by Representatives James
Abourez (D-S.D.) and Fred Schwengel
(R-lowa), two members of group’s
committee concerned with military
spending.

In letter to Secretary of Defense
Melvin Laird last Thursday (June 10),
congressmen asked for detailed break-
down of Pentagon’s public relations ex-
penditures, including amounts spent on
TV and radio production. Theory is,
according to one Hill source, that know-
ing where Pentagon’s public relations
money goes could help determine ac-
curacy of allegations made in Sell-
ing.

A
P

Remote-control claque

Nixon administration, accused by many
of attempts both to manipulate and in-
timidate broadcast media, is at least
alert to potential of radio. One of na-
tion’s leading talk stations was target
of White House-originated plan to
“hype” response to presidential address
by asking partisans to call station after
broadcast, create impression of strong
public support. Local Republican leader
who received Washington request to
drum up reaction later spilled it to
station.

The collector

John Macy, president of Corporation
for Public Broadcasting, is on road to
solicit minimum of $5 million in corpo-
rate contributions between now and
June 30, 1972, to enable CPB to com-
ply with matching funds authorized by
Congress for fiscal '72. Last year figure
was $3 million, and that was over sub-
scribed.

In addition to basic appropriation of
$30 million by Congress and of pro-
gram contributions underwritten by
national advertisers (Xerox, Mobile,
Sears Roebuck, General Foods, Quaker
Oats and Polaroid), CPB has received
$100,000 yearly for five years from
NBC plus $100,000 yearly for four
years from IBM and some funds left
from contributions of $1 million each
from CBS and Carnegie Foundation
in 1968.
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Late news breaks on this page and overleaf.
Complete coverage of the week begins on page 22.

Atleadline

The roof falls in on renewals

Court upsets licensee-preference policy

FCC’s Jan. 15, 1970, policy statement
regarded by broadcasters as protection
against challenges to their license-re-
newal application, has been thrown out
by U.S. Court of Appeals in Washing-
ton as “‘clear” violation of Communica-
tions Act.

Court, in opinion issued Friday
(June 11), told commission not to ap-
ply statement to pending or future
cases and to redesignate all comparative
renewal hearings to which statement
had been applied “to reflect this court’s
judgment.”

Statement, dealing with comparative
hearings in which renewal applicants
are involved, says that incumbent will
be given preference if he can demon-
strate he has provided “substantial”
service without serious deficiencies.
Once that showing is made, competing
applications are to be dismissed.

Commission adopted statement in
wake of furor created in broadcasting
industry by wHDH-Tv decision, in which
commission for first time picked new
applicant over incumbent in compara-
tive hearing.

Commission said that it was restating
existing policy and that jts purpose
was to strike balance between ‘‘pre-
dictability and stability” and need for
competitive spur.

But court, in opinion written by
J. Skelly Wright, and in which Judge
Malcolm R. Wilkey joined, said that in-
stead of stability in industry, policy has
produced rigor mortis; Judge Wright
noted that not one renewal challenge
has been filed since policy statement
was issued. (Policy statement, in addi-
tion, was cited by new applicants in
dropping challenges to incumbents in
three renewal-comparative proceed-
ings.)

“Our opinion today,” Judge Wright
wrote, “restores healthy competition by
repudiating a commission policy which
is unreasonably weighted in favor of
the licensees it is meant to regulate, to
the great detriment of the listening and
viewing public.”

Judge George E. MacKinnon, in con-
curring opinion, said policy would ef-
fectively prevent newcomer from being
heard on merits of his application, no
matter how superlative his qualifica-
tions. He said statement would negate
hearing requirements of statute as in-
terpreted by Supreme Court and added:
“If such change is desired . . . it must
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be accomplished by amendment to the
statute.”

Court acted on appeals brought by
Citizens Communications Center of
Washington and Black Efforts for Soul
in Television and by Hampton Roads
Television Corp. and Community
Broadcasting of Boston Inc. Citizens
and BEST argued policy statement
would shut minority groups out of sta-
tion ownership. Hampton Roads and
Community are new applicants compet-
ing against renewal applicants.

Judge Wright, in reviewing back-
ground of statement noted that it
emerged after bill introduced by Sen-
ator John O. Pastore (D-R.1.), and
designed to afford broadcasters protec-
tion at renewal time, had run into
criticisms from citizen groups. Bill
would have prevented commission from
considering renewal applicants until it
had found incumbent licensee unqual-
ified for renewal.

Policy statement, Judge Wright said,
enacts what Pastore bill sought to ac-
complish. But summary judgment ap-
proach of policy statement, he added,
“runs smack against both the statute
and case law.”

He said policy statement denies com-
peting applicants ‘“the ‘full hearing’
promised them” by Communications
Act. Although commission is authorized
to deny hearings to unqualified appli-
cants, he said, it cannot deny “full

Lamar has to leave
WLBT(TV) premises

U.S. Supreme Court last Friday (June
11) turned down request by Lamar Life
Broadcasting Co. for stay of FCC’s
order that it cease operation of WLBT-
(Tv) Jackson, Miss., and turn facilities
over to nonprofit interim licensee,

Lamar had hoped to gain more time
to operate station from stay, while it
awaits Supreme Court action on its
motion for review of FCC action last
September, granting interim authority
for wLBT to Communications Improve-
ment Inc. (see page 40). Action by
Supreme Court on that proposal is not
expected until fall term, although ruling
could conceivably come sooner.

Chief Justice Burger and Justices
Marshall and Blackmun did not partici-
pate in last week’s ruling.

hearing on their own merits” to quali-
fied applicants.

However, Judge Wright made clear
that incumbent licensees are entitled to
be judged on basis of past record. “In-
substantial past performance should
preclude renewal of a license,” he said.
But “superior performance should be
a plus of major significance in renewal
proceedings.”

In that connection Judge Wright
suggested that commission express, “in
both quantitative and qualitative terms
what constitutes superior service.” Com-
mission initiated rulemaking proceed-
ing aimed at defining ‘substantial”
service,

Court also held that concentration of
control of media is another question to
be considered in hearings, particularly
“as new interest groups and hitherto
silent minorities emerge in our society.

Such groups, Judge Wright said,
should “be given some stake in and
chance to broadcast on our radio and
television frequencies.” He noted that
no more than dozen of 7,500 broad-
cast licenses are held by racial minori-
ties. Effect of policy statement, he
added *“would have been to perpetuate
this dismaying situation.”

Consumerites troop
to Dingell hearings

Covey of consumer champions criti-
cized general idea of advertising-in-
dustry self-regulation in testimony Fri-
day (June 11) before Representative
John D. Dingell (D-Mich.) and his
House Small Business subcommittee.
They virtually unanimously urged pub-
lic and consumer representation on
both Code Authority and review boards
of National Association of Broadcast-
ers and on projected National Adver-
tising Review Board being formed by
advertising organizations.

Hearing Friday was continuance of
Mr. Dingell’s investigation of advertis-
ing self-regulation that began Jast Mon-
day (see page 58) and continues today
(June 14) and again next week on
June 25.

Session last Friday heard two former
Code Authority employes challenge
composition of code office and its over-
seers, TV Code Review Board and
Radio Code Board.

Warren Braren, executive director
of National Citizens Committee for
Broadcasting, charged Code Authority
is subservient to broadcaster overseers,
lacks independence, involves no pub-
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lic participation. He also made charge
that network influence predominates.

Other former Code Authority staffer,
Stephen L. Bluestone, Washington pub-
lic-interest communications consultant,
criticized composition of proposed
NARB, which is to have 20% public
representation; urged separate public
and consumer membership, as well as
representation from other citizen groups
—under 25’s, women, poor. He. also
suggested methods of tightening up
procedures of projected advertising
self-regulation code to assure public
access to records as well as treatment.

Robert B. Choate, Council on Chil-
dren, Media and Merchandising, prin-
cipally attacked NAB code for not hav-
ing public and consumer representation
at all levels. He also urged that NAB
Code Authority’s activities should be
open to public inspection. Mr. Choate
repeated his recommendation that NAB
should establish code for advertising of
foods, especially dry cereals, as he has
before in appearances before congres-
sional committees and as he did last
month when he addressed TV Code
Review Board in Washington (Broab-
CASTING, May 31).

Mrs. Erma Angevine, Consumer Fed-
eration of America, expressed com-
plete lack of faith in industry self-
regulation or voluntary agreements.
Gist of her testimony was that govern-
ment agencies must set standards to
provide consumers with information on
which they can make buying decision.

Christopher White, Public Interest
Research Group, Washington, con-
tended NAB code does not have rep-
resentation of consumers or public.
He also was dubious of effectiveness
of industry self-regulation. He charged,
also, that advertising aided some com-
panies to maintain monopoly in their
fields.

Time answers charges
re sale of its TV's

Time Inc., whose sale to McGraw-Hill
Inc. of its five TV stations is up for FCC
approval, responded last week to two
separate petitioners who are seeking to
have sale denied.

Time told commission that petitioners’
allegations are lacking in merit and “fail
to justify the relief they had requested.”
Petitioners—Denver black group calling
itself Mass Media Task Force, and con-
solidated group of Mexican-American
organizations—filed petitions to deny
sale two weeks ago (BROADCASTING,
June 7). Charges dealt extensively with
alleged shortcomings of McGraw-Hill
as prospective licensee, but also made
some allegations directly aimed at seller.
These included complaints that Time
had made misrepresentations on renewal
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Mr. Forsling

Richard Forsling, president of Viacom
Communications Division (cable tele-
vision), elected to additional post of
board chairman of parent company,
Viacom International! Inc., which in-
cludes program syndication and CATV
interests formerly held by CBS Inc.
Ralph M. Baruch continues as presi-
dent and chief executive officer of
Viacom International. James M, Leahy,
VP, finance and administration, Via-
com International, elected to company’s
board of directors.

Donald V. Taverner, president, Na-
tional Cable Television Association,
resigns effective end of this year (see
story page 34).

For other personnel changes
of the week see "'Fates & Fortunes”

application for xLz-Tv Denver, one of
stations to be sold, and that all stations
involved in sale discriminated against
Spanish-speaking people in employ-
ment.

In addressing charge—by Denver
group—Time said reference on renewal
application to xLz-Tv employe who is
member of Denver NAACP is correct.
Petitioner charged reference was not
true, but Time said employe is registered
in husband’s name. It also supplied af-
fadavits from KLz-Tv employes that re-
buke petitioner’s claim that three per-
sons listed in station’s community-needs
survey had actually not participated.

In reference to Spanish - speaking
group’s charge that all Time TV’s fail to
hire proportionate number of Spanish-
surnamed people, Time supplied af-
fadavit from Barry Zorthian, Time-Life
stations president, giving breakdown of
number of minority-group members em-
ployed at each station—in total, 57 out
of 583 employes—representing “highly
productive effort” in this area, Time
said,

Time did not comment on charges
made against McGraw-Hill, and indi-
cated that reply from that company
would be forthcoming.

Stanton speaks on subpoena

If Congress and courts uphold House
subcommittee’s subpoena for unused
materials gathered in preparation of
CBS News's The Selling of the Penta-
gon, “television and radio would face
an unprecedented situation of the ut-
most gravity.”

That warning was offered by Dr.
Frank Stanton, president of CBS, in
speech prepared for delivery Friday
night (June 11) at dinner of Washing-
ton professional chapter of Sigma Delta
Chi, honorary journalism society.

Dr. Stanton renewed pledge to op-
pose subpoena and said “we hope for
success—but we must also contemplate
what would happen if our case should
go to the courts and we should lose.”

From congressional surveillance of
TV news, he asserted, “it would seem to
be only a short step” to “measures tell-
ing television’s news departments how
to do their jobs—and from that only
another short step to a situation where
the government would be in full charge
and the electronic media the creature
of government rather than the servant
of the public.”

Alberto-Culver rounds off
new agency assignments

Compton Advertising, New York, first
of Alberto-Culver’s advertising agencies
(resigned in 1965}, is now latest addi-
tion to new agencies handling major
advertiser.  Alberto-Culver, Melrose
Park, Ill.-based toiletry and food firm,
recently split with N. W. Ayer & Son
(billing $11 million) and J. Walter
Thompson (billing $12 million) both
Chicago, retaining only Arthur &
Wheeler there (BROADCASTING, May 31,
June 7).

New slate of agencies now include
Compton; Foote, Cone & Belding and
Edward H. Weiss & Co., both Chicago,
and Norman, Craig & Kummel, New
York.

Compton has been assigned Com-
mand line of men's products—hair
spray, deodorant and anti-perspirant.

Product assignments were also an-
nounced for Alberto-Culver’s other
agencies: FC&B—Alberto VOS5 hair

spray, Milani salad dressing and Sugar-
Twin sugar substitute; NC&K—Alberto
VOS5 Conditioning Hair Dressing, Nat-
ural One men’s hair spray, Born Free
shampoo and Calm deodorant and anti-
perspirant; Weiss—Alberto VOS5 sham-
poo, New Dawn 2, Blondes American
Style and European Naturals hair color-
ing items, Get Set hair spray and
Shimmy Shins cream hair remover.
Added to Arthur & Wheeler’s product
line-up are FDS feminine deodorant
line and For Brunettes Only hair color-
ing and conditioner.
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NO WAKE FOR A GREAT LAKE

People listen when Storer
stations speak out. Water pol-
lution was the target in T'oledo.
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
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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-pollution
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 WiTi-Tv WSPD-TV WUBK-TV wJw-Tv
New York Miami Los Angeles Toledo Detroit Cleveland
WHN WGBS KGBS WSPD WDEE wuw
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Datebook .

A calendar of important meetings and events in communications

sIndicates first or revised listing,

June

June 14-16—International conference on com-
munications, sponsored by Communications Tech-
nology Group and Montreal Section, Institure of
Electrical and Electronics Engineers. D, M. Atkin-
son, chairman. Queen Elizabeth hotel, Montreal.

June 14-I7—Annuat convention, Electronic In-
dustries Association, Arlington Park Towers, Ar-
lington Heights, Il

June 14, 18—Hearings on effects of self-imposed
advertising codes on_small businesses and con-
sumers, House Small Business Commirtee. 10 am,,
Room 2359, Rayburn building, Washington.

June 14-25—Broadcasting workshop, sponsored
by Nartional Religious Broadcasters. Campus Cen-
ter, Nyack Missionary college, Nyack, N.Y.

June 15—Senate Commerce Conunittee meets
with FCC commissioners on CATV. 10 am.
Room 5110, New Senate Office building, Wash-
ington.

June 15-17—Hearings on political-spending bills
(H.R.'s 8627, 8628) introduced by Chairman Tor-
bert H. Macdonald (D-Mass.), House Communi-
cations Subcommittee. 10 a.m., Room 2123, Ray-
burn building, Washington.

June 16—Workshop sponsored by Association
of National Advertisers on “Determination, Allo-
cation and Control of Marketing Expenditures,”
with speakers to include Thomas 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 Applied Decision Systems and
Robert Weinberg of R, S. Weinberg & Associates.
Plaza hotel, New York,

June 16-18—Annual meeting, Virginia Associa-
tBian hal Broadcasters, Mariner hotel, Virginia

each.

June 17—New deadline for reply comments on
FCC’s proposal concerning availability of TV pro-
gramg 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—Meeting of Oklahoma Broadcasters
Association. Fountainhead Lodge, Checotah,
June 18—Deadline for reply comments from all
parties on FCC's one-to-a-market proposal and its
newspaper - CATV  crossownership  proceeding
(Docs. 18110 and 18891).

June 18-19—Mecting, Sourh Dakota Association
of Broadcasters. Sioux Falls,

June 19—Regional conference and workshops,
Radio Television News Direciors Ax].;oclal.lon,

sistant secretary of defense for public affairs,
Jekyll Island, Ga.

June 21-26—18th annual advertising film festival,
Screen Advertising World Association Lid,,
Cannes, France.

June 22-25—Spring meeting, TV and radio_boards,
National Association of Broadcasters. NAB build-
ing, Washington.

June 23-=Ninth annual Canadian Television Com-
mercials Fesrival, Inn on the Park, Toronto.
June 23-25—National Broadcast Editorial Con-
ference, sponsored by National Association of
#Broadcasters, Radio-Television News Directors
Association and Southern lllinois University.
Featured speakers: Dr. Barry Cormmoner, Wash-
ington University; Dr. Norton Long, University
of Missouri; Dr. William Masters and Virginia
Johnson, Reproductive Biology Research Founda-
tion; Richard Jencks, CBS/Broadcast Group; Dr.
R. Buckminster Fuiler, Southern INinois Uni-
versity; Representative William Clay (D-Mo.);
Harry Ashmore, Center for the Study of Demo-
cratic Institutions. Stouffers Riverfront inm, St.
Louis.

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

June 26—Regional conference and workshops,
Radio Television News Directors Association.
Brown Palace hotel, Denver.

June 26-29—First International Television Exhibi-
tion of Programs [or Young People, sponsored by
New_ Hampshire_ Network. New Entilland Center
for Continuing Education, Durham, N.H.

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

June 27-30—Summer convention, Idaho State
Broadcasters Assoclation. Sun Valley.

June 27-July 1—Conference on educational com-
munications, nsored by Canadian Scientific
Film  Associarion, Educational Television and
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 Koa-am-Tv Denver.

June 29-July 1—Summer convention, Maryiand-
D.C.-Delaware Broadcasters Associarion, Cavalier
hotel, Virginia Beach, Va.

July

July 1-7—94th annual meeting, American Bar
Assoclation. First part of meeting will be held in
New York City; second rtion will be held in
London from July 14 to 20. Among topics to be
discussed is communications. Guest speakers will
include _ Miles Kirkpatrick, chairman, Federal
Trade C issil bert W. Sarnoff, chairman,

sponsored by KTvu(Ty) Oakland-S T
Kgo-Tv studios, San Francisco.

June 19-23—Annual convention, Georgia Asso-
ciation of Broadcasters. Among featured speakers
will be FCC Commissioner Thomas J, Houser;
Marianne Campbell, Avco Broadcas(inﬁ. Cincin-
nati, president of American Women in Radio and
Television; Dr. Barry Cole, consultant to FCC
on ren¢wal procedures and Daniel Z, Henkin, as-

Major convention dates in *71

June 26-30—National convention of American

f.livzn!:lng Federation. Hawalian Village, Hono-
ulu,

July 6-9—Annual convention of National Cable

Television Association. Sheraton and Shorcham

hotels, Washington.

Sept., 27-20—11th anpual cenference sponsored

by Instituse of Broadcasting Financial Manage-

ment. Regency Hyatt House, Atlanta.

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

workshops, Radio-Television News Direciors As-

soclation, Statler Hilton hotel, Boston.

Oct. 17-20—Annual convention, National Associa-

tion of Educational Broadcasters. Fontainebleau

hotel, Miami Beach.

Nov. 14-17—Seminar, sponsored by Broadcasters

g:omlgfian Association. Washington Plaza hotel,
attle.

; Rol

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 to renewal of broadcast licenses (Doc.
19153); formulation of policies relating to broad-
cast renewal applicant (Doc. 19154),

July 7-11—National convention, American Fed-
eration of Television and Radio Artists. Hilton
inn, Daillas.

July 8-10—Meeting of Colorado Association of
Broadcasters, Wildwood inn, Snow Mass, Aspen.
July 10—Regional conference and workshops,
Radio Television News Direciors Assoclation,
sponsored by AP, New York. AP building.

July 11-13—Meeting, South Carolina Broadcasters
Associarion, Ocean Forest hotel, Myrtle Beach.

July 15-16—Annual general membership meet-
ing, California Broad, $ iari Del
Monte Hyaut House, Monterey.

July 16—Board meeting, Institute of Broadcasiing
Financial Managemeni. WoN Continental Broad-
casting Co., Chicago.

July 19-20—Meeting, New York State Broadcas:-
ers A iation, Otesage hotel, Cooperstown.
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The former HOLLYWOOD VIDED CENTER

welcomes a new name

WOLPER VIDEO CENTER

Another new division of The Wolper Orgmzization

PROVIDING:
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COMPLETE ABOVE AND BELOW-THE-LINE SERVICES, INCLUDING:

FULL STAFF PRODUCTION PERSONNEL
FULL STAFF ENGINEERING PERSONNEL
MOBlLE\l{NITS

FULLY-EQUIPPED STAGES

FULL POST-PRODUCTION SERVICES

EQUIPMENT RENTALS — NORELCO CAMERAS,
AMPEX TAPE MACHINES

e SYNDICATION AND DISTRIBUTION SERVICES

FOR: VIDEO TAPE SERIES «+ COMMERCIALS « SPORTS EVENTS -
_ PILOTS - EDUCATIONAL AND INDUSTRIAL VIDEO
TAPE SHOWS - VIDEO CASSETTE SOFTWARE
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On April 16th
Carl Stokes made two
important decisions.

We were one of them.

The mayor of Cleveland made a difficult and surprising
decision: Not to run for a' third term in office.

Then he decided to make his announcement on
WEWS-TV. Which isn’t surprising at all. Not if you
understand how every Scripps-Howard station feels about
vital local issues. The here and now news.

Through his two turbulent, news-making terms, Stokes
saw our philosophy in action many times. He knew where
he'd always find an open forum. An open mind. An.open door.
And a way to bring his problems and his projects closer
home to Clevelanders. That's why, when the Mayor stopped
running, WEWS-TV ran the story first.

Everywhere there’s a Scripps-Howard station, there’s
a news staff that's concerned. Involved. And actively
engaged in the news that hits closest to home. That's why we
have a guy who can tell Floridians when the tarpon are
running. And helped an Appalachian community get its own
doctor. Or got the real low-down on low-income housing
in Memphis. Or reported the comedy of pollution errors:
the Cuyahoga River that burns.

If people care, we're there. Local news turns us on. Maybe
that's why local people do, too.

Scripps-Howard hits home.

=

=
=
%I % The Scripps-Howard Broadcasting Co. WEWS (TV) Cleveland,
& ®=—| WCPO-TV Cincinnati, WMC, WMC-FM, WMC-TV Memphis,

ez | KTEW (TV) Tulsa, WPTV (TV) West Palm Beach, WNOX Knoxville
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Openike -

An NAB board member’s plea

Eprror: I'm sure all of us on the Na-
tional Association of Broadcasters board
agree with your May 31 editorial. We
want a fair and nondiscriminatory po-
litical broadcast bill.

At an earlier NAB board meeting,
1 suggested that our government affairs
department draw up a bill that’ would
cut the cost of political campaigning,
but at the same time assure that broad-
casters would not be discriminated
against. I'm sure that with a proper
bill—one which would be fair to candi-
date, media and citizen alike—we could
have found legislators willing to spon-
sor it.

This was a call for direct, positive
action. Unfortunately, those of us favor-
ing positive and more direct action are
still in the minority. It appears that in
the past two NAB board elections, men
are being chosen who belong to the
activist school. The tenet of our board
is changing.

You stated broadcasters gain nothing
by compromising, hat in hand. I
couldn’t agree more. It’s time to stop
pussy-footing, stop reacting, stop
operating out of some kind of fear.
It's time to use the talent, knowledge,
power and facilities we have at our
disposal to get the job done and done
right, whether it be a political bill or
any other major issue.—Philip Spencer,
president, wcss(AM) Amsterdam and
wirs(am) Ticonderoga, both New York,
and NAB director for district 2.

Playback to the ‘Horn’

EpITOR: Your May 3 editorial, “By
Bottle Round the Horn,” needs some
response to offset the impression your
editorial staff seems to have that adver-
tising proposed for the U.S. Postal Serv-
ice will be for “imagery.”

I doubt anyone would disagree that
advertising can be no substitute for
better service, but better service, in
turn, frequently has a very direct rela-
tionship to how well our customers co-
operate with us in a variety of ways.

For example, despite some skepticism,
the ZIP Code is still a very important
element of mail delivery. As we move
ahead with major investments in mech-
anization to speed mail processing, it
will be even more critical because much
of it is predicated on optical scanning
and sorting of letters. Persuading the
public to mail early in the day can also
be of great help by spreading the load
somewhat. Even a simple thing like

wrapping packages properly can save
millions of dollars in damage claims or
in manpower spent rewrapping at post
offices.

In the past public-service contribu-
tions have supported some of these
efforts, notably the ZIP Code campaign,
and we sincerely believe that most
media will continue to do so. But there
are limits to that and it will be necessary
to make some investments of our own.

The objective behind all of these
efforts is consistent with the goals of
postal reorganization—to create an ef-
fective, responsive service that is run on
an efficient, self-sufficient basis. This
won’t come easily or quickly, but we
feel advertising is a tool like many
others that can be employed to help
achieve those ends.

Needless to say, we would be grateful
for your support along the way.—J. T.
Ellington Jr., special deputy to the post-
master general (communications serv-
ices), Washington.

(The thrust of BROADCASTING'S editorial was that
the postal service should restore prompt mail de-
livery, then talk about it.)

Talking on talking over

EDITOR: I would like to echo the “Open
Mike” sentiments of Mark Haw-
thorne (BROADCASTING, May 31). The
practice of talking over the introduc-
tions of pop records is really old hat by
now. When 1 first heard it back in the
early fifties, I thought it was clever and
even did it myself. But most of us who
have been in this business more than
five years have grown rather tired of it.
Why don't the young DIJ's out there
show us something new rather than
trying to improve a worn-out trick that
wasn’t that good start with?

Anyway, some composers write very
good instrumental introductions. They
deserve to be heard.—Chuck Adams,
WGH-FM Newport News-Norfolk, Va.

ACTion faction

EpITOR: The May 17 issue of BROAD-
CASTING contained a statement in an
editorial that I feel compelled to pro-
test: “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.”

This is a rather cavalier treatment
of the goals of ACT and Women’s Lib
and reveals a marked disdain for
women in general—that they have no
other goal in life except to “get out of
the house.”—Hazel Hardy, New York.
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MHIIMM from Neil Norman, Jeans West, Los Angeles

Sound was the salesman for Jeans West

The importance of radio to the success
of Jeans West can hardly be over-
stated. If it were not for our saturation
of the Los Angeles area through radio
in the genesis of this business, we
couldn’t have grown to where we are
today. In fact, any successful chain of
pants stores today has followed our
lead in utilizing the air waves to reach
its market. And that market has mush-
roomed like nothing else in the apparel
industry since its inception.

There isn't an AM or (especially)
an FM station in Southern California
which caters to the youthful listener
and does not feed profitably on the
pants stores’ advertising budgets. Jeans
West alone will have 100 stores from
coast to coast by the end of 1971 and
each new opening will be accompanied
by a radio advertising campaign de-
signed for full saturation of the com-
munity involved.

When we started out in this business
just over two years ago, we knew we
were on to a good idea. There existed
a youth market which was overripe
for a casual store selling casual clothes
far better than surplus-store quality.

For the first six months, we used
the print media—from the Los Angeles
Times to the underground press—in
our efforts to reach the 16-to-28-year-
old market. We were pleased to open
three stores during that period but
frustrated that we were still not reaching
as many young people in as effective a
manner as possible. The answer was
obvious: The kids were spending far
more time listening to the top 40 than
they were reading newspapers, so during
the next six months we shifted all our
dollars to radio.

It was an image-making campaign
emphasizing our name, our now-familiar
red-white-and-blue storefronts plus the
idea that we were geared to selling
young people the merchandise they
wanted. We were using eight stations
at one time and making full use of
the co-op dollars available from clothing
manufacturers like Levi-Strauss & Co.
which made up almost 50% of our
outlay. 90% of our dollars were spent
in class-A and class-C time slots with
the remainder spent on the all-night
shows. Hard rock FM stations were
used mostly plus a few popular rock-
and-roll AM stations.

The results were phenomenal with
20 stores in full gear within that six-
month period. We know where our ad
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dollars should be spent. And, of course,
the stations profited,

But it was only through radio that
we could get that message across with
the full impact we felt it deserved.
As we open each of our 50 new stores
throughout the U.S. this year, our
market-research staff will first project
the sales in the specific community and
our radio budget will then be created
accordingly, always with full saturation
in mind. This means, of course, utilizing
the best progressive-rock stations and
spending as many dollars as reasonable
(without monopolizing air time) so as
to receive the best rates available. Spots
will be 60 seconds with all dialogue,
sometimes with background music. We
speak always in a language the kids
can understand and appeal directly to
their life style and sense of value.

Radio, then, has been a sound
investment for us (no pun intended).
But two new phenomena have caused
us to turn to television in areas which
have already received full radio satu-
ration. In the last year and a half,
we have noticed our clothing sizes
changing greatly toward the “middle-
age spread,” an observation substan-
tiated by sales personnel reports that
the parents who bring their kids in to
buy shirts and jeans are demanding
them for themselves.

We are now after the “weekend with-
it,” the man who sports a three-button
suit and wing-tip shoes at work but
goes through a Walter Mitty met-
amorphosis on weekends, opting in
favor of today’s casual lifestyle with
flared slacks and body shirts—a man

young in attitude but not necessarily in
age. We think we can reach him through
TV and are turning over our ad budgets
in the established areas of Los Angeles,
San Francisco and Oklahoma to the
medium of sight and sound.

Topics that relate to ecology and
the preservation of the world we live
in will be strongly emphasized as part
of our visual image-making campaign

. ads which we believe can safely
bridge the so-called generation gap. We
will not use old-hat methods of ad-
vertising but will deliver our message
in a language a youthful person can
understand with visual aids he can
appreciate.

The second phenomenon which has
steered us toward the use of television
has been the bandwagon boom of other
pants stores following closely in our
footsteps. They have actually caused
an oversaturation of the radio air
waves, consequently diluting the impact
of any one operation’s message.

Fortunately, we are large enough to
convert to television to retain the in-
dividuality of our message, but only
in areas where competition is partic-
ularly heavy. We will continue to use
radio where we can, but as more re-
tailers jump on the bandwagon of casual
merchandising in any one community,
we will switch to television.

But in either case we are keeping two
things in mind: We must know the
market we wish to reach, and we must
keep the communication open at both
ends. Today’s consumer knows what he
wants and if we don't listen to him,
he’s sure as hell not going to listen to us.

Neil Norman is president and chief execu-
tive officer of Jeans West, chain of pants
stores catering to the young men's casual
market. Ajter graduating from New York
University in 1948, he went into the furni-
ture business, building a chain of 11 stores
in Los Angeles under the name of D. A.
Imports He has just recently sold Jeans
West to Edison Brothers Stores Inc. in a
multimillion-dollar transaction after only
two years of operation and will be retained
as president under a six-year contract.
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_ Because of EyewitnessNews,
it looks like all television news is going
to be alot different.

At Eyewitness News we’ve pioneered a new kind of news
program.

A news program where the newscasters relate more to the
news they’re reporting, more to each other and more to you,
the viewer.

A news program where it’s okay for the newscasters to be
colorful as well as expert, accurate and authoritative.

A news program that allows for spontaneity and humor.

In short,a more human news program.

And if your favorite news program is trying to be a little
more human lately, there’s a reason for it.

Our success.

The Success of Eyewitness News

It has been exceptional.

Simply stated, when we
introduced our kind of news program
there was no place to go but up.

Well, that’s exactly where we
went. Now we're in a leadership
position.

Thousands of New Yorkers
have broken their longstanding
news-watching habits to watch our 6
and 11 p.m. news. .

We’ve won an Emmy Award.

_ The New York Times, Time,
\ = TV Guide and Newsweek have
already written major stories about our success and the effect it’s
had on all television news.
And that has been considerable.
To date, more than 60 stations throughout the country, -




including our two major competitors here in New York City, have
tried to adopt at least part of our format for their own news program.

Which doesn't bother us a bit. Because at Eyewitness News
we started it all.

With Success Respon5|b|I|ty

Of course, what we've
done has raised some serious oo
questions about the nature of news [
broadcasting. A 28

First, can a news program
uphold its obligation to be
accurate and authoritative and still
be entertaining?

And second, should a news
program be entertaining at all?

Our answer to both these
questions is a very strong “yes’” e B :

We have never, nor will we ever comprormse the accuracy
of our news for the sake of a well-turned phrase or light moment.

At WABC-TV we intend to continue ploneermg new
concepts in television news.

Because we think Roger Grimsby, Bill Beutel, MelbaTolliver,
Tex Antoine,Jim Bouton and the entire Eyewitness News team have
accomplished something really remarkable in broadcast journalism.

They've changed it.

We firmly believe for the better.

Eyewitness News.6 and 11 p.m.
We've changed the way you get the news.

@
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Chance to escape fairness trap?

FCC, as promised by Burch, opens full inquiry
into growing complexity of reply time, access

Twenty-two years after it was created
as an innocent-sounding clause in a
policy statement that at the time was
thought to liberalize government con-
trol, the FCC’s fairness doctrine is be-
ing subjected to a searching review. The
announced purpose is to bring the doc-
trine more in line with the times, when
the demand is not only for fairness but
also for access to the air.

The FCC, in announcing a major in-
quiry and soliciting comments on a
wide range of problems, made it clear
there was little it would consider sacred.
Two things, however, are called im-
mutable: The fairness doctrine will not

. be scrapped: broadcasters will not be
corrupted into common catriers.

FCC Chairman Dean Burch has been
calling for months for such an inquiry.
It was a main point of his address to
the National Association of Broadcast-
ers convention last spring (BROADCAST-
ING, April 5). He has said that the de-
mands for access, frequently supported
by the courts, threaten to turn broad-
casting into a message delivery service.

Fairness was enunciated as an FCC
goal when the commission, in 1949,
issued a notice permitting broadcasters
to editorialize. For some years, after
deciding what had become known as
the Mayflower case, the commission
had declared it illegal for broadcasters
to air their own opinions. When May-
flower was rescinded, the common reac-
tion was that the FCC had removed a
gag. Nobody paid much attention to
the passage stating that if broadcasters
editorialized they must provide reason-
able opportunity for the presentation
of conflicting views,

Two of the four areas into which
the new inquiry has been divided indi-
cated the kinds of problems that were
not foreseen in 1949: access to the
broadcast media in respense to the
presentation of product commercials
and access generally for the discussion
of public issues.

The public’s demand for access to
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respond to commercials was made
manifest in the U.S. Court of Appeals
in Washington the day after the com-
mission adopted the notice of inquiry.
An cnvironmentalist group urged re-
versal of a commission order holding
that automobile and gasoline commer-
cials do not raise fairness-doctrine is-
sues (see following story).

The two other areas to be covered
in the inquiry are more traditional—
the fairness doctrine generally and the
doctrine’s application to political broad-
casts.

The inquiry is being undertaken, the
commission said, to determine whether
the policies put together from cases
stretching back to the origins of regu-
lated broadcasting should be retained or
modified. Do these policies, the com-
mission asked, promote the goal of
“uninhibited, robust, wide-open de-
hate?”

Most of the questions were more
specific, and invited comment on what

Richard E, Wiley, FCC general
counsel, arguing before U.S.
Court of Appeals in Washington:

“I don’t think ads raise
a controversial issue
of public importance. If
every product commercial
were regarded as implicitly
raising the fairness issue,
commercial broadcasting
would be
in serious trouble.”

had been regarded as accepted wisdom:
“Has the fairness doctrine prompted
the ‘more effective use of radio’ in the
discussion of controversial issues, or has
it served to inhibit wide-open debate?
Should the Cullman rule . . . which lays
down the principle that the right of the
public to hear contrasting views on
significant public issues is so important
that licensees must make time available
without charge if necessary—be ex-
panded, restricted, or otherwise re-
fined?”

The inquiry referred to one of the
court decisions that played a major role
in persuading Chairman Burch that the
fairness doctrine required a fresh, hard
look. It involved a union’s complaint
that a radio station had canceled union
ads urging a boycott of a store whose
commercials the station was carrying.

The U.S. Court of Appeals in Wash-
ington overturned the commission’s ac-
tion renewing the station’s license with-
out a hearing, and urged the commis-
sion to take a closer look at the fairness
issue it said was involved (BROADCAST-
ING, Nov. 2, 1970).

The commission noted that two of
the court's basic considerations—that
product commercials can carry implict
messages and that pertinent national
policies (equalization of bargaining
power between workers and employers)
should be taken into account—“have
very wide application indeed.”

Commercials promoting gasoline and
other products, the commission said,
raise implicit questions dealing with the
protection of the environment. And
some commercials, it added, might
show persons in a way offensive to the
national policy of equal rights and
equal treatment of the sexes, races, re-
ligions and minority groups. What, it
asked, are the consequences to the pub-
lic interest if so many commercials are
said to raise controversial issues?

Should there be some public-interest
responsibility beyond that of fairness
to carry views contrary «to those con-
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tained in the commercial? If so, should
time be made available free or only on
a paid basis? Is there some standard for
distinguishing between commercials that
give rise to fairness or public-interest
duties and those that do not?

In discussing the question of access
generally, the commission asked for
comments on whether there is a feasible
method of providing access for the air-
ing of public issues outside the require-
ments of the fairness doctrine. The com-
mission has held doggedly to the view
that, in the absence of a fairness-doc-
trine obligation, there is no constitu-
tional or statutory right of access on a
paid basis for those wishing to express
a view on a controversial public issue.

And last week it affirmed its view
that licenses must operate their facilities
as trustees for the public, with a duty to
present conflicting views on contro-
versial issues by appropriate spokesmen.
For the fairness doctrine, it said, is
grounded in the recognition that the air-
waves are “inherently not available to
all who would use them.” The fairness
rulings involving political broadcasts
reviewed in the notice of inquiry in-
cluded the so-called quasi-equal oppor-
tunities approach; it holds that if a li-
censee sells or gives time to one political
party, it should afford the same treat-
ment to rival parties. Should that ap-
proach be restricted, expanded or left
alone, the commission asked.

The commission is allowing consider-
able time for offering comments—to
Sept. 10, and to Oct. 25, for reply com-
ments.

The commission vote to issue the
notice of inquiry was 6-t0-0, with two
of the commissioners, Nicholas John-
son and Robert Wells, concurring. Ab-
sent was Robert E. Lee.

Where fairness
faces critical test

Wiley sends himself
to argue for FCC that
cigarettes were unique

The fairness-doctrine case that to FCC
officials means the “whole ball game”
was argued in the U.S. Court of Ap-
peals in Washington last week.

At issue was the appeal of the en-
vironmentalist group, Friends of the
Earth, from the commission ruling last
year rejecting the contention that auto-
mobile and gasoline commercials car-
ried by NBC's wnec-Tv New York
raise a fairness-doctrine issue

Lose that case, commission officials
say, and the whole ball game is lost.
Broadcasters would be vulnerable to
requests for free time to respond to a
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wide range of product commercials, with
devastating results for the commercial
system.

FOE argues that the commercials
raise one side of the issue concerning
pollution. It says time should be made
available for messages warning of the
danger of air pollution. And it notes
that New York City, which supports its
complaint, has been urging a reduction
of in-town driving.

For Geoffrey Cowan, counsel for
FOE, in his appearance before the ap-
peals court, the issue was not as cata-
clysmic as it appeared to be for the com-
mission. A line can be drawn between
commercials for cars and gasoline and
for other products, he said, and while
he did not say where the line was, “the
use of cars in New York City falls on
the same side [of it] as cigarettes.”

“The normal use” of the product—
the test the court endorsed in upholding
the commission®s application of the fair-
ness doctrine to cigarette advertising—
raises a health-hazard issue, Mr. Cowan
said. He noted studies indicating that the
level of poliution in New York has al-
ready passed the danger point.

The importance the commission at-
taches to the case was indicated by the
appearance of its general counsel,
Richard Wiley, to argue it himself, in his
first role in court since joining the
agency last September.

The case is a prime example of the
problems that the commission hopes to
deal with in the sweeping inquiry it an-
nounced last week (see page 22). How-
ever, Mr. Wiley, in response to a ques-
tion from the bench concerning the
project, said it should not be taken to
mean that the commission feels it was
wrong in its decision in the FOE case.

The three-judge panel was composed
of Roger Robb, Carl McGowan and
Witbur K. Miller. The presence of
Judge Robb afforded some comfort to
the commission attorneys. since he dis-
sented in an earlier case in which the
appeals court held that the fairness
doctrine applied to commercials promot-
ing the wares of a store that was en-
gaged in a labor dispute.

However, Judge Robb questioned Mr.
Wiley closely on the commission’s ra-
tionale in distinguishing commercials for
cigarettes from those for automobiles.

Mr. Wiley stressed “the pristine sim-
plicity” of the cigarette question; it was
simply one of whether to smoke or not
to. “The same thing doesn’t apply here,”
he said. The question of the use of auto-
mobiles is tied up with a whole range
of other questions, including those deal-
ing with alternative methods of trans-
portation and different kinds of anti-
pollution devices.

“The remedy in cigarettes,” he said,
“doesn't work in the complex situation
here.” Mr. Cowan’s rebuttal was that

the commission frequently applies the
fairness doctrine to complex issues—
the Vietnam war and race relations,
among them.

Throughout the argument, Judge Mc-
Gowan questioned the attorneys on
whether wNBC-Tv, apart from any fair-
ness-doctrine obligation, had presented
programing dealing with the pollution
issue. Mr. Wiley had noted that the
commission had held that broadcasters
have an obligation to air discussions of
such issues. And Lawrence McKay,
who appeared for NBC, said wWNBC-TV
carried a heavy budget of programs on
pollution including auto-caused pollu-
tion—S50 such programs in the first five
months of 1970 alone.

But for Mr. Cowan that was not the
key issue. The question on which he
sought to focus the court’s attention was
whether commercials promoting the pur-
chase of cars in New York present one
side of a controversial issue of public
importance and obligate the station
carrying them to afford time for reply.

Mr. Wiley, who described the ads in-
volved as “nothing special—run of the
mill . . . no discussion of public issues
.. . buy our product: it's good,” warned
that virtually every ad could be read
as raising a controversial issue.

“What about airplanes, detergents,
especially those with phosphates? The
list of products with ecological side ef-
fects is endless.”

“Consider the practical effects” of a
ruling extending the cigarette ruling,
he urged the judges. “In the final anal-
ysis, it is the practical effects that will
affect the public interest that are para-
mount.”

The selling
of ‘Unselling’

End-the-war campaign,
with heavy agency support,
raises fairness questions

“Help Unsell the War,” a public-service
advertising campaign appeared likely
last week to precipitate another type of
battle—over the fairness-doctrine im-
plications of the campaign.

Leaders of the movement invoked, at
least implicitly, the spirit of the fairness
doctrine in urging media to carry the
end-the-war messages. But the first re-
action of broadcasters was that if they
carried the spots they might also be
obliged to carry messages supporting
President Nixon's Indochina-war posi-
tion.

However, most of the broadcasters
queried by BROADCASTING declined to
comment on the ground that they had
not yet received the “Unsell” material
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and could not say what their response
would be.

FCC sources were also reluctant to
comment on the campaign’s implica-
tions, apart from specific cases. It was
emphasized, however, that if any issue
is “controversial” and “of public im-
portance,” it is obviously the war, and
the commission has so ruled in past
cases. The question in any specific sta-
tion’s case may therefore hinge upon
whether its other programing has pre-
sented both sides of the issue.

Coordinated by Alice M. Gregory,
traffic director at LaRoche, McCafirey
& McCall, New York, the campaign
was put together by some 300 creative
and production persons in advertising
{BROADCASTING, June 7). More than
125 print ads, 33 TV commercials and
31 radio spots have been produced for
the campaign, asking citizens to write
their congressmen urging the end of the
Vietnam war by next Dec. 31.

Ten days ago (June 4) a special
committee of “Unsell” workers sent let-
ters to 8,000 persons in media asking
for free time and space “to tell the
other side of the story.” No response
had been received as of last Wednesday
(June 9). Although the committee did
not cite the fairness doctrine by name,
the letter said in part: "We think the
sheer weight of federal-government pro-
motion and propaganda has provided
the average citizen with a biased view
of why the U..S. is in Vietnam at all
and what is going on there.

“*Unsell’ is not blessed with any ad-
vertising funds, let alone the huge
budgets with which the Pentagon has
been selling the idea of our Vietnam

Excerpt from radio spot
in “Unsell the War” campaign:

“Boy: Last year I made
a promise to my daddy.
I promised him I'd take
care of my mom, and just
like him I'll love and
I'll kiss her—goodbye.
And then, like him,
I’ll die in Vietnam.
Announcer: Stop it.”

involvement. Therefore we have to ap-
peal to the media for free space and
time.”

One spokesman for the “Unsell”
committee said the fairness doctrine had
not entered into the thinking so far, but
that “we would understand that a sta-
tion would give the other side a chance.
We feel, however, that the other side
has [already] gotten tremendous cover-
age.” A spokesman for Ira Nerken, a
student at Yale University, New Haven,
Conn., who nurtured the idea for the
campaign, said the committee has hired
counsel to study the fairness problem.

Station managers checked, however,
were reluctant to comment on a sup-
position. Many of the managers ap-
proached said they had not received the
material from the committee and there-
fore could not say whether the fairness
doctrine would apply. The director of
community affairs at a network-owned
station said the campaign would have

to be evaluated as all public-service
campaigns are before being aired.

A station executive said if his station
did air a spot for “Unselling,” “as a
matter of policy” it probably would
present a commercial for an opposing
viewpoint. He said: “There is no legal
obligation, and we reject the contention
we had to. But in the matter of fairness,
we would present the other side.”

There are 39 executives listed as
members of the group’s advertising-
agency committee on the letter sent to
the media which was signed by James
J. McCaffrey, chairman of the board
of LaRoche, McCaffrey & McCall and
Maxwell Dane, chairman of the execu-
tive committee of DDB.

Meanwhile, a more experienced group
of antiwar spokesmen—the Amendment
to End the War Committee—launched
a new radio spot campaign. Again, the
spots are designed to win support for
an amendment to be introduced by Sen-
ators George McGovern (D-S.D.) and
Mark Hatfield (R-Ore.) to bring all
American troops home from Indochina
by the end of the year. (A similar
amendment, introduced last year, was
also accompanied by a broadcast-adver-
tising campaign.)

The 60-second spot was to run last
week and early this week on an esti-
mated 100 stations in 20 states. It was
created and narrated by Stan Freberg
and his Thyme Inc., and was placed
with the help of volunteers from Earle
Palmer Brown and Associates, Wash-
ington public-relations firm. Estimated
cost of the brief campaign was $45,000.
The money was left over from funds
collected for last year’s campaign.

Programing

First Amendment parity on libel

Supreme Court sees broadcasting as part of press
as it extends immunity to suits by private citizens

When it comes to libel, broadcasters
are entitled to precisely as much First-
Amendment protection as publishers.
And for both groups, the Supreme
Court ruled last week, the degree of
that protection is considerable.

The high court, in a 5-to-3 decision,
with two of the majority justices con-
curring in the result, held that not even
a private citizen—or “little man”—
may sue the news media for libel in
matters “of public or general interest”
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unless he can prove malice or reckless
disregard of the truth.

Thus the court extended the reach of
the landmark New York Times case and
succeeding cases that had limited that
kind of protection to stories dealing
with “public officials” or “public fig-
ures.” “If a matter is a subject of public
or general interest, it cannot suddenly
become less so merely because a private
citizen is involved, or because in some
sense the individual did not ‘voluntarily’

choose to become involved,” Justice
William J, Brennan Jr. wrote for the
court,

The case is of particular significance
to broadcasters since it was a radio
station—Metromedia Inc.'s wip(AM)
Philadelphia—that benefitted from the
decision. And throughout Justice Bren-
nan's 27-page opinion and four separate
concurring and dissenting opinions that
accompanied it the print and broadcast
media were commonly treated as “the
press” or “the media.”

Indeed the court, in a footnote,
pointed out that the application of the
First Amendment to broadcasting was
not an issue. The petitioner, a Philadel-
phia distributor of nudist magazines
who claimed to have been defamed in
WIP newscasts, raised no question as
to whether the First Amendment’s guar-
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Private chat ® President Nixon held off-the-record conversa-
tion of hour and a half with top executives of NBC last
Tuesday (June 8). No details were made available, but it
was understood much of the talk dealt with pressures being
brought to bear on broadcast journalism, which, some broad-
cast journalists think, has been excessively criticized by key
figures in Nixon administration. At the meeting were (l-r)
Don Durgin, president, NBC television network; Thomas
Ervin, executive vice president, NBC; Walter D. Scott, chair-
man, NBC; Julian Goodman, president, NBC; Mr. Nixon;

Reuven Frank, president, NBC News; David C. Adams, ex-
ecutive vice president, NBC, and Ronald Ziegler, presidential
press secretary. NBC is third network organization to be
represented by high officials in talks with President. In alpha-
betical order, ABC meeting was held first (BROADCASTING,
Feb. 1) and CBS second (BROADCASTING, March 15). Also
at last week's conference, as they were at earlier ones, were
Herbert G. Klein, President’s director of communications,
and Charles Colson, a counsel to the President and specialist
in political and media affairs.

antees of freedom of speech and press
applied to radio journalism.

The court’s underlying concern—and
one that was reflected in the separate
opinions—was that the threat of libel
suits would result in self-censorship by
the news media. “We honor the com-
mitment to robust debatc on public is-
sues, which is embodied in the First
Amendment, by extending constitutional
protection to all discussion and com-
munication involving matters of general
concern, without regard to whether the
persons involved are famous or anony-
mous,” Justice Brennan wrote.

The opinion may have had an odd
ring for those in broadcasting who re-
called the Supreme Court’s Red Lion
decision, issued two years ago, in which
the FCC’s fairness doctrine and per-
sonal-attack rules were upheld (BroaD-
CASTING, June 16, 1969). In that unani-
mous opinion, the court distinguished
between print and broadcast journal-
ism; it said the First Amendment did
not prohibit the government “from re-
quiring” broadcasters to serve as proxies
with obligations to present views that
would otherwise be denied access to
the airwaves. The court said the
scarcity of spectrum justified the com-
mission’s regulation of fairness.

And in Red Lion the court had a
firm response for the broadcasters’
argument that government surveillance
of fairness would cause stations to avoid
controversies—that is, engage in self-
censorship: “If licensees should sud-
denly prove timorous, the commission
is not powerless to insist that they give
adequate and fair attention to public
issues.” .

The wiP case grew out of the arrest
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in 1963 on obscenity charges of George
Rosenbloom in connection with his dis-
tribution of magazines. Mr. Rosen-
bloom, who was never convicted, later
charged that wip libeled him in two
series of newscasts, one reporting his
arrest for possessing ‘‘obscene books,”
the other referring to “girlie-book ped-
dlers” in connection with a suit Mr.
Rosenbloom and others had brought to
enjoin the allegedly illegal arrests and
further publicity about them.

A district court jury in Philadelphia
awarded Mr. Rosenbloom $25,000 in
general damages and $750,000 in puni-
tive damages, but the district judge re-
duced the latter amount to $250,000.
The U.S. Court of Appeals in Phila-
delphia reversed the judgment two
years ago (BROADCASTING, Sept. 22,
1969}, on grounds the Supreme Court

The U.S. Supreme Court
in Rosenbloom v. Metromedia:
“We honor the commitment
to robust debate on
public issues, which is
embodied in the First
Amendent, by extending
constitutional protection
to all discussion and
communication involving
matters of public or
general concern, without
regard to whether the
persons involved are
famous or anonymous.”

cited last week in affirming the appel-
late decision.

Ramsey Clark, the former attorney
general, in arguing in Mr. Rosenbloom’s
behalf before the high court, attempted
to use the individual’s alleged lack of
access to the media as justification for
upholding the libel award. He said Mr.
Rosenbloom was one “of the little peo-
ple” who, unlike public figures, have no
access to the media.

But the court, in a passage that relied
in part on the Red Lion decision, said
that “if the states fear that private
citizens will not be able to respond ade-
quately to publicity involving them, the
solution lies in the direction of insuring
their ability to respond, rather than in
stifling public discussion of matters of
public concern.”

While granting the news media fur-
ther protection against libel, the court
said it was aware that “the press has,
on occasion, grossly abused the freedom
it is given by the Constitution” and
added: *“All must deplore such excesses.
In an ideal world, the responsibility of
the press would match the freedom and
public trust given it. But from the
earliest days of our history, this free
society, dependent as it is for its sur-
vival upon a vigorous free press, has
tolerated some abuse.”

Joining Justice Brennan in his opin-
ion were Chief Justice Warren E.
Burger and Justice Harry A. Blackmun,
President Nixon’s two appointees. Jus-
tices Hugo L. Black and Byron R.
White concurred, and Justices Thurgood
Marshall, Potter Stewart and John M.
Harlan dissented. Justice William O.
Douglas, who would have been ex-
pected to side with the majority, did not
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participate, presumably because a law
partner of Mr. Clark’s represented him
last year when Congress was investi-
gating his outside activities.

The two concurring justices took dif-
ferent approaches to their eventual
agreement with the court’s result. Jus-
tice Black restated his position that “the
First Amendment does not permit the
recovery of libel judgments against the
news media even when statements are
broadcast with knowledge they are
false.” Justice White found each of the
other four opinions deciding “broader
constitutional issues and [displacing]
more state libel law than is necessary
.. .” But he held that the news media
can report the official actions of “public
servants in full detail, without being
required to spare “the reputation or
privacy” of individuals affected by those
actions.

Justices Marshall and Stewart, in one
dissenting opinion, and Justice Harland,
in another, said the court, in its concern
for the preservation of robust debate,
had tipped the scales too far in favor
of the media in their disputes with pri-
vate citizens. In addition, Justice Mar-
shall, in an opinion in which Justice
Stewart joined, held that the courts
would in the future be called on to
determine whether events involved in
libel suits are “of legitimate public in-
terest.” And courts, he said ‘“‘are not
anointed with any extraordinary pre-
science.” Justice Marshall said that
damages should be allowed— but only
for actual losses.

Justice Harlan would strike a balance
somewhat closer to the plaintiff in libel
cases. He would permit suits not only
for actual damages but also for punitive
damages which are imposed as a deter-
rent, so long as they bear some “rea-
sonable relationship” to the harm done.

Wip was represented by a Philadel-
prhia lawyer, Bernard G. Segal, former
president of the American Bar Associa-
tion.

‘All the press’
means print and air

AP’s Gallagher urges
common front against
threats to any segment

Associated Press General Manager Wes
Gallagher appealed last week to all sec-
tors of the press—print as well as broad-
cast—to erect a united front in support
of the free gathering and dissemination
of news.

He asserted that “all journalists are
in the same boat whether they like it or
not,” and “the stakes are far too high
for one segment of the press to sit to
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Wes Gallagher, general
manager, Associated Press,
to annual convention of

AP Broadcasters Association:

“The time is past when
for competitive reasons
or financial ones
journalists of one medium
can chortle over the fox
being in the neighbor’s
chicken coop. The next
day it will be in yours.”

one side while another segment is under
attack on a basic freedom.”

The call for unity was sounded by
Mr. Gallagher in a keynote speech pre-
pared for delivery at the first Associated
Press Broadcasters Association annual
meeting in Chicago last Friday (June
11). Approximately 250 news execu-
tives of AP broadcast member stations
attended the meeting, which was to end
on Saturday (June 12).

“Can anyone think that the sub-
poena of a reporter's unpublished notes
in San Francisco is unrelated to the
subpoenaing of TV outakes in Wash-
ington?” Mr. Gallagher ventured. “They
are just about as unrelated as a case of
measles in a kindergarten class and just
as contagious.”

He said that journalists in one me-
dium cannot afford to be gleeful over
attacks on another.

“This disdain for the other fellow’s
problems is not confined to one type of
journalism against another,” said Mr.
Gallagher. “It wasn't very long ago in
this city that a large segment of broad-
casters applauded a comic strip artist's
highly partisan political attacks on the
networks.” He presumably was alluding
to the speech made to the National As-
sociation of Broadcasters’ convention in
Chicago earlier this year by cartoonist
Al Capp.

Mr. Gallagher was careful to say that
although the media should unite on de-
fending the basic principles of journal-
ism, they should continue to compete
against one another. He said the media
should not sanction or endorse the
errors of their competitors, nor do they
have to approve of one another’s tech-
niques.

Mr. Gallagher emphasized there “is
nothing new” in the clash between gov-
ernment and the press.

“The danger comes when administra-
tions in power seek to curb by any
means the free flow of news, either by
legislative restriction or bureaucratic
action,” said Mr. Gallagher, “because
there is no such thing as a half-free
press. All the press must stand united

against restrictions on gathering or dis-
tributing news."”

Mr. Gallagher expressed deeper con-
cern over criticism from various seg-
ments of the public at large. He said
many individuals are weary of the prob-
lems besetting them and, in frustration,
they blame the messenger for the ills
of the world.

He said that special-interest groups
all are clamoring for “an unfair share
of the news,” and the press finds itself
attacked simultaneously by the radical
and the conservative; the conservation-
ist and the businessman; the dove and
the hawk. They are all demanding, he
noted, “less of the other fellow's view
and more of their own.”

The defense of the media, he said, is
a unity and a determination “not to be
swayed by any group, whether it be
government or private interest, from
putting out the best and most objective
news report that we can.”

Saturday's events were to include a
panel discussion on AP in 1971 fea-
turing Bob Eunson, assistant general
manager; Jerry Trapp, general broad-
cast news editor; Roy Steinfort, gen-
eral executive; Jim Wessel, director of
special projects, and Hal Buell, execu-
tive newsphoto editor, all with the wire
service in the New York office.

Also on the agenda Saturday were
discussions of broadcast wire perform-
ance by Fred Douglas, wkzo-Tv Kala-
mazoo, Mich., and of actuality ex-
change by Jack Clements, wcau{aM)
Philadelphia.

Journalists see
sternest tests

Salant says Staggers
has precipitated crisis;
UPI editor alarmed

Two news executives told broadcasters
half a continent apart last week that
journalism is facing its most critical
period in this century.

Richard S. Salant, president of CBS
News, said that the forthcoming con-
frontation between Frank Stanton, pres-
ident of CBS Inc., and Representative
Harley O. Staggers (D-W. Va.) and
his Investigations Subcommittee, sched-
uled for June 24, would be “the most
important First Amendment issue that
has emerged in this century.” The basic
issue, Mr. Salant said, is whether the
First Amendment applies to broadcast
journalism as it does to print.

Mr, Staggers and his committee have
subpoenaed CBS to provide outtakes of
its documentary, The Selling of the
Pentagon. CBS has refused and Dr.
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Stanton is expected to confirm that
position next week.

Speaking to the Florida Association
of Broadcasters in Sarasota on June 8,
Mr. Salant commented:

“At long last the classic collision of
the immovable object and the irresist-
ible force is about to take place. The
immovable object is licensing. The ir-
resistible force is the First Amend-
ment.”

That issue, Mr. Salant said, has been
with broadcasting for 50 years. But, he
observed, “we have always managed to
duck it, to put it aside in the delusion
that if we just gave a little here and
there, it wouldn't be so bad, we could
live with it and we could get on with
our business,

“We can procrastinate no longer; the
issue is here, and now, and it is nothing
more, or less, than the issue of whether
the First Amendment of the Constitu-
tion, as we understand it, applies to
broadcast journalism.”

Mr. Salant’s speach was on film be-
cause he was unable to be present.

One day later, on June 9, in Glacier
National Park, H. L. Stevenson, man-
aging editor of United Press Interna-
tional, told the Montana Association
of Broadcasters that the news media
must resist harassment of broadcasters
by congressional committees, as they
must criticisms from government of-
ficials.

Alarming to newsmen, Mr, Stevenson
said, is the tone and the direction of
some of the advice.

The problem, he observed, is that
“we are regarded as the author of the
news we bring and therefore the whip-
ping boy for those who find the news
unpleasant.”

The outcry, he added, is not only
shrill but the frequency of the attacks
from high officials is alarming.

“What is equally alarming,” he
added, “is the response—bitter and con-
demning and often in the vilest of
language—these attacks have evoked
from the ‘listener and the reader.”

The answer to criticism, Mr. Steven-
son said, is accuracy in reporting the
often complex news, balance in views
and no reluctance to admit error.

“Our reporting, if it is done accu-
rately, aggressively, and with objec-
tivity,” Mr. Stevenspn concluded, “is the
best answer that we can give our
critics. It will not satisfy them, but
then we never will.”

Showdown put off
on CBS subpoena

The date for CBS President Frank Stan-
ton's appearance before the House In-
vestigations Subcommittee has been
posponed to June 24 because of sched-
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uling conflicts, a subcommittee spokes-
man said last week.

Dr. Stanton was to have testified last
Thursday (June 10). However the sub-
committee, under Chairman Harley O.
Staggers (D-W.Va.), found that not all
members could attend. The June 24
date is the earliest one acceptable to
Dr. Stanton and the subcommittee
membership, the spokesman added.

Dr. Stanton is being subpoenaed to
testify on (CBS's controversial docu-
mentary, The Selling of the Pentagon.
The subpoena also calls for CBS to
deliver outtakes connected with the pro-
duction of the program. CBS has in-
dicated it will refuse to supply the ma-
terial (BROADCASTING, May 31),

NBC resumes
paying BMI

While myriad of suits
are tried, network agrees
to interim fee schedule

Broadcast Music Inc. and NBC agreed
last week that $1.4 million a year would
be an equitable amount for NBC to pay
for the use of BMI music while the rest
of their complex legal differences are
being litigated.

The agreement was incorporated in a
court order signed Wednesday (June 9)
by Judge Morris E. Lasker of the U.S.
Southern District Court in New York.
The order, like one embodying a similar
agreement between BMI and CBS
(BROADCASTING, Jan. 11), also requires
BMI to issue a music-license to NBC,
retroactive to April 1, 1970, and dis-
misses copyright-infringement suits filed
by BMI against NBC for unlicensed per-
formances since that date.

BMI terminated NBC’s license to use
BMI music as of April 1, 1970. For its
use of BMI music during the rest of
that year, according to the court order,
NBC must pay BMI $1.05 million, and
thereafter in equal monthly installments
totaling $1.4 million a year unless BMI
and NBC agree on a different figure or
the court, upon appropriate application
by either side, determines that the rate
should be changed. Along with its
$1.05-million payment for 1970, NBC
must bring its 1971 monthly payments
up to date—about $583,000 worth
through May.

The order, like the earlier one em-
bodying the BMI-CBS agreement, is in
connection with a complicated pattern
of litigation in which CBS is suing both
BMI and its principal competitor, the
American Society of Composers, Au-
thors and Publishers, for a new form
of license based on music usage; NBC
is seeking another form of limited

license; BMI is suing CBS, NBC and
ASCAP on charges of conspiracy to
destroy BMI, and ASCAP is pursuing
counterclaims seeking to put CBS and
NBC all but out of the television busi-
ness (BROADCASTING, Jan. 5, Feb. 9 and
June 1, 1970).

The BMI-NBC order, like the one in-
volving CBS, provides that the interim
payments it calls for may be adjusted
retroactively in line with the ultimate
decision in the case,

The $1.4-million interim annual pay-
ment specified for NBC compares with
$1.607 million being paid by CBS.
These compare with $4.32 million that
each is paying ASCAP in interim an-
nual fees pending final determination of
rates.

The difference between NBC's
ASCAP and BMI payments was
stressed by Edward M. Cramer, BMI
president, in an affidavit contending
that BMI music is worth far more than
$1.4 million a year to NBC but that
BMI was accepting NBC’s offer of that
amount to help offset “the irreparable
injury which BMI is suffering because
of lack of funds.”

Mr. Cramer said that the “dis-
proportionately” higher payments to
ASCAP are helping to finance an
ASCAP raid on BMI members that
could put BMI out of business. Hence,
he said, the $1.4 million a year, as
opposed to “not a cent” paid BMI by
NBC since April 1970, is “an essential
step in preserving BMI as a viable com-
petitor of ASCAP.”

Whither goes Wrather,
Erlichman didn't say

Presidential assistant John D. Ehrlich-
man does not think much of Dan
Rather’s abilities as a White House
correspondent for CBS, and doesn’t
care who knows it. But he has not sug-
gested that CBS fire or reassign Mr.
Rather.

That appears to be the net of a minor
flap that developed last week over pub-
lished reports that Mr. Ehrlichman had
“demanded” that CBS fire Mr. Rather.

The reports grew out of an April 29
talk Mr. Ehrlichman had in New York
with Richard Salant, president of CBS
News, John Hart, anchorman on the
CBS Morning News, and Philip Lewis,
producer of that show. Mr. Ehrlichman
had appeared on the show that morn-
ing, then went to breakfast with Mr.
Hart and Mr. Lewis. They were later
joined by Mr. Salant.

In the course of a wide-ranging con-
versation, Mr. Salant asked the White
House aide his views on CBS News
White House coverage, and Mr. Ehr-
lichman, in accounts he and CBS News
agree on, opened up with a critical bar-
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Teleprompter sets
program standards

Guidelines were announced last week
by the Teleprompter Corp. for its 65
cable-TV systems that produce pro-
grams.

The guidelines were revealed and
discussed at the first national meeting
of the company’s programing executives
in Tarrytown, N.Y., last Monday and
Tuesday (June 7-8). They defined the
amount of programing to be carried
by the systems, depending on their size,
and the program types to be given
priority.

Charles C. Woodard Jr.,, Tele-
prompter vice president and assistant
general manager of the cable-television
division, said that by Sept. 1, 65 of
Teleprompter’s 120 CATV systems will
be originating programs on the following
bases: Those up to 6,000 subscribers
will produce a minimum of two-and-a-
quarter hours of programing weekly;
systems with 6,000 to 10,000 subscrib-
ers, at least four-and-a-quarter hours
weekly; those with over 10,000 sub-

scribers, at least six-and-a-quarter hours
weekly.

He added that New York and Los
Angeles systems, which soon will pass
the 40,000 and 30,000 subscriber marks,
respectively, will be originating pro-
portionately more hours.

Mr. Woodard announced that news
and discussion programs will have top
priority, with minimums of 15 minutes
of news five days a week and an hour
of discussion programs a week.

The conference also provided instruc-
tion in studio production.

Conference planners and workshop
session leaders included Mr. Woodard;
Jack Williams, national director of pro-
graming; Mel Baily, executive pro-
ducer, cable-television division; Robert
Bleyer, program manager, Telepromp-
ter Manhattan; Kent Johnson, program
manager, Theta Cable of Los Angeles;
Jerry Rhoads, Southeast regional pro-
gram manager; Bob Williams, North-
west regional program manager; Frank
Herman, Southwest regional program
manager, and Charlotte Schiff, commu-
nity-relations consultant.

rage on Mr. Rather, accusing him of
having an antiadministration bias. How-
ever, he did not, according to both CBS
and Mr. Ehrlichman, suggest that Mr.
Rather be reassigned or fited.

CBS News says the network officials
defended Mr. Rather, and Mr. Salant
later filled the correspondent in on the
conversation while assuring him of the
network’s confidence in him.

Mr. Rather later called on Mr. Ehr-
lichman, and got the criticism first
hand.

Using the side door
on distant signals

NCTA argues for importation
in FCC proceeding
on program exclusivity

The National Cable Television Asso-
ciatioh last week renewed its efforts to
induce the FCC to lift its restrictions on
the importation of distant signals by
CATYV systems in the top-100 markets
—using as a vehicle an entirely differ-
ent proceeding. NCTA offered com-
ments to the FCC last week on the
commission’s proposed rulemaking on
nonnetwork television program exclu-
sivity. But the comments presented ex-
tensive views on the association’s more
immediate concerns.

The commission asked for comments
on the exclusivity issue last January
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(BROADCASTING, Jan, 18). The proceed-
ing was aimed at seeking out new ways
to allow UHF stations and CATV sys-
tems freer access to nonnetwork pro-
gram material. At issue was the com-
mon practice of a station licensee enter-
ing into an agreement with a program
supplier by which that station would
have exclusive broadcast (and rebroad-
cast) rights to a certain program, thus
precluding the showirg of the program
in another community by another sta-
tion—or CATV system.

In its comments last week, NCTA
said that the proposed regulations origi-
nally sought to free restrictions on non-
network programs which have been
purchased in one community from be-
ing received in another community.
However, in reading into the FCC'’s Jan-
uary invitation for comments, NCTA
questioned “if what may be contem-
plated is not removal of such [distant-
signal] limitations, but their modification.

“If what is in store for CATV is a
regulation allowing open-circuit broad-
cast stations to prevent CATV from
distributing distant signals, until a lapse
of time thought necessary to protect
[broadcast] stations from CATV com-
petition, we are opposed to it,” NCTA
said.

In its January action, the FCC ex-
pressed the view that the degree of ex-
clusivity now permitted might not be
necessary to protect the interests of
copyright owners, and might at the
same time inhibit development of pro-
gram origination by cable systems.

NCTA iast week offered further in-
sight into the commission’s reservations.

“If the commission,” it said, “is seri-
ous about producing . . . the kind of
program-originating CATV service that
it is presently only theorizing about, the
first order of business is to free CATV’s
from the distant-signal restrictions that
effectively protect established retwork
stations from CATV competition for
audience attention.”

The distant-signal limitations, NCTA
admitted, might “conceivably be toler-
able” if they applied to the protection
of “weak” broadcasters, such as inde-
pendent UHF stations. “But to apply
them, as the commission has done, in a
way that protects the network owned
and affiliated stations” in the top-100
markets “is patently bad regulation
under any conceivable public-interest
standard.”

In fact, NCTA asserted, copyright
owners would benefit to an extent from
a relaxation of exclusivity, since this
would allow thzir films to get more ex-
posure in more markets at once. The
FCC's “genuine concern” with their
protection “implies recognition that cre-
ative talent, the source of all copy-
righted material, has never worked ex-
clusively for broadcasters,” NCTA said.

What’s more, it said, it cannot under-
stand why the FCC regards copyright
owners ‘“as victims of unfair competi-
tion” when CATV imvports their pro-
grams from distant signals, but not
when they are taken off loral signals.

CATV, NCTA pointed out, is not in
the business of profiting from advertis-
ing carried on the TV signals it picks
up. It said, most revenues for cable
come from subscribers. And if the FCC
intends to “preserve intact” the existing
TV audiences for the networks, “CATV
has only a limited future.”

But, NCTA said, if the commission
wants to “bring about the diversity it
has been saying the American public
needs,” no time or area clearance
against CATV “exhibition” of a pro-
gram should be permitted for any
broadcast showing of the same pro-
gram. And, it continued, “all restric-
tions against CATV importation of dis-
tant signals should go.”

A CATV vote
for origination

Trans-Video tells FCC
it was right to demand
local cable programs

Although the FCC was rebuffed in its
attempt to impose mandatory program
origination for CATV systems having
3,500 or more subscribers, one of the
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nation’s Jargest cable operators said last
week it plans to go ahead as the com-
mission originally planned.

Multiple-system owner National
Trans-Video Inc. last week filed com-
ments with the FCC, asking that a pre-
vious petition by the All-Channel Tele-
vision Society—for a reopening of the
record and further proceedings on the
program-origination issue—be denied.

ACTS told the commission that fur-
ther proceedings are in order in light
of last month’s U.S. Court of Appeals
ruling, which set aside the commis-
sion’s origination order (BROADCASTING,
May 17), and of the influx of requests
by system operators for waiver of the
order, prior to the court decision. (After
the court returned its decision, the FCC
suspended its origination rule.)

In answering the ACTS petition last
week, National Trans-Video emphasized
that the cable industry “continues to
demonstrate its intent” to provide local
services, even though “the court has in-
dicated that the legal requirement to do
so does not apply.”

Furthermore, NTV said, to conclude
that the industry “does not intend to
fulfill its responsibility” to provide local
origination purely on the basis of some
requests for waivers, “is a tired old
complaint unsubstantiated by facts.”

The company used itself as an ex-
ample. It said it had asked for waivers
of the commission’s previous April 1
deadline for compliance for two of its
systems, due to technical problems. But,
NTYV said, it “fully intends to continue”
with plans to institute local origination
on its systems affected by the FCC rul-
ing, and is also providing that service
“on many of its other systems which
were not even required under the rules
to do s0.”

“Certainly,” NTV said, “there has
been a reluctance on the part of many
cable operators, particularly the smaller
ones, to enter into a field in which they
had no knowledge and in which they
could envision large sums of money
being spent.” This, NTV stated, is a
“rather natural reaction.”

But the company held that initial
reluctance on the part of cable systems
to enter into a domain in which they
had no prior experience should not con-
tinue.

“We firmly believe,” it said, “that the
reluctance will disappear as the in-
dustry’s capability in this area continues
to improve.”

NET gets biggest cut

of CPB's new funds

The Corporation for Public Broadcast-
ing has awarded $8.6 million in grants
to support the production of public tele-
vision programs for next season. The
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money will be given to public televi-
sion's seven national production centers.

Nearly half of the total amount—$4
million—will be awarded to the NET
division of Educational Broadcasting
Corp.

Other grants and recipients: $1 mil-
lion to wGBH-TvV Boston; $1 million to
KCET(TV) Los Angeles; $730,000 to
KQED(Tv) San Francisco; $711,000 to
wQeD(Tv) Pittsburgh; $550,000 to
wTTv(Tv) Chicago, and $500,000 to
WETA-TV Washington.

The WETA-TV grant will be devoted
partially to the development of a new
national production center oriented ex-
clusively toward public affairs, CPB
President John Macy said last week. He
said the corporation would supplement
the WETA-Tv budget later as plans for
the new center developed.

For the first time, the grants included
funds for the production of pilot pro-
grams for possible future series. Slightly
over $100,000 was awarded for this
purpose to EBC, XQED, WTITW, WETA-TV
and WGBH-TV.

bhangingFormats

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

8 WHFL(FM) Winter Haven, Fla.—Rec-
reation Broadcasting of Central Florida
has announced that it has dropped its
country-and-western format in favor of
adult contemporary and beautiful-music
programing. WHFL operates in stereo on
97.5 mhz with 19.5 kw and an antenna
140 feet above average terrain.

2 WxLw(aM) Indianapolis—Greater In-
dianapolis Broadcasting Co. Inc. has
changed its format from middle-of-the-
road music to adult-oriented contem-
porary programing, effective June 7.
WxLw operates on 950 khz with 5 kw
day.

2 WoLs-FM Glassboro, N.J.—Glassboro
State College announces alteration of
its present noncommercial format from
part-time college-oriented programing
to full-time public community services.
WGLs-FM operates on 89.7 mhz with
190 w and an antenna 87 feet above
average terrain.

a WrvrR(FM) New York — Riverside
Broadcasting Co. announces the change
of station’s format from mostly clas-
sical music and jazz to one of listen-
er call-ins, interviews and debate with
controversial figures. Coincident with its
program change, station becomes com-
mercial. WRvr operates 106.7 mhz with
19 kw and an antenna 460 feet above
average terrain (see page 38).

Kennedy headlines ABC’s
children’s workshop

Senator Edward M. Kennedy (D-Mass.)
will be among the guest speakers partici-
pating in the Children's Programing
Workshop sponsored by ABC-TV in
New York on June 23-24.

More than 300 representatives of ad-
vertising agencies and advertisers have
been invited to the workshop for dis-
cussions on children’s program and com-
mercial content, production and sched-
uling; current and future methodolgy on
audience measurement, and government
and civic concerns. Summary reports
on these sessions will be given toward
the conclusion of the workshop.

Senator Kennedy will address the
luncheon on June 23. Among other
speakers are Dr. Urie Bronfbrenner,
child psychologist from Cornell Uni-
versity; Charles Johnson Jr., chief of edu-
cation and social stratification branch,
population division, Bureau of the
Census; Chuck Jones, executive pro-
ducer of ABC-TV’s new children’s
series, Curiosity Shop; Evelyn Sarson,
president of the Action for Children’s
Television, and Warren Braren, execu-
tive director, National Citizens Commit-
tee for Broadcasting.

The moderator and general chairman
of the workshop is Frederick S. Pierce,
vice president in charge of planning and
assistant to the president of ABC-TV.

Honored by the elders

A one-hour documentary, When You
Reach December, produced by West-
inghouse Broadcasting Co.’s urban
America unit, has won the 1971 award
of merit from the National Council of
Senior Citizens. The documentary,
which depicted the plight of the nation’s
sick and elderly citizens, is the only
program to be honored by the council
in the public-media category this year.
It was first shown on Group W stations
in December 1970. Westinghouse
Broadcasting President Donald H. Mc-
Gannon was to accept the award last
Friday (June 11) at ceremonies in
Washington.

A Patriotic schedule on TV

The transplanted and refurbished New
England Patriots are finding their new
image has attracted an early response
from TV as well as the fans.

The then Boston Patriots of the
American Football Conference were
almost to kickoff time in 1970 before
TV plans were set. This year wMsw-
Tv Worcester, Mass., and the pro team
have already announced that the ex-
hibition slate will be carried in its six-
game entirety by the UHF. William
Moll, general manager of WMSW-TV,

BROADCASTING, June 14, 1971



Thisis a different David.
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Two consecutive Emmy awards bear witness to David's skill as a perceptive and charmingly incisive host.
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social commentary through the eyes and mind of David Frost.

Some of the funniest people in show business will be joining David on the show. An array of comedy greats who will
create and perform, and do their shtick just for laughs.
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also indicated that several other New
England stations are expected to join
the preseason TV network.

Two of the road games will be live,
while one exhibition from Memphis
and the three home games from the
new Patriots stadium at Foxboro,
Mass., will be on a delayed basis.

Waz(AM) Boston holds radio rights
to the Patriots’ exhibition and regular-
season schedule.

Fox ups program output
with new series, movies

Twentieth Century-Fox Television is
bolstering its syndicated programing
output with the production of a new
half-hour daytime series, Marriage
Clinic, and the release to stations of 50
classic motion pictures under the title
of Golden Ceniury.

The company said that Marriage
Clinic is a dramatization of actual mar-
riage cases taken from the files of estab-
lished counseling services. It will be
produced for Fox by Dick Clark Pro-
ductions, with Mr. Clark portraying the
marriage counselor in the series.

The motion-picture package consists
of films released between 1929 and
1938, none of which has been shown
on TV, according to Alan Silverbach,
vice president in charge of worldwide
syndicated sales. Titles include The Big
Trail, with John Wayne; The Power and
the Glory, with Spencer Tracy, and
Blood Money, with Judith Anderson.

News imbalance blamed
for extended Vietham war

Former CBS News correspondent David
Schoenbrun contended last week that
if the news media, particularly network
TV, had covered the Vietnam war fully
and fairly, the conflict would not have
continued until now.

Mr. Schoenbrun, now an author and
a lecturer, made his charge on the Al
About TV series on New York-owned
WNYC-TV. The program also presented
a film Mr. Schoenbrun made in 1967
reviewing Vietnam history since the
end of World War Il and indicting U.S.
foreign policy toward Vietnam. Mr.
Schoenbrun said no network or inde-
pendent station would carry the film.

He voiced the view that if his film
had been shown on network television
three or four years ago, it would have
altered public opinion and influenced
U.S. policy on the war. Mr. Schoenbrun
said that while at CBS (through 1965),
he tried repeatedly to go on the air
with critiques of [J.S. foreign policy that
would have shown the folly of involve-
ment in Vietnam. He said his appeals
were quietly but firmly sidetracked.
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Program notes:

Faith ® Nineteen television stations in
U.S. have purchased programs in
Group W's Urban America series sight
unseen, Group W spokesman said last
week. Each station reserves right to ap-
prove or disapprove each program as it
is produced. Urban America unit was
formed in 1968 to produce One Nation
Indivisible, investigation of urban prob-
lems. Program’s success led to produc-
tion of eight additional documentaries,
of hour or 90-minute length. Among
subjects for upcoming broadcasts are
“crime of our courts” and “battle for
urban mobility.”

Half around the clock ® Syndicated 12-
hour radio program on Elvis Presley is
being prepared for distribution by Wa-
termark Inc., Los Angeles. Special is
being written by Jerry Hopkin, author
of “Elvis,” to be published by Simon &
Shuster in October. Studio production
of The Eivis Presley Story begins this
month with completion expected in time
for airing during Labor Day weekend.

Horrors! ® Winters/Rosen Distribution
Corp., New York, is distributing to TV
stations its first feature film package,
*Classic Horrors.” Buyers already signed
for the 11-feature series of chillers are
wGN-Tv  Chicago; wJBk-Tv Detroit;
KDNL-TV St. Louis; KELO-TV Sioux Falls,
S.D.; wrvr(1v) Tampa-St. Petersburg,
Fla., and wuaB(Tv) Lorain-Cleveland,
Ohio.

Programs on prisoners ®* “POWs —
Pawns of War!”, a two-part CBS Re-
ports on the status of American prison-
ers of war in North Vietnam, will be
shown on June 22 and June 29 at 10-11
p-m. EDT on CBS-TV. CBS News cor-
respondent Walter Cronkite will anchor
the broadcasts, which look at the physi-
cal conditions of the men, the allega-
tions they are being used by both sides
as pawns, and the efforts of the prison-
ers’ families to gain their freedom. Ber-
nard Birnbaum and Phillip Scheffler
will produce the programs.

‘Tyson’ renewals ® Young & Rubicam,
New York, reports that The Ian Tyson
Show has been renewed by its sponsors,
Hunt-Wesson Foods and the Reming-
ton Rand Division of the Sperry Rand
Corp. on 52 stations in the U.S. and on
the CTV Network in Canada. The half-
hour contemporary music series, offered
to stations on a trade basis, is syndi-
cated by Young & Rubicam.

Pilot books closed ® A court-ordered
payment of $150,000 by the owners of
the Seattle Pilots, American League
baseball team that became the Milwau-
kee Brewers last year, to the Pacific
Coast League, has apparently brought
the repercussions of that move to an
end. Pacific Northwest Sports Inc., op-

erator of the Pilots, also returned an
advance payment of $212,500 for
broadcast rights to kvi(am) there, set-
tling accounts with the station. The Pi-
lots were sold to Milwaukee in 1970 for
$10.8 million.

Raggedy Ann on TV ® Lester Osterman
Productions Inc., New York, has ob-
tained the TV rights to the Raggedy
Ann stories, based on the experiences
of a rag doll who comes alive, from
Bobbs-Merrill, publisher of the series. A
musical special is planned, to be written
for TV by Patricia Gray and produced
by Lester Osterman. The production
firm is located at 1650 Broadway.

Musical encore ® An Evening With
Julie Andrews and Harry Belafonte,
one-hour musical special, wil! be re-
broadcast on NBC-TV, Thursday, Sept.
9 (10-11 p.m. NYT). Special, which
was originally aired on the network
Nov. 9, 1969, was produced by Cham-
pion-Six Inc. in association with NBC-
TV,

Audie Murphy series held up ® In re-
spect to the late Audie Murphy, Wor-
oner Productions last week announced
that it would temporaraily shelve it's
Medal of Honor radio series. Mr. Mur-
phy, the actor-businessman who died in
a Virginia plane crash in late May, had
completed narration for 260 of the five-
minute vignettes, according to Murry
Woroner, president of the Miami pro-
duction firm. The series is devoted to
heroic actions of American servicemen
who have received the Congressional
Medal of Honor, dating from the Civil
War to the present Vietnam conflict. Mr,
Murphy earned that decoration in
World War II.

Rainbow producers seek gold ® Dick
Clark Enterprises and Alan Hamel
Corp., both Los Angeles, will film the
pilot episode of Rainbow Ridge an edu-
cational program aimed at preteen view-
ers. The five-a-week show will combine
live talent and animation in a musical
format. The pilot is being produced in
Vancouver, B.C.

‘Comics’ on CBS ® The Comics, one-
hour comedy-variety special, is being
produced by Sullivan Productions, New
York, for CBS-TV. Special, based on
comic strip and cartoon characters, will
be aired on the network this fall, and

"is also being considered by CBS-TV as

a series for a possible January start.

Films for CATV " A group of 26 films
is being made available for first-run on
cable television systems by GG Produc-
tions, Boston. The features, never seen
on television, will be offered beginning
Sept. 1. Fifteen of the films are still in
theatrical release. All will be offered on
either 16mm film or one-inch video
tape.
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The Smothers
Organic Prime Time/Space Ride.

And that's only the title! Prepare for a new experience in television. Prepare for the astonishing inventiveness of the
Smothers doing it their way.

You'll be a witness to their very original brand of humor, with its uproarious surprises. You’ll see them poking holes in all
the sacred cows. For their space ride, the Smothers will present the great stars they always attract, exciting new
talent discoveries and eye-popping films and animation.

The Smothers have created a show in which acts flow into each other and out of each other in a very natural but
unexpected way. An organic way. It's a new kind of television. And it’s one of a kind.

You have the time —we have the show.

26 half hours with the Smothers.
Doin it their way.

GROUP
PRODUCTIONS

WESTINGHOUSE BROADCASTING COMPANY

THE SHOWMEN
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Taverner will part company with NCTA

But questions of serious infighting
cloud association president’s resignation

National Cable Television Association
President Donald V. Taverner last week
tendered his resignation to a bitterly
divided meeting of the NCTA board
of directors.

By a margin of two votes, the board
accepted the resignation effective at
the end of this year, when Mr. Taver-
ner's two-year contract expires. The
association has not even begun to look
for a successor.

The board acted after the NCTA
executive committee had refused to
consider Mr. Taverner's offer to resign.
After the 11-to-9 vote, at least one
board member—George Barco, Mead-
ville Master Antenna Inc., Meadville,
Pa.—stalked out of the room.

The resignation followed what in-
siders described as “intense lobbying”
of the board by factions within the in-
dustry. Behind the infighting was a com-
plex mixture of trade-association poli-
tics and genuine industry differences
over government relations and associa-
tion management.

Some cablemen have questioned Mr.
Taverner’s leadership in government
affairs. They call him too aloof, too low-
profile, even too ‘‘statesmanlike” to
make a strong impression on top offi-
cialdom, at a time when the cable
industry faces showdown situations on
Capitol Hill and at the FCC.

There has also been some division
within NCTA’s Washington staff over
Mr. Tavemer's practice of having all
departments report directly and regu-
larly to him on their activities. The
change has produced what some regard
as less autonomy for organization pro-
fessionals, and others praise as a
“tighter ship.”

Whether these differences alone would
have been sufficient to inspire strong
pressure for Mr. Taverner’s resignation
is a subject of dispute. Taverner sup-
porters insisted last week that the dis-
agreements were simply used as pre-
texts in intraorganizational political
battling. “There was a coup,” one said,
“a trade-association maneuver—and it
was able to work the board.”

Some openly linked the alleged
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“coup” to Bruce Lovett of American
Television and Communications Corp.,
former NCTA general counsel and
present board member. “There’s a man
on that board who wants to be presi-
dent of NCTA,” one snapped. “Mr.
Bruce Lovett. That’s what’s behind
this.”

Repeated efforts to reach Mr. Lovett
for comment late last week were un-
successful.

There was general agreement on only
one point. “Whatever else you say about
it,” fumed one cableman who was not
involved in the decision, “the timing
couldn’t possibly have been worse.”

It was noted that NCTA and the
cable industry faced a host of activity
and uncertainty even before the Tav-
erner incident added a new ingredient.
The NCTA convention is less than a
month away, for one thing, and con-
ventions are ideally supposed to be
characterized by some semblance of
unity. Mr. Taverner sounded a call for
just such unity after his resignation last
week—and he will continue to serve as
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Mr. Taverner

president for the time being—but the
circumstances surrounding his resigna-
tion led industry observers to express
the hope that the differences will be
buried quickly.

Additionally, cable’s moment of truth
in Washington is about to arrive, as the
focus of attention begins to shift from
the FCC to Capitol Hill. The commis-
sion goes before Senator John O. Pas-
tore’s (D-R.1.) Senate Communications
Subcommittee this week to discuss
CATV policy (see page 34). And even
after the commission finally acts, there
will still be the question of copyright
payments to be considered on the Hill.
On this front, too, industry leaders
think they need—or at least need to
display—unity.

But to Mr. Taverner, at least, the
handwriting was on the wall early last
week. Aware of the divisions that sur-
rounded his leadership—all highlighted
by the fact that the time had come to
consider renewal of his contract—he
took the initiative in resigning. The ex-
ecutive committee “simply wouldn't
hear of such a thing,” one board mem-
ber said, and the board thereby became
the arena for the up-or-down vote.

Mr. Taverner's was the calmest voice
to be heard last week. “I want to em-
phasize,” he said, “that I feel no vindic-
tiveness toward anyone. This is & good,
young growing industry. I wish it only
the best.”

Mr. Taverner went to NCTA from
public broadcasting. He was president
of noncommercial WQED(Tv) and
WQEX(Tv), both Pittsburgh, when
named late in 1969 to succeed Freder-
ick W. Ford, who had resigned after
five years as NCTA president. Mr.
Taverner took with him to Washington
a reputation as a good administrator
and exceptional fund-raiser.

In recent months, there have been
reports of discontent with the Taverner
administration, but these seemed often
to be attributable as much to generalized
pique over delays in government action
as to specific complaints about the
NCTA president.

Formal announcement of the resigna-
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The master of original drama
comes to television.

Group W is bringing to television one of the most impressive figures in the world of drama. Norman Corwin.

In turn, Mr. Corwin is bringing to the public a series of original dramas, written, produced and directed especially
for the television screen. He has the credits to do it.

He's received the Film Critics Circle Award, an Oscar nomination for the “’Lust for Life” screenplay, and an Emmy for
"The Plot To Overthrow Christmas”, just to name a few. His stage productions have ranged from
"The Rivalry” to "The World of Carl Sandburg”.

Now this master of the dramatic art form has assembled a company of spectacularly talented actors, authors and directors,
all with one goal: productions that will be thought about... talked about...and looked forward to from week to week.

The man who conquered every medium is coming to the home screen. And we think he can make it more
spellbinding than it’s ever been before.

You have the time—we have the show.

Norman Corwin Presents.
26 half hour dramas. =

PRODUCTIONS

WESTINGHOUSE BROADCASTING COMPANY

THE SHOWMEN



tion last week came in a cryptic press
release, in which Vice Chairman Gwin
was quoted as saying that Mr. Taverner
had served the industry with “integrity,
intelligence and devotion,” and that
the board had accepted his resignation
with “'regret.”

In a later conversation, Mr, Gwin
would add only that there were “admini-
strative differences” between Mr. Taver-
ner and some in the industry. He said
the disagreements did not extend to
matters of policy. And, like many others
on both sides, Mr. Gwin expressed
strong personal regard for Mr. Taverner.

The NCTA president personally an-
nounced the resignation at the annual
convention of the Ohio Cable Tele-
vision Association, where he spoke last
Wednesday (June 9, one day after the
board concluded its meeting.

FCC cable plan
to run Hill gantlet

Final touches being put
to blueprint that seeks
the blessing of Pastore

When the FCC marches up to Capitol
Hill tomorrow (June 15) to tell Senator
John O. Pastore (D-R.1.) and his Com-
munications Subcommittee what it has
in store for CATV, the expectation that
the die will be cast may not prove true.
The commission minus one member
(Commissioner Robert E, Lee is out of
the country) is expected to provide the
Senate committee with a history of
what it has done, what it has consid-
ered, and what options look good as
well as those that don’t

The FCC, thus, will meet Senator
Pastore’s request earlier this year that
he did not want the commission to
present Congress with a CATV fait
accompli,

The FCC is expected to formulate
this package for the Senate committee
today (June 14}. FCC Chairman Dean
Burch was scheduled to return Friday
(June 11) from two weeks in Europe,
where he attended the World Adminis-
trative Radio Conference on Space
Communications in Geneva.

The commission, it was learned last
week, will probably be faced with more
than the handful of members of the
subcommittee. All 18 members of the
parent Senate Commerce Committee
personally have been invited to attend
the CATYV hearings by Senator Warren
G. Magnuson {(D-Wash.), who is chair-
man of the full committee, as well as by
Senator Pastore.

Reportedly, the commission plans to
adopt a policy that would permit cable
systems to carry local TV signals as
well as a graduated number of outside
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programs based on market size (BROAD-
CASTING, May 31).

In preparation for tomorrow’s hear-
ing, broadcasters and cable TV repre-
sentatives gathered in force in Wash-
ington last week, mapping strategy and
visiting key senators, particularly mem-
bers of the Commerce Committee.

Headquarters of the broadcast forces
was the National Association of Broad-
casters, whose government relations
chief, Paul B. Comstock. coordinated
the lobbying effort in conjunction with
Lester W. Lindow. executive director of
the Association of Maximum Service
Telecasters,

Principal objective of the broadcast-
ers’ offensive was to persuade the sena-
tors that the FCC’s plan for CATV will
destroy over-the-air broadcasting. Broad-
casters charged that the prospective ap-
proval for CATV to important distant
TV signals is nothing but a subsidy
forced on broadcasters to finance CATV
expansion.

Hamilton Shea. executive vice presi-
dent of Gilmore Broadcasting Corp.,
chairman of NAB's TV Board and of
the association’s Future of Broadcasting
Commitiee, reported ‘‘encouraging re-
sults” from the broadcasters’ visits to
Congress.

The cable pressures on Capitol Hill
were said to be less cxtensive, although
there was no doubt that the CATV in-
dustry also had its agents operating
among Senate Commerce Committee
members. Meeting last week in Wash-
ington was the board of the National
Cable TV Association, but its plans for
proselytzing probably were dented when
its sessions became stormy. culminating
in the resignation of Donald V. Taver-
ner, president of NCTA (see page 34).

A little wait for FCC
visit to House on CATV

The House Communications Subcom-
mittee will call the FCC up to discuss
its plans for cable television, but not
before the commission has concrete pro-
posals in hand, according to a spokes-
man for subcommittee Chairman Tor-
bert H. Macdonald (D-Mass.).

And, the spokesman added, a review
of the commission’s plan for cable will
have to wait until after the subcommit-
tee’s political-spending hearings, which
are expected to run at least through
June 17.

The FCC will present its CATV
plans—and possibly alternative pro-
posals—to Senator John O. Pastore’s
(D-R.1.) Communications Subcommit-
tee June 15 (BROADCASTING, May 31),
but the commission is not expected to
take any final votes on CATV before
then.

. . . Meanwhile back
at the NCTA board

Ad code, $1.55-million budget
adopted at session
last week in Washington

The resignation of Donald V. Taverner
as president of the National Cable Tele-
vision Association (see page 34) domi-
nated, but by no means monopolized,
the attention of NCTA board members
during their meeting last week in Wash-
ington.

Among the other actions were adop-
tion of an advertising code, mild revi-
sion of the codes of ethics and cable-
casting, and approval of a $1.55-million
budget for the coming year.

The new advertising code bears some
resemblance to that of the National
Association of Broadcasters, although
NCTA’s is by far the shorter of the
two. It prohibits advertising for cigar-
ettes and liquor, counsels “extreme
care” in the advertising of mood drugs,
firearms and personal products, and
requires sponsorship identification in ac-
cordance with the present Communica-
tions Act.

Brief sections of the code also set
general requirements for presentation
of advertising and for the handling of
contests, premiums and offers.

The revisions in the ethics and cable-
casting codes rarely amounted to more
than a tightening of phrases. Perhaps
the most signicant was an additional
sentence urging cablecasters to exercise
caution in leasing CATV channels to
other parties to insure that services,
programs and advertising placed on
these channels are not violative of the
standards set forth in this code.”

In other actions, the board:

* Approved the recommendations of
its budget and audit committee for a
$1.55-million budget in fiscal 1971-72,

® Reviewed the status of various regu-
latory, legisiative and court proceedings,
especially this week’s hearings before
the Senate Communications Subcom-
mittee on the FCC’s new cable policy
(see story this page).

® Reviewed, but did not act on, pro-
posals for changing the procedures for
election of board members and officers.
The board's election procedures com-
mittee was asked to refine those sug-
gestions, which in any event could not
have been ready for member ratification
by the time of next month’s NCTA con-
vention.

In the absence of NCTA Chairman
Ralph Demgen, who is recuperating
from an illness, Vice-Chairman John
Gwin presided at the board meeting
last week.
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The Sharpe is loose in the street.

Right now, maybe in your own town, there walks a bearded, moustachioed mastermind of far out humor, carrying a
microphone and trailing a camera crew. He's Mal Sharpe. And he’s getting America to participate in a
unique brand of insanity.

Mis specialty is seeing how far people will go in playing along with a gag. He’s done it in best-selling record albums and
fantastically funny West Coast radio shows. Now he's going to do it on television. And what he’s putting down
on film is nothing short of wild.

Did you ever see the chicken lady of Petaluma? Did you ever see a woman talking to an egg containing the Mayor of Boston?
Mother Nature would have trouble explaining this one.

But logic is not what this show is about. It's about people. People with a good sense of humor. And it's about innocent
pedestrians who very often turn the tables on a different kind of clown,

You have the time—we have the show.

The Street People.
26 preposterous half hours.
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N.Y. legislature
freezes cables

Following New Jersey,
it adopts year's delay
in franchise grants

The New York state legislature last
week passed a bill that will impose a
one-year moratorium on the issuance
of cable-television franchises through-
out the state. The measure would not
affect current franchises.

To become effective, the measure
must be signed by New York Governor
Nelson A. Rockefeller. Still pending is
a bill sponsored by the governor to bring
cable TV under state control through
the state’s Public Service Commission
{ BROADCASTING, May 10).

It was learned that the New York
State Cable Television Association plans
to protest the measure and request Gov-
ernor Rockefeller not to sign it. Michael
Armold, vice president of the association
and manager of Television Communi-
cations Corp.’s Olean, N.Y., cable-TV
system, classified the bill as a punitive
measure.

“The bill,” he said, “puts us under
the jurisdiction of an agency that
doesn’t exist. And,” he added, “there
is no reason in the bill to restrict ex-
pansion.” Mr. Arnold said the bill did
set the stage for mandatory negotia-
tions with the state next year.

Industry spokesmen also felt the bill
was prompted by hearings in New Jer-
sey and by that state’s similiar measure
to freeze the granting of new fran-
chises (BROADCASTING, April 26).

One cable-TV spokesman said about
the franchise freeze, “I think the main
reason is they feel we’ve grown too fast
and they don’t have a piece of the
action.”

A cable seminar
on money and muscle

The National Cable Television Associa-
tion will sponsor a day-long seminar
next week in Washington on CATV’s
financial implications and its impact on
existing communications systems.

A morning panel will cover such sub-
jects as the capital requirements of
CATYV in the next 10 years and the in-
ducement and performance require-
ments that cable must demonstrate to
raise necessary capital. Scheduled panel-
ists for this session are Roger J. Schulz,
assistant vice president, Morgan Guar-
anty Trust, New York; Guy C. Roberts,
investments department, Massachusetts
Mutual Life Insurance Co., Springfield,
Mass.; James M. Graves, vice president
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of CBWL-Hayden, Stone Inc.; Peter E.
Spreadbury, Fahnestock & Co., Boston,
and Richard W. Kershner, assistant vice
president, Drexel Firestone Inc., Phila-
detphia. Panel moderator will be Amos
B. (Bud) Hostetter Jr., vice president of
Continental Cablevision Inc.

The afternoon panel will deal with
cable’s impact on existing communica-
tions media, including broadcasting,
newspapers, the telephone company and
the entertainment industry.

Panelists are Richard C. Block, vice
president of Kaiser Broadcasting Corp.;
J. William Diederich, vice president and
treasurer of Landmark Communications
Inc.; Bruce E. Lovett, vice president for
corporate development, American Tele-
vision and Communications Corp., Den-
ver; and Thomas J. O'Reilly of Chad-
bourne, Parke, Whiteside & Wolff,
Washington, who is counsel to the
United States Independent Telephone
Association. Also participating in this
seminar will be NCTA President Don-
ald V. Taverner and Jay E. Ricks,
partner in the Washington law firm of
Hogan & Hartson. ‘Moderator will be
Alfred E. Stern, president of Television
Communications Corp., New York.

The conference is scheduled for
Wednesday, June 23 at the Sonesta
hotel.

Listener-supported WRVR
tries some new tacks

A church-owned FM outlet in New
York plans to turn commercial coinci~
dent with the introduction of a different
format and a new construction pro-
gram. The Riverside Broadcasting Co.,
operator of wrRvkR(FM) New York, is
changing the station’s format from
mostly classical music and jazz to call-in
discussions, on-air interviews and de-
bates involving controversial issues.

Developing the new format will be
John Wicklein, former wNDT(TV) New
York news director and reporter for
The New York Times, named general
manager by the station’s board. He as-
sumes his new duties on July 6 and the
new format is scheduled to begin Sept.
26. Also, the 19-kw power of the sta-
tion's transmitter will be doubled and
the transmitter moved, along with the
antenna, to the Empire State building.
Currently, the transmitter and antenna
are at the church. Studios will remain
in the church office building.

To finance the expanded operation,
WRVR, which holds a commercial
license, will accept advertising for the
first time. The station, in the past, has
been supported exclusively by contri-
butions. A study has indicated that
through the sale of commercial spots,
the station could become self-supporting
in three to four years.

Out on the glaciers,
a pep talk on radio

“Radio is more dynamic, more vital
than ever” and can be made even more
so if all radio broadcasters ‘“continue
their efforts to make radio more effi-
cient to buy, to work with agencies in
developing more effective creative ap-
proaches and to show through docu-
mented examples how well radio sells.”

So said Walter A. Schwartz, president
of the ABC Radio networks, at Mon-
tana Association of Broadcasters con-
vention at Glacier National Park, Thurs-
day (June 10).

He cited Department of Commerce
projections indicating radio revenues in
the 1970’s should grow with the econ-
omy at a compound annual rate of at
least 7%, reaching $1.6 billion by 1975,
when pre-tax earnings should be about
$140 million, and passing the $2-bil-
lion mark by 1980 with pre-tax profits
then about $230 million.

But radio also faces serious prob-
lems, Mr. Schwartz said, including “the
current and rising demands by govern-
ment and consumer groups for ‘full dis-
closure’ in advertising,” which he said
is inclining many advertisers toward
print media, and various efforts to “leg-
islate a life style” for Americans.

“The government is responding to
one quickly organized pressure group
after another,” he said, “seeking all
manner of legislation to enforce its pro-
tectionist policies for the ultimate good
of the listener, the viewer, the con-
sumer.

“Already governed by a regulatory
body, the broadcaster is most vulner-
able. We broadcasters are subject to
more rules and regulations than any
other media. We are using the public
airways. If the products we advertise
are deemed to contaminate the public
life style, we can lose them—ijust as we
lost cigarettes.

“As our problems multiply with the
population explosion we can very easily
find our industry the butt of frustrating
rules that will reduce broadcasting to a
big-brother machine.”

But, he concluded, “any enterprise
with a future such as broadcasting has
going for it—that reaches and continues
to reach more and more people, that
realizes its need to treat them as persons
and not statistical Jumps of population
—also has the discipline, skill and pro-
fessionalism to rise to the social and
environmental challenge.”

“If it retains the freedom to operate
profitably, it will also have the freedom
and economic facilities to invent and
pursue newer and more unique pro-
grams to serve the public interest and
to help communicate a national desire
to share in the finding of sane solutions
to our common problems.”
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Electric Impressions.
Good vibrations.

Electric Impressions is what happens when television remembers it's an art form —free to go anywhere, location or
studio ... free to use any technique, film or tape...reverse polarity or multiple image...to communicate the
excitement of the contemporary scene.

The young man who turns on this turned-on television is 27-year-old master pf ceremonies Ron Magers. Whether he's
blasting the mind with the lke & Tina Turner Revue or hyping the eye with the world’s greatest illusionists, he’s into what's
exciting. And what excites audiences. For in San Francisco where it’s already a wiriner on KPIX, Electric Impressions has been
turning on traditional viewers and younger viewers alike.

Now Electric Impressions is going to make an impression on the rest of the country. So if you want the young audiences
so often turned off by TV, just make Electric Impressionsonthem.

You have the time—we have the show.

Electric Impressions.
26 contemporary half hours.
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Last hopes to keep WLBT(TV)

Awaiting high-court decision on stay order,
Lamar is given just one more week by FCC

Lamar Life Broadcasting Co. was
scheduled to turn over operation of
wLBT(Tv) Jackson, Miss., today (June
14) to a nonprofit corporation that
would run it until the commission picks
a winner from among five applicants—
including Lamar—seeking regular au-
thorization to operate on the channel.
However, Lamar last week still had
hopes of hanging on to the channel for
a while longer.

Lamar’s last-gasp authority to oper-
ate the station appeared to have run
out a week earlier, after the U.S. Court
of Appeals in Washington in effect
affirmed a commission order directing
Lamar to turn the facilities over to
Communications Improvement Inc. on
June 7.

The commission last week, however,
granted Lamar another seven days
operation in order to permit it and CII
to complete negotiating the details of
the agreement under which Lamar will
lease its station facilities to the non-
profit organization. The additional time
alse enabled the commission to respond
to a petition for stay that Lamar has

filed with the U.S. Supreme Court.

That stay request carries Lamar's
hopes for continued operation—at least
until the high court acts on Lamar’s pe-
tition for review of the commission de-
cision last September granting interim
operating authority to CII. The court
is not expected to act on that petition
until the fall term.

The continued delay in taking over
the station does not profit Lamar, or
deny financial gain to CII, which in-
tends to distribute its net profits to non-
profit organizations related to broad-
casting. The commission last month
ordered Lamar to impound WLBT
profits retroactive to April 17, and to
turn them over to CII when it takes
over the station. The specified date was
the one on which the commission said
its stay order was dissolved; the stay,
granted at the time CII won interim
authority, was to remain in effect until
30 days after the appeals court acted
on Lamar’s appeal. The court denied
the appeal on March 17.

In addition, the continued delay in
turnover of the facilities has no effect

AMERICA'S CUTSTANDING MEDIA BROKERS * A COAST TO COAST NETWORK

What's that
station
really worth ?

Blackburn appraisals command respect. To buyers or sellers
of a broadcast property, Blackburn’s guidance provides important
protection against needless risks. Qur appraisals are based on
accurate market surveys and analysis, potentials, deep knowledge
of ever changing markets, and many other factors. A proven record
of reliability stands behind each appraisal.
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on personnel matters. CII intends to
retain the same station management
and staff now employed by Lamar. The
policy decisions, however, are to be
made by the CII board, which is headed
by the Rev. Kenneth Dean, director of
the Mississippi Council on Human Re-
lations, and includes Edward W. Bar-
rett, director of the Communications In-
stitute, Academy for Educational De-
velopment, and former dean of the Co-
lumbia University Graduate School of
Journalism, as well as a number of
Mississippi businessmen and educators,
both black and white.

Lamar, which has been operating the
station since 1953, lost its license in a
Washington appeals - court decision
handed down two years ago (BROAD-
CASTING, June 30, 1969). The decision,
written by the present chief justice,
Warren E. Burger, not only reversed a
commission order renewing the station’s
license for three years; it sharply criti-
cized the commission for its handling
of the case. The station had been at-
tacked by the United Church of Christ
and local-area blacks for ignoring the
interests of black viewers and discrimi-
nating against them in its programing.

Lamar’s present request for high-
court review of the commission decision
awarding the channel to an interim
operator is based on the contention that
Lamar should be treated as an ordinary
renewal applicant. In that case, it would
continue to operate the station through-
out the comparative hearing. The court
said Lamar could compete with others
as a new applicant for the channel, but
indicated it was not to be considered
as a renewal applicant.

Ehangingflands

Announced:

The following sale of a broadcast sta-
tion was reported last week subject to
FCC approval.

® KrRrv(AM) Sherman, Tex.: Sold by
Glenn Duncan to John H. Hicks III,
his son, John H. Hicks, and Roger G.
Watkins for $251,750. Buyers own
KLAR(AM) Laredo and KBYG(AM) Big
Springs, both Texas. Messrs. Hicks, in
addition, own KLvVI{(AM) Beaumont,
Tex. Mr. Watkins also has an interest in
wTAw(aM) College Station, Tex. KRRY
is full time on 910 khz with 1 kw. Bro-
ker: Hamilton-Landis & Associates.

Approved:

The following transfers of station own-
ership were approved by the FCC last
week (for other FCC activities see “For
the Record,” page 70).

® KHAR-TV Anchorage: Sold by Patricia
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Harpel to Carl A. Bracale Jr., Duane L.
Triplett, Richard M. Zook, Robert L.
Lewis and others for $343,000. Mrs.
Harpel, as executrix for the estate of
the late Willis R. Harpel, also owns
KHAR-AM-FM Anchorage. Mr. Bracale is
sales manager for KHAR stations and is
assistant sales manager for an Anchor-
age auto dealership. Mr. Triplett is an
account executive with the KHAR sta-
tions. In the past he has been employed
in a sales capacity with kTva(aM) and
KENI-Tv, both Anchorage. Mr. Zook is
chief engineer at the KHAR stations, Mr.
Lewis owns an Anchorage taxicab busi-
ness. KHAR-TV (ch. i3) operates with
27.3 kw visual and 5.5 kw aural. The
independent has an antenpa 90 feet
above average terrain.

® Krav(aM) Las Vegas: Sold by Ar-
thur P. Williams and family to Melvin
Helitzer for $450,000. Mr. Helitzer is
president and board chairman of Helitz-
er Advertising, New York agency; direc-
tor of a supermarket display company,
and, in addition, he owns a product-
services company. Krav is on 1230
khz with 250 w.

= KvFp(aM) Fort Dodge, lowa: Sold
by Edward Breen and others to Max
Landes, Glenn Christians, Ross Martin
and G. Laverne Flambo for $450,000.
Sellers retain KvFD-Tv there. Mr. Landes
is manager of KvFp. Mr. Christians is
a marketing director for Massey-Fer-
guson, Des Moines, lowa, consulting
engineers. Mr. Weitzell is president of
Weitzell Advertising, Des Moines. Mr.
Martin is head of the Iowa Radio Net-
work. Mr. Flambo is director of broad-
casting for Mid America Media stations.
Kvrp is licensed to operate full time
on 1400 khz with 1 kw day and 250 w
night.

= WMDN(aM) Midland, Mich.: Sold by
Donald A. Sherman and others to My-
ron P. Patten, Charles Sitta and others
for $247,500. Sellers have no other
broadcast interests. Mr. Patten is the
majority stockholder in the Patten Co.,
Southfield, Mich,, advertising agency,
through which he is acquiring his inter-
ests in wMDN. Mr. Sitta has a 60% in-
terest in Michigan Spot Sales, Detroit.
He formerly held a minority interest in
the licensee of wWKNR-AM-FM Dearborn,
Mich. WMDN operates op 1490 khz
with a power of | kw day and 250 w
night.

® Wiryc-aM-FM Williamsport, Pa.: Sold
by J.T. Keliher and others to Alpha
Computer Service Corp., New York,
for $610,00. Alpha Computer Service is
the parent company of Salamanca
Broadcasting Co., licensee of waGco-
(AM) Salamanca, N.Y. WLyc(aM) op-
erates on 1050 khz with 1 kw day.
WLYC-FM is on 105.1 mhz with 3.8 kw
and an antenna 1,140 feet above aver-
age terrain.
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Viacom spinoff opponents ask FCC aid

Request withdrawal of approval, full-scale probe;
trio also goes to SEC in quest of investigation

Three minority stockholiders in a San
Francisco cable system principally
owned by CBS last week stepped up
their efforts to thwart the spinoff of that
network’s CATV and syndication in-
terests into Viacom International Inc.

Louis Benedetti, Frank Veroucci Jr.
and Marino L. lacopi asked the FCC to
rescind its approval of the spinoff and
order a full investigation of “CBS’s con-
duct respecting these entire matters.”

And in a letter to the Securities and
Exchange Commission, attorneys for the
three requested an investigation of the
distribution of Viacom shares without
prior SEC registration or the filing of a
prospectus. These omissions, the letter
implied, might place CBS in violation
of the Securities Act of 1933,

The petition filed with the FCC ac-
cused CBS of “arrogant haste” in at-
tempting to complete the spinoff im-
mediately after its approval by the com-
mission on June 3. They said CBS tried
to close the matter before the U.S. Court
of Appeals in San Francisco could rule
on their request for stay of the com-
mission order. On June 4, the court did

YEARS

issue a stay (BROADCASTING, June 7).
The three stockholders also ques-
tioned CBS’s conduct in a case involv-
ing the application, withdrawal and re-
application for transfer of a community
antenna relay station from a CBS-
owned cable system to Viacom. They
said CBS was “obviously . . . struck with
the realization that the commission
might well make use of this application
as one vehicle for initiating a full
evidentiary hearing into various aspects
of the CBS/Viacom spinoff.” CBS with-
drew the application earlier this year,
then re-applied for it immediately after
approval of the Viacom spinoff.
Additionally, the three petitioners
charged that counsel for CBS must have
received preferential treatment in learn-
ing of the order granting the spinoff.
It was alleged that the agreements signed
by CBS officers, directors and stockhold-
ers immediately after the transaction—
as well as other steps taken to imple-
ment the spinoff—could not have been
accomplished with such speed unless
CBS first had access to the orders.
Viacom is the mechanism CBS de-

AMERICA'S MOST
EXPERIENCED MEDIA

BROKERS
EXCLUSIVE LISTINGS!

EAST COAST: —Highly profitable AM & FM with long history of
solid earnings in a single station market near
large city in the Northeast. This 5 kw with low
dial position plus FM, also comes with substan-
tial land and building. The debt service should
be paid out of cash flow which is substantial,
29% down, 7 year payout, $450,000. Based on
earnings this is priced right.

Contact Milton Q. Ford in our Washington, D.C. office
TEXAS:

— Prnfitable FM on air since 1963 in excellent

small market. One-roof operation in new build-
ing with new equipment. Owner retiring. Price
$85,000—29% down—balance to be negotiated.

Contact George W. Moore in our Dallas office.

WASHINGTON
CHICAGD

DALLAS 1

SAN FRANCISCO 11

IATES, INC.

T 5671

BROKERS OF RADID, TV, CATV & NEWSPAPER PROPERTIES / APPRAISALS / FINANCING
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AVHF transmitter site
is a nice place tovisit, but you
don't have to live there.

RCA has developed the most
advanced VHF color television trans-
mitter on the market. So you don't
have to live with it, if you don’t want to.

The 50 kW TT-50FH. It's designed
for unattended operation, with pro-
visions for automatic logging and
remote control. When you're ready, so
are we.

In fact, the TT-50FH is the only high
band VHF transmitter specifically
designed as a twin system, which ful-
fills the FCC's requirements for remote

\\operation with once-a-week inspection.

It's actually two complete 25 kW
transmitters with true parallel design
and instantaneous automatic exciter
switchover.

Barring failure of primary powey, it's
virtually impossible to lose your signal.
Which just happens to be the best in
the business. \

For one thing, the TF50FH gives you
solid state diode modulation at carrier ,
frequency and our sideband shaping
takes place at the output, so you get
greater assurance of spectral purity
than you do from any other transmitter.



The TT-50FH has only two tuned
visual amplifier stages, so it’s easy to
maintain, too. The fewer stages you
have, the fewer adjustments you have
to make, and there’s less chance for
trouble. -

With the TT-50FH, you make an
adjustment,andit lasts. We'll guarantee
signal quality and stability for 30 days.

The design is reliability itself. The
circuits are solid state design up to the
IPA. There are only three tubes in each
transmitter. Only two tube types. And
the control logic is solid state. That’s

more solid state than any other trans-
mitter.

One more thing. To make things
even easier for you, our optional Opto-
Switcher puts everything that goes
between the transmitter and antenna
into one package, factory adjusted for
maximum performance.

It all adds up to superior perform-
ance. The TT50FH performance specs
are 100 per cent better than any pre-
vious generation transmitter.

We've been the leader in TV trans-
mitters since television began. Now
we have something really new for you. -
The best signal. The most reliable
design. The best performance. The
ideal transmitter for remote control.
The most advanced transmitter on

the market.
The TT-50FH. By RCA.




vised to comply with commission rules
barring networks from engaging in do-
mestic program syndication and from
owning CATV systems—a mechanism
designed also to permit stockholders to
maintain their interest in CBS's hold-
ings in CATV and syndication,

After a series of delays stretching
from the end of last year to early this
month—prompted in part by petitions
from Messrs. Benedetti. Veroucci and
Tacopi—the commission approved the
spinoff on condition that CBS directors
and officers, broadcast-group presidents,
and those holding 1% or more of CBS
common stock dispose of their Viacom
holdings within one year. So far as CBS
is concerned, its spinoff to its stockhold-
ers of stock in Viacom is an accomp-
lished fact, and the stay order the U.S.
Court of Appeals in San Francisco
should be dissolved.

CBS's counsel expressed that view
last week in a letter to the court in
response to the stav order.

J. Roger Wollenberg, CBS’s counsel,
in his letter to the court, said that CBS
did not receive word of the stay order
until after the distribution of the stock
of Viacom had already occurred.

The account contained in Mr. Wol-
Jenberg's fetter, and an interview with
Harold Farrow. counsel for the mi-
nority stockholders, indicates that each
side engaged in hasty maneuvering on
Friday, June 4, the day the commission
order was released, but a day after the
action was announced. to gain its end.

Mr. Farrow said he had filed his mo-
tions for appeal of the commission
order and for a stay at 10:45 a.m.
Pacific time, and had notified CBS of
his plans beforehand. In fact, he said,
“a CBS lawver was beside me when [
filed” He also said he had informed
FCC General Counsel Richard Wiley
that the motions had been filed.

Mr. Wollenberg. in his letter. said
that at 3:10 p.m. Eastern time, follow-
ing release of the commission’s order,
CBS counsei supplied Mr. Wiley with
statements of CBS offi~ers. dire~tors and
presidents of its broadcast division
groups expressing their agreement to
sell their Viacom stock within two
years. thus meeting the condition the
commission had attached to its approval
of the spinoff.

Mr. Wollenberg said Mr. Wiley in-
formed CBS counsel at that time that
Mr. Farrow and the court clerk’s office
had advised him that the court order
had not yet been issued. At about 3:25
p.m., Mr. Wollenberg added. “the dis-
tribution was effected by CBS’s delivery
of all the shares of Viacom” to the
transfer agent, in exchange for a Via-
com certificate in the names of CBS
stockholders, and the delivery of the
certificate to Chemical Bank of New
York, which was to mail the stock
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certificates to the CBS stockholders.

Mr. Wollenberg said that CBS coun-
sel placed a call to Mr. Farrow at about
4:15 p.m. and that in the course of
their conversation, Mr. Farrow relayed
word he had just received of the issu-
ance of the court’s stay order.

“This was the first notice that either
CBS or any of its counsel had received”
of the order, Mr. Wollenberg said. As
a result, he said, the *“stay order should
be dissolved on the ground of moot-
ness.”

Youth group wants
all-media monitors

In report to White House
it questions credibility
of media and advertising

A task force of young people who met
under the aegis of the White House last
April have suggested that youth coun-
cils be estahlished to monitor local TV
and radio, as well as local newspapers
and periodicals for “fairness, fuliness,
integrity and competence.”

The proposal, one of many dealing
with broadcasting, advertising and the
news media, was made by a task force
on values, ethics and culture at the first
White House Conference on Youth held
in Estes Park, Colo., April 18-22. More
than 1,500 delegates attended and voted
on recommendations in 10 areas.

In discussing the work of the pro-
posed monitoring councils, the task
force suggested that they be established
to include youth from various ethnic
and social backgrounds, to share the
tasks of “observing the practice and
performance of local newspapers, peri-
odicals and broadcasters.” In addition,
these councils would join with state
councils to assess “the continuing per-
formance of the national media.”

The *‘values” report stated that TV
creates and perpetuates “a passive soci-
ety.” It encouraged the efforts of the
Corporation for Public Broadcasting to
strengthen the development of program-
ing that stresses local community in-
volvement and called for congressionai
support of public broadcasting. It also
called for federal support of local cable-
TV systems “which should be subject to
local community control and local com-
munity ownership.”

In its preamble on the responsibility
of media, the task force commented:

“There is a deep-seated concern
among youth about the credibility of
the media. A restoration of their faith
is a most worthy objective for all forms
of communication.”

And, it continued: “We charge broad-

casters, journalists, publishers and film
producers to accept fully a responsibil-
ity that is commensurate with their
power in the nation. This responsibility
is to conduct an unrelenting search for
quality and excellence in all of their
output. The effectiveness of their prod-
ucts is to be measured by a degree to
which they communicate a true under-
standing of the total human experience.”

Other references to broadcasting and
other media were contained in the re-
port of the task force on race and
minority-group relations, which called
on the FCC to suspend or revoke li-
censes or apply fines of no less than
$5,000 or more than $10,000 “on any
broadcasting system or station that
transmits any kind of racist advertising.”
A task force on drugs recommended.
that all drug advertising be banned from
all media, with the exception of profes-
sional journals, and that advertisers and
regulatory agencies require the elimina-
tion of implications in drug advertising,
including tobacco and alcohol, “that
normal problems of human behavior
can be solved by the use of drugs.” It
also asked that the Federal Trade Com-
mission bs empowered to impose “stiff”
penalties for advertisements that are
“explicitly” or “implicitly” untruthful in
their claims.

United Church wants

stiffer equality rules

The United Church of Christ—whose
petitions were instrumental in the FCC’s
June 1969 ruling banning employment
discrimination at broadcast and CATV
operations, and the commission’s sub-
sequent May 1970 amendment making
mandatory annual filings from licensees
and operators on employment practices
—has asked the commission to go a few
steps further on its stand against dis-
crimination.

The church, through three of its
agencies—the Office of Communica-
tions, Board for Homeland Ministries,
and the Committee for Racial Justice
Now—Iast week asked the commission
to add several other amendments to
its employment regulations.

The church said it endorsed the com-
mission’s stand thus far on employment
discrimination (BROADCASTING, June 9,
1969 - May 25, 1970) but proposed
that certain additions should be made
to the rules to insure racial and ethnic
halance.

Notably, the church proposed:

" That the presently required annual
showing of affirmative action plans be
extended to include women.

" That the commission forego its
present practice of refering job-discrim-
ination complaints to the federal Equal
Employment Opportunities Commission
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or the appropriate state and local au-
thorities, and take action on these com-
plaints itself.

® That copies of all documents now
required to be made available for public
scrutiny also be made available to in-
dividual members of the public no later
than 48 hours after request at a mini-
mal cost (five cents per page).

®" That the amount of time these
records are required to be maintained
be extended from two to five years.

The church also requested that the
wording of part of the rule be changed
to apply to all concentrated ethnic com-
munities. A provision of the present
ruling requires that licensees and opera-
tors post written proclamations at their
studios that they are equal opportunity
employers in both Spanish and English
—in areas where “a substantial num-
ber” of persons in the community are
Spanish surnamed. The church asked
that this provision be made more spe-
cifiz, so that bilingual proclamations be
posted when “5% of the population in
the license or franchise area” is so pop-
ulated. And it requested that the ruling
be broadened to include other minority
groups as well.

Lamb loses suit
against Cox, ‘Blade’

An Ohio jury last week threw out anti-
trust charges against Buckeye Cable-
vision Inc., Toledo, Ohio; Cox Broad-
casting Co. and the Toledo Blade, own-
ers of the cable system, and the Ohio
Bell Telephone Co.

The four defendants had been ac-
cused by Lamb Enterprises Inc. and one
of its cable subsidiaries, Wonderland
Ventures Inc., of conspiring to restrain
cable competition in the Toledo area in
1965, when both Buckeye and Lamb
were attempting to start systems. (Lamb
later abandoned its plans to operate in
the city.)

The jury deliberated for slightly more
than a day in the U.S. District Court
for the Northern District of Ohio before
acquitting the four defendants of all
charges. Lamb had sought triple dam-
ages that would have totaled $54 mil-
lion.

The final parting:
Rollins and WNJR

The Supreme Court last week closed
the door on Rollins Inc.’s last-ditch bid
to hang on to the license for wNJR-
(aM) Newark, N.J. The court declined
to hear an appeal of last January's de-
cision of the U.S. Court of Appeals for
the District of Columbia (BROADCAST-
ING, Jan. 11), which upheld a 1968
FCC decision denying renewal for the
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WPIX hearing postponed

FCC Hearing Examiner James F. Tier-
ney has recessed the hearing involving
license renewal for wrix(Tv) New York
and a competing application for chan-
nel 11 there by Forum Communications
Inc., until the end of the summer. The
examiner noted that he has a number
of other cases to preside over which
have, to date, been deferred because of
the wrpix proceeding. Although no
formal date was set for reopening of the
hearing. sources close to wrix noted
that the proceeding will probably be
resumed toward the end of September.

predominantly black-oriented station.

Rollins lost its license for wNJR fol-
lowing five years of commission hear-
ings and investigations stemming from
charges of misconduct and fraud against
the station manager. The licensee had
also been found guilty of failing to
properly maintain program logs and to
file time-brokerage contracts with the
commission.

The FCC will apparently set a new
deadline for final sign-off of WNJR.
The station was originally ordered to go
off the air in July 1969, but litigation
stayed this deadline two years.

Women say WRC data
didn't tell true story

A group of women employes at NBC-
owned WRC-AM-FM-TV Washington, who
contend that the stations practice sexual
discrimination in hiring and job ad-
vancement procedures, last week asked
the FCC to institute a formal hearing
on their charges.

The group, the Women’s Rights Com-
mittee of Wrc/NBC, jointly with the
National Organization of Women, sub-
mitted a letter to FCC Complaints and
Compliance Division Chief William B.
Ray, alleging that a “prima-facie case
of employment discrimination™ exists at
the WRc stations.

Three months ago, the women filed
formal complaints with the FCC, the
Equal Employment Opportunity Com-
mission and the Office of Federal Court
Compliance of the Department of
Labor, asking for an investigation of
the stations’ employment practices
(BROADCASTING, March 8). Chief
among their grievances were claims that
the station employs a work force
comprising 20% women, disproportion-
ate with the 51% female population
in the Washington community; that
women were not being considered for
top-management positions, and that pay
scales and other considerations for fe-
male employes were not in line with

those accorded their male counterparts.

Subsequently, WRc filed a response
with the commission offering detailed
statistics which showed that women
actually make up 35% of its work
force, 20.5% of the “on-the-air” jobs,
and 14% of management job categories.

In their letter to the commission last
week, the women branded the manage-
ment’s figures as not giving “an accu-
rate . . . picture of the employment
status of women at the stations,” they
said, and “for that, the commission
must hold its own hearing.”

Boycott the rascals,
urges ABC's Lawrence

Citizens were urged last week by broad-
cast newsman William H, Lawrence to
lash out against dishonest politicians,
merchandisers and media.

Mr. Lawrence, on leave of absence
from his post as ABC News national
affairs director to write a book, advo-
cated a citizens’ boycott of individuals
and institutions that are untruthful. He
told the centennial graduation cere-
monies of the Lincoln (Neb.) high
school (from which he graduated), that
votes should be withheld from “the
politician who has lied.” He continued:

“You don’t have to patronize the
merchant who lies about his product.
Quit buying there and you hit him in
the pocketbook nerve where it hurts.
If a newspaper or broadcaster lies, you
don't have to subscribe to the paper or
listen to the station. Sooner or later, re-
duced circulation and small listening
audiences catch up with the most un-
ethical.”

Media notes:

New York office ® Evans Broadcasting
Corp. has opened a New York sales
office at 300 Park Avenue. Phone: (212)
758-7152. Len Ziegel is sales manager
of the new operation and Sonya Malley,
sales assistant. The office will represent
Evans Broadcasting’s kDNL-Tv St. Louis.

TV Tralning ®* The Community Film
Workshop Council, a nonprofit organi-
zation in New York, has begun a nine-
week television news cameraman train-
ing program. Funded by a grant from
the Office of Economic Opportunity,
the CFWC will train 15 economically
disadvantaged persons in the funda-
mentals of TV news.

Add to AIRN * ABC Radio announced
last week the affiliation of WRNL(AM)
Richmond, Va., to its American Infor-
mation Radio Network. The station has
been affiliated with CBS Radio since
1959. CBS plans to pick up wTvr{AM}
there. WRNL broadcasts full time with
5 kw on 910 khz.
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The Second Generation of CATV




Coming to Washington (July 6-9)

Second Generationis the
theme of this year's National
Cable Television Association
convention in the Nation's
Capital. The point: that
CATV,itsinfancy behind it,
isabouttopioneeranewera
incommunications.

That's the point, too,of
Broadcasting's special report
on CATVinourJuly Sissue.”
It will not deal with the past.
Itwill deal with:

1. Thepresent: The ABC's
of cable as it stands now.

2. Thefuture: the likely evo-
{ution of CATV, givenasa
base the regulatory climate in
which itmust grow.

3. Origination: Areporton
what CATV systems are
doing on their own to contri-
bute to the program force of
television.

4. Andforthe NCTAcon-
vention-goer: the complete,
official agenda.

5. Aguideto convention ex-
hibits, with full data on what's
being shown and where.

Forthe CATV-oriented
advertiser, Broadcasting’s
special report offers:

Anaudience of morethan
4,000 delegates with littie on
their minds but cable.

Aminimum of 4,000 extra
copies of Broadcasting dis-
tributed to convention
attendees.

Broadcasting will be therein
force. Youshould be too.

Reported in Broadcasting (July 5)

B’"adcasli” *Which will be seen and read
by the more than 120,000
THE BUSINE|

€ BUSINESSWEEKLY OF TELEVISION AND RADYD influentials who read

Broadcasting regularly. For
more details and advertising
opportunities available, call
your nearest Broadcasting
representative. Closing date:

June 28.

Washington, D.C.
Maury Long

1735 DeSales St., N.W., 20036

202-638-1022

Hollywood, California
Bill Merritt

1680 N. Vine Street, 90028

213-463-3148
New York, N.Y.

Bob Hutton, Greg Masefield,

Eleanor Manning

7 West 51st Street, 10019

212-757-3260

Barrington, lllinois
David J. Bailey
P.0.Box 562,60010
312-381-3220



Whitehead: czar without czardom

Proving once again it's hard to buck the system,
new telecommunications chief is short-circuited

Ever since he was sworn in last Septem-
ber as the first director of the new
Office of Telecommunications Policy
Clay T. (Tom) Whitehead has taken
every public opportunity to identify
himself as the President’s “spokesman”
and chief adviser on telecommunica-
tions. Indeed, the law creating OTP as-
signs those responsibilities to the di-
rector. And for several months after
Mr. Whitehead set up shop, there was
some concern that he would become
something of a telecommunications
czar. After all, the thinking went, who
in government could resist the influence
and power of the White House?

The answer to that question may not
yet be entirely in. But as much of the
answer as is in seems to be: just about
everybody.

OTP is finding that the President’s
“voice” is having trouble making itself
heard over the existing din. Old-line
agencies dealing in communications
matters, jealous of their power and con-
cerned with their own responsibilities,
are simply not paying attention.

And this is not only true of the
heavyweight agencies like the Depart-
ments of Defense, Justice and State.
The FCC, which might have been ex-
pected to be particularly complaisant,
has been administering OTP some of
the sharpest cuts of all.

Some of OTP’s troubles are of others’
making. The Office of Management and
Budget, for example, several weeks ago
proposed a procedure whereby executive
agencies filing material with regulatory
agencies would clear through a “lead”
agency—OTP, in matters relating to
communications.

There is some disagreement within
administration circles as to the extent
and focus of the OMB proposal. Some
say it is merely designed to provide a
mechanism to keep the administration
aware of what each of its departments
is filing with the regulatory agencies.
But Defense and Justice clearly regard
it as an effort at the least to filter their
views on telecommunications matters
through OTP—perhaps to subordinate
their views to its—and they raised what
can probably be described as unshirted
hell in their comments to OMB. The
degree of Justice’s unhappiness can be
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gauged from the fact that Attorney Gen-
eral John Mitchell—who has been
known on occasion to have the Presi-
dent’s ear if not his voice—signed
Justice’s letter.

Administration sources emphasize that
the proposal is still very much in the
talking stage and that there is no indi-
cation when or in what form it will be
adopted. (Some Defense officials are
so incensed they say their department
will ignore any OMB directive to sub-

ililr. Whitehead

mit comments to OTP. As one Depart-
ment of Defense official put it: “Can
you imagine DOD, a major user of
AT&T services and with a charter to
protect the taxpayer, knuckling under
to Whitehead on a change in rates to be
made by a regulatory agency?”)
Other difficulties, however, are of
OTP's making—when, for instance, it
proposed that the State Department re-
place the FCC in dealing with Canada
on its proposed domestic communica-
tions-satellite system. OTP felt the ne-
gotiations were particularly critical in
view of the issue’s relationship with the
then impending World Administrative
Radio Conference on space communi-
cations. But the move turned out to
be an unwise expenditure of political

capital, for State and the commission
had already agreed that the commission
would deal with Canada, that State
lacked the necessary expertise on the
issues involved. Besides it was non-
government frequency space, which is
the commission’s concern, that was in-
volved.

Since then, reportedly, OTP has
raised no objections, and the commis-
sion has continued as the U.S. point of
contact with Canada. On May 26, FCC
Chairman Dean Burch wrote Canada
expressing gratification over assurances
given the U.S. that Canada, “within
reasonable limits” will be able to adjust
its satellite proposals in light of decisions
reached at the WARC, now under way
in Geneva and to the needs of other
countries. Canada has proposed using
orbital slots at 109 and 114 degrees.
Several applicants seeking FCC authori-
zation for a U.S. system have proposed
using slots at 104 and 114 degrees.

OTP sometimes runs into problems
simply by trying to do the kind of job
for which it was created—as in the
FCC proceeding aimed at determining
the proper mix of satellites and under-
sea cables for linking the U.S. and
Europe, a proceeding in which OTP’s
prestige has become very much en-
gaged. Specifically at issue is AT&T’s
proposal to build a sixth trans-Atlantic
cable—TAT 6.

OTP, after canvassing affected agen-
cies, submitted to the commission on
May 21, what were described as “the
administration’s views that should guide
regulation in this area.” The OTP docu-
ment did not deal specifically with TAT
6, but it clearly implied the view that
that proposal should be rejected. It said
existing facilities were more than ade-
quate to meet projected needs through
1977, by which time a more efficient
and less costly cable, now under de-
velopment, would be ready.

The commission, which received “the
administration’s views” only a few days
before it was to act on the matter, was
not immediately impressed. Unable to
reach a decision at its meeting May 26,
the commission invited affected com-
mon carriers to attend an informal con-
ference on the question on June 17.
But what caused some eyebrows to rise
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was the commission comment, in letters
inviting the carriers to the conference,
that it was OTP that had sent “its
views"—not the administration’s—and
asked for comment on them.

A commission official, asked whether
that language represented an oversight
or a deliberate slight, said: “Give it
your own interpretation, and you'll
probably find someonc at the commis-
sion that agrees with it.”

In any case, other clements of the
administration—State and DOD—had
previously submitted their own views on
the issue, raising the question of how
much of the administration is left for
OTP to represent. DOD filed a seccnd
set of comments, reportedly in antici-
pation of OTP’s, to leave no doubt its
views had not changed. DOD favors the
TAT 6 proposal.

The FCC official, in discussing OTP’s
role in the TAT 6 proceeding, touched
on the obvious problem facing OTP.
“The fact that it’s the spokesman for
the administration doesn’t mean there's
any special wisdom there,” he said.
“There are difficult technical and policy
problems involved. The FCC will listen
to OTP as it will to anybody else, but
we'll be impressed only to the degree its
views arc based on logic and analysis,
not because it's the administration
spokesman.”

Although Mr. Whitehead misses no
opportunity to cite his statutory role as
the White House spokesman on tele-
communications matters, he has on sev-
eral occasions conceded that the amount
of influence his office cxercises will be
in direct proportion to the wisdom and
thoroughness of its proposals.

But he has also mentioned mecha-
nisms available to OTP when its con-
sidered views on a matter on which it
feels strongly are not heeded, though
clearly the matter would have to be
one of overriding importance: OTP
could seek legislation from Congress or
g0 to court to seek reversal of a re-
calcitrant agency.

There is another avenue of influence
open to OTP for affecting telecommu-
nications policy that is not frequently
discussed: 1ts role in the OMB's budget-
review process. As the administration’s
expert in such matters, it is asked by
OMB to review executive-agency re-
quests for funds for telecommunications
projects and make recommendations. It
is also in a position to urge projects on
agencies.

But besides the OTP’s built-in prob-
lems, there are some who feel that Mr.
Whitehead has exacerbated matters by
his speeches criticizing existing proce-
dures—*pontificating,” as one FCC offi-
cial put it, “suggesting he's the last
word. He doesn’t show political savvy.”

However, it might be too early to take
a reading on the new OTP. Mr. White-
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FOR SALE:

IDEAL SPOT IN WESTERN MICHIGAN
SURROUNDED BY THESE NEW PERSON-

ABLE NEIGHBORS — Johnny Cash, Roger
Miller, Tammy Wynette, Glen Campbell,
Eddie Arnold, June Carter, Roy Clark, Lo-
retta Lynn, Jean Taylor, Bobby Gentry,

Marty Robbins, Porter Waggoner, Hank
Snow, Roy Acuff, David Houston

and more.
Top Country and Western deejay Chris
Lane on hand with four hours daily of top
contemporary country music in stereo.

Half a million watts, the most powerful commercial stereo station in
the US.

Michigan's biggest outside-Detroit market 25,000 sq. mile coverage
City-grade signals in Muskegon, Kalamazoo, Grand Rapids, Battle
Creek.

See your Avery-Knodel man for details.

Fhe %{;m Slubrons

HADIO

WHZ0  NALAMAZOO-BAITLE CREEK
WIEF  GRAND RAPIDS

TWIFM  GRAND RAPIDS-KALAMAZOD
WWAM/WWTY-FM  CADHAAC

TELEVISION

WHIO-TY  GRAND RAPIDS-KALA

WWTY / CADILLAC TAAVERSE £11Y
WAUP-TV

CBS RADIC FOR GRAND RAPIDS AND KENT COUNTY

00
SAULT STE. MARIE
KOLH-TY 7 LINCOLN, NEBRASKA
/UGIN-TV "GRAND ISLAMD, NEB.
RMEG-TY" S10UX CITY, 10WA

Avery-Knodel, lnc., Exclusive Narlons! Representalives

Safety...lWho 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, Hi. 60611

*Total acCidental deaths, 1960-69
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head, who is regarded as bright, able
and ambitious, is still spending a good
part of his time organizing the agency
and getting various projects under way.
OTP is completing work on the admin-
istration bill providing permanent fi-
nancing for the Corporation for Public
Broadcasting; the measure is expected to

be submitted to Congress by mid-July.
And it is conducting studies designed to
lead to long-range CATV policy pro-
posals (“Closed Circuit,” June 7).

As a result, OTP is stil] the new kid
on the block. He shows promise, but he
has yet to demonstrate he can stand up
to the more experienced big fellows.

Until he has done that, perhaps won a
battle in Congress or the courts or per-
suaded an agency to his view on some
major issues, life will be difficult, even
painful.

(The foregoing ''Perspective on the
News” was written by Leonard Zeiden-
berg, senior editor, Washington.)

FocusOnFinance .

Fox dissident Lewis
tries to hold shout-in

Twentieth Century-Fox Corp. held a
brief but stormy meeting last week
to announce it had staved off a bid
for control by insurgent shareholders
(BROADCASTING, June 7).

The session in New York was a
continuation of the annual meeting in
Wilmington, Del., on May 18 (BRoOAD-
CASTING, May 24) and was called to
announce officially that management
directors had been elected with about
3.9 million votes, or approximately
62% of the 6.3 million ballots cast.
The dissident faction received about
2.4 million votes,

Before the results were read at the
meeting, which lasted about 10 min-
utes, Charies M. Lewis, the head of the
insurgent group, shouted his objections
to the holding of the meeting, claiming
the Securities and Exchange Commis-
sion “is investigating irregularities in
management proxies.” He revealed
some of the information the SEC is
seeking from Fox management before
he was ruled out of order.

A spokesman for the SEC later said
that “this is a private order of investi-
gation” and the subpoena should not
have fallen into the hands of Mr. Lewis.
He stressed that “this does not mean
any formal charges have been brought
of any impropriety” and said “no
charges have been made against man-

HAG

Came up with an

ON LINE computer
system for broadcast
that works! Your

own people work it!

It’'s working now at these stations

-

BROADCAST INDUSTRY AUTOMATION SYSTEM
BIAS 1S A DIVISION OF DATA COMMUNICATIONS CORPORATION

50

agement or the protective committee
[the dissident group).”

It was disclosed that the SEC sub-
poena requested Fox management to
supply documents relating to recent
financial transactions with Broadway
producer David Merrick; the purchase
of Fox stock in the last six months by
United Funds and individuals con-
nected with it; the resignation of
Darryl F. Zanuck as chief executive
officer and the cost-of-living adjust-
ments paid to certain Fox officials.

Into hock at Teleprompter

Teleprompter Corp., New York, has
completed a $42-million loan from five
banks. A company spokesman said the
loan, termed the largest in the CATV
industry, will be used to consolidate
outstanding debts and for expansion of
Teleprompter’s business.

The loan was completed with the
Bank of New York, Chase Manhattan
Bank, Security National Bank, Bank of
America, and Security Pacific National
Bank. According to the agreement, an
unsecured revolving line of credit will
be provided through August 1972, con-
verting to a five-year term loan at one-
half of one percent above the prevail-
ing prime or minimum bank rates.

Things pick up at NGC;
new financing planned

A revised, long-term bank loan, new
terms for repayment and the reduction
in the company's bank debt were an-
nounced by Eugene V. Klein, chairman
and chief executive officer, National
General Corp., at the firm’s annual
meeting in Los Angeles last Tuesday
(June 8). The repayment terms call for
annual installments of $5 million until
Dec. 31, 1975 when the balance comes
due, Bank debt stands at $42 million,
down $31 million in the last six months.

NGC reported a $5-million loss from
its combined motion picture and tele-
vision division in 1970 despite revenues
in excess of $39 million. The firm re-
cently sold its television interests to
Filmways.

First quarter net income nearly
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TV is selling more
but profiting less

The typical television station had more
revenue and sold more time but ended
up with less profit before taxes in 1970

1970
typical typical
Revenve and doiiar percent
expense ilems figures figures
Profit margin ! 17.5%
Total broadcast
revenue 2 $1.625.200
Total time seles 1,792,700 100.0%
from:
Nstworks 342,400 19.1
National &
regional advertisers 735,000 a.0
Local advertisers 715.300 39.9
Total broadcast
expense $1,340.300 100.0%
from:
Technical 206.400 154
Program 475,800 35.5
Selling 3 171,600 128

} Derived from each station's gross profit divided by total revenue.
2 Time sales plus incidental broadcaest revenue minus agency and rep. com-

mission and payment to networks for sale of time.

than in 1969, the National Association
of Broadcasters reported last week.

The reason for the slump, according
to the NAB survey of 350 TV stations
(with 62 of them UHF), was expenses:
They were up 8% in 1970 over 1969,

1959
typical typical
doliar percent Revenve and
figures ligures expense items
19.2% General &
administrative
$1,535,300 Selected expense items
1,655,300 100.0% Total salaries 4
from:
365.800 221 Technical
Program
672,100 40.6 Selling
617,400 37.3 General &
administrative
1,240,200 100.0% Depreciation and
amortization
184,800 14.9 Film expense
432,800 34.9 Profit (before federal
160,000 129 income tax)

with the largest increase attributed to
salaries.

The 1970 financial data also showed
a slump in the amount received from
networks, down by 3 percentage points
from 1969.

1970 1969
typical typical typical typical
dollar percent dollat porcent
figures figures figures figures

486.500 36.3 462,600 37.3

573,000 100.0% 490.000 100.0%

133.500 23.3 115,600 23.6

228,600 39.9 186,700 38.1

106.000 18.5 95,100 19.4

104,900 18.3 92,600 18.9

142.500 134,500

110,900 95,200

284,900 $ 295,100

3 Includes all promotion: excludes agency and rep. commission.
4 |ncludes salaries, wages, and bonuses of officers and employes.

doubled from the 1970 period, reaching
$4,273,000 from $2,215,000.

First quarter ended March 31:

1971 1870
Earned per share $ 081 % 0.43
Revenues 137.821,000  129,759.000
Net income 4,273,000 2,215,000
Sharas outstanding 5,270,000 5,150,000

Note: Fully diluted earnings for the currant and
corresponding quarters are 41 cents and 38 cents,
respectively.

An ABC block for sale

The Edward Noble Foundation, one of
the founding interests in the company
that evolved into ABC Inc., plans a
secondary public offering of 300,000
common shares of ABC, it was an-
nounced last week. The late Mr. Noble
bought what was then the Blue Network
from NBC in 1943 and renamed it
ABC.

The shares to be offered have a cur-
rent market value of an estimated $13.5
million and will reduce the foundation’s
holdings in ABC to 39,334 shares. The
proposed secondary will be registered
with the Securities and Exchange Com-
mission in late June. The foundation
notified ABC that purpose of the offer-
ing is solely to diversify its holdings.

Fiscal three quarters
show loss for Collins

Collins Radic Co., Dallas, reported a
loss in net income and per-share earn-
ings for the nine months ended April
30. The company attributed the loss to
“reduced procurement and rescheduling
of deliveries in government and avionics
systems.”

Discussions are currently under way
between Collins and North American
Rockwell Corp. on a proposed invest-
ment by North American of $35 million
in a new preferred stock of Collins
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(BROADCASTING, June 7). Collins said
the program would help strengthen the
firm’s working capital position.

For the nine months ended April 30:

1971 1970
Earnings per share $ (1.92) § 10
Revenues 211,663,000  255,960.000
Net income {5,689,000) 310,000
Shares outstanding 2,967,647 2.967.647
* As of May 1.

All 11 G&W units profit

Gulf & Western Industries, New York,
parent, Paramount Pictures, noted gains
for the third quarter and first nine
months of its fiscal 1971.

Net earnings for three months ended
April 30 totaled $13,915,000, or 66
cents per common share, on sales of
$415 million. Net earnings for the same

HlAG

WMC-TV Memphis, Tennessee
WBRE-TV Wilkes-Barre, Pennsylvania
WWL-TV New Orleans, Louisiana

These stations
investigated available
systems, compared,
and chose the traffic—
sales—accounting system

offered by
BROADCAST INDUSTRY

AUTOMATION SYSTEM

a division of Data Communications Corporation
2200 Union Ave., Memphis, Tenn. 38104
Write or call Jim McKee, vice president, Phone: 901-278-7446
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period of 1970 were $11,521,000, or
53 cents a share on sales of $406 mil-
lion.

For nine months ended April 30, net
earnings rose to $41,777,000, equal to
$1.98 per share, from $38,510,000 or
$1.74 per share in the comparable 1970
period. Sales for three quarters were
$1.21 billion, as against $1.19 billion a
year earlier.

Charles G. Bluhdorn, chairman, and
David N. Judelson, president, said that
all 11 of the company's groups had
operated profitably during the first

nine months of fiscal year 1971.
For nine months ended April 30:

1971 7970

Earned per share $
Net sales
Net earnings

198 $ 1.74
1,208,900,000  1,191,809,000
41,777,000 38,510,000

Company reports:

Wells, Rich, Greene, New York, re-
ported a record 121% increase in op-
erating net income for the six months
ended April 30.

Mary Wells Lawrence, WRG’s chair-
man and president, said much of gain

came from higher billings (now at an
annual rate of $120 million) and from
expanded programs of several clients.

For the six months ended April 30:

1971 1970

Eared per share
Gross billings
Net income

$ 0.85 $ 0.57
53,045,750 44,051,295

1,361,620 500,761
Wrather Corp., Los Angeles, diversified
firm holding the rights to Lassie, which
begins filming 20 new episodes for
syndication this month, reported a 46%
drop in net income for the three months
ended March 31. Increased operating

The Broadcasting stock index

A weekly summary of market activity in the shares of 108 companies

associated with broadcasting.

Approx.  Total market
shares capitail-
Stock Ex- Closing Closing  Net change 1971 out zation
symbo! change June 8 Jung 2 in waek High Low (000 000}
Broadcasting
ABC ABC N 44% 462 — 1% 48 25 7.089 $305,678
AS| Communications ASIC 0 3% 3% + 4% 2% 1,789 6,476
Capital Cites cCB N 48 47Va + % 48% 29 6,236 288,415
CcBS CBS N 45% 46Ya - % 47% 0ve 27,086 1,185,013
Cox cox N 28% 29%s — % 31 17% 5,802 154,449
Gross Telecasting GGG A 12% 12% — ¥ 18 10% 800 11,296
Metromedia MET N 27 26%a + ¥ 28Y% 17% 5,756 135,266
Mooney MOON (o] 5 5% — % 5% 4 250 1,438
Pacific & Southern PSOQU ] 17 15%2 + 1% 17%2 12%2 1,636 27812
Rahall Communications RAHL o :17) 8%, + H 29 8% 847 8,258
Reeves Telecom RBT A 22 2% — Y % 2%z 2,292 6,303
Scripps-Howard SCRP [s] 22% 23 - Y 25 18 2.589 56,311
Sonderling SDB A 30% 29% + % 34 24% 997 29,531
Starr SBG M 14% 14V - % 15% 8% 461 6,915
Taft TFB N 42% 402 + 1% 44% 23% 3,72 149,408
Total 67,342 $2,372,569
Broadcasting with other major interests
Avco AV N 13% 14% - Y 18 12% 11,470 $177.785
Bartell Media BMC A 6 5% + % 8 4%, 2,254 12,961
Boston Herald-Traveler BHLD [s] 24 24 _ 28 23V, 577 15,002
Chris-Craft CCN N ™ % — Y 9% % 3,901 31,676
Combined Communications CCOM 0 18 17% + W 18% 10%: 2,048 30,208
Cowles Communications CWL N 11% 1% — N 12% 8 3.969 47,628
Fuqua FQA N 23% 24 — % 26%: 1% 6,569 313,473
@Gannett GCl N 48 47 +1 52 32% 7,115 155,160
General Tire GY N 26 24 + 2 26 21% 18,7113 446,866
Gray Communications [s] [3A 6V — Y 8 ] 475 3,206
ISC Industries ISC A 5% 6% — % 8 5% 1.959 11,9689
Lamb Communications (o] 25 2% — 2% 2% 475 1,245
Les Enterprises LNT A 25% 25% — 27V: 18% 1,957 48,436
Liberty Corp. LC N 19% 20 — % 23% 17%2 6,774 138,252
LIN LINB (o] 13% 14% — Y% 14% 6% 2,294 30,671
Meredith Corp. MDP N 27% 27V —_ 29% 19% 2,754 73,670
Outlet Co oTU N 18% 18Y2 Ya 22 14% 1.333 24,156
Post Corp. POST (o] 14 14 — 14%, Vs 734 16,559
Ridder Publications RICD (o] 21% 21%2 + % 2% 18 6,287 169,884
Rollins ROL N 422 42% + % 42% 25Ys 8,057 323,086
Rust Craft RUS A 43% 432 — Vs 48% 28% 1,159 48,968
Scherlng-Plough PLO N 79% 79% - % B4Y2 60%a 25,174 1.966,593
Storer SBK N 3 31% + 1% 33Y 19 4,223 129,857
Time Inc. TL N 50v2 50 + ¥ 62%, 40% 7,257 384,621
Trans-National Comm. ) 7% ¥% + Y 1% Ya 1.000 750
Turner Communications 0 23, 2% - VY 4 2 1,328 4,648
Wometco WOM N 19% 21% — 1% 23% 17% 5,809 122,685
Total 137,645  $4,730,035
CATY
American Electronic Labs. AELBA (o] 8% -}/ + % 10 3 1.636 13,497
Amercan TV & Comm. AMTV (o] 22% 22Y2 - % 25% 17% 2,042 45,435
Burnup & Sims BSIM (o] 21% 24 + 2% krE A 20z 1,481 55,538
Cablecom-General CCa A 15% 15v2 — Y% 17% 12% 2,485 36,654
Cable Informatlon Systems o] KA 3% — Y 4. 2%z 955 3,343
Citizens Financial Corp. CPN A 192 19 + " 23%a 12%2 1,406 28,120
Columbia Cable CCAB 0 15V 14% + 1% 15%z % 900 14,175
Communications Propertles COMU (o] 9% 8Y. + % 10% Fa 1.800 14,850
Cox Cable Communications coxc A 20%2 22 — 1% 25%, 19%2 3,551 72,796
Cypress Communications CYPR (8] 9% 9 4+ 7 10% 7 2,384 20,550
Entron ENT A 4% 4¥, — % ¥ 4 1,320 6.442
General Instrument Corp. GRL N 2% 26Y% + % 29% 16% 6.375 160,969
Sterllng Communications STER (o] 5% 5% — % 6% 3% 1,100 5,907
Tele-Communications TCOM o] 19 20% — 1% 20% 12 2,704 44,616
Teleprompter TP A 84 86 —2 882 56V 1,161 93,751
Television Communlications TVCM [] 9% 9% + ¥ 10% 7 2,901 27,869
Viacom VIA N 16% 17% -1 21 15% 3,760 66,251
Vikoa VIK A T ™ — % 14% " 2,316 18,806
Total 40,277 $729,569
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costs in some divisions were cited as
reasons for the reduction in earnings. A
special meeting of Wrather Corp. stock-
holders has been scheduled for late
August or early September to vote on
the proposed sale of the Muzak division
to Telecompter Corp.,, New York.

For the three months ended March
31:

Pacific and Southern Broadcasting Co.,
New York, group broadcaster, reported
a decrease in net income, despite a
slight gain in sales, for the three months
ended March 31:

1971 1970
Gross sevenues $3.062,134 $2,970.306
Net income 111,810 174,510

' 1970 figures have been restated 1o refiect year-
end accounting adjustments.

tions, newspapers and insurance, has in-
creased its quarterly dividend from four
cents to six cents a share.

® Burnup & Sims Inc., West Palm
Beach, Fla.,, a diversified communica-
tions and cable-television firm, has de-
clared a two-for-one stock split, payable
July 2, 1971, to stockholders of record
June 1. Thomas R. Pledger, president,

1971 1970 " .
T 3 o o . . has been named chief executive officer,
P saarote somes, Tinancial notes: and Riley V. Sims, who had held the
Net income 143,227 267178 * Post Corp., Appleton, Wis., diversi- post, will continue in his capacity as
Shares outstanding 2201698 2210612 fied firm with interests in broadcast sta- chairman.
Approx,  Total market
$hares capitall-
Stock Ex- Closing Closing  Net change 1971 out zation
symboi change June 9 June 2 in week High Low (000} (000)
Programing
Columbia Pictures CPS N 2 12% — % 17% 10% 6,335 $60,778
Disney DIS N 114% 123% — B% 128% 77 12,785 1,575,751
Filmways FWY A % 7% - Y 1% ™% 1,754 14,242
Four Star International o} 1 1% - % 1% 1 666 833
Gulf & Western GwW N 28% 29% — 1% 31 19 14,964 418,992
Kinney National KNS N 36Y2 371% - 1% 9% 28Y. 11,230 429,559
MCA MCA N 25% 27 — 1% 30 21% 8,165 217.352
MGM MGM N 21 1% - % 26% 15% 5,886 130,964
Muslc Makers MUSC o) 2% 2% + % 3% 2% 589 1,396
National General NGC N 27 212 - % 28%2 15% 4,977 122,534
Tele-Tape Productions 0 1 1% — % 2 1 2,183 2,729
Transamerica TA N 16% 16% - % 19 15% 63,785 1,084,345
20th Century Fox TF. N 1% 1% - 15% 8% 8.562 108,052
Walter Reade Organization WALT [0} 2% 2% —_ 3% 2 2,414 6,325
Wrather Corp, wCo A 8% 7 + 1% 8¥. 6% 2,200 13,750
Tolsl 148,485 $4,207,602
Service
John Blair BJ N 22 24Y4 — 2% 24% 16 2,584 §45.866
ComSat cQ N 72% 75 — 2% 84%2 49% 10,000 732,500
Creative Management CMA A 9% N - 1% 17% 10% 1,102 13,775
Doyle Dane Bernbach DOYL [0} 24% 23% + T 26%2 2t 1,918 42,676
Eikins Institute ELKN o] 13 14% — 1% 16% 8% 1,664 27,240
Foole Cone & Belding FCB N 1M1% 1 + % 12 ™% 2,196 23,058
Grey Advertising GREY [o] 13% 13 + Y 13% 9V 1,207 15,691
LaRoche, McCatfrey & McCail o] 13 13 — 16% 10% 585 8,483
Marketing Resources & Applications (o} 10%2 10 + Y 18% 2% 504 4,914
Movielab MOV A 2 2% - Y 4 2 1,407 421
MPO Videotronics MPO A 5% 5% - % 8% 5% 557 3.275
Nieisen NIELA o] 46% 47¥ — 1% 49% ki:1 5.299 257.528
Ogilvy & Mather OGIL [0} 33 34% - h 36 24 1,096 35,346
PKL Co. PKL A 4% 4 + % 6% 3% 742 2,783
J, Walter Thompson JWT N 55% 55% + % 60 k23 2,721 149,982
Transmedia |nternational o] 2% 3% - Y e 3 535 1,739
Walls, Rich, Greene WRG A 20% 20% + % 25% 15% 1.575 28,648
Totat 35,092 $1,397,725
Manufacturing
Admiral ADL N 20% 20 + % 21 8 5183 $100,879
Ampex APX N 18% 18Ye -~ Yo 25% 16% 10.874 198,451
CCA Electronics CCAE Q 4% 4 + Y% 4¥, 2% 897 2,915
Collins Radio CRI N 16¥2 17% -1 20% 14 2,968 49,328
Computer Equipment CEC A 5% &Y - % 7Y % 2,406 15.038
Conrac CAX N 27V 25% + 1% 29 15%e 1.259 34,937
General Electric GE N 59% ¢ 121% — 62% 57% 90813 21,773,325
Harris-intertype HI N 58%2 59 - W 69% 54% 6.333 394,989
Magnavox MAG N 49% 49% + % 50% 3™ 17,278 848,695
M MMM N 114 114% -~ % 118% 95% 56,099 6.437.360
Motorola MOT N 82% 87% — 5% 87% 51% 13,345 1,094,290
RCA RCA N 39% 39% - Y 40% 26 74,437 2.837.538
Reeves Industries RSC A 2% 2% - % 4% 2% 3,458 10,374
Telemation TIMT o] 9% oY — W 13% Vs 14,040 135,065
Westinghouse WX N 93% 92 + 1% 94% 65% 41,431 3,702,688
Zenith ZE N 5% 51 + % 53 3B% 19,021 898,742
Total 359,622 $27,647,751
Grand lotal 787,273  $41,085,251
Standard & Poor Indusirial Average 111.01 111.73 —.72

A-American Stock Exchange

M Midwest Stock Exchange

N-New York Stock Exchange
0-Over-the-counter {bid price shown}

* Split two for one June 7,

Shares outstanding and capitalization as of May 19.
Over-the-counter bid prices supplied by Merrilt Lynch,
Pierce Fenner & Smith Inc., Washington,
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BroadcastAdvertising -

More trees in campaign-spending forest

There's willingness to let go Section 315,
but not without the inevitable strings attached

The three TV networks last week con-
tinued to push for repeal of Section 315
of the Communications Act as the best
method of helping to reduce campaign
costs and give major-party candidates
equal TV exposure. But, others, includ-
ing a number of congressmen, claimed
that such repeal should be coupled with
legislative guarantees that would force
broadcasters to provide the time.

Forums for these and other views on
political spending were provided at
House hearings last week.

Held last Tuesday, Wednesday and
Thursday (June 8-10) by the House
Communications Subcommittee, the
hearings focused on Chairman Torbert
H. Macdonald’s (D-Mass.}) two polit-
ical-spending bills and on other pro-
posals referred to the subcommittee.

One of the chairman’s measures
(H.R. 8627) is identical to the bill
vetoed by President Nixon last year.
It would repeal Section 315 of the
Communications Act (equal-time pro-
vision) for presidential and vice-presi-
dential candidates; require broadcasters
to charge candidates no more than
their lowest unit rate, and limit ex-
penditures by candidates for federal
offices, governor and lieutenant gov-
ernor to seven cents per vote cast in
the state’s last general election for the
office—or $20,000, whichever is more.
Primaries would be covered at one-half
that amount.

The other Macdonald bill (H.R.
8628) is an attempt to meet the Presi-
dent’s objections that last year’s legis-
lation discriminated against the broad-
cast media. It contains the same Section
315 repeal as H.R. 8628, but would
limit to 10 cents per eligible voter the
amount a federal-office candidate could
spend on all media for a primary or
general election. No more than half
that could be spent in broadcast. How-
ever, none of the provisions apply to
presidential primaries.

The lowest-unit-rate concept is ap-
plied to both broadcast and nonbroad-
cast media and there is a provision re-
quiring newspapers and magazines to
give equal advertising space (at the
same rates} to all federal candidates
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if space is made available to any can-
didate.

States could apply all the provisions
of the bill to state-office candidates ex-
cept the lowest-unit-rate provision for
nonbroadcast media.

In his opening statement last Tues-
day (June 7), Chairman Macdonald
said he did not think spending limita-
tions covering print media are neces-
sary because “ a magazine, newspaper,
or a bumper sticker blitz has never
been called to my attention” as a cam-
paign abuse. He contended that *the
cost of broadcast time is the chief
reason why the availability of money
to a candidate has replaced personal
ability as the major criterion in the
selection of that candidate.”

CBS President Frank Stanton told the
subcommittee that the proposed repeal
of Section 315 in H.R. 8628 ‘“would
provide opportunities for greater con-
tribution of free time by broadcasters
and deeper treatment of the issues.” If
repeal is enacted, he said, CBS would
offer—between Labor Day and election
day next year—eight hours of free time
to major presidential and vice-presi-
dential candidates. Formats “would be
determined in consultation with the
candidates and with their agreement,”
he said.

Dr. Stanton suggested, however, that
Section 315 repeal be extended to presi-
dential primaries. He said CBS supports
the bill's lowest-unit-rate provisions, but
that Congress should not attempt to pre-
scribe how candidates can allocate their
expenditures within any over-all limita-
tion.

NBC President Julian Goodman re-
peated an offer he made prior to the
1968 campaign, under which NBC

Roger Ailes, television

expert in Richard Nixon's

1968 presidential campaign:
“The evils of television

in the political process

are exaggerated

and oversimplified.”

would set aside four prime-time half
hours for major-party presidential and
vice-presidential candidates to use as
they choose. The offer is contingent on
repeal of Section 315. (An NBC spokes-
man later said Mr. Goodman's offer
would be in addition to normal news
coverage of the candidates.)

He endorsed the lowest-unit-rate con-
cept, but said as far as NBC is con-
cerned, legislation is not needed to pro-
vide reduced rates for political adver-
tising. He pointed out that NBC-TV
and its owned stations have offered, and
will continue to offer, 50% discounts
on political spot announcements.

And, he added: “We do not think it
advisable for a statute to determine how
a candidate should allocate his adver-
tising budget within an overall limit,
even in the broad terms of H.R. 8628.”

Everett H. Erlick, group vice presi-
dent and general counsel for ABC, told
the subcommittee that Mr. Macdonald’s
approach to limiting campaign expendi-
tures for both broadcast and nonbroad-
cast media is “sound.”

Permanent suspension of Section 315
for presidential and vice-presidential
candidates in all elections would “signifi-
cantly alleviate” the cost of campaigns
and afford broadcasters greater freedom
and flexibility in campaign coverage,”
he said.

He said ABC does not oppose the
lowest unit rate provision of H.R. 8628,
but feels it is unnecessary. ABC's owned
TV and radio stations have granted
33 1/3% discounts on political spots
and preselected program time periods,
he said, and will continue that policy.

And, he added, for the 1972 presi-
dential campaign the ABC Radio and
TV networks will grant those same dis-
counts.

He later told the subcommittee that
ABC would be prepared to match the
other networks in giving candidates
free time.

Like Dr. Stanton and Mr. Goodman,
he favored an over-all limitation on
campaign spending that would permit
candidates freedom to allocate funds
as they saw fit.

Representatives John B. Anderson
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(R-IIl.) and Morris K. Udall (D-Ariz.)
favored one over-all spending limit,
based on eligible voting age population
or registered voters, to cover five basic
items—TV-radio, magazines and news-
papers, billboards, telephones and post-
age. They advocated the lowest-unit-
rate concept for all media; across-the-
board repeal of Section 315, and a
public subsidy for political-TV time.

Messrs. Anderson and Udall are two
of the 80 co-sponsors of H.R. 5090.
That proposal embodies the so-called
“voter’s time” plan. It would give
major-party presidential and vice presi-
dential candidates five half-hour blocks
of free prime TV time in the 35 days
preceding the general election. Senate
candidates would receive three blocks;
House candidates would get two; minor-
party candidates would receive lesser
amounts. The Treasury would reim-
burse candidates for time costs.

Chairman Macdonald made it clear
he thought that Voter’s Time would
inundate some areas with “a constant
barrage of political advertisements.”
And, he said, across-the-board repeal
of Section 315 would be a mistake be-
cause it would give stations “a tre-
mendous amount of power” in deter-
mining who gets exposure.

Mr. Anderson agreed there could be
a potential for abuse of across-the-
board repeal. He suggested an amend-
ment to Section 315 that would require
broadcasters to treat major-party candi-
dates equally, and at the same time re-
quire them to provide minor-party can-
didates with only a fraction of the
time allowed major-party contenders.

Other congressmen who advocated
the Voters’ Time concept were Repre-
sentatives Jim Wright (D-Tex.), John
Dellenback (R-Ore.) and F. Bradford
Morse (R-Mass.).

“By making TV available only to the
wealthy any candidate who is well
funded can employ campaign firms who
calculatingly use this unique media by
emphasizing appearance and packaged
personality while overlooking the is-
sues,” said Representative John M.
Murphy (D-N.Y.). He contended that
his bill (H.R. 263) would give candi-
dates for congressional office the op-
portunity to buy TV time at prices
they can afford.

The measure would require broad-
casters to give congressional candidates
a 30% discount for one-minute spots
and a 20% discount for half-hour pro-
grams. In a general election a Senate
candidate could buy the equivalent of
120 one-minute spots and one 30-min-
ute program on each station serving
the area in which he is a candidate
for election. House candidates could
purchase 60 one-minute spots includ-

BROADCASTING, June 14, 1971

Mr. Erlick

ing a one half-hour program slot.

California Secretary of State Ed-
mund G. Brown Jr., son of former
California Governor Pat Brown, warned
that “outrageous” television costs are
making public office a "‘rich man's pre-
serve.” He suggested prohibiting can-
didates for President, Vice President,
senator and governor from purchasing
TV time in general elections.

He recommended that presidential
and vice presidential nominees be given
two prime-time spots, each two and a
half minutes long, on every TV station
in the nation. Spots would run every
night during the four weeks preceeding
the general election. Gubernatorial and
Senate candidates would receive the
same amount of time on every TV sta-
tion in their state,

In addition, presidential nominees
would be given a half-hour of prime
time during the last week of the cam-
paign. Extending the plan to other

Dr. Stanton

offices would not be practical, he said,
because in many areas TV “is strictly
a medium for candidates with statewide
or close to statewide constituencies.”

He noted that he filed a petition
with the FCC last year asking the com-
mission to require TV stations to pro-
vide some free time to major-party
candidates.

Mr. Brown also recommended re-
quiring all media to charge candidates
their lowest unit rates, reducing politi-
cal mailing rates, tightening the law
limiting individual contributions to
$5,000 and giving 90% tax credits for
donations of $10 or less.

Lowell R. Beck, executive director
of Common Cause, endorsed Voters’
Time as a means of equalizing compe-
tition for elective office and providing
better communication between candi-
dates and voters. And, he added, if
candidates were given free time “their
need and desire to buy expensive spot
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advertisements might be reduced.”

He said the argument made by broad-
casters that Section 315 inhibits them
from making time available to major
candidates is unpersuasive. Repeal of
Section 315 without requiring stations
to supply time to candidates would
make the situation worse, he con-
tended, and in some cases would give
TV station owners the power to name
a congressman from their area.

Enacting incentives for small con-
tributions and granting federal candi-
dates a mailing frank would further
lessen the pressure for money, he main-
tained.

He said Common Cause endorses the
concept of separate limits on broadcast
and nonbroadcast spending in H.R.
8628. The Macdonald bill would go
even further toward covering all major
communications expenditures if it in-
cluded computer-written letters and
mass mail, he said. And, he added,
creation of a Federal Elections Com-
mission would be the best means of
administering reporting and disclosure.

The campaign-spending ceiling in
H.R. 8628 also elicited the support of
the National Committee for an Effec-
tive Congress.

Mrs. Susan King, Washington direc-
tor of NCEC, said the Senate Rules
Committee amendment to S. 382 (the
Commerce Committee bill) that would
permit the transfer of funds back and
forth between broadcast and nonbroad-
cast media (BRrRoADCASTING, June 7)
is a “farce” and would have the effect
of no limit at all.

The 10-cents limit of H.R. 8628—
with no more than half that to be spent.
on the broadcast media—is realistic and
fair for presidential and Senate races,
she said, but could prove too low for
House races. One solution, she said,
would be to adopt a minimum, such as
$20,000, at the House level.

NCEC urges repeal of Section 315
for presidential and vice-presidential
candidates, but opposes extending it to
other races, she said, because of the
potential for abuse.

She added that the lowest unit rate
provision applying to all media could
be important in areas where broadcast
media are too expensive or inefficient
for campaign use.

Other NCEC recommendations were
to include billboards in the nonbroad-
cast category in addition to newspapers
and magazines; to make spending limi-
tations also cover the use of media to
attack or urge defeat of a candidate,
and to inciude presidential primaries
under the media spending limits.

Deputy Attorney General Richard G.
Kleindienst is scheduled to be the lead-
off witness when the subcommittee’s

BROADCASTING, June 14, 197t



How TV-network billings stand in BAR's ranking

Broadcast Advertisers Reporis network-TV doilar /evenues estimates—weak ended May 9, 1971

{nat lime and tglent charges in thousands of dollars)

ABC cBs NBC Totai Total
minutes dollars
Week Cume Week Cume Week Cume week week 1971 1971
ended Jan. 1- ended Jan. 1- ended Jan. 1- ended ended {otal total

Day parts May 9 May 9 May 9 May 9 May 9 May 9 Mey & May 9 minutes dollars
Monday-Friday

Sign-on-10 a.m. s — 8 8.0 $ 832 § 21182 $§ 3520 § 56462 59 § 435.2 1,345 $ 7.7724
Monday-Friday

10 a.m.-6 p.m. 1.442.0 25,856.7 2,940.4 56,771.8 1,874.1 31,883.4 1,001 6,256.5 15,668 114,511.9
Saturday-Sunday

Sign-on-6 p.m. 1,097.9 23.3711.4 1,152.4 24,095.7 555.8 13,394.9 308 2,806.1 5,226 60,862.0
Monday-Saturday

6 p.m.-7:30 p.m. 288.2 6,337.5 508.9 10,043.3 461.5 10,9711 93 1,258.6 1,641 27,351.9
Sunday

6 p.m.-7:30 p.m. — 1,589.7 182.4 47757 5§5.2 4.008.4 12 237.6 336 10,3738
Monday-Sunday

7:30 p.m.-11 p.m. 4,715.0 99,198.4 5,562.2 114 465.7 5.719.9 126,887.1 435 15,997.1 7979 340,551.2
Monday-Sunday

11 p.m.-Sign off 3146 5.521.6 281.3 4,661.8 1,421 12,730.2 144 2,017.0 2,186 22,9136

Total $ 7,857.7 $161,883.3 $10,710.8  $216,932.2 $10,430.6 $205,521.3 2,062 $29,008.1 34,381 $ 584,336.8

hearings resume tomorrow (June 15).
Witnesses to testify Wednesday (June
16) include National Association of
Broadcasters President Vincent Wasi-
lewski and Wade Hargrove, executive
director and general counsel of the
North Carolina Association of Broad-
casters.

Meanwhile, key Democrats in the
Senate vowed last week to fight the
Rules Committee’s markup of S. 382,
the Commerce Committee’s political-
spending bill, when it goes to the Sen-
ate floor.

Meeting in executive session last
Tuesday (June 8), the Senate Demo-
cratic Policy Committee agreed that the
legislation:

® Should retain the original rigid
limits on spending—five cents per
eligible voter (or $30,000, whichever is
more), on broadcast spending; the same
limit on nonbroadcast. A Rules amend-
ment would permit a candidate to use
the 10-cents total any way he chose.

" Should repeal Section 315 only for
presidential and vice presidential candi-
dates. Rules had extended repeal for
House and Senate candidates.

" Should not contain Rules’ amend-
ment prohibiting businesses regulated
by the FCC, Civil Aeronautics Board
and Interstate Commerce Commission
from extending credit to candidates un-
less security is posted.

The committee decided to leave two
Rules amendments in the bill—the re-
moval of the $5,000 limit on individual
contributions, and the requirement that
candidates file financial reports with the
General Accounting Office.

Reportedly, the agreements were
reached at the request of Senator John
O. Pastore (D-R.1.), a member of the
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policy group and chairman of the Com-
munications Subcommittee of the Com-
merce Committee. There are five other
Commerce Committee members on the
Democratic Policy Committee: Senators
Warren G. Magnuson (Wash.), chair-
man of the Commerce Committee;
Philip A. Hart (Mich.), Frank E. Moss
(Utah), Ernest F. Hollings (S.C.) and
Daniel K. Inouye (Hawaii). Senate
Majority Leader Mike Mansfield
(Mont.) is chairman of the policy
group.

Nixon’s specialist on TV
defends its political use

Television is an indispensable ingredient
to the election plans of any candidate
but according to Roger E. Ailes, a tele-
viston consultant to President Nixon
and the Republican National Commit-
tee, credibility is still the most important
factor in getting elected, “and no
amount of money can buy it.”

Speaking before the Town Hall of
California in Los Angeles Tuesday
(June 8), Mr. Ailes said that the values
and accomplishments of television in
politics are seldom if ever pointed out
to the general public. He continued that
recent publicity surrounding campaign
spending is “over-blown,” and that the
outery of some would-be limiters is
self-serving. “The evils of television in
the political process are exaggerated and
oversimplified,” he claimed.

“I'm in favor of limiting the number
of commercials shown on TV during a
campaign,” Mr. Ailes said, “and in fact
would favor a clause requiring no less
than 35% of broadcast monies avail-
able to a candidate be spent on buying
program time instead of commercials.

Further, I'd like to see stations make
several hours of prime-time television
available in statewide elections to major-
party candidates free of charge.”

Turning to the value of the medium
in politics, Mr. Ailes said there exists
a creeping negativism about TV in
politics that has resulted in the belief
that the medium elects contrived images
rather than men. This, he said, was not
true.

“Television has revived political dis-
cussion in this country on all levels,” he
said. “It has influenced more people to
get involved in the political process than
ever before. It has made the viewers
and thus the voters more knowledgeable
on the basic social issues that face this
nation. “No one,” he said, “will ever
be elected to a major political office
again without the skillful use of tele-
vision.”

Lindsay strikes out
on N.Y. ad tax try

New York Mayor John V. Lindsay’s
proposed 7% city tax on advertising
was officially buried late Wednesday
(June 9) by the state legislature as it
passed a $525-miilion tax authorization
for the city.

Mayor Lindsay had proposed the tax
last winter as a method of increasing
the city's intake in an effort to relieve
the debt burden (BROADCASTING, March
8). The projected yield from the pro-
posed tax was $47.3 million, with radio
and television advertisers intended to
provide a substantial portion of that
amount.

The proposal required state authori-
zation, but little support materialized
in the legislature,
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Talking up self-regulation to the Hill

Prominent figures in proposed advertising review board

promote it before Dingell subcommittee hearings

If the advertising industry’s goal of self-
regulation works, the Code Authority
of the National Association of Broad-
casters may go out of business. That
tentative forecast was expressed by Vin-
cent T. Wasilewski, president of NAB,
before a subcommittee of the House
Small Business Committee that was gen-
erally sympathetic to the idea of self-
regulation by advertisers.

Mr. Wasilewski made it clear, how-
ever, that the demise of the NAB's
Code Authority was a long-term possi-
bility. For the immediate future, he
said, the activities of the advertising
self-regulatory code would comple-
ment the NAB code and relieve it of
some of its problems.

Representative John L. Dingell (D-
Mich.), chairman of the subcommittee,
at one point strongly recommended to
Mr. Wasilewski that the NAB include
some representatives of the public on
its TV and radio code-review boards.
“It would help your image,” he said,
“and it certainly would comfort me.”

Mr. Dingell made a similar sugges-
tion to the advertising industry witnesses
who also appeared last Monday (June
7) at the first of the series of hearings
on advertising and self-regulation and
its relationship to small business. The
Michigan Democrat urged a strong pub-

-.f-'nm"

Mr. Helffrich

58 BROADCAST ADVERTISING

lic representation on the proposed new
National Advertising Review Board
(NARB). For some minutes, the dis-
cussion hinged on the semantic mean-
ing of “public,” with Mr. Dingell and
Representative James T. Broyhill (R-
N.C.), the only other committee mem-
ber who participated, defining the term
as a consumer representative while in-
dustry witnesscs attempted to persuade
the committee that public and consum-
er-representative members meant the
same thing. (The prospective 50-man
NARB is to be constituted with 30 ad-
vertiser, 10 agency and 10 public mem-
bers.)

The new advertising industry code
plan (BROADCASTING, May 24) was
described to the subcommittee by H.
Bruce Palmer, president; and John
O'Brien, executive vice president, of the
Council of Better Business Burcaus, and
Victor Elting Jr., vice president of
Quaker OQats Co., who is chairman of
the American Advertising Federation,
and Howard H. Bell, president of AAF.

Under the projected plan, the 140
CBBB offices will act as the first-line
staff for the advertising code, accepting
complaints about national advertising
and attempting to mediate the objec-
tions. Appeals from decisions at the
CBBB level can be made to the NARB,

Mpr. Bell

Messrs. Palmer and O’Brien

which will act as a review board,
through the establishment of five-man
panels (three advertisers, one agency
and one public representative). The
panel decision will be final and if an
advertiser declines to modify his ad-
vertising to meet the NARB ruling,
the code board will publicize its findings
and turn over its report to the Federal
Trade Commission or other appropriate
government agency.

Accompanying Mr. Wasilewski was
Stockton Helffrich, director of the NAB
Code Authority, who stressed that the
Code Authority’s principal work con-
sists of the screening of national adver-
tising of certain products before broad-
cast (toys, over-the-counter drugs,
feminine-hygiene products). The Code
Authority has issued guides, Mr. Helff-
rich explained, on alcoholic beverages:
use of and references to doctors, den-
tists and nurses: arthritis and rheuma-
tism: acne. weight-control: pet foods;
and safety. All advertising, Mr. Helff-
rich noted, is screened hefore airing by
the broadcasters themselves.

In the course of his testimony, Mr.
Helffrich revealed that the Code Au-
thority's medical and science advisory
panel, all of whose members serve on
a volunteer bastis, consists of individuals
who are qualified in such specialties as
allergies, analgesics, cardiology, cos-
metics, clinical designs, dentistry, der-
matology, gastroenterology, hypnosis,
insecticides, nutrition, ophthalmology,
pet foods, pharmacology, psychiatry and
weight reduction. The Code Authority,
Mr. Helffrich reported, also consults
with the American Dental Association,
American Humane Association, Ameri-
can Medical Association, American.
Nurses Association, Council of Better
Business Bureaus, National Council of
Product Safety, Pet Food Institute, Toy
Manufacturers of America and regula-
tory agencies.

Mr. Helffrich, under questioning
from T. J. Oden, counsel to the sub-
committee, explained that the only
sanction the Code Authority has is to
rescind use of the code seal by a broad-
caster who violates the standards. He
said that at one time broadcasters who
resigned from the code were identified,
but this was no longer done because of
the stigma attached to withdrawal of
the seal. Many stations resign, Mr.
Helffrich said, because they find mem-
bership in the code a financial burden.

Committee and staff members also
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expressed interest in the procedures
that permit members of the public to
appear before the code boards. Mr.
Helffrich explained that requests for
appearances before the code boards can
be made by anyone but noted that
broadcasters themselves relay expres-
sion from the public to the board. And,
he added, the Code Authority itself is
available to the public.

During a discussion of the proposed
advertising code, Messrs. Elting and
Bell were told by Mr. Dingell that it
might be better for the public members
of the NARB to be chosen by an in-
dependent panel, not by those asso-
ciated with the advertising industry.
“It would be a better way out of the
thicket,” Mr. Dingell observed, “and
also more fair.”” Members of the NARB,
including public members, are to be
chosen by the National Advertising Ad-
visory Committee which consists of the
chairman and presidents of all the
major advertising (but not media) orga-
nizations. Mr. Elting is chairman of the
NAAC. Other members of NAAC, in
addition to AAF and CBBB, are the
American Association of Advertising
Agencies and the Association of Na-
tional Advertisers.

Mr. Elting stressed that the advertis-
ing code initially would concern itself
only with truth and accuracy. At some
future time, he added, the code might
become involved in questions of taste.

Membership on the NARB will be
on a rotating basis for a one- or two-
year term, Mr. Bell explained. The
chairman, to be chosen by NAAC, will
be for a single year, but subject to re-
appointment, Mr. Bell said. The chair-
man, Mr. Elting commented, may very
well be one of the public members; at
least, he added, he hoped so.

Mr. Bell said that ultimately there
will be local NARB’s in various com-
munities throughout the country to
handle complaints about local advertis-
ing. This was also noted by Mr. Palmer,
who said the local BBB's would be-
come active in handling complaints
about local advertising.

Media representatives are not to be
members of the advertising code, Mr.
Bell explained, because of the potential
for violating the antitrust laws, and
because the judgments to be made by
NARB will deal with advertisers and
agencies, not media.

Mr. Palmer said the CBBB has allo-
cated $9 million for all its operations in
1971, including the establishment of a
National Advertising Division. By 1973,
Mr. Palmer said, the CBBB budget will
be $24 million.

The hearings were scheduled to con-
tinue last week, hearing from consumer
and public-interest witnesses, and re-
sume today (June 14) and Friday.
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FTC tells advertisers
to back each claim

Auto makers will be first
to fall under new push
for documentation

The Federal Trade Commission an-
nounced last week that it is preparing to
call on all advertisers to back up claims
regarding safety, performance, efficacy,
quality or comparative price of the
product advertised. e

The move, to be initiated in a week
or two with a call on automobile manu-
facturers, is aimed at forcing adver-
tisers to document their advertising
claims. The information will be made
public, except for confidential data or
trade secrets.

Advertising spokesmen unanimously
begged off from commenting publicly
on the FTC action, claiming they had
not seen the document. Unofficially,
however, some felt the requirement
might force them to make information
available on a product while it is in a
test market, for example. This, they
said, might well serve to kill efforts to
introduce new products. Other adver-
tiser sources commented that in some
instances, supporting data is so complex
few people would understand them,
resulting in confusion.

Feared also is that publication of
private tests could provide competitors
with privileged information. Others also
questioned the FTC’s legal authority to
require the substantiation.

The request for documentation, Rob-
ert Pitofsky, director of the agency bu-
reau of consumer protection said at a
news briefing, will be specified by the
FTC; it will not be a demand for sub-
stantiation of all claims.

Expressing the importance of what
the agency was preparing to do, Mr.
Pitofsky said: “This is the most im-
portant action the FTC ever has taken.”

The purpose of the move, the FTC
explained, is to permit consumers to
make a rational choice among compet-
ing claims and that it will enhance
competition. The information is not be-
ing furnished to the public voluntarily,
the FTC said.

Mr. Pitofsky stressed that the FTC
has a staff of scientists available to
check documentation, but, he added,
he believes challenges will come from
competitors or specialists. Where sub-
stantiation fails to prove a claim, he
concluded, the FTC can issue a com-
plaint charging false advertising.

The FTC action is considered a re-
sponse to the petition, filed last Decem-
ber, by consumer advocate Ralph Nader
and others.
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Why radio keeps gaining power

Advertisers, agencies tell workshop
how they use medium to increase sales

Testimonials to the selling power of
radio, some new tools for selling it and
a forecast that its sales would rise
8-10% this year shared honors at an’
all-day workshop attended by some 800
agency, advertiser and broadcasting ex-
ecutives in New York last Thursday
(June 10).

The workshop, sponsored by the As-
sociation of National Advertisers and
the Radio Advertising Bureau, also pro-
vided the forum for announcement of
winners of Clio radio-commercial
awards (story page 61) and an analy-
sis of what makes great radio commer-
cials great.--

The prediction that radio sales—na-
tional and local combined—wduld rise
8-10% this year came from Miles
David, RAB president, who said that
“radio was helped by the soft economy
-and will continue to be helpéd.” He
added:

“As advertisers got together in seek-
ing impact per dollar spent, radio gained
against the tide. The recession is ending
now, but more stringent standards that
advertisers 'applied to media in 1970-71
will not fade away. '

“The ecological climate of business
will emphasize conservation of re-
sources for many years to come, in
marketing as in manufacturing. Corpo-
rate management, with an eye on the
bottom line, will continue asking: “What
about radio? ”

Mr. David said radio’s sales were up
in the first quarter of this year while
TV's were down for the first time.
Radio’s growth, he said, “is an impor-
tant indication that increasing advertis-
ing interest in radio in the past several
years had the strengths to come through
a down economy undiminished,” even
though “radio lost its cigarette billings,
television became a much hungrier
competitor and the economy was in a
recession.” .

Some of the advertisers who are con-
tributing to radio's growth told the
workshop why. These included Leo
Singer, president of the Miracle White
Co., Chicago; Charles V. Hicks and
Joseph V. Karle of Ross Roy Inc., De-
troit, representing Chrysler, and Mau-
rice Kelley, marketing vice president of
Eastern Air Lines, and Orson Welles,
the actor, author and director who is
currently the spokesman for Eastern's
“wings of man” campaign.

“Thanks in good measure to the
power of radio, Miracle White will be
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unable to meet consumer demands for
its new nonpollutant detergent,” said
Mr. Singer. He said the detergent
reached 75% distribution within six
months, with high market shares in
many areas, on “a relatively small
budget, thanks largely to the econom-
ics of radio.” |

Mr. Singer said that “by the end of
June, which concludes the first six
months of our entry into the detergent
area, we will have spent in radio ap-
proximately five times our investment
in TV. . . . We had intended to sell
and distribute: only iii the north central
and Midwest states on a test basis, but
within two months the product was
moving so fast we went national then
and there. That first surge was gener-
ated almost entirely by radio person-
alities.”

Mr. Singer said radio was made the
major medium because of the job it

Leo Singer, president,
Miracle White, to RAB-ANA
radio workshop:

“One great underestimated
value of selling by
radio is that sometimes
not seeing is believing.”

had done with Miracle White's first
product, Miracle White super cleaner,
starting on a station in Rockford, IlL,
and also relying heavily on radio per-
sonalities. “Pretty soon,” he recalled,
“that trickle of sales that started in
Rockford turned into a deluge of sales
pouring out of radio stations from
coast to coast.”

The Chrysler case his