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Century

Broadcasting Corporation
announces

Century National Sales.

If your station is already Or write:
in one of our markets, Century National Sales
we don’t have to tell you Century Broadcasting Corp.
anything more. 65 West 54th Street
If your station is in New York, New York 10019
any other major market, .
we’ll tell you all you want For 25 major
to know. market stations, 1972 will
Call Jack Steele at be a very special year.

(212) 541-9688.




ALL NEW FOR’72 /NEW TIME (your time) /NEW GUE:

0 DAYS A WEEK ON TAI

Merv had a great track record in syndication. Now history
repeats and YOU can have those same high shares,
high ratings and desirable demographics that made

THE MERV GRIFFIN SHOW a programming phenomenon
and prompted Les Brown to write in his book,

Television: The Business Behind The Box:

“Griffin had one of the most successful shows in
syndication. Playing in more than 170 markets at whatever
time of day the stations chose to slot him, his show
produced the desired commercial result in the morning,
afternoon and even prime time.”

Now—as then—there aré two kinds of stations. those which
program The Merv Griffin Show and those which program
against it. The stations where Merv racked up those great

ratings remember him well. Some of them have already
bought the new show, even before this announcement.

PREMIERING MARCH 13,1972




yday’s names) / NEW PRODUCTION (from Hollywood)

Jl‘lfﬁn ShOW
syndication

IN »/COLOR -390 MINUTE AND ONE HOUR FORMATS

° 5 . ..
» ld [ ]
Pre-sold to: :
[
L ]
WNEW-TV New York, New York WNAC-TV Boston, Mass. :
KTTV Los Angeles, Calif. KRON-TV San Francisco, Calif. °
KDFW-TV Dallas, Texas WJW-TV  Cleveland, Ohio 5
WBEN-TV Buffalo, New York WTVJ Miami, Florida :
WKBD-TV Detroit, Michigan WTTG Washington, D.C. .
WTTV Indianapolis, Indiana WKBS-TV Philadelphia, Pa. :
WLWC Columbus, Ohio WPRI-TV  Providence, R. 1. °
[ J
KPTV Portland, Oregon KPHO-TV Phoenix, Arizona °
KFSN-TV  Fresno, Calit. WGAN-TV Portland, Maine .
3 WFLA-TV Tampa, Florida :

This valuable franchise may still be available in your market. Call, write or wire.

C» METROMEDIA PRODUCERS CORPORATION

485 LEXINGTON AVENUE, NEW YORK, N.Y. 10017 « (212) 682-9100 + CABLE METPROEAST




“BARS TO PROGRESS”

e

WMAR-TV recently surveyed over 500 Maryland community leaders on what
they consider the most pressing problems confronting our city and state. One
result_t_)'f' the survey is an unusually ambitious documentary series, produced by
WMAR-TV, on Maryland’s prison system and the problems it presents to the
commonwealth.

Since the community leade ' overwhelmingly chose CRIME and its complica-
tions as the current Number.One Problem, and since the prisons, recidivism
and the lack of effective rehabilitatian are all part of the crime complex, this
searching study is most timely,

The Attica (N.Y.) State Prison tragedy followed by only a few days, a disturbance
in the Baltimore City Jail which was stopped before it could become a riot. Each
of the other overcrowded, underfunded prisons in Maryland seems like a time
bomb, ticking away but ready for a trigger.

After some study of the vast problem, and the programming needed to explore
it in depth, the WMAR-TV Documentary Staff ‘determined that five half-hour
programs are required.

“BARS TO PROGRESS'' will be telecast 7:30 to 8 P.M. on consecutiye nights
beginning Monday, January 3 through Friday, January 7, preempting ‘‘Jeannie.”

The project will have a major publicity and promation campaign. On-air promo-
tion will include management-editorial-type short comments calling attention to
highlights of the series.

WMAR-TV has high expectations for this impodant series . . . for the inherent
drama the topic will produce . .. and for community reaction to the presentation.

In Maryland Most People Watch

WMAR-TV @

TELEVISION PARK, BALTIMORE, MD. 21212
Represented Nationally by KATZ TELEVISION




WeekinBrief

Solid growth for the nation's general economy is predicted
for 1972 by two broadcast economic analysts, CBS's Dr.
David M. Blank and Richard Doherty, an independent con-
sultant. Broadcasting's fortunes will grow apace. See . . .

The view of '72: hedged optimism ... 14

CBS is changing its role in relation to its EVR system,
abandoning the marketing of what was once touted as the
ultimate in home TV in favor of producing the software,
primarily programs, and licensing of the system. See . . .

A miracle turns sour for CBS ... 16

A full spectrum of opinions and suggestions—from broad-
casters to politicians to the man in the street—has been
offered to the FCC to aid the commission in its efforts to
untangle the fairness doctrine web. See . . .

Responses to an FCC cry for help ... 21

Beginning Feb. 4, broadcast licensees will find a new
blank to be filled in on application forms used to file af-
firmative equal-employment opportunity programs. Acting
on a NOW petition, the FCC has included women. See . . .

The majority minority gets FCC help ... 26

A decline of $3 million in network TV billings for November
1971 over the same period in 1970 is attributed by TVB to
the loss of cigaretie advertising. But, the decline was the
smallest of the year. See . ..

TV billings under '70 pace... 29

Radio broadcasting and the music industry—long the odd
couple of business—have been shapers of popular culture,
together and separately. Their unique relationship Is
examined in a BROADCASTING special report. See . . .

Now we're into music ... 31

Administration spokesmen have the same democratic right
as anyone else to 'pressure’ a broadcaster into presenting
a particular viewpoint, FCC says in denying complaint by
National Citizens Committee for Broadcasting. See . . .

NCCB turned down on ‘pressure’ appeal ... 49

Time Inc., shifting its conceniration in electronic media
from broadcasting toward cable and cassette TV, has pur-
chased an interest in Computer Television Inc., supplier of
closed-circuit TV films to hoteis and motels. See . . .

Time's buy into CTl ... 50

A Tulsa, Okla., cable firm has acquired $12 million in fi-
nancing lo consolidate its indebtedness and complete cur-
rent project construction. LVO Cable Inc. will receive $6
million in notes, $6 million in revolving credit. See . . .

LVO lands loans ... 52

A leading-man type is leading Warner Brothers TV in a
rejuvenation of its TV programing production in Burbank,
Calif. Thomas Kuhn, vice president in charge of produc-
tion, is profiled as thriving on work. See . . .

Staging a comeback for Warner Bros. TV... 67

Departments Broadcasting
Dec. 27, 1971 - Jan. 3, 1972
AT DEADLINE « oo, g WEEK'S PROFILE ............. 67 | Vol.81No.26 - Vol.82No.1
BROADCAST ADVERTISING .. ... 29 Z’“bl?hfd 51 Mondai’;) . J’;ﬂr ‘(fom-
ined issue at year end), by Broadcast-
BROADCAST JOURNALISM ... 49 ing Publications Inc., 1735 DeSales
CHANGING HANDS ............ 26 Street, N.W., Washington 20036, Sec-
CLOSED CIRCUIT ... ........... 7 ond-class postage paid at Washington
DATEBOOK .......evivininn.. 10 and additional offices.
EDITORIALS .................. 68 Subscription prices: one year $14,
EQUIPMENT & ENGINEERING ... 16 R $?C7» three yi;";gﬂ- Addf"
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A R TLLLEERELE 54 all ather countries. Subscriber's occupa-
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BROADCASTING, Dec. 27, 1971/Jan. 3, 1972




WTEV
commitment to
religion includes
three LIVE
programs weekly

WTEV produces a live studio program for each of
the three major faiths every week of the year.
And we've been doing it for some nine years.
The series not only permits local ministers, priests
and rabbis to reach people beyond the confines of
their immediate communities, but equally impor-
tant, it provides the Channel 6 tri-state area with
a consistent and effective means of building
fellowship and developing religious understanding.

W RS W | Channel

Providence—New Bedford—Fall River
Rhode Island—Massachusetts

Vance L. Eckersley, Sta. Mgr.

Seving the Ghreater Providence Aren

Representative:

THE

{ MEEKER
COMPANY, INC.

Rt
Southbasdge

GRADE B

Filled pews flank the Channel 6 cameraman as
a live "Television Mass'' is celebrated for studio
attendees and viewers.

Proud parents and relatives watch as a baptism
is performed in studio on Channel 6's ‘"Worship
Series,”

The traditional Seder meal is celebrated during |
WTEV's “Faith of our Fathers."”

STEINMAN TELEVISION STATIONS . Clair McCollough, Pres.

WTEV Providence, R. I1./New Bedford-Fall River, Mass, «+ WGAL-TV Lancaster-Harrisburg-York-Lebanon, Pa.



LlosedCircuit .

All the way

At high levels in FCC there’s growing
sentiment for showdown, in Supreme
Court if necessary, over role U.S. Court
of Appeals has been playing in license-
renewal proceedings. One tactic under
consideration: release of new policy
statement eliminating from renewal
challenges any issue related to owner-
ship structure of license, as long as it
conforms to FCC rules. Aim is to re-
store part of protection incumbents lost
when appellate court reversed FCC's
1970 policy statement last June (BROAD-
CASTING, June 14, 1971, et seq.). If new
statement suffered same appellate-court
fate, it’s now reasoned, there’d be better-
than-even chance to get appellate court
overturned in Supreme Court with its
present composition.

It was freak decision by closely di-
vided FCC back in 1969 that led to
adoption of corrective 1970 policy
statement. When commission voted, 3
to 1, to take Boston channel 5 from
Herald-Traveler and give it to rival
applicant, principally on grounds of di-
versification of media control, it as
much as announced open season on
renewal applicants associated in multi-
media ownerships. (At time this issue
of BROADCASTING went to press, WHDH
case was still before appellate court
with decision expected any time on FCC
request for remand and reconsidera-
tion.)

Nippon's hardware

Highly qualified U.S. observers think
Japanese may become major force in
video-cassette field (which CBS just quit
as hardware marketer by giving up its
EVR system [see page 16]). Willing-
ness of Japanese bankers to underwrite
R&D and acknowledged ability of Japa-
nese manufacturers to produce high-
quality product at low labor cost are
considered strong advantages. There’s
talk too of Japanese invasion of U.S.
cable-television market, now in prospect.

Chairman Johnson?

If Democrats should win in this year’s
elections, who would be likely FCC
chairman? Elevation of Nicholas John-
son is not to be dismissed out of hand.
He'll be senior Democrat by then. He
also has friends in influential places.
Most important is Joseph Califano, gen-
eral counsel of Democratic National
Committee, who at time of Johnson ap-
pointment to FCC in 1966 was one of

BROADCASTING, Dec. 27, 1971/Jan. 3, 1972

top aides of President Lyndon B. John-
son. He urged Nick Johnson appoint-
ment and is his ardent backer now.
There’s also close relationship be-
tween Commissioner Johnson and Bill
Moyers, former press secretary to LBJ,
who also lobbied for original appoint-
ment. Mr. Moyers, whose job as $75,-
000-a-year commentator on NET (di-
vision of Education Broadcasting Corp.)
is involved in current controversy over
puhlic-broadcasting salaries, in inter-
viewing commissioner on NET Dec. 29,
said of his former Texas University
classmate: “Whether you agree with
Nick Johnson’s tactics, philosophy or
powers of prophecy, he has been and
remains someone to reckon with in the
communications industry.”

Educated guess

Gut decisions will be made by 15 di-
rectors of Corporation for Public Broad-
casting at meeting in Washington Jan.
21, involving future of structure that
used to be called ETV. With permanent
funding (five-year plan on order of
$100 million per year) adjudged forlorn
hope, outlook is for reappraisal of whole
news policy, with curtailment of net-
working of big-name commentators and
emphasis on local programing on in-
structional lines rather than horizontally
competitive  entertainment-type  pro-
graming.

Congressional leaders of both parties
now are believed to incline toward year-
to-year financing of local stations and
programing, to be channeled through
CPB, which itself would constitute
change in current modus operandi of
CPB. Under this election-year approach
consideration of permanent funding
would be deferred until 1973, at earliest.

Extended carriage

FCC is considering modification of its
CATYV rules to answer one complaint
of television broadcasters in sparsely
populated areas. Isolated cable systems
now outside TV-market zones and hence
immune to rules requiring station car-
riage and nonduplication would be
obliged to carry all stations with “sig-
nificant viewing” in cable systems’ home
communities and to protect such sta-
tions against program duplication. “Sig-
nificant viewing” standards would be
those in FCC’s letter of intent as modi-
fied by recent broadcast-cable-copy-
right compromise: 3% share and 25%
net weekly circulation for network affili-
ates, 2% and 5% for independents,

It's believed this would guarantee
Rocky Mountain broadcasters cable ex-
posure and nonduplication they seek be-
yond 35-mile zone that is standard in
proposed rules. How much practical
value would ensue is questioned, how-
ever. Study whipped up by FCC's re-
search staff found little correlation be-
tween profitability of small-market sta-
tion and presence or absence of cable
systems carrying its signal beyond 35-
mile zone.

FM is number one

For what is said to be first time in any
top-25 market, FM station has climbed
to top of ratings in Miami. American
Research Bureau’s total-service-area re-
port for October-November 1971 puts
WLYF(FM) Miami on top in terms of
average quarter-hour audience (listeners
aged 12 and over), 6 a.m. to midnight,
Monday through Sunday. In Miami
metro area WLYF is second to Spanish-
language wrFaB(aM} Miami, but in total
area it is first with average quarter-hour
audience of 27,600 persons, followed
by wiop-aAM Miami with 25,000 and
wFAB with 20,600. WLYF reached top
just one year after it introduced “beau-
tiful music” programing of Stereo
Radio Productions Ltd., program con-
sultant and service firm headed by
James A. Schulke and Phil Stout.

Messrs. Schulke, president of Stereo
Radio, and Stout, vice president and
creative director, also claim formidable
performance in highly competitive Los
Angeles radio market, where KJOI(FM)
moved into third position—among 44
rated stations—in ARB October-No-
vember book. In both metro and total-
area reports, KABC(AM) was first, KHJ-
(aM) second, xJoi1 third despite light-
ning strike said to have kept it off air
for 25 hours starting first Sunday of
rating period.

Bank night next?

Some time during 1972 broadcast year,
NBC-TV will do at least three variations
on its trend-setting two-hour, made-for-
TV, World Premiere movies. One varia-
tion would be Double Feature: World
Premiere, two 90-minute movies played
back-to-back; another would be Double
Play: World Premiere, two one-hour
movies, having nothing to do with each
other, played in two-hour time period;
third would be Triple Play: World Pre-
miere, three separate, slightly-longer-
than-half-hour properties programed
consecutively in two-hour time period.

7
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Late news breaks on this and facing page.
Complete coverage of the week begins on page 14.

Messrs. Wiley (l.) and Pertit

Young Nixon workers
get key FCC roles

Richard E. Wiley, FCC general counsel,
is expected to be named commissioner
in first week of January under recess
appointment during present congres-
sional vacation. Upon receipt of ap-
pointment, signed by President Nixon,
Mr, Wiley will be sworn in immediately.

He is scheduled to be succeeded as
general counsel by John W. Pettit, 36,
Washington lawyer, who worked with
Mr. Wiley in 1968 presidential cam-
paign when Mr. Wiley was director of
state organizations and Mr. Pettit direc-
tor of field organizations for Citizens for
Nixon and Agnew.

Mr. Pettit is 1957 graduate of Duke

1960 graduate of
He spent

and

University
Georgetown Law School.
short time with antitrust division of De-
partment of Justice, then three years
with U.S. Air Force in judge advocate’s

department. For last eight-and-half
years he has been with Washington law
firm of Hamel, Park, McCabe & Saun-
ders, most recently as partner. Firm
specializes in tax and administrative law,
has had little to do with FCC. Mr. Pettit
is married, has son, 9, daughter, 3, lives
in Washington suburb of Potomac, Md.

President Nixon nominated Mr.
Wiley, who is 37, to be member of FCC
in December, but Senate recessed before
considering nomination. When Senate
returns Jan. 17, Mr. Wiley’s name is to
be resubmitted by President.

Court backs OTB
on TV of races

Unanimous decision handed down Dec.
27, 1971, by Third Appellate Division
of State Supreme Court, Albany, N.Y.,
will aliow New York's Offtrack Betting
Corp. (OTB) to televise horse races into
New York city area regardless of con-
flict with races at other tracks there,
The 5-to-0 decision was in response
to appeal by state attorney general’s of-
fice on behalf of Harness Racing Com-
mission to overturn Nov. 30 ruling that
commission lacked authority to prevent
track from telecasting races. Commis-
sion felt telecasts in conflict with other
meets would hurt industry and state
pari-mutuel tax revenue. .
Nightly Superfecta Show over wor-Tv
New York from Monticello (N.Y.)

8

Raceway had started Dec. 16 after one-
day delay because of conflict with final
season's offering from Yonkers Race-
way. Under new ruling Monticello races,
scheduled to continue through Jan. 8,
will overlap beginning of winter meet at
Roosevelt Raceway, opening Jan. 3.

NAB intensifies drive
for Broyhill renewal bill

Broadcasters have been urged to solicit
support of their congressmen for HR-
12018, license-renewal bill introduced
in December by Representative James
T. Broyhill (R-N.C.).

Mark Evans (Metromedia public af-
fairs vice president), chairman of li-
cense-renewal task force of National
Association of Broadcasters, on Dec. 27
wrote to all TV and radio licensees, not

just NAB members, urging them to
persuade their congressman to co-spon-
sor renewal bill and to get them to ask
leadership of House Commerce Com-
mittee to hold hearings early in year.

NAB-drafted bill calls for five-year
licenses and provides that in hearing
incumbent would be renewed if he
shows he has made good-faith effort to
meet needs and interests of his area.

Several license-renewal bills, in addi-
tion to HR-12018, have been intro-
duced in Congress, including HR-12000,
also by Mr. Broyhill and 37 co-spon-
sors. This would require FCC to find
that broadcaster has failed to serve his
community and lift his license before
accepting competing application,

Senator Frank Moss (D-Utah) has
introduced S-2993, which is NAB bill
minus five-year license period. Senator
Moss said he doesn't go along on that.

In his letter Mr. Evans said that
NAB opposes none of bills, but feels
HR-12018 most nearly meets criteria
established by task force,

Attached to Mr. Evans’ letter is
“fact sheet” that stresses that five-year
license term is more realistic in view of
investments needed for TV and radio
and that move would reduce by 40%
FCC workload on renewals; that good-
faith test keeps FCC out of program
content and leaves determination of
needs of areas to station, as well as
determination of how to meet those
needs, and that, unlike other proposals,
it does not preclude existing licensee
from being participant in any hearing
even if found guilty of violating law or
commission regulations. '

Network newsmen
head for Peking

Three TV networks, but no print media,
are represented in 25-man advance party
leaving for China Jan. 3 to make tech-
nical arrangements for President Nixon’s
historic Feb, 21-28 visit to Peking. Bill
Small, CBS bureau chief in Washington,
was also to go along as liaison between
networks and White House,

Named members of party that is
headed by Brigadier General Alexander
Haig, deputy assistant to President for
national security affairs, were James
Kitchell, NBC; Marshall Davidson, CBS,
and Robert Seigenthaler, ABC,

Arrangements for other media, White
House said, will be made by News Sec-
retary Ronald Ziegler, who is also mem-
ber of advance party.
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More questions, doubts
on public broadcasting

Clay T. Whitehead, director of Office
of Telecommunications Policy, says
danger of expanded national service in
public broadcasting is that it might lead
to “another BBC” [British Broadcasting
Corp.}—top-down centralized control
rather than diversity provided by local-
ism.

Mr. Whitehead made comment in
Dec. 28 interview on NBC-TV’s Today
Show. Discussion with program’s Wash-
ington editor, William Monroe, was de-
voted to public broadcasting contro-
versy, and gave OTP director national
forum for administration’s conviction
that noncommercial media arc becom-
ing overcentralized.

Similar sentiment is being heard on
Capitol Hill, too, where Republicans
in particular are showing their displeas-
ure with what they regard as leftward
bias, excessive salaries for top talent,
too much centralization, and neglect of
“educational” uses of media.

Latest exponent of those views is
Representative Clarence J. Brown (R-
Ohio). In remarks prepared for Con-
gressional Record, Mr, Brown lamented
increasing '‘advocacy of radical views”
on public television and wondered
“what would happen if a method of tax-
payer financing free of the constraints
of the government’s appropriation proc-
ess could be devised.”

Present problems, he said, have “con-
vinced many that ‘education’—in the
public broadcasting context—is really a
code word for ‘propaganda.’ . . . It
would be a tragedy if financial irrespon-
sibility [as evidenced by high salaries
to talent] or partisan non-objectivity
were to Kill off educational broadcast-
ing.”

Mr. Brown also made specific refer-
ence to controversy surrounding salaries
paid to newsmen Sander Vanocur and
Robert MacNeil, but said that “is only
the tip of a much larger iceberg”—by
which he meant question of partisanship
in programing.

Democrats also continue to get their
licks in. Latest to do so was Senate
Communications Subcommittee Chair-
man John O. Pastore (D-R.1.) who
said salary dispute has hurt drive for
funding legislation (see page 26).

Pioneer firm bobs its name

One of oldest law firms in Washington
communications practice has shortened
name. Kirkland, Ellis, Hodson, Chaffetz,
Masters & Rowe is now Kirkland, Ellis
& Rowe. In Chicago its new name is
even shorter, Kirkland & Ellis.
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Columbia-Basic merger
trimmed to 3 stations

Columbia Picture Industries reports it
has completed agreement for acquisition
of Basic Communications Inc. and its
three radio stations for $5.5 million,
payable either in cash or Columbia
stock, at Columbia’s option. Agreement
in principle reached last September
(BROADCASTING, Sept. 27, 1971) had
included fourth station—wIiGo(aM) At-
lanta—which now will be spun off with
ownership retained by current Basic
Communications stockholders.

Merger of Basic Communications into
Columbia's subsidiary Screen Gems
radio stations is subject to FCC ap-
proval. Stations to be acquired are
WwvA-AM-FM Wheeling, W. Va., and
wYDE(aM) Birmingham, Ala. Columbia
owns KCPX-AM-FM-Tv Salt Lake City,
wvUE(TV) New Orleans, wapra-Tv San

Juan, P.R., wNJu(Tv) Newark, N.J,
and one-third interest in woLE-Tv Maya-
guez, P.R. Emil Mogul, president of
Basic Communications, who will con-
tinue to direct operations under CPI
ownership, said CPI would be seeking
four more AM's.

Glenn Wallichs dies at 61

Glenn E. Wallichs, 61, board c¢hairman
of Capitol Industries Inc., Los Angeles,
and co-founder of predecessor Capitol
Records Inc., died Dec. 23 in Holly-
wood after long illness. Mr. Wallichs
was radio pioneer who built his first re-
ceiver in 1922 at age of 12 and in 1930
installed one of first automobile radios
in model-T Ford. Mr. Wallichs’ wife,
Dorothy, and two daughters survive.
His brother, Clyde, is major owner and
manager of Wallichs Music & Enter-
tainment Co., of which Glenn Wallichs
was chairman.

WeeksHeadliners
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Mr. Spielvogel

Mr. Payne

Ancil H. Payne, executive VP, King
Broadcasting Co., Seattle, elected presi-
dent and chief operating officer. Stim-
son Bullitt, King Broadcasting's presi-
dent, elected chairman (filling five-year
vacancy of position last held by his
mother) and chief executive officer. Mr.
Payne's title as chief opcrating officer
and Mr. Bullitt's as chief executive offi-
cer, are newly established. King Broad-
casting owns KING-AM-FM Seattle,
KREM-AM-FM-Tv Spokane, KINK-FM and
KGW-AM-FM Portland, Ore.

Donn B, Tatum, president, Walt Disney
Productions Inc., Burbank, Calif,
named chairman and chief executive
officer, succeeding Roy O. Disney, who
died Dec. 20 (see page 56). E. Cardon
Walker, executive VP, succeeds Mr.
Tatum as president. Mr. Walker re-
mains company’s chief operating offi-
cer. Mr. Tatum and Mr. Walker, to-

gether with Roy E. Disney, and Ronald
W. Miller, both VPs, will comprise ex-
ecutive committee of board of directors.
Mr, Tatum, former director of televi-
sion for Western Division of ABC,
joined Walt Disney Productions 15
years ago. He was elected to board and
its executive committee in 1964 and be-
came president in 1968. Mr. Walker
has been with Disney since 1938. In
separate action, Richard T. Morrow,
VP and general counsel for company,
was named to board of directors.

Carl Spielvogel, executive VP and chair-
man of executive committee, McCann-
Erickson Inc., major advertising agency
in Interpublic Group of Companies,
named to new post of executive VP for
operations at Interpublic. Mr. Spielvogel
left New York Times, where he had
been reporter and columnist, to join
Interpublic's staff in January 1960.
After holding several management posi-
tions, Mr. Spielvogel became group VP
at Interpublic and in 1969 joined Mc-
Cann-Erickson,

Eugene L. Richmond, Jr,, formerly
brand marketing manager for Joseph
Schlitz Brewing Co., appointed director
of advertising and sales promotion,
American Motors Corp., Detroit. He
will be responsible for all passenger car
advertising and sales promotion as well
as liaison with company’s agency, Wells,
Rich, Greene, New York.

For other industry developments see '‘Fates & Fortunes,” page 54




Books for
Broadcasters

Audio Control
Handbook

3rd Edition
by Robert S.
Oringel

Mow expanded and brought up to date, this
standard text-handbook explains every phase
of audio control in easy-to-understand, non-
technical language.

171 pages, 145 photographs and diagrams,
glossary, index, $7.95

—————— ORDER FROM =~ e e o o

| Broadcasting Book Division
| 1735 DeSales St., N.W.

| Washington, D.C. 20036
|
|

Send me the books I've checked below. My payment
for the full amount is enclosed.

[0 110. Audio Control Handbook, $7.95
[0 104. 1972 Broadcasting Yearbook, $14.50

|
i
|
I Name
|
|

WORLD'S LARGEST
INDEPENDENT
MANUFACTURER

* AM TRANSMITTERS
* FM TRAMNSMITTERS
* AUDIO CONSOLES
* TURNTABLES

* TONE ARMS

* ACCESSORY 5TUDIO
& TRANSMITTER
PRODUCTS

P IR,

ELECTRONICS
CORPORATION

Gloucester City,

(e

716 Jersey Avenue,
MNew Jersey 08030 - {609) 456-1716

QRK / REK-0-KUT

FRESNCG, CALIFORMIA

ﬂﬂtﬂﬂﬂﬂl[ ® A calendar of imporiant meetings and events in communications

Upcoming

Dec. 29—Coinmunications Technolo and its
Effects on People” seminar. Focus of discussion
will be current developments and those likely to
be implemented within the next five years, among
thein cable TV. Featured speakers will include:
Peter C. Goldmark, former head of CBS Labora-
tories; George F. Mansur, deputy director, Office
of Telecommunications Policy, and Edward S.
Mason, chairman, Sloan Commission on Cable
gculnmunicalions. Bellevue-Stratford hotel, Phila-
elphia.

Jan. 7-9—Midwinter conference, Florida Associa-
tivns of Broadcasters, Silver Shores, Ocala.

Also in January

Jan. 6—Newsmaker Luncheon, sponsored by In-
ternational Radio and Television Society, on “the
state of the news.” Panelists will be network news
anchormen Harry Reasoner of ABC-TV, Waller
Cronkite of CBS-TV and John Chancellor of
NBC-TV. Moderator will be Bill Moyers of Na-
tional Educational Television. Watdorf-Astoria,
New York.

Jan. 10—Deadline for filing comments on FCC's
inquiry inlo fairness doctrine, phase re%nrdins
vaccess generally to the broadcast media for the
discussion of public issues.”

Jan. 10—George Foster Peabody Radio and Tele-
vision Awards deadline for entries. Medaltions
will be awarded for news, entertainment, educa-
tional and youth programs, as well as for public
service and promotion of international under-
standing. Stations, networks, individuals and citi-
zen groups may nominate 1971 programs and
activities. Entries should be submitted to the Henry
W. Grady School of Journalism, University of
Georgia, Athens 30601.

Jan. 11—Luncheon meeting. Hollywood Radio
and Television Society. Julian Goodman, presi-
dent and chief executive officer, NBC, speaks on
outlook for communications industry in election
year. Ballroom, Beverly Wilshire hotel, Beverly
Hills, Calif.

Jan. 14-16—Meeting. board of trustees, Educa-
tional Foundation of American Women in Radio
and Television. Holiday Inn, Hollywood.

Jan. 16-18—Midwinter convention, Idaho State
Broadcasters Association. Rodeway inn, Boise.

Jan. 17-21—Winter meeting, TV and radio boards
and joint board. National Association of Broad-
casters. Marco Beach hotel, Marco Island, Fla.

Jan. 20-21—Board of directors meeting, Institute
of Broadcasting Financlal Management. Plaza
International hotel, Tucson, Ariz.

Jan. 23-26—National Religions Broadcasters 29%th
annual convention. Theme of the meeting is
“Communicating Christ to Every Creature.” Par-
ticipating in the program wlll be FCC Chairman
Dean Burch, Commissioner Charlotte Reid. Com-
missioner-designate Richard Wiley and Vincent
Wasilewski, president, National Association of
Broadcasters. Washington Hilton hotel, Washing-
ton.

Jan. 23-26—Conference for Journalists on China,
sponsored by the Washington Journalism lee_r.
Conference  will examine changes going on in
China’s relationships with the U.S. and rest of

Major meeting dates in 1972

Feb. 8-11—Ninth  conference, National
Association of Television Program Execu-
tives, Fairmont hotel, San Francisco.

April 69—Nartional Association of FM
Broadcasiers annual convention. Palmer
House, Chicago.

April 9-t2—Annual convention, National
Association of Broadcasters. Conrad Hilton
hotel, Chicago.

May 4-7—Annual convention, American
Women in Radio and Television. Stardust
hotel, Las Vegas.

July 10-13—Democratic national conven-
tion. Miami Convention Center, Miami
Beach.

Aug. 21-24—Republican national conven-
tion. San Diego Sports Arena. San Diego.

Nov. 15-18—Sigma Delta Chi national
convention. Statler Hilton, Dallas.

the world and explore internal developments
within the country and will place President Nixon’s
upcoming visit to China in perspective. The Wash-
ington Journalism Center, 2401 Virginia Avenue,
N.W., Washington 20037,

Jan. 24-25—Management conference, sponsored
tgandIo Advertising Bureau. Hilton Inn-airport,
tlanta.

Jan. 25-27—Annual Radio-Television Institute,
sponsored by Georgia Association of Broadcasters.
Principal speaker will be Clay T. Whitehead, di-
rector of the Office of Telecommunications Policy.
University of Georgia campus, Athens.

Jan. 27-28—Annual National Foreign Policy Con-
ference for Editors and Broadcasters, sponsored
by Department of State. New Department of State
building, Washington. For invitation: Director,
Office of Media Services, Department of State,
Washington 20520.

Jan. 28-29—Mid-winter meeting, Callfornla Broad-
§n,rl;r.r Association. Gene Autry hotel, Palm
prings.

February

Feb. I—Annual stockholders meeting, Walt Dis-
ney Productions Inc. Dorothy Chandler Pavilion,
Music Center, Los Angeles.

Feb 1—Newsmaker Luncheon, sponsored by Inm-
ternational Radio and Television Saclety. Speaker,
Dr. Peter T. Goldinark, former president, CBS
Laboratories. Waldorf-Astoria, New York.

Feb. 1—Deadline for fourth annual Robert F.
Kennedy lJournalism Awards, honoring outstand-
ing reporting on problems of poverty and dis-
crimination in U.S. Contact: Journalism Awards
Group, c/o Robert F. Kennedy Memorial, 1954
3ist Street, N.W., Washington 20007.

Feb. 4-5—Annual winter television conference,

Soclery of Morion Picture and Television Engineers.

Program chaitman is Leonard F. Coleman, East-

rl_l;a;ll Kodak Co., Dallas. Sheraton Dallas hotel,
allas.

Feb. 7-8—Management conference, sponsored by
Radio Advertising Bureau. Regency Hyatt House-
O’Hare, Chicago.

FFeb. 8—Deadline for filing comments on FCC's
proposed rule amendment concerning inclusion of
program identification pattérns in visual TV trans-
missions (Doc. 19314).

Feb. B-10—Winter convention, South Carolina
Broadcasters Assoctation, Featured speakers will

Herb Klein, White House director of com-
munications, and Walter Johnson, chief, Broad-
cast Bureau, FCC.

Feb. 10-11—Management conference, sponsored
by Radio Advertising Bureau. Hilton inn-airport,
San Francisco.

Feb. 11-12—Annual convention, New Mexico
Broadcasters Association. Hilton hotel, Albu-
querque.

Feb. 14-15—Management conference, sponsored
by Radio Advertising Bureau. Hilton inn, Dallas.

Feb. 16-18—Faculty-industry seminar, sponsored
by [Imternationa! Radio and Television Society.
Subject will be “The Business of Broadcasting.”
Harrison House, Glen Cove, Long Tsland, N.Y.

Feb. 17-18—Management conference,
by Radilo Adveriising Bureau. Cherry
Cherry Hill, N.J,

Feb. 17-19—Winter meeting, Colorado Broadcase-
ers Association, Cherry Creek inn, Denver,

Feb. 18—13th annual Close-U; dinner, dance
and show, sponsored by New York ChaPter of
The National Academy of Television Arts and
Sciences, honoting ABC-TV host Dick Cavett.
Americana hotel, New York.

Feb, 22-23—Annual convention, Alabama Cable
Television Association. Parliament House motor
hotel, Birmingham.

Feb. 29—Annual Mike Award dinner of Broad-
cast Ploneers in behalf of Broadcasters Founda-
tion, honoring wbSU{AM) New Orleans as win-
nycr kof 12th annual award. Hotel Pierre, New
ork.

sponsored
ill inn,

March

March 3-5—Meetlng, board of directors, Amerl-
can Women in Radio and Television. Americana
Bal Harbour, Miami Beach.

March 3-4—Georgia Cable Television Association
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convention. Regency Hyatt House, Atlanta.

March 6-10—Second international study sessions
for videocassette and video-disk programs and
equipment (VIDCA '72), Besides reviewing indus-
try's brief past the sessions will focus on technical
problems, the copyright issue, videocassettes and
the public, and videocasseites and their applica-
tions 1o Lraining and to |ndllSl[¥ chlslmllon may
be arranged by contacting VIDCA. Cominissariat
General, 42 Avenue Ste. Foy. 9-Ncuilly, France,
Fees are $170 for individual participants and $120
for members pf companies reserving an office ut
n]_pe sessions. Palais des Festivals, Cannes, France.
rance.

March 9—32d Gold Medal Anniversary Banquet,
sponsored by /uternational Radio and Television
Society. Recipient of Gold Medal will be Julian
Goodman, president of NBC. Special IRTS cita-
tion 10 Dr. Frank Sianton, vice chairman of
CBS. Waldorf-Astoria, New York.

March 9-10—S8pring convention, Arkansas Broad-
carters Association. Sheraton hotel, Little Rock.

March [4—Newsmaker Luncheon, sponsored by
international Radio and Television Society. Wal-
dorf-Astoria. New York.

March 16—2Tth annual Western Advertising Art
Exposition and Awards Presentation Banquet.
Art Direciors Club of Los Angeles. Biitmore
hotel. Los Angeles.

March  2i—Internailonal Broadcasting Awards,
dinner honoring "'best” radio and television com-
mercials. Century Plaza hotel. Los Angeles.

March 23-25—International Symposium on_Com-
munication: Technology, Impact and Policy,
sponsored by Unnersl!y of Pennsylvania and
Communications Workers of America. Symposium
is designed to explore developing {rontiers of
knowledge in every aspect of communications.
Annenberg School of Communications, University
of Pennsylvania, Philadelphia.

BookNotes

“The Process and Effects of Mass Com-
munication,” 1971, edited by Wilbur
Schramm and Donald F. Roberts. Uni-
versity of lllinois Press, Urbana, lil. 997
pp. $15 clothbound.

This is the second and revised edition
of this volume, first published in 1954.
Designed as both a textbook and a gen-
eral sourcebook, it offers readings from
communication research conducted Over
the past decade and a half.

The papers consider mass communi-
cations’s media, messages, audiences,
effects, new developments and techno-
logical future. Offerings that focus on
the electronic media include: “The
Unique Perspective of Television and

its Effect: A Pilot Study,” by Kurt
Lang and Gladys Engel Lang; “The
Impact of Television Advertising:

Learning Without Involvement,” by
Herbert E. Krugman; “The Invasion
from Mars” (which examines the ef-
fects of Orson Welles’s 1938 radio
broadcast), by Hadley Cantrol, and
“Beyond Babel: The Century of the
Communications Satellite,” by Arthur
C. Clarke.

“Statistical Abstract of the United States:
1971, 92d edition, prepared under the
direction of William Lerner, chief, gen-
eral reporis division, U.S. Department
of Conunerce. U.S. Government Prini-
ing Office, Washington. 1,008 pp. $5.50
hardbound.

The most striking innovation of this
newest “Abstract” is the inclusion of
data from the 1970 census. Figures for
total population, population density,
population by metropolitan, urban and
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SOUL
SEARCHING

There’s a lot of talk about it.
How many of us do it?

Soul searching is what
when we try to figure
ratings. Why arc we No.
market, or as the case
sometimes No. 3 or 4?

happens
out the
1 in our
may be,

Soul searching is the business of
M & H, and we search out the
heart, soul, affection and defec-
tion of audiences toward stations.
The audience knows why it likes
your station and why it doesn't,
person by person, program by
program. Since the viewers and
listeners spend far more time with
the stations than anyone in man-
agement, they are amazingly hon-
est and articulate about what they
like or dislike. Ratings only tell
you how you make out with these
audiences, not WHY.

We find out why through the use
of the social scientist and in-
home, in-person interviewing. But
we do a lot more during the
course of the year—we work for
you. We make specific recom-
mendations for change, monitor-
ing you and your competitors on
a regular basis. We make sure
that constructive change occurs to
get things going in the right di-
rection—and keep it that way.
We literally harass you into im-
proving.

There is a lot more to it though,
and it doesn’t fit in an ad. Give us
a call for a presentation, with
absolutely no obligation on your
part.

Me&Tr

McHUGH anp HOFFMAN, INC.

Television & Advertising Consullants
480 N. Woodward Avenue
Birmingham, Mich. 48011
Area Code 313
644-8200
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rural residence are also incorporated.

There is also a 17-page updated sec-
tion on communications touching on
such topics as station distribution,
broadcast revenues, multiple ownership
and broadcast finances among others.

Notable additions are new tables on
minority groups, credit-card banking,
pesticides and price indexes.

The volume is available from the
superintendent of documents, U.S.
Government Printing Office, Washing-
ton 20402, or from the Department of
Commerce field offices in major U.S.
cities. )

“The Ticket Splitter: A New Force in
American Politics,” 1972, by Walter De
Vries and V. Lance Tarrance Jr. Wiil-
liam B. Eerdmans Publishing Co., Grand
Rapids, Mich. Approximately 150 pp.
$4.95 clothbound, $2.95 paperbound.

The key force in politics of the future,
according to the book, is the segment of
the electorate that does not vote down
party lines. These “ticket splitters,” the
book contends, are well-informed users
of the media who make rational deci-
sions about the candidates. After exam-
ining several campaigns of the 1960’s,
the authors turn to the problems that

political strategists face in the 1970%.
They believe the 1972 presidential cam-
paign will be won by the candidate who
can best communicate with the ticket-
splitters. And, the most important me-
dia influences on this segment of the
voting public are television news, docu-
mentaries and other special programs,
the authors conclude, with TV and radio
spot advertisements ranking well down
on the list. Mr. De Vries is a professor
of political science at the University of
Michigan and is a campaign consultant.
Mr, Tarrance is special assistant to the
director of the Bureau of the Census
and formerly was director of research
for the Republican National Committee.
The book is to be published in January.

“Not Just a Sound: The Story of WLW.,”
1971, by Richard Perry. Prentice-Hall
Inc., Englewood Cliffs, N.J., 242 pp.
$6.95 clothbound. Using ample portions
of fact and nostalgia, the author charts
the history of wiw(amM) Cincinnati
since its founding 50 years ago. Richard
Perry—former producer with the Du-
mont network and ABC-TV-remi-
nisces on the people and events which
contributed to the Avco station’s first
half century.

OpenMike.

Rejections

EpiTor: 1 cannot believe that a man
who has received so much from radio
could generalize as Arthur Godfrey did
in a recent issue of Family Weekly. His
answer to a reader as to why he quit
radio was: “There are 250 stations on
the CBS network and the preponderant
majority just plays rock-and-roll music
or keeps repeating the news day and
night. They don’t want anything of sig-
nificance.”

If that's really how Mr. Godfrey
feels, no wonder the affiliates don’t want
him.—Bill Sims, president, KOJO(AM)
Laramie, Wyo.

Man on the scene

EpiTor: Being an avid reader, [ could
not help but note some copy in your
issue of Dec. 6 which read, in part:
“Robert O. Magruder, former VP, Sov-
ereign Broadcast, which owns and oper-
ates KviL-AM-FM Highland Park, Tex.,
KRAM(AM) Las Vegas and KPTL(AM)
Carson City, both Nevada, elected pres-
ident of Sovran Inc., Dallas-based radio-
TV brokerage and consulting firm . . .”

For the record, I'am president, chief
executive officer and principal stock-
holder of Kelly Broadcasting Co., owner
and operator of kPTL-AM-FM Carson

City. My people have never heard of
Magruder—William Cody Kelly.

(Sovereign Broadcasting, based in Dallas, owns
25% of KPTL-AM-FM, not the 100% implied in the
announcement on which the BROADCASTING item
was based. Mr, Magruder was formerly in Sov-
ercign’s Dallas headquarters.)

Handicap?

EpiTor: Re: George Comte’s letter in
the Dec. 6 issue: The fact seems to have
escaped Mr. Comte that the students he
addressed may have grown up “a rather
bright, interesting, serious, appreciative,
intefligent group” (rather condescend-
ing language. isn't it?) in spite of rather
than because of the banal, insipid tele~
vision fare they were subjected to dur-
ing their formative years.—A. W, Free-
man, Plainfield, N.H.

Thrown for loss

EpiTor: I call your attention to the Dec.
13 article regarding ASI Commuriica-
tions Inc. which I find confusing and
possibly erroneous: . . . reported a net
loss on a 12.9% increase in revenue for
the nine-month period.” You show a 22-
cents-per-share earning for the first nine
months of 1971.—Louis Rosenbush,
Rosenbush Advertising Agency, Balti-
more.

(It should have read simply that revenue increased
12.9% in the period.)
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MWME’”” from Ira C. Herbert, VP, and marketing director, Coca-Cola USA, Atlanta

Selling Coca-Cola through music and song

In my years in the advertising-agency
business before joining the Coca-Cola
Co., I watched some good and some
not so good advertising being devel-
oped. In every case, creative groups
had been trying to capture that elusive
quality of emphatic communication in
advertising—a positive emotional re-
sponse.

Rare is the commercial that stirs
listeners or viewers to comments—
praising the words, the music or the
central theme of an ad. But there is
not much doubt that McCann-Erickson
has created just such an advertisement
with the “I'd Like to Buy the World a
Coke” television commercial for Coca-
Cola.

A flood of letters—over 5,000 as of
Dec. 1, 1971—all praising the central
thought, the music and the execution of
that ad—have poured into Atlanta cor-
porate home offices. Many thousands
more have arrived at the agency and the
offices of Bottlers of Coca-Cola. These
letters began to flow almost immediately
with the initial airing of the commercial
in July 1971. Most consumers want a
copy of the music—either a recording
or sheet music.

The length of popularity of this com-
mercial would be hard to predict, as
was the popularity of music styles and
performers on early radio shows spon-
sored by Coca-Cola. Early network
radio found the Coca-Cola Co. a new
and exciting sponsor in 1927,

Leonard Joy, who wrote the “theme”
for Coca-Cola, led a 31-string orchestra
playing contemporary sounds from the
musical hits of stage and screen in the
30's. Grantland Rice introduced each
of his shows with a sports-figure inter-
view. Anpdre Kostelanetz, joined later
by Percy Faith, was sponsored in the
40's on a program called The Pause
That Refreshes on the Air.

In addition to sponsorship of the ris-
ing young stars of the day, the Coca-
Cola Co. sponsored during the war
years a tour of the big-band sound called
the “Spotlight Band.” At first nation-
wide, then worldwide, the Spotlight
Bands were heard first over the Blue
network and then over Mutual Broad-
casting System.

The great band leaders of the era in-
cluded: Kay Kyser, Ray Noble, Guy
Lombardo, Alvino Ray. Ted Lewis,
Harry James, Freddy Martin, Ted Fio-
rito, Benny Goodman, Tommy Dorsey,
Tommy Tucker, Jerry Wald, Bob
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Chester, Jan Savitt, Géne Krupa, Louis
Prima and Xavier Cugat.

Among the first to be associated with
Coca-Cola on the air was “Singin’ Sam.”
Singin’ Sam, whose real name was
Harry Frankel, was enormously popular
and was sponsored from 1936 to 1941
by Coca-Cola. In 1942 and continuing
into the 50's the Coca-Cola Co. began
to sponsor more distinctive personalities.

Also in the war years, the company
sponsored The Pause That Refreshes on
the Air with Percy Faith and Jane Fro-
man. This show, after going overseas to
entertain occupation troops, was follow-
ed by Spoilight Review, a rollicking
musical entertainment featuring Spike
Jones and Dorothy Shay.

In the 50’s and the 60’s sponsorship
began to change. Individuals like Eddie
Fisher, Mario Lanza, Tommy Bartlett,
the McGuire Sisters and Anita Bryant
afforded an association for Coca-Cola
ranging from contemporary pop music
to classical.

In 1963 the jingle “Things Go Better
with Coke"” was introduced and more
youth-oriented radio and television ad-
vertising was begun. As the campaign
evolved, popular young music groups
were first engaged to record the jingle,
then to “do their own thing"” with a
campaign theme line as a tag.

Such greats as Ray Charles, Aretha
Franklin, the Fifth Dimension, the
Brooklyn Bridge, Vanilla Fudge or
Tommy Boyce and Bobby Hart were
heard across the U.S. doing “their thing”
for Coke.

Our current campaign, “It’s the Real
Thing,” placed a heavy reliance on
sounds and sights of our real world.

The Fortunes, a British recording
group, cut the theme music for “It's
the Real Thing.” The words of this
campaign carry a message. Coupling
sights, movement, the visual excitement

of the real world with these messages
has created a “concept” ad exemplified
by “I'd Like to Buy the World a Coke.”
World unity—simply stated—is “I'd
like to buy the world a Coke, and keep
it company.”

Other commercials in the campaign’s
second phase are “Bicycles” and “Coun-
try Girl.” Both tell word and picture
stories with emotion.

These commercials have touched the
imagination and the hopes of many tele-
vision viewers. And their counterpart
spots for radio have carried the mes-
sage everywhere.

We have sought to develop a sincer-
ity, a confidence and a trust with our
consumers, TV viewers and radio listen-
ers, through tasteful advertising for a
high-quality product.

From the letters and comments we
get every day, we think we've done this.
What the future holds is anybody's
guess. We don’t have a research firm
that samples the pulse of consumers’ re-
action to music. It's a “gut feeling” that
McCann's Bill Backer, senior vice presi-
dent, the lyricist, and Billy Davis, vice
president music-director, have.

In a marketing climate where con-
sumers as well as marketing conditions
change with the blink of an eye, it would
be impossible to say how long any one
commercial would be popular. One
thing for sure, though, if we deal with
real people, real hopes, real desires and
the real truths of our world, we will be
able to communicate for a long time.

Our philosophy parallels the thought
of the last stanza of “I Wish You,” the
music to “Bicycles”:

“Real things

Are the simple things in life

That are good and true,

That's the world T wish for you

It’s the real thing—

Coca-Cola.”

Ira C. Herbert left the agency business after
13 years 10 join the client side, at Coca-Cola,
first as brand manager in 1965 for Fanta
products, then for Coca-Cola in 1967. He
became director of brand development in
1970 and marketing director last August.
Along the way (in 1966) he was elected a
vice president for Coca-Cola USA, Atlanta,
a division of the Coca-Cola Co. His agency
career included Edward H. Weiss & Co., Chi-
cago, and in 1963 a move to McCann-Erick-
son where he was a vice president.
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The view of '72: hedged optimism

Analysts, burnt by predictions for '71, but buoyed
by outlook now, see better year ahead than one behind

A return to better days is in store for
broadcast advertisers, for their agencies
and for broadcasters in 1972, It isn't
apt to be the best growth year they ever
had, but signs definitely point to a
better year than 1971.

That conclusion is drawn from a re-
view of leading economic assessments
and forecasts with special attention to
the TV-radio outlook. It relies heavily
on the widespread belief that the na-
tion’s general economy will begin to
move solidly ahead in 1972. It is quali-
fied by recollections that similar fore-
casts were being made a year ago. And
it probably reflects to some extent the
psychology of many broadcasters who
feel that at this point there is no way
to go but up.

Confidence that 1972 will bring an
improvement in broadcasting’s eco-
nomic climate is shared by two of the
business’s best-known forecasters, Dr.
David M. Blank, economics and research
vice president of the CBS/Broadcast
Group, and Richard P. Doherty, inde-
pendent economic consultant. Dr. Blank
summed it up this way: *"72 will be
better than *71.” Mr, Doherty declared
himself optimistic that in 1972 broad-
casting will again qualify as a “better-
than-average growth industry”. He also
thought it inconceivable that the econ-
omy won’t improve and with it the reve-
nues of television, radio and other ad-
vertising media.

Their estimates of the probable rates
of improvement are relatively close,
though Dr. Blank tends to be the more
optimistic of the two where television
is concerned; Mr. Doherty the more so
in radio. In addition, their “local” fore-
casts are not directly comparable, Mr.
Doherty's being cast in terms of “total
station revenues” while Dr. Blank's re-
fer to sales to local advertisers. Dr.
Blank sees TV revenues rising above
1971 levels, with network TV advanc-
ing 7%-8%, national spot TV up by
that much or more and local TV
ahead by 12% to 15%. Mr. Doherty
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figures TV as a whole to gain by “no
less than 6%” with network up 5%-
6%, national spot rising about 5% and
total station revenues up 8% to 10%.

For radio as a whole, Mr. Doherty
sees a gain of 6%-7% coming “mostly
from local advertisers but also aided
and abetted by excellent radio national
spot for the better stations in the large
cities.” Dr. Blank thinks radio revenues
as a whole should rise about 5%-6%
“primarily in local sales.”

Mr, Doherty also offered some other
projections: Though TV network reve-
nues will advance by 5%-6%, he said,
“network payments to affiliated stations

Dr. Blank

will fall by 5% to 6%.” He saw this de-
cline as the continuation of a previously
discerned trend—aggravated by the cut-
back in network prime-time programing
under the FCC's access rule.

He also believes 1972 will see “most
FM stations making highly impressive
gains In revenue and audience” and
that the average VHF station should be
able to improve its net operating profit
(before depreciation, interest, taxes) by
8% to 10%. But in his view “the aver-
age ‘new era’ UHF station will at best
reduce its operational deficit.” For
broadcasting generally he expects the
last six months of 1972 to produce
bigger percentage gains in station
revenues than the first six, as compared
with the same months of 1971, but he
also expects each quarter of 1972 to
show positive improvement over its
1971 counterpart.

Mr. Doherty, president of TV-Radio
Management Corp., Dennis, Mass., an-
ticipates a gain of 5% to 5.5% in all
media-advertising revenues in 1972, as
opposed to an estimated 2.5% increase
to approximately $20.2 billion this year.
That 5%-5.5% advance is a little short
of the 6% rise he foresees for total TV
and the 6%-7% growth he projects for
radio.

In Mr. Doherty’s view, three basic
factors will affect 1972 advertising
volume, both in total and by individual
media: “First, some $150 million to
$175 million will be spent by political
candidates for national, state and local
offices, with heavy allocations to TV
and radio.

“Second, general business will be in a
definite recovery stage and virtually all
lines of business—Ilocal and national—
will possess larger sales revenue and, in
consequence, will enlarge their adver-
tising budgets. Third, the prevailing
governmental price-controls program
will definitely curb corporate profits
and thereby minimize the expansion in
advertising budgets. Because of the pre-
vailing price-control pressure upon net
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profits and the resultant average corp-
orate need to curb costs—of which ad-
vertising is the most flexible and ad-
ministratably determined item—total
advertising will be increased sporadic-
ally and moderately.”

He also suggested that all media ad-
vertising “would logicaily benefit to a
substantially greater extent if the gov-
ernment’s profit-control program were
on the basis of a so-called excess-profits
tax.” In that case, he said, “most firms

would incur larger advertising costs to.

expand competitive sales and/or ad-
vance their institutional image—adver-
tising being a ‘before-tax’ cost.” The
gross national product in Mr. Doherty's
book should rise about 8.5% in 1972
to a total of $1.14 trillion with about
3.5% of that rise attributable to in-
flation and about 5% to 5.5% reflect-
ing real (constant-dollar) economic
growth. Over the past decade he noted,
all-media  advertising has  usually
equaled about 2.1% to 2.3% of GNP;
in both 1970 and 1971, he said, it was
approximately 2%.

Both Dr. Blank and Mr. Doherty
acknowledged that their 1971 forecasts
a year ago (BroapcasTING, Dec. 28,
1970—Jan. 4, 1971) had not been en-
tirely on the mark.

Dr. Blank now figures network-TV
revenues in 1971 were probably 3%-
4% below 1970 levels, whereas he had
predicted they would at least hold even
despite the loss of cigarette advertis-
ing. He said he stili held hopes of
maintaining parity, or coming through
with no more than a 1%-2% decline,
until the government imposed its wage-
price controls last August and sales
slowed perceptibly. He had also forecast
a 5%-10% gain for spot TV which he
now estimates declined by 3%-4%,
while local-TV sales out performed his
prediction of a 10% gain by rising an
estimated 12%,. For radio he had fore-
cast a 5%-6% over-all increase; now he
estimates radio revenues for the year
were “flat or slightly up.”

Mr. Doherty figures his year-ago
estimates for 1971 GNP, personal in-
come, corporate profits and retail sales
were “well in line with year-end 1971
results,” but that the 4%-5% gain he
had predicted for all media advertising
was perhaps twice as high as the 2.5%
increase that “now appears to be the
fact of life.” The “weak” element in
the forecast, he said, was national-TV
advertising, both network and spot.
“Radio and newspapers both experi-
enced a 6% to 10% gain in advertising,
1971 over 1970, with newspapers being
the significant pacemaker.” {Moreover,
he foresees another advance of close to
10% for newspaper advertising—local
and national—in 1972.)

On the other hand, Mr, Doherty feels
he was “modestly conservative” when
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he predicted a 4% to 5% rise in radio
station revenues in 1971: “In reality
1971 was a very good radio year and
over-all radio station revenues likely
rose by about 6%."

As for TV, he said: “Throughout
1971, among practically all TV stations
and all TV markets, local-TV advertis-
ing racked up impressive gains while
national spot TV was sluggishly lack-
ing in growth. However, in my opinion,
the considerable benefits of local TV
advertising will prove to have offset the
lackluster national spot, and hence total
TV-station revenues for 1971 will prove
out at a 4% to 5% gain—that is, that
the official FCC report will eventually
show a 4% to 5% rise in total TV-
station revenue in 1971 which is not
far from my forecast of 5% to 6%.

“During 1971 the national TV net-
works very definitely intruded upon TV-
station revenues. In the first place,

~2 T
Mtr. Doherty

practically all TV affiliates received a
reduction in their network income. It
will indeed be interesting and revealing
when we have the dollar information
concerning total network payments to
affitiates 1971 versus 1970 and 1969 as
eventually published by the FCC. From
1969 to 1970, TV stations (in toto) ex-
perienced a 6% decline in their network
revenues.

“In 1971 this decline was unquestion-
ably at least another 6% —some of
which derived from the FCC’s enforced
reduction in network prime-time pro-
graming. In the second place, the TV
networks drove a 1971 wedge into sta-
tions’ national spot as the networks
strove to overcome their loss of cigar-
ette advertising.”

Mr. Doherty also recalled his year-
ago assertion that 1971 would not bring
a resumption of broadcasting’s strongest
growth trends but should prove to be a
pleasant year of modest revival from
the dismal 1970. “That,” he said, “just
about summed up the realities of 1971
for most broadcast stations except for
the usual annual batch of 1,100 to
1,500 radio stations that chronically
have their own individual recessions,”
regardless of the over-all trends in radio
advertising. Although the government’s
wage-price freeze and the uncertainties
of Phase IT slowed the growth trend
that was already under way in the fall
of 1971, Mr. Doherty feels the long-
range effect on radio-TV will be good.

“The basic governmental policy, in-
cluding monetary and fiscal policies, is
to stimulate a strong cyclical recovery,”
he said. “From all indications, the gov-
ernment intends to generate recovery
throughout 1972,

For Dr. Blank, the big surprise of
1971 was the softness of spot TV. It
“has been very weak this year,” he says.
“The FCC's prime-time access rule didn't
help by adding to stations’ already over-
loaded inventory.” Moreover, Dr. Blank
acknowledges that advertiser appropri-
tions that normally would have gone
into spot went to the networks instead:
“The networks got so cheap in the first
quarter that there was much more di-
version of spot money than I expected.”

As for the economy generally, Dr.
Blank said it “will be stronger in 1972,”
although he also feels that “it wasn’t
all that weak in 1971—it has been re-
covering gradually, maybe not as much
as many people had expected, but re-
covering.”

Dr. Blank warns that, in his view, if
the government doesn’t begin to dis-
pense with its economic controls by
spring or summer, “then we'll be in a
new ball game and nobody knows where
we'll go.” In the meantime, however,
he feels that broadcasting “is going into
1972 in a very good mood, with a lot
of unhappiness behind us.”
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A miracle turns sour for CBS

Electronic video recording is dumped —
once hailed as ultimate in home TV

CBS is abandoning the marketing of its
electronic video recording (EVR) sys-
tem—the first and thus far only po-
tential home TV playback service to be
offered for sale—in a move that will
stanch losses currently reported to be
running $8 million to $9 million a year
and that may lead to basic realignments
in other CBS divisions.

In an announcement Dec. 22, CBS
said it was phasing out its EVR cassette-
processing operations and had con-
verted to loans its equity in the EVR
Partnership, the England-based concern
established by CBS, Imperial Chemical
Industries Ltd. and CIBA-Geigy Ltd. to
manufacture and market the EVR sys-
tem outside North America.

The announcement, by Ralph O, Bris-
coe, president of the CBS/Comtec
Group, said CBS's video-cassette role in
the future will be primarily that of soft-
ware (program) producer and licenser
of the EVR system.

Mr. Briscoe said the EVR Partner-
ship has been granted North American
distribution rights or the EVR system
and is also negotiating with Japanese
interests to form a similar organization,
based in Japan, for worldwide market-
ing of EVR,

Mr. Briscoe said CBS’s EVR cassette-
processing plant at Rockleigh, N.J., will
cease operations in about six months, or
when facilities in England are ready.

He acknowledged that “the video-cas-
sette market has not progressed at the
pace that had been expected,” but said
that “without question video cassettes
are going to bring an important new
dimension to communications.” CBS’s
new move, he said, would *provide a
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solid foundation for Japanese partici-
pation” and also spur EVR’s develop-
ment for worldwide markets.

CBS retains its basic patents on the
EVR system, developed under the lead-
ership of Dr. Peter C. Goldmark, re-
tiring president of CBS Labs. Some
sources described the entire move as
“essentially a retreat to a royalty posi-
tion,” but Mr. Briscoe’s announcement
said CBS *will participate importantly
in the future fortunes of EVR,” will
“also participate in the partnership’s op-
erations through loan investment, and
will distribute English cassettes in North
America.” He said CBS Labs would
provide research and development serv-
ices to the partnership contractually.

Whatever the outcome, the move
seemed an anticlimactic step in what
only three years ago was acclaimed by
CBS as a “revolutionary” development,
potentially the TV match of the 334
RPM long-playing record developed by
Dr. Goldmark and introduced by CBS
in 1948. Where the long-playing record
has brought in countless millions of dol-
lars, however, EVR has brought little
but losses. Wall Street analysts estimate
these currently amount to $8 million or
$9 million a year and that the Joss from
the beginning probably totals $25 mil-
lion to $30 million.

Stemming that outflow was obviously
one of the objectives of the decision.

Mr. Briscoe said the costs of develop-
ing, producing and marketing the EVR
system “have been expensed.” He esti-
mated the cost of terminating cassette
manufacturing operations, including the
1972 phase-out of the Rockleigh plant,
would be about $10 million after taxes.

i

Dr, Goldmark

This, he said, will be reported as an
extraordinary loss in 1971 and will be
“substantially offset by the extraordinary
1971 gain from the unrelated divestiture
of CBS's interests in several Canadian
CATV systems.” He did not indicate
what that gain amounted to, but it was
estimated that CBS would receive about
$20 million for its interests in the cable
systems (BROADCASTING, June 7).

The phase-out obviously will affect
the CBS/EVR Division, headed by
President Robert E. Brockway, and
sources speculated that it probably
would also affect the CBS/Comtec
Group, of which the EVR division is a
part, and CBS Labs, based in Stamford,
Conn., as well.

The EVR division has an estimated
160 employes, 150 employed at the
Rockleigh plant plus some 10 execu-
tives in New York. CBS sources specu-
lated that most of the executives would
be needed to preside over the phase-out.
The announcement said a special unit
has been created to assist plant em-
ployes who “will be relocating both
within and outside of CBS.”

The CBS/Comtec Group is now
down to two principal components, CBS
Labs and the EVR division. With EVR
being phased out, speculation within
CBS was that the Comtec group would
be restructured or, more likely, elimi-
nated, but with its president, Ralph O,
Briscoe, virtually certain to get another
CBS management post.

The reasoning behind this speculation
was that, except for CBS Labs, the
principal surviving elements of the
Comtec Group are joint ventures in the
CBS Television Services Division—one
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with Memorex Corp. for development
and marketing of the CMX film-editing
system and one with Savin Business Ma-
chines Corp. for high-speed. low-cost
equipment for the business-convenience
facsimile market—that could be reas-
signed within the company. Moreover,
Ed Saxe, president of the services divi-
sion, is leaving the company early in
1972 for an American-European con-
sultancy (“Closed Circuit,” Nov. 22,
1971). His division formerly included
CBS’s film-syndication and domestic
CATYV operations, all spun off in 1971
to Viacom International.

Moreover, some sources speculated
that CBS Labs might be spun off or sold
or, if not, transferred into another CBS
group such as CBS/Editing and Pub-
lishing or CBS/Broadcast Group.

As CBS is phasing out its EVR oper-
ations. its North American licensee for
the manufacture of EVR players,
Motorola Inc., said its position on EVR
is still go. In response to reports of
CBS’s move, Elmer H. Wavering,
Motorola vice chairman, issued a state-
ment noting that Motorola had an ex-
clusive license running through 1971
and then would continue, as previously
announced, as a nonexclusive licensee.
“Our position remains unchanged.” he
said. “We are now producing and deliv-
ering EVR players to customers. We in-
tend to continue.”

About six months ago. reports cir-
culated that Motorola was becoming
disenchanted with EVR. Officials said
they had been delayed by start-up prob-
lems but denied they were disenchanted.
They said then that “several hundred”
units had been built and delivered in
the U.S. and “several hundred” others
delivered overseas (“Closzd Circuit,”
July 12, 1971).

Motorola concentrated on the educa-
tional and industrial markets and has
not offered the EVR for home use. CBS
sources declined to estimate how many
cassettes have been produced or at
what rate they are being turned out at
Rockleigh plant. They would say only
that the Rockleigh plant “is busy.”

Spokesmen for Videorecord Corp. of
America, an independent company cre-
ated to produce and acquire programing
for processing for use with cassette sys-
tems under development, said following
the CBS announcement they had con-
sidered EVR but had not yet had any
programs processed for that system.

Unofficially it was reported that
Videorecord. which is located in West-
port, Conn.. ordered 500 EVR players
from Motorola some time ago, eventu-
ally got delivery on about 10, and never
managed to get any of the units into ac-
ceptable operating condition.

Videorecord is beginning to set up
distribution with reel-to-reel tape.
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Cable receivers are on the way

Philco-Ford leases modified color sets to
cable subscribers; Magnavox, RCA also in act

The CATV wave of the future, what-
ever it may turn out to be, may have a
significant impact on the future char-
acteristics of TV receivers. As 1971
ended, thesc activities were under way:

® In Greensburg, Pa., Philco-Ford
Corp. is leasing color TV sets to cable
subscribers.

= A 101-channel TV set for cable
TV, announced by Magnavox Corp.
last July is being redcveloped for a
new showing early in the spring.

® The first experience of putting out
a large number of cable-TV sets goes
to RCA which has supplied more than
1,500 color sets to work off the closed-
circuit TV system used in Disney World
in Florida.

® Awaiting FCC action is a petition
asking for special standards for a cable
TV receiver, filed last June by the Na-
tional Cable Television Association.

® But beyond all this are the prophets
of the wired city concept whose aim,
as Robert W. Galvin, chairman of
Motorola, Inc. said out loud early in
December, is to move over-the-air TV
to cable and to free the radio spectrum
for other uses.

Philco-Ford, through its rental sub-
sidiary, Telesound Inc., has leased about
500, 19-inch color-TV sets to custo-
mers of WHIB Cablevision Inc., since
mid-September, when the program
started. The sets are rented for $15 a
month, plus a $10 installation fee
(which has been waived for the intro-
ductory period that is expected to last
until the middle of 1972). Free servic-
ing is included in the lease contract.

The Greensburg CATV system was
chosen, Philco spokesman said, because
the system has 10,000 subscribers, with
about half of them already owning
color-TV receivers. The potential in the
area served by the cable system is about
36,000 homes, it was also noted.

There are only two changes made in
the sets: modifications are made to the
antenna inputs and the tuning controls
for the cable hookup. Otherwise they
are stock receivers although because of
the modifications they are unusable for
off-the-air pickup.

The Greensburg experiment is seen
as the forerunner of a major leasing or
sales program by manufacturers or
CATV firms of spacial sets, made pur-
posely for cable TV.

Reports of such a development have
been rife for the last five years, but
now with CATV apparently at the
breakout point, the reports have gained
new currency.

That there is some basis for this

prospect was apparcnt earlier this year
when the National Cable Television As-
sociation asked the FCC to establish
special technical standards for a CATV
tefevision set (BROADCASTING, June 21).
Both the National Association of
Broadcasters and the Association of
Maximum Service Telecasters have ob-
jected {BROADCASTING, Aug. 23).

The first and except for the RCA
“discade” receivers, the only manufac-
turer who has shown a cable set is
Magnavox's Craftsman CATV division.
Shown at the NCTA convention last
summer was a home TV receiver de-
signed specifically for CATV. The TV-
101 was said to offer full-channel cable
reception, or a combination of both
cable and standard VHF and UHF
channels.

But, according to Magnavox officials,
work on debugging the multichannel
set has continued and it is their hope
that a new, trouble-free receiver will be
available in the spring.

The RCA receiver for the new Disney
amusement park near Orlando is the
standard stock set but has the tuner
omitted to function with the Disney
closed-circuit system there.

In its plea to the FCC, NCTA ex-
ptained the need for a 60-channel TV
set that would overcome some of the
difficulties cable systems experience
even in carrying the current 12-channel
TV spectrum. Because present cable
and amplifiers are not precise enough,
NCTA said, the only method for adding
more channels to TV sets is through the
use of a dual cable system, which
would, of course, require switches at
the TV home set, or by mounting a
converter on top of the home viewer’s
TV set.

The most efficient method, NCTA
noted, would be a single TV receiver
capable of handling all channels through
built-in circuitry.

There is space, NCTA noted, below
channel 2 (54 mhz), between channels
6 (88 mhz) and 7 (174 mhz)—space now
occupied by FM broadcasting as well
as aeronautical navigational aids and
air. land and maritime mobile uses—
and above channel 13 (216 mhz)
(BROADCASTING, June 21).

The latest and perhaps the most vig-
orous assault on the TV spectrum, came
from Mr, Galvin speaking at the awards
luncheon of the Institute of Electrical
and Electronic Engineers in Chicago.
He called for a national policy that
would transfer all broadcast television
“from radiated signal to broadband
cable.” Following this, he said, cable
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systems could begin to add other serv-
ices (meter data collection, customer
direct response and other educational,
entertainment and informational serv-
ices are the items he mentioned) as
they justify themselves.

He concluded the declaration of a
national policy in these words: “The
early establishment of the broadband
cable system for all moderately and
densly populated areas of the country
based on national standards and serving
the television market first.” A time
limit for this cutover must also be set,
he said, for initiation and for the com-
pletion of major stages.

Such a declaration should be an-
nounced now, he said, otherwise cable
systems will begin to expand into major
cities and their investments as well as
the public’s will make it more difficult
for a changeover later.

Although Mr. Galvin did not discuss
the details of what the cable-TV set
should have were his goal to come into
being, he did refer from time to time
to “television receivers-responders.”
These will become, he said, “a con-
venience to the consumer and an effec-
tive lower-cost method of distribution
for all manner of product.”

For the spectrum opened by such a
transfer, Mr. Galvin foresaw new uses
in personal communications, remote
control of appliances, mowers and ma-
chinery, security products, “and even
the revitalization of amateur radio.”

That's the key to the future of the
cable-TV set, a wireless for wire. When
the time comes for a many-faceted re-
ceiver in the home, manufacturers will
make them—you can bet on that.

Collins radio regroups
into four operating units

Collins Radio Co., Dallas, is being re-
structured into four major operating
groups, including a telecommunications
and switching-system unit that includes’
broadcasting equipment, to be head-

quartered in Dallas, with R. C. Mulla-
ley, senior vice president, in charge.

Other groups: avionics and tele-
communications equipment, in Cedar
Rapids, lowa, with J. D. Nyquist, senior
vice president, in charge; special tele-
communications, in Newport Beach,
Calif., with R. D. Johnson, vice presi-
dent, in charge; and international op-
erations, in Dallas, with J. H. Boyle,
vice president, in charge.

A special office of the president has
also been established with Collins presi-
dent and chief executive officer, Robert
C. Wilson, as head, and W. W, Rood-
house and Donald R. Beall as executive
vice presidents.

New launchings revise
pattern of intelsats

A new communications satellite is being
readied for service over the Atlantic
Ocean, following a successful launch on
Dec. 19 from Cape Kennedy.

The Intelsat IV satellite, now in equa-
torial orbit, is scheduled for commercial
service late in January. It will be used
in conjunction with the Intelsat TV sat-
ellite launched in January 1971.

Also later in January a second Intel-
sat IV will be launched for service over
the Pacific. Each satellite is capable of
handling 5,000 to 6,000 voice circuits
or up to 12 color-TV channels, or com-
binations of voice, TV as well as data
and other forms of communications.

As the year ended, the Intelsat system
consisted of 63 antennas at 52 earth sta-
tions in 39 countries. The latest earth
stations in operation are in Jamaica,
British West Indies, and Jordan.

When the new Atlantic Intelsat IV
satellite undertakes regular commercial
service, to be shared with the first At-
lantic Intelsat IV satellite, the existing
Intelsat I1I satellite, which has been op-
erational since 1970, will be moved over
the Indian Ocean as the second com-
munications sateilite in that area.

The international space communica-
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tions system is managed by the U.S.’s
Communications Satellite Corp. in be-
half of 82 nations that form the Inter-
national Telecommunications Satellite
Consortium (Intelsat).

Translator field opens

to three FM stations

The FCC has granted the first construc-
tion permits for FM translator stations,
more than a year after it set up rules
making possible such authorizations.

The action, by the chief of the com-
mission’s Broadcast Bureau, marks the
entry of FM radio into the translator
field, which for years has been the do-
main of VHF and UHF television.

Permits were given on Dec. 21 to
three FM licensees: Christian Broad-
casting Foundation Inc., to serve Viro-
qua, Wis., by rebroadcasting WRVB-FM
Madison, Wis., on 106.3 mhz; Commu-
nications Investment Corp., to serve
Evanston, Wyo., by retransmitting the
signal of kKQMU(FM) Salt Lake City on
105.5 mhz, and KsL Inc., to serve Bing-
ham City, Utah, by rebroadcasting KsL-
FM Salt Lake City on 105.5 mhz.

The commission said that more than
20 applications for FM translators have
been filed since the agency created the
FM radio translator service in Septem-
ber 1970 (BROADCASTING, Sept. 28,
1970). Action on some, however, was
delayed due to a lack of acceptable
equipment, the commission said, but
noted that several manufacturers have
recently expressed their intention of
seeking type acceptances for FM trans-
lators they have developed.

The three translators all proposed
to operate with a maximum transmitter
power output of 1 w. The commission’s
rules governing the FM translator serv-
ice specify that such stations will be per-
mitted to transmit with peak output of
10 w, except in central and southern
California.

TechnicalTopics

Fast warm-up ® Rohde & Schwarz Sales
Passaic, N.J,, has introduced AM-FM
signal generator covering 0.4 to 484
mhz. The type SMDA is fully transis-
torized and is said to have high-fre-
quency stability and accuracy after a

very short warm-up period. The SMDA
is priced at $5,400.

FM monitoring unit ® The KC-6060A
professional testing unit, introduced by
Kenwood of Gardena, Calif., is designed
for economical monitoring of FM sta-
tions. A five-position selector knob pro-
vides the following displays: (1) test
0.1 v peak-to-peak; (2) waveform left;
(3) waveform right; (4) stereo display,
and (5) FM multipath. It is priced at
$219.95.
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TheMedia

Responses to an FCC cry for help

Broadcasters, citizens and politicians
offer solutions to the fairness tangle

In 1962, the FCC received 409 fairness
complaints. In 1970 it received just over
60,000. That explosion, with all the
problems that accompanied it, led the
FCC last year to launch an examination
of its fairness doctrine; and, in the clos-
ing days of December, broadcasters re-
sponded with calls for more generalized,
less restrictive regulation, while others
came forward with proposals to refine
or expand the concept of fairness.

The second phase of the commission’s
inquiry involved two separate but re-
lated topics. One was a broad question:
What, if anything, should be done to
restructure fairness in a more contempo-
rary vein? The other was more specific:
How should the doctrine be applied to
political broadcasting? (Last October,
the inquiry touched on the relationship
between fairmess and product advertis-
ing [BROADCASTING, Oct. 18]. The issue
of access will be dealt with later this
month.)

In addressing those issues, broadcasters
emphasized a few basic, general themes.
They warned that the doctrine’s original
purpose—to guarantee the public a
right to hear both sides of a contro-
versial issue—is being eroded by the
evolving concept of a “right of access.”
They argued that the commission and
the U.S. Court of Appeals for the Dis-
trict of Columbia have too often sub-
stituted their judgment—very specific
judgment — for that of the licensee.
And, noting that the commission’s at-
tempts to apply the fairness doctrine in
a wide variety of cases have practically
overwhelmed it already, they argued
that extension of present policy would
be a mistake both from the broadcast-
er’s standpoint and the government’s.

The broadcasters responding also ad-
vised the commission to refrain from
changing the context of the personal-
attack rule and the so-called Cullman
principle (which stipulates that licen-
sees must make time available for con-
trasting points of view—without charge
if necessary—if an issue is of great
enough significance).

There were also several individual
suggestions for FCC consideration in
reshaping the fairness doctrine to bring
it in line with the times.

The National Association of Broad-
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casters, for instance, urged that passing
references to controversial issues should
not be made subject to fairness review.
Nor should the fairness doctrine be ex-
tended to include entertainment pro-
grams in which references to the con-
troversial are implicit, popular song
lyrics (in the case of radio) in which
controversial issues are dealt with, and
the content of movies originally made
for theatrical release, the NAB said.

The Evening News Association and
six other companies filing jointly sug-
gested that the commission implement
a two-year experimental period, in
which television and radio would be
“de-regulated” in the area of fairness. In

defense of this proposal, they said: “The
long record of good-faith efforts of most

" broadcasters and the many faults of

fairness regulation by government sug-
gest that the responsibility of broad-
casters should be tested outside the de-
tailed controls of government to deter-
mine whether that regulation is really
necessary.”

ABC requested that the commission
refuse to accept “blanket” fairness com-
plaints in which no particular station or
network is named as a respondent, and
that the agency make clear its “rejection
criteria” for all fairness complaints. The
network also suggested that a time limit
of one year after the broadcast in ques-

Kickbacks for opening access doors wide?

Much has been said about what should,
or should not, be done to make the fair-
ness doctrine a more realistic regulatory
mechanism (see above). One proposal
that might be of particular interest to
broadcasters and othérs was offered by
Lorenzo W, Milam. Mr. Milam, who is
the author of a booklet entitled “Sex
and Broadcasting: A Handbook on
Establishing Community Radio Sta-
tions” and who also has ownership and
administrative interests in several non-
commercial radio outlets, suggested in
comments to the FCC that pending the
failure of other persuasive devices, li-
censees might be responsive to a “bribe,”
of sorts, to further open their facilities
to discussion of controversial issues.

Mr. Milam said:

“I think we would agree that a finan-
cial incentive may be the cnly method
to get broadcast executives to open their
air time to the public , . .

“The power to tax is the power to de-
stroy—but it js also the power to per-
suade, to encourage. The FCC has now
the power to persuade—through its an-
nual license fees. I should like to see a
form of rebate of these fees to those
broadcasters who choose to open their
time to any group wishing to speak on
any controversial topic.

“I should like to see something called
‘rebate time’ come into existence. Broad-

casters would invite groups to apply for
half-hour or hour programs on their sta-
tions. These groups would be given time
on a strict first-come, first-served basis.
There would be no restrictions placed
on them by the broadcasters, outside the
usual standards of obscenity and libel.
The groups would be given the time at
no cost . . . and the programs (discus-
sions, panels, lectures, dialogues, drama)
would be presented live.

“The broadcasters would bill the FCC
for this time at their standard rates.
Thus, if a television station in a major
market gave an hour of rebate time to
the Urban League, and prime time costs
over the station were $2,500 an hour,
then the FCC would be billed $2,500.
Only the sum would be deducted from
the station’s annual license fee . . . and
the amount of the annual rebate would
be no greater than what the station
would have paid to the commission an-
nually.”

Under such a system, Mr. Milam
prophesied, stations would have an op-
portunity to discount, or even eliminate,
the much-lamented FCC annual fee,
and “. . . those of us who have been
deploring American radio and television
for so long would have a chance to see
and hear some fascinating on-the-air
material, things we would never get to
see or hear in any other way.”
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WHEN YOU'RI

AS SUCCESSFULA!
ONETHING LEFTT(

SOMETHING NEW.

If there’s anything we’ve learned from being B¢
television’s leading network these past 16 years, 3
it’s this: If you're going to live up to your past
success, the last thing you should do is rely on it.

So we're rewriting a hit. Just a little. Taking
our most successful television lineup in years and
moving things around a bit to make it more so.
We're also introducing three new shows to fur-
ther brighten the winter nights.

Asyou can see, we're working hard to improve
something that doesn’t seem to need much im-
proving in the first place. But then, that’s what
makesusthe leader. |

Audience estimotes bosed on NTI AA housshalds, 7 .'m-n pm,
Mon doy—Sundov, | Sem mber—| Dacember 1971 o

oppiicoble, | Jonuory—!l Decamber 1956-1970 nd | Jo ory—
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Congratulations to:

.

GLOBETROTTER COMMUNICATIONS
and WESTCHESTER CORPORATION

Principals of Westchester Corporation (left fo righi above) Joseph T. Zingale, Robert C. Weiss and Norman Wain.

We are in the venture capital business,

It is a tough business, but we like it—especially
when it works,

One of its keystones is the conviction that there are
more hard-driving, brilliant, responsible entrepreneurs
than have yet had a shot at the gold ring. And that
they deserve support.

In 1968, three young men from Cleveland stopped
in to visit with us. They wanted to buy Stations WIXY-
AM and WDOK-FM. They needed mere money than
they had yet been able to raise locally.

We loaned it to them, and we bought some stock
in their new company. After, of course, they per-
suaded us that they knew what they were doing.

In the next three and a half years, they proved

that not just to us—but to Cleveland and the whole
broadcasting industry. They proved it with good
management, with audience ratings and with bottom-
line profitability. They also proved that a three-man
team of creative individualists doesnt have to wind
up with chronic two-against-one ego-tripping! That
made success—and even the pitfalls on the road to
it—fun for their partners as well as for them.

Bob Weiss, Norm Wain, and Joe Zingale have now
merged with Globetrotter Communications. Their
stockholders have done well in the merger. We think
Globetrotter and its stockholders have done well, too.

We're happy for everybody. And since a sizeable
chunk of our resources is still committed to investment
in the media industries, we thought you ought to know
about it—and about us.

CREATIVE CAPITAL CORPORATION

Milton D. Stewart
Chairman and President

99 Park Avenue
New York, New York 10016

*A Federal Licensee Under the Small Business Investment Act of 1958



The ‘majority minority’ gets FCC help

Women now added to those special groups
that broadcasters must try to recruit

Women may make up more than 50%
of the population, but the FCC is per-
suaded they merit the same kind of
equal-employment protection in the
broadcasting industry as do blacks and
other minority groups (“Closed Cir-
cuit,” Dec. 20).

The commission, acting on a petition
filed by the National Organization for
Women, has modified various applica-
tion forms licensees now use to file
affirmative equal-employment opportu-
nity programs for blacks, Orientals,
American Indians, and Spanish-sur-
named Americans to include women.
The change is scheduled to become ef-
fective Feb. 4.

The commission in May 1970
adopted rules prohibiting broadcasters
from engaging in employment dis-
crimination on the basis of race, color,
national origin or sex, and directed
broadcasters to file reports on affirma-
tive-action programs to assure equal-
employment opportunties. It did not
specify women in connection with the
latter requirement, the commission said
later, because of a determination to

focus initially on employment prob-
lems of ethnic groups.

Most of those commenting in the
NOW proceeding supported the pro-
posal. But the National Association of
Broadcasters and Mrs. Virginia F. Pate,
president of wasa(aM) Havre de
Grace, Md. (and former president of
American Women in Radio and Tele-
vision), opposed it, contending that
licensees were already barred from dis-
criminating on the basis of sex and that
requiring a specific affirmative program
for women would simply impose
another burden on broadcasters. NAB
also said that no pattern of anti-woman
discrimination in broadcasting had been
established.

The commission, in adopting the pro-
posal, disagreed. It said it must focus
on groups comprising a substantial por-
tion of the population and which in the
past have suffered from discrimination
in employment. “Women,” it said,
“clearly come within the confines of
these criteria, They constitute over 50%
of the population, and the history
of employment discrimination against

FEATURED BY

AMERICA’S OUTSTANDING
MEDIA BROKER

NORTHEAST

8$2°¢5.000 Daytimer in top 50 market with over $3 million
radio revenue. Operated in the black last year. Price
is slightly over twice this year’s billings. All cash required.

FLORIDA

$82.500 Daytimer with presunrise sign on. Only station in two-

county area. Owns valuable land and building. Made
small cash flow last year, but needs owner-operator to develop. $25,000
down and terms to qualified buyer.

BIACKBURN&COMPANV,INC.

RADIO « TV « CATV « NEWSPAPER BROKERS / NEGOTIATIONS « FINANCING « APPRAISALS

WASHINGTON, 0.C. CHICAGO 60801
333 N. Michigan Ave.

(312) 346-6460

20006
1725 K Street, N.W.
(202) 333-9270

L5

ATLANTA 30309 BEVERLY HILLS 90212
1655 Peachtree 9465 Wilshira Blvd.
Road, N.E. 213) 274-8151

(404) §73-5626

71-53 _)
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women is amply demonstrated by the
comments in this proceeding.

“It is fully appropriate in our judg-
ment,” the commission added, “for the
attention of broadcasters to be drawn
to the task of providing equal-employ-
ment opportunities for women as well
as for Negroes, Orientals, American In-
dians and Spanish-surnamed Ameri-
cans.”

The commission said it saw *“no un-
due burden which would outweigh the
substantial public benefit” jt feels will
flow from requiring broadcasters to ar-
ticulate the new programs and filing
them with the commission.

The commission's vote in adopting
the proposal was 5 to 0, with Commis-
sioner Robert T. Bartley absent.

Now Pastore takes aim
at public-TV salaries

Senate Communications Subcommittee
Chairman John O. Pastore (D-R.1.)
said Dec. 20 that the high salaries being
paid public-television personalities are
undercutting congressional support of
long-term financing for the Corporation
for Public Broadcasting.

As a result, he said, it will be “tough”
next year to win congressional approval
of a long-term CPB financing plan.

The senator was also critical of the
$65,000 annual salary being paid to
CPB president, John Macy Jr., former
head of the U.S. Civil Service Commis-
sion. Senator Pastore pointed out that
Mr. Macy and others who head quasi-
federal agencies were paid much less
when they were in government service
and that they *“apparently were just as
dedicated then.”

The controversy arose when it was
revealed that public-TV newsmen San-
der Vanocur and Robert MacNeil are
paid $85,000 and $65,000 respectively
(BROADCASTING, Nov. 15). Later, at
the request of Representative Lionel
Van Deerlin (D-Calif.), CPB disclosed
the salaries of public broadcasting offi-
cials and other top on-air talent
(BROADCASTING, Dec. 6).

EhangingHands

Approved

The following transfers of station own-
ership were approved by the FCC last
week (for other FCC activities see “For
the Record,” page 57).

" KMaK(AM) Fresno, Calif.: Sold by
Fresno Broadcasters Inc. to John F.
McCarthy and Peter E. Tracy for
$800,000. Fresno Broadcasters is a sub-
sidiary of ASI Communications Inc.,
group owner of wRryT(am) Boston;
KROY(AM) Sacramento, XxJTV(TV) Bak-
ersfield and KFAC-AM-FM Los Angeles,
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1AVING A SEASON
’URS THERE’S ONLY

THE SONNY & CHER
. COMEDY HOUR

i Last summer’s runaway hit.

. The San Francisco Chronicle,

for one, called Sonny and Cher

|““the brightest, prettiest, hap-

| piest thing to happen to TV.”

Now they're back. Bigger and

better than before. More great

songs. More delicious clown-

ing. More big-name guests.
Mondays, at 10 pm EST.

ME AND THE CHRIMP
Introducing Buttons, the most
rambunctious chimp since
Cheetah. Ted Bessel shares top
billing in this new comedy
series. As the head of a family
who adopts Buttons and finds
himself involved in all sorts of
hilarious monkey business.

. Premieres Thursday, January
13 at 8 pm EST.

. THE DON RICKLES
SHOW
. A major turn of events, In his
new comedy series, Donis an
' ad executive and family man—
beset, besieged and bewildered
by all the trials and tribula-
tions tormenting man in the
big city. Premieres Friday,
, January 14 at 10:30 pm EST.




tion be imposed on fairness complaints.

WBEN-AM-FM-TV Buffalo, N.Y,, and
nine other stations urged that licensees
should not be judged as having acted
unreasonably unless there is definite
evidence that their actions were in bad
faith and clearly arbitrary and capri-
cious.

CBS asked the commission to refrain
from attempting to weigh programing
balance and to limit the occasions when
it makes inquiries of licensees to those
when the complainant can clearly docu-
ment a fairness violation.

In addition, the Washington com-
munications law firm of Haley, Bader
and Potts suggested that public affairs
programing responsive to the reasoning
behind the fairness doctrine is more
likely to flourish when competition is
encouraged between broadcasters under
a “permissive atmosphere,” devoid of
severe governmental restrictions.

But suggestions were also readily
available from parties less compassion-
ate to broadcasters’ interests.

A group of students at the University
of Maryland calling itself Maryland
Undergraduates for Law and Social
Change proposed that each station be
compelled to air a total of eight hours
per week of programing geared spe-
cifically toward public issues. Four
hours of such programing should be
broadcast in prime time and four hours
elsewhere in the schedule, they said.
Selection of what would go on the air in
these time periods would be made in-
dependent of the licensee by a six-mem-
ber citizen board, comprising a member
each from student or youth groups,
church organizations, locally elected
officials and conservation groups, as
well as two “at-large” members.

The Office of Communication of the
United Church of Christ recommended
that the commission, with the aid of
social scientists, develop a questionnaire
to be sent to all parties voicing formal
fariness complaints, Such a form would
be sent to complainants immediately
after receipt of their initial letter at the
commission, and should include ques-
tions specifically designed to judge the
validity of the complaint. The church’s
suggestion came in a brief highly criti-
cal of the “voraciousness” of broad-
casters’ negligence in the area of fair-
ness. Calling on the commission to
strengthen and vigorously enforce
the fairness doctrine, UCC asserted:
“Broadcasters are frequently heard to
say: ‘We can’t put you on, you're too
controversial' . . . Nothing is ‘too con-
troversial’ to be broadcast. No broad-
caster has ever been penalized for con-
veying too many controversial issues.”

The second topic under discussion
last week—the relationship between the
fairness doctrine and political broad-
casts—was examined in three areas: the
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personal-attack provisions of fairness
applicable to political candidates; the
subject of politically-oriented station
editorials, and the quasi-equal oppor-
tunity corollary (the so-called “Zapple
ruling”), which affords political can-
didates an exception to the Cullman
principle. Of these three, the Zapple
issue prompted the most heated debate.

The Public Broadcasting Service
found fault with the Zapple ruling, call-
ing it “ill-conceived” and “devoid of ra-
tional support.” PBS contended that po-
litical-fairness complaints should not be
handled at the FCC on a case-by-case
basis. Rather, it said, the commission
should forward such complaints to the
affected stations, which would be re-
quired to file regular reports with the
commission detailing how it responded
to a given number of controversial is-
sues and making reference to its treat-
ment of political-fairness complaints.
The FCC could then respond to the
complaints on a broader scale, PBS said.

But obviously the hottest issue con-
cerning the Zapple corollary was
whether it should be extended to presi-
dential appearances. PBS argued that
Zapple would become “even more ob-
jectionable” if such an extension were
to take place. Similarly, ABC com-
plained that a ruling that presidential
appearances invoke a right of reply
would not only distort the principles of
the fairness doctrine but would also
“contravene” Section 315 of the Com-
munications Act by giving equal time
to “non-candidates engaged in non-
campaigns in non-election years.”

In direct contrast to these arguments,
the Democratic National Committee
(which last month told the U.S. Court
of Appeals that the party out of power
should automatically receive a right of
reply whenever the President makes a
broadcast appearance [BROADCASTING,
Dec. 13]) told the commission that
stations or networks that carry presi-
dential addresses must seek out oppos-
ing viewpoints. It also requested the
commission to rule that all presidential
broadcasts would automatically be con-
strued as advocating a controversial is-
sue, therefore imposing on the licensee
an obligation to balance its programing.

From CPB to NAEB:
$192,160 in grants

The Corporation for Public Broadcast-
ing has announced a grant of $192,160
to the National Association of Educa-
tional Broadcasters for support of ac-
tivities in minority affairs, instructional
services and professional services.

Of the total amount, $55,000 is ear-
marked for NAEB’s office of minority
affairs. “Public broadcasting’s record in
terms of minority progress is not suf-

ficient,” said CPB President John Macy
in announcing the grant. The money,
he said, will help the minority-affairs
office “to operate at full strength. . . ."”
Another $49,248 will be used to help
fund a nationwide series of professional
training sessions by NAEB's Educa-
tional Broadcasting Institute. In addi-
tion, NAEB's personnel information
service is to receive $30,092 and its in-
structional services program $57,820.

And now, on the right:
Carl Mclintire's ACAC

Dr. Carl McIntire, the fundamentalist
radio preacher who is president of the
International Conference of Churches,
has announced the creation of a legal
organization that will represent “con-
servative and Christian interests” in a
wide variety of matters—including the
filing of fairness-doctrine complaints
with the FCC.

Dr. Mclntire, at a Washington news
conference last week, said the Ameri-
can Christian Action Council, will serve
as a counterforce to both the American
Civil Liberties Union and the United
Church of Christ.

“It will both initiate and provide legal
counsel and support” for conservative
and Christian groups where needed, he
said. “It will initiate complaints against
radio and television stations in their
abuse of the fairness doctrine, and
wherever the  United Church of Christ
enters this field to harass conservatives,
the ACAC will immediately take recip-
rocal action.”

The new organization will hold its
first meeting Feb. 1-2, at Cape Ca-
naveral, Fla.

Dr. Mcintire is head of the Faith
Theological Seminary, whose applica-
tions for renewal of WXUR-AM-FM Me-
dia, Pa., were denied in July 1970, large-
ly on the ground the stations violated
the fairness doctrine. The stations are
appealing the decision.

Cable sale in San Jose

Northwest Publications Inc., St. Paul,
a wholly owned subsidiary of Ridder
Publications Inc., New York, has agreed
to sell its 50% interest in San Jose
(Calif.) Cable TV Service. The sale is
to Gill Industries, San Jose, which al-
ready owns the other 50%, for an un-
disclosed cash sum. The sale is expected
to be completed by February, subject to
certain conditions, including approval
by appropriate regulatory agencies. The
cash transaction, according to Ridder
Publications, which owns Midwest cable
and broadcast properties will produce
an after-tax gain of 20 cents a share,
to be treated as an extraordinary item.
Gill Industries is licensee of xNTV(TV)
San Jose.
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imprisonment but he has said he will
appeal (BROADCASTING, Dec. 6).

The plaintiffs in the antitrust action
allege that Teleprompter received a fa-
vorable vote for the franchise after the
purported bribery revealed the contents
of the three other sealed bids, of which
one was the competing bid of the plain-
tiffs.

The suit includes four counts, two
antitrust and two common law. The res-
idents, all principals in the joint venture
seeking the cable franchise, are Herbert
Sinberg, Sydney Ossip and William H.
Heslop, described by the attorney who
filed the suit as “prominent business-
men.”

‘Cable Fable' from Yale

The Yale Review of Law and Social
Action, which is edited by Yale Law
School students, is planning an issue de-
voted entirely to the regulation and po-
tential impact of cable television. Ten
articles are in preparation for the issue,
which will be published in the spring
under the over-all title “The Cable

Fable.” Copies will sell for $4 each, and
may be ordered from the Yale Review
of Law and Social Action, Box 87, Yale
Law School, New Haven, Conn. 06520.

Cooke-Schlafly slate
faces Jan. 11 vote

Teleprompter Corp. has set Jan., 11 as
the new date for election of a new board
of directors by Teleprompter stockhold-
ers of record as of Dec. 10.

The elcction had been deferred since
Oct. 7 by a proxy fight waged by Jack
Kent Cooke, the company's largest
stockholder, until he and Teleprompter
management reached agreement on a
new slate of directors following the res-
ignation of Irving B, Kahn as chairman
and board member (BROADCASTING,
Dec. 6), Mr. Kahn has been sentenced
to five years in prison for bribery, con-
spiracy and perjury but has said he will
appeal.

The new slate, on which Mr. Cooke
and Teleprompter President Hubert J.

Schlafly said they had agreed, includes
eight nominecs allied with Mr. Cooke,
four from the present Teleprompter
management and two from Hughes Air-
craft Co., a leading shareholder.

The Jan. 11 election meeting will be
held at Chase Manhattan Bank in New
York at 2 p.m.

Late challenge fails

A Colorado Mexican-American organi-
zation’s belated attempt to block the
license renewal of XPUB(AM) Pueblo,
Colo,, has been defeated at the FCC.
The commission told the Colorado
Committee on the Mass Media and
the Spanish-Surnamed Inc. that it had
failed to justify the lateness of the past-
deadline challenge it filed against the
station six months ago, What's more,
the commission said, the charges con-
tained in the petition appeared to be
without merit. The petitioners had con-
tended that xkpuB discriminated against
minorities in its employment practices
and had failed to adequately ascertain
community needs.

BroadeastAdvertising

Network-TV billings
stay under '70 pace

November was $3 million
off last year with blame
on loss of cigarette ads

Network-TV billings in November 1971
declined 1.7% in comparison with the
same month in 1970, according to a
Television Bureau of Advertising report
for release Jan. 3 {see table at right).

TVB said, however, that the decline
represented one of the smallest for any
month during 1971 and that, had ciga-
rette-commercial billings carried in 1970
been deducted from that year’s reve-
nues, results for November 1971 would
have represented a 7.7% increase in in-
vestments.

Billings in November 1971 totaled
$175.4 million compared with $178.4
million for the same month a year ear-
lier. For the 11 months, January- No-
vember, this year, network-TV billings
were off by 6.2% (investments dropped
from $1.6 billion to $1.5 billion).

TVB had reported September and
October off 2% and 0.5% respectively
in 1971 in comparison with the same
months in 1970 (BroapcasTiNG, Nov.
29, 1971).
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NOVEMBER

1970 1971
Daytime $ 59,685,3 $ 61,448.0
Mon.-Fri. 36,707.8 39,669.5
Sat.-Sun. 22,997.5 21,778.5
Nighttime 118,740.6 113,936.2
Total $178,425.9 $175,384.2

ABC

January $ 36.905.5
February 38,478.7
March 39.946.5
April 36,949.8
May 337015
Juna 32.039.4
July 27,310.3
August 29,605.5
*September 40,655.7
*Qctober 52.551.7
*November 56.427.9
Year-to-Date $424,572.5

JANUARY-NOVEMBER

% Chg 1970 1971 % Chg.
+ 3.0 § 5048122 $ 4842625 — 44
+ 8.1 345,611.2 326.,530.4 — 55
— 5.2 159,201.0 157,732.1 — 09
— 4.0 1.071.500.8 994,865.2 — 7.2
— 1.7 $1,576,313.0 $1,479,125.7 — 6.2
cBsS NBC Total
$ 50.029.2 $ 52,027.2 $ 138.961.9
48,852.4 45,322.3 132,853.4
54,338.1 48,506.9 142,791.5
49,2613 46,792.6 133.003.7
48,611.8 42,1485 124.461.8
41,929.6 38,183.1 112,152.%
38,270.3 36.043.8 101,624.4
39,039.1 35.272.3 103,916.9
49.650.5 45.511.4 135.817.6
63.394.8 62.411.7 178,358.2
64.247.5 54,708.8 175,384.2
$547,624.6 $506,928.6 $1,479,125.7

Source: Broadcast Advertisers Reports, as released by Television Bureau of Advertising.
*fmportant note: The September, October and November estimates are based on data available prior to

the presidential price and wage freeze.

The figures reprcsent dollar-expendi-
ture estimates based on data available
to Broadcast Advertisers Reports be-
fore the government’s wage-price freeze
went into effect last Aug. 15.

Though weekday daytime invest-
ments showed comparative declines in
September and October, an 8.1% in-
crease occurred in November. All other
dayparts showed declines in November
1971: Saturday and Sunday daytime
was off 5.2% and nighttime down 4%.
(There was one less weekend day this
past November compared to the year
before).

FTC on dental ads:
substantiate claims

The Federal Trade Commission has
asked five toothpaste makers and three
denture cleaner manufacturers to sup-
port some of their advertising claims.

The documentation order was issued
by the FTC on Dec. 22, and applies
to Beecham Inc., Clifton, N.J., for
Macleans toothpaste; Carter-Wallace
Inc., New York, for Pearl Drops; Col-
gate-Palmolive Co., New York, for Col-
gate and Ultra-Brite; Lever Brothers
Co., New York, for Pepsodent and
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Close-Up; Procter & Gamble Co., Cin-
cinnati, for Crest and Gleem IL

Also Block Drug Co., Jersey City,
N.J., for Polident tablets and Dentu-
Creme; Richardson-Merrell Inc., New
York, for Kleenite, and Warner-Lam-
bert Co., Morris Plains, N.J., for Effer-
dent tablets.

The advertising claims cited ranged
from Macleans’ claim that it is within
the lowest third of all toothpastes
insofar as harmful abrasiveness is con-
cerned to Efferdent’s claim that it re-
moves “stubborn stains” between teeth
in minutes.

The illustrations used in the FTC
order were all television network com-
mercials on all three networks. The
only exception was the Kleenite denture
cleanser ad that appeared in a Parade
newspaper supplement. An FTC of-
ficial noted, however, that the TV com-
mercials were cited principally because
they contained all the themes of the
questioned claims. Variants of most of
these claims were also made in print
media, he said.

This is the fifth industry that has
been asked by the FTC to substantiate
claims. Others have been automobiles,
TV sets, air conditioners and electric
shavers.

Two licensees charged
with double billing

Two broadcasters in the same town,
who admitted double-billing certain ad-
vertisers, face fines of $2,500 each.

The FCC has issued notices of ap-
parent liability on fraudulent-billing
grounds to R. B. and Bernice Bell,
licensees of KLCcOo-AM-FM Poteau, Okla,,
and to Indian Nations Broadcasting Co.,
licensee of KINB(FM), also in Poteau.
They have 30 days to pay or contest the
fines.

Both licensees apparently issued affi-
davit invoices to certain advertisers con-
taining false information concerning the
number of spots run and the amount
actually charged, the FCC said.

More time for U.S. Media

The U.S. referee in bankruptcy, Judge
Edward J. Ryan has designated Jan. 10
for resumption of hearing on a petition
by U.S. Media International, New York,
for reorganization under Chapter 11 of
the Federal Bankruptcy Act (BRoaD-
CASTING, Oct. 18 et seq.). Judge Ryan
delayed the hearing to give U.S. Media
additional time to devise a satisfactory
plan to pay off creditors and also to
permit Mahoney, Cohen & Co., New
York, to audit the debtor’s records for
the creditors committee. In its petition
for reorganization, U.S. Media listed
liabilities of $8,095,215 and assets of
$4,158,159.
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Xerox shopping
at the networks

Wants prime-time slot
for Alistair Cooke
series on America

Xerox, through its agency, Needham,
Harper & Steers, is negotiating with the
TV networks for a place on prime-time
schedules next fall for a series of 13
one-hour programs entitled America: A
Personal View.

According to the advertiser, the first
choice for placement of the prestigious
series is on a commercial network.

The program, created, written and
narrated by Alistair Cooke, is a co-pro-
duction of the BBC and Time-Life
Films. The series will reflect a personal
interpretation of “the American story”
by Mr. Cooke, who for almost 25 years
has been interpreting America to BBC
audiences in a weekly 15-minute radio
report.

Xerox said some footage is being
completed in Spain with final shots to
be made in England. The series would
be shown in England on the BBC simul-
taneously with its appearance in the U.S.

America: A Personal View has virtu-
ally the same production team that was
responsible for the Civilisation series
which Xerox underwrote in the U.S.
showings. Michael Gill is executive pro-
ducer.

Xerox was the advertiser that with-
drew from NBC-TV’s Quarterly Report
last fall, asserting that the first program
failed to live up to its promise (BRoAD-
CASTING, Sept. 27, 1971).

Xerox, according to its spokesmen,
wants a network spot and “in prime-
time, nothing but.” Its options, should
Xerox fail to obtain prime-time on the
networks, would be to seek clearances
on stations independently with program
distribution through Hughes Television
Network or another such entity, or on
noncommercial television via the Public
Broadcasting Service.

In any network deal, it was indicated,
there would be options for reruns, ex-
tending the arrangement into 1973.

Ready for RAB conferences

The Radio Advertising Bureau in three
weeks begins its management-confer-
ence series with the first session Jan. 24-
25 at the Hilton inn (airport) in At-
lanta. RAB said all of the conferences
will be two-day events and will be
conducted by J. W. Newman Corp., a
management training firm. Emphasis
in the course will be to “strengthen the
10 primary attitudes and habit patterns

that are essential to business perform-
ance.” Attendance at the seminars will
be limited to station management—
owners, general managers, national and
local sales managers. Other meeting
dates and cities: Feb. 7-8 at Regency
Hyatt House (at O’Hare airport), Chi-
cago; Feb. 10-11 at Hilton Inn-airport,
San Francisco; Feb. 14-15 at Hilton
Inn, Dallas, and Feb. 17-18 at Cherry
Hill (N.J.) inn.

Buusingssiriefly

J. C. Penney Co., New York, which is
new to network TV with its sponsor-
ship of NBC’s election-night coverage
next year (BroaDcasTING, Dec. 20,
1971), has also signed for half spon-
sorship of ABC News's election-night
coverage (Nov. 7). LaRoche, McCaff-
rey & McCall, New York, is Penney’s
agency.

Pepsico, through Young & Rubicam,
both New York, will be in NBC-TV’s
new series, Sanford and Son and Emer-
gency! which begin in January on Fri-
day at 8-8:30 p.m. and Saturday at 8-9
p.m., respectively.

The Cadillac division of General Motors
Corp., Detroit, through D’Arcy Mac-
Manus Intermarco, Bloomfield Hills,
Mich., will be a major sponsor on CBS-
TV of the Kentucky Derby (Saturday,
May 6), the Preakness (Saturday, May
20), and the Belmont Stakes (Saturday,
June 10). Also, U.S. Industries, through
McCann-Erickson, both New York, will
sponsor on CBS-TV the USI Classic,
golf tournament, Saturday, Aug. 19 (5-
6 p.m. EDT) and Sunday, Aug. 20 (4-5
p.m. EDT).

Uslivertsi

Here’s looking at you ® Arthur and
Wheeler, Chicago-based advertising
agency, has appointed Agency Services
Corp. to provide coverage (pre-air
screening and on-air monitoring) of all
network shows on Alberto-Culver’s
schedule. Agency Services specializes in
live and tape commercial production
and on film/tape integration into met-
work shows.

C-E ties with Brandwynne * Jacqueline
Brandwynne Associates, New York,
formally severed its two-year relation-
ship with Benton & Bowles, as of Dec.
31. The new year marked the agency’s
tie-in with Campbell-Ewald, Detroit,
which has purchased a minority interest.
Miss Brandwynne now holds the ma-
jority interest in the agency, which has
American Cyanamid among its major
accounts.
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all California, and WeEReE(aM) Cleve-
land. Mr. McCarthy was formerly gen-
eral sales manager of Capital Cities
Broadcasting’s wJrR(AM) Detroit, and
later with Capcities’ subsidiary, Fair-
child Publications Inc. Mr, Tracy has
interests in two New Jersey manufactur-
ing firms and a White Plains, N.Y., data
services company. KMax is on 1340 khz
with 1 kw day and 250 w night.

= Kaaa(aM) Kingman, Ariz.: Sold by
Wallace E. Stone to Charles D. Lan-
gerveld and Robert S. Hamilton for
$225,000. Mr. Langerveld is applicant
for a new FM facility at Lake Havasu
City, Ariz. Mr. Hamilton is a time sales-
man at Kaaa. The station operates on
1230 khz with 1 kw day and 250 w
night.

The hopefuls
for NAB radio board:

Annual election of half the members of
the radio board of the National Asso-
ciation of Broadcasters is under way
with the announcement Dszc. 22 of
nominees.

Four districts have new candidates,
since existing directors are ineligible for
re-election. These are Dan C. Dailey,
KGBX(AM) Springfield, Mo., district 10;
Allan Page, KGwa{aM) Enid, Okla.,
district 12; Ben A. Laird, wpouz-aM-FM
Green Bay, Wis., class B market, and
Edward D. Allen Jr., WDOR-AM-FM
Sturgeon Bay, Wis,, class D market.
All have served two consecutive two-
year terms.

One contest looms for the class A
market directorship, where three nomi-
nees have been listed—compared to the
normal two in all other categories. This
is because two of the candidates were
tied in the primary nominations run-off.

Following are the nominees, with bal-
lots scheduled to be mailed out Jan. 5
with the deadline for receipt Jan. 31
(incumbent jtalicized):

District 2—William F. O’Shaugh-
nessy, wvox-aM-FM New Rochelle,
N.Y., and Philip Spencer, WCSS{(AM)
Amsterdam, N)Y.; district 4—Robert
R. Hilker, wcGc-AM-FM Belmont, N.C.,
and Jack B. Prince, wTArR-AM-FM Nor-
folk, Va.; district 6—J. Kenneth Mar-
ston, wpxXi(aM) Jackson, Tenn., and J,
A. (Sonny) West, kbMS(AM) and KRIL-
(FMm) El Dorado, Ark.

District 8—George A. Foulkes, WAAC-
(aM) Terre Haute, Ind., and Raymond
A. Plank, wxkLA-aM-FM Ludington,
Mich.; district 10—Dale Cowle, KasI-
AM-FM Ames, Jowa, and Robert E.
Thomas, wJaG-AM-FM Norfolk, Neb.
(Mr. Dailey is the incumbent director);
district 12—V. Kay Melia, KLOPE(AM)
Goodland, Kans., and Robert L. Pratt,
KGGF(aM) Coffeyville, Kans. {Mr. Page
is the incumbent); district 14—Sidney
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King, kvoc(aM) Casper, Wyo., and
William A. Merrick, KBMN(AM) Boze-
man, Mont.; district 16—Dan McKin-
non, KSON{(AM) and KSEA(FM) San
Diego, and Jack Willis, KHEP-AM-FM
Phoenix.

Class A—Elmo Ellis, WSB-AM-FM
Atlanta; Kenneth Harwood, WRTI(FM)
Philadelphia, and Harold R. Krelstein,
WMPS-AM-FM Memphis; class B—Rob-
ert Crager, wwBZ(AM) Vineland, N.JI.,
and Thad M. Sandstrom, WIBW-AM-FM
Topeka, Kans.; class C—Tom Harrell,
wsTP(AM) and WRDX(FM) Salisbury,
N.C., and Walter Rubens, KOBE(AM)
Las Cruces, N.M.; class D—Clint
Formby, kpaN-AM-FM Hereford, Tex.,
and Ben B. Sanderson, KICD-AM-FM
Spencer, Towa. Mr. Formby is the
present class C director, but market
classifications were changed by the
board tfast June putting Hereford in the
class D market.

WNET collects pledges

A membership drive conducted by
WNET(TV) New York has netted the
station $91,824 apd 5,746 new sub-
scribers, In addition the noncommercial
station was the recipient of a $75,000
personal gift made by John Hay Whit-
ney designated for live coverage use.
These figures outstripped the station’s
expectations of its “Pledge Week,” con-

YEARS

ducted during the week ended Dec. 5.
While it had expected to gain only
5,000 new supporters, WNET is certain
the number will exceed 6,000 when all
replies are received.

Whitehead called
an empire builder

And OTP is overstaffed,
overpaid and into politics,
says Van Deerlin

An influential member of the House
Communications Subcommittee, Lionel
Van Deerlin (D-Calif.), has fabeled Clay
T. Whitehead, director of the Office of
Telecommunications Policy, the archi-
tect of “a new empire [in broadcast
regulation] in the making.”

Mr. Van Deerlin launched an attack
on OTP at a Dec. 20 luncheon for
newsmen in New York.

Mr. Van Deerlin said OTP and Mr.
Whitehead have “strayed into political
thickets.” He also said OTP maintains
a staff greater than the size of a con-
gressional staff “with similar jurisdic-
tion. (Jts 65 employes, he said, com-
pare with a total White House staff of
55 prior to World War I1.) And, he said,
OTP spends $1 million a year on
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studies conducted by outside firms and
individuals.

Mr. Van Deerlin said that while Mr.
Whitehead, “a young PhD with out-
standing qualifications,” who is un-
doubtedly worth the $40,000 a year he’s
paid, 30 employes on the OTP staff
were being paid “$22,885 or more” in
yearly salary.

He said he viewed “with suspicion”
the “empire that Tom Whitehead seems
to be building over there."”

“How,” he asked, ‘‘can so many
highly paid staffers be needed to pre-
pare presidential policy in a field already
occupied by such well-manned agencies
as Comsat and the FCC?” OTP’s pay-
roll, he said, would seem especially un-
usual “in view of President Nixon’s
well-known penchant for economy in
government.”

Mr. Van Deerlin said that while he
had only praise for Mr, Whitehead and
the OTP for their contribution in break-
ing the impasse between broadcasters
and cable operators that had blocked
cable-TV development, in other areas
OTP’s contributions have been “less
positive.”

The congressman said that OTP's
emphasis on technology was evidenced
in the “top-heavy” engineering staff.
And, he said, only two of 65 staffers
have prior experience in broadcasting.
Yet, he went on, “recent Whitehead
utterances include pointed advice to
broadcasters—advice that has usually
been more political than technological.”

“Some of his [Whitehead’s] recom-
mendations” Mr. Van Deerlin said, “ap-
pear to reinforce the desire of other
administration spokesmen to drive a
wedge between the networks and their
affiliates. He served educational broad-
casters with a clear warning of White
House unhappiness with their Corpo-
ration for Public Broadcasting.

“He curried favor with radio licensees
by proposing outright de-regulation of
their industry and with all broadcasters

by suggesting the fairness doctrine be
gutted.”

Mr. Van Deerlin suggested OTP
stick more to technology and engineer-
ing problems rather than make the FCC
“an adjunct in policy making."

A spokesman for Mr, Whitehead saw
“a touch of partisan politics” in the con-
gressman'’s remarks. “He is a Democrat
and we're moving into a political year.”
Moreover, he said, the speech really
amounts to a criticism of Congress and
its appropriations committees.

“Congress created the office by per-
mitting the President's reorganization
plan to become law, and it has oversight
over everything we do,” he said. “We
submit our budget to Congress and testi-
fy on it before the House and Senate
committees on the number of people we
employ and the levels of pay.” And the
over-all size of the agency—it employs
55 people, although it is authorized to
employ 65—is not great in relation to
the size of the industry with which it
deals, he said.

ACLU hits FCC ideas
on cable access

It urges regulation
as common carrier
to keep channels opens

The American Civil Liberties Union,
in a letter to House Communications
Subcommittee Chairman Torbert H.
Macdonald (D-Mass.), has criticized
the FCC plan for CATV regulation
and the compromise agreement on cable
as failing to assure the availability of
enough public-access channels.

ACLU called the FCC’s Aug. 5 “let-
ter of intent” to Congress and the com-
promise agreement reached Nov. 11 by
broadcasting, cable and motion-picture
interests “a distinct departure from the

CINCINNATI—

TUCSON—

R. C. CRISLER & CO., INC.

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

_—

Richard C. Crisler, Ted Hepburn, Alex Howard
36 East Fourth Street, 45202, phone (513) 3817775

Edwin G. Richter Jr., Fronk Kalil
POB 50544. 85703, phone (602) §22-3336

28 THE MEDIA

vital principles of open access and di-
versity that should govern this new
technological revolution.”

Stating that it favors common-carrier
treatment of CATV, ACLU charged
that the commission “has taken an
ambiguous, small step toward this goal
by providing the general public with
only restricted channel-leasing rights.”

It noted that the commission would
require a cable system to make only
one public-access channel available; ad-
ditional access channels would be man-
dated only if the system’s capacity ex-
ceeded the FCC’s ‘N+1’ formula and
that they would be available to the
public only on a leased basis with no
guidelines for reasonable rates and
terms for usage.

And, ACLU added, the letter of in-
tent ‘“‘gives no assurance of any access
at all for those who wish to use cable
to present regular commercial programs
and services.”

The FCC's definition of user's right
of access as merely the right to apply
for time on a ‘first come, first served,
nondiscriminatory’ basis, ACLU said,
is a restriction “because it offers no
safeguards to prevent the first-comers
from becoming the only users served
since they could obtain long-term con-
tracts.”

ACLU was also critical of the FCC’s
proposals for their silence on fairness-
doctrine and equal-time questions, and
for too severely restricting the importa-
tion of distant signals.

Johnstown CATV losers
sue Teleprompter

A $4-million antitrust suit has been filed
in federal court in Pittsburgh against
Teleprompter Corp. by a Johnstown,
Pa., group claiming damages from an
alleged conspiracy involving a cable-
TV franchise.

The court on Dec, 21 granted an ex-
tension for Teleprompter’s reply till
March 1, 1972, on the initial filing
made Dec. 8.

The suit alleges that the purported
conspiracy was responsible for the fail-
ure of a privately owned bus company
(Johnstown Traction Co.) and three
Johnstown residents to win an exclusive
cable franchise awarded in January
1966 by the Johnstown city council.

Teleprompter in a statement Dec. 22
said the suit was “completely without
merit and can be successfully de-
fended.”

Teleprompter and its co-founder, Irv-
ing B. Kahn, were found guilty in New
York in a federal court of bribery, con-
spiracy and perjury in the award to
Teleprompter of a CATV franchise in
Johnstown (BrOADCASTING, Oct. 25).

Mr. Kahn was sentenced to five years
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Eclecticismn built rock. In the fifiies,
black music—irself a blend of gospel
and blues—caught on with a mass audi-
ence. White performers capitalized on
it, but black artists like Chuck Berry (1)
and Little Richard (r) made it live. In
Britain, the sound |ater blended with
other influences to create something
new. The Beatles (upper left) embodied
the whole story; their initial debt was
mainly to artists like Chuck Berry, but
gradually their eclecticisim grew 1o in-
clude new instruments, surprising har-
monies, complex lyrics, structurally in-
volved songs. But even in its most ambi-
tious moimenis, as when The Who (be-
low) recorded a “rock opera” called
“Tommy,” the music kept in touch with
its origins, and most of the top artists,
including The Who and the 1971 ver-
sion of DBeatle John Lennon (upper
right), are consciously doing just that.
Eclecticismn built rock, but raw, basic
drive remains its foundation.




pop music with a song called “I Want
to Hoid Your Hand.”

Jerry Moss, president of A&M Rec-
ords: “One thing you have to congratu-
late the Beatles for, I mean besides sell-
ing records, is that the Beatles sold a
lot of record players. They opened up
an entire new generation of people who
were listening to records. And more
people are growing up, thanks to the
Beatles, with record players since they
were 8 and 9. And continuing to buy
other records when they’re 10, 11, 12,
I think it's also the reason you have
such long-term successes now. The Roll-
ing Stones have been selling records for
eight years. Used to be an artist had two
or three hot years. That’s not the situa-
tion any more. His audience is starting
at an earlier age. That artist is grow-
ing right along with the people who
are buying his records.”

The British pop explosion, by hind-
sight, was almost inevitable. For many
years, and to this day, the young people
of Britain devoured all the music that
America had sent them. Artists who
had long fizzled out in the States played
to packed houses in Europe. It was
only natural that the younger musicians
in England would absorb the music
and begin to produce their own.

Exactly what it was that the British,
and the Beatles especially, added to
what was unabashedly American is hard
to say. Between 1964 and 1966. the
years of the British invasion of the U.S.
music industry, record sales jumped
34%. The Liverpool bands—Freddie
and the Dreamers, the Dave Clark Five,
Gerry and the Pacemakers—made hap-
py, good-time music to contrast with
the darker, slicker records out of De-
troit and South Philadelphia that still
gripped America. The other half of the
British explosion, led by the Rolling
Stones along with The Animals and
the Yardbirds, was rooted in American
blues. Mick Jagger of the Stones and
Jimmy Paigs, then of the Yardbirds
and now with Led Zeppelin, grew up
with the vintage delta blues of Lead-
belly and Robert Johnson and the
newer Chicago electric blues of Big
Bill Broonzy, John Lee Hooker and
Muddy Waters. In the late sixties, the
indigenous American blues came back
across the ocean, and on a wave of tre-
mendous record sales, in the form of
bands like Cream and Led Zeppelin
while the black originators of this wildly
successful music form worked for sub-
sistence pay in the clubs of the big-
city ghettos.

The phenomenon of rock had its be-
ginnings in late 1966. Despite wide-
spread opinion that places all of the
credit for the development of this popu-
lar music form squarely on the Beatles,
there was an uncommon fusion of sev-
eral different influences that brought
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Jerry Moss, A&M:

“The Beatles . . . opened up
an entire new generation
of people who were listen-
ing to records . . . I think
it’s also the reason you
have such long-term suc-
cesses now. The Rolling
Stones have been selling
records for eight years.
Used to be an artist had
two or three hot years.
That’s not the situation
any more. His audience
is starting at an earlier
age. That artist is grow-
ing right along with the
people who are buying
his records.”

rock to its current dominance. Put sim-
plistically, half the revolution came
about when the Beatles began to expand
their music in terms of lyrics and in-
strumentation (George Harrison's addi-
tion of the sitar, Paul McCartney’s in-
fatuation with full orchestras, John
Lennon’s increasingly complex and ma-
ture lyrics). The other half fit into place
when a Los Angeles group, the Byrds,
recorded a folk, acoustical song, “Mr.
Tambourine Man,” with electric guitars
and whining harmonies and made it a
hit. It was one of the first times that
sophisicated—even literate, if you will
—lyrics were applied to a rock-and-roll
song.

Within a year, the San Francisco
sound of the Jefferson Airplane, The
Grateful Dead, and Country Joe and
the Fish helped bring some of the crea-
tive energy and record sales back to
America. They rode the flowering hip-
pie movement out of the Bay Area
until the themes of love, communal liv-
ing, protest and drugs had spread to
every corner of the country, California
became the warm, cozy womb where
most of the rock we still hear today

was conceived, nurtured and bloomed.

Many theories have come forward
on the reasons why California supplied
so many good bands. Some credence
must be given to the fact that Los An-
geles and the Bay Area (and some of
the larger cities and towns between)
have been able to support small clubs
and dance halls during the years when
similar spots were folding in the East.
In a record market that is glutted with
more new talent every year (although
the number of new acts has recently
declined somewhat), these training
grounds where musicians can ‘“pay
their dues” are of integral importance.

California is the youth state of the
union., More than half the people in it
are under 30 and three-quarters of
those are under 20. California experi-
enced its great population jump after
the second World War. And as all those
post-war babies got into their teens, they
told the rest of the world about the joys
of youth in California, via the Beach
Boys. It’s no coincidence that a genera-
tion of political radicals and the group
of musicians that pioneered American
rock came from the same place.

Very little can be said about “Sgt.
Pepper's Lonely Hearts Club Band”
that has not been said before. Not since
Lexington has there been a shot like
that one. Sgt. Pepper’s ushered in the
concepts on which most of popular
music is still based. The idea of an
integrated package for an LP began
with this album. Today, it has become
so important that artists now have
standard clauses in their contracts that
give them control over cover art, album
stuffings, etc., as well as creative control
over the music. The whole idea of a
“concept” pop album began here. That
is, an album should not be just 12-14
singles put together on a bigger piece
of vinyl. It should be an entity unto it-
self, and its contents should be integral.
Most important, Sgt. Pepper’s blew the
walls out of popular music. Never again
would pop have to fit into a mold or
subjugate itself to a formula. The entire
world of music—anything that was
sound, really—could be used to com-
municate ideas that were not being said
anywhere else. That eclecticism has
characterized rock, ever since the sum-
mer of 1967,

The doors were opened to the minds
of millions of young people—a huge
aperture indeed. Through those doors
rushed groups like the Mothers of In-
vention, the Doors, Jimi Hendrix, The
Band, The Who and the Buffalo Spring-
field, perhaps the most respected Ameri-
can rock band ever. Their music ex-
panded consciousnesses, protested so-
cietal inequities, reinforced peer group
values and sometimes just made kids
happy.

Right now rock is in a singer-song-
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SpecialReport

..it's a family affair

“Believe in the magic in a young
girl's soul,

Believe in the magic of rock and
roll,

Believe in the music that can set
you free,

Well, the magic's in the music and
the music's in me.”

—JOHN SEBASTIAN

As a purveyor of popular culture,
1 the music industry has challenged

television, movies, radio and print
in terms of impact, especially on the
young. It was a central force in shaping
the generation that grew up in the sixties;
its influence may be as pervasive on the
one growing up in the seventies. Unbur-
dened by government regulation, the
music industry has been freer than
broadcasting to adventure creatively
and, consequently, to keep up with and
at times ahead of the changing life-
styles of its audience.

Jac Holzman, president of Elektra
Records: “The music business is far
less restrictive than any of the other
communications media. That's why it
has been so successful. Because the
music business responded to an audi-
ence—swiftly and reasonably accur-
ately—it encouraged in its artists a high
degree of artistic freedom.”

That freedom has been exercised in
the form of rock and roll and its evolu-
tion from “Rock Around the Clock”
to “Sgt. Pepper’s” to “Sweet Baby
James.” Most rock and roll was never
“good music.” It had very little to do
with music actually: Music was only its
vehicle. When it can be looked back on
from a clearer vantage, say 20 years
from now, its sociological impact may
far outweigh any innovations it may
have made in music.

The rock phenomenon of the sixties
can most simply be defined as self-
conscious rock and roll, a musical form

32

finally recognized as a strong communi-
cator and used as such. Musical con-
tent has gained a greater importance of
late, but rock and roll has proved itself
to be intelligent music for reasons other
than musical. It {s able to speak to the
conditions.

The history of early rock and roll is
basically a history of white artists “cov-
ering” hits by black artists, refining the
blacks’ rhythm and blues. In 1955 Bill
Haley and the Comets recorded “Shake,
Rattle and Roll"—an R&B release on
Atlantic by “Big"” Joe Turner in 1949—
with the lyrics cleaned up a bit. It be-
came what is considered the first rock-
and-roll hit. At the same time, Sam
Phillips was recording a group of coun-
try singers who were doing some very
different things with what was then
termed “hillbilly music.” On his Sun
label, he had Jerry Lee Lewis, Johnny
Cash, Roy Orbison and Elvis Presley,
a skinny kid with slicked-back hair from
Tennessee. Mr, Phillips cashed in on
his far-sightedness when he sold the
Presley contract and tapes to RCA for
$40,000 in 1955—which turned out to
be the cheapest $40,000 RCA ever
spent, RCA and Presley’s manager,
Colonel Tom Parker, toned Elvis down
a bit musically (a little less raunch, a
lot more crooning), told him to wiggle
his hips, and gave him a song originally
recorded by Big Mama Thornton, a
large, black woman with a gravelly
voice, The song was “Hound Dog.”

If America was not ready for the
originals by black artists—who were
admittedly less polished, if perhaps
more authentic—by the end of the
fifties, genuine black music had its
foot in the door of public acceptance
in the person of Little Richard
Penniman. Little Richard was, and still
is, a screamer and a stomper. A former
gospel singer, he wrote and performed
songs that were so energetic, so infec-

tious, so individual in style that he could
neither be covered nor ignored. Chuck
Berry, another giant of the fifties, is also
black, but unlike Little Richard or Ray
Charles, his roots are not in blues, but in
country music, and his appeal is to white
audiences. Chuck Berry’s contributions
to the development of rock and roll are
many. The most important is that he
was the first rock-and-roll poet; i.e., he
put a message in his lyrics. The mes-
sage he repeated over and over—in
those lyrics and in countless hits—was
that rock and roll was good, and it was
here to stay.

Just as these men meteored into
prominence and wealth during the last
half of the fifties, by the beginning of
the sixties they were all off the scene.
Elvis was drafted, Buddy Holly and
Richie Valens were killed in a plane
crash, Chuck Berry was in jail, Little
Richard—after what he considered a
close brush with death on a Right-—
disappeared into the ministry, Jerry Lee
Lewis was in disfavor and seclusion
after marrying his 13-year-old cousin.
The vacuum was filled with white
artists who were so pallid (Annette
Funicello, Paul Anka, Connie Francis)
that music-with-a-backbone became the
exclusive domain of the black artist.
Phil Spector, “the first teen-age tycoon,”
was making records with the Crystals
and Darlene Love that were to lay the
groundwork for the records Berry Gor-
dy and Motown would make all through
the sixties and that we now call “soul.”
Ray Charles was also at his peak during
this time while he was working for
Jerry Wexler at Atlantic. Two eXcep-
tions, white acts who were making for-
mative music with spunk and popularity
during this transition period, were Dion
and the Belmonts and, especially, the
Beach Boys.

In November of 1963, a group from
Liverpool changed the entire face of
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writer period, with some major excep-
tions and startling dichotomies. Carole
King has sold (by A&M’s count) 3.7
million albums and 1.6 million tapes of
her “Tapestry” album, for a combined
dollar volume (in distributor sales) of
$15 million. James Taylor has sold
nearly as many of his “Sweet Baby
James.” Still, the best of this new genre
remain cult tastes: Neil Young, Laura
Nyra, Randy Newman.

At the other end of the spectrum of
this third generational group of musi-
cians is Grand Funk Railroad, a band
which got very little airplay on major
stations but made it to the top on the
basis of live performance—a very loud,
very exciting experience. And it has
prospered phenomenally. Funk’s six
albums have sold over 20 million copies
(records and tapes) in their two-and-a-
half years on the scene, for a retail
value close to $120 million.

But the loud sound is not really out-
selling the soft as it did several years
ago. Both now coexist in a period of
pop music not noted, as were earlier
ones, for the dominance of heraldic
superstars, but for a diversification in
tastes. Nevertheless, rock still speaks to
conditions.

“Gonna write a little letter,

Mail it to my local DI,

There’s a jumpin’ little record

That I want my jockey to play.”
—CHuck BERRY

ASCAP has survived those anti-
2 trust suits of the forties; radio

has survived the lawsuits by
Fred Waring and the other members of
the National Association of Performing
Artists of the same time; BMI broke the
monopoly on music performance rights
over 30 years ago, and live music has
been gone from radio longer than most
broadcasters care to remember.

There are still vestiges left from those
tumultuous days. WcrFL(am) Chicago
still has to use members of the musicians
union to spin records; the old issue of
radio paying performance rights to the
record companies and performers is
back again in the form of a new copy-
right bill pending before Congress;
there’s still a “potted palm” station in
Portland, Ore. (xoin[aM]), with a live
studio orchestra.

But by and large, the scene from then
to now is totally unrecognizable, When
the record industry finally discovered
that airplay didn’t really hamper record
sales but actually boosted them, the
courtship between records and radio
began,

Jac Holzman. president of Elektra
Records: “The bulk of radio is irrevo-
cably wedded to the music industry. We
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need each other desperately. We both
have a story to tell. We both tell our
story with the aid of the other, And yet,
the distance we maintain is surprising.
And there seems to be, perhaps, more
distrust and a lesser sense of the reality
of the situation from the side of the
radio men.”

Ever since the inception and prolifera-
tion of radio, it has served as the major
form of exposure for music product.
Since the early fifties and the advent of
network TV, music has been radio’s ma-
jor programing tool. Although stations
depend heavily upon the record compa-
nies to supply them with proficient, ex-
citing music virtually free of charge,
radio management has never really been
willing to recognize or accommodate its
dependency.

Jac Holzman: “Radio sometimes acts
like a person who's living in your house

Jac Holzman, Elektra:

“The bulk of radio is irrevo-
cably wedded to the music
industry. We need each
other desperately. We
both have a story to tell.

We both tell our story

with the aid of the other.
And yet, the distance we
maintain is surprising.

And there seems to be,
perhaps, more distrust and

a lesser sense of the real-
ity of the situation from
the side of the radio men.”

and living off your hospitality but is em-
barrassed about it. And as a result gets
testy,”

Record men, on the other hand, have
never shown much embarrassment about
trying to influence the methods by which
radio runs its business. Witness the Bill
Gavin programing conferences of the
last several years. Despite a conspicuous
effort to keep the annual meetings from
becoming “a head-hunting party for the
record industry,” the music business far
outdistances radio in attendance at such

affairs.
Neil Bogart, president of Buddah
Records: “! have a vision where the

radio station guy says: ‘OK. I'm ready to
battle, Send in the next war group.” And
in walks the promotion man who un-
loads his bombs. The radio man sends
up his artillery: ‘But T got Gavin
Reports.’ Or: ‘But I'm not interested
in Gavin.’ Or: ‘You need a battle plan
to get a record played.” .. .”

Promotion, like the rest of the music
business, has changed greatly in the last
10 years. The days of the “personality”
promotion man are gone. It is true that
promo men of the past have brought
this distrust on themselves through de-
ceptive practices, “hype” and, most
blatantly, payola. The program director-
promo man relationship is subject to the
pressures.of a highly competitive busi-
ness, much the same as beset other men
in similar jobs in the entertainment field,
(The film distribution-theater and pub-
lisher-newsstand relationships are two
parallels that come to mind.)

Neil Bogart is one of the best men to
talk to when looking for insight into
the promo game. In a little more than
four years, he has built Buddah from a
small label, totally dependent on MGM
for distribution, into a major independ-
ent company, an autonomous operation
owned by Viewlex Inc. Buddah began
its independent career with a string of
financially successful “bubble-gum™ hits
(Buddah coined the term, by the way)
in the late sixties—“Yummy-Yummy™
and “Chewy-Chewy” among the top
sellers. In the last two years, however,
it has advanced strongly into R&B with
a new division. Hot Wax, and some
bright new black artists, The Honey
Cone, Bill Withers and Curtis Mayfield
(formerly of the Impressions).

Between Mr, Bogart, with his amaz-
ing talent for recording successful sin-
gles, and Cecil Holmes, Buddah’s na-
tional promotion manager and twice
winner of the R&B promotion-man-of-
the-year award from the Gavin radio
programing conference, the company's
growth, mainly via its AM hits. has been
phenomenal.

Neil Bogart: “If promotion people
would understand that their job is not to
trick or force a radio station into playing
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Jac Holzman: “The thing about the
music business that is unlike radio is that
radio does not function as much off the
cuff as the music business does. Method-
ologies of doing business in music shift
from day to day. There can be five ways
of doing the same thing, each of them a
little bit right. You’re constantly on the
line to make intuitive judgments involv-
ing large sums of money. If anybody
asked me what it was that I do as presi-
dent of a record company on a day-to-
day basis, the only answer I could give
them is that I make it up as I go along.
And I don’t think radio is like that.

“In radio, as you adopt a format,
you have to think it out very, very thor-
oughly, becauvse you're dealing with a
totality of a concept. A record company
is dealing with 20 to 150 individual
artists, all of whom are their own real-
ity. Sometimes they impinge on the
reality of the whole and sometimes they
don’t.

“The one area of the music business
and the radio business that is close
to the same is that there are an incred-
ible number of non-innovative copycats
out there, somehow making a living.”

Clive Davis, president of Columbia
Records: “Record companies can more
readily explore the full range of creativ-
ity of artists, Whereas radio, being li-
censed, has many more restrictions. So
you get censorship involved where radio
is concerned. Therefore, they do have a
different kind of responsibility and I'm
not looking down at all upon the prob-
lems that they have. As far as I'm con-
cerned, we have an obligation to our
artists that there are things that we have
to put on records, and I believe very
strongly that we should. You can make
the same analogy between book compa-
nies and books. And you find that radio
stations cannot play a lot of the material
that the artist might want to expose, as
far as thoughts are concerned.”

Mr. Davis’s point is an important dis-
tinction to keep in mind. There is no
contact with artists—with the exception
of promotional appearances—at the sta-
tion level. Radio is not in the business
of finding and exploiting musical talent.
It has left that responsibility to the rec-
ord business. Radio is perhaps the only
form of entertainment that—for the
most part—does not directly involve it-
self with artists.

By and large, the record industry is
much more understanding of the prob-
lems of and differences about radio than
has been shown here. The companies
within it are acutely aware of the rea-
sons behind radio’s comparative con-
servativism. A record company can be
started in a garage with $500, while a
radio station in a market of any size
represents a capital value of several
hundred thousand dollars and up. Radio
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stations are regulated by the govern-
ment; record companies are answerable
to no one but their creditors. Most of
all, the record people realize that radio
stations make no money by selling rec-
ords, a job they do extremely well. but
by selling advertising based on the size
of their audiences.

But as times have changed the music,
and music has changed the times, the
music business has become more emo-
tionally committed to its music than it
was before. The enthusiasm generated

by the pop music of the sixties finally
turned on the companies that were sup-
plying it. Management at the record
companies got progressively younger.
The new executives, promotion men,
marketing and publicity experts were
coming from the ranks of the “children
of the Beatles.” And now, those people
are asking that same kind of commit-
ment from the people who expose and
showcase their product, the people in
radio.

(continued)
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Superstars vs. cult tastes * Among the
many kinds of music of dominant influ-
ence on today's pop scene are those
whose attraction—for whatever magical
reason—sitrikes a chord with the mil-
lions, and those of equal artistry who
—for whatever subtle distinction—at-
tract a devoted bur less numerous fol-
lowing. Today's superstars are Carole
King (far left), whose “Tapestry” album
has been a cross-over hit on both con-
temporary and MOR stations as well as
a star sales performer, and Grand Funk
Railroad (I), which has sold over 20
million albums despite relatively litle
airplay. Three leaders among today’s
cult artists are (I to r, facing page) Neil
Young, Laura Nyro and Randy New-
man. All are songwriter-performers
whose hits are often covered more spec-
tacularly by other artists: Nyro'’s by Bar-
bra Streisand, for example, and New-
man's by Three Dog Night.

“Back in the days when | worked
- for Martin Block, we all just pro-
gramed what we liked.”
—ROBERT SMITH, general manager,
woR(aM) New York.

“It's happening big in Fargo, Tulsa,

Wheeling, Winnipeg!”
—ARNOLD Passman,
in “The Deejays.”
3 an outspoken broadcaster, often
critical of his colleagues in radio.
With his wife he owns and runs two
contemporary stations, ways(aM) Char-
lotte, N.C., and waPE(AM) Jackson-
ville, Fla. They recently contracted to
purchase an FM in Charlotte, WRNa,
subject to FCC approval.

Stan Kaplan: “The record business,
like Gaul, is divided—but into four
parts. The first part is the music for sub-
teens—Donny Osmond and the Part-
ridge Family. The second is the pop
hit that goes beyond the sub-teen mar-
ket—*“American Pie" [by Don McLean]
is an example of that type of music.
Then there's soul. And then there’s the
underground stuff, music that is pri-
marily on albums. Now, I'm not talking
about country or novelty-type music
here, just popular music. The contem-
porary stations are the only pzople who
will program a little bit from all those
types of music. The MOR station may
program the pop or sub-teen hit, but
it certainly won’t go near the soul or
underground things. And the black sta-
tions won't touch the sub-teen stuff.
And because we take a little bit from
each we have the greatest effect on rec-

Stan Kaplan has a reputation as
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ord sales. That's why T find a record
man every time I open a drawer.

“The first conflict between the record
business and radio is that they want us
to play new product while we want to
play established hits,” Mr, Kaplan says.
“And if there's been any change in pro-
motion men in the last half-dozen years
it has been that a promotion man would
rather have me play a new song on any
other label than play an established hit,
even if it’s on his. The second conflict
arises over the length of the playlist—
they, for the most part want them
longer; we, for the most part, want them
shorter.”

Kpay(aM) Santa Monica [Calif.] is
one of the few stations in the U.S. that
programs progressive rock on the AM
side of the dial, Kpay doesn’t have top-
20 or top-30 lists of the week, and limits
its commercials to eight minutes an
hour. And although its DJI’s have large
followings, they’re not the usual “jivers”
of AM radio. The approach proved so
prosperous that other stations in the
market are beginning to adopt similar
sounds. Bob Wilson is the program
director, and principally responsible for
leading the way to album cuts and
longer playlists on AM radio in Los
Angeles.

Bob Wilson: “A lot of the problems
that the record business has had with
radio have been of its own making.
There is simply too much product. For
years, the record companies have been
throwing blind records off the wall and
hoping that on= of them will fall on the
turntable. T have a thousand and twelve
cuts to listen to each week. I can’t pos-
sibly listen to them all. But I think the
record industry has learned that they

really can’t do that any more. And the
product [evel has gone way down.

“But our differences have lessened in
the last year or 18 months—mainly be-
cause we have expanded our playlists
and [Bill] Drake [the program consult-
ant] and kHJ [(AM) Los Angeles] are
playing more album cuts and the like.”

One of the more heartening develop-
ments of the last several years, Messrs.
Kaplan and Wilson agree, is the increase
in the number of commercials that rec-
ord companies are buying. “It's some-
thing they should have done a long time
ago,” Mr. Kaplan says vigorously. “In-
stead of wasting all that time and money
on a promotion man, they now buy
more spots to give the audience a little
taste of it. And once they get them into
the stores, they can do something.”

If there is one point of contention
between radio and the manufacturers,
it is the misrepresentation of sales fig-
ures. “A promotion man will come in
here and rave and tell me that he sold
32,000 copies of some record in L.A.
What he won’t tell me is that he got
22,000 back,” Bob Wilson complains.

Stan Kaplan simply says, “They lie.
There's no way that either you or I are
going to get any truthful figures out of
the record companies. They just won't
tell you.”

Wasc(aM) New York is the highest-
rated rocker in the largest market in
the country. Rick Sklar has been pro-
graming the station for seven years
now, although he likes to say, “They
[the audience] program the station, I'm
just a researcher, statistician.” For-
getting what the Pulse books say, waBC
has made its success based on a format
of “much more music,” a Drake phrase.
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touch the public? That’s almost a greater
consideration in signing an artist than
what his records sound like.”

Joe Smith, vice president of Warner
Bros.-Reprise Records and a former
disk jockey: “Record companies are
very soon going to turn away from radio
as their only form of exposure. We
have to . . . It may come in the form of
company subsidized tours; I don’t know
yet. Maybe we'll rent sound trucks, 1
just don’t know. But it’s coming.”

Without discounting the validity of
those opinions, it remains a fact that the
record industry needs radio, and wants
radio, as much as ever. The search for
still other means to promote an ever-
increasing swell of product has been a
function of (1) the public’s increasing
demand for more and varied music and
(2} the fact that radio can absorb only
so much. Live performance—much as
in the heyday of the big bands—has be-
come increasingly important in the suc-
cess of many acts. Not since the thirties
and forties have audiences flocked in
such great numbers to see live perform-
ances. And as the technology of com-
munications grows, the music industry
is determined to find new ways to grow
with it.

Fantasy Records, based in Berkeley
across the bay from San Francisco, and
only recently in the mainstream of the
music business, is such a seeker. It was
the first company to sign and record
Lenny Bruce, Dave Brubeck and Cal
Tjader. In 1967, Saul Zaentz, along with
several other associates, bought Fantasy
from the Wiess brothers, the original
owners. That same year, Fantasy re-
leased a single by a group that previous-
ly had recorded as the Golliwogs. Mr.
Zaentz re-signed them, asked them to
change their name and to come up with
a song. They settled on Creedence
Clearwater Revival for a name, and on
a single called “Suzie Q” for the song.
It and every single they have released
since have been gold. Creedence is the
only rock group since the Beatles to
consistently put out double-sided hits
and, although it has been close to a year
since its last album, it is one of the big-
gest-selling groups in the world.

Recently, due primarily to the finan-
cial success of Creedence, Fantasy
bought out Prestige, one of the foremost
jazz and blues labels, and is continuing
with other projects—many not really
designed to be big sellers, just interest-
ing records. It is recording an opera
by Ezra Pound, for example (news that
will throw no scare into the producers of
“TJesus Christ, Superstar’”). “We’ll never
be a Columbia or an Atlantic,” says Mr.
Zaentz, “because we don’t want to be.
We're not against money or anything.
But it’s not that kind of company.”

Fantasy’s posture is such that if you
were to ask its president what the new
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forms of promotion are going to be like,
he would bypass talk about subsidized
concerts or in-store advertising and take
off on the subjects of films and video
cassettes. Fantasy supports an active
film department that has produced pro-
motion films on Creedence, Jim Post
and Redwing for use on television, and
now is preparing for the advent of video
cassettes. Of the latter field, Mr. Zaentz
believes that “you can’t sell a video
cassette with an artist just standing up
there singing. They have to carry them-
selves as a, say, 25-minute film. I think
you can get away with it one time with
a Beatles or Rolling Stones or Dylan,
but the second time you'd better have
something more.”

On the other hand, there are those
in records who are looking to radio to
provide even more exposure for their
product. As the FM progressive stations
have gleaned bigger audiences through
looser presentations, radio may begin to
serve even a bigger function in the
showcasing of music.

Neil Bogart: “I do think the trend
[in radio] must go back to more com-
munication. The live concerts are very
important. Interview shows are tremen-
dously important with artists. Radio has
got to communicate more than just a
piece of plastic. It will help us because
it will build names—images—rather

Joe Smith, Warner Bros.-Reprise:

“Record companies are very
soon going to turn away
from radio as their only
form of exposure. We have
to ... It may come in the
form of company-subsidized
tours; I don’t know yet.
Maybe we’ll rent sound
trucks, I just don’t know.
But it’s coming.”

RaAaAaDI O

is an exciting contemporary (Top 40) music package for
automated radio stations. The playlist includes current
hits updated weekly, and selections from the top selling
albums and oldies updated monthly. Also included is
Christmas music by contemporary artists, and a year-end
review of the top hits of the year. All selections are an-
nounced for a “live’” sound. The total package includes
production intros for news, weather, sports, and com-

munity billboard announcements. The service requires

minimum attention and equipment, and is available in

stereo. Fun Music Radio is o major market sound at a

small market price. Station managers call collect for an
“instant oudition’ (602) 946-2093, or write Fun Music
Radio, 8408 E. Indianola Ave., Scottsdale, Arizona 85251.
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than just a hit record. It will build
super-stars again.”

Pete Bennett may be the pre-eminent
“personality” promotion man in the
record business today, and one of the
few of his genre left. He is the head
of promotion for Apple records—the
Beatles’ promo man, in other words.
Lately, Mr. Bennett has been broaden-
ing his horizons. He now writes a col-
umn syndicated in 25 newspapers, and
was recently invited to lecture at UCLA.

Pete Bennett: “There are a lot of
things about the record industry that the
public does not know. The public just
feels that an artist gets a record on the
radio and that’s it—that the record
automatically goes to a radio station
and the station automatically plays it.
That'’s not true. It’s the promotion man
who brings the record to the radio sta-
tion. The promotion man is the sales-
man.”

And he goes on:

“A radio station does not need the
record business. A radio station is not
concerned with how many records you
sell. Where a radio station is concerned
they don't have to put a record on.
They can do anything they want. They
just satisfy their listening audience.”

There s a large segment of the record
industry that has learned to get along
without the help of radio exposure: the
companies that produce classical rec-
ords. That end of the record business is
not really in any sort of competition
with the pop end, but classical records
do make a lot of money; there has al-
ways been a consistently large, dedi-
cated market for classical music. But at
last report there were only 16 full-time
classical stations left in the country.
Where do the classical companies turn
for exposure?

Jerry Schoenbaum, president of Poly-
dor Inc. (the outlet for Deutsche Gram-
maphone): “Movies are a very good
vehicle for classical records, through
soundtracks. We sold 125,000 ‘Elvira
Madigan’ records, which is Mozart's
21st piano concerto. Anyone in the rec-
ord industry will tell you that for a
classical record that is a phenomenal
sale. We've had some success with
‘Death in Venice,” which uses Mahler’s
themes from various symphonies. Also
Wagner's ‘Zarathustra’ coming off of
‘2001’ . . . We can't tell a producer of
a movie to use classical themes, but they
are becoming more aware of it. Music
deals with human emotions. Unless you
get it played and turn somebody on to
that emotion, it's very hard to sell a
record.”

The promoters of classical product
have also begun to borrow from their
pop associates, in hopes that they may
achieve some ‘‘cross-over.” RCA’s “com-
posers greatest hits” series has met with
some success. Angel Records, the classi-
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Pete Bennett, Apple (and friend):

“There are a lot of things
about the record industry
that the public does not
know. The public just
feels that an artist gets
a record on the radio and
that’s it—that the
record automatically goes
to a radio station and
the station automatically
plays it. That’s not
true. It’s the promotion
man who brings the record
to the radio station.

The promotion man is
the salesman.”

cal arm of Capitol, recently purchased
a 48-by-14-foot billboard on the Sunset
Strip—usually festooned with pop dis-
plays—to promote its recording of
Wagner’s “Die Meistersinger.”

Elektra has had much success with a
concept that Jac Holzman pioneered:
the unusual repertoire, middle-priced
album. The label is called Nonesuch.

Jac Holzman: “It was a total concept,
an A&R concept and a marketing con-
cept. We knew there were a lot of young
people in this country who wanted to
buy more classical music but couldn’t
afford a $5 price. We thought that by
taking unusual repertoire, packaging it
skillfully, putting it out at a reasonable
price, and effectively marketing it, we
could reach that audience.”

Other record companies who do not
deal in the regular pop/top-40 cata-
logues are also having problems break-
ing the musical stereotypes and getting
their product aired. One such company
is Stax Record of Memphis. Stax and
Motown, which is in Detroit, are the
two major black-owned record com-
panies. And many of the people at Stax
are vocal about the role they say they're
forced to play.

Al Bell, vice president of Stax: “The
Stax label relegates the product to a

certain rack in the stores, R&B or soul,
or to certain types of formats on a sta-
tion. And it's a damn shame, because
our music is really for everybody.”

Recently, Stax has had tremendous
success with a record called “Theme
from Shaft,” the motion picture. “Now,
if ‘Shaft’ happens to win an Academy
Award,” says Mr. Bell—and it is almost
sure to be among the nominees for song
of the year—“and all of a sudden some
MOR station that has a policy of play-
ing the Academy Award song of the
year wants to play it, they’re not going
to know who the hell we are. Where
does that leave us?”

Recently, Stax has been fortunate in
having several “cross-over” hits on the
top-40 stations. Isaac Hayes and the
Staple Singers have brought a lot of
Stax’s product into the libraries of many
stations other than R&B in recent
months, and Stax is well aware of what
that means.

Larry Shaw, vice president in charge
of advertising: “A democratic culture
should include everybody's culture,” he
says, adding that “radio, like the record
business, is under pressures that are eco-
nomic—they have to respond to a mar-
ket that wants this kind of music [black
music, whether strictly R&B or not].
That's what opens it up for our product.
It’s a pop audience, not pop radio, that
makes a pop hit.

“And because that is true, broadcast-
ing becomes the best merchandising ve-
hicle available. Radio allows for both
segmented marketing and mass market-
ing. We can’t sell a Carla Thomas to a
black market through the newspapers.
Radio is like a shelf, an A&P shelf
where you can display your soap. It's a
place where the public can appreciate its
existence.”

For exposure to be of the best advan-
tage, he says, “it requires them [both
radio and the record business] to be ‘of
the people,” participant observers, all of
the same folk. One has to be as hip as
the other if both are going to succeed.”

When Aretha Franklin left Columbia
and went to Atlantic in the early sixties,
her success multiplied many-fold. It was
no accident; it was the producer, Jerry
Wexler. Mr. Wexler began Atlantic in
the late forties with the Urtegan broth-
ers, Ahmet, now president, and Nesuhi,
who along with Mr. Wexler is a vice
president.

The chemistry of the relationship be-
tween Mr. Wexler and Aretha is now
preserved in the grooves of the records
they made together. She has been called
“lady soul,” “the queen of soul” and
many other flattering names. There is as
yet no such title for Mr. Wexler, which
many believe he deserves.

Jerry Wexler: “There has been a shift
in the attitude of radio management in
the last year that has reopened the door
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At wasc the phrase is “music is our
message,” but either way it means the
same thing. People who tune that kind
of station want music, not talk or jingles
or even commercials, just music. And
WABC gives it to them.

The controls and systems that Mr.
Sklar uses to determine playlists are
always changing, evolving into better
barometers and “‘trying to keep the rec-

Stan Kaplan, ways Charlotte
(pictured with his wife, Harriet):

“The first conflict between
the record business and
radio is that they want us
to play new product while
we want to play established
hits . . . The second conflict
arises over the length of
the playlist—they, for
the most part, want them
longer; we, for the most
part, want them shorter.”
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ord companies off guard,” Mr. Sklar
says.

“Pretty soon the record companies
figure out your system and try to throw
it off. A prime example is the free rec-
ords that they give to stores in hopes
that when a station calls, they’ll tell us
that it’s selling. They do themselves a
disservice and us a disservice when they
try to misrepresent sales.”

Mr. Skiar explains that “we have cus-
tom controls because they help us get to
where we want to go. Not where we
want to go, really, but just to get to our
target audience.” He adds: “The day
you think you know anything in this
business, you're lost. You can't think
you know more than anybody else out
there, The program director is only the
interpreter between the audience and
the station. But it gets difficult when the
record people begin to foul up those
lines.”

Bob Wilson: “Unfortunately, though,
I find the promotion men in general arc
less knowledgeable than they were five
years ago. By less knowledgeable, 1
mean about the business in tofo. It's true
that there is a little less hype, but that's
only because they don’t really know
enough to be able to hype you.”

Rick Sklar: “There hasn’t really been
that much change in promotion or tech-
niques that 1 can see. There are still
only two types of guy that come in here.
(1) The old timer who does shoot
straight with you and gives you factual
information, or the old-timer who's
learned every trick there is. (2) And
the younger ones who give you facts or
the ones who try to hype us. The ones
who really don’t know what they're
doing and try to hype us usually don’t

stay around very long. The promotion
man who calls every three months or so
and says ‘This is a good record and
you're not on and you should be’ is of
much greater service than the guy who
comes around every week and tries to
push his stiffs on us.”

Stan Kaplan: “No matter what the
record companies say about their sup-
posed honesty now, I've never had any-
one come into my office and tell me,
‘This record’s a stiff.’ ”

Bob Wilson: “Stations must find their
popularity in some kind of music, and
have standards that they can apply to
it, a measuring stick. Slowly but surely,
I think the record people have begun to
understand this and are beginning to
act a bit differently.”

Stan Kaplan: “What the record com-
panies don’t understand about that
great, unwashed audience out there is
that they have a choice. They can turn
that dial and tune you out. And I’'m not
about to take that chance.”

One of those who has tried to bring
the radio and record industries closer
over the last 15 years is Erny Tannen,
owner of five AM outlets in Pennsyl-
vania, Rhode Island and Maryland.
Three years ago, when the National
Association of Broadcasters approached
him to join, Mr. Tannen told its repre-
sentatives he felt the association should
be doing more to foster a better rela-
tionship with record manufacturers. As
a rcsult, the NAB-RIAA (Recording
Industry  Association of America)
liaison committee was established in
1969. Unfortunately, the committee has
not yet proved a viable organ and has
met only twice in the last two years.

Erny Tannen: “I can’t see how two
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Rick Sklar, waBc(AM) New York:

“There are still only two
types of guys that come
in here. (1) The old-timer
who does shoot straight
with you and gives you
factual information, and
the old-timer who’s
learned every trick there
is. (2) And the younger
ones who give you facts
or the ones who try to
hype us. The ones who
really don’t know what
they're doing and try to
hype us usually don’t
stay around very long.”

huge industries, so dependent one on
the other, can have so little dialogue,
except at the least meaningful level.”
Recalling the time he ran a station in
Pittsburgh about 15 years ago, during
the payola scandals: “I wrote a series
of letters to Billboard that they used
as the basis of several editorials on
the subject. And what I said was that
there was no relationship between radio
and the record industry on an executive

level, and that situation’s still true today.

“Not enough has been done on a
mianagement level to iron out our dif-
ferences. Someone has to explain to the
record industry the economics of run-
ning a radio station. All the successful
radio stations are formatted. Even the
progressive stations without formats are,
if you know what I mean. Running a
station necessitates having a specific
programing scheme in order to maxi-
mize a significant share of a market.
It’s just not possible to get everything
played.”

Despite its infrequent meetings, the
committee did conduct a survey to de-
termine what kind of music stations
were playing, simply to let the manu-
facturers know. It also has been active on
the matter of drug lyrics. At its January
1971 meeting, the NAB board adopted a
proposal which requested record manu-
facturer to supply printed copies of
lyrics along with the records they send
to stations. Several months later the
FCC's drug-lyric policy statement was
released. Members of the liaison com-
mittee were disturbed that the board did
not consult them before issuing its
resolution.

Mr, Tannen: “Not only did it seem
to me that this was an implied infringe-
ment of First Amendment rights but
they did not even talk to the committee
whose function it was to discuss this.
The record people on the committee
pointed that the lyrics are really owned
by the publishers, not the record com-
panies, and in order for them to pro-
vide lyrics with the records, it would
involve complications with the publish-
ers.”

At the June 1971 board meeting,
members of the liaison committee pre-
sented their exceptions to the policy,
which subsequently was tempered. The
music publishers association offered its
cooperation to the NAB and that board
set up consulting services among the
NAB, RIAA and MPA to which broad-
casters may refer questions arising out
of lyrics with drug-oriented content.

STOP PULLING YOUR HAIR OUT
SELECTING MUSIC. ..
USE “THE MUSIC DIRECTOR"s

Write for a free sample plus information about our
. OLDIES GUIDES listing 2,500 M-O-R OLDIES from
1955 through 1971,

“THE MUSIC DIRECTOR",

h P.0. Box 177, Chestnut Hill, Mass. 02167
Clip this ad and deduct 10% from any purchase made before Feb. 28. 1972

M-0-R PLAYLIST
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"“I'm gonna get together all the big-
gest people in the state next spring
—the governor, Lindsay, all the
record people—and I'm gonna say
that radio people are the greatest in

the world.”
4 release about 5,000 albums and

more than 6,000 singles—more
that radio can possibly expose. “That’s
really not any failure on their part, it
is merely a ‘record industry syndrome’,”
as Jerry Schoenbaum, president of
Polydor Inc., puts it. A record company
doesn’t deliberately put out records that
it knows won’t sell or be played, but it
knowingly puts out more than can pos-
sibly be consumed.

As the gap widens between the num-
ber of records played and the number
produced, record companies have begun
to look elsewhere for exposure of their
product and many executives admit free-
ly that they don’t rely as heavily on
radio as before.

Jerry Moss and Herb Alpert began
A&M Records in the early sixties to
produce Herb Alpert and the Tijuana
Brass. With one employe—a secretary
who is now A&M’s controller—the com-
pany’s growth paralleled the success of
Herb Alpert. Today, after several years
of talent building, it has a roster of
artists that is the envy of the major
labels—among them Cat Stevens, Carole
King, the Carpenters, Joe Cocker (per-
haps the best song interpreter in rock),
and Procol Harum. Mr. Moss received
the Record Company Executive of the
Year award this year from the Gavin
radio programing conference.

Jerry Moss: “When I was a record
promotion man, getting airplay was the
ultimate, the only aspect of getting sales.
You just had to get your record on the
air if it was going to mean anything at
all. That’s not the case today. If you
have an album and a radio station won't
play that album, for whatever reason,
you have other forms of media with
which to reach the buying public. You
can promote a record in a record store.
You can promote a record through the
so-called underground press. You can
promote a record through college pro-
motions, or by subsidizing or financing
a tour for the artists. So we're not total-
ly dependent on the radio, and it’s a
much healthier situation because there's
not such a sense of desperation. Now
with certain artists, my Ged, if you
don't get airplay, you're finished. But I
would say they’re in the minority now.

“And [live] performance now is more
important, at least in my opinion, than
how [an artist] sounds on the radio.
How does that artist get off on stage?
That’s more important. How does he

-—PETE BENNETT,
of Apple Records.

In 1972, the record industry will
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try-blues singers, who can some-
times sound like urban Negro blues
singers, who sound like the Rolling
Stones, who sound like the Nash-
ville Teens, who do not even look
like Jay and the Americans.”
—RICHARD MELTZER in
“The Aesthetics of Rock.”

John: “We're nwoney-makers first,

then we're entertainers.”

Ringo: “No, we're not.”

John: “What are we then?”

Ringo: “Dunno. Entertainers first.”

John: "OK™

Ringo:“'Cause we were entertainers

before we were money-makers.”
—BEATLE INTERVIEW.
If there has been a single trend
6 most evident in the record busi-
ness during the last decade, it
has been the move toward specialized,
independent services. The days of hav-
ing all operations under one roof are
gone. Today there are independent dis-
tributors, independent promotion men,
independent producers, independent re-
cording studios and engineers, rack
jobbers and one-stops (see below).

Several companjes no longer have
A&R departments or keep producers on
full-time payroll, Bell Records the larg-
est among them. There isn’t a company
today that doesn’t use the services of
independent producers in some fashion.
Artists have become so powerful and
financially successful that many are
starting their own record companies
to insure complete creative control.
The Beatle’s own Apple, The Roll-
ing Stones own Rolling Stones records,
the Jefferson Airplane has Grunt, the
Moody Blues, Threshhold. Producers
also have set up operations on their
own. Bob Dylan’s former manager, Al-
bert Grossman, is working with a small
roster of artists out of newly built stu-
dios—Bearsville—in Woodstock, N.Y.
Lou Adler handles artists on Ode.

Even if they don't have their own
label, many artists are producing them-
selves today. Although most companies
still use staff producers in company-
owned studios, the percentage of prod-
uct produced outside has doubled. This
trend toward independent production
has caused money headaches as well,
as the cost of studio time has become
astronomical. As the number of tracks
used by producers increased from two
to four to twelve to sixteen (in about
six years) the cost of recording rose
proportionately. Today, an hour in a
16-track studio will cost anywhere from
$90 to $150. An hour in a four-track
studio cost only about $50 five years
ago, and about $90-100 in a 12-track
studio two to three years ago.

To avoid costly overhead and to en-
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hance local operations, many companies
and artists have turned to independent
promotion men. In a recent interview,
Stan Gortikov, former president of
Capitol, emphasized the importance of
these men in a field of growing speciali-
zation.

Stan Gortikov: “They [independent
promo men] embody more true music,
artist and product sensitivity than per-
haps any other one constituency in the
business. Their role can be nurtured as
an adjunct to the scene. Many such spe-
cialists reflect more credibility than the
‘house’ promotion man.”

But the biggest changes in the last 10
years have come in the marketing opera-
tions of the record business. Two new
services, independent from the manu-
facturers—the rack jobber and the one-
stop—have come into prominence and
acceptability. Up until the early sixties,
manufacturers sold product directly to
either an independent distributor or a
distribution operation owned by a major
label. From there, the product was sold
directly to retail outlets, record stores
for the most part.

The racks came into being when
stores that did not specialize in rec-
ords wanted to become outlets. The
racks bought product either from the
distributors or the manufacturers and
placed them in outlets with which they
had contracted—supermarkets, book
stores and head shops, for example.

The one-stop came into being basic-
ally to serve small retailers that could
not afford to run among all the dis-
tributors (no distributor handles more
than a few labels) to get a wide variety
of product. The one-stop stocks records
from many different labels, making ac-
cess to product easier for the smaller
outlets,

Another business direction taken by
records has been toward bigness,
the conglomerate. In the late sixties,
music publishers, racks and manufac-
turers all got into the merger game to
create large music organizations, as did
Kinney and Famous Music. Kinney is
by far the most formidable musical
organization operating today. It com-
prises Warners-Reprise records, Elektra
records, Atlantic records, the W-E-A
distribution operation and the scores of
independent labels and publishing com-
panies owned by each separate com-
pany.

The rewards for entering into con-
glomerates are many, and the freedom
they afford is desired.

Jac Holzman of Elektra: *It [the
merger] gave me an opportunity to be-
come part of a distribution network that
I wanted. And I'm dedicated to the sale
of catalogue, which most independent
distributors are not. I don’t like the idea
of having creative control over the mak-

ing of a record and abdicating the cre-
ative control of its marketing to an inde-
pendent distributor who doesn’t give a
damn.”

Neil Bogart, whose Buddah records is
owned by Viewlex Inc.: “It's good to
have a parent to rely on. We've been
around for four years and are probably
the youngest company to have weath-
ered the storm [i.e., the financial insta-
bility of being new]. And I think View-
lex is one of the reasons. Just knowing
that they’re there and we have their
backing, and being able to compete with
the bigger companies in bidding for
major artists, has been a tremendous
advantage to us.,”

These conglomerates are now dealing.
with a multitude of antitrust suits and
it will be up to the courts to decide
whether or not giant music machines
will become a permanent part of the
scene. It is doubtful that the problem of
collection from independent distributors
will be relieved (one of the reasons for
merger) or that record companies will
find a better way of protecting profits
from the large corporations that are
moving rapidly into the “leisure time”
markets. But one way or another, big-
ness in the music business promises to
be around for a while.

Murray the K: “What's happen-
ing, baby?’

Ringo: “You're what's happening,
baby!”

Murray the K: “You're happening

too, baby!”

Ringo: “OK, we're both happen-
ing, baby!”’

—from Tom WoLFE’s “The Fifth

Beatle.”

The Beatles’ opting out of tour-
7 ing was basically an effort to

make pop music more solid as an
art form than as the fickle, fleeting
phenomenon it had been up until “Sgt.
Pepper’s.” They worked as artists trying
consciously to create museum pieces,
in their own way. And they were very
successful at it. So successful, in fact,
that it destroyed them as a pop entity
and as friends.

As the fifties, the decade that gave
birth to rock and roll, ended with the
exits of its best practitioners, the sixties
ended on many of the same poignant
notes. The glory of Woodstock, where
more than half-a-million people came
together to hear the best bands of their
time, was offset less than four months
later by the disastrous concert head-
lined by the Rolling Stones at the Alta-
mont Speedway, during which three
people were killed.

In the spring of 1970, the Beatles—
who had not recorded together in over
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a year (and were rumored not even to
have seen each other in about half that
time)—broke up. It was the ultimate
symbolic action by a group that by
that time were major symbol-smiths of
their generation, Although the news
media portrayed the story with shock
and dismay, it was no surprise o any-
one who had been listening to them
for any length of time. For although the
music of the Beatles had for several
years been able to accommodate each
of the individual members’ tastes and
vision, their last two albums—*"“Abbey
Road” and “Let It Be”—were collec-
tions of meandering fluf minus the
magnitude and scope they had inspired
in other musicians. The men who were
the first to break an age-old rule—
“individuals, not groups, make art”—
found they could no longer perform
together. The break-up signaled the end
of what was tumultuous and exciting
about the sixties and made way for the
fragmentation and enfranchisement of
rock.

Although there were many new faces
—James Taylor, Carole King, Grand
Funk—that did come into prominence
during the first two years of the seven-
ties, many moderately established mu-
sicians from the sixties did some of
their best work during this time. The
Who, always number three after the
Beatles and Rolling Stones in the popu-
larity race among British groups,
opened up an entirely new area of pop
music with “Tommy,” the first rock
opera. The thematically integral two-
record set opened the door for “Jesus
Christ, Superstar” and a host of rock
religious operas that followed.

The Grateful Dead, one of the first
bands to popularize the San Francisco
sound (and which also began Warner's
rock catalogue), is enjoying more
popularity now than ever before—be-
hind the advent of country rock and an
enormous live act that sometimes runs
as long as five hours.

Country rock is well worth noting in
any overview of popular music of the
seventies. Its influence is felt across all
lines of music and seems to be here to
stay. Bob Dylan is credited with intro-
ducing Nashville to rock via an album
he did with Johnny Cash and Pete
Drake, one of the foremost pedal-steel
guitar players in Music City. It was
called "“Nashville Skyline.” The Byrds
were influential as well, with an album
called “Sweetheart of the Rodeo,” em-
ploying well known country sidemen.
Perhaps the most popular of the prac-
titioners of country rock is The Band,
a group which at one time backed Bob
Dylan on his road tours.

There is also a group of bands, led
by Grand Funk, that is leading record
companies to believe that air play may
not be the ultimate sales tool. Managed
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Lou Adler, Ode:

“The difference between
the record business and
the motion picture business
is that you preview stuff
for people for nothing.
The motion picture busi-
ness should look at that
really closely and open
a picture at a theater
for a week for nothing—
that’s what happens on
radio. You get to judge
your product before you
have to lay out your
bread. And hopefully,
that will never change
because that’s what made
us grow and grow and grow.”

and produced by Terry Knight, Grand
Funk rocketed from obscurity to monu-
mental success in less than 18 months
by virtue of deft promotion and a stimu-
lating live performance. Its records,
although good, have never been able
to capture the frenzy and excitement of
the live show—mnotable both for being
extremely loud and for its ability to
sell out a Shea staduim, as it did this
summer in New York.

For a group that has rarely had an
AM hit, Funk’s record sales—now over
20 million—are beyond belief. (Black
Sabbath, a group cut from much the
same cloth, is right on its heels in
terms of popularity and sales.) Whether
Grand Funk is an exception, a fluke, or
the herald of what may prove to

be a new rule, no one really knows.
It has taken the burgeoning of FM
progressive radio to finally give a broad-
cast showcase for Grand Funk and the
Dead and the many acts like them.

What part broadcasters, by way of
FM radio, will play in the future de-
velopment of pop music is almost as
difficult to answer as what the future
of pop music will be. Rock radio is
playing a game on a field with boun-
daries that are yet to be decided. It is
true that whatever that radio turns out
to be, it will be more reflective of the
people who listen to it than of the com-
panies that supply the music. But there
you begin to hit a snag. As a result
of the cultural upheaval of the sixties,
the distinctions among the aims and
desires of those three groups—record
manufacturers, broadcasters and public
—are elusive.

Looking at it another way, the history
of pop music has been a race among
the three, with the leader never too
humble to taunt the others into trying
harder. The audience is a sophisticated
bunch, everyone likes to admit. They
are not the lambs so many detractors of
popular culture contend. It can be
argued that the public in a free-enter-
prise system will always get what it
wants. Both the broadcasters and the
record companies claim to be accom-
modating that desire.

Radio today has realized that the
days of the mass audiences are a thing
of the past. Stations are now carving
out their hunks in terms of age, sex,
and, most recently, psychological char-
acteristics, or psychographics. No one
station can any longer be all things to
all people. Each needs an identity.

Arnold Passman, author of The Dee-
jays: “Although others may despise for-
mula radio, the apprentices today (and
they ‘are essentially straight) under-
stand it deep inside. It speaks their
language. If they have a sense of free-
dom, and they are no way near their
politically active and socially experi-
menting peers, it may be in the vocal
furore they are asked to create. The
medium’s message (any medium’s)
seems to be: Out of passion comes
chaos, and out of chaos comes order.”

It is not the stations that create that
order, but the listener. The audience is
the final arbiter. No amount of airplay
will sell a bad record.

Jac Holzman: “The record com-
panies do not dictate taste. We provide
a delectable smorgasbord for the public
to choose from and the public makes
the choice.

“But,” he adds, “we may push the
tunafish a bit.”

(This special report was written by
Michael Shain, assistant editor, New
York.)
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for black music. Much of it is due to the
fact that consumers are hungry for the
genuine article. All pop music is some
sort of trans-modification of black
music. And people are finally saying,
‘Listen, if all the things I've been listen-
ing to come from that kind of music,
maybe I better get some and listen to
it.” I think that although program direc-
tors are supposed to program according
to public demand, the guy wants to keep
his gig. Right? More often than not,
they are responding to the attitudes of
management—sometimes the pressure
is subtle, sometimes blatant.”

But Mr. Wexler is aware that “his-
tory goes in a circle. And if you be-
lieve that, then the doors will close
again some time in the future. Why the
doors are open now, I can’t really say.
Maybe it’s because you don’t hear the
sound of breaking glass in Watts any
more and they [management) decided it
was time for black music to be heard
again.

“I think radio’s arrogance stems from
its middle-American Midwest diction,
the ‘a-e-i-o-u’ disk jockey without any in-
flection. Like Tom Wolfe says, they still

Larry Shaw, Stax:

“Broadcasting becomes the
best merchandising vehicle
available. Radio allows
for both segmented market-
ing and mass marketing.
We can'’t sell a Carla
Thomas to a black market
through the newspapers.
Radio is like a shelf,
an A&P shelf where you can
display your soap. It'sa
place where the public can
appreciate its existence.”
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think of people in the record industry
as short-arm fatties from the Briil Build-
ing. Just think of the double entendre
implicit in the phrase ‘I made that rec-
ord.” They didn't make that record, /
did. I breathed life into that piece of
vinyl. And I gave it to them and they
played it. Radio is the only way I have
of getting to the consumer. But I made
that record.”

And he doesn’t stop there:

“It’s all very obvious that it is the
record industry that is wooing radio,
not the other way around. It’s the record
man who sits in the outer office with hat
in hand. And if he’s not honest, his pun-
ishment is sure and swift. He's going to
lose his entré. In no way is it an equal
relationship.”

Mr. Wexler believes it should be. “We
should work with each other more. The
only time we can get together is to say,
‘Look, we both survived for 20 or 30
years. We both made it.’ But from there,
it's us chasing them. There’s nothing
symbiotic about it at all.”

“Nashville cats, play clean as coun-
try water,
Nashville cats, been playin’ since
they’s babies . . ."
—LovIN' SPOONFUL.

“Country [song) writers broke the
rules, and they did because they
had a story to tell, and that was

the way to tell it.”
—KERMIT GOELL, lyricist.

5 cities go, but you don’t have to

be an economist to know what
its most famous, if not its principal,
industry is, On the southwest edge of
town, along broad streets spotted here
and there with two-story white houses
and bars, is Music Row, country music’s
Tin Pan Alley.

The buildings that house all the rec-
ord companies, recording studios, pub-
lishing houses and even the Country
Music Hall of Fame are all very new—
three or four years old at the most. Most
are simple, cinder-block and glass struc-
tures—Iike high schools on the outside
and penthouses inside. The city has been
busy for a year now tearing up and re-
paving the streets, improving the neigh-
borhood for its nouveau riche child—an
infant now accounting for $100 miflion
a year in that city’s economy.

There is 2 genuine community among
country-music people. “The jungle war-
fare of the record business is the top-
40/ AM business,” as Clive Davis, pres-
ident of Columbia Records, puts it.
Having long suffered New York’s in-

Nashville is relatively small as
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tolerance to country music, the Nash-
ville folk banded together to defend
their sound. Now, despite their new-
found financial success, they have stayed
together. In many ways they are still
suspicious of “the people upstairs” in
New York.

For the most part, the executives in
Nashville are left alone by the account-
ants and lawyers upstairs. Without per-
haps understanding why, they know that
the country people have some kind of
magic going for them that should not be
tampered with. That magic has rubbed
off on musicians all over the business,
as well. It's estimated now that about
half of all recording done in the United
States is done in Nashville. Artists rang-
ing from Tommy James to Joan Baez
have turned up there, drawn both by the
lower production costs and the relaxed
atmosphere.

The Nashville session man is the
backbone of the business. “Musicians
here come from poor backgrounds and
they just want the business,” according
to Chet Atkins, head of RCA operations
there. “In Hollywood or New York, they
have a ‘what-the-hell’ attitude, They fig-
ure they’ll never see you again. And
country musicians are naturals, mainly
because they leam to play by ear.”

There are many Nashville musicians
for whom an 18-hour day is routine.
Sessions at 9, 2, 6 and 10 keep them
working constantly. “Whoever works
the hardest gets the most business. . . .
It [session work] is a young man’s job,
But youth must be served and you've
got to sign those people,” Mr. Atkins
adds.

It’s from the ranks of these session
men that most of country music’s artists
and repertoire (A&R) men, name per-
formers and producers emerge. In many
ways, this coterie of sidemen is like
baseball’s farm system. Except that, in
Nashville’s minor leagues, if you're
good enough, and you work hard
enough, you can make more than the
guys in the majors.

If country has one quality over the
other kinds of music, it is consistency.
“Country music is good music,” Chet
Atkins volunteers freely. “It’s the good
part of the business because it's the
stable part of the business.”

Mr. Atkins has been in the manage-
ment end of the record business for 14
years now, but his first contribution to
the growth and success of country was
not administrative. He is one of the sev-
eral artists credited with pioneering con-
temporary country music, bringing it out
of its “hillbilly™ period and into the pop
market musically.

“It’s very hard to hype a country rec-
ord,” he says. “Small market stations
get your record through the mail, and
they judge it from the sound itself.
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Chet Atkins, RCA:

“It’s very hard to hype a
country record. Small-market
market stations get your
record through the mail,
and they judge it from the
sound itself. Moreover,
country is conservative
music. There aren’t any
radical changes. The changes
you see are gradual. I've
never seen anyone fail in
this business. If they do,
it’s out of stupidity.”

Moreover, country is conservative
music. There aren’t any radical changes.
The changes you see are gradual. I've
never seen anyone fail in this business.
And if they do, it’s out of stupidity.”

The first permanent studio in Nash-
ville was a quonset hut built by Owen
Bradley on 16th Street after the second
World War. Columbia bought it several
years back, built an office on the front
and is still using it. The head of produc-
tion there is Billy Sherrill.

Billy Sherrill: “Country music has a
faithful audience basically because it is
adult music, for people 20 to 35 or so.
It's humanitarian music, too. It talks
about love and cheatin’, about people.
Rock is more into issues—the war, ecol-
ogy, that kind of stuff.”

If there is a key to the magic of
country music, it is still the simple song.
“After you wade through the producers,
artists, arrangers and promo men, the
song is the single most unique thing in
country music,” says Mr. Sherrill.

Chet Atkins says much the same. “To
break a new artist, the first thing you
have to find him is a good song. There
really are very few good songs in the
world.”

If country fans are fanatically loyal
to country music, country radio is twice

so. After talking to the promotion men
in Nashville, you wonder what they do
all day; it would seem that country radio
is completely amiable when it comes to
programing new material. “A song has
got to be a real ‘zipola’ before they
won't play it,” says Billy Sherrill.

“Our biggest problem,” says Frank
Mull, head of country promotion for
Mercury, “isn't getting our music on
the radio. That’s no problem at all. Our
biggest problem is getting it into the
stores. Nobody wants it but the public.”
He explains the reluctance of rack job-
bers and one-stops to stock country
product because “it is not the big vol-
ume item that a Beatles is, or a Grand
Funk.”

But Mr. Mull has no complaint with
radio. He talks about the development
of country radio in almost loving terms.
“We don’t have what 1 call ‘barefoot
radio' much any more. Country radio
has learned a lot from top-40 and now
has adapted to that kind of format, with-
out losing its ‘friends and neighbors-
quality.” It’s still earthy and honest.”

Country music people turn grave
when they talk about the future of coun-
try on television. They resent how
they're viewed in New York, where such
network country shows as Hee Haw
have been canceled.

Frank Mull: “Television is always
playing the ratings game, and they don’t
understand what a bargain they have in
country-oriented programs. They don't
realize the year-in, year-out quality it
has. When CBS decided to shed its rural
image by canceling The Beverly Hill-
billies and Hee Haw they did themselves
a great disservice.”

Billy Sherrill: “I don’t even like the
way they put country music on TV.
They really play up the cornball. . .. I
don't even think it helps to sell records.
Now Tammy Wynette is on the Statler
Brothers show and I know she sells a lot
of records. But you can’t give Statler
Brothers albums away.”

It's true that New York for the most
part stays out of the business in Nash-
ville. But the country people are in-
tensely proud, and they, like the pop
record manufacturers, are beginning to
ask for commitment froin the people
upstairs.

“Jay and the Americans sound like
the Fortunes, who sound like the
We Five, who sound like the Ivy
League, who sound like the Beatles,
who sound like the Zombies, who
sound like the Searchers, who
sound like the Everly Brothers, who
sound like a multitude of white
country-blues singers, who can
sometimes sound like Negro coun-
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BroadcastJournalism

NCCB turned down
on ‘pressure’ appeal

FCC sees no impropriety
in administration efforts
to air its SST views

The FCC has made it official. Adminis-
tration spokesmen have the same right
as antiadministration spokesmen to
participate “fully and vigorously in the
democratic process”"—up to and in-
cluding “pressuring” broadcasters into
presenting a particular viewpoint.

“There is nothing inherently ‘wrong’
with this ‘pressure,’” the commission
says. The democratic process involves
the right of those holding conflicting
views on controversial issues to seek
their publication, it adds.

“And there is no impropriety in either
administration or antiadministration
spokesmen participating fully and vig-
orously in democratic process.”

The commission made the point in
rejecting a petition by the National Citi-
zens Committee for Broadcasting asking
reconsideration of a commission order
in May denying its request for a de-
claratory ruling on the subject of
government pressure on broadcasters
{BROADCASTING, May 5).

NCCB said the commission had failed
to rule on a proposed policy statement,
one holding that "“extrinisic evidence”
that a television station altered its pro-
graming as a result of government pres-
sure would be grounds for holding the
station had violated the terms of its li-
cense. The commission said its ruling
—that there were no grounds for action
—dealt with that proposal.

The request for a ruling grew out of
allegations that the office of White
House Director of Communications
Herbert G. Klein in March had pres-
sured the Dick Cavett Show, on ABC,
into presenting an administration spokes-
man on the controversy then swirling
about the SST project. But the petition
reflected also the frequently expressed
view that Vice President Spiro T.
Agnew, by his tongue-lashing of broad-
cast news media, was attempting to
“pressure’” them—and that this was im-
proper, since broadcasters operate on
a government license.

The commission did not deal with
that specific argument in rejecting
NCCB'’s petition. But it said the NCCB
proposal would “contravene the First
Amendment,” it would “tend to inhibit
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rather than encourage the wide-open,
robust debate which is essential to the
free expression of ideas.” It also said
broadcasters’ freedom to decide what
material to air, “particularly material
suggested by government officials the
broadcast of which may well be in the
public interest,” would be affected.
The commission said its concern in
such matters is limited to assuring com-
pliance with the fairness doctrine and,
where extrinsic evidence is present, to
determining whether or not the licensee
has deliberately distorted the news,
“We thus will not hold evidentiary
hearings here to determine, perhaps
largely on credibility grounds, exactly
what a public official said to a broadcast
journalist and whether the latter ‘dis-
torted’ the news,” it said. “Thisis a quag-
mire where government intervention is
far worse than any abuse involved”.

Contempt ruling sought
on documentary showing

A Texas judge has been asked to issue
a contempt-of-court citation against
K6BT-Tv Harlingen, Tex., for showing a
news documentary about the construc-
tion of low-income houses in that area.

The plea was made Dec. 20 by Cus-
tom Designed Homes Inc., the builder
of the federal-financed project, after it

withdrew its previous request for a per-.

manent injunction. A hearing on the
contempt request will be heard Jan. 17.

At the builder's reguest, the state
judge had issued a temporary restraining
order to stop broadcast of the docu-
mentary but the order was delivered
halfway through the broadcast and the
program was continued to its conclu-
sion (BROADCASTING, Dec. 20).

The builder claims that the station

knew the restraining order had been
issued before the station began broad-
casting the documentary. The docu-
mentary was the culmination of a series
of short news features on the housing
situation.

The builder also has instituted a
libel suit against KGBT-Tv and others for
$2.4 million in damages.

Mal Kasanoff, vice president and gen-
eral manager of the CBS-TV affiliated
station, said that he has been in touch
with his network, the National Associa-
tion of Broadcasters, Radio-Television
News Directors Association and Sigma
Delta Chi for support on this First
Amendment threat if needed. All have
agreed to consider rallying round if it
becomes necessary.

NeWsmen offered another
foreign policy briefing

The Department of State has announced
that its annual National Foreign Policy
Conference for Editors and Broadcast-
ers will be held Jan. 27-28.

Secretary of State William P. Rogers,
and other officials from the State De-
partment and other federal agencies will
take part in the one-and-a-half-day. ses-
sion to be held at the new Department
of State building in Washington.

The conferences have been held since
1961 to give editors and broadcasters an
opportunity to obtain in-depth informa-
tion on foreign policy issues. The ses-
sions will be held under the ‘‘back-
ground only” rule—information can be
made public but sources may not be
identified by name or agency.

Those interested in attending the con-
ference may obtain invitations by writ-
ing: Director, Office of Media Services,
Department of State, Washington 20520,
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Time’s buy into CTI
indicates new trend

Time Inc., which has been shifting its
electronic emphasis from broadcasting
to cable and cassette television, has
acquired an interest in Computer Tele-
vision Inc., New York. CTI supplies
closed-circuit showings of first-run mo-
tion picture films on TV sets in hotel
rooms.

The value of Time's minority interest
was not disclosed. Time has a 48% in-
terest in Sterling Communications Inc.,
New York CATYV systems operator, and
is active in developing cassette pro-
graming.

CTI's Computer Cinema division of-
fers closed-circuit presentations of fea-
ture films to hotel guests on the TV sets
in their rooms, transmitted over the
hotel’s master antenna system. CTI rec-
ently completed a market test at the
Gateway Downtowner motor inn, Ne-
wark, N.J., which the company said
“demonstrated the feasibility” of its sys-
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tem. CTI said that 37% of those who
watched TV at the mocel each evening
paid $2 to $3 to see a Computer Cinema
presentation. The original investor in
CTI is Schroder Capital Corp., the
New York-based venture capital and
investment banking affiliate of J. Henry
Schroder banking corp., a British firm.
Computer Television Inc., was founded
in 1970 by Paul L. Klein, formerly vice
president for audience measurements at
NBC.

Christmas shows heavy
in Nielsen top 20

Holiday specials vied with regular-series
fare for audience numbers the Fast
Nielsens for the week ended Dec. 12—
four NBC-TV and three CBS-TV spe-
cials were in the top-20 listing.

CBS’s All in the Fumily was estab-
lished as number one, but the next five
shows on the lists were specials: NBC’s
Bob Hope; CBS's Charlie Brown’s
Christmas and How the Grinch Stole
Christmas; NBC’s Rudolph the Red-
Nosed Reindeer, and CBS’s Julie &
Carol at Lincoln Center, Also in the list
of 20 were Perry Como’s Winter Show
and Hallmark’s Littlest Angel, both on
NBC.

Prime-time averages were CBS 21.3,
NBC 20.0 and ABC 17.9. In nights of
the week, CBS won Tuesday, Wednes-
day and Saturday; NBC had Monday,
Thursday and Sunday, and ABC Friday.

ABC’s Marcus Welby, NBC's Dean
Martin, CBS's Mannix and ABC's
Movie of the Week were the other
shows in the top-10 list.

ABC’s strong night, Tuesday, went to
CBS that week. CBS’s power was con-
tributed by its Grinch, Charlie Brown
and Julie & Carol specials, all three win-
ners in their time periods (7:30-9:30
p.m. on Dec. 7).

CBS still ratings leader

CBS-TV led in Nielsen’s 70-market
multinetwork-area report for the week
Dec. 17 for prime time were CBS 20.4,
NBC 19.8 and ABC 19.0. Nights of
week won: CBS Tuesday, Wednesday
and Saturday; NBC Monday, Thursday
and Sunday. and ABC Friday. Specials
dotted top-40 list: CBS had three in top-
10 shows, including Charlie Brown, Dr.
Setiss, Julie Andrews-Carol Burneli;
NBC'’s specials included Perry Como,
Bob Hope, Rudolph the Red-Nosed
Reindeer and The Littlest Angel.

Trans American Video
buys Wolper's tape gear

Trans-American Video Inc., Los An-
geles, independent supplier of mobile
color video-tape facilities, has acquired
all the video-tape equipment, mobile and
remote facilities and post-production
equipment formerly owned by Western
Video Industries Inc. and more recently
by the Wolper Organization, Holly-
wood. As part of the agreement, Trans-
American Video will provide the facili-
ties for the Wolper Organization’s video-
tape productions for a 10-year period.
Other terms of the agreement were not
disclosed.

Wolper had acquired Western Video
last April. Formed in 1967, Western
Video operated out of the Hollywood
Video Center (now Wolper Video
Center), providing color tape facilities
for rent as well as producing and dis-
tributing video-tape TV shows and
commercials.

Trans-American Video is completing
its first year of operation with a re-
ported inventory of more than $5 mil-
lion worth of equipment.

TAV is a private company financed
by W. Clement Stone, founder of Com-
bined Insurance Companies of America.
Its principals are Jack B. McClenahan,
president; Fred (Curley) Morrison, ex-
ecutive vice president, and R. E. (Bud)
Murphy, executive vice president-pro-
graming/ production.

The new voters
on a new show

The answers that new voters aged 18 to
23 will be seeking from political lead-
ers will provide the focus for a weekly
series of half-hour programs that
Qualis Productions, Westwood, Calif.,
will be offering to stations for airing
from early 1972 until election day.

Hal Graham, executive vice presi-
dent of Qualis, said last week that a
pilot of the 40-episode series, Election
'72: 18 and Over, has been completed
with a panel of four young voters ques-
tioning Senator Alan Cranston (D-
Calif.) on the role of the Senate. Each
program will present a different youth
panel drawn from various socio-eco-
nomic-educational levels seeking re-
sponses to issues including civil rights,
foreign policy, the draft, the public's
right to know, the presidency and Red
China.

Mr. Graham said Prime Network
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{Continued from page 52) Approx.  Total market
shares capltail-
Stock Ex- Closing Ciosin Net change out zation
symbo! change Dec. 22 Dec, 1 in week High Low {000) (000)
Rahall Communications RAHL (o] 10% 9% + 1% 29 8% 1,037 9,976
Scripps-Howard SCRP 0 20% 21 - Y 25 18 2,589 53,075
Sonderling sSDB A 24% 21% + 2v: 34 17 997 21,685
Starr SBG M 17V 14 + 3V 20¥z 8% 691 11,229
Taft TFB N 41 41V — % 447% 23% 3,707 141,793
Tolal 63,101  $2,405,134
Broadcasting with other major interests
Avco AV N 16¥e 14% + 1% 18% 12% 11,476 $164,910
Bartell Medla BMC A 4y, 3% + 1% 8 2% 2,254 7,596
Boston Herald-Traveler BHLD 0 20 20 — 28 19 577 11,540
Chris-Craft CCN N 5% 5% + % 9% 5Ye 3,901 26,710
Combined Communications CCOM (o] 27%a 25 + 2%z 27Va 10v2 2,206 47,981
Cowles Communications CwL N 10% 10% - % 13%2 8 3,969 42,151
Dun & Bradstreet DNB N 67% 66 + 1% 67% 52% 12,838 786,328
Fuqua FQA N 22% 21Y2 4 1% 25%2 13V, 7.524 140,097
Gable Industries GBI N 24%, 24 + % 24% 9% 1,872 38,376
Gannett GCl N 56 56 — 60 32% 9,090 495,405
General Tire ay N 26Ys 26 + % 28% 21% 18,713 456,036
Gray Communlcations o] — - —_ 8 30 475 2,850**
ISC Industrles IsC A ] 5% + % 8 4% 1,646 9,876
Kansas State Network Inc, KSN o] —_ THh —_ V2 62 1,471 9,929
Lamb Communicatlons o] 2% 2% —_ 2% 2 475 1,425
Lee Enterprises LNT A 16% 16% - Y 20 16Y% 2,936 47,710
Liberty Corp. LC N 18¥e 17% + % 24 16Ys 6,744 111,276
Meredith Corp. MDP N 25% 24%2 + Y% 29% 19% 2,772 63,063
Metromedia MET N 28% 26% + 1% 30% 17% 5,764 157.761
Multimedia Inc. (o] 352 33 + 2%z 35v2 25 2,407 77,024
Outlet Co. oTu N 14% 13%2 + 1% 22 13¥2 1,334 19,343
Post Corp, POST 0 19 20 + Y 20 9 925 15,263
Publishers Broadcasting Corp. PUBB (o] 3 3 — 4% 1% 919 2,408
Reeves Telecom RBT A 2% 2% — % 2 2,292 51,570
Rollins AOL N 49% 46%, + 2% 49% 25V 8,087 352,755
Rust Craft RUS A 24Y 23% + V2 24%, 18%2 2,318 48,377
Schering-Plough PLO N 89% 87v2 + 1% 89% 60Ve 25,174 2,171,258
Storer SBK N 27 2772 — Y2 33% 19 4,223 106,631
Time Inc, TL N 54V 527 + 1% 62% 40% 7.258 362,900
Trans-National Communications o] % Yo — Yo 1" Y 1,000 120
Turner Communlcations o 2% 2% —_ 4 2 1,328 3,147
Wometco WOM N 18% 17% + 1% 23% 14% 6,037 92,789
Total 148,405 $5,924,605
CATV
Ameco ACO o} <12 3% - % 12% 1% 1,200 $ 2700
American Electronlc Labs AELBA (o} 5 5V - % 10 3 1,668 7.506
American TV & Communications AMTV 0 26Y 24% + 17 26% 19%2 2,434 50,799
Burnup & Sims 8SIM 0 26 24%s + 1% 37V 20% 3,061 58,873
Cablecom-Genaral CCG A 14 13Ve + ¥ 17% 9% 2,485 26,714
Cable Information Systems [o] 2% 2v: — 4%, 1% 955 1,910
Citizens Financial Corp. CPN A 12% 12 + Y 15% 1 1,590 17,888
Columbia Cable CCAB o] 13% 13% + % 15% 9% 900 10,125
Communications Propertles COMU o] 10 9% + % 1% ™ 1,906 15,953
Cox Cable Communications CXC A 22¥% 22Vz + Y 25%. 15% 3,552 69,264
Cypress Communlcations CYPR o] 11va 10%2 + % 11% 7 2,384 19,072
Entron ENT A 4 4% + % ™ 2% 1,320 3,458
General Instrument Corp. GAL N 228, 22 + % 20% 13% 6,370 111,475
LVO Cable Inc. LvoC o] 11V Ve + 2 11% 7 1,466 11.537
Sterling Communications STER o 5% 5% + Y 6% 3% 2,162 8,108
Tele-Communications TCOM o] 20 20%s — % 22% 12 2,856 45,410
Teleprompter TP A 119% 109 +10% 119% 56% 3,077 256,160
Television Communications TVCM ] 10 9% + % 1096 5% 3,804 33,285
Viacom VIA N 15Ys 15% — 5 21 9% 3,791 52.581
Vikoa VIK A 7V avs - % 14Y 4%, 2,344 14,064
Total 49,325 $827,882
Programing
Columbia Piclures CPS N 8%z 8% — % 17% 6% 6.342 § 57,078
Disney DIS N 132% 123% + 9% 132% 77 13,111 1,524,154
Filmways FWY A 5% 5% —_ 1% 4V 1,829 8.231
Four Star International 0 ¥ 1) - % 1% ¥ 666 579
Gulf & Western GW N 28Y2 26Va + 2V 31 19 15.549 388,725
Kinney Senvices KNS N 31% 31 + % 9% 25% 12,716 360,753
MCA MCA N 25% 22v2 + 3% 30 17% 8,165 166,321
MGM MGM N 16% 17% —1 267 15%2 5,895 102,396
Music Makers MUSC o] 1% i — % 3% 1% 534 534
Tele-Tape Productions o] 1% ive — % 2% 1 2,190 3,285
Transamerica TA N 18% 18% 4 % 20%2 14% 63,841 1,172,759
20th Century Fox TF N 1M% 10¥% + » 15% 7% 8,562 78.085
Walter Reade Organization WALT o] 1% 2% ] 5% 1% 2,414 4.514
Wrather Corp. wCO A 8% 371 — % 87% 5V, 2,164 12,703
Total 143,978  $3,880,117
Service
John Blair BJ N 15%s 14 + 1% 24%, 13 2,597 $ 37,007
ComSat cQ N 58% 59% — 1% 84Yz 49V 10.000 56,250
Creative Management CMA A 10% vz + % 17% 7% 969 8,111
Doyle Dane Bernbach DOYL o] 24V 24 + Y 26z 20 1,934 401,311
Elkins Institute ELKN o] 3% 3V — ¥ 16% 3 1,664 4,992
Foote, Cone & Belding FCB N 10Vs 9% 4+ % 13% % 2,196 21411
Grey Advertising GREY o 14% 14 + % 16% VA 1,209 157117
Interpublic Group IPG N 24% 22%: + 1% 27V 17V 1,673 31,988
Marvin Josephson AsSocs. MRVN (o} % 6% + 1% 12 5% 825 8,869
LaRoche, McCaffrey & McCall o] - 8Ya — 16%2 V2 585 6,289
Marketing Resources & Applications Q 8 8Y. — % 18% 2% 505 4,293
Movielab MOV A 1% 1% + % 4 1% 1,407 2,814
MPO Videotronics MPO A 4 4% — % ;37 I¥z 557 2,016
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(Continued from page 53) elid
Stock Ex- Ciosing Closing Mel change 1971 out zation
symbo! change Dec. 22 Dec. 15 inweek High Low (000) {000)
Nielsen NIELA 0 45% 39%2 4 5% 49%, 38% 5,299 204,647
Oglivy & Mather OGIL 0 40% 38% + 1% 40% 24 1,096 36,716
PKL Co. PKL A 7% 7% — 10V 3% 778 8,057
J. Walter Thompson JWT N 41% 40 + 1% 60 342 2,703 106,769
Transmedia International 0 —* — —_ 3% 1/16 535 134
Wells, Rich, Greene WRG N 18% 18% = 257 15% 1,602 30,230
Total 38,134 $964,621
Manufacturing
Admiral ADL N 18% 16% 4 2% 21 8 5,163 $ 89.062
Ampeax APX N 13% 13 + % 25% 10% 10,875 130,500
CCA Electronics CCAE o] 4 4V — % 5% 2% 881 3,524
Collins Radio CRI N 13% 15 — 1% 207 9% 2,968 35.616
Computer Equipment CEC A 3% 3% — W TVa V2 2,434 7.594
Conrac CAX N 25% 23% 4 2 29 15% 1,259 24,865
General Electric GE N 65% 62% + 3 657 52% 181,626 11,100,981
Harris-Intertype HI N 52% 50% + 2% §9% 45 6,344 314,028
Magnavox MAG N 45 43% + 1% 55 37% 17,283 812,301
M MMM N 133% 126 + 7% 133% 95Ys 56,186  7.009.204
Motorola MOT N B4% 78%2 4 6% 89% 5112 13,370 1,024,409
RCA RCA N 37% 36% + 1% 40% 26 74,437 2,577,090
RSC Indutries RSC A 2% 2% + % 6% 2Vs 3,500 9,170
Telemation TIMT o] 6% TY%"" -1 13% 6 14,040 94,770
Waestinghouse WX N 46Y2t 87%a — 97% 65% 41,555 3,594,508
Zenith ZE N 43% 41% + 2% S54% 36% 19,025 791.821
Total 450,946 $27,619,353
Grand Total 693,889 $41,680,088
Standard & Poor Industrial Average . 112,78 108.99 + a.rg

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

Shares outstanding and capitalization as of Dec. 14,
Over-the-counter bid prices supplied by Merrill Lynch,

Pierce Fenner & Smith Inc., Washington.

* Pricas not available.
“* Price as of Dec. 16.
1 New issue,

Fates&Fortunes

Broadcast Advertising

Robert B. Kiel Jr., formerly with media
buying and planning group of Kenyon
& Eckhardt, Chicago, joins Alberto-
Culver, Melrose Park, Ill.,, as assistant
advertising manager.

Theodore D. Van Erk, senior VP,
Peters, Griffin, Woodward, New York,
named executive VP. Raymond L. Hun-
ter, sales manager, Detroit office, Walter
Harvey and Roy M. Terzi, sales man-
agers, New York office, PGW, named
VP's. Dennis K. Gillespie, VP, general
sales manager, PGW, New York,
elected to board of directors.

Ramon Bimonte and Julius Harbirger,
VP's and creative supervisors, and
Harry E. Ward, VP and associate direc-

tor of art and TV department, Compton
Advertising, New York, elected senior
VP's. Donald R. Pfarr, account execu-
tive, named VP. Neal Martineau, Mi-
chael Moynihan, Rosemary MocCarty
and John Murnion, all Compton crea-
tive supervisors, in New York, elected
VP’s. Henry L. Buccello, division man-
ager, Compton, New York, elected
agency director.

William K. Burton, senior VP in charge
of Midwest for Robert E. Eastman &
Co., New York, named executive VP.
Mr. Burton will continue to have his
office in Detroit.

John D. Kelley, VP and New York
sales manager of Blair Television's mat-
ket division, named VP and general
sales manager. Richard A. O’Donnell,

—
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member of New York sales staff for
division, appointed New York sales
manager, succeeding Mr. Kelley.
Kensieth P. Don-
45 nellon, director of
[ industry  relations
since 1969 and for-
merly director of
advertising and PR,
The Katz Agency,
New York, elected
corporate VP and
secretary. His re-
sponsibilities in-
Mr. Donnel.’on clude data process-
ing and production services, and indus-
try and PR activities in addition to new
business development.
Howard Kamin, director of media re-
search, J. Walter Thompson Co., New
York, elected VP.
Phillipe de Lacy and Thomas de Paolo,
broadcast supervisors, J. Walter Thomp-
son, Hollywood, named VP’s.
Marc Dahan, with Trubin, Sillcocks,
Edelman & Knapp, New York law
firm, joins Universal Communications
there as VP and general counsel. Uni-
versal Communications specializes in
marketing techniques as applied to TV
syndication, media negotiation and
direct response advertising.
Neil R. Bernstein, assistant creative di-
rector, Leon Shaffer Golnick Advertis-
ing, Baltimore, appointed associate
creative director.

Clarence L. Holte, PR account super-

1
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Syndication Inc. has been named sales
representative for the series and 65 TV
stations already have agreed to accept
the program.

Dave Garroway will serve as host on
the series. Those invited to date include
former Chief Justice Earl Warren;
Governor Nelson A. Rockefeller of
New York; Chet Huntley; New York
Times Associate Editor James Reston;
Secretary of the Treasury John Connal-
ly; General William Westmoreland and
former Cleveland Mayor Carl Stokes.

‘Times’ subsidiary gets
into children’'s TV

The New York Times Teaching Re-
sources Film Division, which produces
and distributes educational sound-film
strips and recordings to elementary
schools and libraries, will expand its
operations to include the production of
children’s television programs, effective
immediately.

John A. Miller, vice president of
Teaching Resources, said the company
would initially develop production plans
for a weekly television series to be
based on currently popular children’s
literature and original stories. Consid-
eration will also be given to acquiring
rights to properties for children’s TV
specials. All the new productions, to-
gether with related teaching ma-
terials, will subsequently be made avail-
able to the educational field by the
New York Times and its subsidiaries.

Mr. Miller, a TV writer and producer
since 1950, created and was the original
producer of Captain Kangaroo, now in
its 17th year on CBS-TV.

The football fans
are fumbled again

The ire of football fans was stirred up
in NBC-TV country in the Southeast
Sunday, Dec. 19. In mid-second-quarter
play between the Washington Redskins
and Cleveland Browns, viewers in range
of 37 NBC-TV affiliates watched their
sets signal “please stand-by” and return
seconds later with the kick-off of the
Baltimore Colts-New England Patriots
contest.

The abrupt switch flooded the sta-
tions with calls from irate fans, many
with a regional allegiance to the Red-
skins. Stations in several Virginia cities
were visited by fans demanding an ex-
planation.

The mix-up, however, was blamed by
NBC on boggling of teletype message to
the area. Other NBC-TV affiliates in
selected areas of the country were in-
structed, during the week prior to the

broadcast date, to substitute the Colts-"

Patriots game for the previously sched-
uled Redskins-Browns contest. The
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change was instituted because the game
had * assumed increased importance
since the initial scheduling. The 37 af-
filiates on the Southeast leg of the net-
work apparently never got the message.

CONTAM results shown
comparable to Nielsen's

Television Information Office is distrib-
uting a booklet, “Television Ratings Re-
visited,” reporting on studies made for
the Committee on Nationwide Televi-
sion Audience Measurement (CON-
TAM) by Statistical Research Inc.,
Westfield, N.J.

The report points up the relative
accuracy of the telephone coincidental
survey in comparison with the Nielsen
meter/diary method; it shows that
CONTAM and Nielsen were close in
estimates on households using televi-
sion; it says CONTAM’s figures for
viewers per tuning household were
slightly higher than Nielsen's, and the
two methods yielded about the same
estimates for program share.

The report is available from TIO,
745 Fifth Avenue, New York 10022,
at 35 cents each or $27.50 for 100.

New Columbia Studio
on Warner Bros. lot

Ground has been broken in Burbank,
Calif., for a new Columbia Pictures-
Screen Gems building on the Warner
Bros. studio lot. The planned building
is part of a joint venture between the
two movie and television producers. It
will house motion-picture production
operations. A second structure is
planned for the use of Screen Gems
television production.

Columbia Pictures and Warner Bros.
formed the joint venture last June to
own the studio properties of both com-
panies and to operate a consolidated
studio at the Warner Bros. lot. Each
company will continue to operate its
separate production activities independ-

ently of the other. Plans also call for
the rental of studio and technical pro-
duction facilities to outside producers.
Screen Gems, as well as Columbia Fic-
tures, is a division of Columbia Pictures
Industries.

The new building on the Warmner
Bros. lot will encompass 75,000 square
feet, It will cost an estimated $2 mil-
lion. The new studio will be known as
The Burbank Studios Inc.

Guam cable pickup
prompts CBS suit

CBS Inc. has filed a new suit for CATV
copyright infringement, charging that
some CBS-TV network programs have
been recorded in the U.S. and transmit-
ted for a charge to cable-TV system
subscribers in Guam without -authoriza-
tion.

Named in the suit filed in the U.S.
District Court for the Central District of
California in Los Angeles are Marianas
Communications Inc., Markit Commu-
nications Inc., John Ulloa and David
Ulloa.

The action was begun last Dec. 17
by CBS for itself and for the class of
those who own copyright in programs
broadcast on CBS-TV. Specifically iden-
tified as infringed works in the com-
plaints are Gunsmoke, My Three Sons,
You Are There, Hawaii Five-O and
Cimarron Strip, which were broadcast
on CBS-TV from February to Decem-
ber 1971.

Changingfarmats

The following modifications in program
schedules and formats have been re-
ported:

® WzaM-FM Prichard, Ala. — Duke
Broadcasting Corp. announced that ef-
fective Dec. 15 station ceased dupli-
cating the country-and-western and
gospel format of wzaM(am) in favor
of conservative popular music broad-
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cast from 5:30 am. to 1 am. daily.
WzaM(AM) operates on 1270 khz with
1 kw day. WzaMm-FM broadcasts on 94.9
mhz with 31 kw and an antenna 135
feet above average terrain.

" WNOG(AM)-wNFM(FM) Naples, Fla.
—Palmer Broadcasting announced that
effective Dec. 10 FM has ceased dupli-
cating AM programing. During its 135-
hour broadecast week, station will pre-
sent mainly popular standards and
classical music. WNOG operates on 1270
khz with 500 w directional antenna
nighttime. WNFM operates on 94.5 mhz
with 5.4 kw and an antenna 115 feet
above average terrain.

* WwMmc(FM) Moncks Corner, S.C.—
William T. Friddell Sr., licensee, has
announced that the station has modified
its format from rock, country-and-
western, gospel, middle-of-the-road and
easy-listening programing to a more
religious-oriented schedule. The revised
format will stress religious, talk and
educational programs interspersed with
middle-of-the-road music. Wwmc oper-
ates on 105.5 mhz with 3 kw and an
antenna 265 feet above average terrain.

= WBMC(AM)-WHNR(FM) McMinnville,
Tenn.—Cumberland Valley Broadcast-
ing Co. announced that WeMc has dis-
continued its middle-of-the-road format
in favor of country and gospel program-

ing. WHNR has been converted to full-
time stereo and broadcasts an additional
12 hours weekly. FM presents standard
music selections, WBMc operates on 960
khz with 500 w day. WHNR operates in
stereo on 103.9 mhz with 3 kw and an
antenna height 129 feet above average
terrain.

" KvGM(FM) Bellingham, Wash.—
KoMm: Inc. announced that station
changes both its call letters and format
effective Jan. 3. New call letters will be
KiIsM(FM) and station format will
change from familiar easy listening
music to golden oldies music. Station
operates fulltime in stereo on 92.9 mhz
with 25 kw and an antenna 2,450 feet
above average terrain.

ProgramNotes

ABC on speedways ®* ABC-TV will begin
a new sports series, 4BC’s Champion-
ship Auto Racing, Sunday afternoons
(various times) on Feb. 20. The half-
hour program will continue through
May 14 with nine filmed races and four
live telecasts.

‘FBI will return * ABC-TV announced
last week it has renewed The FBI series
for the eighth season next fall in its
regular 8-9 p.m. Sunday period. FBI

is produced by Quinn Martin Produc-
tions in association with Warner Bros.
Television.

Consumer series * The Council of Bet-
ter Business Bureaus launched a series
of weekly 10-minute radio consumer
information programs Dec. 19 on the
Mutual Broadcasting System. The pro-
grams feature interviews with recog-
nized consumer education spokesmen,

Sneak revival ® NBC-TV will present a
sneak preview of Lights Out, an an-
thology series of occult dramas under
consideration by the network for its
1972-73 season, on Jan. 15 (10-11 p.m.).
The series, which was carried on NBC-
TV from 1949 to 1952, was created by

suspense-mystery writer Arch Oboler.

Hollywood outtakes ®* Wolper Produc-
tions Inc., Hollywood, in association
with MGM, has started work on a half-
hour Hooray for Hollywood series,
based largely on material from the
MGM library never before shown on
television. Programs, covering careers
and personal lives of Hollywood film

personalities, will feature outtakes,
publicity material, collector items,
screen-test footage, filmed interviews

and still photographs. Jack Haley Ir.,
will serve as producer-director-writer of
the forthcoming series, planned for net-
work presentation next fall.

FocusOnfinance’

LVO lands loans
of $12 million

LVO Cable Inc., Tulsa, Okla., is com-
pleting a new $6-million financing
package with Teachers Insurance & An-
nuity Association and Home Life In-
surance Co. The two insurance com-
panies have committed to loan the cable
company $6 million on 15-year senior
notes. A revolving standby credit agree-
ment for an additional $6 million from
five banks is also being finalized.

The 15-year senior notes call for no
principal repayments to be made until
the sixth year and are then repayable in
even amounts over the next ten years.
Warrants for 150,000 shares of LVO
Cable common stock were included in
the terms of the financing package.

Gene W. Schneider, president of
LVO Cable, said the proceeds of the
long-term insurance loans will be used
to consolidate certain bank and equip-
ment-supplier indebtedness and to com-
plete construction on all current proj-
ects.

A name change for Kinney

The board of directors of Kinney
Services Inc., New York, parent com-
pany of Warner Bros. Inc., has voted
to change the company’s name to War-
ner Bros. Communications Inc. Pro-
posal will be submitted for approval by
stockholders at a meeting Feb, 10. A
spokesman said the new name will bet-
ter reflect Kinney’s involvement in
entertainment and communications, in-
cluding motion pictures, TV, records,
magazine publishing, and cable televi-
sion.

BroadcastingStockindex

A weekly summary of market activity in the shares of 115 companies associated with broadcasting.

Approx. Total market
shares capitali-
Stock Ex- Closing Clesing  Net change 1971 out zatlon
symboi change Dec. 21 Oec. 15 in week High Low {0003) (000)
Broadcasting
ABC ABC N 53Yz 52% + % 53% 25 7.095 $362,696
AS| Communications ASIC 0 v 4 — % 4% 2% 1,815 4,755
Capital Citles ccB N 48%, 4% + ¥ 49Y, 29 6,236 280,620
CcBS CBS N 48% 49% — % 49% 0% 27,858 1,260,575
Cox [ol0) 4 N 38'% 38 + Y k<1 17% 5,802 203,070
Gross Telecasting GGG A 12% 12% - Y 16 10% 800 9,096
LIN LINB (o] 14% 14% _ 15% BV, 2.294 29,249
Mooney MOON [o] 8% 8% + % 9V 4 250 1,875
Pacific & Southern PSOU [o] 10% 1% + ¥ 17% 8 1,930 15,440
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visor, BBDO, New York, retires. Mr.
Holte, specialist in ethnic markets,
joined BBDO in 1952.

C. Wyndell Crouse, former VP, market-
ing services, North Atlantic Consumer
Products Group of The Singer Co., New
York, named VP of advertising and
sales promotion for division.

William J. Becher II, writer in sales
promotion department, Ralston Purina,
St. Louis-based pet food manufacturer,
joins Gardner Advertising there as ac-
count representative.

Lewis W. Olsen, account executive,
Bozell & Jacobs, Chicago, joins Sperry-
Boom there in similar capacity. Mr.
Olsen will be in agency’s Chicago and
Quad Cities offices.

Hugh T. James, creative director, Wal-
die & Briggs, Chicago, joins Fuller &
Smith & Ross there in newly created
position of VP and coordinator of crea-
tive services.

Richard J. Garber, account executive,
Vic Maitland & Associates, Pittsburgh,
advertising and marketing firm, named
VP and manager of that office.

Franklin S. Roberts, VP, Kalish & Rice,
Philadelphia agency, appointed director
of special projects.

Susan Zamichow, with media research
staff, Shaller-Rubin, New York, joins
Kenyon & Eckhardt there as senior
analyst. Daniel M. Lucci, account ex-
ecutive, Rumrill-Hoyt, New York, joins
Kenyon & Eckhardt, New York in
similar position.

Kate Adamson, media assistant, Hill,
Holliday, Connors, Cosmopuios, Bos-
ton, appointed media buyer.

Joseph V. Vigliano, with Lindsey, Brad-
ley & Johnston, Chattanooga agency,
appointed production coordinator and
account liaison, responsible for produc-
tion of TV and radio commercials.

Edward G. Dorrity, with Pepper &
Tanner, Memphis-based programing
barter firm, and E. W. Brody, president
of Public Relations Associates there,
have formed Advertising/Marketing
Associates Inc. Firm will be headquar-
tered with Public Relations Associates.

Mickey Luckoff, general sales manager,
KLAC(AM) Los Angeles, joins KGo(AM)
San Francisco as sales manager.

Joel R. Feldstein, head of his own Cor-
porate Communications, Chicago PR
firm, joins Aaron D. Cushman & Asso-
ciates there with supervisory responsi-
bility in the PR and marketing firm.

Gary W. Popkins, with sales staff, KQv-
(aM) Pittsburgh, appointed general
sales manager.

Chuck Carson, program director, KFRE-
(aM) Fresno, Calif., appointed general
sales manager.

The Media

James G. Saunders, director of plan-
ning, Barry H. Thurston, director of
programing, Kaiser Broadcasting, Oak-
land, named VP's. Kenneth M. Robin-
son, with Kaiser Industries legal staff,
named VP-counsel Kaiser Broadcasting.

Ole G. Morby, domestic operations
manager, Time-Life Broadcast Inc.,
New York, retires. In his 37-year career
he was formerly with McCann-Erick-
son, CBS and Mutual before joining
Time-Life in 1957,

John L. Buchanan, owner, Diversified
Media Brokers, Phoenix, rejoins Ameco
Inc. there as VP of marketing of firm’s
cable TV equipment and systems engi-
neering.

James D. Johnson, director of informa-
tion services, KMox-Tv St. Louis, joins
Nebraska Television Network, Hastings,
as general manager. Network comprises
KHPL-Tv Hayes Center, KHOL-Tv Kear-
ney, KHTL-Tv Superior and KHQL-TV
Albion, all Nebraska.

Stanley Spero, VP and gneral man-
ager of kMpc(aM) Los Angeles, elect-
ed chairman of board of Southern Cali-
fornia Broadcasters Association for
1972. Others elected: Edmund Bunker,
president and general manager, KFI-
{(aM) Los Angeles, vice chairman; Ira
Laufer, president and general manager,
KVEN-AM-FM Ventura, treasurer; Gor-
don Mason, VP and station manager,
KBIG(AM) Avalon, secretary. Robert M.
Light continues as president.

Ed Minor, manager of CATV and pub-
lishing services, Cox Data Systems, At-
lanta, named VP. Sam Crumbley, man-
ager of broadcasting services, Cox Data,
named VP, Cox Data Systems is wholly
owned subsidiary of Cox Broadcasting
Corp.

Jonathan Schocher, 1971 graduate of
American University law school, has
become associate of Washington law
firm of McKenna, Wilkinson and Kitt-
ner. Firm name was changed Nov. 1
when it moved to 1150-17th Street,
N.W. Joseph M. Kittner has been part-
ner since 1960,

Please send
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Position

William R. Sinkunas, VP and general
manager, Cablevision Corp. of Ameri-
ca, Boston, named to similar responsi-
bilities with Akron (Ohio) Cable-
vision. Both are subsidiaries of Tele-
Vision Communications Corp (TVC),
New York-based multiple CATV own-
er. Succeeding Mr. Sinkunas at Cable-
vision Corp. of America is Robert Feld-
er, previous manager of Akron system.

John R. Purcell, chief financial officer,
Gannett Co., diversified company with
broadcast interest, Rochester, N.Y., ap-
pointed to additional responsibilities as
general business manager.

Sam Spivy, operations director, KENS-
Tv San Antonio, Tex., appointed station
manager, WRBT(Tv) Baton Rouge.

Jerry Colvin, with kTBS-TV Shreveport,
La., joins wAPT(Tv) Jackson, Miss., as
station manager.

Programing

Richard Burgheim, associate editor,
Time magazine, New York, covering
TV and show business, appointed to
newly created position of director,
CATV program projects, Time-Life
Broadcast, New York. Also, Bruce
L. Paisner, in addition to his duties as
general manager T-L Video, Time Inc.’s
video-cassette unit, appointed general
manager for programing and marketing
for all Time-Life Broadcast activities
including CATV, Howard Dunn, assist-
ant to VP for administration and inter-
national divisions, Time Inc., appointed
director, CATV special projects, Time-
Life Broadcast.

Ronald W. Miller, VP-executive pro-
ducer, and Roy E. Disney, son of late
Roy O. Disney and VP-16mm produc-
tion, Walt Disney Productions Inc., Bur-
bank, Calif., both named to company’s
executive committee. Michael L. Bag-
nall, Orbin V. Melton, Lawrence E.
Tryon, with business staff, elected VP-
business affairs and information systems,
VP-finance and VP and treasurer, re-
spectively. Richard T. Morrow, VP-
general counsel, appointed to additional
responsibilities as advisory director.
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Thomas Pamnell, with WPGC-AM-FM
Morningside, Md., joins WMEX(AM)
Boston as program director.

Danny Davis, with KHow-AM-FM Den-
ver, moves to KRIZ(AM) Phoenix as pro-
gram director. All are Doubleday Sta-
tions.

Tom Maule, with KFRE(AM) Fresno,
Calif., appointed program director.

The Rev. Ardon D. Albrecht, director
of communications, Lutheran Church
of Taiwan (Formosa), joins Lutheran
Television, St. Louis-based program
producer, as program director. He suc-
ceeds Herman W. Gockel who retires
after 20 years.

Don Blythe, director of news and pub-
lic affairs, KoaM(aM) Pittsburg, Kan,,
appointed operations manager.

Richard Holmberg, formerly with xpLX-
(FM) San Jose, Calif., appointed pro-
gram manager and production super-
visor, KPSJ(FM), station’s new call let-
ters since its acquisition by PSA Broad-
casting.

Broadcast Journalism

Don J. Ross, with Mutual, Los Angeles,
joins wioD-AM-FM Miami as anchor-
man.

Jeff Fisher, with news staff, WERE-AM-
FM Cleveland, appointed news director.

Doug Brown, weatherman, KWTX(AM)
Waco, Tex., joins KHOU-TV Houston in
similar capacity.

George Putnam, anchorman for KTTv-
(Tv) Los Angeles, moves to similar
position at KTLA(TV) there, where he
previously worked for three years. Hal
Fishman, reporter, KTTv, also rejoins
KTLA news staff, where he also was pre-
viously employed. Pete Miller, investi-
gative reporter for KTTv(TV), and Ken
Jones, weekend anchorman for station,
appointed co-anchormen of nightly
news program.

Joe Stevens, formerly with wrvo(Tv)
Rockford, Tll., joins wNEM-Tv Flint-
Saginaw-Bay City, Mich., as newsman.

Equipment & engineering

M. Peter Keane, with Sony Corp., and
Raymond D. Griffiths, director of West-
ern region, CBS Electronic Video Re-
cording, Los Angeles, join Cartrivision
as Eastern and Western regional zone
managers, respectively. Mr. Keane will
make his office in New York, Mr.
Griffiths in Palo Alto, Calif. Cartrivision
has developed video tape-cartridge sys-
tems for alternative broadcast and
closed-circuit use, and is providing
system programing.

Renville H. McMann Jr., executive VP,
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elected president,
effective Jan. 1,
succeeding Dr.
| Peter C. Gold-
" mark, who an-
nounced his retire-
ment plans last Au-
gust (BROADCAST-
ING, Aug. 9) after
association with the
company since its

L formation in 1937.
Mr. McMann Mr. McMann
joined CBS Laboratories in 1955 and
has served as director of engineering, as
VP and as executive VP since this past
summer.

CBS Laboratories,

Rl B

Bradley Kemp, VP and national sales
manager, Vidtronics, international video-
tape and motion picture specialist deal-
ing in equipment and programing, di-
vision of Technicolor, Hollywood, joins
Trans-America Video there as VP for
marketing and distribution. Trans-
America Video is supplier of color
video-tape facilities.

Kenn Morris, graphic communications
manager, Whittaker Corp., Los Ange-
les-based research and development
firm, joins Audiotronics Corp., North

First 12 of NPACT board

Initial 12 members of board of direc-
tors for public TV’s Washington-based
news and public affairs organization,
National Public Affairs Center for Tele-
vision, have been announced: Sidney
L. James, retired vice president of Time
Inc., and chairman, Greater Washington
Educational Television Association
(WETA-FM-Tv), chairman; Elie Abel,
dean of Columbia University’s Graduate
School of Journalism; Austin Kiplinger,
president of Kiplinger Washington edi-
tors, Dr. Malcolm Moes, president, Uni-
versity of Minnesota; Dr, Bennetta B.
Washington, associate director of wom-
en’s programs and education, U.S. Job
Corps; Terry Sanford, president of
Duke University and former governor
of North Carolina; Max M. Kampel-
man, Washington attorney and former
legislative counsel to Senator Hubert H.
Humphrey; Ralph B. Rogers, chairman
and president of Texas Industries; Lane
Kirkland, secretary and treasurer of
AFL-CIO; Martha T. Muse, president
and executive director, Tinker Founda-
tion; Donald V, Taverner, president,
WETA-FM-Tv; Jim Karayn, president,
NPACT. NPACT’s board will be com-
pleted with the addition of three more
members this month.

Hollywood, Calif., as marketing services
manager.

William G. Eagle, VP, Joseph Plasencia
Inc., New York, export agent for sev-
eral U.S. manufacturers of systems and
equipment for broadcast, closed circuit,
CATV and two-way radio, appointed
manager of indirect sales, Philips
Broadcast Equipment Corp., Montvale,
N.J. William D. Cheppell, VP and
treasurer, Ferrox-cube Corp., Sauger-
ties, N.Y., division of North American
Philips subsidiary, named VP of fi-
nance and administration of Philips
Broadcast Equipment Corp., Montvale,
N.J., also subsidiary of parent North
American Philips.

Deaths

Roy O. Disney, 78, chairman of board
and chief executive officer of Walt Dis-
ney Productions Inc., Burbank, died
Dec. 20 in Burbank after suffering cere-
bral hemorrhage. Mr. Disney and his
late brother, Walt, founded small ani-
mation studio in 1923 with $250 in
savings and $540 in borrowed money.
Throughout years, Roy Disney had
responsibility for business affairs, his
brother for creative activities. When
Walt Disney died on Dec. 15, 1966,
Roy Disney took over leadership of
studio. He is survived by his wife, Edna,
and son, Roy Edward, now VP of
Disney Productions.

Robert P. Dowd, 30, central division
sales manager for ABC Films’ domestic
sales division, died Dec. 18 in Chicago
of heart attack. He joined ABC Films
in October 1968.

Elliott H. Hall Jr., 68, retired founder
of Lowe & Hall Advertising, Green-
ville, S.C., died Dec. 5 in Columbia,
S.C., after brief illness. Mr. Hall served
as firm’s president and chairman until
his retirement in April 1969.

Dione Lucas, 62, TV hostess of culinary
arts program, died Dec. 20 in London
of pneumonia. In late 1940's Mrs.
Lucas launched cooking program, which
was carried on early CBS-TV network
and later on wPIx(Tv) New York. She
is survived by two sons.

Kate Aitken, 81, retired Canadian
Broadcasting Corp. commentator, died
Dec. 11 at her home near Toronto. She
began in broadcasting on CFRB(AM)
Toronto in late thirties and worked in
radio until 1961, providing listeners with
hints on homemaking and child care. ~

Joseph Revson, 66, co-founder and re-
tired treasurer of Revion Inc., cosmetic
concern who was strong proponent of
TV advertising for his company, died
Dec. 19 of heart attack at his New
York home. Mr. Revson is survived by
his wife, Elise, one daughter and two
sons.
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forTheRecord

As compiled by Broadcasting, Dec. 15
through Dec. 21, and based on filings,
authorizations and other FCC actions.

Abbreviations:  Alt.—alternate.  ann.—announced
ant. —antenna. aur.—aural. aux.—auxiliary. CATV
—community antenna television. CH —critical hours.
CP—construction permil. D—day. DA —direction
antenna. ERP—effective radiated power.khz—
kilohertz. kw—kilowatts. LS —local sunset. mhz—
megahertz. mod.—modification. N—night. PSA~
presunrise Service authority. SCA —subsidiary com-
munications authorizations. SH —specified  hours.
SSA —special service authorization. STA —special
temperary authorization. trans.—transmitter. UHF
—ultra high frequency. U—unlimited hours. VHF
—very high frequency. vis.—visual. w—walts. *—
educational. HAAT —height of antenna above aver-
age terrain. CARS—cable antenna relay stations.

New TV stations
Applications

@ Bethel, Alaska— Bethel Brouadcasting Inc. Secks
YHF ch.4 (66-72 mh2). ERP 4.7 kw vis. 94 kw aur.
Ant. hecight above average terrain 205.65 fu anl.
height above ground 253 f. P.O. address: ¢/o Clar-
ence B. Clark Box 37, Tethel. Alaska. 99559. Esti-
mated construction cost $989.440: first-ycar operaling
cost $239.500: revenue none. Geographic coordinate:
60° 47" 33" north lat.: 161* 46° 22" west long. Type
trans. Gates Radio Co. Type ant. Jampro. Legal
counsel McKenna. Wilkinson & Kittner, consulling
engineer Franklin W. Butte. Principals: Clarence B.
Clark Sr.. Robert D. Arnold. Mr. Clark is vice
president of Bethel Broadcasting Inc. Mr. Arnold
is concerned with Alaska Educational Broadcasling
Communications. Ann. Dec. 6, 1971.

o Biddcford. Mec.— University of Maine. Seeks UHF
ch. 26 (542-548 mhz): ERP 699 kw vis. 139.8 kw
aur. 795.5 fi: ant. height above ground 1.179.5 fi.
P.O. address: ¢/o Edward F. Winchester. Alumni
Hall, Orono. Me. 04473. Estimaled construction cost
$509.657: first-year operating cost $53.720: revenue
none. Geographic coordinates 43° 35 00" north lat.:
70° 48’ 09" west long. Type trans. RCA. Type ant.
RCA. Legal counsel Dow. Lohners & Albertson,
consulting engineer Silliman. Moffet & Kowalski.
Principals: Edward E. Winchester. Joanne R. Magill
and Lester W. Spencer. Mr. Winchester is director
of engineering at University of Maine. Ms. Magill
is clerk of board of trustees al university. Mr.
Spencer is director of programing there. Ann. Dec. 6,
1971.

Final action

® Daytona Beach, Fla.—FCC denied application by
Cowles Florida Broadcasting Inc., uppealing action
by review board released Aug. 31 denying its petition
10 enlarge issues against Central Florida Enterprises
Inc. (Doc. 19168-70). Action Dec. 8,

Other action

e Review board in New York TV proceeding—
Granted motion by Forum Communications Inc. for
extension of time to Jan. 6, 10 file oppositions (o pe-
tition by WPIX Inc. to enlarge issues. Action Dec. 17.

Existing TV stations
Final action

s KVIQ-TV, Eurcka, Calif.—Broadcast Burcau
ranted mod. of license covering reduction of ERP 10
0.5 kw. Action Dec. 14.

¢ KLXA-TV Fontana, Calif.-FCC denied request
by Justicia. Fontana, Calif. community group. for
extension of time to Jan. 15, to file petition to deny
license renewal application of KLXA-TV at Fonlana.
Action Dec. 15.

o KNTV-TV, San Jose, Calif. —FCC granted Gill
Industries licensee of KNTV-TV San Jose and Kern
Cable Co.. operalor of CATV systems at Bakers-
field. Delano. McFarland. Shafter and Wasco. Cu..
waivers of rules prohibiting television-cable cross-
ownership. Action Dec. 15.
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* WCOT-TV. Akron. Ohio—FCC granted applica-
tion by Cathedral of Tomorrow Inc. for mod. of
CP for station. Action Dec. 10. 1971.

Actions on motions

e Hearing Examiner Forest L. McClenning in Fort
Smith and Jonesboro, both Arkansas. (KFPW
Broadcasting C. (KFPW-TV) and George T. Hern-
reich (KAIT-TV) TV proceeding. ordered that decu-
ments specified under (1).(2).(4) and (8) of motion by
Broadcast Burcau to produce. need not be produced
since they are available through commission's own
files: pleadings specified under (9). need not be pro-
duced since they arc available through court having
jurisdiction: documents specified under (3). (5). (6)
and (7) be produced at offices of counsel for George
T. Hernreich on Jan. 19. 1972 for inspection and
copying: and further ordered that parties may medify
place and time of production and method of copying
in any matter mutually agreeable 10 them subject 10
condition that such modification{s) shall not result
in delay of proceedings (Docs. 19291-2). Action Dec.
13.

¢ Hearing Examiner Chester F. Naumowicz Jr. in
Daytona Beach. Fla. (Cowles Florida Broudcasting
Inc. (WESH-TV) et al.} TV proceeding. set certain
procedural dates and continued hearing to March 21,
in Daytona Beach 4 location 1o be specified by sub-
scquent order (Docs. 19168-70). Action Dec. 14.

Network affiliations
ABC

e Formula: In arriving at clearance payments ABC
multiplies network’s station rate by a compensation
percentage (which varies according to time of day)
then by the fraction of hour substantially occupied by
program for which compensation is paid. then by
fraction of aggregate length of all commercial availa-
bilities during program occupied by network commer-
cials. ABC deducts 2.05% of station's network ratc
weekly to cover expenses, including payments to
ASCAP and BMI and intcrconnection charges.

* WRBT-TV Baion Rouge, La.—(Romac Baton
Rouge Corp.) agreement dated Oct. 7 effective March
1, 1972 through March 1. 1974. First call right. Pro-
grams delivered to station. network rate $100: com-
pensation paid at 30% prime time.

o WLIO-TV Lima, Ohio—(WHOK-TV Inc.) agree-
ment dated Nov. 9 1o replace one dated Aug. 8, 1969
effective Oct. 1 through Oct. 1, 1973, Network rate,
none: compensation paid at 30% prime time.

CBS

® Formula: Same as ABC.

e WLKY-TV, Louisville, Ky.—(WLKY-TV Inc.)
agreement dated Dec. 2, cffective Sept. 13 through

Aug. 13, 1972. Network rate $650. compensation
paiﬁ at J0% prime time.

New AM stations

Starts authorized

* WYLN(AM) Potomac-Cabin John, Md.— Autho-
rized program operation on 950 khz, 1 kw. Action
Dec. 13.

* KWK(AM) St. Louis— Authorized program opers-
tion on 1380 khz. 5 kw. Action Nov. 8.

Final actions

® Broadcast Burcau. Hammond. La.—granted CP
for new class A FM to operate on ch. 296 {107.1
mhz); ant. height 88 fi: ERP 3 kw. Action Dec. 14.

* West Branch, Mich.— Initial Decision released
Oct. 21, proposing grant of application of Ogemaw
broadcasting Co. (Dean W. Manley, Jack E. KaufT-
man and Robert S. Marshall) for new AM o operate
on 1060 khz. | kw D, in West Branch. became ef-
fective Dec. 10, in accordance with rules (Doc. 18835).
Action Dec. 14.

Actions on motions

® Chief. Office of Opinions and Review. in Elmhurst
and Wheaton. both Ill. (Du Page County Broadcast-
ing Inc. and Central Du Page County Broadcasting
Co.) AM proceeding, granted petition by Central
Du Page and extended through Dec. 23, time to file
reply 10 exceptions and brief in support of exceptions
of Du Page County Broadcasting Inc. {(Docs. 16965-
6). Aclion Dec. 14.

o Chiel, Office of Opinions and Review. in Green-
field, Mass. (Greenfield Broadcasting Corp.) AM
proceeding. denied petition 1o dismiss by Amherst
Broadcasting lnc.: granted petition by Greenfield
Broadcasting Corp.. and extended 1o Dec. 20, time
10 file petition for reconsideration (Doc¢. 19329). Action
Dec. 9.

o Hearing Examiner Charles J. Frederick in West
Hazleton, Pa. {Broadcasters 7 Inc.) AM proceeding,
on request of applicant for continuance of hearing,
rescheduled hearinﬁ now scheduled for Dec. 20, to
Jan. 5, 1972. (Doc. 18491). Action Dec. 16.

o Hearing Examiner Millard F. French in Williams-
burg. Suffolk and Norfolk. all Virginia (Virginia
Broadcasters et. al.) AM proceeding. granted peti-
tion by Virginia Broadcasiers and extended through
Jan. 10, 1972, time to file proposed findings of fact
and conclusions of law and through Jan. 19, 1972,
time to file reply findings (Doc. 17605-6. 18375).
Action Dec. 14.

o WFRD. Fremont, Ohio—FCC denied petition
filed by Comite de Communications Hispanas, com-
munity group, asking for reconsideration of FCC
action denying its application for review, denial of
license renewal of WFRO. Fremont, and designation
for hearing of renewal application of Wolfe Broad-
casting Corp.. licensee of WFRO. Action Dec. 15.

o Hearing Examiner David |. Kraushaar in Midwest
City, Okla. (M. W. Cooper) AM proceeding, granted
petition by M. W. Cooper for leave to amend his
application in order 10 clarify his financial capability

EDWIN TORNBERG

& COMPANY, INC.

Negotiators For The Purchase And Sale Ot
Radio And TV Stations » CATV
Appraisers ¢ Financial Advisors

New York—60 East 42nd St., New York, N.Y. 10017
West Coast—P.0. Box 218, Carmel Valley, California 93924

212-687-4242
408-375-3164
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Summary of broadcasting
Complled by FCC Dec. 1, 1871

Not
On air Total on air Total
Licensea STA° CP's on air CP's authorized

Commercial AM 4,338 3 13 4,354 57 4,411
Commercial FM 2.254 1 44 2,2992 114 2,413
Commerclal TV-VHF 503 2 5 5103 17 5272
Commercial TV-UHF 176 0 13 1893 &7 2563
Total commerclal TV 679 2 18 699 B4 773
Educational FM 472 1 15 478 78 558
Educational TV-VHF 85 3 3 88 3 N
Educaticnal TV-UHF 110 0 7 117 14 131
Total educational TV 195 3 10 205 17 222

* Special Temporary Authorization.

! Includes 25 educational AM's on nonreserved channels.

2 includes 15 educational stations.

3 Indicates four educational stations on nonreserved channels.

with inclusion of supplemental affidavit, letter dated
Nov. 22 from American Bank of Commerce, and
statement in tabular form, of Cooper’s financial plan
(Doc. 13344). Action Dec. 10.

o Hearing Examiner Chester F. Naumowicz Jr. in
Indianapolis, Omaha, and Vancouver. Wash. (Star
Stations of Indiana Inc. et. al.) AM and FM pro-
ceeding, on request of Star Stations advanced re-
sumption of hearing now scheduled for Dec. 22 to
Dec. 21 (Docs. 19122-5). Action Dec. 13.

Other actions

¢ Review board in Jeannctte. Pa., AM proceeding,
granted request by WHJB Inc., for extension of time
through Dec. 20 to file exceptions to initial decision
released Nov. 8. Action Dec. 17.

¢ Review board in Norristown, Pa., AM proceeding,
granted motion by WNAR Inc.. for extension of
time through Dec. 23 to file reply exceptions to sup-
plemental initial decision (Doc. 14952)) Action Dec.
17.

Initial decision

e Hearing Examiner Basil P. Cooper in Blacksburg,
Va., proposed in supplemental initial decision grant of
application of Broadcasting Service of Carolina
Inc.. for new standard broadcast station to operate in
Blacksburg on 710 khz, 5 kw-D. using three-element
directional antenna, {Doc. 18445), Action Dec. 17,

& Hearing Examinicr Millard F. French in Green .

Bay. Wis., proposed in initial decision denial of ap-
plication of Frank M. Cowles for new day AM to
operate on 1080 khz, with | kw power, using direc-
tional ant. (Doc. 18790) Action Dec. 15,

Call letter actions

e Wayne County Broadcasting Corp.. Honesdale,
Pa.—Secks WHPA. Action Nov. 26.

Call letter application

® Waseca-Owatonna _ Broadcasting Co.. Waseca,
Minn. — FCC granted KOWO. Action Nov. 26.
eTown 'N Country Broadcasting Co.. Tupelo,
Miss.— FCC granted WTLE. Action Nov. 26.

¢ Upshur Broadcasting Co., Gilmer, Tex.—FCC
granted KHYM. Action Nov. 26.

Existing AM stations

Applications

¢ WGAD(AM) Gadsden, Ala.—Secks CP to change
maximum radiation value for nighttime pattern.
Action Nov. 30.

¢ KOPO (AM) Tucson, Ariz. —Seeks CP to increase
daytime power to | kw and change trans. site 10 south
side of 26th Street between Warren and Cherry Ave-
nue. Action Nov. I5.

® KUZZ(AM) Bakersficld, Culif.—Secks mod. of
license to change studio location to 1209 North
Chester Avenuc, Oildale, Calif. and operatc by re-
mole conlrol from main studio location. Request
waiver of rules. Action Nov. |5,

* WAVS (AM) Fi. Lauderdale, Fla.—Seeks to
change ant. system from four towers to three and
change directional array. Action Nov. 15,

¢ WSGA (AM) Savannah. Ga.—Secks CP 10 erect
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new 380 ft. tower to replace present 180 (1. tower
10 serve as supporting structure for FM ant. Action
Nowv. 15.

o WLLS (AM) Hartford, Ky.—Seeks CP 1o increase
tower height for FM operation. Action Nov. |5.

* WCSR (AM) Hillsdale. Mich.—Seeks CP to in-
crease height of AM trans. lower 10 accommodate
FM transmitting ant. Action Nov. 30.

¢ KOTS (AM) Deming, N.M.—Secks mod. of li-
cense to change from daytime to limited hours
operation. Action Nov. 30.

¢ WCGR (AM) Canandaigua, N.Y.—Seeks mod. of
license to change main studio location to Town
Line Road, Canandaigua and operate by remote
control from studio location. Request waiver of
rules. Action Nov. 135.

¢ KBUH (AM) Brigham City, Utah—Secks CP 10
increase power to | kw. Action Nov. 15.

Action

* WFBG Altoona, Pa.=FCC granted application of
Triangle Publications Inc., for change in operation of
WFBG from directional to non-directional. Action
Nov. 26.

Actions on motions

¢ Hearing Examiner Millard F. French in Van-
couver. Wash.—(Cathryn C. Murphy} renewal of
license of KVAN. Granted request by Broadcast
Bureau. and extended time for [iling proposed
findings of fact and conclusions from Dec. 20 to
Feb. 22. 1972, and for filing reply findings from
Jan. 10, 1972, to March 3, 1972 (Doc. 18672). Action
Dec. 16.

o Chiel Hearin%’_ Examiner Arthur A. Gladstone
in Greenville, Farmville. Washington and Clay-
ton. all N.C. (Curtis & Associates Inc. (WPXY). the
Farmville Broadcasting Co. (WFAG), Radio Wash-
ington Inc. (WEEW) and Dr. John N. Denning
and William R. Britt, dba Clayton Broadcasting
Co.. AM proceeding, designated Hearing Examiner
Chester F. Naumowicz Jr., to serve as presiding
officer and scheduled prehearing conference for
Jan. 24, 1972 and hearings for Feb. 28. 1972 (Doc.
19362-5). Action Dec. 9.

o Chief Hearing Examiner Arthur A. Gladstone in
Wharton, Tex. {(Wharton Communications, Inc.)
for renewal of license for KANI granted hearing
to be transferred from Washington to Wharton,
Tex., at time and place to be hereafter specified (Doc.
19288). Action Dec. 9.

e Hearing Examiner David 1. Kraushaar in Pica-
yune, Miss. (Tung Broadcasting Co. and Andres
Calandria) FM proceeding granted motion by
Tung Broadcasting Co.to extent that Ben. O. Griffin,
licensee of WRPM-AM-FM, Popularville, Miss.
is named party to proceeding (Docs. 19345-6). Action
Dec. 14.

¢ Hearing Examiner Forest L. McClenning in Jack-
sonville, N.C. (Scaboard Broadcasting Corp) re-
newal of license of WLAS granted petition by ap-
plicant, and extended time for filing reply findings
from Dec. 18 to January 31, 1972. (Doc. 18814).
Action Dec. 16.

o Hearing Examiner James F. Tierney in New York
(WPIX Inc. (WPIX) and Forum Communications
Inc) TV proccedinF granted petition by forum Com-
munications Inc. for leave 1o amend ijts applice-
tion to reflect position of principal in another
broadcast interest, and accepted amendment (Doc.
18711-2. Action Dec. 16.

Fines

¢« WZBN Zion, IIl.—FCC notified Zion-Benton

Broadcasting Corp., licensee of WZBN Zion, that it
has incurred apparent liability of $500 for willful or
repeated violation of Communications Act and of
rules by failing to properly identify sponsor of political
ads presented on station. Action Dec. 15,

¢ KUIK, Hillsboro, Ore.—FCC notified Sho-N-Tel,
licensee of KUIK Hillsboro, that it has incurred
apparent liability of $500 for willful or repeated viola-
tion of rules and terms of station's presunrise service
authority, by operating during presunrise period with
excess power. Action Dec, 15.

Cal! letter applications

» WMEG Mellbourne, Fla.—Seeks WMEL. Ann.
Nov, 26.

¢ KTOH Lihue, Xauai, Hawaii— Secks KIVM. Ann.
Nov, 26.

Call letter actions

e WMEL Pensacola, Fla.—FCC granted WVIX.
Action Nov, 26,

e WATE Knoxville, Tenn.—FCC granted WETE.
Action Nov. 26.

Designated for hearing

¢ Fayetteville, N.C., Newport News and Smithfield.
Va.—FCC designated for hearing application b
Cape Fear Broadcasting Co., licensee of WFN

Fayetteville. to change its facilities, and competing
applications of Virginia Peninsula Broadcasting Corp.,
Newport News, and Vernon H. Baker (Town and
Country Radio) Smithfield, Va., for new standard
broadcast stations to operate on 940 khz. Action Dec.
15.

New FM stations
Applications

¢ Sanford, Me.— University of Maine. Seeks 90..
mhz, 19.52 kw. HAAT 730 ft. P.O. address Alumni
Hall, Orono. Me. 04473, Estimated construction
cost $509.657. first-year operating cost $53,720;
revenue none. Principals: Edward E. Winchester,
Joanne Magill and Lester W. Spencer, et al. Mr.
Winchester is director of engineering at University
of Maine. Ms. Magill is clerk of board of trustees at
University. Mr. Spencer is director of programing at
University. Action Dec. 10, 1971.

e Boone, N.C.— Appalachian State University Secks
90.5 mhz, 0.262 kw. HAAT minus 120 ft. g.O. ad-
dress Speech Department, Boone, N.C. 28607. Esti-
mated construction cost $5.000: first-year operating
cost $9.484: revenue none. Principals: Herbert W.
Wey and Robert A. Cowan, Mr. Wey is secretary of
board of trustees of Appalachian State University.
Mr. Cowan is director of broadcasting at university,
Ann. Dec. 10, 1971.

® Grand Forks, N.D.—University of North Dakota
Seeks 92.9 mhz, 37.5 kw. HAAT 215 ft. P.O. address
Box B116 University Station. Grand Forks. N.D.
58201. Estimated construction cost $86.428.07
first-ycar operating cost $75,000: revenue none.
Principals: Kenneth Raschke and Helgi Johannesen,
et al. Mr. Raschke is commissioner board of higher
education. Mr. Johanneson is attorney general.
State of North Dakota. Ann. Dec. 10, 1571,

¢ Oneonta, N.Y.—Bee Broadcasting Co., Seceks
103.1 mhz, 853 kw. Ant. height above average terrain
509 fi. P.O. address c/o Frank Walter Bovee Jr.
President, R.D. 2 Delhi. N.Y. 13849. Estimated con-
struction cost $500: first-year operating cost $18,000:
revenue 5$28,000. Principals: Frank Walter Bovee Jr..
president, secrctary and treasurer (10 shares sub-
scribed). Mr. Bovee owns Delhi Paint and Paper
Store in Delhi, N.Y. Ann. Dec 10.

o Rochester, N.Y.—Rochester Area Educational
Television Association Inc., Seeks 91.5 mhz, 9.2 kw.
Ant. height above average terrain 255 ft, P.O. ad-
dress 410 Alexander Street Rochester, NUY. 14607.
Estimated construction cost $146,278: first year
operating cost $69,300: revenue none. Principals:
William J. Picrce, et al. Mr. Picrce is president and
general manager of Rochester Area Educational
Television Association Inc. Ann. Dec. 10.

¢ Oklahoma City, Okla.—Oklahoma State Depart-
ment of Education. Sceks 88.9 mhz, 100 kw. Ant
height above average terrain 502.5 f1. P.O. address
328 State Capitol Oklahoma City, Okla 73105, Esti-
mated construction cost $99.655: first year operat-
ing cost $50,000: revenue none. Principals: Dr. James
Casey and Robert L. Allen et al. Dr. Casey is admin-
istrator for Oklahoma State Department of Educa-
tion. 0Mr. Allen is director for department. Ann.
Dec 10.

o Eric, Pa.—Educational Television of Northwest
Pennsylvania Inc. Seeks 91.3 mhz, 35 kw. Ant. height
above average terrain 500 ft. P.O. address Waterford
Pike Road Erie, Pa 16509. Estimated construction
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JANSKY & BAILEY
Atlantic Research Corporation

Shirley Hwy. ar Edsall Rd.
Alexandria, Va. 22314

(703) 354-2400
Member AFCCE

JAMES C. McNARY
Consulting Engineer

Suite 402, Park Building
6400 Goldsboro Road
Bethesda, Md. 20034

{301) 229-6600

Member AFOCE

1

—Established 1926—
PAUL GODLEY CO,
CONSULTING ENGINEERS

Box 798, Upper Montclair, N.). 07043

Phane: {201) 746-3000

Member AFOCE

COHEN & DIPPELL
CONSULTING ENGINEERS

Formerly GEQ. C. DAVIS
527 Munsey Bldg.
(202) 783.0111

Washington, D, C. 20004
Member AFCCE

EDWARD F. LORENTZ
& ASSOCIATES
Consulting Engineers

(Formerly Commercial Radio)
1334 G 51, N.W., Suvite 500
3471319

WAshmgfon,- D. C. 20005
Member AFCCE

A. D. Ring & Associates
CONSULTING RADIO ENGINEERS
1771 N St., NW. 296-2315
WASHINGTON, D. €. 20036
Member AFOCE

GAUTNEY & JONES
CONSULTING RADIO ENGINEERS
2922 Telestar Ct. (703) 560-6800

Falls Church, Va. 22042
Member AFOOE

LOHNES & CULVER
Consulting Engineers

1242 Munsey Bmlding
Washington, D, C
(202) 347- BZIS
Member AFOCE

KEAR & KENNEDY

1302 18th St., N.W., 785-2200
WASHINGTON, D.C. 20036

Member AFCCE

A. EARL CULLUM, JR.

CONSULTING ENGINEERS
INWOOD POST OFFICE
BOX 7004
DALLAS, TEXAS 75209
(214) 631-8360
Member AFCCE

SILLIMAN, MOFFET
& KOWALSKI
711 14th St., N.W.

Republic 7-6646

Washington, D. €. 20005

Member AFOOE

STEEL, ANDRUS & ADAIR
CONSULTING ENGINEERS
2029 K Street N.W.
Washingtan, D. C. 20006
(202) 223-4664
(301) 827-8725
Member AFOCUE

HAMMETT & EDISON
CONSULTING ENGINEERS
Radio & Television
Box 68, International Airport
San Francisco. California 94128

415) 342-5208
Mlmber AFCOR

JOHN B. HEFFELFINGER
9208 Wyoming Pl. Hiland 4-7010

KAMSAS CITY, MISSOURI 64114

JULES COHEN
& ASSOCIATES

Suite 716, Associations Bldg.
1145 19th St., N.W., 659-3707
Washington, D. C, 20036

Member AFOCE

CARL E. SMITH
CONSULTING RADIO ENGINEERS
8200 Snowville Road
Cleveland, Ohio 44141
Phone: 216-526-4386
Member AFOOUE

VIR N. JAMES
CONSULTING RADIO ENGINEERS
Applications and Field Englneering
Computerized Fre«‘uuncy Surveys

345 Colorado Blvd.—80206
(303) 333-5562
DENVER, COLORADO

Member AFCCE

E. HAROLD MUNN, JR.
BROADCAST ENGINEERING
CONSULTANT
Box 220
Coldwater, Michigan—49034
Phone: 517—278-6733

ROSNER TELEVISION
SYSTEMS

ENGINEERS—CONTRACTORS
29 South Mall
Plainview, N.Y. 11803
(516) 6€94-1903

ORRIN W. TOWNER

Consulting Engineer
11008 Beech Road
Anchorage, Kentucky 40223
(502) 245-4673

—_——————_—

SERVICE DIRECTORY

—_ ,——

MERL SAXON
CONSULTING RADIO ENGINEER
622 Hosking Streat
Lufkin, Texas 75901
634-9558 632-2821

COMMERCIAL RADIO

MONITORING CO.
PRECISION FREQUENCY
MEASUREMENTS, AM-FM-TV
Mnni'ors chlircd & Certified

3 S5. Market St.
Lns Summw Mo.
Phone (816} 524-3777

CAMBRIDGE CRYSTALS
PRECISION FREQUENCY
MEASURING SERVICE
SPECIALISTS FOR AM-FM.TV

445 Concord Ave,
Cambridge, Mass, 02138
Phone (617) 876-2810

SPOT YOUR FIRM'S NAME HERE

fo 8e Seen by 120,000 Readers—
among them, the decision making sta-
tion owners and managers, chief engi-
neers and technicians—applicants for
am fm tv and facsimile facilities.

*1970 Readership Survey showing 3.2
readers per copy.

JOHN H. MULLANEY
CONSULTING RADIO ENGINEER
9616 Pinkney Court
Potomac, Maryland 20854

(301) 299-8272
Member AFCCE




cost $18,173 first-year operating cost $85,000: reve-
nue none. Principals: George J. Barco and Charles
H. Hess, et al. Mr. Barco is director of Educational
Television of Northwest Pennsylvania Inc. Mr. Hess
issvicc president of Educational Television. Ann. Dec
18.

Final action

® Schenectady, N.Y.—Mohawk-Hudson Council on
Educational Television Inc. Broadcast Burcau granted
mod. of CP (o change trans.: ERP 13.5 kw. Action
Dec. 10.

Actions on motions

e Hearing Examiner Millard F. French— Will-
iamson and Matewan, W. Va. (Harvit Broadcastiﬁ
Corp. and Three States Broadcasting Co.) Fi

proceeding, granied petition by Three States Broad-
casting Co. for leaving to amend its application 1o
reflect change in officers of corporation, and wc-
cepted amendment (Docs. 18456-7.) Action Dec. 16.

o Hearing Examiner James F. Tierney—Searcy,
Ark. (Horne Industries Inc. and Tellum Broad-
casting Co. of Searcy Inc.) FM proceeding, sched-
uled further prchearing conference for Dec. 16
(Docs. 18989-90.) Action Dec. 10.

e Hearing Examiner James F. Tierney—Searcy,
Ark, (Horne Industries Inc. and Tellum Broad-
casting Co. of Searcy Inc.) FM proceeding set certain
pr ural dates and ordered hearing convened
on Feb. 28, 1972 (Dock 18989-90.) Action Dec 16.

Initial decision

® Hearing Examiner Basil P. Cooper-Fort Smith,
Ark., proposed in initial decision grant of application
of George T. Hernreich (KFPW Broadcasting Co)
for new FM on ¢h 265 (100.9 mh2), at Fort Smith,
(Doc. 19241). Action Dec. I7.

Other actions

® Review Board —Portland, Ind., denied petition by
Glenn West for reconsideration of Review Board's
order released Dec 8, granting request by Sound-
vision Broadcasting Inc.. for extension of time to
file exceptions and brief to supplemental initial deci-
sion released November 3 (Dock 17916-7). Action
Dec 15.

* Review Board— Battle Creek, Mich.,, FM proceed-
ing, enlarged issues against WVOC Inc. in FM ch
237 Baule Creck, proceeding, to include determina-
tion of whether WYOC. Inc. possesses adequate pro-
graming origination equipment and technical facili-
ties to carry out jts proposed operation and if not,
the effect upon WVOC's technical qualifications.
Action Dec 16.

e Wichita, Kans.,—Initial decision relsased Oct. 26,
proposing grant of application of JACO Inc., for
new class C FM to operate on ¢h 236 (9.5.1 mhz) at
Wichita became effective Dec. 16 in accordance with
rules {Doc. 18515). Action Dec. 16.

Call letter applications

» Neosho County Broadcasting Inc. El
Kan.—Secks KOYY-FM. Ann Nov. 26.

o University of the South, Sewanee, Tenn.— Secks
WUTS-FM. Ann. Nov. 26.

Call letter actions

Dorade,

e Jones College, Jacksonville, Fla.—FCC granted
WFAM-FM. Action Nov. 26.

® Coastal Broadcasting Co. Exeter,
granted WKXR-FM. Action Nov. 26.

N.H.—FCC

Designated for hearing

e Indianapolis— FCC  designated  for  hearing
mutually exclusive applications of Calojay Enter-
prises Inc., for license rencwal of WTLC(FM) oper-
ating on ch 289 in Indianapolis and Community
Communications Corp for new commercial FM to
operate on ch 289. Action Dec. 15.

Existing FM stations

Final actions

e KVHS (FM) Concord, Calif.—Broadcast Bureau
granted CP to make changes in transmitting equip-
ment install new ant: ERP 2.60 kw; ant height, minus
135 ft: condition. Action Dec 14.

® KVMN-FM Pucblo, Colo., FCC denied petition
filed by Pueblo Subcommittee of Colorado Commit-
tee on Mass Media and Spanish-Surnamed Inc.,
community group, asking for reconsideration of FCC
staff action granting renewal of license of KVMN-
FM Pucblo. Action Dec. I5.

* KHUB-FM Fremont, Neb.—Broadcast Bureau
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granted mod. of permit 10 change trans. and ant.:
ant. height 56 ft. Action Dec. 10.

e WHRF-FM Riverhead. N.Y.—Broadcast Bureau
granted CP to change trans. location to 3 miles south-
cast of Manorville, off Eastport-Manor Road, near
Manorville, N.Y.. operate by remote control from
studio site at 400’ south of Flanders: 450° of Flanders
Theater, Southampton, N.Y.: install new trans. and
ant.’ make changes in ant. system: ERP 2.6 kw: ant.
height 320 fi. Action Dec. 14.

Fine

o KINB(FM) Potesu. Okla.—FCC notified Indian
Nations Broadcasting Co.. licensee of KINB(FM)
Poteau, that it has incurred apparant liability of
$2500 for violation of rules by engaging in double
billing practices. Action Dec. |5.

Rulemaking action

¢ Fresno, Hanford and Fowler, Calif.—FCC pro-
posed amendment of FM 1able of assignments to
assign ch. 224A in place of ch. 280A at Fowler, 255
for 233 at Fresno. and 290 Tor 266 at Hanford. Action
Dec. 15.

Call letter application
o KXLS(FM) Oklahoma City—Secks KKNG-FM.
Ann. Nov. 26.

Call letter action

s WKYM-FM San Juan,
WCAD-FM. Action Nov. 26.

P.R.—FCC granted

Renewal of licenses, all stations

® Broadcast Bureau granted renewal of licenses for
following stations and co-pending auxiliaries: KXEX-
(AM) Fresno: KYXY(FM) San Dicgo, both Calif.:
WIRE(AM) Indianapolis. Action Dec. 13.

® Broadcast Burcau granted rencwal of licenses for
following stations and co-pending auxiliaries: KACL-
(AM) Santa Barbara; KATY-FM San Luis Obispo:
KCEY(AM) Turiock all Calif.. KCGO(AM) Chey-
enne, Wyo.; KCLM(AM) Redding: KCVR(AM)
Arroyo Grande: KGUD-AM-FM Santa Barbara all
Calif.; KHFM{FM) Albuquerque, N.M.; KICA(AM)
Clovis, N.M.: KICO(AM) Calexico. Calif.: KIML
(AM) Gillette, Wyo.; KISS(FM) San Antonio, Tex.:
KLOA(AM) Ridgecrest, Calif.; KMDO(AM) Fort
Scott. Kan.. KNOB(FM) Long Beach: KOBO{AM)
Yuba City: KOLI(AM) Coalinga: KOWN-AM-FM
Excondido: KPMC(AM) Bakersficld: KPRL{(AM)
Paso Robles; KRAK{AM) Sacramento, all Calif.
KRUX(AM) Glendale, KSIS(RM) San Jose, Calif.:
KSRC(Am)} Socorro. N.M.. KTKT(AM) Tucson,
Ariz.; KTMS-AM-FM Santa Barbara, Calif.: KTUC
and KFMM(FM) Tucson, Ariz.. KUTY(AM) Palm-
dale: KVIQ-TY Eurcka: KWHY-TV Los Angeles:
KWST(FM) Los Angeles all Calif. Action Dec. 13.

Translator actions

® Gunnison, Colo.— Broadcast Bureau granted CP
for new VHF translator to serve Spring Creek and
Taylor River Summer Home Area, Colo. operating
on ch. 12 by rcbroadcasting programs of KREX-TV
ch. 5, Grand Junction. Colo. Action Dec. 10.

e East Dubuque, lowa—Broadcast Burcau granted
CP for new UHF translator to serve Dubuque oper-
ating on ch. 82 by rebroadcasting programs of
KCRG-TV, ch. 9, Cedar Rapids: condition. Action
Dec. 10.

* Arnold, Neb.—Broadcast Burcau granted CP
for new VHF translator to serve Arnold, operating
on ch. 13 by rebroadcasting programs of KGIN-TV,
ch. 11, Grand Island, Neb. Action Dec. 10.

¢ East Dubuque, lowa— Broadcast Burcau granted
CP for new UHF translator to serve Dubuque, oper-
ating on ch. 82 by rebroadcasting programs of KCRG-
TV, ch. 9. Cedar Rapids: condition. Action Dec. 20.

® Dale, Ore.—Broadcast Bureuu granted CPs for
new VHF translator stations to serve Dale operating
on (1) ch. 8 by rebroadcasting programs of KWPR-
TV c¢h. 19, Pasco, Wash.: (2) ¢h. 10 by rebroad-
casting programs of KNDU-TV, ch. 25. Richland.
Wash., and (3) ¢h. 12 by rebroadcasting programs
<I>r KVEW-TV ch. 42, Kennewick, Wash. Action Dec.
0.

e Uniondale and Mansfield, Pa.— FCC granted ap-
plications of Northcastern Pennsylvania Educa-
tional Television Association for two new |-kw
UHF translators to serve Uniondale and Mansfield,

by rebroadcasting programs of WVIA-TV, ch. 44,
Scranton. Pa. Action Dec. 15.

® Mobridge, S.D.—Granted CP for new VHF trans-
lator to serve Mobridge operating on ch. 3 by re-
broadcasting programs of KTSB-TV, ch. 10. Pierre.
S. D. Action Dec. 10.

Modification of CP’s

all stations

¢ Broadcast Burcau granted mod. of CP's for ex-
tension of completion dates for following stations:
KYUK Bethel. Alaska. to April 30, 1972: KTVU
(TV). Oukland. Calif.. to June 9. 1972: WTOW,
Towson, Md., to March 19. 1972: KENO. Las Vegas.
to March 11, 1972, WHOM, New York to June 6,
1972. Action Dec. 9.

® Monroe, Conn., Monroe Board of Education—
Granted mod. of CP to change trans. and ant.: ERP
300 w: ant. height 280 fi.: remote control permitted.
Action Dec. 14,

¢ WGNU(AM) Granite City, 1ll.—Secks mod. of
CP to add null fill in to presently authorized pattern.
Ann. Nov. 30,

e Honesdale, Pa., Wayne County Broadcasting
Corp.—Seeks mod. of CP to change trans. site to
Grove Street, south of township line, south of Hones-
dale, and chunge main studio location to 849 Main
Street, Honesdale, and operate by remote control.
Ann. Nov. 30.

Ownership changes

Actions

¢ WIMR-AM New Orleans— FCC granted assign-
ment of license from Summit Broadcasting Co. to Se-
curity Broadcasting Inc. for $350,000. Scllers: George
A. Mayoral, president, et al. Buyers: Edmond .
Muniz, president (30%), Ben Daly Bridgeman, vice
president (30%), Michael H. O’Keefe (30%) and Wil-
fred E. Youngblood, secretary treasurer (10%). Mr.
Muntz is vice president and general manager of
WBOK-AM, New Orleans. Mr. Youngblood is
owner of Accounting and Tax Practice in New
Orleans and is secretary of Granada Construction
Co. Mr. Bridgeman is partner in Bridgeman and
Conway law practice in New Orleans. He also has
interests in mortgage, investment and loan firms in
New Orleans. Mr. O'Keefe is attorney and state sena-
tor. He also has interests in mortgage, investment
and loan firms in New Orleans. Action Dec. 13.

* WIMR-FM New Orleans—FCC granted assign-
ment from Summit Broadcasting Co. to EZ Com-
munications Inc. for $300,000. Sellers: George A.
Mayoral, president. et at. Buyers: Arthur C. Kellar,
president (50%) and James L. Draper Ir., secretary
treasurer (15.5%), et al. Mr. Kellar has been president
and majority stockholder of WEEL (AM) Fairfax
and WEZR (FM) Manassas, both Virginia. He is
also director of Potomac Bank and Trust Co. Fair-
fax. Mr. Draper is self-employed real estate broker
in Fairfax. He has also served as vice president and
sgcrcllary treasurer of EZ Communications. Action
cc. 13,

« KTOW(AM) Sand Springs, Okla.— Broadcast
Bureau granted assianenl of license from Big Chief
Broadcasting Co. ol Tulsa Inc. to James A. Halsey,
Henry W. Thompsen, Roy L. Clark and Mack
Sanders for $400,000. Sellers: Charles R. Powell, pres-
ident, et al. Buyers: James A. Halsey, Henry W.
Thompson, Roy L. Clark and Mack Sanders (each
25%). Mr. Halsey is owner of Jim Halsey Co., entre-
prencur and personal manager of entertainers in Inde-
pendence, Kan. and Los Angeles. He is aiso owner of
Thunderbird Enterprises. operating company of Jim
Halsey Agency, and has 49% interest in Singin’ T
Productions Inc.. record production company. He is
also vice president of Roy Clark Productions Inc. Mr.
Thompson owns Hank Thompson Enterprises. He 1s
also 51% owner of Swingin’ T Productions Inc. Mr.
Clark, a recording artist and TV cntertainer, owns
Roy Clark Productions Inc. Mr. Sanders is president
and treasurer of JACO Inc., licensee of KFRM{AM)
Salina, Kan. He is also 40% owner of Pier San of
Nebraska Inc., licensee of KOOO(AM) Omaha, and
he is also president and 20.5% owner of S & M In-
vestments Inc., operator of KBIL(AM) Liberty, Mo.
He is also president of Mack Sanders Productions,
producer of radio, television and entertainment shows
in Wichita. Ann. Nov. 30.

CATV

Final actions

¢ WIN-31-2  Merced, Calif.. General Electric
Cublevision  Corp.—Cable  Television  Bureau

granted CPs for new CAR stations o bring TV
signals KTVYU Oakland. Calif. 10 CATV system in

{continued on page 66)
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radio - television « catv - public relations/ contacts

Public Relations/Contacts is a regular feature of BROADCASTING, The Businessweekly of Tele-
vision & Radio, appearing the first issue of each month. If you mail releases or broadcast material
to Stations, your advertisement belongs on this page.

husiness viewpoint

humor

THE ROLE OF PROFITS is the
subject of the second In our series
of public service messages on
the competitive enterprise system
created for TV by Hanna-Barbera.
Please rotate with previously-re-
leased spot. To be distributed Jan.
17. Contact: Hugh Guidi, Radio-TV,
Chamber of Commerce of the U.S.,
1615 H Street, N.W., Wash,, D.C.
20006. (202) 659-6232.

ORIGINAL TOPICAL
COMEDY LINES
for Disc Jockeys, Alr Personalities, News-
caslers, Program Directors, by Bob Orben,
1op TV comedy writer (Skelton. Paar, etc.}).
Mailed first class 24 times a year. To be
Number One (or stay Number_One) in
your area, send for FREE SAMPLE of CUR-
RENT COMEOY. The Comedy Center, Inc..
1529-B East 19 St., Brooklyn. N.Y. 11230.

insurance

edp—computer

DIGITAL EQUIPMENT CORPORATION—Infor-
matlon on small-, medium-, and large-scale
digital computers and electronic clrcuit mod-
ules, the basic bullding blocks of automation.
Contact Mark Nigberg, manager, public rela-
tions, Dlgital Equipment Corp., 146 Main Street,
Maynard, Mass. 01754, Phone {617) 897-5111.

ALLSTATE INSURANCE COMPANIES
—Information on automobile, boat-
owners, homeowners, health, life in-
surance; traffic safety, driver educa-
tion, travel. Contact Raymond P, Ewing,

Press Relations Director, Allstate
Plaza, Northbrook, Ill. Phone (312)
291-5086.

music library

free film

1972 FREE TV FILM CATALOG

Complete PRODUCTION MUSIC LI-
BRARY and SOUND EFFECTS LI-
BRARY on records or tape. Essentlal for the
professional broadcaster. Write for free cata-
logue to: Thomas J. Valentino, Inc., 151 W.
46th Street, New York 10036,

The world of leisure, industry, health, r
our ct ing society, c: . history and more
. available to stations free from

Association-Sterling Films

For your free copy of our new catalog write
43 west 61st St., NY 10023 or call us collect:
212-752-4431.

radio drama

OUTSTANDING FREE SERIES PRO-
GRAMING FROM MODERN TV.
Sports. Travel. Adventure. Home-
making. Farming.

Call or write—MODERN TV, 2323
New Hyde Park Road, New Hyde
Park, N.Y. 11040. {516) 437-6300.

THE SHADOW

Radio Mystery Series

15 BACK ON THE AIR!

i T |
local purchase: HAR[ES MICHHSON. INC.

45 West 45th St.,New York 10036 - (212) PL7-0695

radio/tv glossary

Free loan films on a varlety of edu-
cational, sports, and auto Industry-
related subjects. Many suitable for
public service programming. 16mm.
Color. Write for catalog. General
Motors Film Library, 1-101 General
Motors Bldg., Detroit, Mich. 48202,

|
“The Authorative Dictlonary of the Language |

| of Broadcasting” ... An all-inclusive listing of

radlo/ TV terminology . + . Hlustrated . . . containg
a guide to broadcast Information sources...
ideal for students and training programs ...
$2,00 per copy, postpald. ...
Catholic Communlcations Foundation (CCF)
Sulte 1450
500 Fifth Avenue
New York, New York 10038

housing: manufactured

recording tapes

FACTS, NEWS FEATURES, 13%-
min. FILM on mobile/modular hous-
Ing. 48% of nation's new home
sales were mobile homes. Write
Jerry Bagley, PR Director, Mobille
Homes Manufacturers Assn., 6650
Northwest Hwy., Chicago, 1Il. 60631.

€-120 e 249
8 TRACK-40 MINUTES 249 219

‘U’@WE&Q“ ‘u'ronﬂurutrri sr| |f'l°.°u. |§2i54:

sports films

| SPECTACULARS like Davis Cup Tennis
-—Indy 500— European Grand Prix—
Horse Raclng — Nicklaus Golf 16mm
color/Sd Y2 hour for sale or rental.
Also available as 'strip.’ Write Sportlite
Films, 20 North Wacker, Chicago 60606,
for catalog and contracts.

timing instruments

KEEP TIME
Radio and TV people—get the most
of every minute you pay for—to the
last split-second with the MINERVA
STOPWATCH designed for radio
and TV use! Call
M. DUCOMMUN COMPANY

580 Fifth Ave,, New York 10036
PLaza 7-2540

7 w. S1st Street
New York, N.Y. 10019
(212) 757-32580

| Please insert the following copy for us beginning
next month on the Public Relations/Contacts
page and invoice at the 1x, 6x, 12x rate.

{ To: BROADCASTING




CLASSIFIED ADVERTISING

Payable In advance, Chack or money order only.

Please submit copy by letier or wire. No telephone calls accepted without confirming

wire or letter prior 1o deadline.

Help Wanted 30¢ per word-$2.00 minimum.
Sltuations Wanted 25¢ per word-$2.00 minimum.

All other classifications 35¢ per word-$4.00 minimum.

Add $1.00 jor Box Number and reply service {each ad), per issue.

Display ads. Sltuations Wal

Deadline for copy: Must be received by Monday for publication next Monday. inch. 5" ar over billed at run-of-book r.

nted {Personai ads)-$25.00 per inch. All others-$40.00 per
ate.-Stalions for Sale, Wanted to Buy Siations,

ploy and
Agency commission @aly on display space.

Opportunily advertlsing require display space.

Applicants: |f tapes or films are submitted, please send $1.00 for each package to
cover handling charge. Forward remiitance separately. All transcriptions, photds, etc.,
addressed to box numbers are senl at owner's risk. BROADCASTING expressly
repudiates any liability or responsibility for their custody or return.

Address replies: c/e BROADCASTING. 1735 DeSales St.. N.W.. Washington, D.C.

20036.

RADIO Help Wanted

Management

Falrtield County, Connecticut AM and FM seeking ex-
parienced manager capable of taking fulk Charge. Musl
know all FCC rules and regulations. be strong on sales
and programing. Send complete resume. references.
salary requirements, and when available for interview.
Box M-13, BROADCASTING.

Full-charge management opportunity. midwest metro,
AM/FM. Successful stations under present ownership
for over 20 years. Can you follow policies and bring in
fresh ideas? The name of the game is sales. Are you
ready for your linal move? Subsequent stack participa-
tion possible. May we please have complete information
in your first letter? it will be answered promptly. Box M-
100, BROADCASTING.

Small markat AM daytimer seeking experienced mana-
ger capable of taking full charge. Must know all FCC
rules, regulations. strong on sales and public relations.
Send resume. references and when available for Inter-
view to Box A-23, BROADCASTING.

Sales

Major national radio rep seeks experienced, aggressive,
hard-selling salesman for New York office. Excellent
salary. Benefits. Immediate start. Box A-10, BROAD-
CASTING.

Excellent money for hard working, prolessional sales-
man, preferably RAB ftrained, with the opportuaity of be-
coming sales manager. Salary, bonuses, Incentives.
EQE/M.F. Box A-36, BROADCASTING.

Sales ger and Pr full time.
Adult station, small market near Pittsburgh. Fine staft
and facilifies. fine opportunity. Bill Ellis, WCVI, Con-
nellsvilte, Pa. {412) 628-8619.

Florida coastal station offers tremendous opportunity for
advancement, delightiul living to person age 28-40 with
proven sales record to take over as Sales Manager of
WOVV. Salary, draw and car expense $10.000. Com-
mission over-ride and bonus plan above base. Will take
over #1 account list. Send compléte resume of jobs
since school. listing sales by years. to Hudson Miflar,
WIRA, Box 3032, Ft. Pierce, Fiorida 33450. An Airmedia
Station, equal opportunity empioyer.

Two experienced salasman needed for Big Band 24 hour
starec FM—good opportunity to expand with areas fast
growing midwest station . . . send resume or call mana-
ger, WRWC-Radio. Tockton, |llinois 81072—(815) 624-
7227. No collect calls please.

Wanted—experienced radio salesman with proven track
record. Tremendous opportunity. |f you are the man we
are looking for we can provide . . . 1. The undisputed §1
adult station in the area. Since changing formats and
management in 1968 we have constantly been §1 in
the area. 2. Outstanding earnings opportunity. Some of
Our sales repr i are p ly earning In ex-
cess of $2,000.00 per month. 3. Great advancement
possibilities—to management position. 4. Protected
account and prospect list. 5. Great living conditions all
year. Send resume to R.T. Oldenburg, P.O. Box 37150,
Jacksaonville, Florida 32205.

Announcers

Two soul jocks morning man and mid morning man
must be pros no rappers or floaters. Modern facilities,
fringe benafits . . . send resume (including raferences)
tape, and avaitability lo Box M-149, BROADCASTING.

Bright personable announcer with some experience in
southeastern MOR smalf markei. Modern facilities,
fringe bensfits. . .send resume (inciuding reference)
tape, and availabiflty 10 Box M-150, BROADCASTING.

Announcers Continued

Wanted: Young men who are good! We need air per-
sonalities who are looking for a great future in a north-
eastern major market. Send full resume and good tape.
Box A-3, BROADCASTING.

A.A.A. opportunity tor right stable man in Eastern New
York. We need a top flight morning man with play by
play experience. $150 per week plus lalent for games.
Box A-30, BROADCASTING.

Opening January 1 for experienced “soul” DJ with first
phone. Must know transmitter and studio equipment
maintenance. 5KW daytimer. No beginners, please.
Rush tape, complete resume and receat photo to Cy
Newman, KVOV Radio, 301 S. Highland, Las Vegas,
Nevada. An equal opporiunity employer.

Come to the beautifui HEX Country-Contemporary MOR
needs experienced announcer. Call Rod Rice, WHEX,
(717) 285-4700.

Excellent oppoftunity for experienced, mature, bright,
drivetime pro big enough 1o handle Disney inspired cen-
tral Florida challenge. Rush resume. tape to John
Mitchell, WKIS, Orlando, Florida 32802 (305) 295-0740.

Need aggressive C&W man for 10,000 watt daytime re-
gional, Capital City, new studios, also MOR full power
FM. Excellent opportunity advance, call Mr. Anderson,
(701) 255-1234 or send tape and resume, Box 123,
Bismarck, N. Dak. 58501.

Technical

Major broadcasting group needs a bright. young experi-
enced Chief Engineer for a midwaestern property. Person
selected must be thoroughly famillar with directional
anlenna systems., FM, stereo and remote control. Salary
commensurate with ability. Box A-33, BROADCASTING.

Chief englneer for directional AM/FM stareo: outstand-
ing music station in large northeast markat; must be
experienced on console, transmitting. antenna and audio
equipment, maintenance. handling men; self-starting,
ambitious worker looking for lifelime opportunity; start
over $16.000 pius full benefits program and regular in-
crements: Equal Opportunity Employer, Box A-34,
BROADCASTING.

WSAM AM FM Muzak in Saginaw, Michigan . . . winter
and summer wonderland needs Chiet Engineer immedi-
ately. Send resume with experiénce, availabllity, salary
requirements . . . or call . . . area 517-752-8161.

Electronfes technician or engineer. Must have broadcast
experience. DYMA Engineering, Route 1, Box 51, Taos,
New Mexico 87571.

News

Professional newsman, who will gather, edit, and voice
local news. Salary commensurate to ability. EOE M/F.
Box A-37, BROADCASTING.

You may be in market as number 2 or 3 newsman.
Ready for full news director responsiblity in central
Florida small market? If you're honest, ethical, ambitious
and good, send resume, references., photo, tape and
salary requirement first letter. Box A-41, BROADCAST-
ING.

WKBW Radio wants a broadcast journaiist. Send tape.
resume, references and piclure to News Director, Jim
McLaughlin, 1430 Main St., Buffalo, New York 14209.

News. Public Affairs Director for 100KW public radio
operation at University of Missouri-St. Louis. Design and
oversee news department of part-timers initially, full-
time professionals within year. New professional station,
lates! equipment. Aim: depth local news and public af-
fairs. Experience essential, degree preferrad or equiv.
Tape, résume: Robert Thomas, 8001 Natural Bridge,
St. Louis. 63121. informstion: {314) 453-5965 (none
collect). Open Fabruary. Equal opportunity employar.

Programing, Production, Others

P.O. needed in southern Louisiana area for 50.000 k
FM, MOR. Big opportunity with growing company. Box
A-40, BROADCASTING.

Experienced 15t phone contemporary MOR announcer
ready to move up to Program Diractor, Excellent oppor-
tunity with area’s top rated station. Send recent air
check. resume with refaerences to Christopher Young,
WCHV, Box 631, Charlottesvitle, Va. 22902,

Situations Wanted

Management

Red ink? You've been silling on one or more FM sta-
tions, or have neglected AM while TV was knee-deep in
monay. But now you can't afford money-losing radio
propertias. | can solve that problem. Highly qualified
young station manager. Proven record includes sales,
programing, and managment in 20 station metro market.
Expert in ratings and profits. Eleven Years AM/TV/FM.
Daedicated professional. Age 27, B.A. MBA. Top refer-
ences. Seeking larger station and market. Box M-16,
BROADCASTING.

Manager-SM, dedicated professional, family-man, de-
sires challenge. Box M-135. BROADCASTING.

General manager-unparalelled success in medium mar-
ket. Company reorganization, family involvement makes
it desirable to seek new position. Impressive involve-
ment In community, doubled station’s billings and pro-
fits. Willing to relocate if challenge is great. Box A-2,
BROAOCASTING.

Young man, experience: sales, programing, announcing,
management. Past recerd; great, luture positively great-
er. Employer who shares money-making joy phone
(205) 232-2852.

Call Charles Doll. . .{301) 761-0998. . for

enced selling manager.

experl-

Sales

Account executive. Every qualification. The one man in
a thousand. 7% years at current Hartford County (Conn.}
Radio siation. A total of seventeen years of solid sales
marketing experience. A true professional. Young, ag-
gressive, bright, creative. (Excellent copy wrlter). | will
guaraniee results in sales, sales promotion. or manage-
mant or | will resign. University background Including
MBA studies in marketing. Excellent appearance. Like-
able personality that inspires confidence. Atlractive in-
come imperative. Will relocate. Write/full details. P.O.
Box 37, New Britain, Conn. 06051.

Announcers

20 year professional announcer, DJ, mimmick. Seeks
good position. good salary. Box M-105, BROADCAST-
ING.

First phone 2 yrs. experience with LA FM also AM just
outside. Box M-120, BROADCASTING.

First phone, surburban N.Y.C. AM/FM cooker/rapper,
relocatable. Box M-127, BROADCASTING.

First phone: Consclentious worker. dedicated seaks first
break. Box M-128, BROADCASTING.

Looking for positien in radio or TV in Southarn States.
Have been lo broadcasting scho& and studied all phases
of station procedure announcing, writing, programing.
etc. Box A-1, BROADCASTING.

Rock or uplempo MOR, I'm great at both, Iry me. Ex-
parienced pro with first, good production, jock or would
like a try at P.D. 23, married. draft exampt. Box A-4,
BROADCASTING.
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Announcers Continued

Progressive rock anncr. single no draft, light board have
partial library. Experienced sales—announcer—some
news—MD & PD. Will set up progressive format for your
station. Willing to travel. Tapes and resume on request.
Write Box A-6, BROADCASTING.

Bright personality. first tickel, authoralative news, pro-
ductlon pro. experienced, college vet, excellent qualifi-
cations/references. Seeking adult MOR airshift and
sates. Box A-13. BROADCASTING.

Versatlle first phone announcer, D.J.—experienced in
alt phases. Box A-17, BROADCASTING.

One-man-band—who doesn’t want to be. | radio | can
do it all. 1st phone—sales—production—-play-by-play.
Currenlly P.D. #1 rated station. | want lo work after-
noons on a small daytimer or all-nite major market. |
atso preler soft rock or C&W, Box A-20. BROADCAST-
ING.

Three years expénencd. some cCollege, third, theatre
background. Box A-25. BROADCASTING.

Announcers Continued

Chick! First phone, deg tralfic/ continuity
experience, board experience. even production. Know
music well, any format, prefer progressive FM especial-
ly in mid-west or east. P.O. Box 58086, Kansas Cily. Mo.
64111,

First phone, experienced, will relocate. For resume:
James W. Ranz, 107 Avenue, Sy New
York 13211. {315) 454-3513.

Ohio——midwest. Young married, first phone with ex-
perience. MOR, up-tempo-MOR. Small to medium mar-
kets only. Minimum $125. Randy Swingle. (614) 596-
5093.

Heavywelght announcer wilh first ticket and extensive
experience in all phases of radio available—and priced
rightl {205} 536-4032.

Jock, news, background, 27, firsl, Frank Hintz, 3151
South 57th. Milwaukee, Wiscosnin, 53219, 543-2661.

First phone——pro seeking medium/major market con-
temp or rocker., Married/college grad/top references.
Box A-28. BROADCASTING.

Engineer experience AM directional FM stereo SCA also
announcing/dj production wants combo position. Box A-
29, BROADCASTING.

Competent announcer looking for a progressive—rock
station ({313) 663-3743. Robert Young.

Ambitious young announcer looking for station to grow
with: Call Bill (516) 731-6168.

Announcer, prefer country. over 40, not over the hill. Go
anywhere. (915) 533-3641—Ext. 422,

'] : BJ/ann. wanting to learn all aspects of radio.
willing to Iravel. 3rd end. For 1ape and resume wrile or
phone, Will Fox, 12806 15th St.. Apt. 156, Grandview.
Mo. 64030. {816) 763-5572.

Nead a 1st class broadcaster with 360 hours logged on
the board? Trained in all phases and ready to dedicate
one year to your sound. Have ticket will combo. Call

TELEVISION
Help Wanted Management

Promotion manager—Genius in publicity, audience end
sales promotion. Join creative team in top ten eastern
market. Send resume (o Box M-141, BROADCASTING.

Announcers

Two announcers wanted, one for AM top 40 aight-time,
one for AM FM TV news. Prefer two years commercial
experience. Send air check. complete resume and pic
asap 10 WTRC-WSJV TV, Box 699, Elkhart, Ind.

Technical

Malrienance supervisor for a top five major market all
color television station located in midwest. Send resume
to Box M-9, BROADCASTING.

Engineering supervisor: Northeast Metropolitan VHF TV
station. and equal opportunity employer, needs an ex-
perienced supervisor with engineering degree. Box M-
126, BROADCASTING.

Englneering supervisor, production cenler Alabama ETV
network. No drifters. Equal opportunity employer. UMTV,
University of Montevallo, Monlevallo, Ala. 35115. Imme-
diate.

Gary Hamilton. 69 N. Michigan, Apt. 1, P Cali-
fornia 91106, Phone (213) 796-7471.

News

Experienced: Four years. mid-west, strong news, broad-
cast ali formats, sports, remotes. Community minded
individual. Draft exempt. Wilt relocate. Charles E. Early.
2912 Sherbrooke Road, Toledo, Ohio. Phone: {419)
475-3361 or (419) 242-5132,

Technical

News director—expanding news operation top 50 VHF.
Aggressive, imaginative leader with ability to direct and
adminisler news team and heavy on air news schedule,
Good job, money, future, Send qualifications to Box A-
5. BROADCASTING.

opening for Wealher Man., Knowledge of

Experienca D.J./newsman 3rd endorsed. tight board.
broadcast school graduate, veteran, creative, aggres-
sive. Call or write to Lou Gregg, 67 Lencx Ave.. New
York. N.Y. 10026. {212) 663-6765.

Maintenance engineer—15 years experience—first
phone—responsibie. Box M-46, BROADCASTING.

News

1st phone contemporary jock. news background. strong
on production. Business Master's degree, Jeff Porinoy,
14 Eisenhower Dr., Yonkers, N.Y. (314) W01-8559.

Outstanding young announcer, 4 years experience, in-
cluding program director, sports director, first phone,
veteran. Will relocate in medium or large marker. Ron
Jackson (614) 362-9005.

Attention: Anyone who is lookifg for a hot rock jock
who can reaity cook. Great voice. parsonality, devotion
and desire. That's what | have. Don't waste time. I've
got what it lakes. Write Tony Venturoli, 106 Ladner Ave-
nue. Buffalo, New York 14220 or call {716) 822.4720
after 6,

First phone—news/d], major radio. News exparience,
award-winner-recent years in P.R., returning to broad-
casting. variety prelerred. 28, marriad. $150 minimum.
Pa.. N.Y.. NJ.. Md.. Ohio. 1/15-31 start. Box A-8.
BROADCASTING.

Small markets: Expeérienced broadcast journalist now
available. (314) 361-0195 or Box A-27. BROADCAST-
ING.

Experlenced news director. program director, music di-
rector, personality. Draft exempt. dee¢p voice, smooth
delivery. dependable. Now major market. seeking small
market. T. Ramsey. WRPL. Charlotle. N.C. (704} 372-
1540.

Experlenced—annCuncer programer with first class
ficense—seeking fulltime employment at AM or FM
radio station—can do from MOR to R&B—aenxcellent in
production. Excelient references furnished upon re-
quest—phone {213) 938-8446 or write George Woods—
1114% Cloverdale, Los Angeles, Calif, 90019—will relo-
cate for right position.

Experiencad personality for anything hot. Background in
sales, copy. super production, programing public rela-
tions, To hear it straight on tape contact your local
game warden or Don Brady. 11254, 58th St.. N.. Pinet-
las Park, Fiorida, 33565, 1-813-544-4969. 24, single.
military over,

3rd phone with projection fiow & go available now for
firm contemporary or top forty format. Prefer Western
U.S. but will relocate because radio requires sacrifice
and dedication & 've got it. Don Chatham (805) 252-
4220, 17829 Silverstream Drive, Saugus, Cal. 91350.

Announcer 23, with experience in MOR, R&R and Pro-
gressive format. Seeking steady job. 2 yrs. college,
broadcast major, 3rd endorsed. Have resume, tape &
photo. Will interview at own expense. Available after
Dec. 20th. Dan Von Jenef, 1240 Burr Oak, Barrington,
1. 60010,

WOW smokin numbers. Two jocks who will make your
night rockers some bread. Check numbers ARB. Puise
then call exp. 1st phones. talent production. promotion
format. Designed to work for you. Hurry we will go any-
where to do your thing. Marv Elfis/Ray Bannister, 4141
Park Bivd., San Diego. Cal. (714) 224-4815, (714) 296-
2183,
<

Flrst ticket, 2 years, tight pro sound. MOR, C&W. or
contemporary. Young and dynamic. {515) 432-8835.

1st phone nrewsman with commercial delivery and air
personality—contact Joet Robinson. 10523, P ant

technical weather not necessary. tf you ad iib well and
have good on camera presentation, contact me, imme-
diately. Salary open. M. N. Bostick, KWTX/KBTX-TV,
P.O, Box 7528, waco, Texas 76710.

Anchorman, Sports director. Midwest market. Send re-
sume and video tape to: Mark Pierce, WKEF TV, Day-
ton. Ohio 45418,

Programing, Production, Others

Host-producer for new daytime TV talk show. Produce
it by yoursell. Possibly some telephone participation.
Southéastern medium market. Box A-24, BROADCAST-
ING,

TELEVISION

Situations Wanted

Management

Bivd., Apt. G, Downey, Caiif. 90241, (213) 861-0460.

Three hundred hours on the board undér Simulation
training. 3r1d phone ready to go on the air, news/sales or
all three. Backed by a oné year guarantee on lhe firsl
job. Cati walter Atencio. {213) 830-6803. 1015 W.
Sandison $t.. Wilmington, Ca. 90744,

Aggressive pro ... mayor market ., . wants TV anchor
or radio news director. 4 years all phases of radio news.
6.8., tamily, FCC first. $10.000 minimum. Phone (518}
472-9718.

1st phone newsman. Tape editor ABC radio network
news. N.Y.C. business masler's degree. Jeff Portnoy.
14 Eisenhower Dr., Yonkers, N.Y, (914) WO-1-8559,

Newsman seeking employment. Conscientious young
man willing 10 relocate and work any hours. 3rd class
ticense; resume and tape on request. Joe Pergola. 1917
Ryder Street. Brooklyn. New York 11234. (212) 377-
£553.

People-oriented creative newsman. Recent broadcast
school plus B.A. speech, 3rd phone. Nick Isenberg
(303) 322-2356. 2890 Elm Street, Denver, Cotorado
80207.

Programing, Production, Others

Pr television production background pius agen-
cy eéxacutive experience in all media can give your
station seff starter promotion director you need. Box A-
15, BROADCASTING.

Community-oriented General Manager. Witl brighten
your 1972. Experienced every phase. Likes people.
Family. Box A-19, BROADCASTING.

Technical

Maintenance engineer—15 years experience—Iirst
phone—responsibie. Box M-45, BROADCASTING.

1 need work! 4 years studio experience. TV college
degree, license. (313) 693-8792. Box A-21. BROAD-
CASTING.

First class license. Dralt exempt, reliable, will relocate
anywhere [or radio or television position. Graduate of
technical and RCA TV studio schools. Michael Connesly.,
307 East 81 Street, New York, N.Y. 10028. {212) 744-
4757.

First phone, experienced, will relocate. For resume:
James W. Ranz, 107 Westwood Avenue, Syracuse. New
York 13211 (315) 454-3513,

News

Program director in medium market. 12 years experi-
ence in all phases of radio. Specialist in programing
and production. Experienced, Box A-42, BROADCAST-
ING.

Exp. top-50 reporter/arman, 31, college grad, ex-
Marine capt. seeks pos emphasizing organizing and
leadership. Sincere: conscientious: dedicated. Box M-
72. BROADCASTING.
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TELEVISION
Situations Wanted
News Continued
Experienced Black newsman. seeks major market TV

reporting position. Great delivery, writing, dralt exempt.
Box A-14, BROADCASTING.

Veteran newsman. 23 years in the business, more than
10 in the present lop market. Desires change. Reason-
ably successful in all phases of TV-Radic news. Qul-
standing in several. The usual string of awards. Mar-
ried. Needs a new challenge. Box A-22, BROADCAST-
iNG.

Experienced newsman available for small market TV or
CATV. (314) 361-0195 or Box A-26. BROADCASTING.

Talented B-year veteran seeks permanent position in
news ©Or sports air work. Young, good looking hard
worker. Box A-31. BROADCASTING.

Sports director at middle Atlantic radio-TV. Excelient
references. Early 20's. Married. Ready for medium mar-
ket. Desiras college play-by-play. VTR and air check on
request. Box A-38. BROADCASTING.

Callf TV markals oniy. Prefer position as sports director
or assn't to sports pro in iarge mkt. 12 years TV-radio
exp., degree, iop 50 mk!. exp.. play-by-play, availabie
now. YTR-resume and personal interview upon request.
Consider all offers. Saiary open. Norm Howard, 440
Beech Street, Arroyo Grande, Calif. 93420 (805) 489-
2847,

Programing, Production, Others

Layout artist, illustrator, letterman, photographer and
designer. Seeking warm climate and large. aggressive
sales promotion dept. Box A-3. BROADCASTING.

Staging/lighting director with directing experience wants
to relocate. Prefer PD/Lighting position in midwest or
northwest. Box A-7, BROADCASTING.

Recent RCA institute grad dasires position in TV doing
everything from announcing lo waxing floors. Will re-
locale anywhere. Personal interview at my expense.
Box A-11. BROADCASTING.

Talented producer-director wants permanent posilion
with growing organization, Resume on request. Box
A-32, BROADCASTING.

Television programer with production and management
experience wishes to relocate. Will consider any station
in Canada and United Statés except those in smoggy
Southern California. Will send resume. Box A-35,
BROADCASTING.

First phone, experienced, will relocate. For resume:
James W. Ranz, 107 Westwood Avenue, Syracusa, New
York 13211 {315) 454-3513.

Wanted to Buy Equipment

We need used 250, 500. 1 kw & 10 kw AM and FM
transmitters. No junk. Guarantee Radio Supply Corp.,
1314 fturbide St., Laredo. Texas 78040.

Used black and white equipment in operating condi-
tion. Microwavas, camers, both studio and film chains,
switchers. zoom lenses, etc. Send list of your surplus
and sale price lo Bladwin, 1819 South 2500 East, Salt
Lake City, 801-466-1246.

For Sale Equipment

Hellax-styroftex. Large stocks-bargain prices-tested and
certified. Write for price and stock lists. Sierra Western
Electric, Box 23872, Qakiand. Callf. 94623. Phone
(415) 832-3527.

Television Transmilter —Ampex UHF TA15-BT bought
new and used for tests only. Modify to your channel and
higher power or for standby. With color and in perfect
condition. Newsvision Company, 1016 Broad St., Bridge-
port, Conn. 06603 or call evenings 203-378-9242.

For Sale Equipment
Continued

FM Antenna - ten bay circularly polarized CCA FM an-
tenna lype 6B811. Antenna malching Iransformer in-
cluded. Only 18 monihs use and part of present system
producing excellent stereo separation. Can be tuned
from present frequency 100.7. Available now. Make
ofter. KASE, 705 N. Lamar, Austin, Texas 78703. {512)
478-8521. Contact John Kreiger.

G.E. TY-106 6 bay-helical UHF antenna on channel
17. Good condition. Make ofter. Contact D. H. Spindle,
WTCG-TV, 1018 W. Peachtree St.. Atlanta. Georgia.
30309. 404-873-2242.

35 mm RCA Telecine Motion Picture Projector. remote.
sound, like new $1895.00. 16 mm JAN projector sel
up with TV chain shutier, has magnetic/optical. Goed
condition $1195.00. JAN projector for preview pur-
poses optical/mag $895.00. Rebuilt, straight optical
$495.00. Brand new rewinds 16 or 35 mm $37.50 pair.
Griswald 16mm splicers brand new $25.00. Harwald
Hot Splicers Model B used $99.50. Free list. SK Fitm
Equipment Co.. Inc., 254 Giralda Avenue, Coral Gables,
Florida.

Complete broadcast mobile unit with 2 - RCA TK-30
cameras, zoom lens, 2 sync gen., audio, etc. Ready
1o roll. Cali (312) 738-1022.

Special—1 yr. old—mint condition. {2) Scully 280-2
SP/14 14" Stereo. 2.100.00 each. (2) Spotmaster 505
BRS Stereo Rackmount Cart. Playback w/150Hz Detec-
tor. 555.00 each. (1} Spoimaster 500 CR Mono Rack-
mount Cart. Rec/play w/150Hz generator and detector
600.00 each. (1) Spotmaster 405A Compact Mono Cart
playback w/150Hz detector. 300.00 each. {8) Spotmas-
ter 505 playback—AS 1S. 100.00 each. Test Equipment.
{1) Tektronix 541 Scope 30 Mhz dual trace 400.00 (1)
Tektronix 535 Scope 15 Mhz dual trace delayed sweep
375.00. (1) Data Inst. 555 Scope 7Mhz. 175.00 (1)
Dartex 1020 Digital Tape Transport with read/write elec-
tronics, 875.00. (1) SCM 44 Copier 375.00. Check with
order-—30 day guarantee. Broadcast Products, tnc. 660
Lofstrand Lane, RocCkville, Md. 20850, (301) 424-4700.

100W UHF translator: Emcee U-HTU-100 and SLB-75
antenna gives 1.0 KW ERP. Presently Ch. 20 In/Ch.
75 Out. J. Merritt, WICS-TV, Springfleld. lilinois.

Gates 1000 watt stereo FM transmitter FM-18 in good
condition. Spare tube. Best ofler over $1.500 takes.
Wes! Coasl Media, Inc.. Suite 1437. One City Boule-
vard West, Orange. California 92568.

Presto 800 series and Presto €N disc recorders plus
mikes, spare parts. etc. Make offer. Phone 305-731-
5688 after six.

One stop lor al! your professional audio requirements.
Bottom iine oriented. F.T.C. Brewer, Box 8057. Pensa-
cola, Florida 32505.

Cartridge tape equipment—Reconditioned, guaranteed.
Autodyne. Box 1004. Rockville, Maryland 20850 (301)
762-7626.

Ampex designed Model 450 background music tape
reproducers, both new and factory reconditioned
modeis available from VIF tnternational, Box 1555,
Min. View, Calif. 94040. (408) 739-9740.

FM third band available. Open for suggestions as to
use. Write to P.O. Box #563, Toms River, New Jersey
08753.

For rent: 2 - factory recondilioned Spotmaster model
505 playback units and 1 - factory reconditioned Spot-
master modei 500 record/playback unit., at $35.00
per month. For rent: 1 - McMartin SCA modulati

Miscellaneous Continued

Two broadcasters who sincerely believe in FM and that
suCcess is derived from honesty and hard work. Pres-
ently working protessionals who don't ciaim to be
magic; olfering dedication and effort. Own a struggling
FM station? Let's talk honestly and confidentially about
our mutual objectives. One year from today. let's be
proud of the station you own, we opérate. Thank you.
Box M-140. BROADCASTING.

$1,000 a woek comedy writer for $15 a month! Ex-
clusive! One client per market! Rush $15 to Box
M-151, BROADCASTING.

Add laughs 1o your weather channel—New CATvV
Comedy on 3x5 cards. Keep viewers tuned in. Write
for sample package and subscription rate. Show-Biz
Comaedy, 1735 E. 26th St.. Brookiyn, N.Y. 11229,

Jocks! 15 reck/up-tempo MOR voice drop-ins. Redone
as you floal from station lo station. Make your show
lly, professionally. Columbus Radio. 719 W. Water,
Kankakee. |llinois 60901.

INSTRUCTIONS

Attentlon Broadcast Engineers: Advance yourself. Earn
a degree in electronics (mainly by cofrespondence)
while you remain on your present job. Accredited by
Accrediting Commission. NHSC approved under G.I.
bill. Be a real engineer. Free brochure. Grantham
School of Engineering, 1505 N. Western, Hollywood,
Catitornia 90027.

First Class FCC License theory and laboratory training
in six weeks. Be prepared...let the masters in the
nation’s largest network of 1st class FCC licensing
$chools train you. Approved for veterans® and accred-
ited member National Asscciation of Trade and Tech-
nical Schools.”* Write or phone the location most con-
venient to you. Elkins Instilute in Dallas®**, 2603
Inwood Rd. 357-4001.

Elkins in Ft. Worth, 1705 W. 7th St.

Efkins in Houston" * *, 3518 Yravis.

Elkins in San Antonio® °, 503 S. Main.

Elkins in San Francisco® ‘., 160 S. Van Ness.

Elkins in Hartford. 800 Silver Lane,

Elkins in Denver® *, 420 S, Broadway.

ElkIns in Miami**, 1920 Purdy Ave.

Elklns in Atianta’ **, 51 Tenth St. at Spring. N.W,

Elkins in Chicago** *, 3443 N. Central.

Elkins in New Orleans” ° °, 2940 Canal.

Elkins in MInneapolis® **, 4103 E. Lake St.

Etkins in St. Louis. 4655 Hampton Ave.

Elkins in Cincinnati, 11750 Chesterdale.

Efkins in Oktahoma City, 501 N.E. 27th.

Etkins in Memphis®*°, 1362 Union Ave.

Elkins in Nashville* " *. 2106-A 8th Ave. S.

Elklng in El Paso®, 6801 Viscount.

monitor TBM-4000, at $47.50 per month. Address in-
quiries to: Channing Leasing Co.. Inc.. 5 Main Street,
Natick, Mass. 01760, Tet. 655-5360.

MISCELLANEOUS

Deejays! 11,000 classified gag lines. $10.00. Uncon-
ditionally guarameed. Comedy cataleg free. Edmund
Orrin, Mariposa, Calif. 95338,

1%"-50 OHM Gas Filled Line. Complete w/ N connec-
tors; equipped for pressurization. Brand new. Phelps
Dodge § STA 158-50. One tength @ 1000 ft. one length
@ 400 ft. $1.60 per foot for all. Action Electric Sales
312-235-2830. Need Coax. bare copper, power cable?

Prizes! Prizes! Prizes! National brangs for promo-
tions. contests, programing. No barter, or trade . . . bet-
terl For lantastic deal, write or phone: Television &
Radio Features. Inc.. 166 E. Superior St.. Chicago.
illirois 60611, caill coliect 312-944-3700.

Excelent used Schaler Model 800 stereo automation
sysiem comptete. 9 Ampex AG 440 tape decks. two
spotters, one backfill, one Criterion playback for 1D's.
information. Box M-51, BROADCASTING.

“Free™ Catalog . . . everything for the deejay! Com-
edy, books. airchecks, wild tracks. old radio shows.
FCC lests. and morel Write: Command, Box 26348,
San Francisco 94126.

Elkins in Seattle” *, 4011 Aurcra Ave., N.

Elkins in Milwaukee, 611 N. Mayfair Rd.

ElkIns in Colorado Springs*, 323 South Nevada Ave.

Since 1946. Original six week course for FCC 1st
class. 620 hours of education in all lechnical aspects of
broadeast operations. Approved for veteérans. Low-cost
dormitories at school. Starting dates Jan. 5, April 12.
Reservalions required. William B. Ogden Radio Op-
erational Engingering School, 5075 Warner Ave. Hun-
tington Beach, Calil. 92647.

Zero to first phone in 5 weeks. R,E.l's classes begin
Feb. 7, Mar. 13 and April 17. Rooms $15-20 per week,
call toll free: 1-800-237-2251 for more Information or
write: R.E.|.. 1336 Main Street, Sarasota, Florida 33577.
V.A. approved.

64

BROADCASTING, Dec, 27, 1971/Jan. 3, 1972



INSTRUCTIONS Continued

R.E.l., 3123 Gillham Road. Kansas City. Missouri 64109.
(816) 931-5444,

R.E.)., 809 Caroline SL.. Fredericksburg, Virginla 22401.
Cell Ray Gilt (703) 373-1441,

R.E.l.. 625 E. Colorado St. Glendale. Calil. 91205.
Cail toll Iree, 1-800.237-2251.

Licensed by New York State, vetaran approved for FCC
1st Class Hcanse and announcer-disc-jockey training.
Contact A.T.8. Announcer Training Studios, 25 West
43 St.. N.Y.C. {212) OX 5-9245.

First class F.C.C. licanse thaory and laboratory training
in five weeks. Tuition $333.00. Housing $16.00 per
week. VA approved. New classes start every Monday.
American lastitute of Radio, 2622 Otd Lebanon Road.
Nashville, Tannessee 37214, 615-889-0469.

F.C.C. Type Exams . .. Guaranteed to prepare you for
F.C.C. 3rd. 2nd, and tst phone exams. 3rd class,
$7.00: 2nd class $12.00; 1st class, $16.00: complete
package, $25.00. Research Company, 3206 Balley
Street, Sarasota, Florida 33580,

Pennsylvanla and New York. F.C.C. first phone in 1 to
B8 weeks. Results guaranieed. American Academy of
Broadcasting, approved for veterans, 726 Chestnut
Street, Philadelphia, Pa. 19106. WA 2-0605.

FCC 1st class in 6 weeks. Money back guarantes. Cost
$370. Graduates nationwide. Reasonabte housing
available, Class limit 10 students. National tnstitute of
Comrnunications, 11516 Oxnard St.. No. Holtywood,
Calitornia 91606. (213) 9806-5212.

Management—continued

Programing, Production, Others

NEWS DIRECTOR

’ Major 50,000 watt Northeast outlet has immedi-

ate opening for experienced and aggressive ‘

’ News Director to build tri-state's top news
operation. All replies confidential. ‘

4 BOX A-39, BROADCASTING 4
AAAAAAAAAA‘AA‘

AENNNNNRENNN AR AN ENNANY

JOIN A LEADER

ABC owned FM seeks help. KAUM, Houston
needs air talent, production director, newsman
(strong journalist background a must) and sales-
man for progressive formatted operation. RUSH
tapes, resume, etc. as soon as possible.

TR
RN FFEERN

b b S R s 88 s 0 0.0 6 % & b bk kit ok

NEWS

news organization
in # 1 market needs

ANCHORMAN / REPORTER

With All The Skills

Top Money For Top Individual
Bright, up-beat, solid delivery
All replies confidential
Send tapes and resume to:

Box B 1626, 810 7th Ave., N.Y. 10019
An Equal Opportunity Employer—M/F

Need 1st phone fast? Then the Con Martin Schoot In-
tensive Theory Course (five weeks) is the one you need

Situations Wanted—Management

L 000000000 RINRNNRRBE0, AN AAARA A A AAAP A
{approved for Veterans) {Bank fllinancing avaitable). ° ® 1
Lelam Irom the finest instructional staff in the country. ° . : ?hroadcastdprn who can think and act and has §
Utllizing animated fitms in addition to other visual aids e record to prove it. Seeks major position
rov s el o vor wipecre sl GENERAL MANAGER - 3 3 sox Fillwr socly wut s e e §
gzz;:gmis_g%oﬂ :,a:v':"br:i';g':‘o:,":u:‘c:;mi::::;::::: : R ADIO : : formance in regional and ma}or suburban radio, :
by no one. Why take chances on second best or O8A * * 4 Referencensnaxre t:: ;ESL Ready for right move. :
courses? Our mext Intensive Theory Course will begin  ® o 9 M-113, BROADCASTING
January 310, 1972. For additional inlormation call or @ :x(t':e rtn‘:‘l'yc:ucc:s'sef;I elxiey”e:':ts :fefeﬂc:lss Syeaar'i L] ‘
writeé Don Martin School of Radio & TV, 1653 N. Chero- o Wi mpani ; . m [ ] AP e AN = s
kee. Hollywood, Calif. 90028, HO 2-3281. : :(o top t\'(i;entydmartke:1 ex::lerflencet—satlﬁs orlented; :
now and understand all formats—the name o oA
S the gane is prof—snd | have never had 8 @ Television Help Wanted News
Radio Help Wanted o loser. ¢
. °
° s ; TOP 40 MARKET
312-636-2266 Wanted—T.V. weather reporter, male or female
Management : : : for WRGB, Schenectady? momlmr of Ge':erai
: B Gy Smplotr Snd Tiden Tape e vowine o
T - -~ ity em, . Send video resume to:
0000000000000 00000O00F0C0O0CF0 § Donald J. Decker, News Manager
W MARKETING ﬁj 1400 Balltown Road
ﬁ MANAGER Sales o Schenectady, New York 12309
b e e
¢ BROADCAST LESEEEEEEEEEEEEEEEEEEEEREEE Empl Ry
mploymen ervices
:: EQU'PMENT ¢ = As a major market station's top biller, | have = oy
Marketing_manager for major manufacturer of P} @ proven that I'm not afraid to work my fail of. g 527 Madison Ave., New York, N.Y. 10022
. AM Iand sz tn{n:;lni.ttelr;s. hIA‘ust kn:w i'{dft{y' = If you need an experienced, highly creative =
people and be technically sharp and up-to-date. '
: Must know w‘rl 0 plan agd irtnple;n:nt "‘g’keti.g‘ = salesman ready for management, then let's talk. =
programs. Will require extensive nationwide .
traveling for contact with customers and reps. n BOX A-16, BROADCASTING a
‘ To discuss in detail this salaried position, sub- ¢ u [
¢ mit resume to: SNEEEEASSEEEANAEEEAREEEEAAR
M d R BROADCAST PERSONNEL AGENCY
¢ B°f,,"£q},‘.“d,f°',‘tﬂ,§,°gn“,.sof,'r"s For Sale Stations Sherles Barish, Director
A - N - s e -4
SE small AM & FM  85M 20M | Ind. small M 135M 29%
Texas small AM & FM  100M cash | Pa. small daytime 225M 29%
PRESIDENT NE med AM & FM  235M SOLD | SE med AM & FM  335M 29%
Ex;.miona[ t opportu “{,',’ a},a"able R t“ﬁ"m Fla. med daytime 210M cash | MW sub M 440M Nego
radio executive capable of assuming total op-
erating responsibility for 10-station group. In- L metro FM 150M 29% | 5w metro FM 94.5M 3om
clud_‘els IS Ath stations_anics d”: tstatmnst :ith
non-duplicated programing. Candidates must have :
radi: tpn:a:ageg:er{tz Agacklg;our:ldd' !I!I chmltnéitiv: @_ CHAPMAN ASSOCIATES
arkets. Age 0 40 preferred. Top East Coasf . . -
logation, Salary 35K-4OK, plus incentive. Owner- media brokerage service®
ship possible. Send confidential resume to
e ATLANTA o CHICAGD o DALLAS o DETRODIT ® NEW YDRK o
Please write: 5 Dunwoody Park, Atlanta, Ga. 30341
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NATIONAL
ASSOCIATION OF
TELEVISION
PROGRAM
EXECUTIVES

NINTH ANNUAL

PROGRAM
CONFERENCE

February 9-11, 1972
Fairmont Hotel,
San Francisco

For Sale Stations continued

SMALL MARKET DAYTIMER
IN NORTHEAST

Grossing_ $100,000. Good profits for absentee
owner, Owner-operator should do better. Price:

""BOX M-142, BROADCASTING

LaRue Media Brokers Tur,

116 CENTRAL PARK SOUTH
NEW YORK, N.Y.

EAST COAST WEST COAST
{212} 265-3430 (213) 6770055

LARSON/WALKER & COMPANY
Brokers, Consultants, & Appraisers

Los Angeles, Calif. 90067 Wash., D.C. 20006
1801 Ave. of the Stars 17125 Eye St., N.W,
Century City, Suite 501 Suite 714
213/271-1567 202/223-1553

STATIONS FOR SALE
CALIFORNIA. Full time, Major market.
$325,000, Terms,

PACIFIC NORTHWESY. Absentee owned.
* Gross $100,000, $50,000 down.
SOUTHWEST. Daytimer, Priced at 1%
gross at $125,000. Excellent terms.
_erURTHWEST. Profitable daytimer. $140,000.
= Terms.

JacL L. Sto

and ASSOCLATES

8430 Sunset Blvd,, Suite 1113
P.0. Box 550,
Los Angeles, California 90028
Area Code 213—464.7279

B oo o B

Instructions

[
$ Basic Rapio ADVERTISING SALES ScrooL

Classes start the second Sunday of every
month and end the following Friday. Li-
censed by State of Oklahoma Board of
Private Schools. Contact . . .

THE ALPHA OMEGA COMPANY
Post Offica Bax 18

Sapulpa, Oklahoma 74066
918-224-7455

Wanted to Buy—Stations

LL S TS R S S R L ST R L
*

% MINNESOTA/WISCONSIN/IOWA b
* . . &
# Responsible, aggressive company seeks to pur- o
% chase an Upper Midwest radio property. Can be 4
% AM or FM or combination. All replies held in 4
# strict confidence; not a broker. Serious princi-
# pals only, please. *
:; BOX A-12, BROADCASTING j:

iy e e e e e e s i sk de s e s sl sedr e de de
N WANTED:
‘\ P AM or FM station in the East. Small market :
] E only. All inquiries acknowledged and confidential. 2
A : John Neuner_,’ tA:Iﬂnrmay at Law H
For information, write to NATPE i 523 Tth Street H
! H Huntington, West Virginia :
670 Valfey Rd., Lancaster, Pa. 17601| e Einia 25702 :
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({continued from page 60)

Merced. Action Dec. 19.

WIN-35 Colorado Springs, Vumore Video Corp.
of Colorado Inc.—Cable Television Bureau grant-
ed CP for new CAR local distribution service
station t0 be used with CATV system in Colorado
Springs. Action Dec. 10,

¢ WIV-93 Augusta, Ga. Cablevision of Augusta
Inc.—Cable Television Bureau granted license
covering permit for new CAR station. Action
Dece. 10.

® WIN-33 Centralia, Ill. Sullivan Cablevision Inc
Cable Television Bureau granted CP for new statior
to provide CATV programing to CATV system ir
Centralia. Action Dec. 10.

e Grangeville, 1daho—~FCC denied request by
Grangewille TV Service Inc., operator of CATV sys-
tem at Grangeville, for waiver of program exclusivity
rules. CATV operator ordered to provide program ex-
clusivity to KLEW-TV Lewiston, Idaho. Action
Dec. 1.

® Rockford, Ill.—FCC denied requests by CATV
of Rockford Inc. (Doc. 17234). ang Rockford Com-
munity Television Inc. (Doc. 17235), for authority
to import distant TV sugnals on their cable TV
systems at Rockford. Action Dec. 16.

» KMV-36-7 Big Falls and Baudette, Minn. Inter-
national TV Cable Inc.—Cable Television Bureau
granted CPs to replace expired permits for new
CAR stations. Action Dec. 10,

e WIN-34 Elizabeth, N.J.. CATV of Elizabeth
Inc.—Cable Television Bureau granted CP for new
CAR station to provide CATV programing to CATV
system in Elizabeth. Action Dec. 10.

¢ Charlotte, N.C.—FCC granted request by Cox-
Cosmos Inc., former CATY operator in Charlotte,
to withdraw its complaint alleging that Southern
Bell Telephone and Telegraph Co. had discriminated
against it by providing accelerated cable construc-
tion to one of its competitors Jefferson-Carolina
Corporation, indirectly owned by Southern Bell,
by (Doc. 17661). Action Dec. 15,

® Ellwood City, Pa.—FCC denied request by Arm-
strong Utilities Inc., operator of 12-channel CATY
system at Ellwood City., for waiver of rules {program
exclusivity) and CATV operator has been ordered
to provide program exclusivity to WKBN-TV,
Y oungstown, Ohio. Action Dec. 15,

» WJI-36 El Paso, Tex. El Paso Cablevision, Inc.—
Cable Television Bureau granted CP for new dis-
tribution service station to be used with a CATV
system in El Paso. Action Nov. 30.

Rulemaking action

o FCC denied petition by National Cable Television
Association (NCTA) for 60-day extension of time to
file comments on proposed rule amendment 1o regu-
late operation of Class | TV devices —new restricted
radiation devices which produce RF carri¢r modu-
lated by TV signal (videocassette players), (Doc.
19281). Action Dec. 15.

Cable actions elsewhere

The following are activities in com-
munity-antenna television reported to
Broadcasting through Dec. 21. Re-
ports include applications for permis-
sion to install and operate CATV’s,
changes in fee schedules and franchise
grants. Franchise grants are shown in
italics.

® Amherst, Ohio— Multiple CATV owner Continen-
tal Cablevision Co. has applied to city council
for franchise.

OGearéetawn. Ky.—=Robert E. Johnson of WAXU-
(AM) Georgetown has been awarded |5-year fran-
chise by city council.

® Franklin, Ohio— Multiple-CATV owner Rust
Craft Cable Communications has applied to city
council for franchise.

® West Des Moines, lowa—=Hawkeye Cablevision o
Des Moines has applied to city council for fran-
chise.

® Muncie, Ind.—Sentinel Communications of Mun-
c;‘e.. Ind. Inc. has applied to city council for fran-
chise.

® Fridley, Minn.—General Television of Minnesota
Inc., wholly owned subsidiacy of General Tele-
vision Inc.. has been granted 15-year franchise by
Fridley city council.
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It could be a Hollywood scenario. Title
it “Resurrection.” Tom Kuhn could be
a leading man.

Fade in on a moldering film factory
known as Warner Bros. Burbank. The
time is 1969. The plot has it that this
used to be a place of plenty—hard.
boiled-action movies, lots of action-ad-
venture television.

But now the production line is all but
stilled. Ownership of the place is up for
grabs, turned loose by mogul Jack B.
Warner, latched on to but then fumbled
by Seven Arts, finally secured by a one-
time parking-lot operator, Kinney Corp.

The question was: Can a Hollywood
studio make it in television any more?
There’s all that facility overhead to
overcome. And what about deficit fi-
nancing, that unavoidable attendant to
mass program development and pilot-
making activities?

Enter Ted Ashley and Gerald Leider,
both ex-talent agents. Their kind is
usually the heavy in such pieces. This
time put them down as good guys. Ted
Ashley would run the over-all business;
Jerry Leider would be TV boss. They
knew where they were going right from
the start.

. full-scale effort which our
company is undertaking to build a tele-
vision business that will become a prime
factor in that industry. We will become
active in every aspect of television. . . .”
The lines are Ted Ashley’s. “We will
seek acquisitions and co-productions
with producers, writers, stars and exist-
ing production companies. We aim to
utilize to the fullest the extraordinary
resources of our studio. . . ,”

The start was virtually from scratch.
First there had to be a crack executive
to fire up the production line. Jerry
Leider pointed at Tom Kuhn—a surpris-
ing choice.

He had less than 10 years in the
business and all with NBC. A director of
the network’s live-on-tape nighttime pro-
grams and specials, he worked success-
fully in the development and production
of such shows as Rowan and Martin’s
Laugh-In, handled such top performing
talent as Dean Martin, Flip Wilson,
Andy Williams. But what did he know
about film-making, which, after all, is
what Warner Bros. is all about?

“Come, let's learn together,” Jerry
Leider said to him in effect. The man-
date for both was to bring this studio
back to life again.

Physically, certainly, Tom Kuhn is
attractive casting. Slim and boyish, he
looks like Dick Powell in “Gold Diggers
of 1933.” The son of a certified public
accountant, Tom Kuhn came to a busi-
ness career from an early four-year fling
as a singer in the Chicago area. He had
gone West in 1961, joined NBC at the
local-station level, and had achieved
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Staging a comeback
for Warner’s TV:
Thomas Kuhn

some significant promotions in a brief
time.

His move to Warner Bros. was made
in February 1970. It was already two
months late in its program development
for the upcoming television season. The
only hold-over series from the old re-
gime was The FBI, and program is
really Quinn Martin’s baby, nurtured

RecksPofie

Thomas George Kuhn—VP in

charge of production, Warner
Bros. Television, Burbank, Calif.,
division of Kinney Services Inc.,
New York; b. Nov. 10, 1935, Chi-
cago; BS in business adminis-
tration, Northwestern University,
Chicago, 1953-57; MA in business
administration, University of
Southern California, 1963-65; pro-
fessional singer of popular music,
in theaters, nightclubs, local TV,
with singing group, recorded for
Roulette Records, Chicago area,
1957-61; account executive in
sales service for KNBC(TV) Los
Angeles, 1961-63; talent-contract
negotiator, business-affairs depart-
ment, NBC West Coast, Burbank,
1963-65; manager, NBC's West
Coast live-on-tape nighttime pro-
grams and specials department,
1965-68; director, NBC, live-on-
tape department, 1968-1970; ap-
pointed VP in charge of program
development, Warner Bros. Tele-
vision, Feb. 16, 1970; appointed
VP in charge of production, War-
ner Bros. Television, Nov. 23,
1970; bachelor; hobbies—reading,
movie-viewing, swimming.

merely in association with Warner Bros.

He began assembling creative pro-
ducer-writer people as a nucleus for fu-
ture strength. His experience at NBC
suggested the so-called “hyphenates”
were the best ones to make development
plans happen.

Joining the Warner team were Paul
Monash and Hal Kanter, then among
others, Mel Shavelson, Jerry Thorpe,
Leslie Stevens, Sam Rolfe, Danny Ar-
nold, Ed Adamson, James Lee Barrett,
Gary Marshall, David Seltzer, Fred Coe
—a cream sampling from the Producers
Guild and Writers Guild lists.

To make a quick mark, Warner Bros.
bought into several commitments. That's
never a sound way to go and Tom Kuhn
knew it and knows it. Most notably
there were expensive agreements with
James Stewart and James Garner. Still,
stars the caliber of Stewart and Garner
could be sold without pilots and by the
start of the 1971-72 season—little more
than six months after Tom Kuhn came
in as vice president in charge of pro-
gram development (there wasn’t as yet
any production to head)—Warner Bros.
had four prime-time series, totaling
three hours, on all three networks.

Now with a full year to go at devel-
opment, Tom Kuhn has five shows in
contention for the 1972-73 season at
NBC-TV, one at CBS-TV and one at
ABC-TV, in addition to two movies-for-
TV in the works for ABC. One of the
NBC shows, Banyon, aiready has sold
and The FBI has been renewed for an
eighth season, but then one of his 1971-
72 season shows, The Chicago Teddy
Bears at CBS, has been canceled. The
possible net result is that if the hold-
over James Garner Nichols and half-
hour Jimmy Stewart Show are renewed,
Warner Bros. could have a minimum of
four shows and three-and-a-half hours
on prime-time television next season and
an unlikely, but possible, maximum of
10 shows and eight-and-a-half hours.

It’s a mind-numbing, ever-active time
for Tom Kuhn. He needs more hours
than the requirements for maintaining
proper health allow. Into his office at
the Burbank studio by 9 or 9:30, after
long-distance calls to New York, he
takes note of a schedule that usually
calls for screenings, screen tests, pro-
duction meetings, business Iuncheons;
topped by a social-business dinner near-
ly always. Home is a house in the
Hollywood Hills, luckily only seven
minutes from the studio.

Being single helps. He gears his social
life around business. Things he learned
as a performer about performers served
him well. He learned, too, what works
before an audience.

“1 thrive on work,” says Tom Kuhn,
who has never stopped achieving in his
36 young years. a
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Etlitorials

Cue the music

For two enterprises with their economies so inextricably
entwined, radio broadcasting and the record business have
been singularly incompatible. The tone of their relationship
has ranged from grudging accommodation to outright hos-
tility. If there have also been periods of wild embrace, the
condition has been induced more by greed than by affection.
It is not an affair to be commemorated in a waltz.

But then waltzes are out of fashion and have been for
some time. It is a little hard to know what is in fashion
at any given moment. The message that runs through the
special report on music in this issue is that the times have
changed the music, and the music has changed the times.
Radio has changed with both, if a step or two behind.

The fundamental problem in the business relationship
between radio and records is that little money changes hands.
Radio pays record companies practically nothing for the use
of their records. Record companies pay radio practically
nothing for the broadcast exposure that leads buyers into
stores where records are sold. Each is taking a free ride on
the other while resenting being ridden. It is a marriage of
convenience but distrust.

Still the association is less exploitative than it used to be.
It was only a dozen years ago that a convention of disk
jockeys at the Americana hotel in Miami Beach drew na-
tional attention for the entertainment that the record com-
panies arranged, including, among the open events, an all-
night banquet, drinking bout, breakfast and stage show per-
formed by the biggest musical names of the time. That
sort of excess has been discouraged by the laws later passed
to inhibit the passing of payola.

There are signs that relations between radio and records
are moving in the direction of maturity and understanding.
The most sophisticated managers in each business are begin-
ning to recognize that those in the other have problems of
their own. That is not to say that all differences can be
composed. They cannot be; the businesses are different.

It would be a tidier arrangement if radio bought all of
its musical programing at prices set by a free market and
if record distributors bought radio advertising at regular rates
to sell records as other products are sold. It is no doubt too
late to substitute that convention for the odd arrangement
now existing. It is not too late, however, for the odd arrange-
ment to be modified, as we are sure it will be as time
goes on.

Watching for those modifications will be among the pur-
poses BROADCASTING has in mind in expanding its regular
coverage of the worlds of music and radio, beginning with
this issue,

The root strength

A year ago on this page we commented: “The year 1970
was undeniably dark in places, and the year 1971 at this
point promises few bursts of spirit-lifting light. This publi-
cation persists, however, in believing that broadcasters should
proceed with confidence. The one constant they can count
on is the steady attention of the mass audience. The people
are on their side. In the long run that alignment may be all
that counts.”

Conditions have developed as expected. Government reg-
ulation became more repressive in 1971, as much from
appellate-court intrusion into policy making as from FCC
decisions or congressional acts. It was in 1971 that $240 mil-
lion in cigarette advertising was banished from the air—a

68

particularly harsh imposition on radio and television in a
year of constrictions in the general economy and total
advertising.

Broadcasting’s representation in Washington was under
question a year ago. The National Association of Broadcast-
ers was in the process of creating three executive vice presi-
dencies that were to give the organization new muscle. As
readers of recent issues of this publication are aware, there
are new demands to beef up the association—after a year of
buffeting by government.

At the winter board meeting of the NAB a few weeks off
the expectation is that Vincent T. Wasilewski, the troubled
president, and the association’s executive committee will
present a plan intended to quell the present restlessness of
members. It will have to be a plan that promises a more
tangible return from $3 million in annual dues than has
been evident in the past year in Washington.

A year ago an FCC vacancy was filled with the appoint-
ment of Thomas Houser to create a Republican majority.
Mr. Houser has departed from an FCC that was little
changed by his brief service. There is hope now for a moder-
ation in the commission’s tone with the recent seating of
Charlotte Reid (presumably of similar persuasion to that
of her predecessor, Robert Wells) and appointment of
Richard Wiley.

The flickers of promise at the FCC have counterparts in
other quarters. The economic forecasters quoted elsewhere
in this issue may to some extent be hedging their bets—
they were stung a little by their predictions of a year ago—
but their inclination is to optimism. Apart from ordinary
economic forces, business is bound to be affected by politics
in an election year. The assumption has to be that a Presi-
dent running for re-election will exert himself to get the
economy expanding by the time the campaign is under way.

The political year may present peculiar problems to broad-
casters if the House, upon returning from recess, passes the
political-spending bill adopted by the Senate in mid-Decem-
ber. That bill would not only impose discriminatory ceilings
on broadcast political advertising but also require broad-
casters to give access to every candidate who came along.

But whatever other prospect confronts broadcasters in
1972, they enter the year as they started it, with the people
on their side. Latest figures show the audience growing in
nu[{nber and in time tuned in.
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Drawn for BROADCASTING by Sid Hix

“While 'm doing this year-end report on 1971, pull down
those shades or watch a grown man cry”

BROADCASTING, Dec. 27, 1971/Jan. 3, 1972



Telev

on's Fmest Hour in'71

(or should we say twenty hours?)

Jerr

Lewis’
Lahor
Day
Telethon

$8 125 387 in toteboard pledge
$8,364,510 actually collected and in the bank as of Dec. 15th, 1971!

What better proof couid there be of television's effectiveness
in reaching the hearts and minds of all America?

THANKS TO THE TV INDUSTRY
And Especially WNEW-TV, N.Y.C. (Our Flagship Station)/Hughes Television Network/Benton & Bowles
And Our Entire Network . . .

KCOO-TV ABERDEEN, S.D.
KTX5-TV  ABILENE, Tex.
KTEN  ADA, Okla.

KGGM-TV ALBUQUERQUE, N.M.

KFDA-TV  AMARILLO, Tex.
WOXI-TV ATLANTA, Ga.
KERO-TV BAKERSFIELD, Cal.
WMAR-TY BALTIMORE, Md.

WUHQ-TV BATTLE CREEK, Mich.

KBMT  BEAUMONT, Tex.
KWAB-TV BIG SPRING, Tex.
KOOK-TV BILLINGS, Mont.
WICZ-TV BINGHAMTON, N.Y.
WKBG-TV BOSTON, Mass.
WGR-TV  BUFFALO, N.Y.
KXLF-TY  BUTTE, Mont.
WIAN  CANTON, 0.

have ever seen.”

“This year 120 television stations provided their air time
for the telethon, which might have been enough. But they
didn’t stop there. Most of them provided their staff and
facilities for hourly cut-aways that are invaluable in build-
ing local support. Many others heavily promoted the tele-
thon in endless ways and it all added up to one of the most
fantastic examples of human, warm-hearted response we

From B&B !mpressions
published by Benton & Bowles'
Media/ Programming Department.

WOA  CHAMPAIGN, I,
WUSN-TV CHARLESTON, 5.C.
WCCB-TV CHARLOTTE, N.C.

WDEF-TV CHATTANOOGA, Tenn,

WELD-TY CHICAGO, III.
WXIX-TV OINCINNATI, 0.
WKBF-TV CLEVELAND, 0.
KFDW-TV CLOVIS, N.M.
KOMU-TV COLUMBIA, Mo.
WOLO-TV COLUMBIA, 5.C.
WTVN-TV COLUMBUS, 0.
KDTV  DALLAS/

FORT WORTH, Tex.
WKEF  DAYTON, 0,
KOA-TV  DENVER, Col.
KRNT-TV DES MOINES, la.
WKBD-TV DETROIT, Mich.
WRDU:TV DURHAM, N.C.
WENY-TV ELMIRA, N.Y.
KTSM-TV EL PASO, Tex.
KEZI-TV  EUGENE, Ore.
WFIE-TV  EVANSVILLE, Ind.
KTHI-TV  FARGO, N.D.
KFSN-TV  FRESNO, Cal.
KUPK-TV GARDEN CITY, Kan.
KRTY  GREAT FALLS, Mont.
WLUK-TV GREEN BAY, Wis.
WHP-TV  HARRISBURG, Pa.
KPRC-TV  HOUSTON, Tex.
WSAZ-TV HUNTINGTON, W.Va.
WIKS-TV JACKSONVILLE, Fla.
WLACG-TV JOHNSTOWN, Pa.
KODE-TV JOPLIN, Mo.
KMBC-TV KANSAS CITY, Mo.
WXOW-TV LA CROSSE, Wis.

KLFY-TV  LAFAYETTE, La.
WIM-TV  LANSING, Mich.
KLAS-TV  LAS VEGAS, Nev.
KSWO-Tv LAWTON, Okla.
WBLG-TV  LEXINGTON, Ky.
KATY LITTLE ROCK, Ark.
KTiv LOS ANGELES, Cal.
WLKY-TV LOUISVILLE, Ky.
KLBK-TY  LUBBOCK, Tex.
KTRE-TV  LUFKIN, Tex.
WKOW-TV MADISON, Wis.
WMUR-TV MANCHESTER, N.H.
KMED-TV MEDFORD, Ore.
WREC-TV  MEMPHIS, Tenn.
WOX-TV - MIAMY, Fla.
WITI-TV  MILWAUKEE, Wis.

WTCN-TV  MINNEAPOLIS/
ST. PAUL, Minn.
KPAX-TY

MISSOULA, Mont.
WQAD-TV MOLINE, 1.
KMOM-TV MONAHANS, Tex.
WKAB-TY MONTGOMERY, Ala.
WLAC-TV  NASHVILLE, Tenn.
WVUE NEW ORLEANS, La.
WTAR-TV  NORFOLK, Va.

KOCO-TV OKLAHOMA CITY,Okla.

KMTV  OMAHA, Neb.
WESH-TV  ORLANDO/
DAYTONA BEACH, Ala.

WMBD-TV PEORIA, M.
WKBS-TV  PHILADELPHIA, Pa.
KPHO-TV  PHOENIX, Ariz.
WHC-TV  PITTSBURGH, Pa.
KPTV PORTLAND, Ore.
WPRI-TV  PROVIDENCE, R.I.
KOAA-TV PUEBLO, Col.

KOLO-TY RENO, Nev.
WTVR-TV RICHMOND, Vo.
WHEC-TV  ROCHESTER, N.Y.
WCEE-TV  ROCKFORD, [Il.
KRA-TV  SACRAMENTO, Cal.
WNEM-TV SAGINAW, Mich.
KSL-TV  SALT LAKE QITY, Utat
KPLR-TV  ST. LOVIS, Mo.
KFMB-TV  SAN DIEGO, Cal.
KBHK-TV  SAN FRANCISCO, Cal
KNTY SAN JOSE, Cal.
KFDO-Tv  SAYRE, Okla.

WRGB  SCHENECTADY, N.Y.
KTBS-TV  SHREVEPORT, La.
KCAU-TV  S10UX OITY, lowa
KSOO-TV  SIOUX FALLS, S.D.
WHYN-TV  SPRINGFIELD, Mass.
KOLR  SPRINGFIELD, Mo.
WNYS-TV  SYRACUSE, N.Y.
KTNT-TV  TACOMA/

SEATTLE, Wash.
WI06  TAMPA/

ST. PETERSBURG, Fla
WTWO  TERRE HAUTE, Ind.

WDHO-TV TOLEDO, 0.
WIBW-TV TOPEKA, Kan.
KGUN-TY  TUCSON, Ariz.

KTUL-TY  TULSA, Okla.
KLTV TYLER, Tex.
WITG  WASHINGTON, D.C.

WATR-TV  WATERBURY, Conn.
WWNY-TV WATERTOWN, N.Y.
WAOW-TV WAUSAU, Wis.
WEAT-TV  WEST PALM

BEACH, Fla.
KAKE-TY  WICHITA, Kan.
WYTV  YOUNGSTOWN, 0.

MUSCULAR DYSTROPHY ASSOCIATIONS of AMERICA, INC., 1790 BROADWAY, NEW YORK, N.Y. 10019
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BC —Channel 4 —Represented by Peters, Griffin, Woodward



